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Executive summary 
This report has focused on formulating a strategy for a small restaurant brand named Delicious. There has been an environmental analysis executed in this report. Both internal and external environments of the brand have been analysed using relevant frameworks like PESTLE, SWOT and Porter’s five forces. The application of VRIO and Ansoff matrix has helped in identifying a couple of strategic options for the brand. The strategy of market development has been chosen for Delicious in this report. McKinsey's 7s model has been used for identifying the execution plan of the strategies in the successful business expansion of Delicious. The 7 factors have been discussed briefly that will help Delicious to generate value after expanding its business. 
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[bookmark: _Toc152781301]1.0 Introduction
Every organisation need to adopt strategic options to achieve all their long-term goals. Strategic options for brands are formulated after analysing the business environment. Also, the objectives of brands play a key role in determining the right strategic choice. In connection with strategic options, this report aims to develop a strategic plan for a small fast-food restaurant named Delicious. The restaurant is located in London and wishes to expand into other cities within the United Kingdom. In this report, an analysis of the business environment of Delicious is conducted. The analysis of the business environment includes the analysis of both internal and external business environments. In this regard, a couple of frameworks and models like SWOT, PESTLE and VRIO framework are used in this report. Apart from these, this report contains details regarding the implementation plan for the chosen strategic option for Delicious. 
[bookmark: _Toc152781302]2.0 Setting up of mission, vision and objectives for the chosen brand
The vision, mission and objectives of a brand reflect its characteristics. Brand commitments can also be noticed in vision, mission and brand objectives. The corporate image of a brand is formed by vision, mission and culture (Lin et al. 2021). The vision of a company is the position or goal that a brand wishes to achieve. On the other hand, the mission of a brand means the actions that a brand takes to achieve its vision. In other words, the mission statement of a brand deciphered the reason for the existence of a brand. Besides, the objectives of a brand are short goals that help a brand to achieve its vision. 
The vision of Delicious restaurant is to “cater quality food products to customers in a sustainable way”. In addition to this, the mission statement of the brand says the following.
· Delivering quality food products to customers
· Preventing wastage of food items
· Promoting sustainability in the production and operation processes
On the other hand, Delicious restaurant will focus on meeting a few short-term as well as long-term objectives. These objectives are explained below with the help of a SMART table.




	Specific
	Measurable
	Achievable
	Realistic
	Time-bound

	Increasing the sales by 15% 
	Monthly and quarterly sales data will help measure this objective
	Higher production with a focus on marketing can help achieve this target
	The market size of the restaurant sector in the UK is worth over £17 billion (Statista. 2023). Hence, this set target is realistic
	3 months

	Increasing the customer base by 10%
	The addition of new customers can help measure the progress with this objective
	Focus on digital marketing can help achieve this target
	Considering the market size of the restaurant sector in the UK, it is possible to increase the customer base
	4 months

	Opening of 2 new stores
	The goal itself will help measure the goal
	Delicious can invest money for the purpose of opening of 2 new stores
	This goal can help Delicious to enhance its growth
	6 months

	Increasing the number of employees by 20%
	The number of employees can help the brand measure its progress
	With the goal of opening two new stores, Delicious will require more staff
	More staff will help the brand to expand and grow
	3 months


Table 1: SMART table
(Source: Source: Self-created)



[bookmark: _Toc152781303]3.0 Environmental analysis for the chosen brand
[bookmark: _Toc152781304]3.1 External environmental analysis
[bookmark: _Toc152781305]3.1.1 PESTLE
	Political
	Economical
	Social

	· Political stability in the United Kingdom
· The UK ranked 8th in ease of doing business ranking in 2019 (Worldbank. 2023)
	· Poor GDP growth in the UK
· Consumer price index (CPI) in the UK is over 8% (Schomberg, 2023)
	· In 2022, the market size of the restaurant sector in the UK was over £17 billion (Statista. 2023)
· In 2019, over 40 million tourists visited the UK (Statista. 2023)

	Technological
	Legal
	Environmental

	· The tech sector of the UK ranked 1st in Europe in terms of market size (Scully and Department of digital, culture, media and sport. 2022)
	· Employment Rights Act (ERA) 1996 protects employees from unfair treatment (Netlawman. 2022)
	· Environmental Protection Act 2021 is in place in the UK to safeguard the environment (Government of UK. 2021)


Table 2: PESTLE analysis
(Source: Self-created)
Analysis
 As per the PESTLE data, there is political stability in the United Kingdom. This can help every industry including the restaurant sector to continue their business without witnessing any sudden change in government norms and policies. It has been explored in the PESTLE table that, the UK ranked 8th globally in the ease of doing business ranking in 2019. This signifies that it is easy for brands to expand their business within the UK. Also, overseas brands can easily enter the UK market. Regarding economic factors, the GDP growth rate of the UK is slow. This year till now, the UK economy has grown less than 1% which is concerning for businesses. 
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Figure 1: GDP growth prediction for the UK
(Source: O’Neill, 2023)
It can be seen in the above graph that in the coming years, the UK economy is likely to grow less than 2% for most years. Less GDP growth means fewer growth opportunities for brands in the country. On top of this, the inflation rate in the UK is high which can hurt the sales of brands in the country. A high consumer price index of over 8% means less purchasing power of customers. On the contrary, the restaurant sector in the UK is growing at a faster rate. As per data, the market size of the restaurant sector of the UK in 2022 was close to £18 billion. 
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Figure 2: Restaurant sector growth in the UK
(Source: Statista. 2023)
The above graph shows that there was a growth of around £7 billion in 2022 in the restaurant sector of the UK. Hence, there is a strong growth potential for the restaurant sector in the country. Another interesting fact found in the PESTLE table was the number of arrivals of tourists in the UK. In 2019, around 41 million tourists visited the UK (Statista. 2023). This means that the UK is an attraction for tourists all over the world. High tourism activity in the UK can enhance the growth of the hospitality sector, more specifically the restaurant sector. 
The tech sector of the UK ranked 1st in Europe in terms of market size. Therefore, the restaurant sector in the UK can leverage modern technologies to improve their services. The restaurant sector in the UK needs to take good care of its employees since the Employment Rights Act (ERA) 1996 is there in the UK to protect the rights of employees. Lastly, in 2021, the UK updated its Environmental Protection Act which can force businesses to adopt sustainable business practices. Sustainable business practices are essential to fight climate change (Bocken and Geradts, 2020). Hence, businesses may need to make significant changes in their operations and processes to comply with the Government norms. 





[bookmark: _Toc152781306]3.1.2 Porter’s five forces
	Competitive rivalry
	There are close to 37 thousand food service brands operating in the UK (Statista. 2023). There are many popular restaurant brands like Greggs, KFC, Subway and Pizza Hut.
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Figure 3: Popular restaurant brands in the UK
(Source: Statista. 2023)
It is evident from these facts that the restaurant market in the UK is highly competitive. Many top multinational restaurant brands dominate the UK market. 

	Threat of new entries
	It has already been explored in the PESTLE analysis that the market size of the restaurant sector in the UK was around £18 billion. Hence, there are significant opportunities for growth for restaurant brands in the UK. Ergo, there is a strong possibility of new entries in the UK market.   

	Bargaining power of supplier
	Suppliers in the UK enjoy a high bargaining power following the availability of a lot of restaurant brands in the UK. Hence, it can be challenging for small restaurants like Delicious to negotiate with the suppliers over the supply of raw materials. 

	Bargaining power of customers
	It has already been noticed that there are numerous restaurant brands operating within the UK. Therefore, it is obvious that customers have high bargaining power over brands. Customers have a lot of options to select for their food products. 

	Threat of substitute
	There is the use of e-commerce sites by people to order food online. As per data, in May 2023, around 8% of sales of food were done using the internet (Coppola, 2023). 
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Figure 4: Food e-commerce stats in the UK
(Source: Coppola, 2023)
Hence, e-commerce can emerge as a substitute for restaurants with physical stores. Virtual restaurants can take over physical restaurant chains in the near future. 


Table 3: Application of Porter’s five forces
(Source: Self-created)
[bookmark: _Toc152781307]3.2 Internal environmental analysis 
	Strengths
· Quality food and beverage items
· A wide variety of food and beverage products
· Affordable prices of food and beverage items
· Loyal customers
· Skilled staff
	Weaknesses
· Fewer number of staff compared to the sitting capacity at the restaurant
· Poor customer services
· Lack of brand awareness in the marketplace
· Lack of financial resources is a weakness of Delicious

	Opportunities
· Revenue in the UK travel and tourism industry is around $39 billion (Statista. 2023).  
· E-commerce is a growing opportunity for Delicious 
· The restaurant market in the UK is also growing
	Threats
· The UK restaurant market is highly competitive
· E-commerce business can be a threat to Delicious
· Changing tastes of customers in the UK


Table 3: SWOT analysis
(Source: Self-created)
Analysis
The SWOT table has shown that Delicious has skilled employees who can contribute to the growth of the brand. Skilled employees are essential for organisational growth (Bilan et al. 2020). However, the SWOT table has also shown that Delicious has fewer employees in comparison to the sitting capacity at the restaurant. As a result of that, the customer service of the brand is affected. The restaurant focuses on offering affordable food items to its customers. Hence, it is important that the brand keeps its operational costs low. Fewer employees mean low operational costs. 
Quality food and beverage products are strength of Delicious. The brand is able to retain its customers because of its quality food and beverage products. It has also been found in the SWOT table that loyal customers are strength of the small restaurant brand. Loyal customers help in driving the growth of businesses (Morgeson et al. 2020). Nonetheless, in the case of Delicious, there is a lack of brand awareness in the market for the brand. This is a weakness of the small restaurant brand. 
It has been reflected in the SWOT table that Delicious offers a wide variety of food and beverage products to customers. On the contrary, there is a lack of financial resources for Delicious restaurant. Nevertheless, there is a significant growth potential for Delicious restaurant in the UK market. The massive tourism sector can support the growth of the restaurant industry in the UK. In addition to this, the booming e-commerce market in the country also offers an opportunity for growth to Delicious. 
On the contrary, e-commerce can be a threat to the brand unless the brand integrates the same technology in its supply chain. The rapid penetration of Internet services is facilitating the e-commerce industry (Jain et al. 2021). Customers are ordering food online using their smart phones. Moreover, the UK market is highly competitive which can affect the growth of Delicious in the long run. Furthermore, people in the UK prefer healthy food items. As per data, 59% of customers in the UK prioritise their health over affordable food items (Wunsch, 2022). Thus, changing tastes of customers can be a key threat to Delicious. 
[bookmark: _Toc152781308]4.0 Evaluation of strategic options for Delicious 
[bookmark: _Toc152781309]4.1 Evaluating the available strategic options
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	Resource/competencies
	Valuable?
	Rare?
	Imitable?
	Organised?
	Outcome

	Skilled employees
	yes
	yes
	yes
	yes
	Short-term competitive advantage

	Variety in food and beverage products
	yes
	no
	yes
	yes
	Competitive parity

	Quality food and beverage items
	yes
	no
	yes
	yes
	Competitive parity

	Loyal customers
	yes
	yes
	no
	yes
	Long-term competitive advantage


Table 4: VRIO analysis
(Source: Self-created)
Analysis
It can be seen in the VRIO analysis that loyal customers of Delicious offer a long-term competitive advantage to the brand. This particular resource is valuable, rare, inimitable and organised. Loyal customers help brands to amplify their revenue (Arslan, 2020). Hence, the brand can start a loyalty program for its customers. As part of this program, the brand will develop an online app that will be used by customers to receive discounts, offers and even rewards on their repeat purchases. This can help Delicious to achieve a competitive advantage in the highly competitive UK market. Also, the brand will be able to attract new customers with this strategy. 
On the other hand, it has been witnessed in the VRIO analysis that both quality food and beverage products and a variety of food and beverage products offer competitive parity to Delicious. These competencies are not unique to the brand. Besides, Delicious can acquire short-term competitive advantage with its skilled workforce. Competitors of Delicious can imitate this specific resource. 
[bookmark: _Toc152781311]4.1.2 Ansoff matrix
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Figure 5: Ansoff matrix framework
(Source: Whittington et al. 2020)
It can be seen in the above graph that as per the concept of the Ansoff matrix, there are four different strategies that brands can adopt to facilitate their growth. These strategies are market penetration, product and service development, market penetration and diversification. In market penetration strategy, a brand focuses on increasing its market share in an existing market (Whittington et al. 2020). In this strategy, a brand promotes itself in the existing market to increase its sales and profit. With the strategy of product and service development, brands develop new products or services to attract customers. This strategy is risky as failing to attract customers with a new product or service may cause significant financial loss to a brand. 
In market development strategy, a brand enters into a new market for higher earning and growth. This strategy can help Delicious to expand its growth. Also, it is one of the objectives of Delicious to expand itself all across the UK market. Market development helps increase the customer base of a company (Kurniawan et al. 2020). Delicious will deliver its variety of food and beverage items to new markets within the UK. The strategy of diversification says that businesses should diversify their products or services and markets. It is a complete change in the product offerings and the markets served. This strategy is also risky and can demand a lump sum at a time. Since a brand needs to make significant changes to its products or services.
[bookmark: _Toc152781312]4.1.3 Bowman's strategic clock
Bowman’s strategy clock is one of the most efficient and comprehensive marketing theoretical frameworks, that deals with the strategic positioning of a brand. The main concept of this model is that an organisation can access various ways for product positioning based on its perceived value and pricing. As opined by Almutairi (2023), the adoption of Bowman’s strategic clock concept can help an organisation identify and address its competitor’s strategy. The key elements of this model have been identified as advantages, disadvantages, examples, characteristics and applications, which are further divided into static, simplistic, cost leadership, focused differentiation, differentiation, positioning, strategic planning, competitive analysis, competitive insights and simplicity. On the contrary, this theoretical model includes eight distinct positions, such as low price and low value-added, low price, hybrid, differentiation, focused differentiation, risky high margins, monopoly pricing and loss of market share. 
It has been observed that these positions maintain a direct correlation with the key components of the theoretical model. Delicious has aimed to expand its business within the UK market and currently, the fast-food restaurant operates in London. In this regard, the Hybrid position has been selected to be appropriate for the fast-food restaurant as this position plays a mediating role between low differentiation and low price. Selecting a strategic positioning is one of the vital procedures related to the strategy generation for a company (Mihajlović and Miletić, 2022). Considering the hybrid position can enable the fast-food restaurant to launch a restaurant chain in the UK market while maintaining competitive pricing and adding value factors within its offered products and services. 
[bookmark: _Toc152781313]4.1.4 TOWS matrix 
	
	Strengths 
	Weaknesses 

	Opportunity 
	SO: The maintenance of high quality in food and beverage items has enabled Delicious to achieve revenue of around $39 billion. 
	WO: The lack of brand awareness can affect the business performance of Delicious in the UK market.

	Threats 
	ST: Offering a wide variety of product options to customers can help the fast-food restaurant to avoid the complications related to the changing taste and demand of customers. 
	WT: Due to labour shortage, the restaurant can face major issues in online food delivery.


Table 5: The application of TOWS matrix 
In this section, several relevant and efficient strategic options have been developed for the business expansion of Delicious in the UK market. The Ansoff matrix has been applied and considering the significance and efficiency, the market development strategy has been selected to be appropriate for Delicious. On the other hand, a hybrid positioning has been proposed through the application of Bowman’s strategic clock. As highlighted by Weston and Nnadi (2023), the adaptation of this particular theoretical model helps business organisations to explore a wide range of options that can enable the business to sustain itself in the market and select a suitable one. Apart from this, the TOWS matrix has been employed for further assessment of the strengths, opportunties, weaknesses and threats of the company. In this context, the most appropriate strategies have been addressed to expand the business through online orders and delivery and establish restaurant stores in different big cities in the UK through the market development strategy. The restaurant chain can also focus on launching loyalty programs for its existing customers. 
[bookmark: _Toc152781314]4.2 Selection of the best strategy
	Strategic options 
	Suitability 
	Acceptability 
	Feasibility 
	Toral score 

	Online ordering and food delivery 
	3
	3
	2
	8

	Market development in big cities in the UK 
	4
	4
	3
	11

	Arranging loyalty programs for existing customers 
	3
	2
	3
	8


Table 6: The application of SAFe model 
The above table has shed light on the feasibility, accessibility and suitability of the chosen strategic options for the fast-food restaurant. Delicious aims to expand its fast-food business within the UK market and regarding this, selecting an efficient strategic option are crucial for the organisation. The sudden emergence of the COVID-19 pandemic has created growth opportunities for online food delivery businesses by increasing its prevalence and acceptance among customers (Prasetyo et al. 2021). However, Delicious has faced a severe issue due to labour shortage, which can affect its food delivery practices. In this context, this strategic option is not applicable to Delicious, while organising loyalty programs for existing customers has been found to be another strategic option. The adoption of this strategic option can boost customer satisfaction and loyalty towards the fast-food restaurant, though, it would not allow business expansion of Delicious. Thereafter, the market development strategy has been selected to be the most suitable and appropriate for the business expansion of Delicious. 
[bookmark: _Toc152781315]5.0 Implementation plan for strategy 
For ensuring success after launching a new business, it is considerably beneficial and important to have a consistent plan for successful execution. For expanding the business Delicious throughout the UK market, it is considerably important to create strategies for the betterment, training and development plan of staff, organizational structure, the skill set of the employees, the process of managing the whole system, leadership style effectively to gain success and competitive advantages. On this note, McKinsey’s 7 model is observed as one of the most potential and popularly used models, which is capable of creating the whole strategy for the successful implementation of business expansion strategy for Delicious. 



[bookmark: _Toc152781316]McKinsey's 7s model
In simple terms, the McKinsey 7S model is identified as the organizational tool, which is usually used for assessing the future success and well-being of a company. The seven different aspects of McKinsey’s 7s model include structure, system, style, staff, skills and strategy. Together these factors are found as significant potential for sharing the value of a business. The main strategy of Delicious to expand its business is to adopt a market development strategy in terms of ensuring long-term success after the expansion of the business operations. For the case of market development, and expanding business in other markets, it is considerably important to have extensive knowledge regarding the market (Cox et al. 2019). Besides that, the adoption of a hybrid strategy of differentiation and cost leadership has also found the potential for Delicious to gain a competitive advantage after the expansion of business. 
Strategy: Delicious should focus towards adopting an inclusive strategy in the business operations. Adoption of inclusiveness will be impactful and beneficial to initiate innovation in the product offerings. In addition, it will also be effective in maintaining flexibility in the business practice. A flexible practice is observed as essential to respond very quickly to the change in the market (Miroshnychenko et al. 2021). Customer-centric approach and innovation can be considered the main strategy of Delicious to expand its business in the new market. 
Structure: Evaluating the organizational structure is found as another potential aspect of the business operation to ensure the business activities. Organizational structure is identified as the method, by which the workflow of an organization is tackled (Shrestha et al. 2019). These factors are beneficial for the organizations in terms of working together. Functional, flat, matrix and multi-divisional structures are the main four types of structure that can be followed by organizations. It will be effective for Delicious to maintain a functional structure in terms of managing the flow of work systematically. In the functional organisational structure, employees from the different departments can work according to their expertise. Hence, this type of structure is found as significantly important for reducing the chances of errors. In addition, employees are also capable of doing jobs according to their areas of expertise (Chi et al. 2022). Considering this, a functional organizational structure will be significantly beneficial and effective for Delicious to expand its business around the market of UK. 
System: In terms of executing successfully the product development strategy, it is significantly important to maintain a very strong network in the business. In the new market, accessibility and availability of the suppliers are essential for maintaining the supply chain activities flawlessly (Tajeddini et al. 2020). A strong network of the business helps in mitigating the challenges and issues regarding sourcing raw materials, increasing the accessibility and availability of products among the customers. In addition, a strong business network is also essential to get more accessibility and opportunity in the new market. Therefore, after expanding the business in the different markets, Delicious should focus on maintaining a very strong network. A collaborative relationship with the suppliers should also be maintained to ensure the activities of the business for the long term.
Style: Leaders play a very critical and significant role in the successful progression of the business. Leaders have a direct link with the employees, and for gaining the utmost productivity and performance of the employees an effective strategy of leadership is significantly essential. On this note, transformational leadership theory is observed as essential to managing people effectively. The four different principles of the transformational leadership approach include idealized influence, inspirational motivation, individualized consideration and individualized influence (Siangchokyoo et al. 2020). These four principles are capable of creating a strategy as per the demands and needs of the employees. In addition, motivation can also be provided to the employees, and it in turn helps in getting the utmost performance and productivity of the employees. Therefore, it will be advantageous for Delicious to adopt a transformational leadership strategy in its business. Inclusiveness in decision-making and innovation can be achieved as a result of this. 
Staff: Employees are the backbone for the successful development and growth of any organization. Therefore, supporting the successful development and growth of the employees, it will be effective to initiate the development and training programme in the business operation. Training should be provided for managing the workflow in the cross-cultural team. In addition, the focus should be given to improving the organisational culture through the development and training of the employees. Initiation of training for increasing technological competency is found as another important aspect of tackling the performance of employees along with supporting growth. These factors will be advantageous for Delicious in maintaining the motivation level of the staff. According to the idea of Herzberg two two-factor theory, it is mentioned that motivation should be improved while hygiene factors such as co-worker relationships, working conditions, salary, wages, and policies should be managed effectively for managing the staff. Delicious should follow the principle of this strategy to achieve the utmost potential of the staff. 
Skills: Technological competencies, teamwork ability, decision-making, and problem-solving skills of the employees should be improved for managing the business activities after expanding the business of Delicious. Improving these skill sets of the employees will be effective in communicating with the customers, deal easily with the changing needs of the market, and in turn, impact positively to ensure success.
[bookmark: _Toc152781317]6.0 Monitoring strategy for the selected strategic option
In order to ensure success and better performance through the implementation of a strategy, incorporating monitoring tools is also vital. Henceforth, the incorporation of KPIs or key performance indicators can be helpful for monitoring and controlling the performance of the selected strategic option for Delicious. The application of suitable KPIs holds the potential to improve the business process (Wannes and Ghannouchi, 2019). The management of Delicious will focus on a couple of KPIs to measure the progress of the strategy. The KPIs that will be used are discussed below.
KPI 1: Revenue generation
Revenue generation will be one of the most important KPIs that will help Delicious monitor its strategy of market development. Revenue generation is supposed to increase as a brand focus on market development. Entering a new market helps reach out to more customers (Paul, 2019). Hence, it is obvious that monthly, quarterly and annual revenue collection of Delicious will increase. Therefore, the management of Delicious will analyse the data of their monthly and quarterly revenue collection to measure the effect of the market development strategy. 
KPI 2: Number of staff
The number of staff will be another KPI that will help Delicious monitor its market development strategy. It has been explored in the SWOT analysis that there are fewer employees in comparison to the sitting capacity at Delicious. The number of staff must increase when the restaurant will expand into other cities within the UK. A steady increase in the number of employees will indicate that the market development strategy is having its effect. Also, Delicious may witness a high employee turnover rate because of its expansion into new areas within the country. 
KPI 3: Addition of new customers
Delicious will witness rapid growth in its addition to new customers once it starts expanding into other big cities in the UK. The expansion of the small fast-food restaurant in big cities within the UK will help connect with new customers. Hence, the management of the organisation will evaluate the addition of new customers on a monthly basis to measure the outcome of its market development strategies. Customer acquisition is important for the amplification of profits of brands (Sağlam and El Montaser, 2021). 
KPI 4: Assets
Assets can be another KPI for Delicious to measure its strategy of market development. The expansion of the restaurant business will result in an increase in the total assets of the brand. Delicious will have more physical assets like new stores at different locations in the UK. Apart from physical assets, the restaurant will have higher financial resources due to its entry into a new marketplace. 
KPI 5: Volume of sales
Monthly or quarterly sales of Delicious can also indicate the progress of the market development strategy of the brand. Sales of the brand are bound to increase as the brand expands into new markets. The business expansion helps in increasing the sales of brands (Diem et al. 2021). The brand can analyse data related to monthly sales of its products to monitor its business strategy.
Apart from monitoring the strategy, the management of Delicious restaurant will have to analyse the risks that they may face during the implementation or after the implementation of the strategic option which is market development. The below table contains detail of the risks as well as their mitigation plan for Delicious.  
	Risks
	Likelihood (Out of 5)
	Impact
(Out of 5)
	Priority
(Out of 25)
	Mitigation plan
	Responsibility

	Lack of funds
	4
	5
	20
	Loan from banks or fundraising from investors
	Administration, Owners

	Regulatory hurdles
	3
	5
	15
	Communication with relevant authorities before expansion
	Administration

	Fewer visits by customers to new stores
	2
	4
	8
	Marketing using social media platforms to spread awareness about the brand in a new market
	Marketing team

	Delay in the process of expansion
	4
	4
	16
	The management of Delicious restaurant will prepare a detailed time-bound plan for their market development strategy. 
	Administration and Owners


Table 7: Risk register table
(Source: Self-created)
[bookmark: _Toc152781318]7.0 Conclusion
This report concludes that the current business environment offers significant opportunities for Delicious to grow. The restaurant sector in the UK is over £17 billion while the e-commerce market is also growing. Hence, this report has recommended Delicious to expand its business into other parts of the UK to amplify its growth with the growth of the industry. It has also been found in this report that the market development strategy can support Delicious to overcome challenges like market competition. The environmental analysis has indicated that market competition is a key threat to the business of Delicious. However, this report has also mentioned that the management of Delicious restaurant should evaluate its market development strategy by evaluating a few KPIs like monthly sales, monthly revenue and asset creation. 
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