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[bookmark: _Toc154845623]1.0 Introduction 
Most businesses fail when they cannot address environmental demands (Dias and Teixeira, 2017). In such cases, it is very difficult to operate the business instead of such environmental challenges. As a result, it is required to use strategic management that could create strategies to make important decisions related to business. With strategic management, it is possible to create plans and policies that could help the firm get a good edge in the market (Durmaz and Düşün, 2016). This plan is prepared for Delicious company which wants to expand its business within the UK. This study will conduct an environmental audit of the firm including the necessary elements required for the company including some of the necessary options to select the best fit strategy. This is followed by some monitoring tools to monitor the strategy.
[bookmark: _Toc154845624]1.1 Delicious Background 
Delicious Restaurant is a small-scale restaurant operating in London in the UK. The company is set up with a vision to create an affordable restaurant in the UK (ZoomInfo, 2023). Therefore, it is intended to expand the businesses within the UK. In this case, it is necessary to understand the internal and external factors to get a better knowledge of the company. The company has been operating in the UK with fast food of relevant taste that suits Britons. It has less than 25 employees in London and earns a revenue of $5M in the current market (ZoomInfo, 2023). Moreover, it is necessary to understand that the company operates in the hospitality sector which is a growing area in the UK.  
[bookmark: _Toc154845625]1.2 Delicious’s Mission and Objectives 

[bookmark: _Toc153196785][bookmark: _Toc154845626]1.2.1 Mission
Delicious Restaurant is a family-run restaurant that is based in London in the UK and tries to bring the best in-home flavour in the products that could lead to the best food (ZoomInfo, 2023). Its mission is to present delicious, spicy and homemade food to the customers to fulfil their cravings and nutritional intake at the same time. 
[bookmark: _Toc153196786][bookmark: _Toc154845627]1.2.2 Objectives
Objectives of a company reflect the intentions that are necessary to attain in the current market. It is important to identify that Delicious Restaurant needs to have objectives to stay relevant in the current business. The objectives of Delicious Restaurant are –
· The first objective is to experience a regional expansion within the UK. This is a very important step for a restaurant as through this process, it could attain a broader customer base. In the current process, it is understood that using this strategy could help to get a proper profit in the current market (GoCardless, 2022). The reason is that the revenue stream is very weakly created which affects the business performance badly. 
· The second objective of the company is to get a better market share in the UK. The logic is that the nation has a rising trend of customers who spend a great share of money in the UK region (British Kebab, 2019). As such, it is noted that customer spending on food services in the UK is forecasted to reach 88.99 billion GBP (Statista, 2023). Moreover, it is noted that the UK restaurant revenue could reach up to 35.35 billion USD (Statista, 2023). This statistic showed the rise in profits gained by Delicious if it could attain a better market share and this can lead to a better competitive edge in the market. 
· The last objective is that the company need to align its products to the defined tastes of the customers. It is seen in the UK that a plethora of people demands food that could suit their tastes. Therefore, being a fast food chain, it is required to understand that food items like grill, pizza and other fast food should be able to satisfy the UK’s public who want different products to fulfil their cravings. The reason is that 13% of people prefer buying fast food in the UK weekly (Statista Research Department, 2023). This fact showed that the presence of the company’s products must adhere to the needs of the people so that relevant business edge could be delivered in the current environment. 
[bookmark: _Toc154845628]2.0 Macro-Environment Analysis 
[bookmark: _Toc154845629]2.1 PESTEL Analysis 
Macro-environment analysis is very important as it analyses and identifies chances to get a positive edge in the market (Singh, 2015). In analysing the macro-environment, it is necessary to use PESTEL analysis. This analysis is shown below –
· Political factors: Political stability in the UK is at an all-time low due to which there is a great problem in framing the necessary policies (Hutson, 2022). As such, the policies are in constant change due to which the duties and taxes have changed greatly which could become much more challenging for a small-scale business like Delicious. Moreover, related to fast food items like kebab, 44% of Labour Party members are much more attracted to these culinary items than 25% of Conservative Party members who often face a lot of issues due to their traditional connection to the ideology (British Kebab, 2019). Therefore, Delicious company should make some changes in the kebabs so that they could be considered acceptable to the British public. 
· Economic factors: In the UK, restaurants are facing the brunt of a weakened economy due to which there is a problem in getting the required income to spend on these restaurants. It is seen that the UK’s GDP is declining rapidly which has affected the sector badly (White and Aldrick, 2023). As a result, there is a great problem in getting the right factors to generate good business in the UK.  
· Social factors: In this factor, it is required to look into the lifestyle and income spending ability of the people. About 13 % of people prefer buying fast food in the UK every week (Statista Research Department, 2023). This showed the amount of money they could spend on dining in the UK. This gave a positive chance for Delicious who could get quality services in the UK. 
· Technological factors: Technological factors are connected to managing the food products in the warehouses properly. However, it is seen that the inventory is not properly maintained due to which most food went bad and there is an additional expense on their products (TripAdvisor, 2023). This showed a weak point for the restaurant in the UK. 
· Environmental factors: Environmental factors like the Waste Regulations Act 2012 affected the food businesses where the violated company is asked to spend a high amount of penalty in the current domain (Croner-i Ltd, 2023). In such cases, it is required to understand that most operations of Delicious restaurants are not proper due to which the food standards are not as suitable as expected (TripAdvisor, 2023). Thus, penalties are imposed on the UK restaurants which can affect the company. 
· Legal factors: The legal factors could make it hard to generate good business as seen in the UK. In the current sector, the Food Safety Act 1990 and the General Food Law (Amendment etc.) (EU Exit) Regulations 2019 create penalties for the companies where the food offered to the customers should be safe with better quality(VisitBritain, 2023). In such cases, it will be tough for Delicious to expand in the UK as much of its food products cannot maintain the right standards as instructed by the government. Moreover, there are huge differences between several locations in the UK which could affect the business badly.   
[bookmark: _Toc154845630]3.0 Micro-Environment Analysis 
[bookmark: _Toc154845631]3.1 Industry Life Cycle 
The industry life cycle analysis could be analysed in the following phases –
· Expansion: In this stage, the company is open to new markets as it has been launched in the market (TWI, 2023). In this case, the company experienced a rise in profits and could cater to the needs of the customers.
· Peak: Here, a peak at the sales is being discussed. However, due to strong competition in the market, there is hardly any kind of peak in the company.
· Contraction: Contraction is the stage which defines declining sales. In Delicious, it is seen that some contraction in sales could be observed due to bad quality and lack of effective services (TripAdvisor, 2023). As a result, Delicious’s business is not suitable for the present market demand.
· Trough: In this stage, there is an adjustment aligned with the lowered industry demand in the market (TWI, 2023). Here, the trough is not reached as the economy is in the doldrums but still, there is some market demand.  
[bookmark: _Toc154845632]3.2 Porter’s Industry Five Forces Analysis 
The analysis could be further extrapolated with the help of Porter’s five-force analysis. It is shown below –
· Competitive Rivalry: In the UK market, there are 46.2 thousand fast food restaurants (Statista Research, 2023). In addition, restaurants like J D Wetherspoon, McDonald's, Costa Coffee, and Toby Carvery give good performance in this sector (Statista Department, 2023). This showed that Delicious has a highly competitive rivalry in the UK market.
· Supplier Power: In the UK market, there is monopolistic control on the supplier market like Subway, Panera Bread and others (Gourmet Marketing, 2021). This makes it hard for smaller restaurants like Delicious to optimise their operational prices in this sector. It thereby defines a high supplier power in the UK.  
· Buyer Power: UK restaurants have higher buyer power. The reason is that the high costs of living force people to eat food which lowers cost (D’Angelo et al., 2020). This creates a big problem for Delicious as they want food that can be accessed at a lower rate in the market.
· The threat of new entrants: There has been opening of new fast food restaurants in the UK which makes it hard for Delicious to maintain its edge in the market. This high threat of new entrants could be a great challenge for the company.
· Threat of substitution: Most products sold by nearby restaurants in the UK exercise better taste and quality kebabs as compared to Deliveroo (Yelp, 2023). Thus, one could estimate that there is a high threat of substitution in the UK market. 
[bookmark: _Toc154845633]4.0 Internal Analysis 
[bookmark: _Toc154845634]4.1 Delicious’s Strategic Resources and Capabilities 
The strategic resources and capabilities of a restaurant are given below –
· Resources: Cooks, food inventory, technology, equipment, financial capital and others.
· Capabilities: Better ambience, good service with higher value, better variety of fast food that suits the Britons (TripAdvisor, 2023).
[bookmark: _Toc154845635]4.2 Value Chain Analysis 	 
Value chain analysis is a process that helps a firm understand the alignment of resources with the firm’s competitive advantage (Knez, Jaklič and Stare, 2021). The analysis is classified into primary and secondary activities. This is shown below –
[bookmark: _Toc154845636]4.2.1 Primary Activities 
· Inbound logistics: This reflects how materials are obtained from suppliers. In such cases, it is seen that Delicious is affected by much of the food products due to a bad supply system. 
· Operations: Delicious is a small fast food business, so, much of its operations are not used properly due to which it could not generate better services for its customers.
· Outbound logistics: Although Delicious has a takeaway service, it is not effective as many of the products do not adhere to proper quality standards which creates a huge problem in meeting the needs of the customers (TripAdvisor, 2023). 
· Marketing and sales: Many of the products sold by Delicious are not properly marketed. It is seen that most customers report it as bad but there is hardly any kind of action which could be reflected in their bad sales (TripAdvisor, 2023). This is due to low investment in marketing and sales operations in the current sector.
· Services: This includes other necessary facilities that are provided by the company. Here, only food dining is allowed with no option for premium orders, prebooking options and others.  	 
[bookmark: _Toc154845637]4.2.2 Secondary Activities 
· Firm infrastructure: Delicious is a small-scale business located in London which has a very low investment in its infrastructure. Due to this, many of its products do not have better quality and it creates dissatisfaction among the customers (TripAdvisor, 2023).  
· Human resource management: Delicious is a small company which has about 25 employees (ZoomInfo, 2023). Such lower staff affects the company to meet the needs of the people and this can be seen in the dissatisfaction shown by the customers. 
· Technology development: In the company, inventory is not properly maintained due to which most food products went bad and there is an additional expense on their products (TripAdvisor, 2023). Moreover, there is less usage of social media marketing in their advertising. This lowered their business performance showing a lack of usage of technology in marketing areas.
· Procurement: The supply chain is not effective in Delicious in the UK. The result is that many of the raw materials are not procured properly which affects its business in London.  
[bookmark: _Toc154845638]4.3 VRIO Analysis of Distinctive Resources and Capabilities 
Resources are required to stay sustainable in a competing market. However, to stay profitable, it is very much necessary to assess the resources. For this, VRIO is applied as it reflects a proper tool to help organisations leverage the unique resources that generate a sustainable edge in the sector (Enochson, 2022). The analysis is shown below –
· Value: This reflects the strength of the company. Delicious, a small-scale fast food chain has a plethora of food like kebabs for the customers (TripAdvisor, 2023). However, some of the fast food restaurants in the nearby areas tend to offer the same product at a lowered rate. This could not be used to generate a proper competitive edge in the fast food market. Therefore, the firm is not valuable and so, a competitive disadvantage could be present in the market. 
· Rarity: This factor reflects the uniqueness of the product sold by Delicious. It is seen that most kebabs prepared by Delicious had very bad taste and they were quite inferior to the nearby fast food stores in London (Yelp, 2023). This created a dissatisfaction in people which generated a lack of competitiveness in the UK fast food market.  
· Inimitability: Most of the fast food products tend to be of outdated taste and there is very much less quality in the kebabs (Yelp, 2023). As a result, the fast food products sold by Delicious could be imitated easily. This creates a temporary competitive advantage as the differentiation is very and so, the one area where the business could get sustainable business if there is good pricing. In such cases, there is a problem in generating quality business outcomes in the current area.
· Organised: As observed in the current market, it is evident that most inventories are not used properly and so, there could be a huge problem in maintaining the customer flow properly. As a result, most kebabs and other fast food are not maintained properly due to which there is a high chance of failing to meet the needs of the customers (TripAdvisor, 2023). Therefore, it could be noted that there is an unused competitive advantage which could affect the business badly.
4.4.1 Inferences
From this analysis, it is evident that Delicious does not have proper control over its resources due to which it failed to maintain a competitive edge in the market. In addition, it has a good strategy to manage its resources. As such, it is noted that most resources do not have a proper value, presence of suitable rarity and are highly imitable. This lowers any chance of getting a competitive edge in the market. As a result, there is a huge requirement to manage the supply power and employees. However, this analysis showed that there is a low organising power to manage them due to which there is a high chance that some unorganised sources could affect its edge. This could affect the business position in the current market.  
[bookmark: _Toc154845639]4.4 SWOT Analysis 
Despite brooding over the resources, sometimes it becomes quite challenging to research the work properly so that there are better outcomes. In such cases, SWOT analysis is used so that it could assess the factors that affect the business which could be internal and external. Even, it is required to understand that SWOT analysis helps to decide whether to introduce a new item to the market (Queensland Government, 2022). The SWOT analysis is shown below –
	Strengths
	Weaknesses
	Opportunities
	Threats

	The company has a variety of fast food items that could suffice the needs of the customers(TripAdvisor, 2023).
It is a UK-based firm which helps to target the specific market due to its knowledge of the proper brand.
Many of its kebabs are likened to customers in the UK (TripAdvisor, 2023). 
	Most kebabs are of the same taste with a lesser variety in their items.
Customer service is very bad due to which there is a low chance to visit such stores (Yelp, 2023).
It has a revenue of $5M in the current market (ZoomInfo, 2023).
	The company could get a broader profit if it can enter a new state within the UK.
There is a high chance to get more sales as the kebab lovers might reside in some other part that could accelerate its revenues in the current sector.
	There are restaurants like J D Wetherspoon, McDonald's, Costa Coffee, and Toby Carvery that can give great competition in this sector (Statista Department, 2023).
Moreover, the price is not suitable as the cost of most fast food is higher than the nominal rate (TripAdvisor, 2023).
External challenges like socio-economic, technical, environmental and legal could affect the business badly. 


Table 1: SWOT analysis
(Source: Created by the learner)
[bookmark: _Toc154845640]5.0 Strategies to Sustain Competitive Advantage 
In the current market, it is understood that there is high competition in the UK market due to which it becomes quite hard to get a better edge in this domain (Statista Research, 2023). Therefore, it is required to look at some of the best strategies to get a competitive advantage in the market. In this case, one strategy to get a competitive advantage is using Porter’s generic strategy. Islami, Mustafa and Latkovikj (2020) defined Porter’s generic strategy as a wide range of usage and opportunities to create a competitive advantage despite the industry, sort and size of the organisation. The framework is analysed below –
	Factors
	Description

	Cost leadership 
	Cost leadership is the strategy that needs to be used by Delicious. It is very important as it could help to create products that would be focused on generating such a cost that could be acceptable in the market (Islami, Mustafa and Latkovikj, 2020). This strategy is vital as the customers complained about the increasing cost of the products (TripAdvisor, 2023). In such cases, it is required to maintain good cost leadership so that the food products can be affordable to the customers.

	Cost focus
	Cost focus is a narrowed approach and it could not be used as it can create items that would be very cheap and with that quality is compromised. This could lower the sales of most of its fast food items in the UK.

	Differentiation leadership
	This strategy would be used as it could help to make more various products due to which it can easily target a better segment which is required in the UK (TripAdvisor, 2023). 

	Differentiation focus
	It is a much narrower approach where the cost factor is not considered properly. Therefore, this strategy would not be used.


Table 2: Porter’s generic strategy
(Source: Created by the learner)
From this analysis, it is evident that using cost leadership and differentiation could reach the market properly. The reason is that a Delicious restaurant with a similar variety of fast food is not able to satisfy the needs of the customers. As a result, it is necessary to use such items that could satisfy the customers with prices that are not high. The reason is that most people dining at Delicious complained about the lack of variety in the product and there is a huge need to revise the prices as well which need to be controlled with the help of cost leadership and differentiation in the market (TripAdvisor, 2023). As a result, this strategy could help to get the best fast food product that could cater for the needs of the consumers. With a rise in quality and better control over costs, there is a better chance to meet the needs of customers and get a good edge in the market. 
[bookmark: _Toc154845641]6.0 Growth Strategies 
Growth strategies are very important to develop a business in a selected segment (Kaul, 2012). It is noted that the restaurant should be allowed to expand within London where new stores would be opened. The reason is that 56% of Londoners prefer kebabs over others in the recent dynamics (British Kebab, 2019). As a result, this location would deliver proper results while other locations could include other cultures that might not go along with the fast food items. As a result, some growth strategies need to be applied to generate better outcomes. In this case, the strategies are given below –
· Ansoff matrix: This matrix often called a product expansion grid is mostly used by the teams to plan and evaluate growth initiatives in the market (Peterdy, 2023). This would help the company to understand the appropriate growth strategy which could deliver a better edge in the market. As such, as per the Ansoff matrix, it is evident that a company could be grown in four ways, market penetration, market development, product development and diversification. In this case, there is no need for market penetration because Delicious is already operating in London. In such cases, as per the analysis, there is a requirement for new products to an existing portfolio so that there is better business in the current area. This strategy is very much required to develop good sales as people like kebabs but they require some different variety in the products (Peterdy, 2023). As such, it is signified that 41% of people like doner kebab followed by 18% shish kebab (British Kebab, 2019). In addition, it is required to know that most have a great appetite for lamb as it is liked by 33% of people while 28% prefer chicken to satisfy their cravings (British Kebab, 2019). Such preferences had to be embedded in the product to get a good position in the fast food market. 
· International strategy: Related to the international strategies, it should be noted that there are several options available in the UK market transnational, multi-domestic, international and global respectively (Kennedy et al., 2020). International strategy is used by companies who attempt to sell their products in international markets with no change in their pricing as they want to internationalise their products (Kennedy et al., 2020). Then, there is the multi-domestic one where the company do not look at the price and often looks at the local requirements properly to get a better edge in the market. Then, there is the global strategy where lower costs and a better emphasis on the production levels are being focused as well (Kennedy et al., 2020). This is followed by a transnational strategy where the firm seeks to maintain a proper balance between costs and efficiency in the business (Kennedy et al., 2020). In this case, international and global could not be applied for Delicious as there is hardly any kind of logical infrastructure and financial muscle to get quality outcomes in the form of higher revenue. Therefore, it is logical to apply a transnational strategy to grow within the UK. The reason is that the usage of a transnational strategy could help to optimise its costs in its business (Kennedy et al., 2020). This is a very big concern for Delicious as it is already struggling with a plethora of problems in the current business where the added operational cost increased the final charge for the food and there was no good quality (TripAdvisor, 2023). However, with a transnational strategy, it can maintain the local preferences of the UK people as well as bring other delicacies which can generate a good business in the current market. 
· Entry mode strategy: In order to grow properly in a market, it is necessary to study how to make a suitable entry in the required location. As a result, it is required to understand that a proper entry mode should be used. However, Emami et al. (2022) stated that most strategic alliances lead to high losses which could generate a huge problem for small firms. This is true for Delicious firms as well who need such a strategy where the financial contributions could be balanced. As a result, the joint venture is one of the logical strategies to generate better business that could help to get quality outcomes. In this case, Brunner, Letina and Schmutzler (2023) in their research claimed that joint ventures tend to be logical for financially constrained firms and it could even increase the innovation capability and lower the R&D costs properly. This is an important step in this work where Delicious is looking to use product development but at the same time, there is a need to use effective strategy to lower the costs. This is feasible with the help of a joint venture. As a result, the dining restaurant should cooperate with delivery partners so that the best results can be attained. As such, it should be noted that 46% of orders came from delivery services in the UK (British Kebab, 2019). In addition, using Just Eat would be a logical step as 49% of Britons use this service to operate their business (British Kebab, 2019). This should be followed by some steps to improve the financial transaction and discount options which could lead to more purchases of such products. Lastly, using a joint venture can help to get a larger customer base which could be indirectly targeted to enhance its business. This makes joint venture an important choice for Delicious to stay sustainable and profitable in the fast food market.
[bookmark: _Toc154845642]7.0 Green Strategy and CSR 
In applying a strategy, it is evident to monitor the activities properly. The reason is that without proper monitoring, there is hardly any kind of relevant strategy that could make it hard to counter any issues in the business (Draghici, Popescu and Gogan, 2014). As such, it is identified that the monitoring tools must be used for KPIs or key performance indicators. One of the KPIs is to monitor the food waste based on which the food operations should be conducted to lower the waste as much as required. In this case, there should be strong waste management activities so that the waste can be controlled. As such, Lintott (2019) stated that every year more than 500,000 tonnes of food is wasted in restaurants, pubs, hotels and quick service restaurants in the UK. In such cases, using proper waste management or inventory management could lower the waste products in the UK which can generate better advantage in the current domain. In addition, it is required to understand that the presence of fast food could lead to 22% of total carbon emissions in the UK (Stringer, 2023). As a result, a suitable green strategy should be used to curb emissions as much as possible so that good results are attained. In this case, it is important to use electric vehicles to transport the items from one part to another which lowers the emission as much as required (Stone, 2023). Moreover, the lights should be replaced with sustainable technologies so that the emissions are controlled and can approach the government as much as possible to reduce the emissions that could affect nature.
In the current market, a shift to EVs could be a logical solution as it can lead to quality results (Michael et al., 2022). In such cases, using Just Eat could be a logical choice as it could swap 175 diesel vehicles by 2025 (Stone, 2023). This could lower the carbon emissions due to which the products are not able to generate relevant results in this area. The next metric that requires monitoring is related to the food quality offered by Delicious. The reason is that the food sold by the company is not proper and many of its items do not have the right taste, especially the kebab due ineffective management (TripAdvisor, 2023). As a result, it is required to use a CSR strategy that could help the firm to maintain the right resources which could produce the best result using this technology. In addition, it is vital to understand that using CSR policies could attract the young generation as 63% of youth prefer kebabs so, they have a great intention to get quality products (British Kebab, 2019). Stobierski (2021) further signified that 51% of firms that have CSR activities experience a 10% rise in profits. This could attract people and with this strategy, there would be strict approaches to improve inventory management along with suitable marketing to brand its product. This could in turn generate a good business for Delicious in the fast food market in the UK.  
[bookmark: _Toc154845643]8.0 Conclusion 
The strategic business plan helped to review the changes required for Delicious to stay relevant in the UK. Much of the expansion plan is limited within the London areas due to a high rate of kebab lovers. The analysis showed that the external as well as internal factors are not relevant for the small-scale fast food business in the UK. In addition, the resources are not properly in the right flow thereby creating a great problem to stay competitive in the market. Then, there is the big issue as evaluated by Porter’s five forces which could make it hard to expand in the current market. Lastly, most resources could not be managed in the current sector due to which it could lose a competitive edge in the market.
[bookmark: _Toc154845644]9.0 Recommendation  
As such, using the joint venture with Just Eats and a product development strategy would be used to get better results in the fast food market. Then, there is the importance of cost leadership and differentiation in the current market which could lead to better business results as the customers complained about the high cost, less variety and bad quality. With these changes, there is a requirement for better usage of CSR activities and technology which could make Delicious highly competitive in its sector could give the restaurants a better edge in this sector. 
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Figure 1: Preferred age group who prefer kebabs
(Source: (British Kebab, 2019)
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Figure 2: Preferred location for kebab lovers
(Source: (British Kebab, 2019)
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Figure 3: Preferred political inclination for kebab lovers
(Source: (British Kebab, 2019)
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Figure 4: Preferred delivery mode for kebab lovers
(Source: (British Kebab, 2019)
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Figure 5: Preferred delivery partner for kebab lovers
(Source: (British Kebab, 2019)
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Figure 6: Preferred type of filling for kebab lovers
(Source: (British Kebab, 2019)
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Figure 7: Preferred type for kebab lovers
(Source: (British Kebab, 2019)
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Porter’s five forces
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Figure 8: Porter’s Five Forces
(Source: Created by the learner)

VRIO analysis
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Figure 9: VRIO analysis
(Source: Created by the learner)
Porter’s generic strategy
	Cost leadership
Required
	Differentiation leadership
Required

	Cost focus
Not Required
	Differentiation focus
Not Required


Table 1: Porter’s Generic Strategy
(Source: Created by the learner)
Ansoff matrix
	
	Existing
	New

	Existing
	Market penetration 
Not Required
	Product development
Required

	New 
	Market development 
Not Required
	Diversification 
Not Required


Table 2: Ansoff matrix
(Source: Created by the learner) 
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