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1. [bookmark: _Toc153392054]Introduction 
This report is conducted to understand the strategic management plans of the fast-food restaurant Delicious in the UK market. This strategic management plan will help the company generate a sustainable competitive advantage and expand the business across the UK in different cities. The report will identify the vision, mission, and objectives of the company along with an in-depth environmental analysis which will help in demonstrating the strategy that is essential for the company. Various monitoring tools will be discussed as well for monitoring the success of the strategy in the company. 
2. [bookmark: _Toc153392055]Vision 
The vision of Delicious is to provide customers with a fast-food experience that offers a tempting array of freshly prepared as well as high-quality meals where innovation and convenience are at their peak. The company aspires to be a choice who are looking for a fusion of delectable flavors, excellent service as well as fresh and wholesome ingredients. The vision of the company is to create a welcoming space that can spark joy in every bite and leave a lasting impression on every visit to the community. As the community of the UK emphasizes sustainability, Delicious highly focuses on every sustainable measure to meet the requirements of the customers. 
3. [bookmark: _Toc153392056]Mission 
At Delicious, the company is on a mission to redefine the fast-food experience for the community of the United Kingdom. The company highly believes that quickness is not always related to the compromise of the quality and convenience should never be sacrificed on the flavors. Delicious commits to serving fresh, delicious as well as diverse menus which can meet the demands of the fast-paced lifestyle of the community. Delicious is also dedicated to sourcing the finest ingredients which can ensure that every bite is at its culinary excellence. 
Delicious also highly focuses on the customer satisfaction level where the company aims at providing the customers with an efficient environment in which friendly service will be able to meet the needs of the customers. Delicious is considered a culinary journey that focuses on the time of the consumers without any compromise on their tastes. The innovation at Delicious is also embraced because it helps in enhancing the offerings of the company and introducing new products which contributes towards keeping the menu diverse and dynamic. 

4. [bookmark: _Toc153392057]Objectives 
The objectives of Delicious highly depend on the London market as well as the competition that is present in the current environment. Some of the common objectives that delicious aims to achieve are:
Brand recognition and Loyalty: To build a strong brand identity which will help in the expansion of the company across the UK. Creating a loyal customer base with the help of loyalty programs, promotions as well a positive image (Shin, 2020)
Profitability: Generate a set revenue and achieve a positive return on the investment that has been made. Creating a pricing strategy that can help in attracting customers as well as generate profitability for the company. 
Operational Efficiency: Delicious aims at implementing several processes that can help reduce costs as well as enhance the overall performance of the operations. The company also aims at streamlining the supply chain management towards consistent as well as timely supply of raw materials (Mohsen, 2023)
 Focus on health and nutrition: Delicious aims to offer a healthy menu option for health-conscious customers. The company will be properly communicating the nutritional information to the customers for better brand loyalty. 
Creativity and innovation: Delicious will be investing in various market research processes which can help the company to stay ahead of the changing consumer preferences as well as market or food trends. The company will be continuously innovating to keep the menus exciting and fresh for the customers. 
Customer Satisfaction: Delicious will focus on the customer satisfaction level by providing higher quality of food with consistent taste which can meet the expectations of the customers in the UK market. The company will also offer excellent customer service for creating a better dining experience. 
Technology integration: Delicious will be investing in research and development for utilizing the advanced technology which is essential for enhancing the efficiency in order processing, customer engagement, and delivery services. The company will also emphasize the online as well as mobile platforms which can improve the experience of the customers. 
Sustainability: This is another objective for Delicious to meet the expectations of the customers in the current environment. The company will be implementing various environment-friendly practices which can be used towards eco-friendly packaging as well as the ingredients are sourced in a sustainable form (Meherishi, (2019)). The company is also able to reduce energy and waste consumption which can highly contribute towards the environmental responsibility of the organization. 
5. [bookmark: _Toc153392058]Environmental Analysis 
5.1. [bookmark: _Toc153392059] External Analysis – PESTEL 
The PESTEL analysis will help in providing a detailed external environmental analysis of the fast-food company Delicious in the UK market. 
Political Factors
The increased amount of pressure from the UK government towards encouraging people to eat healthily due to the increase in death rate has been growing rapidly. The government of the UK has been allocating grants for business start-ups to promote fair competition in the marketplace. The labor costs in the UK can impact Delicious in the current market condition. Different political regulations like wages, food quality, as well as hygiene in the UK, can impact the fast-food company in several ways (Akegbe, 2023). The UK government can also change the packaging regulations and add healthier items to the menu. 
Economic factors
Several factors like COVID-19 impact, Brexit, and inflation rates in the UK can affect Delicious at a global level which is essential to be considered by the industry. The increased spending of the consumers towards fast food services has helped Delicious to focus on enhanced customer service as well as chap options for the menu. The market size of the fast-food takeaway industry in the UK amounted to 21.37 billion British pounds in the year 2022 (Statista, 2023). This is essential for Delicious to consider as the fast-food industry in the UK is growing rapidly and can contribute towards the competitive advantage of the company. 

Social Factors 
The dynamic behavior in the fast-food chain across the UK is easily adopted by the customers which is an essential factor for Delicious to consider in the current market (Uddin, 2019). The lifestyle as well as health trends can majorly influence the fast-food industry in the UK hence, Delicious can impact the consumers in the UK with their healthy menu options. As social media is currently playing a major role in enhancing health awareness among people different social media promotional strategies of Delicious can highly influence creating a loyal customer base. The cultural values in the UK also play an essential role because several cultures do not adopt the consumption of fast food which needs to be considered by the company while expanding in a cross-cultural region (Dey, 2019)
Technological Factors
The changes in technological trends, as well as innovation in the UK, have highly influenced the fast industry in the country (Kanda, 2020), Delicious can utilize this technological advancement to engage and attract customers. The company can use an online order placement system and social media for promoting the products which can change the way of customer service for the company. The order numbers and the labor costs for the company in the UK can stay unaffected due to the digital displays that are used for media promotions. Not only the customer service methods have changed due to innovation but new trends have been introduced for engaging the customers on social media and getting proper feedback (Bhimani, 2019). The new technologies can change the perception of the market as well as promotion for Delicious in the UK. 
Legal factors 
As the legal environment of the countries varies, Delicious needs to consider the legal regulation of the UK to successfully create a competitive advantage. The UK government states that the items should be produced in a safe as well as healthy environment which is essential for the health of the consumers (Nakat, 2021). The packaging as well as waste management laws have also created new demands for consumers in the UK which need to be adhered to by Delicious in the current environment. Delicious also needs to comply with the marketing as well as sales regulations in the UK to maintain hygiene, sustainability and compliance in the industry.
Environmental factors
As the environmental issues have been rapidly growing in the fast-food industry of the UK, Delicious needs to practice certain sustainable initiatives that can help in ensuring public consciousness towards environmental movements as well as green strategies. There are strict quality standards which has pressured fast-food companies to change their strategies for waste management which is essential for Delicious to consider in the current environment (Ragasri, 2023). Delicious can adopt several green approaches for enhancing customer loyalty and meet the changing demands of consumers in the current market situation. 
5.2. [bookmark: _Toc153392060] Internal Analysis- SWOT 
This analysis will help in demonstrating the internal environment of Delicious which needs to be considered before expanding into different regions of the UK. 
Strengths
The brand recognition of the company in London can help in attracting customers at a higher level (Mao, 2020). As Delicious is a fast-food company, it is mainly known for its quick and convenient service which caters to the busy lifestyle. The affordability of the food items makes the company accessible to a wider range of customers across the UK. The menu innovation of the company helps in adapting to the changing trends and consumer preferences of the UK market. 
Weaknesses
As fast food is criticized for unhealthy food, there can be serious health concerns among the consumers of Delicious. As the fast-food industry across the UK faces negative perception because of environmental concerns, and labor practices, Delicious can be affected as well (Burningham, 2022). There is intense competition in the fast-food industry of the UK which can lead to price wars as well as pressures on the profit margins of the company. The economic downturns in the UK market can highly affect Delicious because consumers might cut down on their spending. 
Opportunities 
The rapidly growing trend for a healthy lifestyle has become an opportunity for delicious company can introduce as well as promote healthy menu options. Delicious also has the opportunity to expand into emerging markets as well as international locations which can help in the growth of the company. Customization is also another opportunity that can help the company to cater to diverse dietary preferences attracting a wide customer base (Banerjee, 2023). The company can also implement sustainable as well as environment-friendly practices which can help in attracting environmentally conscious consumers.  
Threats
The increased regulations that are related to food and health safety can become a challenge for Delicious while operating in the UK. The economic downturns in the UK can lead towards reduced spending of the customers towards non-essential items which can impact the company at a higher level (Chronopoulos, 2020). The challenges related to labor wages, practices as well as worker strikes in the UK can impact the reputation and operations of Delicious in the long run. The intense competition in the fast-food industry in the UK can lead to decreased profitability as well as price wars. 
6. [bookmark: _Toc153392061]Strategic Options Available and the Best Fit Strategy which achieves the Sustainable Competitive Advantage 
Creating as well as maintaining a sustainable competitive advantage has become crucial for Delicious to achieve long-term success. Some of the strategic options are available with Delicious for achieving as well as sustaining a competitive advantage. 
Innovation: There can be continuous innovation in the products, business models as well as processes which is essential for the companies. The company can stay ahead of the technological advancements as well as the adaptation in the market changes faster than the competitors (Natalia, 2019). This will help Delicious to enhance the customer satisfaction rate and reduce the costs in the operations or production. The brand recognition for the company can also increase which is essential for attracting a customer base in the UK market. The turnover rate for the company will improve as well. 
Cost Leadership: The company has the options towards achieving the lowest cost production in the industry. The economies of scale, cost control measures as well as operational efficiency can highly contribute towards the cost leadership of Delicious. The market share of the company will increase with the help of cost leadership because the customers are more likely to choose the company that offers quality products that can meet their budgets (Islami, 2020). Delicious will be able to gain a large share of customers who are mainly price sensitive and highly gravitate towards the companies that can offer a low price for the products. 
Quality Focus: This strategy can help ensure that the products are of high quality to meet the needs of the customer expectations. Delicious can implement rigorous quality control measures while maintaining its reputation for excellence (Grabska, 2023). The efficiency of the company can be increased which can result in a higher level of profitability for Delicious. Risk reduction is a positive factor that can be helpful towards the sustainable competitive advantage of the company. The staff motivation and morale will also increase at Delicious due to higher profitability and performance. 
Supply chain management: The strategy towards efficient management in the supply chain for reducing the costs for enhancing the responsiveness and quality of the products. Proper supply chain management will ensure that the manufacturers are producing enough products that can meet the demands of the market in the current environment (Shukor, 2021). The relationship with the suppliers can be enhanced as well where the costs can be reduced and reliability can be improved. A transparent supply chain can help in building trust among the suppliers, customers as well as Delicious which can contribute towards the sustainable competitive advantage. 
Strategic Alliance and Partnerships: Delicious has the opportunity to form collaborations with several different organizations for sharing knowledge, resources as well as technology. Strategic alliances can also help in enhancing competitiveness as well as market presence (Jelonek, 2022). Delicious will be able to access new markets where the company will be able to reach new audiences which are usually difficult. Delicious can gain access to various supplementary resources that can help in enhancing the competitive advantage of the company. Delicious will also be able to leverage its partner’s expertise as well as networks with the help of strategic alliances and partnerships. 
One of the most effective strategies which are available for the company is the development of the product they offer the development of the product has the involvement of a complex coupling between the needs of the market and the respective technologies and is considered to be a source that is potential enough of an advantage over the competition for a distinct firm. According to (Bustinza, 2019), the development of the product has the requirement of more capital investment that is fixed but provides more amounts of opportunities for the economies that are developing of scope and scale and make or buy the decisions that are made much differently. Thus, this strategy is considered to be one of the major strategies that the company has for expanding into different market segments and in different types of companies. 
The best-fit strategy that can be used by the company for expansion into different markets are product development strategy. Persistently innovating new technology is considered to be an excellent way of establishing a competitive advantage that is sustainable above their respective companies in the respective industry. This is when the initiatives of product development are ahead of what the other respective companies are doing. Whether an entity comes up with a product that is cheaper or a product that lasts much longer, staying ahead of the curve will assist in establishing the business as a distinct leader. According to  (Pratono, 2019), in sustainable competitive advantage, the distinct companies gather a competitive advantage that is sustainable through their capability to establish a set of primary competencies so that they could be servicing the customers that have been targeted much better than their respective competitors. The development of the product that are new starts with the significant identification of customer that is unmet or the need of the market. The main aim of the strategy of product development is to acquire an advantage over the competition by placing the offerings of the product in the best possible amount of position for driving the goals of the business such as the growth of sales, profits, and revenue. Developing products that are considered to be unique is considered to be a great way for the respective business to increase their awareness of the brand and enhance the level of satisfaction of the customers appropriately. The company would be profitable enough in introducing the new product to the significant market as the customers would perceive the fact that the company is providing the customers with those kinds of products that are made only for that market which would make them feel much unique and comfortable and thus assist in acquiring a much better amount of base of the customers which will improve the respective sales and revenue of the company appropriately. According to (Indeed, 2022), when a significant company has a product that is unique and solves a special problem, it could be setting them apart from the distinct competition. It could also be assisting the consumers who presently face that special problem and provide them with a viable solution. Thus, the development of the product strategy is considered to be fitting over here in a much more appropriate way and also provides a better source for the generation of revenue and placing them way ahead of the competition in the market where they are thinking of expanding further. This product development strategy has been positively associated with increasing the loyalty of the customers which provides the company with a customer base that is loyal to the company and this also creates goodwill within the market which enables the righteousness to the development of the significant products. According to (Hosseini, 2018), the advantage over the competition is acquired when the respective company is capable of establishing products that are new or providing services that are much superior to those that are of the respective competitors or in alternative to this fact that if they could be providing the products and services that are same at a price that is lower or quality that is higher. This is not appropriately achieved unless the distinct firm gains different factors of production which is ignored by the competitors. As per (Hamid, 2020), the main aim is to significantly understand the needs of the customer and establish the product by utilizing these distinct capabilities for innovating something that could give much value to the respective customers and acquire a competitive edge over the respective competitors in a respective way which is very much essential for the development of the respective product.
7. [bookmark: _Toc153392062]Implementation and Execution of the Strategy 
The very first step in implementing this is conducting market research at the very first. According to (Cooper, 2021), the research of the market for the development of new products will assist in understanding the needs of the users along with the potential risks and opportunities of the market. The market research for the development of the new product is all about the identification of the opportunities and finding out if it is worth bringing the idea of the product to life and if it is done so, how to be doing that in the best way. Through market research, the company would be getting a much better idea of the fact of what is in demand in the market. For example, according to (wales, 2023), the food industry within the UK is looking for a consistent amount of growth in plant-based and meat-free products. A focus on wellness and health translates to an increment in the significant demand for meat-free and plant-based options. The company would find this information to be very suitable for the expansion of the company and the market research would also identify that what are main things that the company shall be focusing on while expanding. Thus, market research is considered to be playing an exceptional role in implementing any kind of strategy which will assist them in identifying the fact that what kind of product shall be developed by them for being much more effective. The next thing that shall be done over here is setting objectives and clear goals. As per (Lubis, 2019), setting goals for business along with objectives is essential to the success of the company. They establish a significant roadmap in helping recognize and manage the risk in gaining the buy-in of employees, boost the performance of the team and execute the respective strategy. They are also considered to be an excellent amount of marker for measuring the performance of the business. Setting strategic goals could be having a distinct impact on the productivity and success of the respective team. Goals that are strategic influence where and how the resources and energy of a team are utilized. They are also considered to be providing the team with concrete objectives that will keep them motivated and focused. Thus, setting goals that are clear along with respective objectives is very important for the development of the product and it also assists in creating a much better and more effective number of strategies that caters to the need of the business. This will boost the level of performance of the companies appropriately and also provides a much better KPI for the company which helps in advancing the major goal that the company has within the respective strategy that is being implemented thus this is one of the most effective parts of the significant research. 
The next step is creating prototypes and getting feedback from the market. The most essential advantage of prototyping is that it develops a model of the respective final product (Attaran, 2020). It could help in luring the customers to invest in the distinct product before any allocation of resources for the process of integration. The company will be capable of discovering the errors that are present in the design and checking their respective correctness before going into distinct production. This would allow the testing of the user, which will provide the designers with feedback that is valuable about their respective products. Thus, this is one of the most essential steps for executing the strategy. This prototyping technique will help the managers of the product in understanding what the customers dislike and like about the product along with the identification of the areas that are required for any kind of improvement. Without feedback, it could be much more difficult to gauge whether the product is meeting the expectations and needs of the market that has been targeted (Medium, 2023). The feedback acquired from the customer is considered to be an immense and valuable resource of the significant ideas which could be making sure of the fact that the innovation of the product aligns with their future and current needs. The customers could be offering the individuals an analysis that is complete of the services and products and assist the company in learning about the respective weaknesses and strengths. The final step is the marketing of the new product that is being provided to the customers by the company. According to (Yue, 2020), marketing is considered to have the duty of collecting as much information as it is possible on the behaviours, needs, expectations, pains, and triggers of the customer and anything else that could be used for informing the product. They are also considered to be having the responsibility of sharing this respective information with the rest of the distinct organization. The department of marketing will be introducing the products to the consumer and developing strategic messaging that elevates the appeal and ultimately drives a distinct number of sales. The response and feedback from the consumers are analyzed by the team of marketing on a distinct variety of levels. The marketers of the company will be keeping note of the demand and trends in their particular market. The marketing will also promote the new product amongst the individuals which will create curiosity amongst the consumers which will pull the consumers towards the company and also help in achieving the record appropriately and effectively. Thus, marketing is considered to be one of the most critical aspects of the company and it does not provide a much better competitive advantage to the companies through better visualization and effectiveness within the respective results of the business. 
8. [bookmark: _Toc153392063]Monitoring Tools for Monitoring the Strategy
According to (Ocean, 2023), the monitoring of the cloud is considered to be a strategic enabler, using cloud tools that are powerful for improving the level of efficiency, enhancing the experiences of the user, and managing the respective risks. A strong strategy provides oversight that is granular and control over the resources of the cloud which yields a slew of benefits for business this will help the company maximize the level of efficiency with optimized utilization of the resource. Thus, this is considered to be one of the most effective and efficient tools for the monitoring of the strategy as this will provide all of the hierarchies with information about the fact that what are the processes that are going on within the implementation and execution of the strategy and how much tenacity that it has within the influence of the project. KPIs will be also used by the company for monitoring the respective strategy and also identify the areas where it is lacking. According to (Joppen, 2019), KPIs or Key Performance Indicators are considered to be a means of making sure that the significant information is prepared much appropriately. This is also considered to be a measure that is quantifiable of the performance over time for a particular objective in this case the strategy that has been developed by the company for the expansion of the company. This will provide the targets for the respective teams that are associated with it to be shooting for, milestones for the process of gauging, and insights that will help the people across the organization make much better decisions. Thus, the use of the KPIs would be much better in this case and would also helping in staying aware of the things that are going on within the organization concerning the implementation and execution of the significant strategy. This is also considered to be providing a focus for operational and strategic improvement, creating a basis for the analytics for the decision-making and assisting in focusing attention on what matters the most over here. The next tool that can be used by the company over here is the balanced scorecard because according to (Investopedia, 2023), the balanced scorecard permits the companies to pool information in a singular report, to allocate information into quality and service in addition to the performance that is required in finance and to assist in improving the level of efficiencies. This would also help in the process of communication of all of the respective stakeholders about the fact that what the company is trying to achieve. Thus, these are the primary tools that can be used by the company for the monitoring of the strategy and the effectiveness that it has within the strategy and the evaluation of the distinct company. 
9. [bookmark: _Toc153392064]Conclusion 
Thus, this demonstrates the fact that what kind of strategies are available for the company to implement for the process of expansion and it also develops a much better understanding of the fact that what strategy is the best for the company which will help the company in providing appropriate sustainable competitive advantage. Product development is very important for the expansion in the new market as this would increase the loyalty of the customers and also increase the rate of retention of the company appropriately. The tools that are used for the process of monitoring are considered to be helping the company in understanding the fact that what kind of measures are being taken and how effective those measures are in implementing the strategy within the significant company appropriately and effectively. 
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