TGI Fridays 
The business is currently at a critical crossroads, and it is important to analyse why the organisation is in the difficult situation that it is faced with at this present time.  TGI Fridays is a well-known global brand, but without significant change, the losses may well continue, and the brand will become consigned to the history books.
There is sufficient negative press about the business currently, regarding the proposed failed takeover in the US by the UK franchise holder Hostmore, the loss of royalty ownership by the franchise holder in the US and the subsequent plunge of the share price. Filing for bankruptcy in the US in November 2024 and the takeover of the British restaurants by Breal Capital and Calveton UK who already established restaurateurs in the UK (Labiak, 2024).  
The need to reform to reflect the needs and wants of today’s diners is very urgent and real.  As Table and Candle asked: 
‘Why visit the identikit room of a franchise with the character of a padded cell, tinnily piping out the Light House Family or some such while defrosted plates of bought-in food are served up to you? 
This isn’t giving you a restaurant experience geared towards pleasing your senses; it’s saving you a trip to the supermarket.’ (Table and Candle, 2022).  
Such scathing endorsement of the current restaurant model identifies a very real need for change.  A PESTEL and SWOT have been completed in order to form this report as well as an analysis of Porters Five Forces.  The findings have then been fed into an analysis below with the subsequent recommendations to conclude.
Assessment of the Competitive Environment
PESTEL Analysis – TGI Fridays
	Political
	Failed to pay minimum wage in UK in 2018 for 2,300 workers (Sweet, 2018, Unite, 2023)

Workers went on strike in 2018 over perceived unfair practices with tips (Chapman, 2018)

Breached policy for making staff purchase uniform in UK – uniform shoes (Sweet, 2018)


	Economic
	Prices were too high – Stewart 2024 

Introduction of frozen food in Iceland – affected sales?  (Gill, 2022)

Affected by supply and demand – cost of living will have affected, and people are being more selective about where they dine, 42% of adults are not able to go out to eat as much as they would like (National Restaurant Association, 2024) Not identified the elasticity of the market when there is less disposable income

2017 – acquired by private equity firm who went through securisation (debts to release equity – Steward, 2024)

Sales fell from $2b in 2006 to $728 in 2023 (Ap, 2024)

TGI Fridays has not kept up to date with its market supply and demand as many reviews identify that it is expensive.  (TrustPilot 2024)

Szalza identified that the business/operations model no longer responds in 2014 (Szalaza, 2014)

Economic strain of managing locations (Ozan, 2024)

Monitor changing trends in dining habits did not occur– (Ozan, 2024)

Downfall identified at least ten years previously (Szala, 2014,) Canadian Government report (2011) did not even list TGI Fridays as a top 20 restaurant in the UK.


	Social
	Changing trends in food – eating less meat has become a social trend, not just in terms of animal cruelty, but also for environmental reasons such as the increase in greenhouse gases and the loss of land in the rainforests. (Ozan, 2024)

Over time, TGI Fridays became indistinguishable from other bar and grill chains. – Stewart (2024)

New restaurants on the block with cheaper goods but equivalent quality (Steward 2024)

Change in dining out habits post pandemic (NRA, 2024)
(Ap, 2024) – Ghost kitchen in pandemic to expand into delivery market – expansion of delivery market
Processed and frozen foods (Szalza 2014, TrustPilot reviews, Gill, 2022)

Atmosphere is no longer unique (TrustPilot 2024, Table & Candle, 2022, Strimple 2024)

Embracing social media could support the organisation to link with a younger client base (Ozan, 2024)

Burger chains like TGI Fridays have tried to please everyone. In doing so, they have pleased no one (Strimpel, 2024)

By the early 1990s, its Leicester Square branch was the place to be seen. Brits, always keen to emulate the culture and style of America, were eager customers of the diner chain. But it could never last. The last decade, as the novelty has worn off, has been hard on TGIs.  (Strimpel, 2024)

Different parts of the world have reacted differently post Covid.  Canada still has higher cross-visitation between restaurants, while in Germany, consumers prefer casual dining, while US consumers prefer fast-food dining (Waller 2021)

	Technological
	Need to embrace technological innovation (Ozan, 2024) apps etc – delivery – click and collect.

Rise in social media means people want ‘Instagrammable’ food (Ozan, 2024)

Rise of individual marketing and advertising through smartphones (Vogler, 2024)

Social media provides an opportunity for more localised marketing (Chevy et al, p22247, 2022)

	Environmental
	Sustainability and ethical sourcing are becoming increasingly important to consumers, presenting another area for TGI Fridays to differentiate itself and rebuild trust with its customer base – (Ozan, 2024)

	Legal
	September 2024 – Citibank terminated the financial management contract with TGIs due to them not filing financial accounts on time AP (2024)

Intellectual Property rights – franchise – US holder in administration?



SWOT Analysis
	Strengths
	Weaknesses

	· Well-known brand
· Understanding of need to slim down the chain to survive (Croft, 2024)
· New owners of remaining restaurants are well known in the capital for their other restaurant chains (Sugira, 2024)
· Understanding of how the market works by the new owners who are looking to modernise the business (Lawyer Portal, 2024)
	· Shares in the firm have fallen massively this year (Various, 2024)
· The brand failed to keep up with changing tastes and a desire for healthier options (Labiak, 2024)
· Indistinguishable from other chains (Stewart, 2024)
· Mis-judged attempt by the former UK franchise owner (Hostmore) to take on the US arm of TGIs caused concern in the stock market affecting the share price of the company
· Failed to adapt the menu to reflect changes in diet, such as the increase in veganism (
· Sales fell 10% in 2023 (McNamee, 2024)

	Opportunities
	Threats

	· Identified the need to develop to a new franchise model as current business plan isn’t working (Ozan, 2024)
· Rescue plan in place with administrators (Lawyer Portal, 2024)
· The company has been in the press recently and will put the brand back in the public’s mind
· Remaining restaurants are being kept by retail and shopping parks where families are already spending money (Labiak, 2024)
· New franchise owner – new ideas (Lawyer Portal, 2024)
	· A number of the branches have already had closure announced
· The share price of TGIs has fallen 96% (Herbert, 2024)
· Eating out has fallen with sales at TGIs falling more than a tenth this year according to Hostmore 
· Some bad press regarding the alleged poor treatment of staff from the restaurants who are earmarked for closure (Labiak, 2024)
· Loss of TGI Fridays on the global market as the royalties manager
· TGIs has shut many of its restaurants since 2020 (Sugira, 2024)
· New franchise owner – may not be experienced in such a niche market



Porter’s Five Forces:
	Supplier Power

	· Brand reputation has diminished over the last decade – people identify TGIs as having processed food (TrustPilot Reviews, 2024, Rubins, 2024, Stewart, 2024, Gill 2022)
· Large, worldwide geographical coverage – most towns in the UK had a Fridays restaurant (Ap, 2024)
· Product quality is often deemed inferior in an age where people are seeking fresh, homemade food (Ozan 2024, Russell, 2023)
· Perceived relationships with customers are good, but reviews have declined (TrustPilot, 2024)




	Threat of New Entry:

	· A relatively easy market to enter and Fridays does not have USP (Strimple, 2024)
· Geography does not play a part in restaurants, they can be started anywhere, you could be anywhere in the world (Strimple, 2024)
· Good social media presence can kickstart a business, consumers like to see a personal relationship with the business (Business Blogs, 2018)
· Engaging with companies such as Deliveroo and JustEat are relatively quick and simple (Ahuja et al, 2021)



	Buyer Power:

	· buyer choice (Ahuja et al, 2021)
· buyers size/number, 41% of adults would prefer to eat out more (NRA, 2024)
· Less disposable income so buyers were turning to takeaways as early as 2011 (Government of Canada)
· Dine In deals impacted on the restaurant sector (Government of Canada 2011)
· The brand struggled to keep up with changing consumer demands for ‘healthier and vegan foods’, especially in markets like the UK (where the demand for such variety is stereotypically higher than in the US at the moment). (The Lawyer Portal, 2024)




	Competitive Rivalry:

	· Did not feature in top 20 restaurants in 2010 (Gov Canada, 2011)
· Increase in takeaways (Government of Canada, 2011)
· How Brits eat out has changed – more variety – healthier options (Vogler, 2024)
· Number of McDonalds has tripled since 1991
· Anecdotally comments from articles – just not special anymore, expensive, perceived as microwave food (Rubins, 2024, Laibak, 2024)
· Trustpilot Reviews average at 1.9 stars, 61% of users rating Fridays at 1 star (Trustpilot, 2024)



	Threat of Substitution

	· alternatives price/quality -delivery market, local restaurants (Ahujar et al, 2021, Aragon & Hunsaker, 2023, Russell, 2023)
· market distribution changes – increase in the delivery market (Ahujar et al, 2021)
· Changes in food trends looking for local ingredients, sustainable foods, organic foods, Farm to Fork etc arguably since 1990s (Russel, 2023)
· Legislative effects – impact of legal action in the mind of the general public against TGIs due to eg not paying minimum wage, staff (Sweet, 2018) striking over tips (Chapman, 2018), being made to pay for uniform (Unite, 2023)
· Failed to modernise (Rubins, 2024)




Analysis
History
Opened as a singles bar initially, in 1965 in New York, TGI Fridays has embraced change before.  Identifying that the era of the singles bar having had its day, TGI Fridays changed tack to focus on a family environment, under the leadership of Daniel Scoggin (Ball et al, 2021) when it began to boom globally in the 2000s. 
The decline of the American dream (Wong, 2016, Grahan, 2017), the decline in US global dominance (Muggah, 2017) means that globally, people are less likely to aspire to the lifestyle of those in the US.  
Keeping the roots of TGI Fridays in that of the American diner, is maybe not in keeping with the aspirations of with the baby boomers whose social mobility outstripped their parents.  The children born in the 1980s are half as likely to achieve that goal in the US, and this will not have gone unnoticed across the globe.  Couple that with a desire for new cuisines and experiences (Russell, 2023) then TGI Fridays begins to start feeling like an organisation firmly rooted in the last century.
More recently, the collapse of the intended merger of the UK company Hostmore to rescue the US parent company of TGI Fridays, The British arm of TGI Fridays recently hit the news over going into administration in the UK.  The UK owner of TGIs, Hostmore, had looked to buy the American arm of the company, but reversed its decision when the US company lost control of its key assets (FT, 2024) after failing to file documents to bondholders and having sold some of its selling retail licensing rights to Kraft Heinz.
One of the principal assets lost, was the removal of TGI Fridays as the principal royalty holder which meant that Hostmore would not have been able to profit from the royalty stream. (London Economic, 2024).  These actions plunged the share price into turmoil, dropping a further 93% in one day, on top of the 90% loss since the company was floated on the stock market in 2021.
In the UK, Hostmore has since sold the franchise to an experienced restaurant operator Calveton UK and Breal Capital which already owns several restaurant chains.  Notably, the restaurants which are being kept open are near to retail and shopping centres.  (BBC, 2024).  Calveton and Breal which has a reputation for ‘upmarket’ restaurants (Croft, 2024) which marks quite a departure from the situation in the UK at the moment where more recently, the TGI Fridays experience has an average review rate of 1.9 stars on the platform Trustpilot in the UK (Trustpilot, 2024).

Changes in how people eat out
When people do eat out, they are now looking for a much more individualised experience.  
Criticism of being able to be anywhere in the world but you would not know it and being indistinguishable from other chains (Stewart, 2024). Ipsos carried out a survey through Aragon and Huntsaker (2023) about the expectations of diners in 2024.  Spending quality time with family and friends was the most important which means that the whole restaurant experience needs to be seen as quality time.  Current TrustPilot reviews do not reflect this and therefore this needs to be seen as an urgent action.  Given 45% of people then are looking for most value for money, and again, given reviews do not reflect that people feel TGI Fridays are value for money for the quality of food provided (Which in itself is important for 20% of people), then again, this is an urgent area to work upon.
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Ipsos, 2023 demonstrating expectations from diners for 2024, (Aragon and Hunsaker, 2024)

Move away from the Cocktail Bar
Since around 2015, there has been a move away from the pub to coffee bars.  Included, here, will be cocktail bars, especially with the cost-of-living crisis.  Indeed, Ferreira (2017), identified that not only has there been a 31% increase in the number of coffee shops in the UK, indeed, in 2015 Ferreira’s research identified that one in five people visited a coffee shop daily, compared to one in nine just six years earlier in 2009.  Indeed, the rise in coffee shops has had a direct correlation with the number of pubs closing according to Prof Jonathan Morris who is an expert in this field. (Cafe & Sherlock, 2017).  
Additionally, in the last ten years, student lifestyles have been shifting away from the bar and pub to the coffee house.  Research from the National Union of Students and YouthSight, identified that in the ten years prior to 2016, 87% of students utilised coffee shops and cafes, as opposed to 74% utilising student bars.  (Cassidy, 2016).  This trend has continued to 2024, with Cresswell (2024) identifying that students’ relationship with alcohol declined over the pandemic and has continued to do so.
Given these shifting trends, the students in 2015, are now the young professionals, and coupled with changes in habits since covid, the then students, are now the young professionals who were the target for the TGI Fridays clientele of the 1990s.  In essence, it would appear that TGIs has not kept up with this pace of change, or potentially, had the courage to do so when the trends were beginning to emerge.  Consequently, TGI Fridays is now beginning to pay the price for not having monitored the changing markets, as the after-work drink is not the cult that it once was, and if you are look at the research by Morris, this change had started in the mid-1990s with cult television series such as Friends and Seinfeld which are still popular to this day.
Crucially, the consumers who initially frequented Fridays as singles, who then visited with their families, have now grown further again.  The changes identified in the history of the bar (Ball et al, 2021), mean that it is likely that the children who visited as part of their family group, are now those looking to take their children for meals out and are looking for something a little bit special with wholesome food, those children are now today’s consumers.

Food
Fridays food reputation is poor at best.  Reviews, newspaper articles and comments in response to these articles (TrustPilot, 2024, Rubins, 2024, Szalza, 2024, Table & Candle, 2022) refer to ‘microwave food’, processed frozen food, ‘over-priced food’. People refer to the fact that they could buy ready meals for home and enjoy a better meal.
Couple this, with changing dietary habits in the UK, especially a move towards veganism and fresh foods, which Fridays has failed to match pace with, and the situation begins to look increasingly unstable. Vogler (2024) identified that how people eat out has changed.  Diners are seeking more variety, than a more ‘traditional’ American diner style, the move towards food using organic foods, which are local and sustainable, arguably commenced in the 1990s (Russel, 2023) when eating in a restaurant environment.
Aragon and Hunsaker in their paper of 2023, identified that 20% of diners in 2024, were looking for healthier meal choices with better ingredients, that surpasses the want and need for a quick meal (14%).  Given a desire for quality food, the perception of microwave food, is no longer likely to satisfy the needs of consumers moving forward.
It is not that there is a place for mass-produced food in the British market, it is more, that the price needs to reflect that mass-produced food, and there is not an appetite for a lesser quality of food to be a substitute for the ambiance of a restaurant.  Take McDonalds for example, the number of McDonald’s restaurants has risen from 400 since 1991, to 1,453 in 2024, similarly, in June 2024, there were 1,016 KFC restaurants (an increase of 200 since 2018, Lutrario, 2024) so it cannot be argued that there is not a consumer base for American foods.   However, the quality, price and ambiance must be comparable.
People are no longer willing to pay ‘extra’ for their surroundings, they want the food quality to match this too, so that they are looking for food quality that surpasses what they could produce at home, either through ready meals or from takeaways.  With 45% of consumers identifying in Aragon and Hunsaker’s report that they are looking for value for money, then the price charged at the restaurants need to be reflective of the quality served, which is currently at odds to reviews being left at this time for TGI Fridays which deem the brand to be expensive and poor value (Trustpilot, 2024).
The move into frozen ready meals in UK supermarkets is also controversial.  Reports of the meals being better than TGIs’, with Gill (2022) declaring ‘I know where my next TGIs fix is!’ in her article and Corless (2021), declaring some of the food ‘inedible’.  This move into frozen food, is potentially unhelpful at best.  If consumers that they can get frozen ready meals from local supermarkets for a fraction of the price, further exacerbating the perception that TGIs food is heated in a microwave, then the consumer base will be harmed.  Conversely, if the food is not up to standard as identified by Corless, then the brand will be damaged further (although arguably consumers may feel that they cannot get the TGI Fridays experience at home).
With the current cost of living crisis, people are not going to pay more for what they can consume at home, especially when prices of the frozen food are around 30% of the price in the restaurant and given the current poor reviews online. 

Bad Press
There have been a number of incidents which have led to bad press for the company in the last few years, especially around 2018.  In 2018, the organisation was prosecuted for failing to pay the UK minimum wage (Sweet, 2023), and workers went on strike over unfair practices with tips (Chapman, 2018).  There was also a successful legal challenge on the company policy for making staff in the UK wear black shoes, as this should have been provided as uniform under UK law (Sweet, 2018).  Although the majority of these policies relate to a handful of franchisees as demonstrated in the articles, the British public have a tendency to support the underdog (O’Keefe, 2019) and then consequently boycott industries which are perceived as unfair.
Internationally, the impact of the removal of the main TGI Fridays franchise holder as the royalties holder and the closure of many restaurants, could prove an opportunity for the chain to remarket itself to encourage people in, especially with potential meal deals.  Deals are something that that chain has been criticised for not providing, amongst being too expensive, so there is an opportunity to exploit that there.

Customer Service 
Customer service has always been seen as a key element of the TGI Fridays approach.  TGI Fridays proudly boasts on its website that the brand will ‘bring you that Fridays Feeling, no matter what day of the week or time of day’ (TGI Fridays, 2024).  
Customer service can be a key aspect.  (Huang, 2023, p1441) identified how in coffee shops, independent outlets, employees offered ‘extra attention and spontaneous exceptional customer service’ which led to perceived value from a customer perspective compared to the chain coffee shops.  By being able to tap into this perception, as well as having more ability to tap in local social media channels compared to global coffee chains, and was identified by Chevy et al (2022, p22247) as allowing a company to achieve a competitive advantage.
Within this, can also be contained customised products or services, the ability to respond to the local mood, events and customs can be achieved much more quickly by a local provider.  By behaving like a local provider, this could lead to a competitive advantage, if the business is seen as being in touch with the community, able to tap into local knowledge more easily, then the business is more able to foster a sense of community moving forward.  Multi-nationals are more likely to be treated with scepticism in this area, much more so than a local company who endeavours to engage with its local community and consumers.
Local businesses need to look to do something different to the major global companies.  BusinessBlogs (2024) provides a helpful guide to local businesses with suggestions of how to be different within this world, as quintessentially, that is what a local business must do to compete with the multi-national giants.  These five aspects are identified as the ability for agility and innovation, customer service, offering customised products or services, finding a competitive advantage and fostering a sense of community.  Given the globality of TGI Fridays, making the business feel individual and local could be key here, especially given the franchisee system, identifying how each restaurant could localise itself and consequently appeal more to a local market. 

The Move to Dining In
TGI Fridays also struggled to keep up with the shifting tides of diners wanting to dine at home, especially with their favourite restaurants.  This was especially true in the Covid pandemic of 2020-21, however, it took TGI Fridays in the UK until the pandemic to start to launch their delivery services after the acquisition of many of the UK restaurants by the parent company of Hostmore in 2020 (Hostmore).  In the US, it took until 2021 for the business to try and reinvent itself by introducing delivery models (Gupta et al, 2021) which when Ahuja et al had identified that there had been a tripling of the global eat-in delivery market since 2017, shows that the business had been well behind the curve in the shift to dining at home.  Ahuja et al, identified that even before the Covid Pandemic, consumers had embraced that takeaways were no longer just restricted to pizzas and Chinese food, thus demonstrating another area where the business had failed to keep up and adapt to changing trends.

The Need for Change
Given all the above, there is an urgent need for change within the business.  The business model is outdated, and the push and pull factors for change have not been recognised for many years within the chain.  Diners now expect a personalised experience, within an environment that is not so much driven by alcohol culture, but rather with a coffee culture.  Given the demise of similar chains UK and the US, this is not an isolated incident to just TGI Fridays.  

Final Recommendations
TGI Fridays is at a crucial crossroads in its business life.  It must change, or it will be doomed to the history books due to lack of investment and development.  Without a significant change in the business model, there is ample evidence that the company is unlikely to be able to continue trading beyond the next few years.
The change in management, and the new model that is potentially being adopted in the UK, provides opportunities for this development and a potential restart for the organisation and potentially the franchise.
The first change is that TGI Fridays must identify its market.  It either must be in the budget food market where people are used to seeing identikit restaurants but cannot charge premium prices.  McDonalds and KFC, as previously noted, are still being successfully run in the UK.  Arguably, TGI Fridays is a more attractive environment that the fast-food drive thru chains, however, given the criticism concerning being able to be anywhere in the but not know where if you are TGI Fridays, this means that premium prices cannot be charged with the current business model.
Looking back at the IPSOS survey on what makes an enjoyable dining experience and what people were looking for in 2024 (Aragon and Hunsaker, 2023) 52% diners’ most important factor is to spend quality time with family and friends, followed by 45% looking to get the most value for their money.  TGI Fridays strapline has always been to make every day feel like Friday, so straight away, the vision of the company enables the potential of spending quality time with friends and family, the part that has got lost is the value for money.  The business needs to decide whether it is producing cheap and cheerful food or quality food at its current prices.
TGI Fridays needs to look at offers to attract people to the chain and monitor the elasticity of this effect.  If successful, then it is worth investment into developing the model further, if not, then other ideas will need to be sort.
Conversely, the chain could also look to developing a more premium product thus garnering the 20% of people who are looking to make healthier food choices through better ingredients and portion control.  This obviously moves away from the American Diner concept but could be worth considering if offers and the like are not successful.  It could be feasible to provide a small amount of franchisees the opportunity to test out the elasticity of such a concept, however, there may need to be decision over strictness of the franchise model to allow branches to become more individual and develop a local offering.  
There is the opportunity for a relaunch given the amount of publicity that surrounds the business at the moment, especially with the failed rescue attempts for the organisation.  This could be an opportunity to relaunch but show the public that the business is now different and listening to wants and needs of consumers in 2024.  
Another area to focus on, is the tradition of being a cocktail bar and identifying the move to coffee bars.  There is an easy opportunity here to be able to offer a multi-faceted approach with coffee in the day and opportunities for drinking in the evening if people so wish.  However, to continue with the focus on cocktails in this day and age seem ill-advised and there is a strong need to focus on the potential day-time market that includes people buying coffee during the day.
Finally, ‘The struggle of TGI Fridays to maintain its place on the high street serves as a microcosm of the larger challenges facing the restaurant industry. As consumer preferences evolve and economic pressures mount, the need for adaptation and innovation becomes ever more apparent. For TGI Fridays, the path forward involves a delicate balance of preserving its core identity while boldly embracing change. The fight for relevance on the high street is far from over, but with a strategic and consumer-focused approach, TGI Fridays can aspire to not only survive but thrive in the new landscape of dining’. (Ozan, 2024)
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