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[bookmark: _Toc8281138]Executive summary
This report analyses the external (macro) environmental that Burger King operate in, the internal resources, competencies and capabilities available to them, explores strategy and framework of strategy that includes the levels of strategy, the three horizons, strategy alignment and competitive analysis. Through the usage of PESTEL, SWOT, VRIO and Porters Five Forces, a thorough analysis of Burger King’s current strategic strengths and weaknesses. Further analysis of strategic choice is conducted with usage of Porters generic competitive strategies and Ansoff’s matrix of growth. Strategic action is also discussed as leadership and change management models are analysed.
From the findings of the report, the following recommendations to aid strategic achievement of sustainable advantage are made:

· Continue expansion internationally and in underserved markets
· Further product innovation such as the Impossible Whopper
· More products to appeal to burgeoning food sub-cultures
· Modernize the restaurant experience as to improve customer experience
· Galvanize franchisees to fully engage with strategic aims and brand identity
· Continue current marketing trends


[bookmark: _Toc8281139]1.0 Introduction
This report will conduct a strategic analysis on the fast food brand Burger King. It will analyse both the external (macro) environment in which it operates and analyse the internal resources, competencies and distinctive capabilities of the organisation. Models of strategic framework and change management are used and the theory is applied to Burger King’s current operations. The report will offer recommendations based on the findings within it.  
1.1 [bookmark: _Toc8281140]Burger King
An American brand of Fast Food Restaurants, Burger King operates globally as a subsidiary of Restaurant Brands International INC in over 100 countries and nearly 18,000 stores (Restaurant Brands International INC, 2018). Restaurant Brands International INC also own Tim Hortons and Popeyes Louisiana Kitchen. Burger King is operated as a fully franchised business with master franchises appointed to maintain standards and franchise stores. RBI reported that the annual revenue for 2018 had increased 17.07% from 2017, to a sum of $5.375 billion (MacroTrends, 2019).
Burger King have recently stated the need to modernise in both the United Kingdom and also in the United States of America, showing awareness that they may be ceding competitive advantage due to strategic decisions, namely focusing on product innovation and marketing as opposed to the customers experience (Wiener-Bronner, 2018).
[bookmark: _Toc8281141]1.2 Strategy
Porter (1980) defined strategy as the combination of goals that a firm is striving to achieve and the policies that it applies in order to achieve the goals. Porter views business strategy as both the plan and postion as strategy is the road to success. Hofer (1978) defines strategy as:
“the match an organisation makes between its internal resources and skills…and the opportunities and risks created by its external environment.” p250
Henry Mintzberg reviewed the many different definitions and practices of business strategy and discovered the flexibility and fluidity of the concept and established five generic types of strategy (Mintzberg & Quinn, 1988) (Mintzberg, 1987): 
· Plan – a course of action intended to achieve deliberate results
· Ploy – an attempt to outmanoeuvre competitors
· Pattern- a strategy realised through consistent past behaviour, over time
· Position – the market positioning of the firm, which is usually an uncontrollable
[bookmark: _Toc8281142]1.2.1 Levels of Strategy
There are three levels of business strategy: corporate, business and functional (Hofer & Schendel, 1978). 
The corporate level strategy defines what area of business the firm should operate in, the strategy is formulated by the highest operating level within the firm and establishes the goals of the firm and then defines objectives in order to reach them. Corporate level strategy should be mainly concerned with achieving operational and financial synergies through the management of diverse resources in order to achieve the goals of the firm (Abratt & Minigione, 2017) (Bowman & Helfat, 2001) (Johnson, 2006). 
Hofer and Schendel defined business level strategy in the following succinct terms (Hofer & Schendel, 1978):
“at the business level, strategy focuses on how to compete in a particular industry or product market segment. Thus, distinctive competences and competitive advantage are usually the most important components o strategy at this level” p27,28 
Business level strategy is devised by strategic business units and tends to consist of strategies such as diversification and cost leadership as business level strategy is focused towards competitive advantage within the market segment (Chen, et al., 2017) (Beard & Dess, 1981).
Functional level strategy is the functions that form and act upon the business level strategy. Short term and specific strategies such a marketing campaign for a product within a business level strategy remit are functional level strategies (Scholz, 1987) (Hax, 1990).
[bookmark: _Toc8281143]1.2.2 The Three Horizons
The three horizons framework is structure that firms may use to ensure that the growth opportunities they may be seeking do not negatively impact present business performance. The following is an illustration of the model:
[image: ]
Figure 1 – The original Three Horizons framework
Source - Baghai, et al., 1999, p.5.

As illustrated in the above, horizon one of the framework ensures that the firm continues with and maximises its main source of value, the offering that makes the firm most recognisable. Horizon two indicates the current potential opportunities for growth that the firm possesses, which may need investment financially and operationally to yield strong returns. The third horizon highlights future potential revenue streams that should be in the research and planning phase as to ensure that growth is continual. The three horizons should be approached concurrently and not one horizon at a time, as if enacted upon efficiently horizon three would prosper into horizon two and then finally one, a cyclical process that engenders growth (Sharpe, 2013) (Curry & Hogdson, 2008) (Chicoine-Piper, et al., 1997).

[bookmark: _Toc8281144]1.2.3 Strategy Alignment 
Kim & Mauborgne (2009) state that strategic alignment consists of three propositions: value, profit and people.  Value propostions attract buyers, profit propositions allow the firm to make profit from the value proposition and the people proposition enables staff to enact the strategy. These propositions are fundemental elemants of achieveing strategic aims. Kim & Mauborgne (2009) state that there are two strategy approaches that allow these propostions to be facilitated, a structuralist approach and a reconstructionist approach. A structuralist (Red Ocean) approach to strategy is when a firm has the capabilities and resources to outperform the competitors within their market or industry but to achieve it they must meet all three propostions, wether they are attempting a low-cost strategy or diversification. A reconsrtuctionsist (Blue Ocean) approach focuses both on low-cost and diversification strategies and constistutes an approach of reshaping the business environment that a firm is operating in, companies that are already diversified should are the most effective at using this approach as it requires fast moving innovation (Kim & Mauborgne, 2005) (Agnihotri, 2015) (Kim & Mauborgne, 2017). 
[bookmark: _Toc8281145]1.2.4 Competitive Advantage
Porter (1998) states that competitive advatage is the value that a firm can create which exceeds the cost of creating the value. He states that there are two froms of competitive advantage, cost leadership and differentiation. Providing the what the buyer perceives as the best value or cheapest option or having a diverse product range can increase a firms competitive advantage as they are offering a perceieved better proposition to the buyer (Ma, 2000) (Peteraf, 1993) (Barney, 1991).

[bookmark: _Toc8281146]2.0 Strategic Analysis
[bookmark: _Toc8281147]2.1 Pestel Analysis
A pestel analysis allows a firm to evaluate the potential risk factors of the external (macro) environment.  It consists of the following factors; political, economic, social, technology, environmental, legal. It provides information on these factors and elucidates potential threats, strengths, opportunities and weaknesses facing the macro environment that concern the firm. This information can build knowledge that allows strategic decisions which will aid Burger King. As Burger King operates globally, the factors that they face vary wildly from nation to nation and therefore the need for an analysis of the macro environment within each nation is advisable.  The following pestel analysis will focus upon the strongest operational nation for Burger King, the United States of America.
[bookmark: _Toc8281148]2.1.1 Political factors
The political factor facing Burger King consist of governmental actions, consistency and leadership. Currently, the president of the United States of America is Donald Trump, who has repeatedly repealed regulations that may constrict freedom of markets and in doing so has allowed private companies to more flexibly attack growth (Rao, 2018) (Carlsson & Lundström, 2002). Whilst the government of the U.S.A is currently stable, political factors are the hardest for Burger King to gauge because the threat of war is perhaps the most worrisome of the factors and also potentially unpredictable, especially as many political commentators view President Trump as a rash leader and that is compounded by escalating tension with the U.S.A and China over the trade war (Arkin, 2019) (Politi & Weaver, 2019) (Farrer & Partington, 2019). Whilst the current administration is very much pro-business, as is traditional for the Republican party, they have lost the majority in the House of Representatives and will find passing bills that further reduce regulation and further their agenda of a freer market more difficult which may mean that Burger King are less likely to benefit from further deregulation (Sevastopulo, et al., 2018) (Goodman, 2018).
[bookmark: _Toc8281149]2.1.2 Economic Factors
Examples of the main economic factors that can influence the macro environment that Burger King operate in are, tax rates, interest rates, the job market and inflation (Gupta, 2013). Trump has enforced tax reform with a bill worth $1.5 trillion in tax cuts, with corporation tax dropping for the first time in thirty years to 21% from 35%, with further tax reform recently being passed by the House of Representatives worth over $3 trillion in tax cuts, this however has not yet passed the Senate (Siddiqui, et al., 2017) (Fleishman, 2019). Gross Domestic Product (GDP) is a good indicator of economic health, the stronger the economy, the more disposable income and therefore buying power (Frey & Stutzer, 2001) (Durham, 1999) (Jones, 1994). Burger King relies on disposable income so a strong economy can only be of benefit to them and with consistent GDP growth and the average disposable income in the U.S.A at $3528 per month in 2015, the economy seems solid (Swanson, 2015) (DeVore, 2019) (The World Bank, 2019) (Mutikani, 2018). Unemployment is currently at a lowest point in nearly 50 years which may mean that Burger King find it harder to attract talent as there is now increased competition within the jobs market, they may also find that they have to raise the renumeration package offered to potential hires in order to stay full staffed (Schneider, 2018) (Long, 2019). Burger King must remain vigilant however, as the 2008 financial crisis showed, extreme recession is possible. Ensuring that there is always a contingency in a place should such a scenario of that ilk occur solidifies Burger King’s position. 
[bookmark: _Toc8281150]2.1.3 Social Factors
The social factors that face Burger King include the increase emphasis on health lifestyles, changing attitudes towards fast food and the rise in anti-factory farming sentiment. The ever-changing socio-cultural climate means that Burger King must stay agile.  The social media accounts operated by Burger King have shown great awareness of issues that concern American citizens and have approached them with a tongue in-cheek funny response which has brought them plenty of media plaudits (Weglarz, 2019) (Durbin, 2019). Burger King have recently announced that by the end of 2019, every outlet in the United States of America will be offering a vegan friendly plant-based burger, the Impossible Whopper (Tyko, 2019). There has been a reported rise in veganism and vegetarianism, a group that’s still in the minority but due to inventive campaigns and PR stunts, a large media presence, serving the needs and being one of the first fast food chains to offer such a product was an effective move for Burger King (Baum+Whiteman International Restaurant Consultants, 2019). The Ipsos Group and Sentience Institute (2017) conducted a poll on the average US citizens attitude towards factory farming and found that 49% of american citizens supported a ban on factory farming as it currently operates and that 70% of american citizens were uncomfortable with how animals are used in the food industry.  Whilst these findings are expected, increasing attention towards this issue may hurt Burger King as if an animal rights activist group can achieve a mainstream campaign they may feel severe pressure and loss of sales. The continuing trend on awareness of healthy diet and consumers vocally wanting healthier options may hurt Burger King if it is to keep to it’s current approach (Van Cappalen, et al., 2018) (Hoeka, et al., 2017).  
[bookmark: _Toc8281151]2.1.4 Technological Factors
The fast food industry has been quick to adapt to technology, McDonald’s have offered wireless charging, ordering through an app, self-serve kiosks and many more innovations (Patton, 2019) (Trefis Team, 2017). This gives McDonald’s, Burger Kings largest global competitor, the competitive advantage in the fast food restaurant industry as Burger King have been slow to act and adapt to creative use of technology within their restaurants, instead focusing on marketing and promotion (Wiener-Bronner, 2018). The customer experience is crucial within such a saturated market and therefore Burger King have a weakness and an opportunity when it comes to technology, they are currently dated against major competitors but have the ability to enact a strategy to counter this and challenge the competitive advantage currently held by McDonalds.
[bookmark: _Toc8281152]2.1.5 Environmental Factors
Sustainability and corporate social responsibility now plays a key role in certain demographics buying decisions, especially among millennials (Nielsen Holdings PLC, 2015) (Schawbel, 2015). Therefore, there is increased speculation and scrutiny over the transparency of a firms sustainable mandate and its corporate social responsibility acts. The environmental crisis is increasingly pushed as a dominant narrative which provides Burger King an opportunity to seize upon the movement and take steps to decrease the carbon footprint of the brand. 
[bookmark: _Toc8281153]2.1.6 Legal Factors
The legal factors facing Burger King are all laws, acts, regulations and legislation that they must obey and act within as to operate legally and lawfully. The United States of America is comprised of 50 states, and each county within each state can have laws specifically for that county, each state has laws specifically for that state and finally, federal law covers the nation as a whole (Legal Aid Society of Northeastern New York, 2019). With over 7,000 Burger King stores within the United States of America, each Burger King franchisee must ensure that they are fully complying with all legal and lawful requirements of the operation at every branch of law. An example of a legal factor that has the potentiality to negatively affect the operational and financial results of Burger King is the call for an almost double pay increase for the minimum wage within the fast food sector, which protestors, pressure groups and activists are currently pressurising legislators at local, state and federal level to impose (Ingraham, 2019). The threat of doubling the minimum wage in an industry that pays below the desired $15 per hour mark threatens not only Burger King’s public image as an employee of good standing but also future financial operations, this could perhaps as it has done with competitors, be a motivating factor in the move towards automation within the fast food industry (Ferenstein, 2017) (Rensi, 2018). 
[bookmark: _Toc8281154]2.2 Porters Five Forces
Porter (2008) proposed five forces that shape business strategy, these are illustrated in the followiong model:
[image: ]
Source: (Porter, 2008 p27) 
[bookmark: _Toc8281155]2.2.1 Existing Competitive Rivalry
Burger King operate in the fast food industry. The industry has established and recognisable brands, such as KFC, McDonalds and Subway who are Burger King’s direct competition. This force is concerned with not only who the competitors are but how comparable their offering is, how intense the rivalry within the market is and the strength of the competition. The American fast food market is estimated to have a current worth of $191.45 billion with projected growth by 2025 to $272.51 billion (Envision Intelligence, 2019). McDonalds are by far the largest of the competitors within the market, with Yum! Brands (KFC and Pizza Hut) the most comparable to Burger King and Restaurant Brands International INC (McGrath, 2018) (Sena, 2018). 
[bookmark: _Toc8281156]2.2.2 Threat of New Entrants
This force factors the likelihood of a new competitor entering the market and attempting to gain market share. The concern of the factor is whether the barrier of entry is high or low, the higher the barrier the harder a new entrant to the market will find entering it competitively (Fee, et al., 2004). On a local level due to the lower operational value of economies of scale (Schmalensee, 1981), Burger King franchises have an incredible amount of competition with not only their established competitors but also local independent competitors.  The threat of entry in local markets is rather high as there are considerably less barriers to entry in this small-scale market. However, to be a true global competitor that can operate at a comparable level to Burger King, the threat is significantly reduced, this is due to not only the scope and scale that Burger King operate at but also the significant investment that would be required to enter at this level (Eaton & Lipsey, 1980).  The expansion of smaller to middling competitors is a much more likely scenario and over a period time they can grown to Burger King’s size. An established firm within a related market however, such as Costa or Starbucks could opt to reposition themselves and expand into the fast food market, as they have global operations the barrier to entry for them is low.
[bookmark: _Toc8281157]2.2.3 Bargaining Power of Buyers
This factor is concerned with the control that buyers have over the price of the product offering and how the demographics of the market dictate actions of the firm (Chen, 2008). The products sold within the fast food market are relatively inexpensive and there for the threat of consumer switching is high when coupled with the competitivity of the market. There is a high threat of substitution due to the competitivity of the market also, meaning that the buyer power within the market is high (Chae & Heidhues, 2004).  However as Burger King has focused mostly on cost leadership within the market for the last decade, the power ability of the buyer to further drive Burger King’s price down is negated and instead the onus to do so is placed on Burger King’s competitors (Gibson, 2007) (Lutz, 2018).
[bookmark: _Toc8281158]2.2.4 Bargaining Power of Suppliers
The bargaining power of suppliers is contingent on how many capable suppliers there, how easy or difficult it would be for a firm to switch their supplier and the pricing of the supplies.  If the suppliers are in a position where they have limited competition in this instance, then they would have greater power over pricing than they would if the supplier was facing high competition. If a firm can freely switch suppliers with little cost or perhaps even a benefit, then the supplier has low power. The ideal position for Burger King therefore is that there are multiple capable competitive suppliers in order to keep the cost of supplies low (Dowlatshahi, 1999) (Stenbacka & Tomback, 2012).  
[bookmark: _Toc8281159]2.2.5 Threat of Substitute of Services or Products
Substitutes are essentially the competitors that Burger King are facing, and the threat is whether customers are likely to stay loyal to Burger King or use a competitor. There are many direct offerings of substitutes to Burger King products, the largest being McDonalds. Brand loyalty in this arena is unlikely to play a part if the buying motive is convenience as the buyer is likely to use the most convenient offering. Whilst there are many strategies that the competitors have adopted in this market to lift and separate them from others, the overall customer experience is undoubtedly the driving factor in buyers brand loyalty within this market and how brands should attempt to achieve competitive advantage (Pfeffer, 1994) (Hawkes, 1994) (Ruocco & Proctor, 1994). The fully franchised model of Burger King can also create inconsistencies from region to region with customer experience and may impact consumer decisions (Justis & Judd, 1986) (Pilling, 1991). 

[bookmark: _Toc8281160]2.3 Resources, Competencies and Distinctive Capabilities
Resources are any assets that has a degree of permanence within a firm according to Wernerfelt (1984). Direct competitors in the same market and industry who may operate very similarly are unlikely to have the same resources as the other according to findings from Barney (1991). Competencies are the underlying, enduring characteristics of an organisation which results in effective and occasionally superior performance according to McClelland (1973) and Boyatis (2007). Definitive capabilites are as defined by Eisenhardt & Martin (2000), indetifiable and firm-specific processes that include product development, strategic decision making and alliancing. 

[bookmark: _Toc8281161]2.3.1 Analysis using the VRIO framework
VRIO is a tool that establishes understanding internal resources, competencies and capabilities as to better plan strategy which are: the question of value, of rarity, of imitability and organisation, it was devised by Barney (1995).
	RESOURCES
	VALUE
	RARE
	IMITATION
	ORGANISATION
	COMPETITIVE ADVANTAGE

	Global and Local Operations
	Yes, the size of the global network allows Burger King to operate at efficient levels of economies of scope and scale (Schmalensee, 1981)
	Yes, there are only a handful of competitors who are currently established globally and can operate at similar economies of scope and scale (Schmalensee, 1981)
	Yes, although barrier to entry is extremely at global level. It is considerably lower at local level, but the local competitors will fail to achieve the same level of economies of scope and scale
	Yes, continual growth in outlets suggest this as does the amount of countries that Burger King operate and as they are owned by Restaurant Brands International, they have large financial backing
	Yes, sustainable competitive advantage over independent fast food chains and medium sized firms

	Patented Cooking System
	Yes, the process has been designed to enhance the flavour of beef patties and has been marketed well
	Yes
	Patent Protected
	The flame broiler has been operational since the early 1960’s and has recently been upgraded with a new patented system (JUSTIA Patents, 2019).
	Yes, sustainable competitive advantage due to several patents protecting the unique flavour enhancing system.

	Brand Recognition
	Yes, Burger King is one of the most recognisable brands in the world
	Yes, to create a sense of an iconic brand either dramatic innovation or history is needed, and Burger King has both (AdAge, 2019)
	No, whilst similar brands exist, they do not have the competencies that Burger King do
	The marketing for Burger King is currently winning many plaudits as they have mocked their competitors, McDonald’s and KFC, however they have had to apologise also for offensive marketing (Simpson, 2019)
	Yes, the brands history, marketing and characteristics has undeniably built brand loyalty and therefore competitive advantage, however that is contingent on best practice of the organisation

	Fully Franchised Business Model
	Yes, allows rapid growth in new international markets
	No, it’s perhaps the most common usage of expansion in the fast food industry
	Yes, local franchises and direct competitors
	Can cause friction internally due to disputes between franchisee and franchisor (Baertlin, 2011) (Maze, 2017)
	Yes, if correctly acted upon and franchisees are managed and lead correctly

	Portfolio of Popular Trademarks
	Yes, the Whopper is an internationally recognised burger that has been on the market since 1957 
	Yes, although the Whoppers biggest competitor is the Big Mac, they are arguably the only two internationally recognised burgers 
	No, they are trademarked with history and therefore recognition 
	Recent marketing exploits where Burger King marketed the Whopper as the McWhopper shows the awareness that Burger King as an organisation have of its main product
	Yes, the trademarked products give Burger King sustainable competitive advantage as they are unique to them




[bookmark: _Toc8281162]2.4 SWOT Analysis
For a firm to best understand its current situation after completing a pestel analysis a swot analysis is highly recommended. Swot analysis is comprised of evaluating the current strengths, weakness, opportunities and threats facing an organisation.
[bookmark: _Toc8281163]2.4.1 Strengths of Burger King
· Burger King is apart of a large corporation whose owners 3G Capital and Berkshire Hathaway have a reputation for cost-cutting and financial improvement (De La Merced & Sorkin, 2013)
· An established brand that is instantly recognisable with worldwide appeal
· Effective marketing efforts and memorable advertisements and social media
[bookmark: _Toc8281164]2.4.2 Weaknesses of Burger King
· Slow reaction to technological innovations that improve customer experience
· Fully franchised model can make customer experience inconsistent
· The menu is currently unhealthy in an increasingly health aware market
· Limited differentiation of products and services
· Trait of cost leadership
[bookmark: _Toc8281165]2.4.3 Opportunities of Burger King
· Innovation in technology, such as apps or in-store technology that improves customer experience
· A portion of the menu dedicated to rapidly popularising diets such as the Ketogenic and Paleo diets (Wiener-Bronner, 2018) (Egan, 2018)
· Further expansion into international markets and greater expansion in strong markets such as China (Shuiyu, 2019)
[bookmark: _Toc8281166]2.4.4 Threats to Burger King
· Aggressive competition within the market
· Healthy lifestyle trends
· Labour cost increases
· Competition may adopt a more severe cost leadership strategy, affecting Burger King’s profitability 
[bookmark: _Toc8281167]3.0 Strategic Choices
[bookmark: _Toc8281168]3.1 Business Strategy (Porter’s Generic Competitive Strategies)
Porter (1985) introduced three generic competitive stategies that create and sustain competitive advantage. He defined them as cost leadership, differentiation and focus. He then defined the two elements of the focus strategy as cost focus and differentiation focus. The focus strategy is aimed at niche markets and better serving those niche markets, as Burger King operate in a mainstream, global market, it does not apply to them.
Cost leadership can create competitive advantage in two ways: by reducing costs and charging the average price within the industry, profits will rise and by charging lower than the average market price at an acceptable level of profit in a bid to raise market share. Burger king have implemented this strategy for over a decade with a reputation for low cost food and meal deals, whilst their owners have a reputation for cost-cutting (Patton, 2018) (Sorvino, 2019). 
Differntiation can be achieved by lifting and separting the offering to the market away from the competitors, this can be achieved through unique branding, features, awards, variety and functionality. Burger King have achieved a low level of product differntiation with recent release of a vegan Whopper, something that is unique in the global fast food market (Margolis, 2019) but not the overall strategic focus of Burger King.
   
[bookmark: _Toc8281169]3.2 Strategic Directions (Ansoff Matrix)
Ansoff (1957) defvised a strategic planning tool that enables strategic planning to achieve growth.  The framework includes four strategies to achieve growth that are illustrated below:
[image: ]Source: (Ansoff, 1957, adapted)
[bookmark: _Toc8281170]3.2.1 Burger King Growth Strategies
Market Penetration: This growth strategy is targeted at increasing existing market share.  Burger King’s primary growth strategy currently is expansion into new markets, such as expanding into sub-Saharan Africa (Schwartz, 2018)
Market Development: Targeting new market segments or entering new markets. The introduction of the vegan hamburger is an example of this as now, the second largest hamburger brand in the world is targeting vegans.
Product Development: The introduction of new products into an existing market is a commonly used strategy by Burger King with promotional menu items rotating on a monthly basis. It has a high level of success as it allows regular customers to enjoy variety with the menu. 
Diversification: This is a product of all growth strategies at the same time and is by far the strategy with the highest associated risk. 

[bookmark: _Toc8281171]4.0 Strategy in Action
Leadership is vital to the implementation and efficacy of a strategy as cultivating the correct culture to achieve the aims of the strategy is of upmost importance to an organisation the size of Burger King (Lee, 2011). With a fully franchised business model, leadership needs to fully engage all parties to be successful and that can only be achieved by cultivating the correct culture. 
[bookmark: _Toc8281172]4.1.1 Kotter’s 8 steps for leading change
Kotter (1995) devised 8 steps that effectively lead change as shown in the model below:
[image: ]
Source: (Kotter, 2019)
Kotter’s model is a detailed plan of action that will if followed see the leadership of Burger King successfully harbour change. However, models of organisational change, as noted by Todnem (2005) are only as good as the leadership who enact upon them.
[bookmark: _Toc8281173]4.1.2Lewin’s Change Management Model
The Lewin (1947) approach to change is a much more simplified yet still effective model. The model imagines an ice cube, but you want an ice cone. To achieve the ice cone three steps must be taken, unfreeze, change and refreeze.  These three steps are applicable to strategy and condense what can be large scale and complex strategies into easier to envision paths. 
Unfreeze:What needs to change, create urgency for change, manage concerns
Change: Communicate often, empower action, involve and engage staff
Refreeze: Envelope changes into culture, sustain change, provide training and praise the success
[bookmark: _Toc8281174]5.0 Conclusion
This report has developed understanding and operational knowledge of strategy by exploring the theory behind it as well as exploring competitive advantage. The report has analysed the external environment that Burger King operate in, the strengths, weaknesses, opportunities and threats that Burger King face, the factors that determine business strategy, the internal environment resources, competencies and distinctive capabilities and the strategies both implemented by the firm and available to it. The report has also described the importance to which implementing change should be given as well as suggesting models for change management. The findings of this report show that whilst Burger King are in a relatively strong position within the fast food market, there are areas that they can improve on to further capitalise market share and increase shareholder wealth. The areas that have been identified show that there are opportunities for further growth in international and underserved markets such as China and parts of Africa. That Burger King need to modernize their brand image through the increasing use of technological innovations that will foster more positive customer experiences and to increase efforts on healthy menu alternatives that cater to the growing food sub-cultures. Whilst the cost leadership strategy has been effective for Burger King, adopting multiple sub-strategies should be the focus now to achieve growth and further market share. If Burger King can adequately modernise, appeal to a healthier lifestyle and expand further internationally, they will sustain a competitive advantage.
[bookmark: _Toc8281175]6.0 Recommendations 
The findings of the report and the analysis of them has led to the following strategic recommendations for Burger King: 
· Continue expansion internationally and in underserved markets
· Further product innovation such as the Impossible Whopper
· More products to appeal to burgeoning food sub-cultures
· Modernize the restaurant experience as to improve customer experience
· Galvanize franchisees to fully engage with strategic aims and brand identity
· Continue current marketing trends
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