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1. Introduction.
The United Kingdom (UK) hospitality industry is highly competitive, with new entrants consistently entering the market. In this context, small and medium-sized enterprises (SMEs) face significant challenges to compete and grow sustainably. Strategic management provides a framework for SMEs to analyze their internal and external environment to develop a new strategy to remain competitive while achieving their objectives. This report presents a strategic management example based on the case study of Mamuska! Polish Restaurant and Bar - the largest Polish restaurant in the UK. The report critically appraises the organization's current strategic direction and conducts an environmental scanning using tools such as PESTLE, SWOT, VRIO, and Porter Five Forces analysis to get the full picture of the chosen organization. 
Additionally, the paper extends a stakeholder analysis to identify the expectations of different stakeholders and their power-interest Matrix grid in its strategy. Based on this analysis, the report proposes a new strategy best fitted for Mamuska!, considering the challenges SMEs face in their industry. 
The report also proposes balanced scorecards (BSC) to measure and monitor the proposed strategy. The author supports the conclusion of the findings with recommendations from professional literature gathered within this report, including available company insight from its website. 
Polish Kitchen and Bar Mamuska! - Company Background 
Mamuska is a spacious Polish restaurant in London owned by Ian Coll and his wife. It is one of the largest in the UK, with 25-50 employees. The restaurant specializes in homemade Polish dishes and offers a unique and affordable dining experience. Mamuska has a seating capacity of 120 seats, an outdoor terrace, and a mezzanine bar for 150 guests. Mamuska is actively seeking investment opportunities to expand throughout the UK, Europe, and eventually enter the American market, while maintaining its commitment to delicious, nutritious, and authentic Polish cuisine.
2. Strategy Appraisal - Company Highlights
Strategy: According to Drucker (1994), a firm's strategy is indeed its theory on how to gain a competitive edge over its competitors.
Strategic Management: When it comes to achieving business success, having a solid strategic management process is crucial. By carefully analyzing numerous factors and making informed choices, a company can increase the likelihood of choosing a winning strategy that provides them with a competitive edge. An example of this process can be seen in Figure 1. below. 
Figure 1. Modified by E. Kander, 2024 - Based on Barney and Hesterly, 2018. 
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Figure 2. Mamuska Polish Restaurant and Bar Snapshot based on Coll, 2022. 
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Mission and Vision: The organization's mission and vision statements highlight its objectives to deliver delicious, healthy, affordable, and authentic Polish meals to existing and new markets all over the UK and beyond. The brand recognition will make Mamuska! the first choice of customers around the UK.
Business Model: The Polish Kitchen and Bar Mamuska business model is self-service, which has an advantage due to the minimum labour requirements in the dining area and kitchen, where food is cooked from scratch and sold comparatively cheaply. However, with a large batch of cooking and exceptionally low COGS, profitability soars when space and traffic flow result in high revenues. 
Current strategy: Mamuska's current strategic direction is focused on expanding the brand across the UK, into Europe, and eventually into the American market (Coll, 2015). 
Strategy Appraisal: It is a sound strategy in theory. However, the restaurant's financial foundation must be established before pursuing an ambitious growth trajectory. This could involve reducing costs, improving operational efficiency, and increasing revenue streams. To gain sustainable growth, Mamuska could consider a phased approach to expansion, focusing first on strengthening its existing market position and building its brand before tapping into new markets. This could involve investing in marketing and customer service initiatives to enhance the customer experience and build brand loyalty. 
As learning from the Mamuska history, this paper resumes that the company shows characteristics of the strategy - competing on the edge. Based on the company's ability to evolve in the dynamic environment, it should be admitted that it builds resilience and flexible approaches to continue its growth. This strategy is explained below in Figure 3. 
Figure 3. “Competing on the edge” based on citations from Lynch, 2018.

According to Wheelen and Hunger (2006), in the business strategy approach, the focus is on enhancing the competitive position of a company's products or services within a specific industry. However, in fiercely competitive and unpredictable industries, successful firms tend to pursue a strategy called "competing on the edge." This strategy prioritizes flexibility and adaptation over efficiency and optimality. The idea is to stay resilient in the face of setbacks and constantly locate new sources of advantage through continual revolution over time (Lynch, 2018).  

3. External Analysis
Businesses must comprehend and analyze all external factors that can impact their operations. These factors include the society in which the company operates, the physical resources available, the environment, and the climate. According to Wheelen and Hunger (2012, p. 94), “These factors can significantly affect the industry and the company's competitive position.” Thus, it is essential to understand the influence of the external environment and devise strategies to mitigate its impact. 
PESTEL examines the Political, Economic, Social, Technological, Environmental, and Legal factors that affect businesses, including Mamuska Restaurant. The analysis highlights the following main factors below in Figure 4. 
Figure 4. PESTEL Analysis for Mamuska Restaurant and Bar.
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Social factor impact: There is a growing trend of healthy eating among customers, which has increased the demand for vegetarian and vegan food. This could impact Mamuska negatively due to its limited variety of plant-based foods.
Media: Positive media coverage can increase brand recognition and customer engagement, while negative reviews or media coverage can impact the restaurant's reputation and customer traffic. Additionally, customers rely on online reviews and ratings to make their dining decisions.
Environmental: The organization's sustainable waste management practices align with the increasing customer demand for environmentally conscious businesses. The restaurant's practices include recycling waste materials, eco-friendly cleaning solutions, and organic pest control methods (Coll, 2022).
Legal: Non-compliance with these laws can lead to penalties and fines, so Mamuska needs to stay updated on new policies to follow all necessary regulations.
An extension of these points is available in Appendix B.
Mamuska's Technology:  Online ordering platforms and delivery services have made it much easier for customers to order food from restaurants. Mamuska! has several delivery options, including its app, website, and mobile platforms such as Just-Eat, Uber Eats, and Deliveroo. As this sounds great, it could create chaos in order management and delays without an appropriate system (Coll, 2018). Mamuska provides digital kiosks and QR codes on its menu for customers to scan and make orders, which are sent directly to the kitchen, reducing errors and smooth operation, including contactless payment. It is a move in the right direction, especially with staff issues, which could increase efficiency and decrease the waiting time (Coll, 2024). However, there is always a part of customers who are not digitally friendly. The management should have enough staff to balance this, especially at the busiest time.  Mamuska could leverage digital marketing to improve brand recognition and reach wider audiences, especially with catering services and new products. 

Through this analysis, the restaurant can gain insights into the macro-level factors that influence the industry and identify potential opportunities and threats that restaurants in the UK might face. The extended version of PESTEL for Mamuska restaurant is available in Appendix C. 

Porter's Five Forces Analysis: 
Porter's Five Forces Analysis is a tool that helps identify an industry's competitive intensity and attractiveness. According to Porter, (2008, p.79), strategy is defined as "the creation of a unique and valuable position, involving a different set of activities." It is a set of integrated decisions and actions that help a company achieve its goals and objectives. A good strategy involves a deep understanding of the market, competition, and the company's strengths and weaknesses. It should be flexible enough to adapt to changes in the market and should be well-executed to generate the desired competitive advantage. The analysis for Mamuska shines a light on the sector and provides interesting results in these aspects.  
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Bargaining Power of Suppliers: Mamuska restaurant has faced many challenges in recent years with its suppliers, including the fishing war between the UK and France, which led to exorbitant cod prices and the removal of the Fish and Chips dish from their menu for a while (Coll, 2022). This event disappointed 40% of their British customers, who wanted their favourite dish back. The restaurant suffered a significant loss of revenue. 
Therefore, the significant role of suppliers in the growth strategy of Mamuska cannot be overlooked. Based on these factors, the power of suppliers has been scored as high to moderate, resulting in a competitive disadvantage. 

4. Internal Analysis
According to Barney and Hesterly (2018), SWOT analysis is a tool for conducting an internal examination that helps a company identify its strengths and weaknesses, discover sources of competitive advantage, and pinpoint areas for improvement and transformation. Table 1 below presents the analysis for Mamuska. 
Table 1. Created by E. Kander, 2024.
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An expansion of comments is available in Appendix D.

VRIO Analysis 
The VRIO helps identify the resources and capabilities of an organization that can provide a sustainable competitive advantage (Barney, 1991).  A company's competitive advantage can be temporary, not in use or sustained. According to Barney and Hesterly (2018), temporary advantages are short-term, while sustained advantages are long-term. Companies that deliver the same economic value as their competitors have competitive parity. Companies that produce less economic value than their competitors have a competitive disadvantage. It's important to note that competitive disadvantages, like advantages, can be temporary or sustained, depending on their length. The VRIO analysis for the Mamuska is presented in Figure 6. below in short points:
Figure 6. VRIO analysis for Mamuska, created by E. Kander (2024).
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The expanded version of the VRIO analysis is available in Appendix B.

5. Stakeholders Analysis
According to Parmer et al. (2010), stakeholders can be defined depending on the purpose. In an organizational context, stakeholders can be employees, suppliers, customers, communities, or groups necessary for the firm's existence (Dunham, Freeman, & Liedtka, 2006). Another definition, the focus of this study, refers to stakeholders as individuals or groups that are impacted by or impact a company's goals and objectives, as proposed by Freeman in 2004 (Freeman, 2004).
Stakeholder Analysis Based on Power and Influence: 
Stakeholder analysis based on power and influence helps identify the stakeholders with the most impact on operations and strategic direction within the organization. The stakeholder analysis for Mamuska! is as follows: 
1. Customers: In the hospitality sector, customers have significant power and influence over restaurants. Mamuska, for example, has a high customer return rate, contributing to its success. Limited competition in terms of price, size, location, decor, and cuisine type means customers have few alternatives. Their preferences shape the restaurant's unique selling proposition and differentiation strategy. Customers can impact the menu, pricing, and other aspects - by expressing their preferences. Mamuska must prioritize customer satisfaction and loyalty by providing exceptional service and top-notch cuisine and adapting to evolving preferences to stay competitive and attract more customers.
2. Employees: The organization heavily relies on employees for customer service and operational efficiency, especially due to the shortage of skilled workers after Brexit. Mamuska has struggled to find experienced employees and offers attractive benefit packages to address this issue. Managers can acquire shares after five years of service, increasing their influence. If some employees leave, it could jeopardize the restaurant's operations and reputation. The sudden departure of the head chef in the past caused a major problem for the restaurant. Therefore, it is crucial for Mamuska! to closely manage employees, meet their expectations, and provide training and development opportunities to prevent disruptions.
3. Investors/Owners: Investors have a high level of power and influence on the organization's strategic direction, as they provide financial resources and expect a profitable return on their investment. They should be managed closely and updated regularly on financial operations. 
4. Suppliers: In hospitality, the suppliers differ based on their function. At Mamuska!, suppliers have been divided into two major groups: influential and other. The influential suppliers have high power and a high impact on the organization's operations, as they provide essential ingredients and raw materials for the restaurant's operations. The other named suppliers provide specific kitchen equipment, water, or gas.
5. Media: Media can significantly impact the business, as customers rely on online reviews and ratings to make dining decisions. Thus, they have high power and high influence.
6. Government Bodies: They have great power and high interest. In Mamuska’s! Case, the experience of disruptions related to Brexit, labor and COVID-19 rules, the government can impact organizations significantly, even closing businesses for not complying with its regulations.
7. Industry Bodies: Food safety or hygiene regulators have the authority to impose penalties for non-compliance. Their primary focus is on public health and safety rather than the operations and interests of individual restaurants. Therefore, Mamuska! should keep them satisfied with the high standard of compliance with all regulations to avoid fines and a damaged reputation.
8. Banks: Any loans from lenders, including banks, should be paid on time with agreed interest. By doing so, Mamuska! Keep them satisfied and maintain a good relationship, which could be helpful in its future operation seeking investment or a helping hand. 
9. Other Suppliers: Water and gas suppliers have low power but a high impact on the hospitality sector. In the case of power cuts or water issues at the restaurants, their operations will not be possible to carry out. For businesses like Mamuska! who depended heavily on technology, this could create an elevated loss of earnings. 
10. Local Community: The local community has low power and high influence on the organization's operations. They can impact the restaurant's reputation and social responsibility initiatives, especially in the media.
Stakeholders Power – Influence (Impact) Matrix is presented in Figure 7 below.
Figure 7. Stakeholders Matrix based on Mendelow (1991).
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Stakeholders Analysis based on their expectations: 
Customers expect high-quality, authentic Polish cuisine delivered with excellent service in the restaurant and out. The service waiting time, including delivery, should be reduced to a minimum to boost customer satisfaction. Pricing should reflect the value. Healthy, organic food options always attract new consumers. Friendly, welcoming, skilled staff with trendy decor adds to a positive customer experience. Special offers, discounts, and regularly updated menus elevate customer engagement. Also, responsiveness to customer feedback makes them feel valued. 
Communication is vital, especially when something goes under control with all stakeholders. 
Employees expect fair wages and a safe place to work. Opportunities for career growth, incentives (bonuses, staff discount, parental leave, free meals, and freebies), recognition and clear guidance to feel motivated and engaged are always welcome by employees. 
Investors expect a profitable return on their investment in a respectable time limit. Therefore, Mamuska should update investors on its financial situation regularly. Also, involve them in decision-making processes through clear communication. Future strategies for growth and increasing profitability should be justified in benefits for these stakeholders as a priority. To attract new investors, the restaurant should decrease its internal debts and invest in brand marketing to acquire new customers. 
Suppliers expect timely payments and fair treatment based on long-term partnership.
The local community expects the organization to be an active participant in community events and organizations.

6. New Strategy
Strategic Growth Choices: Mamuska has the option to select from a variety of strategic growth strategies, including market penetration, market development, product development, and diversification. By penetrating deeper into existing markets with an emphasis on products, the organization can expand its customer base and profit. The restaurant expansion into new markets in Europe and the US will be more likely of a long-term opportunity. Given the current financial situation of Mamuska and the potential risks associated with pursuing an ambitious growth strategy while carrying significant internal debts, there is a valid concern about the fiscal capability of the organization. The restaurant must establish its financial foundation before venturing into new markets without investing in new products or services. Therefore, it would be wise for Mamuska to enhance its financial position before embarking on an aggressive growth strategy. This may involve cost reduction, operational efficiency improvement, and generating additional revenue streams from new products and services such as catering.
Evaluation of the new strategy
Market Penetration: The hospitality industry heavily relies on this approach, which is most beneficial for SMEs in their first five years. Mamuska, established in 2009, has a loyal customer base with 90% returning. Market penetration is not advisable for the well-established restaurant to achieve its disruptive vision. Research and quality enhancement are crucial in hospitality, so Mamuska could consider sourcing superior ingredients. Emphasizing suppliers and quality ingredients as a subsidiary strategy could be beneficial. Mamuska engages customers through various means, and loyalty cards or subscription services could further strengthen relationships. This strategy has been excluded from the business's growth plan because it is already in practice and makes sense for the restaurant's existence, but not necessary for rapid expansion.
Market Development: This approach is aligned with Mamuska's vision and mission statement, which is typical for companies with a decade or more of experience. Despite expanding from 60 to 160 seats, Mamuska still operates from a single location. The restaurant has successfully entered a new market by offering delivery services through platforms like Just-Eat, Uber Eats, Deliveroo, and its own ordering app. Moreover, Mamuska hosts various events, participates in street festivals, caters to tourist groups, and hosts music events. These activities, combined with its prime London location help promote the brand locally. While this strategy is beneficial for branding and growth, it is essential to consider Mamuska's financial situation. The restaurant should prioritize reducing internal debts before taking on additional financial commitments. It is also crucial to ensure that other resources, such as labor and suppliers, can support expansion. Strengthening key supplier relationships can enhance the restaurant's competitiveness. To attract investors, Mamuska must first improve its financial standing and meet the expectations of its stakeholders. 
The second reason to reconsider this approach is the potential impact of the current socio-political and economic landscape. Factors such as high inflation, Brexit regulations, and volatile energy prices pose significant risks to the future of the hospitality sector. Moreover, the upcoming elections in the UK, Russia, and the USA further add uncertainty to the global trade environment. Given these circumstances, Mamuska should postpone any expansion plans for up to two years, assess its market standing, and only consider growth once it has strengthened its position. During this period, the company could engage its Research and Development (R&D) team to study demographics, dining trends, and market gaps in its target areas. 
The challenge with expanding nationally and internationally lies in building brand recognition. While Mamuska enjoys local popularity, its brand awareness on a broader scale is limited. Therefore, investing in marketing efforts and targeted advertising is crucial to enhance its brand image. 
From these standpoints, the market expansion strategy, although appealing in theory, is not feasible for Mamuska at its current stage of development and has been eliminated.
Diversification may not align with Mamuska's focus on Polish Original Cuisine - their unique selling proposition. By sticking to their specialization, they have a competitive edge due to differentiation and limited market competition. However, venturing into diverse cuisine poses significant risks, given the lack of expertise and a challenging economic landscape characterized by intense competition and low entry barriers. Hence, pursuing a diversification strategy is not advisable for Mamuska at this point, as it is too risky.
Product Development: Based on the findings of the external analysis, this report has highlighted various opportunities for enhancement and expansion in product development. These opportunities include targeting new customer segments and diversifying the menu with innovative dishes and services, such as catering. By utilizing insights gained from the VRIO analysis, the restaurant can concentrate on its core competitive advantages and distinctive offerings, ensuring effective communication to the target market to drive product adoption. Additionally, the stakeholder analysis has identified key influencers and advocates who can support the growth strategy of the restaurant. Engaging these stakeholders, particularly the customers, can result in improved customer retention and positive word-of-mouth, thereby bolstering the penetration strategy. Given these considerations, the proposed strategy is strongly recommended for Mamuska for several reasons. Firstly, the restaurant faces financial constraints, making it imperative to focus on leveraging existing resources. Secondly, the business has demonstrated resilience in overcoming challenges, enabling them to maximize the use of available resources. 
Furthermore, the company possesses a range of resources that can be harnessed for the development of a new product line, including loyal customers, well-equipped kitchen facilities, unique selling propositions, skilled chefs, dedicated staff, knowledge base, strong social media presence, strategic location, and visibility. 
To attract new customers, the restaurant could consider introducing healthier options for vegans and vegetarians, aligning with evolving consumer preferences and lifestyle trends identified in the PESTEL analysis.
Mamuska must also consider Millennials and the demographic disparities within its potential customer base. The analysis indicates that the younger generation prioritizes quick service and convenience over other dining aspects. A fresh, organic-based product with customizable options is likely to resonate well with this customer segment. Incorporating a targeted marketing sub-strategy could help Mamuska secure a stronger market position and increase its market share, thereby enhancing its financial standing and profitability. This approach should be aligned with all revenue streams. 
While this strategy aligns closely with the company's vision and objectives, it has limitations. There are inherent risks associated with developing new products regarding customer’s preferences and demands. Nevertheless, Mamuska can mitigate these risks through open communication with its customers by using feedback, surveys, mystery shopping schemes, promotions, and collaborations with dining influencers. Further investment in product research and innovative marketing initiatives has the potential to drive successful growth for the restaurant.

7. Balance Scorecard (BSC)
Introduced by Robert Kaplan & David Norton of Harvard University, the Balanced Scorecards (BSC) first appeared in 1992 in the author's paper. The balanced scorecard is a versatile strategic planning and management tool utilized in various sectors such as business, industry, government, and non-profit organizations. Its purpose is to synchronize the actions of these entities with their vision and strategy, enhance communication internally and externally, and assess the organization's performance in achieving its strategic objectives (Kaplan and Norton, 1996). The BSC is a roadmap that guides a company's actions and decisions towards achieving its long-term goals. 
Based on the highlighted analysis, this paper suggests BSC for Mamuska’s strategy monitoring and measures. These are presented in two parts below in figures 8 and 9. 
Figure 8. The first part of BSC for Mamuska. (E. Kander 2024).
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Figure 9. The second part of BSC for Mamuska. (E. Kander 2024).










The figures were modified in accordance with Kaplan and Norton's model. 



8. Recommendations

Key Strategic Recommendations: To support the effectiveness of the product development strategy, the restaurant should implement a solid marketing plan to increase brand recognition and customer engagement. The organization also must invest in employee training and development to improve customer service and operational efficiency. The organization could regularly review and update its menu offerings to adapt to changing customer preferences. Additionally, it should leverage its technology to improve its supplier's efficiency. Finally, the organization should continue their sustainable waste management practices to reduce environmental impact.

9. Conclusion
The key to achieving sustainable growth for Mamuska will be to balance their ambitious growth goals with financial stability. By strengthening its product market, investing in customer service and marketing initiatives, and exploring new revenue streams such as catering and vegan / vegetarian menu options, the restaurant can position itself for long-term success and growth.
The report agrees with the experts Drucker (1994), Porter (2008), Barney and Hesterly (2018) that a good strategy can deliver competitive advantages and help the firm stay ahead in the market. A firm must have a well-planned and executed strategy to succeed in today's highly competitive business landscape. Therefore, the report suggests that implementing a product development strategy is the most advantageous choice within the present market environment. By adopting the proposed strategy, the restaurant can enhance its achievements and penetrate new markets more rapidly.
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10. Appendixes: 
Appendix A.

Appendix B. Detailed PESTEL Analysis for Mamuska! Restaurant and Bar.
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Appendix C. Additional comments regarding Mamuska’s SWOT analysis:
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Appendix D. Balance Scorecard Approach Diagram 
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Part 2. Presentation PowerPoint Slides for Task 2.
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Brexit has
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such as tariffs on
imports and
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affect the cost of
food and drink
products for
restaurants.

High inflation increases the
cost of food (suppliers),
logistics, wages, and other
inputs, including bank loans.
This results in a decrease in
the demand for restaurant
meals and affects their
profitability. Mamuska
understood these factors and
thus never passed their higher
costs to customers.

The level of competition within
the restaurant industry can
influence the success of
individual restaurants, with
increased competition often
leading to price wars.

Tourism in the UK also plays a
crucial role in the restaurant
industry, especially for
Mamuska. Their location is a
hot spotfor worldwide visitors.
As tourists eat out more
frequently than locals, the
restaurant provides services for
tours. In Mamuska's business
model case, tourism has a
positive effect and increases its
competitive advartage.

There is a growing trend of heatthy
eating among customers, which
has led to an increase in demand
for vegetarian and vegan food.
This couid impact Mamuska
negatively due to its limited variety
of plant-based foods.

Increasing urbanization and
population density create a higher
demand for fast-food and quick
senvice restaurarts with delivery
options. Mamuska, during the
years of participation in street
festivals, markets, and other
everts, has solid experience with
this type of food (Coll, 2015).
However, lacking fast-food options
inits standard menu led to
customers pushing to competitors
and decreasing market share.
Mamuskal is strongly committed
to supporting the community and
donating money and food to
various organizations, including
homeless aid, amateur theatre
groups, community art festivals,
Polish cutural events, and other
local projects. Mamuska! also
sponsors a women's volleyball
team, which helps the team and
benefits their revenue when the
players visit.

Kitchen technology has enabled
chefs 1o prepare and track orders
more efficiertly. A kitchen display
system (KDS) replaces traditional
paper tickets with digital displays
and shows orders in reaktime.
This allows kitchen staff to see
muliple orders, prioritize them,
and track their progress from
preparation to delivery.

Mamuska couid leverage digital
marketing to improve brand
recognition and reach wider
audiences. Google also helps with
the latest trends in the industry
and measures customer
behaviors. This is exiremely
useful in creating targeted
advertsing.

inventory management software
can help restaurarts keep track of
their ingredients and suppliies,
ensuring they have enough stock
1o fulfil orders and minimize
waste. Blockchain is an example
of one of the best software used
by vast organizations within the
industry. Thus, Mamuska could
apply this type of software to
improve their supplier chain.

Mamuska has
implemented several
practices to reduce waste
and minimize its
environmental impact,
including recycling waste
materials, eco-friendly
cleaning solutions, and
organic pest control
methods. They also use
real plates and glassware
for dine-in customers to
reduce landfill waste. The
restaurant also uses
comstarch cutlery, cofiee
cups, smoothie glasses,
and reusable
microwavable PPL
containers for hot

meals. Mamuskal
separates and recycles
waste throughout its
business while constantly
seeking new ways to
reduce its carbon
footprint. By collecting
waste oil and using a
rebate system with a
supplier recycler, they
minimized their waste oil
volume.

Strict licensing
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sale of alcohol,
health and
safety
regulations to
protect
customers and
employees,
employment
laws to ensure
fair treatment of
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environmental
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protection laws.
1o prevent any
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can lead to
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fines.
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SWOT ANALYSIS FOR MAMUSKA'S RESTAURANT

Strengths:

The organization's authentic Polish cuisil
based on secret recipes at competitive prices.
Also, the decor and fun atmosphere of the
casual dining experience and sustainable waste
management practices are its key strengths.
High investment in technology streamlines

delivery services, orders, booking and payments.

Popular on online platforms with elevated
visibility.

Opportunities:

The organization can leverage its unique
industrial fit-out to differentiate itself from
competitors. The organization can also expand
its menu to cater to diverse customer
preferences. Leverages technology to increase
operational efficiency, including marketing,
training and suppliers.

Weaknesses:

The organization's limited menu options and
reliance on self-service could impact customer
experience. The recruitment process challenges
and the lack of investment in employee
development could result in delivery and table
service delays. Thus, reputation and customer
loyalty can be negatively affected. Limited brand
awareness and poor CRM/SRS maintenance.

Threats:

The organization faces potential supply chain
and labor disruptions after Brexit's new
regulations and policies. Political and economic
uncertainty due to upcoming elections in the UK,
the USA, and Russia. Customers are spending
13% less on eating out than before the pandemic
concerning the living cost crisis.
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The Polish Restaurant "Mamuska" - BACKGROUND

Case Study of MSEs

Employees at Mamuska Restaurants Limited

Mark Harrison

Interim CIO @ Mamuska | Strategic Transformation Lead
lan Coll

Founder and MD of Mamuska!

Michal Przybylek

Accountant at Mamuska Restaurants Limited

a Juan Vicente Campoverde Campoverde
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Figure 1. Balanced Scorecard approach to vision and strtegy through the four
interrelated perspectives.
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MAMUSKA! STAKEHOLDERS ANALYSIS

STAKEHOLDERS ANALYSIS MATRIX

LEGEND:

1.Investors/Owner
2.Customers
3.Employees
4..Influencial Suppliers
5.Media
6.Government
7.Industry Bodies
8.Banks

9.Basic Suppliers
10.Local Communities
11.Third Parties (delivery
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13.General Public
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STRENGTHS

v’

Authentic cuisine,
Secretrecipes (USP),
Unique dining
experience,

Loyal customerbase,
Culinary expertise,
Positive customer's
feedbackon SM
Waste Management
No external debts.
High Tech Investment
Current low competition
Location

Services, including
delivery.

WEAKNESSES

*  Limited brand

awareness,

+ Operational
inefficiencies

* Recruitment
challenges,

* Internal debts

+ Limited suppliers.

* Lackof training & PDP
foremployees.

OPPORTUNITIES

+ Expansionto different parts of the
UK (long-term),
+ Products Development, including
catering services (short-term),
*  Applying technologyto:
- Improving supplier's chain,
- CRM, CRS, OMS,
- Targeting Marketing,
- Build Brand Awareness,
* Attract investors by reduce
internal debts and higher profit
* Employee's Training &
Developmentto avoid disruptions
in operationand improving
services
+ Collaboration with hospitality
universities.

THREATS

’

+ Economic downturns,

* Changing customer's
behavior,

+ Disruption of suppliers
and labor due to Brexit,

* Negative media,

* CyberAttacks.





image11.png
The restaurant is on every online platform with
ratings of 4 to 4.3 stars. This may create an
environment too large to manage without
professional CRM and CRS. Their
responsiveness to customer feedback is
relatively low, with room for improvement. The
restaurant can use high online visibility to
strengthen its brand awareness and create
specific target marketing. That will help their
brand grow faster. Mamuska should invest in
marketing and media management to achieve a
rating of 4.5 to 4.9 stars.

The restaurant could also explore opportunities to diversify its
revenue streams by expanding its products and services,
such as catering, to reach a new target market in a local area.
The menu could be updated more often, f.e., by adding two
new dishes per month to engage dining in and out customers.
To attract new customer segments, Mamuska could introduce
a healthy and organic food line with vegan and vegetarian
options as a beneficial alternative, especially for busy
Millennials who prefer convenience and fast service. This
would help the restaurant to reduce its reliance on the
traditional dine-in business model and provide additional
sources of revenue.
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MAMUSKABSC | OBJECTIVES ___| MEASURES _|

FINANCIAL Net Income 30% An Upselling & Cross-selling
Increase Profit for Profit Margine 20% An Evaluate Pricing Strategies (+/-), Cost
1. Business Expansion KPIs Rapports Control,
Positive Cash Flow Plan & Forecast Improving Inventory & Staff Management,
2. Reduce Refunds
New Revenue Streams  Research on 15% every New Product Line, Expand Catering
3. Trends, M
Reducing Internal Debts  Attract Investors  <10% An Shorter Suppliers Payment Cycle,
4. Negotiating Better Deals
CUSTOMERS
Improving Customer Repeated Orders  15% 1y Delicious & Healthy Food, Quality
1. Satisfaction 35% 2y Ingredients, Unique Experience
Customer Engagement  Market Share 40% ZyI Promotion, Loyalty Scheme, Events,
2. Competitive Prices, Advertising (SM)
Excellent Service Feedback, Survey 4.5 1y Improving CRM, CRS, OSM, Waiting Time,
3. 49 2y Highly Skilled Staff
Brand Building/ Brand 20% 1y SM Targeted Marketing for Catering,
4. Increasing Customers Recognition 50% 2y Millennials, Travel Shops & Online.
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EXTERNAL ANALYSIS — PART 2 (Based on Porter, 1989 and 2008)
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Competitive Rivalry: The competitive rivalry in the hospitality industry is high due to numerous established brands and new
entrants in the market. In the case of Mamuska!, with its resilience to setbacks and flexibility to adapt to market dynamics, the
restaurant currently holds an admirable position among its competitors. For that reason, the company's competitive rivalry is
moderate to low, resulting in a solid advantage.

Threatof New Entrants:

The barriers to entry into the
restaurant industry are low, and
there are no significant legal or
technological barriers. However,
the high competitionand
established brands in the
industry pose a significant threat
to new entrants. In the case of
Mamuska the threats of new
entrants are relatively low due to
their unique business model, size
and secretrecipes used by the
chefs. Thus, Mamuska
established a strong position
within Polish restaurants in
Londonover the years and
gained a competitive advantage
over its rivals.

Bargaining Power of Buyers:
The bargaining power of buyers
in the industry is high, as
customers have access to
various restaurant options and
can easily switch to competitors if
they are dissatisfied. In this
context, Mamuska relies on its
USP, cost-leadership and
differentiation strategy while
maintaining high customer
service and engagement
throughout various events,
including promotions,
ssponsorships, surveys, customer
feedbackand the latest
technologytrends. This way,
Mamuska minimizes the
bargaining power of buyers to a
low score. Therefore, Mamuska’s
competitive advantage is
classified as high to moderate.

Bargaining Power of
Suppliers:

The bargaining power of
suppliers in the restaurant
industry is low due to the
substantial number of suppliers
and the low concentration of
monopolistic suppliers. However,
the dependence on specific
suppliers, such as those
providing Polish ingredients,
could be affectedby import
challenges after Brexit for Polish
restaurants. Moreover, the
supplier's relationship can be
influenced by other factors, such
as rising energy prices, COVID-
19, war, government policies and
regulations, or delays at borders.

The Threatof Substitutes:

The threat of substitutes in the
restaurant industry, in general, is
high. In the “Mamuska” case,
customers can use other cuisine
restaurants, cook at home, or buy
few similar products in Polish
shops or larger supermarkets
(Asda, Tesco, Sainsbury, Lidl).
However, as the restaurant's
80% of customers are British, the
last two options do not apply to
them as much as to the
remaining 20% of the Polish
because they do not know how to
cook. Additionally, their USP
strategy of secretrecipes and
unique dining experiences
minimizes the threat overall. The
“Mamuska’s” location and trendy
deco also differentiated it from its
competitors. Therefore, the threat
of substitutes for the restaurants
is moderate to low, which results
in a competitive advantage.
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Brexit,
government
regulations,
taxes and
duties, trade
policies,
immigration
policy
(labor), and
upcoming
elections in
the UK,
USA, and
Russia this
year.

Consumer
spending,
inflation,
strikes,  low
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working, and
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and other
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sector.

Demographics,
changing tastes
and preferences,
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The  restaurant
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consumers'
changing tastes
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evolving
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Online delivery
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transformed
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ensure
they
operate
within the
confines
of the
law. Non-
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Environmental analysis is crucial for small and medium-sized companies'
growth, but according to Sumba (2020), a lack of knowledge of strategic
analysis tools hinders long-term planning. However, Ocampo et al. (2018)
argue that achieving sustainability and a competitive advantage depends on
adaptability to environmental changes by the SMEs.





image6.png
» External
Analysis

ion =D Objectives > Strategic =P Strategy =D Competitive

Choice  Implementation  Advantage

» internal
Analysis




