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1. Brief Introduction
The report includes a strategy plan for the “Delicious Restaurant” to steer the firm in a profitable path and gain a lasting competitive edge. An assessment of the Delicious Restaurant's surrounding area is included in the study. Both the exterior and internal environments must be included in an environmental study. From its inception, Delicious has catered to London's wide variety of diners by providing a menu that includes dishes from a wide variety of cuisines. Small and medium-sized businesses may learn from its rapid expansion by rethinking their approach to the market. This research demonstrates the plan's effects on a company, making it especially useful for small and medium-sized enterprises. Many times, the success or failure of a small or medium-sized firm hinges on the decisions made by its proprietors. The greatest strategy will enable the Delicious Restaurant thrive in the ever-changing industry. This research will critically examine everything of Delicious's strategy, given that the firm has been performing well but now faces more competition than ever and challenges to its survival. After presenting the study findings, the report concludes with an assessment and set of suggestions for potential strategic improvements. Strategic management is very important for SMEs. The link between these aspects would be reflected in the report. Each major business choice made by the organization will be evaluated rigorously. Expectations of stakeholders will be revealed via the study. New strategic methods will be proposed as a result of this study. The Haymarket will get a strategic advice based on the results of a SWOT and PESTEL study.
[bookmark: _levtjrna8f5h][bookmark: _Toc129431103]2. Strategic Direction and Goals for Delicious
[bookmark: _qyf4rcmyx4ws][bookmark: _Toc129431104]2.1. Vision
To make diners happy by providing them with excellent food and service, while also benefiting the restaurant's staff, the neighborhood, and the planet.
[bookmark: _n6b7vum5a3wu][bookmark: _Toc129431105]2.2. Mission
· The objective is to offer clients healthy, quality, and delicious food, amazing service, and food at an economical cost.
· To comprehend the constantly changing needs of our clients and to improve the level of service we offer them.
· To provide an increase in profits that is both sustainable and profitable.
· To develop meaningful connections with potential business partners for the long run.


[bookmark: _4cw3e7sm70je][bookmark: _Toc129431106]2.3. Objective
Although the individuals who manage them come in from diverse background, every successful restaurant has a common goal: to provide a pleasant eating experience that keeps customers coming back and allows the proprietors to make a livelihood. Setting strategic objectives not only helps the restaurant map out how you're going to introduce new foods or develop new methods of food production, but also serves as a benchmark for how well you're doing at those tasks. Strategic objectives, in contrast to long-term goals, include concrete results and quantifiable criteria for evaluating the restaurant's performance.
1. Increase Restaurant Footfall
A restaurant's success depends on drawing in new customers and keeping the ones it already has there. Signage, social media, and well placed print and radio ads are just a few examples of the tactics that may be included in an effective marketing campaign. A well-developed marketing strategy will outline the means through which these initiatives and investments will be measured, as well as define overarching objectives like the amount of new consumers the restaurant want to acquire.
2. Increase Average Order/Ticket Size
As diners come, the restaurant's bottom line improves since they'll spend more money on food. Table tents, product samples, and upselling are just a few examples of suggestive selling methods that may generate genuine results with little outlay of resources. Increasing the amount of enticing alternatives on the menu is another way to boost revenue. One common tactic used by restaurants is to set a strategic goal for the average amount spent per customer or per table over a certain time period.
3. Enhance Profit Margin
Profitability targets, including a desired profit margin, should also be established by restaurant owners as part of their overall strategic planning process. Food and labour expenditures account for the bulk of most restaurants' budgets, thus cutting unnecessary spending in these areas is essential for reaching this profit margin. A restaurant may refine its estimates and its processes for monitoring outcomes by segmenting its strategic objectives for profitability into targets for various spending categories.
4. Infrastructure enhancements
In the hospitality industry, the kitchen and dining room layouts are not created once and then used indefinitely without modification. When the restaurant's management makes minor adjustments to the restaurant's business strategy, the restaurant's infrastructure also changes. Investments are necessary for infrastructure, but these costs must be properly budgeted and budgeted for. Restaurants may develop long-term plans for the introduction of new menu items. the long-term targets should contain not just the final product you're aiming for (a remodelled kitchen or dining area, for example), but also a schedule and a financial allocation.
SMART Framework
	Objective
	S
	M
	A
	R
	T
	To increase 
	To enhance

	Increase restaurant footfall
	Yes 
	Yes
	Yes
	yes
	Yes 6 months
	Increase the footfall in the organization
	A well-developed marketing strategy 

	Increase Average order/ Ticket size
	yes
	yes
	yes
	Yes 
	No   
	The common tactic which has been used by the restraints to enhance the average spent for the customers
	To enhance the number of customers 

	Enhance Profit margin 
	yes
	yes
	yes
	No
	No
	Desired profit margin has been a profitable one and there should be established. 
	Enhance the monitoring of the outcomes while segmenting the objectives which are strategic for various outcomes 

	Enhance Profit margin
	yes
	yes
	No
	No
	No
	The costs require to be budgeted and budgeted for 
	Long term plans for the introduction of new items and long terms targets should be contained, 






[bookmark: _7inhw0y3vzv0][bookmark: _Toc129431107]3. Environmental Analysis
3.1 Internal analysis 
In this segment the concern would be towards understanding how several strategic planning tool would be used to evaluate as well as identify for the strengths, weakness, opportunities and threats, We are also concerned in this section with conducting a VRIO analysis for the firm where the internal resources and the capabilities of the firms would be determined in order to understand competitive advantage. 
[bookmark: _2zv0vqax91fl][bookmark: _Toc129431108]3.1. SWOT Analysis
	Strength
	Weaknesses

	· The restaurant excels in what it does best, whether it providing delicious food, friendly service at the table, or an atmosphere that makes dining out an enjoyable experience.
· The pricing structure, such as a more affordable menu than competing eateries in the neighbourhood, may be another selling point. One positive indicator is the existence of "purchase two meals, get one free before 5 p.m." or similar deals during the restaurant's sluggish periods. 
· One of the restaurant's advantages may be that it offers a cuisine that isn't widely available in the neighbourhood.
	· The restaurant's weaknesses may be used as a starting point for making changes for the better. As the success of a restaurant often hinges on the quality of the service it provides to each individual patron, the wait staff may represent a potential risk.
· Inadequate training for new employees, such as not demonstrating to wait staff how they should respond to tables or demonstrating to kitchen employees how the restaurant wants food made and presented, is another potential flaw.
· Inconsistent deliveries of supplies might be another flaw, leading to temporary or permanent food shortages.

	Opportunities
	Threats

	· Mr. James, owner of Delicious, has ambitious growth goals for the United Kingdom over the next two years. The United States, now the third-largest food exporter in the world, and China, one of its top 10 customers, both have promising growth prospects for the industry. 
· Sales to these regions rose 11% and 16%, respectively, in the first half of 2019. (Santander, 2020). Adding additional salads and organic options to the menu might be one way to capitalise on the growing demand for healthier dining options. 
· Gaining traction in the afternoons, when business is often slower, might be a key to success. 
· An opening exists in providing customers with the option to purchase and take home some of the restaurant's items, such as salad dressings or baked goods. 
· Another possibility is catering to the demands of busy individuals by providing delivery and takeout options or establishing a drive-through.
	· Costs keep rising for things like food, tools, interest, and even little things like hand sanitizer for the kitchen and cleaning personnel. Several restaurants are struggling to stay afloat as a result of these increased prices, forcing their owners to tread carefully.
· Furthermore, the ordinary person or family has less money to spend due to inflation and the growing cost of living.
· One of the major challenges restaurants may face in the next months and years is a drop in real earnings, which has a significant influence on discretionary expenditure like dining out or ordering takeout. 
· In the winter, people may have to pick between keeping warm and indulging themselves because of rising energy prices, which might have a major impact on business for commercial (B2C) food suppliers. 
· With regards to rivalry, the food industry's internet marketplace has exploded in recent years. It's unusual to find a restaurant these days, especially in major cities, that doesn't have a website. Because of this, competition has increased, and firms have had to up their game in terms of marketing their goods.





[bookmark: _sm86tjbo0xvr][bookmark: _Toc129431109]3.2 VRIO Analysis
VRIO analysis is a framework for assessing a company's internal resources and capabilities in
order to determine its potential for competitive advantage. VRIO is an abbreviation for Value,
Rarity, Imitability, and Organization (Madsen 2022). 


[image: ]
Figure 2: VRIO Analysis
Source: Shutterstock,com, 2020

	Resources
	Value
	Rare
	Imitation
	Organisation
	Competitive Advantage

	Capacity of offering good quality
	Yes
	No
	Yes, easy to replicate
	Not been totally exploited
	Not significant in creating competitive advantage

	Strong Supplier base
	Yes
	Yes
	Competitors share some of the suppliers
	Fully utilized
	Medium-term competitive advantage

	Experienced employees
	Yes
	Yes
	Hard to replicate for competitors
	Fully utilized
	Strong competitive advantage

	Experience in food sector
	Yes
	No
	Hard for new entrants
	Not been totally exploited
	Medium-term competitive advantage

	Opportunities for brand extension
	Yes
	No
	Not that hard to replicate
	Planning to fully utilize
	Short-term competitive advantage

	Vision of the leadership, Mr. James
	Yes
	Yes
	Hard to replicate
	Used in good effect
	Sustainable competitive advantage

	Extensive range of product portfolio (multi-cuisine)
	Yes
	Yes
	Yes, easy to replicate
	Fully utilized
	Short-term competitive advantage.








[bookmark: _Toc129431110]3.3. PESTEL Analysis
Businesses utilise the PESTEL analysis framework to examine the external macro environmental elements that can have an impact on their operations. Political, Economic, Sociocultural, Technical, Environmental, and Legal elements are referred to by the abbreviation PESTEL (Christodoulou and Cullinane, 2019). 
[image: ]
Figure 3: PESTEL Analysis 
Source: Shutterstock.com, 2020
	Political
	The restaurant business is impacted by the government in several ways. Restaurants must modify their menus and prices to meet the various tax and dietary regulations of their patrons' home countries. While some countries impose strict monitoring procedures to ensure adherence to health and safety regulations, others give more latitude in this regard. Restaurant business is brisk during the election season in many developing countries.Nonetheless, customers may be forced to cut down on spending during times of political unrest.
In times of economic hardship, restaurant subsidies from the government are crucial. To assist the restaurant business recover from the first shutdown, the UK government, for example, subsidised millions of meals in 2020 as part of the "Eat Out to Help Out" scheme.

	Economical
	For most people, dining out is a luxury rather than a need. But, this can only happen if consumers have sufficient discretionary money to spend on it. Many people, when they have some spare cash, want to go out to restaurants with their loved ones or order meals from popular chains like McDonald's, Subway, KFC, and many more.
One of the first things people cut down on during hard times, such as a recession or other difficulties, is eating out. The industry is under tremendous stress as a result. Several eateries can't handle the stress and shut down as a result. Several eateries all across the globe have been wiped out by the lockdowns. As a result of the shutdowns, the once-valuable U.S. chain restaurant industry lost a significant portion of its $138 billion valuation in 2020. (Lock, 2021). It's also not inexpensive to keep a restaurant open. Particularly in affluent countries like the United States, the United Kingdom, and Canada, costs like wages, accommodation, electricity, taxation, consumables, and maintenance may pile up quickly.  London and New York have prices that are far higher than most other major cities.

	Social
	Looking at the social environment is the next step in conducting a PESTEL analysis of the restaurant industry. In some countries, eating out is a common practise for many people, but it is not the case in others. Despite the fact that the restaurant industry is well-established and diverse in many developed countries, it is still in its infancy in many emerging economies, which has attracted global fast food chains. People in many nations are busy than ever because of their countries' booming economies. Nonetheless, they spend less time in the kitchen because of their economic activities. As a result, the restaurant business benefits greatly from their reliance on takeaway.
Despite this, an increasing number of individuals are recognising the drawbacks of relying on fast food and prepared meals from restaurants and are instead opting to prepare their own organic and home-cooked meals. The business world will undoubtedly be affected. According to Bailey (2021), restaurant food has more cholesterol and trans fat than food that is prepared at home. Actually, the rise in obesity and diabetes around the world can be attributed to fast food. This is why it's important for eateries to provide consumers with healthy meal alternatives.

	Technological
	The restaurant business has been drastically changed by technological advancements. Diners may now place an order and make a payment via a restaurant's own or third-party website. Uber Eats, Deliveroo, and many more are just some of the online aggregator platform that restaurants of all kinds and types have collaborated with to meet the rising demand for takeout. On the other hand, it should be noted that these businesses tack on 20%-30% service fees to each restaurant's total order.

	Environmental
	There is a wide variety of ways in which restaurants harm the environment. A lot of food goes to waste because people don't eat it all. Waste from packing materials is an additional environmental problem. Also, restaurants must get their meat from farmers who are frequently criticised for wasting water. Thus, it is important for eating establishments to take steps to lessen their ecological footprint.

	Legal
	In the United Kingdom, diners may get a sense of how strict the restaurant is about cleanliness by looking at its hygiene rating, which is displayed both in the establishment and online. The highest possible rating is 5, meaning the restaurant meets the highest standards (The Food Standard Agency, 2018). In addition, eating establishments must follow all applicable labour regulations. The appropriate authorities may levy a fine on them if they are discovered to be in violation. Numerous well-known companies throughout the world have been hit with fines in some jurisdictions for operating illegally.








[bookmark: _78exn6ux9k6z][bookmark: _Toc129431111]3.4. Porter’s Five Forces
Michael Porter created a concept called Porter's Five Forces that examines the competitive factors that have an impact on a company's profitability and industry structure. An industry's competitiveness and attractiveness are assessed using the framework (Isabelle et al., 2020).
[image: ]
Figure 4: Porter’s Five Forces
Source: Shutterstock, 2020
· Threat of New Entrants
The initial investment required to create a new restaurant is modest, which attracts business owners to the food service industry. Economy of scale, when manufacturing and other activities become more cost-effective as a result of increased volume, is another factor that lowers the barrier to entry for new restaurants (Lee-Ross and Lashley, 2010). New entrants must also take into account fixed and operational costs, ensuring they may gain a cost advantage (Hill and Jones, 2014). The new entrants in this market may be able to get a competitive edge in pricing by purchasing in large quantities and taking advantage of price breaks. Notwithstanding poor profitability in the early stages of company, managing operations remains a worry for new entrants due to the large fixed cost. With these considerations in mind, it's fair to say that the restaurant business faces a modest threat from new entrants.
· Burgaining Power of Buyers
[bookmark: _Int_A2at17QB]The ability of consumers to barter is just as important to take into account as the competition from new competitors.. Customers' purchasing habits and their propensity to shop around have an impact on businesses across all sectors, including the food service industry (Adhikari and Rao, 2013). Customers have an impact on restaurants in a variety of ways, including via pricing adjustments, menu additions or deletions, service standards, and overall satisfaction. On the other hand, restaurants can't afford to have overpriced menu items if they want to attract a sizable clientele. The pricing should be modified so that they are within the means of the intended clientele. This research suggests that customers have a fair amount of leverage when negotiating prices at restaurants.
· Burgaining Power of Suppliers
Companies that offer restaurants with ingredients are considered suppliers in this sector. Chong et al. (2001) state that the number of suppliers in an industry determines how much sway a supplier has on the purchasing choices of its customer businesses. When there are several sources for a certain raw material, the suppliers in that area have less influence than they would in a market with fewer providers. A restaurant's negotiating position with its suppliers is also affected by its size. As compared to major restaurants that make bulk orders, little eateries provide their suppliers more leverage due to their larger order volume. If they want to keep doing business with the big companies, suppliers have to charge what those companies are willing to pay for raw materials.
· Threat of Substitutes
Since there are so many players in the restaurant business, diners have a lot of options when transferring between establishments. Another characteristic that facilitates a customer's switching loyalties is the cheap switching cost (Chong et al., 2001). Customers who care more about quality and the whole dining experience are willing to pay a higher price, while those who are eager to save money will go elsewhere (Solomon, 2018). Substitute goods pose a significant risk to the restaurant sector since customers may easily transfer to a different establishment if their first dining experience does not meet their expectations.

· Competitive Rivalry
4. The amount of competition rises when there are more restaurants (Chong et al., 2001). These companies strive to keep a bigger share of the market than their rivals do while also bringing in a consistent income that can be used to finance expansion. Small firms in the restaurant industry consequently confront a sizable degree of competition, which makes it challenging for them to reach and maintain high levels of profitability. There is intense competition in the restaurant industry as a result of the prevalence of fast food franchises and the sheer quantity of independent eateries. Because they spend more on promotion and the creation of new goods, big fast food chains may be able to maintain an advantage over their smaller competitors. Also, clients frequently experiment due to shifting demand and personal preference,customers often try new resturants

5. Mendelow’s Matrix has been developed in order to analyze the stakeholders individually while the measuring of the power and interest. The information can thereby be used in order to determine their potential of impact on the business decision (Mendelow, 1991). 
[image: ]
Figure 1: Mendelow’s Matrix of stakeholders
Source: Mendelow, (1991)
Quadrant One: Minimal Effort
Those stakeholders who have less influence and less at risk are located in quadrant A. As governments and communities have no vested interests in any particular company and no say in how those firms are run, they will fall into this category.  The owners of the delicious restaurant just need to make little efforts to maintain the satisfaction of these stakeholders.
Quadrant Two: Keep Informed
The second quadrant consists of those stakeholders who have less influence but a greater interest in company matters. Customers of Delicious Restaurant, both present and potential, belong into this group since they have a vested interest in what the restaurant has to offer yet, as individuals, have no say in the restaurant's operational decisions. This group includes employees as well, as they have a vested stake in the company's success but are unable to affect decisions on their own. The owner of the Delicious restaurant has a responsibility to keep these two groups informed.
Quadrant Three: Keep Satisfied
Such stakeholders, who have greater influence but less vested interest in corporate activities, are found in the third quadrant. The decision-making processes of the food industry are significantly influenced by food safety regulators, who fall under this quadrant. However, they are less concerned with the outcomes of particular enterprises' activities. It's important to maintain their satisfaction.
Quadrant Four: Key Players
The stakeholders who have both greater influence and greater business interests are found in quadrant D. The three main stakeholders for delicious restaurant are the owner, suppliers, and lender. Customers must be kept happy since, if their needs aren't met, they'll exert pressure on the company to change its course.
[bookmark: _3dk010tfnpz6][bookmark: _Toc129431113]5. Strategic Growth Options
[bookmark: _Toc129431114]5.1. Porter’s Generic Strategy
According to Porter (1985), factors that, after an industry has been selected, will determine where an organization ranks among its rivals. Delicious retaurant need to differentiate itrself from the competition, achieve cost leadership, or narrow your focus to become a successful business; just operating in a promising market is not enough. If the owner as a decision maker don't choose one, the restaurant will end yourself "trapped in the middle," as Porter puts it, and restaurant’s results will be subpar.
[bookmark: _Toc129431115]5.1.1. Differentiation
Differentiation is a competitive strategy whereby Delicious restaurant can set itself apart from its rivals by providing something that they provide that their rivals do not. It is possible for Delicious restaurant to make its menu offerings stand out from the competition by strategic marketing, unique cuisine combination, superior customer service, or cutting-edge innovations in cooking process. Competition from rivals may be mitigated by cultivating brand loyalty among customers as part of a differentiation strategy. Thus, consumer loyalty is crucial for Delicious restaurant pursuing a differentiation strategy.
[bookmark: _Toc129431116]5.1.2. Cost-leadership
As a kind of competitive strategy, "Cost Leadership" Delicious restaurant’s concerted efforts to become the low-cost producer in its industry by such means as the deployment of more efficient large-scale kitchen facility, cost reduction, economies of scale, vertical integration in supply chain, and strict cost controls. Because of their cheap costs, they can be in a position to undercut the competition via pricing strategies like penetration pricing while still maintaining competitive quality and acceptable margins.
[bookmark: _Toc129431117]5.1.3. Focus
One competitive approach is called "focus," and it entails narrowing Delicious restaurant's attention to a certain subset of customers or geographic market. A niche market will be targeted by the company's distinctiveness or cost leadership approach, rather than the whole industry. Delicious restaurant may choose to pursue a strategy that focuses on a subset of its potential customer base within a given market. In addition to the Cost Focus and Differentiation Focus, the focus approach also includes other variations. Competitively speaking, these two tactics are unique only from Differentiation and Cost Leadership.
[bookmark: _Toc129431118]5.2. Ansoff’s Matrix
The Ansoff Matrix is a strategic planning tool used by businesses to identify and evaluate potential growth opportunities based on a combination of existing and new products/services in existing and new markets (Ansoff, 1957).
[bookmark: _1x52pbqrbpw7][bookmark: _Toc129431119]5.2.1. Market Penetration Strategies
Customers are attracted via competitive product and service offerings, and the business may maintain its current client base while expanding its sales to its already-engaged clientele (Ansoff, 1965). Yet, if done carelessly, challenging a client on items or services that are not directly attacking might decrease a company's profit margin. But, it's more cost-effective in the long run to keep current customers buying consumer items. Delicious’s business strategy includes a focus on "market penetration in current market," by providing unique taste and best quality food products which is successful and results-oriented (Lynch, 2009).
[bookmark: _h6s3h2gqxfeg][bookmark: _Toc129431120]5.2.2. Market Development Analysis
Establishing and maintaining a successful business depends critically on establishing strong relationships with customers. Creating and releasing new goods and services for a current market, or embracing an existing product and releasing it to a new market. Companies regularly retool, upgrade, rebrand, and expand in search of new tactical client acquisition methods. Although the restaurant is committed to serve it’s current clientele far into the future, it can be recognised the need of expanding the reach to a broader audience in order to sustain the company for the long haul (Audu and Umar, 2014).
[bookmark: _ftc4dinz7p0][bookmark: _Toc129431121]5.2.3. Products Development Growth
Extending the product's usefulness and lifespan into a new market may increase the product's total value, provide it more room for development, and open the door to expansion into a larger market. Strategy for developing and growing a business with little risk, including tactics including value-adding, repackaging, advertising, entering a new market sector, and selling the same goods and services to a more receptive audience (Lynch, 2006). Finding new avenues of income and expansion by analysing existing markets and spotting unoccupied niches. Since, the restaurant owner want to increase sales to current customers and expand the client base in order to increase market share of the market in the next years. The restaurant’s potential lies in expanding its customer base, increasing its sales, and enhancing its goods and services via strategic market planning. Advantages in the marketplace are achieved by well-thought-out plans for marketing, distribution, and pricing that appeal to customers while yet keeping costs low enough to keep the firm afloat (Brown et al., 2008).
[bookmark: _x9s5u7twn0rd][bookmark: _Toc129431122]5.2.4. Diversification Series
Attempting to invest is the most difficult, expensive, and hazardous choice since it involves learning new skills and forming new relationships. Although hazardous, partnering with another company might lead to greater profits and new opportunities for growth.
[bookmark: _yajonhiqs2km][bookmark: _Toc129431123]6. Selection and Justification of Best Strategy
In order to understand how various factors might be used to produce expansion opportunities, businesses must engage in business development. This "long-term value" is money, and it is essential to a company's survival, reputation, and growth (Pollack, 2012) It's also the calculated and heightened efforts the restaurant is making to expand our company's market share and its interaction with the external environment as we go forward and investigate potential new avenues of success (Beaver, 2002).
Market Development (or Market Expansion) has been chosen as Delightful Restaurant's primary business strategy. According to Tsatsoula (2018), this can be done via the use of extra market segmentation and the ability to recognise a new customer to take full use of the market's prospects while developing marketing strategies. When an established product is introduced to a new market, this is known as market development. One approach to do this is to discover an alternative use for the product. When the product at hand is food, appealing to potential new clients may simply consist of offering dishes from different parts of the world. All of this can only be achieved once a thorough analysis of the current market has been conducted, taking into account the potential of the new market. There are several approaches to this strategy, such as entering new markets or creating new product packaging, but the most well-known is entering new markets via the franchise model, which allows businesses to grow internationally by selling their wares in other countries.
Further, abandoning the ‘value-cost’ trade-off, with the Blue Ocean Strategy by Kim and Mauborgne (2005), Delicious restaurant’s owner Mr. James can be advised to pursue differentiation and low cost simultaneously: it is about driving costs down while simultaneously driving value up for buyers.
	
	Market development or market expansion
	Value cost 
	Blue Ocean strategy

	Sustainability 
	
	
	

	Feasibility
	
	
	

	Acceptability 
	
	
	







Table: SAF Matrix
Source: Author 
[bookmark: _y8u12sdya3ap][bookmark: _Toc129431124]7. Implementation Plan
[bookmark: _j102xgc9nokq][bookmark: _Toc129431125]1. Exploring Opportunities
The restaurant should first determine its most promising growth areas before venturing into a new market or introducing new food items. This may give insight into which prospects have the most potential for success and assist you and the firm get closer to your objectives. The restaurant may start investigating expansion possibilities by:
· Identifying Target Audience: To successfully launch into a new market, the restaurant must first determine that market's specific needs and wants. To better understand this potential customer base and whether or not they would be interested in the offering, the company may develop a buyer persona.
· Analysing Market: After settling on a certain demographic to sell to, the business should investigate the market to identify possible rivals. Assessing the merits, detriments, prospects, and risks posed by rivals using a SWOT analysis.
[bookmark: _w52sgvf1e9yo][bookmark: _Toc129431126]2. Estlablishing Growth Goals
The company has to think about what parts of the business it wants to develop by entering new markets or releasing new products. Here are a few crucial ones:
· Sales
· Net profit
· Employees
· Products
· Customers or users
· Geographic locations
The next step is to create a SMART objective for every area of interest. A SMART goal is one that can be clearly defined, quantified, outlined, and accomplished within a certain time frame.
[bookmark: _3bpr4xh8i75][bookmark: _Toc129431127]3. Developing Marketing Plan
After deciding on expansion targets and assigning resources, the next step is to devise a strategy for attracting new clients to the eatery and familiarising them with the selections available on the menu. This has the potential to assist the organisation in increasing brand recognition as well as demand. The marketing team is responsible for establishing key performance indicators (KPIs) for the campaign. Some examples of KPIs are the number of individuals reached or the number of clicks back to the website. Then, over the course of the campaign, monitoring these key performance indicators may help identify problem areas and evaluate success.
[bookmark: _rad0v7gzcnvj][bookmark: _Toc129431128]5. Analysis of Results
The firm will be able to evaluate how effective the plan is and predict whether or not it will be able to reach the forecasts if it collects data on sales. In addition to this, it may be helpful to identify areas that might need improvement and to optimise the strategy so that it can contribute to the achievement of the objectives.
[bookmark: _pi7si7zhmyaa][bookmark: _Toc129431129]6. Monitoring Techniques
If "market development" is monitored effectively, there will be no need to worry about the company's resources going to waste. Delightful Resturant" has the potential to achieve a streamlined and effective strategy for market growth if it implements a programme of frequent review.
Monitoring client input via polls and surveys is one of the controls that are included into each strategic growth strategy. By running online polls on the Internet, the corporation may approach clients in a roundabout way and ask them specific questions regarding the food and drink options they provide.
Sales may be evaluated based on the number of units sold, the amount of money earned, or the profit amount. Every growth strategy starts with figuring out how the plan will affect the target market in some way. Again, this is something that can be accomplished via the use of market surveys or at the point of sale with the support of retail partners.
[bookmark: _r0sjqqqbu187][bookmark: _Toc129431130]7. KPIs
1. Sales.
2. Net profit.
3. Employees Count.
4. Number of Menu Items
5. Average Ticket Size.









[image: ]
Kaplan, R. and Norton, D., 1992.





	Criteria 
	Objectives 
	Measures 
	Targets 
	Initiatives

	Financial 
	Net Profit
	Increase the net profit
	Set targets to be achieved 
	Indulge in initiatives 

	
	Sales
	Increased sales
	Set targets to be achieved 
	Indulge in initiatives

	Customers 
	Number of Menu Items
	Increased customer turn ups 
	Set targets to be achieved
	Indulge in initiatives

	
	
	
	
	

	Internal Business
	
	
	
	

	
	Employee count 
	Increased employee count 
	Set targets to be achieved
	Indulge in initiatives

	Learning and Growth 
	Average Ticket Size
	Growth ticket numbers
	Set targets to be achieved
	Indulge in initiatives

	
	
	
	
	





[bookmark: _odgnxgkz9k4j][bookmark: _Toc129431131]Conclusion
It is not inappropriate to investigate a number of different options, both strategic and operational, for expanding operations within the restaurant industry. In spite of this, when presented with the option of "market growth" as a strategy, a sizeable majority of business owners in this sector choose to expand their operations via the purchase of franchises. The question of growth is especially important from the perspective of customers because of the increased need for simplicity and uniformity in all areas of their purchasing decisions. This makes the subject of expansion particularly relevant. "Market Development," which should be read in the context of the "Delicious Restaurant," is a beneficial strategy for many types of regional expansion, according to the results of the research. This interpretation should be used. The study also included a plan of action for putting the suggested growth strategy into action, as well as a monitoring strategy and KPIs to gauge the strategy's success. Because having a well-planned strategy for expanding into new areas may lead to the acquisition of more consumers, which would in turn contribute to the expansion of the company. The development of a comprehensive growth strategy might be beneficial to "Delicious Resturant" in a variety of different ways.
[bookmark: _xhl2lzrsvo]
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