                             [image: ]

  
Name Of Student: Rinkuben Akshaygiri Aparanathi
                 
                       Student ID: 2221508
     
       Module Name: Strategic Management
          
                  Module Code: LCMB7003

            Submission Date:  19th December







Contents
Introduction	3
Part 1: Setting Up a Vision, Mission, and Objectives for the Company	3
ssVision:	3
Mission:	4
Objectives:	4
Part 2: Environmental Audit for the Restaurant ‘Delicious’	5
External Audit	5
Internal Audit	8
Part 3: Evaluation of the Strategic Options and Selecting the Best Fit Strategy for Achieving Sustainable Competitive Advantage	10
Part 4: Implementation and Execution of the Strategy for the Restaurant ‘Delicious’	13
Part 5: Application of Different Monitoring Tools for Monitoring the Strategy	16
Conclusion	18
References	19



[bookmark: _Toc152950935]Introduction
The process of strategic management involves developing and executing strategies to achieve the long-term goals and objectives of an organization. It enables monitoring the progress of an organization against the long-term plans and goals. The business functions in a highly competitive and dynamic business environment and as such it is highly essential to develop and implement the right strategies in the right situations (Bora et al., 2017).  
This report has been undertaken to create a strategic plan for the small-scale fast-food restaurant ‘Delicious’ which is a UK-based restaurant that intends to expand its business operations within the country. In this context, the report primarily presents a description of the vision, mission, and objectives of the company along with conducting an environmental audit for it. This is followed by evaluating the strategic options for the company and selecting the best-fit strategy to achieve a sustainable competitive advantage. Also, the report presents an analysis of the strategic environment of the company and illustrates the application of different monitoring tools for overviewing its strategy. 
[bookmark: _Toc152950936]Part 1: Setting Up a Vision, Mission, and Objectives for the Company
Delicious, a small-scale restaurant in the UK, is striving towards promoting its expansion in the country to become a renowned restaurant and supporting its long-term growth and development. In this context, the restaurant needs to determine its strategic goals and objectives in the form of determining its mission, vision, and future growth objectives. Mission and vision statements determine the critical aspects of the identity of a business (Ingenhoff and Fuhrer, 2010). The mission statement will outline the purpose of the restaurant defining its core values and products whereas the vision statement determines its long-term aspirations. Both will provide information to the stakeholders of the restaurant such as employees, customers, and communities about the strategic goals driving the restaurant and the measures that will be taken for achieving them. The mission, vision, and objectives will outline the strategic aims and priorities that will be communicated to the stakeholders to gain their constant support. 
[bookmark: _Toc152950937]Vision:
Delicious intends to become a most popular choice restaurant offering diverse and innovative food items at reasonable prices meeting high food standards and quality.  The restaurant will be known for its higher commitment to fostering customer experiences by driving constant innovation in food offerings. 
This will be achieved by adding innovative menu items that will enable the restaurant to distinctly position itself from the competitors. The core values of the restaurant business will be focused on adopting responsible business practices for protecting the community and achieving higher customer loyalty (Lee, 2011). 
[bookmark: _Toc152950938]Mission:
To provide a unique customer experience by meeting their distinctive food taste and preferences and achieving higher satisfaction levels. This would be attained through taking regular customer feedback to identify the issues and therefore implementing new strategies for continually improving their experience (Walker, 2021). 
Also, the restaurant will intend to foster the development of local communities by generating employment and ensuring that meets the environmental standards.
[bookmark: _Toc152950939]Objectives:
The major objectives of the restaurant in driving its expansion within the UK can be defined in terms of driving customer satisfaction, marketing development, driving innovation in menu items, improving operational efficiency, promoting employee and community development, and lastly supporting financial growth. 
Increasing Customer Base:
1. To increase the customer base visiting the restaurant to about 18% by promoting marketing expansion
1. To enhance the customer experience by offering innovative and delicious food menu items at competitive prices
Enhancing Market Expansion:
1. To widen the customer base in the coming years and increase the market share.
1. To offer new menu items to draw customer attention at affordable prices and enhance the market share in the UK restaurant industry (Bora et al., 2017) 
Fostering Operational Effectiveness:
1. To implement the use of innovative technology expertise and solutions for enhancing the efficiency of operations
1. To adopt sustainable and responsible business practices for reducing food wastage (Ingenhoff and Fuhrer, 2010).
Supporting Employee Development:
1. To provide ongoing training programs to the workforce to enhance their skills and expertise
1. To achieve employee satisfaction and loyalty to reduce their turnover rate
Promoting Community Engagement:
1. To adopt the use of sustainable and responsible business practices to ensure the well-being of the communities
1. To work in partnering relations with communities to gain their continued support to conduct business operations successfully (Walker, 2021). 
The strategic objectives of the company intend to achieve the stated mission and vision for supporting its market expansion in the UK so that the restaurant can become a leading player in the restaurant industry of the country. 
[bookmark: _Toc152950940]Part 2: Environmental Audit for the Restaurant ‘Delicious’
[bookmark: _Toc152950941]External Audit
The external audit for the restaurant can be conducted with the use of PESTEL analysis that would enable an examination of the external environmental factors influencing the performance of the company that is stated below:

Political Factors
The support provided by the UK government is essential to be determined before launching the market expansion plan for the restaurant. The political stability in the UK can support the future growth of the restaurant but it can face supply chain fluctuations after Brexit. It can result in emphasizing the use of local resources also can create problems in gaining labour supply and transforming its recruitment policy (Xilu, 2020). 
Economic Factors
The economic fluctuations after Brexit can hinder the market expansion of the restaurant within the UK. The difference in foreign exchange rates can result in becoming a problem for the food industry increasing the operational costs by causing a rise in the process of raw materials (Reeves, 2021). The rising cost of goods sold can consequently result in raising the menu prices of the consumers and this can hurt profitability. The disposal income of the consumers would be greatly impacted due to economic uncertainties after Brexit therefore impacting the income level of the restaurant business. It has also been reported in this context that restaurant sales within the UK have declined to a higher extent due to the economic crunch after Brexit. The decline in the profitability margins is due to lower consumption of the restaurant products owing to increased inflation rates (Hendry et al., 2019).  
Social Factors
There has been a change in consumer health preferences in the UK after the pandemic of Covid-19. Consumers have a higher preference for healthy food products as they are becoming increasingly conscious of their health needs (Santeramo et al., 2018). This can impact the menu offerings of the restaurant as they need to meet these changing consumer needs and expectations and therefore include healthier meal options to draw customer attention and support the plan of gaining market expansion within the country. There is declining consumption of fast-food menu options among people due to higher evidence of obesity and diabetes and therefore restaurants need to focus more on offering healthier food options to consumers (Xilu, 2020).


Technological Factors
The technological environment of the UK would support the future expansion of the restaurant business. This is due to the presence of advanced technological equipment to support the operational functions of the restaurant. In addition to this, the presence of digital platforms such as social media provides an opportunity to businesses for promoting their innovative menu options to a wider customer base and also gain instant customer feedback for driving improvement. The online reviews shared by customers on social media platforms can play an important role in shaping the perceptions and views of consumers towards decision-making in the restaurant industry (Verevka, 2019). 
Restaurants of all sizes and types within the UK have also partnered with online food delivery partners such as Deliveroo, Just Eat and others to meet customer preferences for home delivery of food. In addition to this, the technological advancements of Artificial Intelligence (AI) and others can revolutionise the restaurant business such as achieving higher operational efficiencies and cost savings. For example, the use of AI-powered customer service chatbots and inventory management systems can improve operational effectiveness (Farooq, 2023).
Environmental Factors
There is a higher impact of environmental factors on the restaurant business. This is because the operational activities of the restaurant business can affect the environment and therefore there is a need to comply effectively with the laws related to climate change and pollution. The restaurant business needs to focus on the issues of achieving higher energy efficiency and conservation of environmental resources (Ioannou and Dukes, 2021). This is a need to place a strong focus on reducing the environmental footprint and taking initiatives for minimising food wastage issues through the use of measures such as recycling.
Legal Factors
There is also a need for businesses to comply with different laws and regulations. As such, there is a need to adhere to the laws related to taxation and trade laws while importing goods from other countries. The trade laws have been reformed after the occurrence of Brexit and as such failure to comply with the regulations can result in negatively impacting the business of the restaurant (Farooq, 2023). In addition to this, there is a higher need for restaurants to comply with the employment laws to ensure the safety and well-being of employees. The main legal laws that need to be followed by Delicious Restaurant for its successful expansion in the UK are related to occupational health and safety laws to reduce the risks related to injuries and secure wages (Ioannou and Dukes, 2021).
The major factors that have been illustrated by conducting an external environmental audit of the restaurant ‘Delicious’ that should be considered while promoting its plan of expansion are depicted below:
[image: A screenshot of a computer

Description automatically generated]
Figure 1: External Factors Impacting the UK Restaurant Industry
Source: (Openstax, 2023)
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‘SWOT analysis can be used to evaluate the internal environment of the company in the form of assessing its strengths and weaknesses and identifying the potential opportunities and threats.
	S (Strengths)
1. Delicious restaurant presents a wide array of international cuisines that can appeal to a wide customer base supporting its plan of international expansion.
1. Higher focus on offering innovative menu options to meet the changing customer tastes and preferences.
1. Higher customer awareness or recognition in the UK restaurant industry operating on a small scale offering limited but innovative meal options.
1. The presence of a skilled workforce to support the global expansion plans 
	W (Weaknesses)
1. Lacking strong brand recognition as compared to large restaurants in the UK restaurant industry.
1. Brexit has led to the occurrence of supply chain issues among the restaurant businesses in the UK that can lead to increasing operational costs (Chang, 2018)
1. Small-scale restaurants lacking brand recognition 

	O (Opportunities)
1. Increasing health awareness among UK customers is presenting an attractive opportunity for the restaurant business to offer innovative healthy meal options and gain customer attention (Shishan et al., 2021) 
1. Adopt the use of technology initiatives such as social media to promote the new menu items 
1. Implementing the use of responsible and sustainable business practices to develop a distinctive image in the minds of the customers and enhance brand reputation
1. Expanding delivery services to meet the changing consumer needs and preferences (Verevka, 2019)
	T (Threats)
1. The economic uncertainty prevailing in the business environment of the UK can impact consumer spending and this can have a negative implication on the business expansion plan of the restaurant (Reeves, 2021)
1. Need to comply with stricter food regulations in the UK such as meeting the standards of food safety or labour laws
1. Supply chain disruptions can have an impact on the operational costs of the company (Chang, 2018)



It can be stated based on an internal audit conducted that the major strength of the restaurant business ‘Delicious’ is its existence in the UK market which has enabled it to maintain a relationship with customers or suppliers that it can leverage for developing its future relationships and supporting its strategic aim of market expansion. The weakness is related to its small-scale operations and therefore need to acquire more resources requiring huge capital investment to undertake its future endeavours. The opportunities are diverse relating to the high growth of healthy meal diets, developing a distinctive image by becoming a sustainable restaurant business, using online delivery services, and promoting its marketing with the leverage of social media platforms. However, there is also a perceived threat related to the occurrence of Brexit leading to economic uncertainties and not being able to gain sufficient funds being a small-scale business. 
[bookmark: _Toc152950943]Part 3: Evaluation of the Strategic Options and Selecting the Best Fit Strategy for Achieving Sustainable Competitive Advantage
The Ansoff Matrix can be adopted to evaluate the strategic options available to the restaurant for facilitating its plan of business expansion. It is also known as the product-market expansion grid and it is known for evaluating the attractiveness of growth strategies that are available to a business either through leveraging its existing products in the market or introducing new ones (Gurcaylilar-Yenidogan and Aksoy, 2018).  There are four strategic options as provided by the matrix that are discussed below:
1. Market Penetration: The strategy relies on driving the increase in the sales of existing products in the existing market
1. Market Development: The strategy emphasizes selling existing products within the new markets
1. Product Development: This strategy dealt with introducing new products in the existing markets
1. Diversification: The strategy focuses on gaining entry into new markets by offering new products
In the context of the expansion of the restaurant business ‘Delicious’ into the UK market, the strategic option that it needs to adopt is market penetration. This is because the restaurant business is seeking expansion into the existing market of the UK by introducing new products and increasing the customer base. Market penetration can be achieved through offering innovative menu items such as healthy meal options and others that are distinctive from competitors to increase the customer base (Goeyardi et al., 2022). In addition to this, online delivery services will also be started to widen the target audience reach. This will enable increasing the sales revenue and therefore realising higher profitability and supporting the expansion plan of the restaurant business. The increased customer base will help the restaurant business to realise the concept of economies of scale in the long term and as such reduce the operational costs which would therefore enable improvement in the profitability margin in the long term.
The market penetration strategy is associated with less risk for the restaurant as it already possesses the knowledge of the UK market and can use it to achieve higher growth margins in the future. The restaurant business can rely on the existing relationship with the suppliers or customers to support its plan of market expansion with the use of this strategy. This type of strategy can be executed by the business by increasing the marketing efforts such as adopting the use of digital platforms of social media and partnership with online food delivery services to widen the customer reach (Gikunda et al., 2023). Moreover, the restaurant business can also acquire a small-scale restaurant business that can add value to its existing product portfolio improve the distribution network, or gain the advantage of any other distinctive resources to support its plan of expansion with the use of this strategy. 
The best-fit strategy for the restaurant would enable it to attain a sustainable competitive advantage. The generic strategies of Porter can be adopted for this purpose that consist of mainly cost leadership, differentiation, and focus strategy explained as follows:
1. Cost Leadership Strategy: The strategy is adopted by businesses to become the lowest-cost producer within the industry to improve the profitability margins. This would also enable a reduction in the prices of the products and services and attract customers (Islami et al., 2020). 
1. Differentiation Strategy: The strategy emphasizes offering distinctive products or services to the customers and thereby gaining a competitive advantage. 
1. Focus Strategy: It relies on targeting a specific target audience based on their needs and preferences and gaining a distinctive competitive position in the market (Tanwar, 2013). 
Based on these generic strategies, ‘Delicious’ restaurant is recommended to adopt the use of the differentiation strategy to support its plan of market expansion and growth. This is because the strategic aim of the restaurant is to offer unique and distinctive menu items to the customer to increase their attention and achieve higher brand recognition to promote its expansion in the food market of the UK. As such, offering unique, tasty, and innovative menu items at affordable prices would enable the restaurant to gain a competitive edge within the restaurant industry and can prove to be highly effective in supporting its market expansion (Aisyah, 2020). There would be a higher emphasis on maintaining quality standards to maintain customer loyalty which is essential to foster a higher profitability margin. 
The higher customer loyalty would support the development of a strong brand image and as such restaurant can also demand higher prices for its unique menu items in the long run which would further encourage its profitability margins. The higher focus on driving innovation as per the differentiation strategy would also enhance the flexibility that in turn would enable in meeting the changing food trends and preferences of the customer and staying ahead of the competitors. As such, it can be said that the differentiation strategy is the best-fit strategy for the restaurant to adopt to support its sustainable growth as it would enable in enriching the customer experience and enable in maintain higher profitability margins (Kankam-Kwarteng et al., 2020). The restaurant can develop a distinctive niche in the UK restaurant industry with the use of this strategy by achieving higher brand recognition and developing a distinctive position that is difficult to imitate by competitors. 
This type of strategy can be implemented by the restaurant by evaluating the restaurant industry of the UK to analyse its recent trends, barriers, and opportunities. This would mainly involve recognizing the unmet needs of the target audience that should be catered to for developing a sustainable competitive advantage (Aisyah, 2020). It would also require significant capital investment on the part of the restaurant to drive constant innovation in the menu items developing its unique identity in the market and drawing a significant customer base. The restaurant business needs to emphasise developing a Unique Value Proposition for attracting customers. This could be offering innovative and healthy menu items to the customer at affordable prices. 
The successful adoption of the differentiation strategy is also focused on implementing a strong marketing strategy to promote the differentiated products and services of the customers to the target audiences (Kankam-Kwarteng et al., 2020). In this context, the adoption of unique marketing strategies such as giving regular discounts or creating attractive promotional offers and promoting them on social media can support the successful execution of the differentiated strategy of the restaurant. The restaurant can also adopt the use of online customer engagement and feedback systems to identify the views and opinions of the customers and continuously drive the improvement in the products or services to meet the customer satisfaction level. 
It is also recommended that the restaurant adopt the use of a focus strategy for introducing its healthy meal options to gain significant attraction from health-conscious consumers. This can involve developing specific advertisement strategies such as providing content information that discloses the unique ingredients used for the preparation of such healthy meal options and promoting them on social media platforms to draw the attention of a wider target audience. This would support the successful launch of such menu items by gaining attraction from the customers. 
[bookmark: _Toc152950944]Part 4: Implementation and Execution of the Strategy for the Restaurant ‘Delicious’
McKinsey 7S framework can be adopted by the restaurant to implement and execute its strategy of business expansion and fostering business growth in the long term. The framework has provided the seven key elements that need to be effectively aligned with each other for the successful execution of the strategy (Baishya, 2015). The different elements of the framework in the context of the restaurant ‘Delicious’ supporting its strategy of business expansion can be explained as follows:
Structure
This is the first element of the framework that refers to developing a well-defined business plan that enables the company to create a specific plan of action as per its mission and values. As per the mission and vision of the restaurant, it seeks to promote its expansion by creating a differentiated position in the restaurant industry of the UK by fostering flexibility and thus enhancing creativity and innovation. The restaurant in this context needs to develop a flexible organisational structure promoting open communication in which employees have autonomy over their work roles and this will facilitate creativity and innovativeness to meet its mission and long-term goals (Masfi and Sukartini, 2022). There should be a few hierarchical levels to support fast decision-making and execution of the strategy. 
Strategy
The expansion strategy of the restaurant business includes offering new menu options to a wider customer base. The target market or audience for the restaurant business will be selected through behavioural and geographical segmentation. In terms of geographic segmentation, the target audience with the customers of the UK whereas as per behavioural segmentation, it will consist of people who are food savvy and want to explore innovative menu items or have a high preference towards healthy meal options (Bismark et al., 2018).  The strategy needs to be properly communicated at all levels of the restaurant to ensure that everyone possesses a proper understanding of their roles and requirements.
Systems
It refers to the tools and techniques to be adopted by businesses for establishing the workflow and developing a proper chain of decision-making. The restaurant needs to have the presence of effective operational systems such as implementing an adequate system of managing inventory, production, ordering, distribution, and waste management to support its expansion strategy (Lee, 2011). This is required for achieving operational effectiveness and streamlining the flow of operations properly to attain the stated aims and objectives. This would require significant capital investment on the part of the company which would support its future growth needs and requirements. Technological systems such as establishing an online website or partnering with online food delivery partners would also be essential to put into place for supporting the plan of business expansion and growth (Salvarli and Kayiskan, 2018). 
Skills
This refers to the skills and expertise possessed by a company that supports it in achieving the stated goals and objectives. The restaurant business needs to analyse the skills and capabilities of the present workforce to determine the future scope of improvement and identify the additional workforce that will be required to support the strategy of business expansion. The new workforce might be required to meet the gap in knowledge and capabilities and meet the new job roles and positions that would be created in the process of business expansion.  In this context, it is required to develop and implement training sessions for enhancing the skills and capabilities of the existing staff to meet the new job roles and requirements.
Staff
The elements about ensuring the presence of effective talent management programs to develop the human resources to successfully execute the strategy. The management of the restaurant needs to adopt the use of transformational leadership approaches to prepare the employees to accept the new changes to be adopted in the context of supporting its new strategy (Salvarli and Kayiskan, 2018). This would involve working under the guidance or collaboration of the employees to identify their issues and needs and address them properly so that they are ready to accept the changes. Effective talent management programs need to be designed and implemented. This involves the use of proper training exercises, emphasis on recruiting, and the use of reward systems for managing the employee’s performance and motivating them to achieve higher results or targets. 
Style
The management style plays an important role in the businesses for successful implementation and execution of the strategy. Business leaders or managers need to establish a proper code of conduct that needs to be followed by all employees while meeting their job roles and responsibilities (Baishya, 2015). The code of conduct will provide the measures to be adopted by the employees to ensure that they are ethical and moral while meeting in their work roles. The leadership style needs to effectively align with the expansion strategy. As such, business managers or leaders need to adopt the use of a visionary or transformational leadership style to promote open communication and encourage active involvement with the employees to support the decision-making process.
Shared Values
The mission, vision, and objectives of the company need to be effectively aligned with each other and communicated to all organisational levels effectively. There should be an emphasis on developing shared values that should be developed in consultation with the employees to foster them to achieve the stated company aims and objectives (Salvarli and Kayiskan, 2018). The core values developed need to be communicated to all hierarchical levels of the restaurant to define its core culture. The core values should include teamwork, responsible business practices, innovation, and creativity to align with the mission and vision of the restaurant. 
Thus, the application of the framework would help in ensuring that all elements of the organisation are aligned with each other effectively and working in collaboration with each other to attain the expansion goals. 
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The different monitoring tools that can be used for evaluating the successful execution of the business expansion strategy of the restaurant are described as follows:
Balance Scorecard (BSC)
The Balance Scorecard (BSC) can be applied to monitor the results attained by the restaurant by the application of the strategy. The BSC helps in evaluating the performance of the company in terms of finances, learning and growth, customer perspectives, and business processes. The identification of the KPIs (Key Performance Indicators) in these areas would enable monitoring the success of the strategy:
Learning and Growth: This helps in assessing the performance of the employees against the stated goals and objectives of the business expansion. The KPI that can be used for this purpose is measuring the skills proficiency of employees, assessment scores obtained during training, and others (Laury et al., 2010). Employee performance tools such as 360-degree feedback systems and others can be used for evaluating their performance against the established metrics. The employees need to be provided regular feedback to improve their performance to meet the defined parameters. The proper feedback and tearing provided to the employees are essential so that their performance aligns with the strategic goals and objectives of the company (Masfi and Sukartini, 2022). 
Business Processes: This helps in the evaluation of the operational effectiveness of the business to meet its determined goals of growth and expansion. The KPIs that can be used to measure performance in this regard are an increase in productivity, a reduction in operational costs, and others.
Customer Perspectives: There is also a need for measuring customer satisfaction levels in terms of quality and price to assess the success rate of the restaurant. The KPIs include customer conversion or customer retention rate. In addition to this, the use of customer feedback systems would also enable assessing their satisfaction levels and identifying the areas of improvement. This would support making informed decisions and making changes in the strategies for driving future business growth. 
Financial Data: The financial growth and development attained by the company by the adoption of the expansion strategy can be monitored by the means of KPIs of Return on Investment (ROI), increase in sales revenue, and others (Laury et al., 2020). 
In addition to this, other monitoring tools can also be adopted by the restaurant to monitor the success of the strategy executed:
Implementing the use of POS Software
As the restaurant strives to gain expansion, it is essential to implement the use of Point-of-Sale (POS) software to maintain proper records of the sales data. This would help in providing important feedback regarding the trends and preferences of the customers in terms of the peak hours of visiting their preferred menu items and their issues and complaints. The collection of such data would enable gaining valuable insights and implementation changes in strategies as required to meet customer behaviours and trends thus facilitating future business growth (Huber et al., 2010). The use of such a technological system is an effective method that can be adopted for monitoring the expansion strategy of the restaurant and implementing the changes as required to maintain flexibility.
Conducting Competitor Analysis
It is also essential for the restaurant to evaluate the strategies adopted by the competitors for maintaining required changes to maintain its competitive position. This would involve reviewing the competitor's sales, menu offerings, marketing or promotional strategies, and online customer ratings. This would also facilitate informed decision-making and making future strategies for addressing the competitive challenges and continually striving for improvement and growth.
Implementing Use of Social Media Analytics Platforms
The social media channels can be used by the restaurants for monitoring the reviews of the customers and gaining prompt feedback that would support quick decision-making to make necessary changes in business processes and offerings. The customer reviews and comments shared on social media platforms would prove to be highly beneficial for this purpose to identify the gaps and develop future strategies of growth (Huber et al., 2010).  
[bookmark: _Toc152950946]Conclusion
It can be said from the discussion conducted that it is highly necessary for the restaurant ‘Delicious’ planning to expand its business in the UK to undertake and implement proper strategic planning. This will require conducting external and internal audits of the business to identify future opportunities and trends and also analysing the internal strength of the business. There is a need to develop a proper strategic mission and vision to drive future growth of the business and outline its plan of business expansion. The strategic option recommended for the restaurant in this context is adopting the use of a market penetration strategy that would enable in promotion of the business expansion into its existing market of the UK. The best-fit strategy that is suggested to be adopted is a differentiation strategy that would enable in development of a distinctive position in the restaurant business and outperform the competitors. Lastly, the McKinsey 7S framework would facilitate in implementation and execution effectively the strategy of business expansion and monitoring tools such as BSC can be adopted for reviewing the strategy's successful adoption.
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