






















































































































Introduction

“Strategy is a plan, pattern, position and perspective” (Mintzberg, 1994; p.2) While it can be challenging to definitively ascertain whether a corporation is actively chasing its optimal strategy, doing so may potentially mitigate the occurrence of errors. Based on scholarly investigations, the optimal course of action to achieve this objective entails a company's deliberate and meticulous selection of its strategy, coupled with a steadfast adherence to the principles and procedures of strategic management. The strategic management process entails a sequence of analyses and decision-making activities that may enhance the likelihood of a firm opting for an effective strategy, one that yields competitive advantages. (Pitt and Koufopoulos, 2012).

This task is to create a delicious company vision, mission, and objectives and undertake an extensive internal and external environmental audit. Additionally, the research will evaluate strategic options for the organisation and choose the optimal one to gain sustained competitive advantage. It also describes a plan to adopt and execute the best fit approach and use various monitoring and review methods to track progress.

Current situation: Creating vision, mission and objectives for Delicious

The Mission of a Company 

The commencement of the strategic planning procedure occurs when a corporation establishes its mission. The mission of a firm refers to its overarching objective that is oriented towards long-term attainment. Mission statements articulate the long-term aspirations and short-term avoidance objectives of an organisation. Mission statements are commonly employed as a means of formally documenting an organization's missions. (Barney and Hesterly, 2019). 

Figure 1: Strategic Management Process
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Missions can harm firm performance Some organisations utilise their objectives to build tactics that provide them a competitive edge, but missions can sometimes hinder them. Consider Yahoo. Microsoft offered $31 per share for Yahoo in 2008, totalling $44.6 billion. This was above Yahoo's market price. Due to their global reputation, recent advertising platform investments, and ongoing strategy, Yahoo rejected Microsoft's offer, believing it undervalued them. Yahoo remains independent and devoted to its goal and strategy. Further, Yahoo's market value fell to a little than $10 per share over the next few years, much below Microsoft's $31. Yahoo's values reached Microsoft's 2008 offer in 2013. This valuation was hard to maintain. As an independent corporation, Yahoo lost value. Verizon gotten Yahoo for $4.8 billion in July 2016. Yahoo lost roughly $40 billion in shareholder value over eight years by focusing on its vision and mission (CNET. Com). 
Birmingham is the second largest city in the UK. There are a total of 67 Fast food restaurants in Birmingham city centre as of September 25, 2023(rentechdigital.com). A corporation has an economical edge when it creates more economic value than competitors. To gain competitive edge against 67 fast food restaurants in Birmingham is one of the goals for Delicious. However, considering their plan to expand the business as a chain restaurant across UK push them towards wider context. This can be a multinational fast-food chain like McDonald in the future. 


The Vision of the company

Vision answers the issue "What do we want the organisation to be in coming years." The company's desired future is stated. The vision guides, controls, and encourages the organisation to achieve its goals. Organisational values describe the concepts, beliefs, and procedures that govern management (Fuertes et al.,2020). Further, A vision describes a desired future for an organisation. On paper, this can be reduced to sloganeering: for example, becoming an industry Leader, simply the best in the Markets, etc. As an intellectual frame for company strategy, a vision determines a strategic direction and outlines a conceptual map from current reality to anticipated future state. Vision motivates too. It is important to make the vision real and emotionally engaging (Mirvis, Googins and Kinnicutt, 2010).
Mission and Vision for the Delicious

	Mission
	vision

	All who interact with Delicious should walk away with a smile on their face.

	“Produce and sell locally sourced foods that are so delicious and satisfying, that every customer who leaves our store does so with a smile."

	We attempt to provide our clients with the quickness, variety, and customization they have come to expect all while serving them excellent cuisine, they can feel good about eating.

	to provide the greatest service of any fast-food restaurant,

	Our goal is to provide our guests with a memorable experience by exceeding their expectations in every way, from the quality of the food we serve to the warmth with which we greet them.
	Putting the needs of our clients first and offering them the products of the highest quality at competitive prices is key to our business.







Objectives of the company
A company's objectives are the concrete, measurable goals it has established to determine how well it is fulfilling its mission, as opposed to the more abstract goals articulated in its mission statement. To achieve quality goals, it is essential to pay close attention to a company's objective and are straightforward to track. Indeed, a company without objectives may not be serious about achieving part of its mission statement (Barney and Hesterly, 2019).

Objectives for the Delicious

1. Establish your brand.
2. Provide the most delectable food options.
3. Eco-friendly practises 4. Exceptional customer care
4. Make the experience more enjoyable.
5. Promote eatery, get reviews/feedback from customers and staff, and organise stock to maximise profits.
6.  Keep track of your progress



 Environmental audit (internal and external) for the company

The subsequent phases of the strategy formulation procedure, namely external and internal analysis, occur in close succession. The process of doing an external analysis enables a firm to identify significant challenges and opportunities inside its competitive environment. The study also examines the anticipated evolution of competition within this context, along with the resulting consequences for the problems and possibilities encountered by a corporation.

Over the last few years, a substantial literature on strategies and approaches of undertaking external analysis has emerged (Barney and Hesterly 2019). External analysis examines the potential risks and opportunities that the company faces, whereas internal analysis assists a firm in identifying its organisational strengths and shortcomings. It also helps a company in revealing which of its assets and skills are likely to support a competitive advantage and which are unlikely to do so. Finally, companies can use internal analysis to identify areas of their company that demand reform and change (Barney and Hesterly,2019).

Figure 2: The ‘Nested’ Structure of the 3 External Environment levels for Delicious.

	The macro environment is the wider operating context in UK including UK government, clientele and other stakeholders and competitors from hospitality industry. 

The market which includes customers from Birmingham and potential customers from other cities in UK WHEN EXPANDS








Hospitality is the industry sector. 


The Delicious is at the centre of a core complex. 










Interactions between the three external environment levels. As customers, for instance, consumers have an impact on a business, whereas 'green' environmentalists may have a less direct impact. Some environmental factors build upon others while others have the opposite effect. Even by businesses serving healthy markets, declining business confidence typically supports comparable cross-sector measures, such as laying off employees to cut expenses. Social networking and lifestyle television programming also encourage convergent behaviours, which have an impact on the providers of goods and services. Conversely, through what is known as a substitution effect, demand for used automobiles, home renovation items, and supermarket ready meals is likely to increase when increasing joblessness reduces customer demand for new cars, expensive holidays, and restaurant meals (Pitt and  Koufopoulos, 2012).
Focused macro environmental analysis requires understanding of the firm, its market(s), and industry sector(s). Enterprise analysts can access corporate data, client data, newspapers, the Web, business periodicals, and reliable specialist reports. They may also order various outside investigations. External analysts use published sources and network with the company, its peers, clients, and other agencies. Analysts might use their knowledge of the enterprise's immediate context to uncover macroenvironmental issues and concerns(Banham, 2010).
Political issues at the national level have a significant impact on how businesses/firms conduct their strategies. For instance, trade, tax, and labour are all parts of fiscal policy, and actions taken in these areas can provide an industry a true competitive edge. How do political variables affect the economy and industry? is the question that the political component of PEST analysis aims to address. Since there are many different political factors, it can be exceedingly challenging to list every single one of them. The importance of knowing the key political analysis aspects is increasing daily.

Elements of Environmental Analysis for Delicious in its expansion: 
PESTEL[image: ]




It is optimised PESTEL analysis efficiency by integrating other strategic management tools into a systematic approach. There are many tools such as “SWOT Analysis, Porter's Five Forces, Boston Consulting Group Growth Matrix, Value Chain Analysis, Balanced Score Card, and Competitive Analysis”. As each instrument has benefits and cons, there is no perfect tool that maximises competitive advantage (Çitilci and Akbalık., 2020).


SWOT Analysis

inadequate web presence
lack of digital marketing

A new adjacent eatery offers the same services.
Your suppliers have raised pricing due to economic conditions.
Taking into account the dietary requirements of vegans or the religious prohibitions of Judaism and Islam
construction of homes in the neighbourhood
Retail sauces and rubs could be sold in your restaurant.

Weaknesses
Delicious recognises the importance of professional and trained staff. 

specific menu items Our culinary crew is excellent cooks.
An optimised and reasonably priced menu


Threats
Opportunities
Strengths


SWOT analysis, a prominent strategic planning tool (Puyt, Lie and Wilderom, 2023), is essentially brainstorming. Critics argue that brainstorming sessions may lead to subjective opinions and inappropriate strategic action due to the lack of priority given to SWOT factors. To address the limitations of traditional SWOT analysis, Importance-Performance Analysis (IPA) can be utilized, a technique that measures customer satisfaction through surveys (to generate prioritised SWOT factors from customers' perspectives. In this analysis, Information for strategic planning becomes more accurate. Organisational strengths and weaknesses are identified using an IPA matrix based on performance and importance. Comparing the organization's IPA matrix to its competitor's yields opportunities and risks (Phadermrod, Crowder and Wills, 2019).


Poter’s five analysis

New Entrants

In UK, new competitors are supported by the government but must follow a comprehensive process to start a firm. New market entrants must differentiate their items by offering something different and distinctive to clients. Thus, private startups and new entrants can easily overcome this hurdle (Smith, 2012). These firms may simply have initial capital investment issues. Setting up operations and obtaining high-quality technology like competitors might be difficult for newly created organisations, but large expenditures make whatever required to conduct new operations available.


Substitutes

Several companies (local such as five guys, Wagamama, All Greek Street Food, The Indian Streiter, The Stable Birmingham, Tiger Bites Pig and multinational, KFC and Mcdonalds) supply rapid food to customers. The switching cost of these products is minimal; thus people can readily switch to substitutes. Salads and other healthier options can replace burgers and fries (Garcia et al., 2014). Thus, substitutes pose a major danger to the industry.


Competitors

McDonalds, Subway, KFC and Dominos dominate the market. These players compete for the majority of the UK fast food market and focus on strategies (Garcia et al., 2014). To compete with them, Delicious needs to differentiate their product by locally sourcing them and adding more Flavors. 

Customers

Due to restricted product selection and fixed costs, customers have little power. Thus, clients can transfer services between rival enterprises but cannot negotiate prices or influence the core product. Most people eat fast food, giving firms an edge.

Suppliers 

Fast food chains in UK can choose from over 1,000 suppliers through competitive bidding. Thus, suppliers have less leverage and firms can switch services simply.



Resources based view of the firm.

Intangible resources

The intellectual resources possessed by a firm are considered to be among its most important assets. The replication of a brand's name, logo, associated persona, and underlying corporate philosophy is a formidable challenge. The company generates substantial revenue exclusively from the sale of its brand identity. The analysis reveals that franchising generates substantial daily revenue in the millions of dollars. The company should consider the possibility of implementing a franchising model as part of its expansion strategy in the United Kingdom. (Wernerfelt, 1984). 


Human Resources

Second, the organization's personnel are an important resource for the corporation. All of the employees appear to be committed to and consistent in their service delivery. The physical assets of the enterprise are the key strong point, and they are difficult for rival forces to replicate. Delicious needs to offers reasonable wages and distinctive offerings to customers to remain competitive in a international environment. 


Technological Resources


In addition to the resources described above, delicious needs cutting-edge technical resources (Smith, 2012). These resources enable the organisation and its employees to provide services in the shortest amount of time possible.

The fast-food sector is being rapidly transformed by artificial intelligence (AI) and automation. Chipotle, McDonald's, and the other Yum! restaurants are adopting this technology to improve operational and interactions with clients.

Best fit strategy for competitive advantage at Delicious


The initial section of this paper encompassed the essential instruments required to conduct a strategic analysis, encompassing techniques for evaluating external threats and opportunities, as well as tools for assessing internal strengths and weaknesses. After these few analyses have been performed, strategic decisions can be made. The strategic options are divided into two broad categories: business strategies and corporate strategies. Business-level strategies are activities taken by companies to acquire a competitive advantage in a certain market or industry. Corporate-level tactics are activities taken by businesses to achieve a competitive edge by operating in numerous markets or industries at the same time. As delicious is operating in hospitality industry, the evaluation of strategic options for Delicious will be limited to the business strategy.
This section discusses business-level strategies which included in generic competitive strategies as shown.  These business-level strategies are so important that they are frequently referred to as generic business strategies (Barney and Hesterly,2019).
Figure 3: competitive strategies
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Cost strategy: A firm that deploy a cost-based business strategy seeks to obtain an edge by reducing its costs compared to those of all its competitors. This can be called as overall low-cost provider or cost leadership strategy. This does not suggest that the organisation has forsaken its other operational or commercial approaches. In reality, An exclusive focus on cost reduction can compel a corporation to manufacture inexpensive products that lack consumer demand. For example, Warby Parker is dedicated to keeping costs (and pricing) low while continuing to sell fashionable spectacles to customers. However, a company adopting a cost-leadership approach spends a lot of its resources on maintaining its costs minimal.

In its endeavour to broaden its presence throughout the United Kingdom, Delicious can also employ the economies of scale strategy. This phenomenon occurs when there is a positive correlation between the expansion of a company, as measured by the quantity of output units, and a decrease in costs, as measured by the mean price per unit of production. The cost per unit of production tends to decrease as the quantity of units produced by a firm increases, until it reaches an optimal production volume (referred to as point X). Beyond this point, the cost per unit of production starts to rise due to the occurrence of diseconomies of scale. (Hart, Spizizen. and Wyckoff, 1984).

There is an established empirical support from scholars to support the association between the low-cost strategy and high firm performance.  Hilman and Kaliappen (2014) stated that innovation in the tourist industry where Delicious belongs support organisations to attain economies of scale, lowering costs and increasing market share. Similarly, Alegre and Berbegal-Mirabent (2016) discovered a “management, core, and support process” in the restaurant/fast food business(hospitality) that demands cost-cutting solutions. Acquaah (2011) verified that low-cost strategies had a considerable beneficial influence on firm financial performance; However, Acquaah and Agyapong (2015), Dadzie et al. (2013), and Agyapong and Boamah (2013) discovered that strategic cost leadership has no significant effect on company performance. Further analysis is required due to the inconsistency of the results. Because of the inconsistency among scholars, this phenomenon needs to be further investigated. 

Blue Ocean strategy: In its expansion to wider UK market, a new entrant like Delicious is free to innovate. They can use Blue Ocean strategy. 

“Blue ocean strategy is the simultaneous pursuit of differentiation and low cost to open up a new market space and create new demand. It is about creating and capturing uncontested market space, thereby making the competition irrelevant” (Blue Ocean Strategy Website). 

In 2005, Kim and Mauborgne introduced a novel strategic approach known as the "Blue Ocean Strategy." Kim and Mauborgne proposed a market segmentation framework consisting of two distinct domains: the red ocean and the blue ocean. In contemporary times, red oceans refer to the prevailing markets and established market areas. On the contrary, blue oceans refer to marketplaces that do not yet exist and possess unexplored market spaces.
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Product differentiation: This can be another point. The restaurant sector is always changing. Because there are no impediments to entry or exit, competitors enter and exit the market structure in perfect competition. The industry is made up of many distinct companies with differing levels of quality in what they sell. The Theory of Industry describes a set of businesses that form a single market for the production of goods and services. The industry is a set of firms or companies that produce similar goods (Peng, 2012). These services or products meet the same basic consumer need. The company's duty in the production of identical products and services within the market structure where market rivalry may exist is to keep the niche where it is the single supplier of a product. There are various variables that limit firm growth, either internally or externally, as well as the capacity businesses have for their organisation. 
Market rivalry and dangers force businesses to invest some of their resources in gathering knowledge that will allow them to make more confident judgements. In addition to the hazards that businesses confront, there are challenges in resource administration, one of which is the invisibility of resource. Those resources may not be used optimally, which is where innovative manufacturing services and diversification comes in, which is based on methods that modify production of numerous economies of scale and product range, in order to access and expand new markets. This is where Delicious will benefit from its expansion (Vargas-Hernández and Padilla,2017).  

Which one for Delicious? 

In practical application, the aforementioned evaluation of the low-cost strategy serves as a reminder to Delicious regarding the significance of adopting a low-cost approach and undertaking initiatives aimed at enhancing their competitive edge. Fast food restaurant founders and operators, such as Delicious, should possess an understanding of the significant impact that an inventive low-cost approach has on shaping their financial and operational success (Campbell-Hunt, 2000). The fact that as competition intensity is very high in fast food restaurant sector, it contributes to firm performance indicates that the restaurant business has significant internal capacity., the dimensionality of competition should not be disregarded in the restaurant industry (Collins Kankam-Kwarteng, Osman and  Donkor, 2019). This is why low-cost strategy can be considered as best fit strategy for Delicious in its expansion. 
Implementation and  execution of  the Strategy 

Strategy implementation can be   identified as a “dynamic, iterative, and complex process” that is included of various “activities by managers and employees to turn strategic plans into reality in order to achieve strategic objectives” (Yang et al., 2010, p. 165). The firm can use few different activities in its implementation of cost leader and product differentiation strategies.  Marketing can also  be a crucial point. As we are living in a highly digitalized world, social media  marketing can best   tool for any strategic implementation. The explosive growth of social media has created new opportunities for marketers to communicate with their clients (Lamberton and Stephen, 2016). Social media provides a dynamic environment for reaching customers, interacting with them, and leveraging their voices for greater influence (Hewett et al., 2016. According to Effing and Spil (2016), The process of social media adoption can be divided into three primary phases: initiation, propagation, and maturation. The stages are based on seven benchmark criteria, namely the intended demographic, channel selection, objectives, resources, policies, evaluation, and content activities. The key indicators of social media maturity were identified by the authors as monitoring and content activity. Chung et al. (2017) propose a framework consisting of five distinct stages for the deployment of social media. These stages include experiment and acquiring knowledge, rapid growth, formalisation, consolidating and integration, and institutional integration.


Effective Market Segmentation: Different marketing strategies will be devised in accordance with the distinctions between potential consumers as well as the firm's aims and resources. The discovered psychological factors represent two major groups of customers, Specifically, the two types of profiles that are commonly used in research and analysis are personality assessments and lifestyle profiles, sometimes known as psychographics. Psychological profiles are sometimes employed as a supplementary tool when geographic and demographic data fail to offer a comprehensive understanding of client behaviour. The conventional geographical and demographic factors, such as sex, age, and income, offer marketers insights into client categories. However, psychological variables offer supplementary information that enhances understanding of the indulgent behaviour exhibited by existing and prospective target audiences(Gunter and Furnham, 1992: 26, Gajanova, Nadanyiova and Moravcikova., 2019).  Delicious can decide its locations based on the type of menus they provide and popularity of those menus in certain locations across UK. 

When undertaking a restructuring process, employing a top-down strategy can provide challenges, although it remains a crucial element. If one has arrived at the determination that staffing is a challenge, it would be prudent to contemplate the replacement of underperforming management personnel and evaluate the makeup of the board of directors, encompassing any non-executive directors. The presence of a substantial middle management layer has the potential to negatively impact profitability, and implementing an organisational restructure can serve as a viable solution to this issue. It is advisable to get legal counsel and maintain a close collaboration with the human resources department over the entirety of the procedure. As there is no HRM department, it is recommended to Delicious to start a HRM department in its expansion.  It is important to note that the company's constitution may require modification as a component of the restructuring initiative.

Product-positioning / Perceptual Map for Delicious’: 
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So, what exactly is included in the Direct Costs/COGS category? It comprises the cost of purchasing raw materials as well as the cost of creating the various culinary items on your menu. These include the price of food ingredients such as raw vegetables, meat, condiments, and so on. Non-food products purchased from diverse providers, such as paper and cloth napkins, straws, and any other consumables, should also be included. These are typically "variable costs" because their monthly value varies with the number of consumers you receive.

Salary, rent, utilities, advertising, and any other overhead expenses are examples of operational expenses (Opex). These expenses are somewhat indirect because they are only indirectly tied to what you sell. They can also be thought of as "fixed costs" because they are consistent month after month. Nonetheless, they are just as significant as COGS.

Evaluation and control 

In addition to above implementation strategy, it is important to monitor the strategy implementation.
 For this purpose, balance score card can be used. The balanced scorecard augmented conventional financial indicators with principles that examined performance from three additional viewpoints - those of consumers, internal business operations, and learning and growth.  Keep racking the efforts in creating the capabilities and purchasing the intangible resources would need for future success. The scorecard wasn't a substitution for financial metrics; it was their complement (Kaplan and Norton,1996).

The vision of Delicious is to provide the greatest service of any fast-food restaurant. However, it needs to be translated and managers need to build consensus among employees about the vision and strategy. The translation of this concept into practical and actionable guidelines for implementation at the local scale is not straightforward. In order for individuals to take action based on the content conveyed in vision and strategy statements, it is imperative that these statements are formulated as a cohesive collection of objectives and measures. These objectives and measures should be mutually agreed upon by all top executives and should effectively outline the fundamental factors that contribute to long-term success. The process involves cascading goals and aligning them with department and individual goals inside the organisation. In conventional practise, the assessment of departments is based on their financial performance, with individual incentives being linked to short-term financial objectives. The scorecard provides managers with a means of making sure every level of the organisation comprehends the long-term plan, and that both departmental and individual goals align with this strategy (Kaplan and Norton,1996, Tayler,2010).

The growing emphasis on strategic matters in the fields of management and accounting has led to the recognition that traditional performance measurements fail to adequately consider the significance of a firm's interactions with its external environment, particularly its customers. Therefore, it is evident that there is a requirement for a well-defined set of performance criteria that is specifically focused on the firm's target markets. The concept of "strategic focus" acknowledges that various staff actions can lead to positive outcomes in terms of operational success. The fundamental concept underlying the balanced scorecard is the recognition that certain performance indicators may be contradictory, and it is the responsibility of management to address these conflicts in order to attain a harmonious alignment of objectives (Butler, Letza  and Neale,1997).
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Kaplan and Norton,1996).

Balance score card framework follows several steps in strategic implementation. the enterprise-level scorecard is systematically disseminated to business and support units, resulting in the translation of the organisational level scorecard (the first tier) into business unit or support unit scorecards (the second tier), and subsequently to team and individual scorecards (the third tier). The process of cascading involves the translation of strategic plans at a higher level into more specific objectives, measures, and operational details at a lower one. Cascading plays a crucial role in facilitating the alignment of organisational components with strategic objectives. The utilisation of team and individual scorecards serves to establish a connection between daily tasks and the objectives of a department and the overarching vision of a corporation. Performance measures are systematically created for every objective across all levels of an organisation. As the scorecard management system is implemented throughout the organisation, the objectives gradually transition into more operational and tactical levels, accompanied by corresponding performance measurements(Sharma,2009).
Despite the widespread utilisation of the Balanced Scorecard (BSC) for strategic evaluation, its execution is not without certain limitations. The acquisition of a comprehensive worldwide Balanced Scorecard (BSC) performance rating is hindered by the absence of methodologies for aggregating indicator scores. Consequently,  the utilisation of tools to address these limitations have been suggested by the scholars.  For example,  the analytic network process (ANP) in conjunction with the balanced scorecard (BSC) to address reverse logistics issues in the computer hardware industry. According to Kaplan and Norton(1996), the Balanced Scorecard (BSC) serves as more than just a measurement instrument for strategic control. It also addresses the challenge of effectively implementing a strategy. However, according to Simons (2000) contends that the Balanced Scorecard (BSC) is a hierarchical cascading model that lacks a foundation in the organisation or its environment. As a result, its efficacy as a strategic control tool is questionable. Simons further highlights the presence of a disconnect between the strategy outlined in the manager's proposed plan and the strategy implemented through actual actions. According to Van Veen-Dirks and Wijn (2002), it is argued that the Balanced Scorecard (BSC) provides insufficient feedback regarding the strategic substance and lacks comprehensive information about the external environment.

It is possible to use financial statements such as income statement, balance sheet and cashflow for measuring company performance. Ratio calculation can be used too. 
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Conclusion
The efficiency with which an organisation achieves its objectives and satisfies consumer wants is determined by its strategies. A significant portion of this duty lies with the administrators and their ability to perform their duties effectively. The acquisition of skills pertaining to effective leadership is crucial in ensuring the sustained preservation and prosperous development of a company's competitive advantages over an extended period of time. The senior manager is in responsibility of making important choices in the provision of employees and financial resources; these types of choice may influence the future of the companies and, frequently, all the country industry. 
The achievement of success in the realm of business necessitates a perpetual process of adjusting and modifying the operations and strategies of a company in response to its surrounding environment. Therefore, environmental audits have been performed for Delicious. Competitiveness is often regarded as the primary economic criterion used to guide and assess performance both within and outside of a company. The success of a business is heavily contingent upon the strategic approach adopted by the company. Therefore, the analysis was conducted to find out best fit strategy. Cost leader approach seems to be more suitable.   It is imperative for companies to establish strategies that enable them to navigate the current competitive landscape. However, without the implementation of effective management tools to ensure the realisation of these strategies, the efforts exerted become futile. Analysis was conducted on several strategies and a plethora of accompanying instruments that can facilitate their implementation. However, it is imperative for the strategist to possess a comprehensive understanding and delineate, through internal and external diagnostics, the most suitable strategies that can lead to the attainment of a competitive edge over industry rivals.
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