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[bookmark: _Toc212220771]1. Introduction
In a global business environment, strategic management is the effective process of developing, implementing and undergoing real-time monitoring of organisational strategies to achieve its long-term goals and objectives. In a contemporary business environment, strategic management provides a systematic roadmap to navigate continual transformation (Martini,Corvino, and Sbarba, 2024). Through strategic management, organisations can align goals, resources, and actions to achieve competitive advantage and long-term success in a globalised businesses network. The report analyses the strategic management scenario of a second largest American multinational chain of hamburger fast food brand, undergoing identification of its strategic agility to manage continual change and identifying its target market.
The study conducts a comprehensive strategic analysis of Burger King, understanding its level of strategic adoption and planning to exploit new business opportunities penetrating new international African target markets of Ghana. On this basis of expansion motives of Burger King into the African nation of Ghana, report will discuss a strategic framework such as PESTLE for macro-environmental analysis and 5 Porter's forces to identify its competitive position in Ghana. The report analyses the suitability of some effective market entry strategy that aligns with the Burger King’s objectives and ways the entity can achieve competitive advantage on the identified target market. The report will include Balance scorecard, Triple Bottom Line or any alternative appropriate performance measurement system to understand the key KPIs for Burger King to be successful in Ghana. 


[bookmark: _Toc212220772]2. Selection of Organisation and Target Market 
2.1 Company Overview
Burger King is an established second largest American multinational chain of hamburger fast food brands, selling high quality, and affordable fast-food items such as hamburgers. Burger King was founded in 1954, by ‘Miami-based franchisees’, ‘James McLamore’ and ‘David Edgerton’; currently it has its headquarters in Miami-Dade County, Florida (Bk, 2024). The signature product of Burger King is the ‘Whopper’, which are frame-grilled burgers, and the company operates through a franchisee-based business model operated by independent franchisees. Presently, Burger King operates in more than 100 global countries and territories situated in more than 19,000 locations (Rbi, 2024). 
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Figure 1; Key Statistics about Burger King
(Source: Pereira, 2023)
In 1974, Burger King entered the UK fast-food market, opening its first store on Coventry Street in central London and has been fully operational from 1976 and Burger King, UK chain has been established in 2017 (Thebfa, 2024). This involves ‘Bridgepoint's’ acquisition of the master franchise agreement in the UK. Today, Burger King, UK is identified as the third most recognised ‘Quick Service Restaurant' chain in the UK operating with 533 restaurants having 4600 employees.


2.2 New international market for expansion.
Burger Kng is planning to exploit its international business opportunities in the African country of Ghana, by undergoing Strategic transformation and market expansion planning. The African nation, Ghana is a growing economy and has boosted heavy interest in the minds of global commercial brands and investors and has no existence of the Burger King brand (Johnson,2024). In Ghana, there has been a monopoly of KFC and the expansion plan of Burger King into Ghana can be a promising international business venture for the fast-food brand having only KFC to compete with. Ghana is an attractive international tourist and business destination due to its political stability, diverse resource base, support for international strategies and flexible government policies that can attract foreign business ventures. 
For instance, all the above factors have contributed to Ghana’s economic growth, and the African destination of Ghana has emerged as a ‘Gateway of West Africa’ for international investors (Gyesi 2025). These above factors evidently portray that the African target market of Ghana can be a lucrative international market for Burger King to expand having a monopoly of KFC only. Burger King Brand is highly suitable for international expansion to the African Nation, Ghana as Burger King has the reputation to adapt with diverse country economies. Furthermore, Burger King can identify promising international market locations in both local and regional networks within a competitive environment and develop as a relevant brand while responding to a dominant rival boldly. 


2.3 Reasoned justification for choosing Burger King 
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Figure1: Brand Popularity History of Burger King after Entering the UK Market (Source: Statista, 2025)
The reasoned justification for choosing Burger king for strategic international expansion due to its long-standing brand history, strategic approaches and achieving dynamic success outcomes. From the above figure it has been analysed that, the company has a proven history of dynamic strategic success of its brand product demands in the UK, acquiring 63% of positive public opinion about Burger King. Being an American fast-food brand (Statista, 2025). Burger King has gained immense brand success and popularity in the international market of the UK due its strategic approach of dynamic product launching programs and the brand's ability to engage in effective marketing campaigns. 


Burger King brand is known for its capability to offer strategic transformation related to product varieties such as ‘Whopper’ has emerged as a ‘Burger King's flagship product’ in the UK, gaining high percentage sales jump from 2017-2024 due to constant makeover (Publicisgroupeuk, 2024). Therefore, these past records of successful brand expansion and establishment in international locations such as the UK and other developing economies have considered Burger King as the most appropriate brand chosen to support international expansion goals.
 Moreover, Burger King high levels of strategic adoption and its ability to cope with the international government policies delves into its strategic effectiveness and transformation to support international expansion plans. Burger King has past reputations of mastering franchise agreements and entering successful joint ventures to address the strategic efficiency of reducing cross-border business risks. Due to this, Burger King can leverage local and regional market expectations, entering new international marketers successfully, making the perfect choice for the strategic management analysis for Burger King. Choosing Burger King company can offer in-depth international expansion strategic analysis can evolved as the best justified study due t it strategic dynamic causalities and offering innovative customer services.
 It can be narrated that the fast-food brand can balance its global and local strategies, while undergoing international expansion. Burger King follows the international strategic expansion concept of "think global, act local" principle, developing signature fast food menus aligned with local and regional preferences within international markets (Pereira, 2023). Burger King is prompt to engage in joint venture and franchise business models with the local people of the international target market locations and offering local culture and preferences-based dining experiences undergoing strategic market adoption.  


2.4 Reason for choosing Ghana as an international expansion country
Growing and diverse Economy 
Ghana is a booming economy in Western Africa attracting international business investors   and Ghana’s economy is heavily diverse due to diverse services, agriculture, and industry. For instance, Ghana is economically stable and expanding its international collaborations due to its historically reliant on cocoa and gold exports. Cocoa exports contribute 3.5% to its Ghana GDP growth, acquiring export revenues of about 21% and supporting 800,000 farming families (Hughes 2019). Over the years, Ghana has emerged as a successful West African nation as its economy provides open access to international investors and nurtures foreign technical assistance infrastructures. 
Ghana has achieved twice the per capita output compared to the other poorer countries West Africa due to acquiring foreign exchange currencies by exports (Rgs, 2024). The exported products are Gold, cocoa, timber, diamond, bauxite, and manganese. All the above stable and diverse economy of Ghana relentlessly can influence Burger King to have promising international expansion through partnerships.
Ghana’s fast-food market monopoly    
Ghana’s fast-food market possesses a complete monopoly of KFC and other local fast-food brands. Therefore, Burger king, automatically can get influence to have further expansion of its fast-food hamburger businesses in Ghana, capable of offering signature fast food items aligned with local taste and preferences. In addition, Ghana is a developing economy and an attractive country for foreign investors and tourists, undergoing heavy urbanisation and the overall disposable income of the Ghana middle-class population is growing. According to ‘Burger King General Manager’, Ghana has the most favourable business climate compared to other West African nations and this is one of the prime reasons that Burger King has planned and has interest to have further expansion in Ghana. Moreover, the population of Ghana has changed consumption patterns of choosing western fast-food items over the local fast-food brands, sensing a huge opportunity in West African countries (Sagaciresearch, 2020). These are the above factors that can influence Burger King to have a smooth international expansion and business in the target market location of Ghana.   


Strategic trade hub
Burger King can have prosperous strategic trade collaboration within the local businesspeople and suppliers while offering franchisees and joint venture ventures due to the support of ‘Economic Community of West African States’ (ECOWAS). As Ghana is an active member of (ECOWAS) and hosts the secretariat of the ‘African Continental Free Trade Area’ (AfCFTA), attracts global business to access the West African market (360mozambique 2025).
Trained and skilled human capital 
Ghana can provide Trained and skilled human capital at fair rates from coming from finance, technology, and engineering backgrounds and the Ghana government is providing various educational and commercial skill development programs. These factors can further support Burger King to have successful outlet expansion in newly urbanised cities of Ghana having shopping malls, schools, universities, and corporate offices. The ‘Ghana National Chamber of Commerce and Industry’ (GNCCI), ‘Ghana Chamber of Telecommunications’, ‘Ghana Chamber of Mines’, ‘Association of Ghana Industries (AGI)’, ‘Delegation of German Industry and Commerce in Ghana’, and others provides international private sector support services (Mondaq, 2023) 
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3. (Comprehensive Strategic Analysis) 
PESTLE 

	Factors 
	Analysis
	Positive/ Negative Impact 

	Political (Positive)

	For the past three decades, Ghana has been able to maintain political stability and five successive elections peacefully under democratic constitutional rule (Mondaq, 2023).
	This can be a positive scenario for Burger King to have further expansion in Ghana. Moreover, Ghana's flexible government policies related to international trade attracts foreign investors such as Burger King. Moreover, Ghana’s established democratic bodies and systems offer good governance grants. 

	Economical (Positive)
	Growing and diverse Economy of Ghana due to heavy export of Cocoa and Gold. Moreover, Ghana has achieved twice the per capita output compared to the other poorer countries West Africa (Rgs, 2024). High disposable income capacity of middle-class people in Ghana as it is expected to grow by 16% more from 2023 to 2028. In addition, Ghana’s diverse economy has achieved 4.3% growth in 2025(Worldbank, 2025).
	The high GDP growth rate and per capita output in Ghana can influence Burger King to have a higher footfall of middle-class customers into the store soon. 

	Social (Positive)
	The population of Ghana has changed consumption patterns of choosing western fast-food culture over the local fast-food brands (Sagaciresearch, 2020)
	These positive social aspects can help Burger King to have successful store expansion in Ghana offering local fats food taste culture 

	Technological (Positive)
	From 2025, 70% of Ghana's population are using the internet and smartphones, accounting for 24.3 million users (Kemp, 2025). 
Ghana is heavily investing in growing mobile and digital and infrastructure, promoting global food culture 
	Burger King is a tech-savvy organisation, enabled to connect with the maximum number of online food customers in Ghana. This can help Burger King to have the maximum number of online orders when Burger King will have successful store establishments in prime city locations of Ghana. Ghana driving local consumers’ preference for multinational and western fast foods items over local foods can help Burger King to develop self-automated stores in urban cities of Ghana. There are further multiple ways that Burger King can leverage the internet technology for expansion in Ghana. 
It can implement a robust and dedicated mobile app for securing online orders and payments, optimising customer service across urbanised locations of Ghana. Moreover, the growing concept of the Ghana government investing in an inclusive and advanced digital technology can help Burger King to engage in various online marketing campaigns to promote the signature fast-food products in Ghana. 

	Legal (Negative)
	Strict and rigid ‘Ghana Investment Promotion Centre (GIPC) Act’, under the ‘GIPC Act, 2013 (865)’ (Mondaq, 2024).
Complex Franchising agreements and intellectual property in Ghana(Clinton, 2025)
	Ghana operates within a rigid Ghana Investment Promotion Centre (GIPC) Act. Any foreign business inventors or any foreign business brand looking to expand in Ghana need to register with the ‘Ghana Investment Promotion Centre (GIPC)’ by paying a minimum capital investment of £375440.00. This can be a challenging as well as some risks factors even for an established brand such as Burger King entering a considerable new fast-food market of Ghana.
Moreover, Burger King operates with franchisees; license or joint venture based international business models. The complex Franchising agreements and intellectual property in Ghana can make the commercialisation of IP address process tougher while retaining ownership as far as Ghanaian law.  
 

	Environmental (Negative) 
	Ghana is highly struggling with inefficient and waste management systems, resulting in widespread pollution. For instance, only 9.5% of 840,000 tonnes of plastic waste generated undergoes recycling (Weforum, 2025). There is high accumulation of bio-degradable waste from local and regional fast of restaurants such as plastic waste   
	Burger King being a fast-food brand will be vulnerable to high accumulation of plastic waste and without having a robust waste management system, the brand would exacerbate Ghana's existing pollution problems. 
This can signify Burger King brand as an unethical brand in Ghana and will directly come under the surveillance of negative public and regulatory scrutiny.





Competitive Landscape: Porter’s 5 forces
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Figure 2: Porter’s Five Forces

Competitive Rivalry 
Ghana’s fast-food market operates with limited international and local fast-fast brands and so, Burger King planning to explore its further business opportunities in multiple urbanised locations of Ghana can experience low competitive rivalry. In addition, the local fast-fast brands often fail to maintain the required fast-food quality and customer services fail to create a mark on the Ghanaian fast-food customers. On the other hand, Burger King operates with signature fast-food items and offering unique dining experiences within online food delivery services will surely gain a higher competitive advantage over the other international and local fast-food companies. However, there is KFC who can throw a high competition for Burger King, contrast, Burger King by collaborating with local businesspeople preparing fast-food items having local taste and packaging, gaining a highly competitive edge.


Bargaining Power of Suppliers
The fast-food market of Ghana is still developing and operates with limited suppliers that can help Burger king to have low bargaining power from suppliers. Burger King being an internationally recognised fast-food brand, who focuses on offering fast-food items having local taste and preferences, can easily negotiate with local suppliers and vendors at cheaper rates gaining higher profits. This can help Burger King to have strong competitive market dominance over KFC or local fast-food brands, gaining higher supplier engagement due to its premium brand name.
Bargaining Power of Buyers
The fast-food lovers in Ghana have limited access to fast food brands and they will have less option to differentiate price tag with Burger King fast food items, resulting in low bargaining power of buyers to be experienced. In addition, growing number of Ghanaian populations sifting fast food consumption preferences from local to western fast-food culture will further low bargaining power of buyers while availing Burger King signature fast food products such as ‘Whooper’  
Threat of Substitute Products
Burger King can experience moderate threat of substitute fast food products from existing competitors such as KFC and ‘Mc Donald’s, operating in Ghana. However, Burger King’s signature fast food items with fine dining experiences can lower the demand of substitute fast food items and people will prefer to avail the online Burger king delivery services from home conveniences.  
Threat of New Entrants
The government of Ghana offering fair foreign exchange rates to international investors and the stable economic condition of the country over three decades will surely attract global heavy fast-food brands in near future. This can lead to higher threats of new errant for Burger King planning to expand in the urbanised locations of Ghana in the coming future facing higher competition. 
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4.1 The strategic Business Model to identify market entry strategy 
Ansoff Matrix 
Ansoff matrix is one of the effective frameworks that the business entity adopts to define and make a mark within the competitive landscape. In the given scenario, Burger Kings aims to expand in the Ghana market and through the adoption of Ansoff matrix model, the brand can opt for the “market penetration strategy”.  The application of market penetration strategy would help Burger King to make a systematic entry within the Ghana market. In the Ghana market, Burger King extensively would focus on brand visibility through adjusting prices and offering the diverse range of promotional activities. In Ghana, it would be beneficial for Burger King to critically evaluate the local market dynamics and build a stronger coordination with the local partners. In the market expansion strategy, the penetration tactics under Ansoff Matrix would support Burger King to navigate with the local suppliers and distributing agents. Consequently, it would help the brand to understand the local marketing trends and can increase the purchasing frequency rates in the Ghana market. 


4.2 Key considerations for expanding in Ghana Market 
Local marketing dynamics: 
In the market expansion strategy, with the application of Ansoff Matrix, it would be essential for Burger King to follow the local food consumption patterns in Ghana. As per the view of Barbosa (2024), understanding the local customer trends makes the brand to deliver the products that resonate with the buyer’s psychology. For example, the company can produce meals that would resonate with local customers' values. 
Understanding buyer behaviours 
In the expansion to the Ghana market, it would be highly beneficial for Burger King to develop the trustworthiness amongst the local buyers. The clear ideas regarding the local customer needs and demands makes the brand to develop the customer values (Sudirjo, 2023, p. 64). However, in Ghana, the strong demand for foreign foods might help the brand to expand into the identified territory. 
Partnerships 
In the market expansion strategy, it would be beneficial for the brand to collaborate with the diverse market players (Lubis and Muniapan, 2024, p. 22). In Ghana, Burger King can build the strategic relationships with the diverse local suppliers and in this way, the brand would maintain the competitive values in the changing business scenario. 
Financial Analysis 
In Ghana, the inflation rate has peaked in 2023, and it might directly affect the buying capacity in Ghana. As a result, Burger King in Ghana needs to follow the competitive pricing strategy that resonates with buyer’s affordability values. In this way, Burger King in Ghana would be able to expand the competitive capacity. 
Local Contents 
The local contents in marketing activities are one of the key aspects that helps the buyer to coordinate with the company. In this way, the local contents in Ghana can be exploring the local market trends and buying behavioural approaches. 
Formulation of the marketing strategy
In the marketing strategy, it would be beneficial for Burger King in Ghana to opt for the partnership strategy, where the brand can collaborate with the local brand. In this way, Burger King in Ghana can develop the combined market force that would help them to position themselves in a better way.  


4.3 Addressing Opportunities and risks in Ghana market 
Collaborating with local job consultancy firms
 Ghana stands out in-terms of growing numbers of youth population and middle-class people shifting to western-fast food brands. Burger King needs to collaborate with local job consultancy firms that will give opportunities to recruit new youthful graduate candidates having sound technical and digital skills. Burger King planning to have further expansion in prime urbanised locations of Ghana can have high in store footfalls as well as online mobile app-based orders from the growing number of Gen-Z and youthful population in Ghana. For instance, Ghana’s population is highly youthful and urbanised, accounting for a median age of 21.3 years, having 52.71% aged between 15 to 54 Years (Allafrica., 2024). This can be a positive international business opportunity for Burger KIng looking to expand in Ghana. In addition, as discussed earlier, middle-class people in Ghana are shifting to western fast food consumption trends that can create higher demands for the signature fast food items of Burger King.  
Highly trained and skilled suppliers who are affordable 
The Ghana government is providing commercial skill development programs, which lead to new graduate students having strong financial, technological, and engineering skills. This can help Burger King to nurture the local recruitment process and collaborate with the local suppliers and business associates to introduce its franchisee business model and joint venture program. Due to limited suppliers bargaining power, Burger King do not have outsourced expensive suppliers, leading to lowering operating cost, streamlining its transportation and distribution process. 
4.4 Probable risk in Franchisee business model in Ghana 
Burger King prioritising franchisee business models in Ghana to have successful expansion in Ghana can face the risk of local suppliers or business partners and may undergo cost-cutting methods by not following the food safety standards of Ghana. This can lead to immense brand reputation damage for Burger King not only in Ghana, rather in the global context, signified as a careless and unethical fast-food brand. This can lead to losing brand trust from the perspective of the Ghana government as well as the people of Ghana, which can lead to high regulatory scrutiny and low customer footfall in newly established fast-food stores.  


Need to pay high registering cost for government partnership under the ‘Ghana Investment Promotion Centre (GIPC)’. 
Although the Ghana government supports entry of internal investors and business brands to be a part of its diverse economy, on the other hand, foreign companies need to incur heavy government partnership registering cost and its annual renewal. This can lead to paying huge registration costs under the Ghana Investment Promotion Centre (GIPC)’, making initial investment skyrocketing for Burger King even before establishing its fast-food store (Ghana, 2024). It always carries major competitive risks as well as risk if actual business survival scope for any new international brand looking to expand in a developing market such as Ghana. Moreover, there will be further regulatory costs while collaborating with the local suppliers, investors and entering joint ventures of the licensing system. 
[bookmark: _Toc212220775]5. Performance Evaluation Framework:
Balance Scorecard 
	Departmental procedure 
	High-level operational objectives 
	Balance scorecard category 
	Metrics 
	Target level 
	Actual level 

	Financial and accounting department 
	To improve the profitability values and focus on local customers buying capacity with the positive cash flow activities. 
	Managing the financial records 
	The key metrics in financial accounting activity are developing the pricing strategy and enhance the purchasing capacity in Ghana. 
	50%
	30%




	Digital marketing department 
	To improve the digital marketing initiatives and adopting the advanced technologies to upgrade the productivity values. 
	Focusing on information technology operations and coordinate with the global market players and suppliers 
	Developing the social media-marketing plan that resonates with Ghana’s customer’s consumption patterns and buying capacity. 
	50%
	40%

	Customer service department 
	To upgrade the customers loyalty rates and gain the desirable market shares within the new market territory. 
	Focusing on expanding customer satisfaction scores and developing the strong buyer loyalty in Ghana. 
	Building stronger coordination with the customers and upgrade the purchasing capacity of the diverse buyer base. 
	40%
	30%

	Learning and marketing growth rates 
	To upgrade the existing knowledge based criteria amongst the workers in Ghana to deliver the products that are suitable for the market trends. 
	Focusing on the digital training of the employees to enhance the functional strength 
	Enhancing the employee training hours to upgrade the workplace engagement rates and perform as per desirable market standards in Ghana. 
	50%
	40%

	Advancement of the organisational internal process 
	To enhance the manufacturing cycle time rates and promote order fulfilment accuracy levels
	Focusing on the internal functional criteria and advancements that ensures higher productivity. 
	Expanding the productivity rates in Ghana to develop the profitability values. 
	40%
	30%


Table 1: Balance Scorecard 
In the above-mentioned table, the different marketing factors are explained that might support Burger King within their expansion activity to Ghana. For example, while developing the financial criteria in Ghana, Burger King needs to focus on the price sensitivity and in this way; the brand would be able to develop the competitive position. For example, in Ghana, Burger King can extensively focus on the affordability values of the buyers, and it would help them to gain the desirable market values. In the digital marketing department, Burger King needs to critically analyse the online customer’s behavioural approaches. 


In Ghana, Burger King can take support from diverse social media platforms such as Facebook, WhatsApp, and Instagram. In this way, the brand would be able to reach out to the target audience quite effectively. The social media marketing team of Burger King can share the local marketing contents with higher focus on local rituals and trends to attract the larger number of buyers in Ghana. In Ghana, the social media users are 7.95 million and represent 22.9% of the total population (Statista. 2024). In this way, in Ghana, focusing on social media will be highly beneficial for Burger King to gain the attention from the new customers. Simultaneously, the application of the different social media tools would support Burger King to upgrade their customer values. 
Using the balance Scorecard to identify KPIs 
Regional selling rates 
In the identification of KPIs, it would be highly beneficial for Burger King to consider the regional selling rates and in this way, the brand will be able to critically evaluate their market position. As per the view of Aaker and Moorman (2023), critically review the regional selling rates helps the corporate units to critically review their competitive position in the changing business scenario. It is anticipated that in Ghana, the regional selling rate for Burger King would be approximately 5-6%. For example, with the identification of the regional sales rates in Ghana, Burger King can critically evaluate their business position. As a result, the brand will be able to maintain and critically review their business position in Ghana market,
Customer retention rates 
Customer retention rates is one of the effective keys performing criteria that Burger King can consider while expanding to the Ghana market. As opined by Rosárioand Casaca (2023, p. 60), the higher customer retention values ensures that the new brand would be able to develop their marketing position. It is anticipated that, in Ghana, Burger King can focus on expanding their retention rates through delivering the food items that resonate with Ghana’s food traditions and consumption techniques. 


Social media engagement rates 
Based on the scenario of Burger King in Ghana, it would be highly helpful for the brand to deliver the digital media contents that highlight Ghana’s local rituals and traditions. The social media engagement rates help brands to critically review their online engagement rates and review their position in the digital market (Evans et al., 2021). It is expected that in Ghana, Burger King with their tailored digital marketing strategy would be able to develop social media engagement rates from 5-7%. In this way, Burger King in Ghana would be able to create a highly impactful market image. 
Learning and marketing growth rates 
The learning and growth opportunities amongst the workers helps the brand to maintain the worker productivity rates. In Ghana, it would be highly essential for Burger King to provide the training sessions for the employees. In this way, in Ghana, the workers of Burger King would be able to understand the operational standards. It is anticipated that, in Burger King, the training period would last totally 1000 hours, and, in this way, brand would be able to gain the desirable outcome in Ghana.
Advancement of internal manufacturing process 
Upgradation of the internal manufacturing process in Burger King and following the “Standardization Approach” while preparing the food beverages in Ghana help them to gain desirable market outcomes. For example, through focusing on the internal manufacturing process, it is anticipated that Burger King will enhance the productivity rates by 5-6%. The strong focus on standardization trends would help Burger King to gain the desirable market outcomes. 





[bookmark: _Toc212220776]6. Conclusion and Recommendation
The report analyses and evaluates the importance of strategic management approach in a contemporary international business environment that requires continuous strategic planning and transformation. The report concludes by shedding light on the effectiveness of strategic approach negotiating the impacts of globalisation and competitive threats, helping to build a strong strategic alignment within companies to perform as far as company goals. 
The report has chosen the American multinational fast food hamburger brand. Burger King shares its company details as well as providing valid justification of choosing the brand such as dynamic strategic values. 
The report has eyed the international African target market location of Ghana for Burger King to have its deliberate expansion program, and this West Africa target market is chosen due to its booming and diverse economy with political stability. The study has performed in depth macro and micro-environmental analysis of the target market of Ghana to identify the potential positive or negative factors that can be lucrative or barriers for Burger King. 
From the study evaluation, it found that both legal and environmental factors could create challenges for the international expansion plan of Burger King into Ghana. The study has conducted analysis of the market entry strategy of partnership with local businesspeople and suppliers measuring success rates based on the identified business opportunities and risks. Detailed balance scorecard evaluation has identified the key performance indicators (KPIs) and success metrics when Burger King will be operating in Ghana, predicting the level of impact and future progress scope of the international expansion move. 


Recommendations 
Implementing multi-pronged strategy 
Burger King can overcome the legal challenges related to the rigid ‘Ghana Investment Promotion Centre (GIPC) Act’ by implementing a multi-pronged strategy. This can escalate positive collaboration with local food companies, suppliers, and vendors who provide various fast food raw materials sourced from genuine processes, fulfilling the legal criteria of the joint venture requirements. This can lead to tax exemption scope for Burger king due to the removal of manufacturers. 
Select a master franchise in Ghana
Burger King can dodge Complex Franchising agreements and intellectual property in Ghana by choosing a master franchise in Ghana, who will have a strong local entity and good rapport with the local legal bodies. This can help Burger King to restore its IP and run its franchise business model smoothly in the rigid Intellectual property status in Ghana.  
Engaging local legal advisors 
Burger can overcome the regulatory risks of paying high registering costs for government partnership under the ‘Ghana Investment Promotion Centre (GIPC)’ by engaging local legal advisors who will be capable of tracking the changes made in the GIPC.
Create awareness to use sustainable resources across Ghana food sector
Burger King can overcome the struggling food waste management systems in Ghana by creating awareness of resources to implement on-site reduction techniques and create external partnerships for waste management. This can help the Ghana government to share its waste management initiatives with a voluntary international partner such as Burger King to support its plastic and food waste management, capable of investing in building Ghana's circular economy.
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