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[bookmark: _Toc132373793]Introduction

This report is a explanation of Strategic Management in small businesses, what it means, and the methods which can be used to improve the efficiency of the business through the use of strategic management models.  The report is also a case study, the purpose of which is to provide business consulting advice to the case study organisation.  Delicious is a restaurant business which is considered a small and medium enterprise (SME). The proprietor is hoping to expand the business and requires a suitable strategic plan.  This plan will be created by setting a strategic direction which best fits this particular business model.  The internal and external environments in which the organisation operates will be analysed using theoretic models to understand any potential weaknesses, strengths or untapped opportunities as well as providing a picture of any factors which may affect the successful operation of the business.
The report provides a critical analysis of the theories and models used for example, the PESTEL analysis to examine the external operating environment, and reasons each of the models are selected.  Competition is a major factor for any business and any potential competitors in the restaurant/food business must also be analysed against the Delicious restaurant to provide solutions to any potential competitive advantages which the business may build upon.
The models used for analysis will be explained and backed by academic research.  To aid understanding of the various models, some comparison will be made as well an outline of advantages and disadvantages.
The report will conclude with findings and explanation of the findings. 






[bookmark: _Toc132373794]Description of the Case Study Organisation

As stated previously, the case study a small medium enterprise restaurant called Delicious which is based in London.  The restaurant serves a diverse range of foods and has a loyal customer base.  The proprietor has been in the food business for a long time and employs a competent and experienced team of workers.  The proprietor would like to look at expanding the business but needs some assistance in navigating to a growth strategy which is suitable for his business model.  There are a number of areas which should be analysed in order to decide on a suitable strategy.  This means setting a strategic direction.
[bookmark: _Toc132373795]Strategic Direction
In order for a small business to survive and thrive it needs to be aware of and take into consideration changes in the economy, changes in import rules, such as those which arose from the United Kingdom’s exit from the European Union, environmental changes and other factors (Bryson, 2018) all of which can impact the business stability and future operation. 
Small businesses make a positive contribution to the economy and wealth, locally, regionally and globally and this is often overlooked (Devos & Chen, 2022).  Economic volatility can have a disproportionate effect on businesses of all sizes however when thinking of the case study business, it is worth noting that restaurants were disproportionately affected during the COVID-19 pandemic (Brizek et al., 2021).  It is therefore important for a business to have a firm strategic direction to understand the business environment within which they operate. 
Setting a strategic direction is part of the strategic planning process and involves setting a mission, vision and objectives.  The mission statement is an explanation of why the company exists.  This should be short and clear.  Vision is the company’s future aspirations.  The vision statement should not change regardless of strategy changes as it is part of the future goals of the business (Mitchell et al., 2021).  When setting objectives, each should be set using the SMART framework.  This means the objectives should be Smart, Measurable, Achievable, Relevant and Time based.  Setting goals which are SMART can help to surface strengths and weaknesses and provide motivation (Leonard & Watts, 2022). 
[bookmark: _Toc132373796]Mission 
Serving a unique taste to cater to a diverse range of culinary requirements, using the best quality ingredients.  Intolerance shouldn’t be intolerable. 
[bookmark: _Toc132373797]Vision
Delicious is the go-to eatery when gathering with family and friends or just out for an intimate meal for two.
Delicious will be on everyone’s tongue. Every customer will want to come back to eat Delicious’ fine cuisine and will tell others about us.  
The Delicious name will be synonymous with great taste.  All customers will feel at home in the Delicious restaurant, with its warm and welcoming surroundings and will eat in comfort, secure in the knowledge that all dishes are created from the best ingredients without food intolerances being a worry for any customer.  Every customer from children to adults will be catered for and will leave the restaurant feeling as though they were catered to individually. 
[bookmark: _Toc132373798]Objectives
1. Increase monthly sales by 10% measure
2. Improve top selling menu items to ensure they cater to allergy/intolerance sufferers to embrace a wider audience within 6 months
3. Expand and grow online presence within 1 year
4. Open a new location within 2 years
	Specific
	Measurable
	Achievable
	Relevant
	Timely

	Increase monthly sales by 10%
	Track monthly sales and compare them to the previous year's sales to measure progress towards the goal
	Review past sales and patterns to set realistic targets
	This will help to grow the business
	12 months

	Improve top selling menu items to ensure they cater to allergy/intolerance sufferers to embrace a wider audience
	Conduct surveys to gather feedback from customers and track the sales of the modified menu items.
	Review customer feedback and consult with nutritionists to make necessary changes to the menu.

	Catering to a wider audience will increase customer satisfaction and attract new customers.
	6 months

	Grow online presence
	Track social media engagement and sales/bookings generated from online sources 
	Develop a comprehensive digital marketing strategy and allocate sufficient resources to ensure the goal is achievable.
	A strong online presence can help to strengthen the brand, attract customers and increase revenue
	1 year

	Open a new location
	Track the progress towards finding a suitable location, securing funding, and hiring staff to measure progress towards the goal
	Conduct market research around the intended location and develop a  business plan which includes strengthening the existing offerings and brand to this is achievable
	Opening a new location will help expand the business and increase its reach.
	2 years



[bookmark: _Toc132373799]Environmental Scan

The intention of an environmental scan is to understand potential risks and opportunities from both an internal and external perspective and, as mentioned earlier in this report, give an insight of the business environment (Fordham University, 2023).   The environmental scan should be a regular review as market conditions change frequently and this will help the business to spot any upward or downward trends and be able to adjust their strategy accordingly.  There are a number of frameworks which can be employed to carry out the internal and external factors.  This report will employ the use of a SWOT and Porters Five Forces to analyse internal and external factors which could impact or influence the Delicious restaurant.

[bookmark: _Toc132373800]Internal 
[bookmark: _Toc132373801]SWOT
 
The SWOT analysis is a business strategy framework which was first introduced by Albert Humphrey in 1960 ((Teoli et al., 2022).  The term is an acronym; Strengths, Weaknesses, Opportunities, Threats and can be used to analyse the internal factors which can affect an organisation.  


Strengths
· Location offers a diverse customer base and London has been described as one of the best food cities in the world (Ellwood, 2016)
· The restaurant has an existing good reputation with positive feedback
· The cuisine is unique and made from fresh ingredients
· Has a good supplier with good quality materials with no seasonal interruption in supply
· The proprietor has over 20 years experience in the food business
Weaknesses
· Inexperience of other markets such as economic factors which could affect the business
· No future growth strategy in place leaving the business open to potential stagnation
· Lack of online presence. Online ordering and eating at home has increased since the onset of COVID-19 and continues to grow (Wetzler, 2021).  Delicious could be losing out on a whole section of the market due to not having this service available.
Opportunities
· Diversify and widen the range of options available to diners with intolerances to expand their target audience
· Offer private catering 
· Explore creating an online presence to offer ordering and delivery services
· Open another restaurant to capture more of the market
· Review suppliers as it may be possible to make savings  
Threats	
· Growing overhead costs relating to energy and increases in cost of raw materials being passed on by suppliers
· Other experienced players in this area 
· Competitors who offer an online ordering service.  This has become an expected service since the onset of COVID-19 in 2020
· Decrease in non-essential spending due to economic crisis. The economic crisis, rising prices and living costs has meant many have less disposable income and therefore are unwilling to spend on “non-essentials”


[bookmark: _Toc132373802]VRIO

VRIO is an acronym: Value, Rare, Inimitable, and Organized.  This framework can be used alongside Porter’s Five Forces in strategy development when analysing the internal business environment.  The VRIO framework was developed by Jay Barney in 1991 (Enders, 2009).  A VRIO can be used to identify sustained competitive advantage at the Delicious restaurant.

	
	Valuable
	Rare
	Inimitable
	Organized

	Unique cuisine
	Yes
	No
	No
	Yes

	20 years experience in the food sector
	Yes
	Yes
	No
	Yes

	Experienced Staff
	Yes
	No
	No
	Yes

	Supplier Base
	Yes
	No
	No
	Yes

	Location
	Yes
	Yes
	Yes
	Yes

	Brand/Reputation
	Yes
	Yes
	Yes
	Yes

	Service
	Yes
	No
	No
	Yes



The VRIO analysis shows that both the location and brand/reputation of the Delicious restaurant offer a sustained competitive advantage.  Additionally, the experience of the proprietor is considered an unused competitive advantage.  Improving the unused competitive advantage should be taken into account when deciding on the strategic plan.  It is an opportunity for the restaurant to transform this into a sustained competitive advantage. 

[bookmark: _Toc132373803]External
[bookmark: _Toc132373804]PESTEL

A PESTEL analysis examines the external factors in a business environment.  PESTEL is an acronym for Political Economic, Social, Technological, Environmental and Legal.  The factors for Delicious are outlined as follows:

Political
Minimum wage has increased in the last Government Budget
Regulations and laws relating to food safety and hygiene
Import and export laws, particularly in relation to fishing in foreign waters since Brexit
Strikes by transport workers and lorry driving restricting supply of products

Economic
Conditions due to the current economic downturn affecting local markets
Increase in cost of living requiring the need to take an increase in wages
Higher costs for food supplies and fresh ingredients
Exchange rates for import and also Brexit impacting food deliveries and import

Sociological
Changes in purchasing habits due to decrease in disposable income
Changes in demographic make-up as families are forced to move out of London due to affordability

Technological:
Increasing use of online ordering and delivery apps (Wetzler, 2021) accessed via social media. Online reviews impacting the reputation of the restaurant
Automation of equipment in kitchen and restaurant (Shanthi, 2021)
Introduction of security measures to protect customer information

Environmental
Sustainable sourcing of ingredients and environmentally friendly packaging
Energy efficiency measures to reduce the restaurant's energy usage
Reduction in food waste through structured management and recycling programs

Legal
Alcohol licensing requirements
Employment laws and regulations, including discrimination and harassment policies
Food labelling and nutrition disclosure requirements
Adherence to food tolerance measures (FSA, 2022)	

[bookmark: _Toc132373805]Porter’s Five Forces

The Porter’s Five Forces Framework was developed by Michael Porter to analyse the external competitive environment and assess trends to enable organisations to understand how best to position themselves for success (HBS, 2008).  The framework consists of five factors:  

Threat of new entrants: The degree to which new companies can enter the market and compete with existing firms. 
High: London is a tourist attraction and is known for having a diverse food scene with many options.  Because of this, there is always the threat that new restaurants will enter the market as there aren’t many barriers to prevent this providing the prospective new entrants have the funds and the required permissions.  
Mitigation: Delicious should differentiate their business from others by continuing to diversify the cuisine on offer.  This will help to increase their share of the market in the area and help the brand to stand out from other restaurants within the same area.  Delicious have the advantage of 20 years of experience and loyal and experienced staff.  This should be exploited as a marketing point.

Bargaining power of suppliers: The degree to which suppliers can exert power over the prices and quality of goods or services they provide to firms
High: Currently delicious have a supplier base that provides the raw materials for their unique cuisine.  There is no seasonal interruption.  However, this makes the bargaining power of their suppliers high as the suppliers are able to dictate price.  
Mitigation: Delicious restaurant need to review their suppliers to widen their choice and potentially take advantage of cost savings.

Bargaining power of buyers: The degree to which buyers can exert power over the prices and quality of goods or services they purchase from firms. 
High: In the food service sector, customers have high bargaining power and particularly in London, where there is a wide range of restaurants to choose from.  Customers are easily able to frequent other restaurants if they feel the price, service or quality of product at Delicious isn’t as they would like or expect. 
Mitigation: Delicious should continue to provide the high quality and unique product which they currently offer, expand their range and consider offering incentives such as discounts on particularly “slower” days.  

Threat of substitutes: The degree to which alternative products or services can be used as a substitute for the industry's offerings. 
Moderate: Increasingly, customers are choosing to cook at home rather than eating out due to factors such as having less disposable income and also the influence of influencers on social media who share cooking ideas, meal kits and delivery services.  Despite this though, dining out still remains a social experience and this can’t be recreated in the home. 
Mitigation: Delicious should focus on ensuring the in-restaurant experience is something which makes customers want to return.  However, they should also ensure they are positioned to take advantage of the home delivery services and make this an option for their customers.

Rivalry among existing competitors: The degree to which existing firms in the industry compete with one another. 
High: The restaurant industry is highly competitive.  Delicious offers high quality and unique cuisine and should ensure they continue to improve and expand their offerings.  
Mitigation: In order to retain their customer base, Delicious should also consider customer loyalty incentives such as a free meal after a number of visits or money-off vouchers. Service levels should be monitored to keep them at a very high standard.
[bookmark: _Toc132373806]Stakeholder Analysis

Stakeholders are individuals who have an interest in the business and who care about the direction of the business and whether or not the business is successful (Barney & Holak, 2023).  Not all stakeholders are “equal”.  Some may just have an interest while others have power to push forward decisions or bring things to a halt.  Power can come from an individual’s position in a company whilst interest relates more to social aspects.  In order to understand the balance of power, it is can be useful to use the Mendelow Matrix.  Mendelow’s matrix (see figure 1) was created by Aubrey Mendelow in 1991 to manage stakeholders in a project (Cuofano, 2023)
  
Figure 1
 (
Image source: 
https://blog.oxfordcollegeofmarketing.com/2018/04/23/what-is-mendelows-matrix-and-how-is-it-useful/
)[image: ]


This matrix can be used to map each of the interest parties to determine their level of power and also the level of engagement required.

The main stakeholders of the Delicious restaurant can be defined as: owners and investors, employees, customers, suppliers, local authorities, members of the local community and the public.  The most important stakeholders are those who fall within the “high power, high interest” quadrant of the matrix.  These are the individuals with whom communication should be made regularly and with whom there should be maximum engagement. The stakeholders are categorised as either internal (those who have a direct interest in the operation of the company) and external (those who have an indirect interest). 
[bookmark: _Toc132373807]Internal Stakeholders

High Power, High Interest: 
Employees: Can provide the best service and high quality food.  Their interest is wages, working conditions, and opportunities to grow and develop.

High power, low interest: 
Investors: have high power in controlling the finances of the restaurant and are interested in ensuring they receive the best returns on their investment but wouldn’t be involved in the running of the restaurant.

[bookmark: _Toc132373808]External Stakeholders

High Power, High Interest:
Customers: have the power to influence the restaurant's reputation, and will be interested in the quality of the food, service, and atmosphere.

Suppliers: have influence over availability and cost of the ingredients used in the restaurant, and they are interested in the restaurant's ability to pay invoices in a timely way.

High Power, Low Interest:
Local authority: They have the power to enforce regulations that affect the restaurant's operations, such as health and safety codes, but would likely be less interested in finer details around the running of the restaurant.

Low power, high interest: 
Local community groups: They are interested in supporting local businesses and promoting development by job creation and bringing business to the area.

Low power, low interest: 
The general public: may occasionally visit the restaurant, but are unlikely to have a significant impact on its success or operations.

The matrix in figure 2 gives an at a glance view of the which stakeholders hold power at the Delicious restaurant
Figure 2.
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[bookmark: _Toc132373809]Strategic Growth Options – Ansoff Matrix
The Ansoff Matrix was developed by Igor Ansoff in 1957 based on four strategies for achieving growth in business (Loredana, 2012).  The four strategies are: Market Penetration, Market Development, Product Development and Diversification.  Each strategy represents one quadrant in the matrix.  Additionally, the quadrant highlights the level of risk associated with each strategy (Bruin, 2021) (see figure 3).



Figure 3.
[image: Ansoff Matrix]
 (
Image source: 
https://www.business-to-you.com/ansoff-matrix-grow-business/
)

Market Penetration:  involves utilising existing products in existing markets. For the Delicious restaurant, this could mean increasing marketing efforts to attract more customers, offering discounts on certain days of the week or times of the day, running promotions to create repeat business, or improving the quality of the food or service to retain existing customers.  

Delicious has a good reputation and a unique style in their cuisine which has served them well in the food industry.  The proprietor has over 20 years of experience.  In the short term, this strategy would appear to be the one most suited to the restaurant.  Although they would like to expand and open in new locations, in the short term, the focus should be to take advantage of the combined experience of the staff and the proprietor to “fine tune” the operations and cuisine.  

The findings of the VRIO analysis showed the location and brand to be “sustained competitive advantages”.  The restaurant should maximise upon this.  Additionally, the VRIO showed that the experience of the proprietor is an “unused competitive advantage”.  The knowledge and insights from this experience could be used in promotional activities based around “traditional” food values.  This would also be a good time to promote the brand through promotional activities such food tasting for improved recipes.  Doing this would not only bring increased footfall to the existing location and build the customer base, increasing awareness of the product and the brand will help to give a head-start to any new premises which open in the future due to this previous activity to increase awareness and highlight the Delicious brand.   

Market Development:  This strategy would involve expanding into new markets with existing products. Delicious could consider opening new locations in different areas or targeting a new demographic group by offering cuisine which caters to customers with food intolerance or allergies.  

Opening a new location should be considered a medium to long term goal for the restaurant as, although it is one of the objectives, the focus at this time should be to build the product and strengthen the brand.  However, in terms of expanding into new markets, Delicious mission is to ensure customers with food intolerances aren’t made to feel any different to other customers.  This part of the strategy should be worked into the plan to help the restaurant build their brand and promote the Delicious brand as a food tolerance friendly restaurant which could help the restaurant more quickly establish themselves when working towards their target of opening an additional location. 

Product Development: This strategy involves creating new products to sell in existing markets.  Delicious could add new dishes to the menu, introducing a new line of beverages or desserts, or creating a private catering service to reach a new customer base.  

A product development strategy would not be suitable for the restaurant as it is important that the focus remains on improving the existing products and introducing improved versions of existing dishes.  This would also require significant time and financial resource.  Private catering also would require significant investment and, since Delicious currently have historical experience in the private catering area, it may take a while to build confidence in their customer base which would require the capital to be tied up for some time.  Development of new products and adding new services should be considered a long term goal.

Diversification: This strategy involves creating new products and entering new markets.  Delicious could consider branching out into related industries such as food delivery, creating a mobile food service or expanding into packaged meals which could be featured in retail stores and supermarkets.  

The diversification strategy would not be suitable at this time as the focus is on improving existing products.  Selling pre-packaged products would involve a significant financial outlay for the purchase of new equipment as well as time resource to, implement new regulations and train employees in use of such equipment to enable the restaurant to be ready to for supplying packaged products to supermarkets and other retail stores.  Further, adding mobile food services would mean the purchase of transportation such as a food van in order to be able to sell at different locations.  This should be considered a long term option and priority given to opening a new static location ahead of any purchase for mobile catering.  Existing customers should also not be overlooked.  Straying too far away from the “unique” cuisine which has made Delicious popular could result in the loss of regular customers due to the restaurant no longer appearing to be the type of place they enjoy visiting.

[bookmark: _Toc132373810]Selecting a Strategy
[bookmark: _Toc132373811]Porter’s Generic Strategy

Porter’s Generic Strategy is formed from three categories Cost Leadership, Differentiation and Focus.  This framework can be used alongside Porter’s Five Forces to achieve and maintain and competitive position (Bruin, 2021).  The Delicious restaurant should consider the three strategies in conjunction with their objectives.  It is possible to combine strategies if needed.

[bookmark: _Toc132373812]Cost Leadership

In this strategy, Delicious would focus on lowering price to be more competitive.  This could be achieved by examining production methods and finding ways to make it more cost effective if needed.  Reviewing their supplier base and ensuring that, although they are getting the best ingredients, that they are also getting them at the best and most economical price.  Review any other related expenses to look for cost-cutting opportunities.  The goal would be to attract price-sensitive customers who are willing to sacrifice certain elements of the restaurant offering in exchange for lower prices.

This strategy could work well for Delicious.  Cutting costs in order to remain competitive is a good strategy.  However, as the restaurant has a reputation for quality food it would be essential that the compromise in cost-cutting is not taste.  This could cause the strategy to work in reverse and have customers walk away.  When trusted brands change the formula of a product which customers like, it can have a negative effect.  The suggestion would be to review suppliers for ingredients and cut other elements which will not impact the taste of the product.  Look at energy use and suppliers of smaller items such as crockery, cutlery and providers of any alcohol or soft drinks which are sold in the establishment.

[bookmark: _Toc132373813]Differentiation

In this strategy, the Delicious restaurant would offer services that allows it to stand out from its competitors.  This could include, using higher-quality ingredients, or providing exceptional customer service. The goal is to attract customers who are willing to pay a premium for these added features or amenities.  

Differentiation goes almost directly against the cost strategy.  Further expensive would be required to purchase higher quality ingredients.  The restaurant has customers who are very happy with the unique cuisine which they offer and they have loyal and experienced staff currently offering a recognised great service.  This strategy does not fit within the objectives of the restaurant.
[bookmark: _Toc132373814]Focus

Focus: In this strategy, the restaurant focuses on serving a specific target market. This may involve specializing in a particular type of cuisine, catering to a specific demographic, or serving a specific geographic area. The goal is to become the go-to restaurant for customers within that niche or target market.

This strategy fits perfectly with the Delicious objective of providing customers who suffer intolerance or allergy with a dining experience which matches those who do not worry about this issue.  Targeting this market would involve some changes to the menu and the implementation of regulations to ensure the food is delivered safely however, this investment would ensure that when the customer thinks about this restaurant, they can book freely without the worry of whether they can safely eat the items available on the menu.

The Delicious restaurant have short term objectives of increasing sales, improving top selling menu items to ensure they cater to allergy/intolerance sufferers to embrace a wider audience and longer term objectives of expanding and growing their online presence and broadening their operation by opening a new location.  Based on this information, the best way to move forward would be to implement a combination of cost and focus strategies.  Implementing this type of strategy would align with the company mission, vision and objective of catering to a new demographic (i.e. allergy sufferers).  With food allergy sufferers on the increase (Santos, 2019), the introduction of menu choices which have been amended to cater this demographic will bring in new customers and increase sales.  
[bookmark: _Toc132373815]SAFe Analysis

Carrying out a SAFe analysis examines a strategy to ensure it is Safe, Acceptable and Feasible.  This model was developed by Johnson, Scholes and Whittington (Liyanage, 2023).  Some of the criteria covered includes whether or not the strategy fits with the objectives, will this bring significant change to the business? and are the resources required available?

The Delicious restaurant SAFe analysis looks like this:
	Matrix
	OPTIONS

	
	Cost
	Differentiate
	Focus

	Suitability
	8
	5
	9

	Acceptability
	8
	4
	10

	Feasibility
	8
	4
	10

	Total
	24
	13
	29


Each factor has been scored out of 10

[bookmark: _Toc132373816]Strategy Implementation
Implementing the strategy will involve change management exercises.  These exercises take place in order to ensure a smooth transition and to keep all interested parties informed.  Kurt Lewin, a social scientist, introduced a 3 step framework the Kurt Lewin Model of Change (Sarayreh et al., 2013).  The steps are, unfreeze, change, refreeze.  Lewin believed this model could help organisations to implement change and understand the change process through learning.  
[bookmark: _Toc122049016]
Unfreeze Process at Delicious

This phase of the process is used to lay the foundations for the change.  This following should be covered during unfreeze:
· Determine what needs to change by reviewing current processes and utilise this data to create an action plan.  Include in this an overview of why change is happening and the anticipated benefits.  
· Put in a place a communication plan to share information with key stakeholders and any affected employees. Use this as an opportunity to check for uncertainty or concerns and address this immediately.  Customers should be given an indication that the restaurant is improving and expanding the menu and the reasons why. Create awareness using regular updates and media/poster points for customers. 
[bookmark: _Toc122049017][bookmark: _Toc132373817]Change

· Continue to communicate and provide regular updates on progress to stakeholders and employees throughout the change period 
· Have employees involved at the early stages to allow them to be early adopters of the changes.  This gives them insight and experience which will prove valuable throughout the process and beyond. 
· Update policies and contracts.
· Trial the newly implemented changes 
· Fully implement the change

[bookmark: _Toc122049018][bookmark: _Toc132373818]Refreeze
· Once the changes are in place it must become part of the behaviour of the restaurant and the customers will need to become used to this.  Implement behavioural change by:
Internally
· Monitoring the new strategy 
· Be prepared to review and tweak
Externally
· Carry out surveys to get customers views

Don’t forget to celebrate the successes.

[bookmark: _Toc132373819]Monitoring
Following implementation of the strategy it is important to monitor
	Criteria
	Objectives
	Measures
	Targets
	Initiatives

	Financial
	Increase monthly sales 
	Increase in sales as evidenced by product levels and increase in items ordered
	 10% 
	 Make changes to menu items to make them suitable for allergy and intolerance sufferers

	Customers
	 Maintain positive feedback
	Positive feedback received via feedback system
	 Month on month increase in average review ratings. Maintain a minimum 4.8/5
	Provide impeccable customer service and collect customer data to follow up with offers and incentives

	Internal Business
	 Introduce online ordering 
	 Increase in number of orders received via online system.
	 Aim to achieve 10% as a start point
	Introduce signage to promote online ordering

	Leaning and Growth
	 Train staff in preparation and handling of food for allergy/intolerance customers
	 Increase in staff confidence and knowledge
	All staff fully conversant in the topic
	Regular training both on the job and externally



[bookmark: _Toc132373820]Conclusion

The Delicious restaurant is a thriving business in a location of London which can ensure they have a good influx of customers.  They would like to expand their operation and open a further location.  This can be done however, this strategic plan has highlighted that it would benefit the company to have opening a new location as an objective for the long term.  The  first focus on building their brand, implementing the plan of providing food suitable for allergy/intolerance sufferers and increase awareness of their presence to this demographic of customers.  This would increase their revenue at the existing location.
Once the restaurant has an established customer base, good reviews and demonstrated knowledge as well as an increase in revenue, this would be a good starting point towards opening a new location in the future and help them to become a “known face” with a larger pre-existing customer base.
This plan is based around a combined cost and focus strategy to reduce costs, increase revenue and focus on improving existing offerings by making them available to other demographics of customer.  The strategy is sustainable as it offers the opportunity to continue building on what the restaurant has already achieved.
As per the VRIO, Delicious have a sustained competitive advantage due to their existing location and brand.  They also have the opportunity to build on an unused competitive advantage which relates to the experience of the proprietor and employees.  This should be maximised upon.
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