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Executive Summary
The report has been developed from the perspective of Chennai Dosa operating within the perspective of the food and beverage industry market of UK. The different digital disruptions in the respective market and their potential challenges to Chennai Dosa have been discussed in details in the report. The use of different strategies and frameworks which can be used by Chennai Dosa for sustaining among the digital changes and disruptions in the food and beverage industry market of UK, have been discussed thoroughly in the report. 
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[bookmark: _Toc513177645]Introduction
The overall development and progress of the digital technology is believed to be offering diverse sets of prospects as well as challenges or issues for the business organizations operating globally. The report will analyse and evaluate in details the potential challenges that can be faced by the chosen business of Chennai Dosa in the food and beverage industry market of UK, among the high market digital disruptions and changes will be significantly discussed in details in the overall report. In addition the use of different strategic approaches and models or frameworks will also be suggested to Chennai Dosa (David, 2015). The use of such frameworks will help or aid the organization from the perspective of sustaining the business in middle of the digital changes or disruptions in the food and beverage industry market of UK. 
[bookmark: _Toc513177646]Organizational Background
The organization of Chennai Dosa, is one of the recognized restaurant chain in United Kingdom (UK). The business was established in the year of 2003 and opened their first ever restaurant in East London. The organization of Chennai Dosa specializes in offering the UK consumers or customers with a wide range of authentic South Indian cuisine which helps the organization in attracting potential number of customers. The organization focuses upon achieving high promotional and branding success through the digital platforms which makes the digital disruptions to be of a higher concern for the organization of Chennai Dosa which will be analysed and evaluiateed in the respective report. 
[bookmark: _Toc513177647]Identification of the key digital disruption challenges faced by Chennai Dosa, London
In regards to operating their business digitally in the food and beverage industry market of UK, Chennai Dosa can be considered to be facing some specific challenges considering the rapid digital disruptions in the market. Some of these challenges of digital disruptions that can impact or influence the overall business operations of Chennai Dosa in the UK market have been discussed below;
· The growth in field of digital technology enables businesses such as Chennai Dosa in storing and accessing of huge information and data. These data and information can be about the customers, finances or any other specific operations. In addition the emergence of the digital technologies have also automated certain specific processes with reduction in needs of manual labour. Owing to this, Chennai Dosa can face a high resistance from their workers and staffs regarding adapting themselves to the changing digital environment. Therefore, it is needed by the organization to be focused upon catering to the training and development of workforce, which is essential for enabling and encouraging the workers to adapt to the changes in the digital business and work environment. 
· The successful implementation of the digital technologies can be said to incur high costs and expenses which is said to be among a key challenges for the organization of Chennai Dosa. In this context, the successful implementation of the digital technologies require high investments which may be difficult to acquire for the organization of Chennai Dosa (Bharadwaj, 2013). In addition higher costs are also associated with proper maintenance and running of the digital technologies to achieve the desired or targeted performance and productivity levels in the food and beverage industry market of UK. 
· In addition, the use of the emerging technologies such as cloud enables Chennai Dosa to store their valuable customer and business related data and information for easy access and analysis. This in turn helps the organizations in the perspective of saving their valuable time. But however, while considering the use of cloud to store data and information, security and safety can be considered to be a huge concern for the organization of Chennai Dosa. Such technologies are open to the risks of hacking, which can result in loss or leakage of important and valuable customer related data and information. This can largely harm the organization in their business operations in the food and beverage industry market of UK. Therefore the organization faces the challenges of making additional investments so that better encryption and security protocols can be arranged for stoppage of data and information leaks. In addition, it must also be ensured by Chennai Dosa that the overall information data bases arte only accessible to the trusted staffs and employees within the workplace. 
· Now considering the increasing demand of high technology skills and talents, it can prove to be tedious to Chennai Dosa in regards to training and development their respective employees or the workforce. To successfully achieve there is a need for Chennai Dosa to develop and implement proper processes so that the programs of training and development can be implemented as per the skill and knowledge requirement of the staffs and employees so that they can adapt to the changes and digital disruptions of the market and the business environment overall. 
· The rapid growth and advancements of the digital technologies is also regarded to be among the critical challenges faced by the organization of Chennai Dosa. With the advancements in the digital field, there is an increasing need for the organization to update themselves in a continuous basis and focus upon innovation and creativity so that the overall benefits offered by the latest digital technologies can be transferred to the business activities and operations in the food and beverage industry market of UK. However to achieve this successfully the organization of Chennai Dosa requires the availability of sufficient financial and time resources which is considered to be among the key challenges in the competitive business age and environment (Fitzgerald, 2014). 
· In addition with the rapid advancements in the digitals technology, Chennai Dosa is also faced with the risks of new market entries. The use of the digital media platforms offers higher business opportunities to the organizations at a much reduced or low cost. It also minimizes the expenses incurred in branding and promotions of the products and services. Thus through the digital disruptions in the food and beverage industry market of UK, the organization of Chennai Dosa can face the threat of new competitors in the respective market which is huge concern in context of business growth and sustainability in the future years. 
[bookmark: _Toc513177648]Implementing the McKinsey’s strategic principle for responding to the digital disruption challenges
With the ongoing digital disruptions, the overall structure, characteristics as well as rule of the overall market competition have been significantly changed. Thereby, in such a competitive digitals business age, the use of McKinsey’s strategic principles is suggested to the organization of Chennai Dosa so that a specific competitive edge and sustainability is achieved in their business operations in the food and beverage industry market of UK. The implementation of McKinsey’s strategic principles for gaining of competitive market advantage have been explained in details below;
Chennai Dosa must focus proper use and utilization of the different digital technologies with the aim, of generating transparency in their business operations. This in turn can benefit Chennai Dosa from the perspective of contrasting the performance in relation to price, service or the product levels. Therefore the use of the digital technologies must be effectively done for the purpose of commoditization of Chennai Dosa’s services and products. In addition the organization must also be highly aware of the different price margin fluctuations witch comparison to the competitor price margins. Therefore a better awareness of the approaches used by competitors is required. The organization of Chennai must be aware of the fact that the overall market competition will increase with the rate of the disruptions in the food and beverage industry market of UK. Therefore, there is a need for Chennai Dosa to have proper allocation and utilization of the digital capabilities or resources. This in turn can aid the respective organization from undermining of the market entry barriers for new competitors in the food and beverage industry market of UK. The overall services, support, values and experiences delivered to the customers must also be developed and improved so that accomplishment of competitive edge in the market is successfully realized (Hirt, 2014). The use of the different advancements in the fields of digital technology can also help Chennai in reducing their labour as well as the overall transaction expenses or costs. Therefore to achieve a sustained profitability the digital technologies must be correctly implemented so that better profitability is achieved or obtained in food and beverage industry market of UK. In addition the sustainability of Chennai Dosa, is also dependent upon the updating and making relevant changes to the respective business models so that the business operations and the objectives are at par with the overall digital changes and the disruptions in the food and beverage industry market of UK. 
[bookmark: _Toc513177649]Promotions and branding for improved sustainability of business in digital age
Now considering their business activities and operations in the food and beverage industry market of UK, the respective organization of Chennai Dosa must be focused upon effective promotion, marketing and branding of their respective products and services. In this specific context, there is a need for the organization to focus upon the utilization of the digital technology platforms available in the market. This can ensure that the organization of Chennai Dosa achieves a proper business stability and sustainability. In addition the available digital platforms must also be properly used and utilized by the organization for the purpose of branding their products and services among a wider customer or audience segments which can lead to better business sustainability amidst the market digital disruptions. 
Now considering the use of digital media for branding and promotions; some specific media channels can be suggested to the organization of Chennai Dosa. These specific platforms have been discussed in details as below;
Social Media Platform
The implementation of the social media platform for promotions and branding is highly necessary for the organization of Chennai Dosa. Through utilization of such platforms, the organization can develop and implement innovative marketing and branding strategies which can lead to better business sustainability and brand reputation food and beverage industry market of UK considering the increasing competition in the overall digital age. The use of some of the social media platfoems have been discussed below;
Facebook
The use and implementation of Facebook will help, Chennai Dosa in the context of promoting the brand message and awareness among a wide demographic customer ort audience profile without the geographical restrictions or boundaries. In addition the operational costs and expenses can also be minimized resulting in better and improved productivity. Through proper use of Facebook, better connection can also be developed with better customer engagement (Ransom, 2012). This can lead to the organization of Chennai Dosa enjoying better and improved brand recognition which can lead to better sustainability of business in the food and beverage industry market of UK. 
Twitter
The social media platform can be widely used by the organization of Chennai Dosa in the context of promoting and branding their products and services in the digital age of business and market environment. Through twitter the organization can effectively tweet or post their specific product related updates and information which when shared by the audience can help in improved sand successful promotion and branding in the food and beverage industry market of UK. This in turn can effectively lead towards better and improved branding and promotions of the services and products in the UK market among the high digital disruptions in the concerned market sector. 
Instagram
The use of the photo sharing social media platform, can be utilized by Chennai Dosa for promoting their brand among the targeted segments of customers or consumers in the respective market. This can also help in improvement of t5he customer experiences resulting in better reputation of the brand in the concerned food and beverage industry market of UK.
Search Engine Optimization
This specific method is seen to be linked with enlargement of the total visitor’s figure to exact company websites by appropriately safeguarding that particular sites appears as upper bearing in mind the overall lists of the outcomes that is reverted through an explicit search engine. To explain in a wider context the use and implementation of the search engine optimization (SEO), enables Chennai Dosa to increase the overall traffic visits to their websites. By increasing the overall rate and amount of traffic the overall brand awareness can be improved leading to better sustainability of business in the food and beverage industry market of UK (Heath, 2013).
Pay Per Click Marketing (PPC)
This model of internet marketing can be implemented by Chennai Dosa for the purpose of effective promotion and branding in the food and beverage industry market of UK. Considering this specific model, the respective advertisers must pay some fees considering of each of the clicks on their advertisements over the internet. Thus by use and implementation of this model, better advertisement success can be achieved leading to success branding and promotions of the products and services. This in turn, can help the organization in the perspective of achieving better business sustainability among the digital disruptions in the food and beverage industry market of UK.

         Fig: The use of digital media platforms for branding and promotions (source: self)
[bookmark: _Toc513177650]Use of Ansoff growth matrix for sustainability of business in digital age of business
To achieve business sustainability in the food and beverage industry market of UK amidst the high digital disruptions, the organization of Chennai Dosa needs to be focused upon developing and implementing strategies which can lead to the competitive edge or advantage in the targeted industry market. Therefore there is a need for the organization of Chennai Dosa to evaluate and analyse the different strategic directions that can be followed or successfully executed to achieve a better sustainability in the food and beverage industry market of UK in middle of high market competition and ongoing digital changes and disruptions. Thus the implementation of the Ansoff growth matrix can be suggested to the organization of Chennai Dosa. The Ansoff growth matrix, offers the business with four specific strategic options available for enhancing the overall competitive edge or advantage in the respective market. The most suitable strategic growth strategies for the respective organization have been discussed in details as below;
Market Penetration
By incorporation of this growth strategy, the organization of Chennai Dosa, can emphasis upon accomplishment of healthier growth in stocks or shares in the food and beverage industry market of UK through attention upon selling and marketing their present services and products to the existing consumers in the UK market (Luo, 2011). Therefore there is a need for the organization to focus upon their current consumers and the consumers having similar buying needs and characteristics and avail the products delivered by other competitors in the market. This can lead to improvement of the consumer base in the UK market. Therefore the focus must be upon development and implementation of the innovative promotional and marketing activities which can ensure the delivery of better and improved values and experiences to the consumer segments in the market. This can help the organization in ensuring higher sales and profitability resulting in higher business growth and sustainability. 
Market Development
Considering the strategic growth option of market development, Chennai Dosa must emphasis on targeting newer segments of consumers with their present service and product offerings. This strategy requires the respective organization to open up the neglected market segments through variations in their service strategies or the policies effectively. To achieve this the business of Chennai Dosa must also concentrate upon utilization of highly creative and innovative channels for marketing and promotions as well as establishing of highly efficient networks for distribution of the products and services effectively among the targeted consumer segments n the food and beverage industry market of UK. 
Product Development 
The characteristic of the growth strategy of product development is fixated upon increasing and presenting of the new products or services for thee apprehensive consumer segments in the UK market. Therefore the organization of Chennai Dosa need to focus upon continuous improvement and innovation of the products delivered to the customers so that the changing needs in terms of tastes and preferences of consumers in the UK market can be properly met. In addition, there is also a need for Chennai Dosa to continuously improve and innovative the different intangible services and facilities delivered to the segments of consumers in the UK market. These largely includes the decoration and ambience of the restaurants, the use of technology for better customer convenience along with development and maintenance of a highly effective and efficiency customer relationship management framework. 
[bookmark: _Toc513177651]Enhancement of customer services for improving the business sustainability
To develop a better sustainability and competitive advantage in the food and beverage industry market of UK, there is a high need for Chennai Dosa to be focused upon delivering of consistent level of services to the consumer segments. This can be achieved by reducing and mitigation of the gaps in the current services delivered to the consumers. In order to identify and mitigate the present service gaps for Chennai Dosa the use of the GAP service model is suggested. The use and implementation of this model has been discussed in details as below;
[image: Image result for GAP model]
                              Fig: GAP Service Model (source: mindtools.com)
As depicted in the figure given above, the different service gaps in the context of Chennai Dosa have been identified as follows:
Gap 1:
There can arise a difference in regards to the perceptions and views of the management regarding demands and expectations of consumers and the actual demands and expectations or requirements of the consumers. This can lead to a service gap in the organizational context. Failing to respond to the service gap can result in dissatisfied customers. Therefore Chennai Dosa must be effectively focused upon analysing in details the actual and exact customer expectations and demands. Based on such demands or expectations, the services and the products can be substantially improved and better customer values and experiences can be delivered (Pagani, 2013). 
Gap 2:
The management can be having a wrong perception regarding the actual brand experiences of the consumers in the food and beverage industry market of UK. This can lead to arising of a huge service gap. To mitigate such a gap in the service delivered. Chennai Dosa needs to develop a robust customer relationship management (CRM) framework which can help in delivering or offering of precise and accurate services and customer support as per the overall needs, demands, and expectations of the identified customers. This can help in establishment of a positive brand image in the context of the food and beverage industry market of UK.
Gap 3:
This specific gap is said to arise, when the management fails to deliver the customers or consumers with the precise or exact values and experienced as per the overall specifications of the consumer experiences. This specific gap in the overall serviced provided to the consumers can be reduced or mitigated by Chennai Dosa through analysis and audit of their overall consumer experiences and the consumer knowledge. This can help in matching of the quality and levels of the services delivered with that of precise experience specifications. 
Gap 4:
This specific gap is said to arise, when the management fails to deliver the customers or consumers with the precise or exact values and experienced which were mentioned or promoted among the concerned segments of buyers or customers in the market. Once the customer sees that the experiences are not delivered or promised the brand reputation can suffer (Krishnamurthy, 2010). Thus there is a need for Chennai Dosa to ensure that the overall experiences or values delivered to the targeted customer segments in the market clearly matches with the services and quality of services assured in the marketing campaigns and advertisements. 
Gap 5: 
The overall perceptions of the consumers regarding the services and products delivered by Chennai Dosa can differ from that of actual experiences of the consumers. To mitigate and reduce this gap Chennai Dosa must identify the precise consumer perception regarding the experiences or values delivered by the brand. This can be achieved through impl3mentation of transactional research, and surveys. Once the precise expectations of the customers regarding the brand experience and value is analysed the actual services can be categorized to match the consumer experiences. 
[bookmark: _Toc513177652]Conclusion
The overall report has explained in details, the different use of strategic management considering the overall global digital disruptions. The different challenges and issues faced by the organization of Chennai Dosa in the food and beverage industry market of UK considering the digital disruptions in the market environment have been discussed in details. The use of different strategies and models have also been suggested for enabling the achievement of high growth and success amidst the market digital disruptions for Chennai Dosa in UK. 
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