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1. INTRODUCTION:
Strategic management plays a vital role in leading an organization via the complexity of the business environment, particularly in the dynamic food industry.  Companies can adapt to market changes, capitalize on opportunities, and decrease risks by formulating and implementing strategic initiatives. This report highlights the significance of the strategic management of “Delicious” and its aim for developing that company via strategic analysis.  
The company is known for its dynamic nature which is characterized by shifting consumer preferences, technological advancements, and regulatory developments. Organizations can use strategic management as a compass to plan a course for long-term success. Strategic management establishes a framework for well-informed decision-making and sustainable growth, whether it is via the identification of new market slots and the streamlining of operations, or the encouragement of innovation in product creation. The study will explore the specific facets of 'Delicious' and its plans which evaluate the current market position. The study will offer a comprehensive analysis of the strategic mandate that will highlight 'Delicious's' search for expansion and continued relevance in the dynamic food industry. 
2. BACKGROUND:
'Delicious' stands as a food haven that is designing its slot for this dynamic food domain. It has given the service for the past 10 years with an established history rich in food skills as well as the venue has developed into a food landmark. The company handles a dedicated workforce, the number of employees is nearly 300 which reflects its commitment to excellence. Delicious has strategically positioned itself in the competitive market and operating from its stronghold in the UK for its quality and innovation for the work. 'Delicious' is a fast-food restaurant that consistently surprises customers with its unique menu items. It is also a dining experience that appeals to a variety of smart consumers. This brief background prepares the reader for a thorough examination of "Delicious's" strategic landscape, which explores the elements that have contributed to its success in the ever-changing food market.
3. MISSION AND OBJECTIVES OF DELICIOUS:
The mission of the company is to make fast food more than just a meal which provides the consumers a  joyful experience. The company aims to generate a dining atmosphere where every bite feels like an adventure, as well as each visit, is something to cherish in the outlets. Beyond only providing meals, the company wants to make the customers happy, convenient, and reasonably priced (Singh et al. 2021). The company's goal is to make the dining experiences memorable and pleasurable for its customers.
Delicious has clear goals to grow and stick to what the company believes to match its mission. Making customers happy is the top priority of the company as well as aiming for a satisfaction rating of 90% which is always getting better for the organization. The company wants to open two outlets in the UK next year and put them where it makes more sense for everyone. 
The foundational goal of operational efficiency pushes the company to use innovation to reduce production costs by 15%. The company embraces sustainability as a practice and strives to reduce our carbon footprint by 20% by using eco-friendly packaging and purchasing locally. Employee development is a commitment to programs designed to increase employee retention and satisfaction by 15%. The financial growth of the company is significant, as the goal of the company is a 10% revenue increase per year. As per Kolhe (2023),the culture continues to be deeply rooted in community involvement through charity efforts. These goals, which represent Delicious's fundamental principles of excellence, customer-centricity, sustainability, and community enrichment as well as capture the company's quest to become more than just a restaurant but also a beloved member of communities. 
4. MACRO-ENVIRONMENT ANALYSIS:
PESTEL analysis for 'Delicious' in table form:
Factors	Key Aspects	Literature Support
Political	Political stability, trade regulations, government policies	Hill and Hult emphasize the impact of political factors on businesses.
Economic	Inflation rates, consumer spending	Mankiw's principles of economics highlight the influence of economic conditions (Shamim 2019).
Social	Societal preferences, demographics	Kotler and Armstrong stress the importance of social factors in marketing.
Technological	Advancements, digitalization, online ordering systems	Laudon and Laudon discuss the transformative impact of technology on businesses.
Environmental	Sustainability practices, eco-friendly operations	Elkington's works emphasize the growing importance of environmental sustainability (Barachnea et al. 2022).
Legal	Legal frameworks, food safety regulations, employment laws	Studies on business law provide insights into the impact of legal factors.

The table offers a concise overview of the key aspects of each PESTLE factor, supported by relevant literature. It acts as a simple understanding of the external factors that may affect 'Delicious' in the fast-food industry.
5. MICRO-ENVIRONMENT ANALYSIS:
Industry Life-cycle: 

Figure 1: Industry Life-cycle
(Source: Shamim 2019)
The industry life cycle is crucial to understanding industry dynamics over time. The life cycle of a fast food industry usually includes the stages of introduction, growth, maturity, and decline.
In this phase, new players enter the market and try innovative concepts. For Delicious, being in London could involve building a unique brand identity and testing menu selection to capture early adopters.
Growth Stage: Demand for the growth stage rises as the industry acquires traction. Plans for expansion, such as Delicious's decision to open two new locations, fit into this stage as they want to take advantage of growing consumer demand and develop a larger clientele.
Maturity Stage: The industry reaches maturity when it is widely accepted. As fierce rivalry becomes the norm, cost-cutting measures and differentiation methods are developed (Bauer et al. 2022). Delicious needs to prioritize operational effectiveness, potentially utilizing technical breakthroughs for order fulfillment and delivery.
Decline Stage: Later on, market fatigue and saturation could become apparent in that phase. To remain relevant, innovation and adaptability must be ongoing. Adapting to shifting customer tastes can require a constant assessment of the menu and the investigation of healthier substitutes or distinctive offers.
Delicious's ability to comprehend the industry life cycle facilitates strategic decision-making. Aggressive expansion during the growth phase is in line with market trends, but as a business matures, differentiation and operational excellence become critical. It needs constant innovation to succeed in the dynamic fast-food industry.
PORTER’S FIVE FORCES: 
Bargaining Power of Buyers: Buyers in the fast-food industry generally have moderate power. According to Rita and Arifin (2020),their loyalty can be fickle because of the availability of various options. Implementing customer loyalty programs and maintaining an aim on service and quality can decrease this threat. 
Bargaining power of suppliers: Suppliers hold a moderate level of power which particularly concerns specific ingredients. To manage costs and reduce dependency, establishing enduring relationships with suppliers and diversifying sources are significant strategies for Delicious. 
Threat of New Entrants: The threat of new competition is moderate because of established brands dominating the market. It may bring in new people because it's easy to get into the business (Qu 2019). To stay ahead of the competition, Delicious needs to talk about what makes it great.
It's getting harder for fast food to be healthy. In order to meet customer wants and lessen this effect, Delicious could sell and add healthy menu items.A lot of other fast food chains are out there, so they need to stand out. Delicious might stand out if it has specials, good deals, and reasonable prices. To meet the different needs of clients in a competitive way, you need a detailed plan.This study could help Delicious figure out how tough the fast-food market is and how to deal with its relationships with suppliers, how customers act, hurdles to entry, replacement risks, and the general competitive environment.
ACADEMIC THEORIES: 
Ressource-Based View (RBV): This view says that the skills and resources that a company has make it more successful. Delicious needs to make the most of its special meals, well-run business, and great customer service (Popovici et al. 2022). When Delicious talks about these benefits, it not only stands out in the fast food business, but it also builds a long-lasting edge. Delicious has found a way to be successful in the fast food business that customers like and will keep it that way for a long time. This is why the RBV idea gives internal assets a lot of weight.
Blue Ocean Strategy: Delicious is encouraged to break new ground in existing markets or innovate those already existing by adopting the Blue Ocean Strategy's view. Delicious can differentiate itself in the market and avoid direct competition by introducing new menu items or service concepts (Tlapana and Sandlana 2021). In addition to encouraging originality and innovation, this calculated move establishes Delicious as an innovator and attracts consumers looking for cutting-edge dining experiences. In the fast-paced and constantly changing fast-food industry, Delicious can establish a competitive edge and long-term success by going into uncharted territory and building a blue ocean of disputed market space.
Porter's Generic Strategies: Delicious uses Porter's three strategies cost leadership, distinctiveness, and focus to help it negotiate the competitive field. Delicious makes sure that its approach to competition is useful and concentrated by adhering to a particular strategy. Whether the focus is on cost-effectiveness, uniqueness in services, or serving a specific market, following a strategic framework makes decision-making more transparent. Delicious' competitiveness and reactivity to market dynamics are improved by this strategic alignment, which enables it to establish a distinctive brand in the fast-food industry. Delicious strategically positions itself for long-term success and resilience in a demanding and changing business by implementing one of Porter's methods.
6. INTERNAL ANALYSIS
6.1 STRATEGIC RESOURCES AND CAPABILITIES
In the ever-evolving and competitive market of the fast-food industry, strategic resources and abilities play a vital role in designing a company’s competitive advantage. 'Delicious' understands the importance of these assets in differentiating itself and controlling a long-term edge in the market (Slacket al. 2022). Competitive landscape analysis involves building relationships between business, market share, product offerings, pricing, website traffic data, positioning, messaging, and company growth and trajectory. It is an ever-evolving process that helps to understand the overreaching competitors. The first step to analyzing the competitive landscape is to address who the competitors are and then establish several tools and frameworks to obtain an extensive analysis."Delicious" tends to be a restaurant that generates key strategic resources and flexibilities that support the foundation of its competitive strength. Verifying and assessing these resources can be effective using the resource-based theory, which recommends that creating valuable, rare, different to imitate, and nonsubstitutable best positions a firm for sustainable success. The culinary expertise of its chefs, unique and proprietary recipes, and state-of-the-art kitchens can be evaluated through these strategies (Tangtatswas et al. 2021). Delicious’ chefs generate a unique culinary expertise that positions them apart from competitors. This impalpable asset is personal skills, experience, and innovation. The restaurant’s unique and exclusive recipes are another strategic resource. The meals are hard to copy and easy to switch out because the restaurant is always coming up with new ideas and the cooks work hard. The high-level cooking skills and new meals are made possible by the restaurant's cutting-edge ovens. People who own these kitchens spend a lot of money on technology and tools to make them better, so no one else can copy them. Based on Uddin (2019), these tactics work together to use a unique skill that gives Delicious an edge over other food companies. In this way, the company can make the most of chances and gain customers' trust, which could help them be successful and make a lot of money in the long run. RBV helps people come up with their own recipes, which are useful and unique for Delicious. It also helps people learn how to cook. People can't copy these tools because of the brand's image, which makes them even better. It takes time for the brand to become something useful that is hard for rivals to copy. Delicious can change with the times thanks to their changing Capabilities structure. The capability to provide creative menu items in response to changing customer preferences holds dynamic and responsive organizational flexibility. A comprehensive Dynamic Capabilities view contributes to the organizational ability to efficiently adapt its resource base and helps the firms to efficiently and responsibly change their operations. The strategic resources and flexibility addressed with culinary expertise, unique recipes, state-of-the-art kitchens, and brand reputation, profoundly improve Delicious’ competitiveness and sustainability (Singh et al. 2022). These resources make a distinct and memorable eating experience, encouraging customer loyalty. In the ever-evolving fast-food industry with high competitiveness, where offerings can many times be homogeneous, Delicious leads to a stand-out brand upholding its quality and innovation. The brand reputation acts as a robust competitive advantage. It helps to attract new customers and also keep existing ones, as customers connect with Delicious with a reliable and enjoyable dining experience. In an area where brand loyalty serves as a fundamental, Delicious utilizes its strategic resources to make a lasting imprint on the fast-food industry. 
6.2 VALUE CHAIN ANALYSIS: 
Value Chain Analysis is a valuable process that helps to understand the points in their value chain and the relationships between these different points. It contributes to assessing the detailed strategies involved in each step of a company’s business, from establishment to delivery, and also address the strengths and weakness of the company. The value chain has two sides, primary activities and supportive activities. The primary activities include inbound logistics, operations, marketing and sales, and after-sales service and the supportive activities include infrastructure, human resource management, and technology development. Organizing a value chain analysis can help businesses observe activities to enhance output and reduce organizational expenses, acknowledge core competencies and areas of development, and potentially gain a cost advantage over competitors. When acknowledging granular process details in a value chain analysis it is important to provide proper attention to an organization’s broader strategy (Bhandari 2020). Overall, value chain analysis is an essential tool for companies of all sizes to enhance production efficiency, improve profit, and make a competitive advantage. Primary activities help to create value for customers by providing a visible action. Supportive activities are the behind-the-scenes process that helps to enable these actions. Delicious’ inbound logistics involve careful sourcing of fresh and high-quality ingredients, securing the base for culinary excellence. The operational efficiency excels in the seamless kitchen processes, transforming raw materials into culinary delights. The marketing and sales are a combination of innovation and customer-centric strategies, shaped by Michael Porter's Value Chain model (Zhong and Moon 2020). Ultimately, the after-sales service, represented by a customer-friendly experience, hardens the connection throughout the journey. 'Delicious' establishes itself through these primary activities, creating a comprehensive and valuable customer experience. 
6.3 VRIO FRAMEWORK AND SWOT ANALYSIS
Tool/Framework	Key Points
VRIO Framework	VIRO framework helps to create culinary expertise and unique recipes that are Inherent value, rarity, and inimitability. Also, contribute to promoting a culture of innovation and adaptability.
SWOT Analysis	SWOT analysis is an essential tool for addressing internal strengths including culinary excellence, and brand reputation. Also, internal weaknesses including areas for potential improvement. This critical analysis also finds the external opportunities and threats including emerging food trends or evolving customer preferences (Tangtatswas et al. 2019).
Integration of VRIO and SWOT	Through the integration of the crucial tools for addressing strategic partnerships, mutual relationships between internal capabilities and external factors, strengthen internal strengths to exploit market opportunities. It also helps to reduce potential threats through an inimitable brand reputation.

The strategic assessment of a company's internal landscape VIRO framework and SWOT analysis are essential tools. The VRIO framework evaluates Value, rarity, Inimitability, and Organization for the company resources. The SWOT analysis searches through the company’s internal and external analysis of Strengths, Weaknesses, Opportunities, and Threats. Critical insights were gathered by applying the VRIO framework to 'Delicious's' identified resources. To enhance the brand reputation and establish a culture of innovation and flexibility the culinary expertise and unique recipes uphold inherent value, rarity, and inimitability. Combining the findings of the SWOT analysis with the VRIO assessment that unrevealed strategic partnerships (Purnamasari and Rozak 2022). The SWOT analysis helps to identify internal strengths that meet with the valuable and rare attributes uncovered by the VRIO framework. A mutual relationship between internal capabilities and external factors is highlighted by the integration of SWOT and VRIO frameworks. By strengthen internal strengths to utilize market opportunities and secure against potential threats 'Delicious' can strategically position itself at the forefront of the competitivefast-food market. A careful look at this data helps us learn more about the internal environment and makes it possible to make strategy plans that are in line with "Delicious'' ever-changing goals and aims in the fast-food business. If the business can figure out how to keep its economic benefits and make plans to do so, the VRIO structure and SWOT analysis may help it a lot. Businesses can stay ahead of the competition and make smart choices if they use these useful tools to fully comprehend their inside and outside environments.    
7. STRATEGIES TO SUSTAIN COMPETITIVE ADVANTAGE
"Delicious" could stay ahead of the competition in the tough fast-food business in a number of ways. To be innovative, you need to know what people want, keep up with new technology, and keep an eye on and respond to market needs. Additionally, it is important to know the competition, understanding the target market, and anticipate the future can collectively help to generate a sustainable competitive advantage (Purnamasari and Rozak 2022). 'Delicious' can also concentrate on introducing unique products, building a renowned customer experience, and maintaining an affordable cost of products, these unique steps can help to capture the market and build trust among customers. Moreover creating a clear and unique brand message is crucial for aligning with the target market, it also helps to engage with sustainable success. Michael Porter's generic strategy meets with these strategies, highlighting the significance of differentiation and cost leadership to achieve an effective competitive advantage. This approach not only shows core ideas like focus, difference, and cost leadership, but it also lets you make a plan. It's possible that delicious wants to be the cheapest business. To do this, they might keep an eye on how well their suppliers give them deals, and they'll make sure their employees work as quickly and efficiently as possible. This strategic control meets flawlessly with the characteristics of the fast-food industry's price-sensitive consumer base. 'Delicious' can evolve itself from competitors and appeal to cost-conscious customers by concentrating on cost reduction and price mitigation. Where price sensitivity is a key factor in consumer decision-making this approach is effective in the competitive fast-food market. "Delicious" might be able to stay ahead of the competition and build a loyal customer base by being the cheapest. This is good for long-term growth and success. Integrating Porter's Generic Strategies with Contemporary Models can offer an extensive view of strategic planning and help the company to make an informed decision. A blend of cost leadership with sustainability practices contributes to exploiting the growing consumer preferences doe eco-friendly choices and mitigating operational costs this helps to build the brand's overall image. This integration also helps the development of innovative strategies that identify both traditional competitive advantages and potential challenges. Understanding the dynamic nature of the competitive fast-food market, Delicious should engage adaptability in its strategic approach (Khalil and Ali 2023). It is essential to establish a continuous survey and adaptation to growing consumer preferences and industry trends. This may involve regular revisions to product offerings, adjustments in marketing approaches, and improvement in operational processes based on practical market feedback. To stick with the competition, such as establishing dynamic pricing strategies and interactive ads that provide a satisfied experience for each customer ‘Delicious’ should leverage technology. Some of Porter's general methods and more current ways of running a business help Delicious get ahead in the fast food market. In a very competitive field, this helps the business succeed and grow in the long run.
8. GROWTH STRATEGIES
It's important to have a well-thought-out plan for growth in the tough world of fast food. Here, we'll look at the different ways to grow, using academic ideas and helpful models such as the Ansoff Matrix to explain them. The Ansoff Matrix is a way to really talk about growth goals in detail. With the goods that are already on the market, Delicious might be able to carry out its plan to enter the market and get a bigger part of it (Otto et al. 2022). Something like this could be the name of a product, an award system, or a catchy advertising effort. More studies, like the one by Ansoff, show how helpful it is to break into existing markets to get more sales from customers who already buy from you. Part of a plan to grow a product is to keep it fresh by adding new things or different versions of old ones. This gives the business world the new ideas and flexibility it needs. Some academic ideas about how to change products, like those that are based on theories of innovation management, support the idea that putting out new products more often might make customers more loyal and engaged. It's important to have a market growth plan before putting new goods on the market. With this plan, they will also grow into new areas of the UK or other close countries. Thoughts about growing markets suggest that there is a chance to make more money and spread the word about a brand in places that aren't well known yet.  Finally, one part of a plan for variety is bringing new goods to places they haven't been seen before. "Delicious" can make its business less reliant on a single market or type of product by taking risks and making things more difficult. Diversification strategies that are based on theory can work even when the industry isn't stable. Companies can use strategic planning tools, such as the Ansoff Matrix (also called the Product/Market Expansion Grid), to figure out what to grow and how to do it. According to a study by Kukartsev et al. (2019), H. Igor Ansoff, an applied scientist and business manager, started the Harvard Business Review in 1957. By arranging ideas in a two-by-two grid, the matrix helps managers, marketers, and people who make decisions figure out how good each idea is. This method fits with marketing, new idea, and strategic management ideas because it stresses how important it is to make the most of things and places that are already out there. The Ansoff Matrix ideas stress how important it is to keep taking a look at your goods and making new ones so that you can stay competitive and reach new customers. These ideas show how important it is to learn new things and take risks in order to make more money.Jones (2022) says that theories stress how important it is for businesses to be able to change and how they can find new growth possibilities in areas they don't know much about by going into new markets. In the end, the Ansoff Matrix makes it simple to see the various bits of data that a management group could utilise to alter their strategy. A lot of ideas from marketing, strategic management, and innovation theories help to back it up even more.  
9. GREEN STRATEGY AND CSR IMPLEMENTATION
To make a green plan and take care of your business social duty (CSR), you need to do a few key things. A CSR vision and goal statement should, for example, be made that fits the wants and values of stakeholders and shows what the business does, why it exists, and what its core values are. Ikram et al. 2021). To set CSR goals and measures, companies can look at models such as the Global Reporting Initiative (GRI), the UN's Sustainable Development Goals (SDGs), or the ISO 26000. The CSR plan of a business must be a big part of how it works and treats its workers for management and leadership to back it up. When it comes to corporate social responsibility, companies need to talk to people like customers, workers, sellers, investors, and communities to find out what they mean and what is expected of them. When a business makes a CSR plan, it should think about what it does best. The plan and the company now make it easier for everyone to work together and talk to each other. Giving money, making changes in the community, or fixing problems in society are all examples of CSR projects. Firms that want to save cash should buy eco-friendly buildings or tools that use solar or wind power. The company meets its goals when it comes to the neighbourhood and the environment. A "green business mindset" is a key part of effective CSR programmes. It's made up of people who care about the environment and like the company's CSR goals. A strong "green culture" in a business is good for the environment and brings in people.A lot of attention is paid to moral, social, and environmental problems in business social responsibility (CSR) projects. Such as, Delicious could support paying workers a fair wage, help out in the community, and make sure their health and safety are better. If a company's CSR projects are successful, they help make wages fair and reduce the company's carbon footprint. These programmes do more than just meet their social responsibilities; they also get people to know about brands and keep buying from them.To develop worker satisfaction and attract talent with similar values companies need to establish internal CSR initiatives such as office volunteer programs and on-site nurseries. The establishment of a Green Strategy and strong CSR initiatives positions itself as a socially and environmentally responsible entity.  According to Shah and Guild (2022), the Harvard Business Review, 71% of U.S. customers choose to buy from socially responsible companies, this highlights the significance of authentic and goal-driven CSR strategies. As per Asif et al. (2023), emphasize the connection between CSR strategy, green innovation, and environmental performance, further strengthening the integration of a Green Strategy into 'Delicious's operations. 
10. RECOMMENDATION:
Delicious finds itself at a turning point in its efforts to increase its market share in the fast-food industry in the UK. This presents a chance to rethink its strategic direction. Based on the findings of a thorough investigation, the recommendations that follow are designed to strengthen Delicious's competitive advantage in a competitive market while also being in line with its goals and mission.
Customer-centric innovation: Delicious can strengthen its market presence by prioritizing customer-centric innovation. The world of fast food is constantly evolving, and it is necessary to take advantage of customer feedback and market trends to stay ahead. By constantly updating its menu offering with unique, healthy, and sustainable options, Delicious capitalizes on new consumer preferences and strengthens its position as a trendsetter in the industry. A strong customer feedback system acts as a compass that guides the brand to a menu that resonates with changing tastes.The recommendation is supported by scholarly literature in the works, whichsupports ongoing innovation as a fundamental element in the creation of unchallenged market areas (Podder and Sritharan 2023). This emphasizes the value of remaining on the cutting edge of food innovation and fits in perfectly with Delicious's goal of offering a wonderful experience.
Technological Integration: Delicious's operations may see a revolution in terms of both operational efficiency and customer experience with the inclusion of advanced technologies. Modern fast-food restaurants rely heavily on technology, which powers everything from expedited ordering procedures to effective delivery systems. In particular, data analytics is crucial since it provides insights into consumer behavior and market trends. Delicious may improve client engagement and loyalty by employing technology to enable targeted marketing. 
According to Salau (2023) emphasizes the importance of technology in improving operational efficiency and customer experience, which fits perfectly with Delicious's goal of using technology to achieve excellence. This strategic move will modernize operations and make Delicious a technologically savvy player in the competitive fast food space.
According to Charles and Ochieng (2023), A key tactic for long-term success is controlling operating expenses and streamlining internal procedures. A sustained competitive advantage is built on internal capabilities and is based on a resource-based paradigm. Delicious ensures smoother daily operations and creates opportunities for cost savings that may be wisely reinvested by improving operational efficiency. Another aspect of this recommendation is strategic negotiations with suppliers and the exploration of long-term relationships. This is in line with Delicious' mission to provide quality food by ensuring reliable and cost-effective sources of ingredients.
Sustainable Practices: By adopting eco-friendly methods, Delicious can set itself apart in a time when sustainability is expected rather than just a trend. This involves actively participating in responsible trash management, procuring locally, and increasing the usage of sustainable packaging. Rasheed (2022) says that businesses should be environmentally friendly because it is the right thing to do and might even help them be more competitive in the long run. This idea makes Delicious look like a company that cares about doing the right thing and moving forward. This is good for customers who believe in that.
Service excellence as a way to stand out: Delicious knows that good customer service is a key way to stand out in the service business, so it could put a lot of money into it. Darmawan and Grenier (2021) say that giving great service is a key way to beat the competition. Delicious spends money on training programmes for its employees to make sure that every customer has a great meal they will remember. People who have already bought from you will keep coming back. Strategic partnerships and collaborations: If Delicious takes advantage of new tools and chances, they might be able to gain from smart partnerships and collaborations. Ferreira and Franco (2020) say that the way businesses work together is very important for their growth. Delicious could get more people to know about its brand and bring in new customers by working on projects with nearby businesses, cultural groups, or well-known people. Because they work together on projects or marketing, strategic relationships could also be a way for Delicious to get more users. The ideas in this piece are not their own plans. Instead, they are linked and, when put together, make a strong and complete plan to help the fast food industry deal with its current tough problems. These methods can't just be used once; they need to be changed and improved all the time for them to work. Scientists can help Delicious come up with a plan that will not only fix current problems but also make the brand last longer and be more competitive in the fast-food market in Britain, which is always changing.
11. MONITORING AND IMPLEMENTATION:
The show "Delicious" follows an orderly approach that involves watching and judging the steps that are taken to make and carry out the plan. Initial step is to set aside special funds to keep an eye on how CSR projects and the Green Strategy are carried out. This includes looking over papers that support the design, setting up design meetings, planning maintenance, and keeping an eye on the project's funds. The second step, is to use the tracking and observation tools to keep an eye on and rate growth and success (Sloth-Nielsen2019). In this case, it means getting and looking over information about the projects' speed and effectiveness, as well as what good things they do for people, the business, and the environment. People and important partners are then given the information. You should be proud of what you've done, learn from your mistakes, and be able to adapt to new situations. In this case, new information and ideas are added, wins are recognised, and activities are improved based on what was seen and decided. It's possible to keep an eye on the Green Strategy and CSR projects in a number of ways. Keeping an eye on things like carbon pollution, trash production, energy use, and water use can be done with tools like checks, goals, marks, and scores. Set project plans and goals with frameworks like SMART (Specific, Measurable, Achievable, Relevant, and Time-bound) or OKR (Objectives and Key Results) (Sivasuriyan et al. 2021). Using Total Quality Management (TQM) is another way to see how well the plans are working. With this method, you train your staff, get clear ideas for your work, and make the workplace a good place for healthcare workers. Green development projects try to use natural resources in a way that doesn't harm the environment while still making the most money possible.
12. CONCLUSION:
Finally, this strategy study has looked at a lot of important parts of the place where "Delicious" is located, both inside and outside. Many models, like PESTEL, VRIO, and SWOT, can help you deal with big issues and chances. "Delicious" can stay ahead of the competition by keeping its food skills, smart resources, and low-impact methods. To stay in business, the fast-food industry will need to be monitored all the time and be able to adapt. These studies give "Delicious" ideas they can use to reach their purpose and goals in today's fast-paced market.
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