Analysis and Review of Operations Process 
Ben Chong 
Kevin blanco 
Report wagamama 
2133363

















Wagamama is an international restaurant chain that has excelled in the food and beverage industry, particularly in the Asian casual food segment, fusing Japanese and Pan-Asian culinary styles with a modern and healthy approach. This analysis examines several key factors that influence Wagamama's performance within the industry, including its business strategy, financial performance, brand positioning, and current market trends.
This report aims to analyze Wagamama's business performance within the food and beverage (F&B) industry (Rosalía Fernández Vázquez et al., 2015) by evaluating its strategy, competitiveness, and operational efficiency in a highly competitive global market. The F&B industry is known for its dynamism and constant adaptation to consumer preferences, forcing companies to stay innovative and agile. Through this analysis, it seeks to identify the key factors that have allowed Wagamama to stand out in its segment, as well as those aspects in which the company could improve to strengthen its position in the market.
Description of the Company and its Environment:
Wagamama is an international restaurant chain that specializes in modern Japanese cuisine, fusing influences from Eastern tradition with an innovative approach. Founded in 1992 in London by Alan Yau, a British businessman of Chinese origin
After the initial success in London, Wagamama began its expansion process both in the United Kingdom and in international markets. In 1997, the chain opened its first restaurant outside the United Kingdom, in Dublin, Ireland, and in the following years continued to spread throughout Europe and other continents. In the early 2000s, Wagamama already had a presence
significant in the international market (Casado and Aquilué, 1996) with branches in key European cities such as Berlin, Amsterdam and Paris, as well as in Hong Kong and Dubai. Its ability to adapt to local tastes and preferences without compromising its identity. Over the years, the chain has managed to fuse traditional Japanese cuisine with Western flavors, offering menus that are accessible to both consumers looking for an authentic experience and those who are approaching Asian food for the first time. Innovation and Evolution
Over the years, Wagamama has evolved not only in terms of its culinary offerings, but also in its business model (Velasco Balmaseda and Zamanillo Elguezabal, 2008) The chain has incorporated vegetarian, vegan, and gluten-free options into its menu, which has allowed it to attract a wider audience and align with healthy and conscious eating trends. In addition, the brand has experimented with concepts such as the open
kitchen, where diners can see how their dishes are prepared, which reinforces the transparency and freshness of the ingredients.
In terms of design, Wagamama has also maintained a coherent and modern image (Google Books, 2024), adapting its spaces to current minimalist decoration trends and with a focus on functionality. The use of shared long tables, which encourages interaction between diners, is a distinctive feature that reinforces its proposal of a relaxed and dynamic atmosphere.
To this day, Wagamama remains one of the most successful restaurant chains in the Asian casual dining space, with more than 150 locations in the UK and a presence in countries such as the United States, Australia, Dubai and several European countries. In addition, the brand has managed to stay relevant thanks to its ability to adapt to food trends and changing consumer expectations. Although the chain continues to grow, it has also faced challenges, especially in terms of competition in the healthy and Asian fast food sector, but its name remains synonymous with quality and modernity.
Wagamama has remained true to its founding principles of offering a fast, delicious and accessible dining experience, while also capitalizing on the growing demand for healthier and more conscious food options. Its success is not only due to its culinary offerings, but also to its ability to create a global community (Cruz, 2024) of followers who value its approach to "eating together" in a comfortable and comfortable environment.
amicable.
Wagamama has become more than just a chain of restaurants, it has become a personal brand, taking its food and service to new levels. It has managed to market some of its products worldwide such as its sauces that are found in large supermarket chains such as Tesco, Walmart etc...
Wagamama's mission and vision are perfectly aligned with several of the key trends in today's food and beverage industry. Below are some of the top trends that Wagamama connects with and how its vision and mission reflect these changes in the market.
1-Healthy and nutritious food.
Due to the current trend that 'we are what we eat', customers are increasingly demanding healthy food and low-processed products, which has forced the company to include fresh and low-processed products in its menus, low in calories and that support a healthy and active lifestyle (Proquest.com, 2023)
Wagamama has stood out for offering fresh and healthy dishes, based on natural ingredients. Their menu includes options that align with the demands of a balanced diet, such as ramen soups with lean proteins (chicken, beef, tofu) and many vegetable-based dishes. In addition, the chain has incorporated vegan, vegetarian and gluten-free options, reinforcing its commitment to the health and well-being of its customers.
2-Sustainability and environmental responsibility
Sustainability has become a priority for many brands in the food industry. Consumers are looking for brands that are committed to responsible practices around ingredient selection, using eco-friendly packaging, and reducing waste. Wagamama has worked to incorporate sustainable practices into its operations. This includes finding responsible suppliers who prioritize sustainability in their
production processes and a growing use of recyclable and biodegradable packaging. In addition, the chain has intensified its efforts to reduce food waste and improve energy efficiency in its premises.
Wagamama's Organizational Structure and Business Culture
Internal organization
Wagamama, an international restaurant chain specializing in Asian food, has adopted a hierarchical but decentralized organizational structure in many of its operations. This means that while there is a clearly defined chain of command from headquarters, operational decisions and day-to-day management in local restaurants have a degree of autonomy to adapt to the particularities of their markets.
Centralized and decentralized structure
Centralized Structure: The headquarters, located in the United Kingdom, has a key role in making strategic decisions related to the global business, such as brand guidelines, new product development, and international expansion.
Decentralization in Local Operations: The managers of each restaurant have autonomy to manage daily operations, adapting the offerings and service to local preferences, but always within the guidelines established by the headquarters. This allows Wagamama to remain flexible and agile in the face of local market dynamics.
Corporate culture
Wagamama's corporate culture is characterized by a dynamic (de, Rubens Rosental and Viviane Araújo, 2019) innovative and collaborative environment (Cid, 2023) Some of the key aspects of its company culture include:
Innovation
Wagamama fosters an environment that promotes innovation in both the menu and the customer experience. The brand is distinguished by being a pioneer in the introduction of new combinations of flavors and dishes, with a strong inclination towards cooking
modern Asian.
Innovation is not only limited to the gastronomic aspect, but also in the way they interact with their customers. For example, the digitization of order processes, the personalization of the experience through mobile applications and the introduction of technologies in operational management are clear examples of this innovative mindset.
Inclusivity and diversity
The company has an inclusive approach in which diversity in the workplace is valued. This is not only reflected in its work team, but also in the way Wagamama strives to create a space where all employees feel valued and heard.
Diversity is a core value, and the company places special emphasis on hiring and training people from different backgrounds, genders, and abilities.
Focus on customer experience
Wagamama places a very strong emphasis on the customer experience (Guadalupe, 2024) seeking to offer an efficient, friendly and always improved service. This attention to detail translates into the continuous training of your staff, so that employees are not only competent on the operational side, but also understand the importance of creating a welcoming and personalized environment for each customer.
Employees are trained to have a thorough understanding of the menu and brand values, allowing them to offer personalized recommendations and create a memorable experience.
Continuous training of staff
Continuous training is a fundamental pillar within Wagamama's culture. The company invests in the development of its employees through training programs that include everything from operational skills to leadership and management.
This ensures that employees are well-prepared not only to perform their tasks effectively, but also to progress within the organization and take on leadership roles. In addition, the company promotes internal mobility, which allows employees to grow professionally within the company.
Wagamama, the Asian restaurant chain, is one of the most prominent brands in the food and beverage (F&B) sector, especially in the United Kingdom. The company, which is part of The Restaurant Group (TRG), has shown remarkable adaptability in recent years, especially after the COVID-19 pandemic.
Sales and profitability
Wagamama's performance in terms of sales has shown a solid recovery after the initial impacts of the pandemic. According to The Restaurant Group's 2023 reports, Wagamama generated sales in excess of £400 million during that year. This represented robust growth compared to the early years of the pandemic, when the brand, like many others in the F&B sector, experienced a drastic drop in sales due to lockdown restrictions and temporary restaurant closures.
Operational performance has also improved. Although profit growth has not been as rapid as sales, the brand has been able to control its operating expenses and improve its efficiency in managing costs.
Market position
Wagamama remains one of the major players in the high-end casual dining segment in the UK. With an offer focused on Asian dishes inspired by Japanese cuisine, it has managed to establish itself as a popular choice for both lunch and dinner.
Impact of vents and operations
The COVID-19 pandemic had a profound effect on the F&B sector, and Wagamama was no exception. During the lockdown periods, the chain experienced a significant drop in sales due to the disruption of face-to-face operations. In 2020, like many other brands, Wagamama relied primarily on its delivery and pickup service, but it couldn't prevent a decline in its revenue.
In 2020, The Restaurant Group, which owns Wagamama, reported that its sales dropped by 50-60% due to mandatory closures. The pandemic mainly affected sales in physical restaurants, but it also affected the expansion strategy, as economic uncertainty slowed down the opening of new locations.
Adaptation and strategies during the pandemic
During the pandemic, Wagamama adopted several strategies to keep her business afloat.
Among them, the reinforcement of its home delivery platform (Luis, 2015) was highlighted, both through applications and with its own online ordering system. The brand also took advantage of takeaway offerings and menus adapted to simpler formats to facilitate consumption at home. In addition, the company boosted its digital presence, launching promotions and online ordering options that attracted consumers during lockdowns.
Product innovation and increased investment in their sustainability also played an important role. Wagamama introduced new products and vegetarian/vegan options that gained popularity among more health-conscious consumers, and adopted more sustainable practices, aligning with the demands of the post-pandemic market.
Recovery
Wagamama's post-pandemic recovery has been relatively rapid. The chain benefited from the strong rebound in takeout trade and the reopening of restaurants when restrictions were lifted. The change in consumer behavior, who began to prioritize dining experiences and the convenience of food delivery, benefited Wagamama.
Throughout 2021 and 2022, Wagamama's sales began to rebound, with a solid return to pre-pandemic levels. In 2023, the brand continued its growth and expansion, despite inflationary challenges and supply chain tensions that affected the entire F&B sector.
Comparison with Buyers in the F&B Industry
Compared to its competitors, Wagamama has proven to be one of the most resilient brands in the F&B sector during and after the pandemic. In particular, the brand has differentiated itself by its value proposition focused on modern Asian cuisine, which allows it to maintain a loyal customer base and attract new consumers interested in healthier options.
Itsu, another direct competitor of Wagamama, has also shown positive growth in sales, but Wagamama has achieved a greater presence in the physical market with more restaurants. In the meantime, Me! Sushi has been hit harder by the drop in visits to its
restaurants, although it has made progress in improving its home delivery platform.
On the other hand, competitors such as Dishoom, albeit from a slightly different segment (Indian cuisine), have thrived in terms of more immersive dining experiences, but have not reached the same level of international expansion as Wagamama.
Analysis of wagamama's competitive advantage
To analyze Wagamama's competitive advantage in the casual dining market, it is useful to apply Porter's Five Forces model (Google Books, 2016) that allows evaluating how the different forces of the competitive environment affect the profitability and strategic position of a company. We'll also review Wagamama's unique value proposition, which plays a key role in its success against competitors like Yo! Sushi or Pret A Manger.
Porter's Five Forces Model
Threat of new entrants
The barrier to entry in the casual dining sector is not particularly high, which means that there is always the possibility of new competitors. However, large established chains, such as Wagamama, have several competitive advantages that allow them to defend their position against new entrants:
Economies of Scale: Wagamama, as part of The Restaurant Group (TRG), can benefit from economies of scale that allow it to reduce costs in the acquisition of ingredients, advertising and other operational resources.
Brand Recognition: Wagamama has a well-positioned brand, which makes it difficult for new competitors to reach the same level of loyalty and consumer preference.
Location and Restaurant Networks: Established brands, such as Wagamama, have a more extensive restaurant network in key markets, making it difficult for new entrants to compete effectively without significant investment.
Impact: The threat of new entrants is moderate. While it is possible for new competitors to hit the market, Wagamama's position, along with its network and brand recognition, gives it a strong competitive advantage.
Bargaining power of suppliers
The power of Wagamama's suppliers could be considered moderate. As a large, multi-restaurant chain (Amilkar, 2015), Wagamama has the ability to negotiate favorable prices and terms with suppliers, which decreases the risk of costly or volatile dependencies.
However, the quality of the ingredients is key to its business model, as the authenticity and freshness of Asian products is an important factor for consumers. Any disruption in the supply chain or significant increase in the costs of ingredients (e.g., rice, fish, or vegetables) could affect your profit margins.
Impact: Suppliers' bargaining power is moderate and mostly controllable, but there may still be risks associated with volatility in the prices of key ingredients.
Clients' bargaining power
Wagamama's customers, just like in other casual restaurants, have considerable power, especially in a market where competition is fierce. With a variety of options available in terms of Asian restaurants, fast food, and healthy options, consumers can easily switch to the competition if they are not satisfied with the price or quality (ARMANDO, 2021)
However, Wagamama has managed to build loyalty through its unique menu, restaurant experience, and delivery options, which can reduce the impact of this power on the consumer experience. In addition, its fast-food but high-quality value proposition and focus on sustainability also contributes to its appeal.
Impact: The bargaining power of customers is high, but Wagamama mitigates this power by offering a differentiated, attractive, and coherent product.
Threat of substitute products or services
The threat of substitutes is high in the food and beverage industry, given that consumers have a wide variety of options, from other Asian fast food restaurants like Yo! Sushi, (Sánchez Rodríguez, 2020) to fast food or salad chains such as Pret A Manger, and home-cooked food alternatives or delivery services such as Deliveroo or UberEats.
Despite this, Wagamama has managed to differentiate itself from substitutes thanks to its unique gastronomic offer and in-restaurant experience. Wagamama's value proposition is focused not only on the product, but also on the environment, which makes the gastronomic experience difficult to replace.
Impact: The threat of surrogates is high, but Wagamama has differentiation advantages that reduce the impact of this force.
Rivalry between existing competitors
The rivalry in the casual restaurant sector is fierce, with competitors such as Yo! Sushi, Pret A Manger, Itsu, and Dishoom (Sánchez Rodríguez, 2020) offering fast, Asian or
fusion cuisine options. However, Wagamama is distinguished by its specialization in Asian cuisine, its focus on a richer dining experience, and its ability to adapt the menu to current trends (such as vegan and sustainable options).
Impact: Rivalry between competitors is strong, but Wagamama's competitive advantage lies in its niche niche, which allows it to stand out from other more generalist or less specialized chains.
Value proposition
Wagamama's competitive advantage is based on a combination of factors: its differentiation on the menu, its unique dining experience, speed of service, and its focus on sustainability. These characteristics allow it to stand out in a highly competitive market, against rivals such as Yo! Sushi, which also focuses on Asian food, or Pret A Manger, which offers quick and healthy alternatives. Through its unique value proposition, Wagamama has managed to build a strong loyal customer base, giving it a long-term competitive advantage in the casual dining sector.
Gap analysis
The gap analysis shows that Wagamama has a promising future, but there are several areas where the company needs to close key gaps (San et al., n.d.) To achieve its strategic objectives:
International expansion: The company must address the gap in terms of global presence, opening new markets and adapting its offer to diverse gastronomic cultures (Antonio, 2015)
Digital Transformation: Investing in more technology to improve operational efficiency and customer experience is crucial to staying competitive in the long term (Google Books, 2022)
Sustainability: (Google Books, 2024) Although it has already taken steps in the right direction, Wagamama needs to implement stricter policies to reduce its environmental footprint and remain a leader in sustainable practices.
Competitiveness: Despite being a strong brand in the UK, it must continue to innovate and differentiate itself to stay competitive against rivals in the fast and healthy food market.
Improving sustainability and healthy food supply
Expanding the range of sustainable and plant-based products
Given the growing interest in healthy and sustainable food, especially in urban markets, Wagamama should step up its commitment to the plant-based menu. Although it has already made strides, such as including vegan and vegetarian options, further diversification of plant-based and gluten-free alternatives could help capture the growing demand from health- and environmentally conscious consumers.
Action: Invest in the creation of new plant-based dishes (e.g., alternative protein options, such as tofu, tempeh, and more fish alternatives).
Expected Impact: This will not only appeal to a wider audience (including vegans and people with food intolerances), but will also align Wagamama with global trends towards sustainability, strengthening its responsible brand image.
Increasing traceability and sustainability in the supply chain
To improve its competitiveness against brands such as Pret A Manger or Yo! Sushi, which are also emphasizing sustainability, Wagamama should ensure that their ingredients are ethically and sustainably sourced. This includes adopting stricter traceability policies and reducing the carbon footprint throughout the supply chain (Callejas-Jaramillo and Álvarez-Uribe, 2020)
Action: Certify the traceability of products through labels such as Fair Trade or Rainforest Alliance and place an emphasis on sustainability in fisheries and ingredient sourcing (e.g. sustainable fish, local and seasonal produce).
Expected Impact: This will strengthen customer loyalty looking for responsible food choices and increase the perceived value of the brand.
Strengthen the customer experience in the restaurant
To compete with brands such as Dishoom or Yo! Sushi, which offer a complete gastronomic experience, Wagamama should continue to innovate in the design and atmosphere of its restaurants, incorporating interactive technologies that make the experience more dynamic and attractive for diners.
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