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[bookmark: _Toc90621421]1.0 INTRODUCTION
It has become very difficult to operate a successful business especially in the food industry particularly as there is so much rivalry which is why it is important to implement strategies that give a competitive advantage to operate effectively and efficiently. Dhillon & Vachhrajani, (2012) define operational efficiency as the right combination of people, processes, and technologies to increase business productivity and value. The purpose of this report is to develop a sustainable business strategy for a small and medium sized business enterprise (SME) and critically evaluate the current strategic management of the business. All of which will be done using several different tools and techniques such as a PESTLE analysis, Balance Score Card, stakeholder map as well as others to understand the performance of the company.
[image: Strategic-Planning-Wheel]A business strategy for sustainability is the incorporation of economic, environmental, and social objectives into the company's objectives, activities, and planning, with the goal of creating long-term value for the company, its stakeholders, and the broader community (Visser, 2013). The SME that has been evaluated in the following report is an Indian restaurant in Dudley a busy town in the West Midlands called Major Curry Affair. This is a small well-established business which opened in 2014 and now employs ten people all of whom live locally and are serving the local community with their Bangladeshi cuisine. They employ five staff at the front of house and five at the back in the kitchen and doing delivery, the restaurant can take up to 100 covers a night. An analysis has been done of the current strategic analysis of the company using a strategic plan of action (figure 1) which will include the internal and external environmental impact, the stakeholders all of whom affect the organisation and then the options of strategic growth will be recommended which will be followed by a conclusion. 
[bookmark: _Toc90621245]Figure 1: Strategic Planning Cycle (n.d, 2018)
[bookmark: _Toc90621422]2.0 CURRENT STRATEGIC DIRECTION
Currently Major Curry Affair does not have a clear vision or mission statement, it is important to implement them as they set the goals of the organization and all stakeholders know what the aspirations of the company are. These indicate that there is strategic plan to gain success and gives employees motivation to work towards a shared goal. Hills & Jones (2001) describe strategy as a set of actions that managers take to improve the performance of their company in comparison with competitors, therefore, directs the company to be proactive and guides the adoption of operational decisions. Strategic direction refers to the plans that need to be implemented for an organisation to progress towards its vision and fulfil its goals. It ensures owners and management can communicate the importance of employees work and their contribution to achieving business objectives. Kotler & Armstrong (2007) states to have a successful strategic plan it is important to establish the goals of the company, identify the core values, mission, and culture the company holds as well as analysing the internal and external influences that impact the company to improve performance as well generate profit. 
[bookmark: _Toc90621423]3.0 VISION AND MISSION
To achieve this at Masala Indian it is important to firstly implement a vision and mission statement to show the purpose and shapes the culture of the business which has been done as shown in the following: -
VISION: to become the industry leader in providing the tastiest authentic Bangladeshi food in the UK.  
MISSION: We want to provide outstanding quality and service for our customers and create a friendly community atmosphere because our customers are our family, whilst serving them the tastiest authentic Bangladeshi cuisine using natural ingredients and always freshly prepared to order. 
The company's mission statement, organizational culture, and style of leadership are factors typically associated with the internal environment of an organization. As such, it is the internal environment that will influence organizational activities, decisions, and employee behaviour and attitudes. Having a vision and mission statements gives purpose to why the company is doing what they are and gets on everyone aligned to focus on the same goals. Also implementing core values for the company creates a culture of how the team should be behaving when at work at representing the company to achieve the vision of the company. There are several ways to keep individuals engaged at work such as highlighting the organisations values and goals and making it clear how employees can contribute to achieve these, making the employee feel valued and important (Carbonara, 2012). Major Curry Affair can implement five fundamental values that should be affirmed everyday such as the following:
1. Always treat customers as we ourselves would like to be treated, provide outstanding customer service
2. The reputation of the whole company is in your hands
3. If we don’t look after the customer someone else will
4. We only provide fresh quality food using authentic Indian spices, no compromise
5. Look after the environment and enhance sustainable development
[bookmark: _Toc90621424]4.0 ENVIRONMENTAL ANALYSIS
[bookmark: _Toc90621425]4.1 VALUE CHAIN ANALYSIS
Michael Porter (1985) has defined the value chain model to help analysing specific activities through which companies generate value and competitive advantage. Value chain analysis (figure 2) is a process “where a firm identifies its primary and support activities that add value to its final product and then analyse these activities to reduce costs or increase differentiation” (Lynch, 2018). By analysing the internal activities shows which ones are most valuable to the organisation or those that need to be improved to gain that competitive edge. 
[image: Value Chain Analysis]

[bookmark: _Toc90621246]Figure 2:Value Chain Analysis (Dabhad, 2016)

[bookmark: _Toc90621426]4.1.1 PRIMARY ACTIVITIES
INBOUND LOGISTICS
All produce is locally sourced to save costs and to support local businesses especially as the pandemic hit, they shop at the local butchers to buy fresh poultry that has been delivered from local farms. Everything is freshly made to order to reduce waste and anything that is left of the night is to go to local charities or food banks. As the business is trying to be environmentally aware which means it reduces the use of paper, IPOS systems have been installed so all orders are done digitally.

OPERATIONS
Major Curry Affair operations are to cook and produce many dishes from an Asian background which requires getting fresh ingredients from local shops who import produce from different countries such as India and Bangladesh. Also, there main operation is the kitchen with commercial equipment to cook the food as quick and authentically as possible, one of the main equipment used is a charcoal tandoor oven to get that traditional taste. However, as this oven is quite dated and takes one hour to warm up it would be beneficial to update this to a tandoor oven which is available in LPG and natural gas that cooks a little quicker which will save time and money in the long term. The restaurant offers a delivery service so it is vital there is a driver and transport ready each evening ideally an electric scooter which would be faster on the road as they would not get stuck in traffic and would be cost saving as you would not have to pay for petrol.
 
OUTBOUND LOGISTICS
Major Curry Affair is a sit-down style restaurant who offer a delivery service and collection service. The food ordered needs to reach the customers and systems need to be in place for this to happen efficiently. Orders that have been ordered direct through the restaurant are delivered by the delivery driver but to save time and money an offer of 10% discount can be offered to those customers who come and collect their orders from the restaurant all in the time that has been allocated.

MARKETING & SALES
Marketing needs to improve at the restaurant as it stands, they are advertising the old-fashioned way of door to door leafleting but nowadays it is fast and easier to get the message out there through the internet. They will need to advertise on social media especially on Facebook business page and if they are active on their it has the potential to reach thousands of people and it is free to you use. It is also effective to create their own website which would not only advertise the restaurant but can also allow customers to order direct through the website which would increase sales. It is vital to get the word out about the restaurant and create brand awareness so it can attract potential customers even through word of mouth. 

SERVICE
The restaurant wants to be known for the excellent customer service they provide their customers and aims to build a good customer relationship. To do this it is important to train the front of house staff in how to provide good customer service to ultimately create loyal customers and implement CRM practices. Customer relationship management (CRM) is a combination of people, processes and technology that seeks to understand a company's customers. It is an integrated approach to managing relationships by focusing on customer retention and relationship development (Chen & Popovich, 2003).

[bookmark: _Toc90621427]4.1.2 SUPPORT ACTIVITES

FIRM INFRASTRUCTURE
This is an organisation's structure and its management, planning, accounting, finance, and quality-control mechanisms and usually supports the whole value chain not individual activities (Harrison, 2019). The restaurant has a hierarchical structure where at the top is the manager, then assistant manager, and chef and below them is the rest of the restaurant staff. Having structures in place clearly identifies where you are in the hierarchy and who reports to who so clear communication can be conveyed across the departments.
HUMAN RESOURCES MANAGEMENT
It is important to have human resource management in the organisation to employ, develop employees as well as investigating any grievances. However, the restaurant does not have a human resource department as they are small organisation and most of the employees are sourced through word of mouth or WhatsApp groups as there is a lack of skilled chefs in the UK especially after Brexit and Covid-19 pandemic. UKHospitality, an industry lobby group, has described the shortage of staff as “critical”. Data from the Office for National Statistics showed that there was a 10% vacancy rate in the hospitality sector, equivalent to 210,000 roles (Crowther, 2021).


TECHNOLOGY DEVELOPMENT
There is no longer the need for restaurants to use a pen and paper method because installing an EPOS System that will allow for orders to be taken digitally at the front of house and will automatically print out in the kitchen making for a more accurate and efficient system. As well as incorporating platforms such as Justeat and Deliveroo who provide their own machines where the customer orders from home and the machine prints out the order in the restaurant and enables the customer to either have it delivered or collected all making the process cost effective and convenient.
PROCRUMENT
There is currently no online system for stock inventories or any system for suppliers as it is all done physically by writing it down or going to the cash and carry. Specialized Web sites, referred to as electronic marketplaces (e-marketplaces) or electronic hubs (e-hubs), have been created so that restaurants with similar product and service needs can effectively conduct business-to-business (B2B) transactions 24/7 (Kasavana, 2005). This allows for the business to manage and control all online activities which ultimately saves the business time and money.
[bookmark: _Toc90621428]5.0 PORTERS FIVE FORCES ANALYSIS
As an existing business in the industry Porters five forces will help to define the strategy and competitive position of the company in the market. This theory was put forward by Michael Porter of Harvard University, he used the principles of industrial organization economics to analyse five interaction factors that are important for companies to become and maintain competitiveness: 
1. Threat of new entrants
2. The threat of substitutes
3. The bargaining power of buyers 
4. Bargaining power of suppliers 
5. Competitive rivalry (Dsouza et al, 2021)
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[bookmark: _Toc90621247]Figure 3:: Porters Five Forces (Bruin, 2016)
THREAT OF ENTRY
Eating out has become a culture especially as there are more people working these days and don’t want to cook or have time to cook at home which is why there are so many food outlets entering the market creating competition for the existing restaurants, this can mean Major Curry Affair may need to reduce some of their prices on the menu to compete. As reported by Blampied (n.d.) a total of £283bn is spent by consumers each year on food and drink, of which almost a third goes to the out-of-home market, such as pubs, restaurants, and cafes. 31% of respondents say they eat out at least once a week on average making the threat of entry high. 
It is important to create barriers of entry to make it hard for new entrants to enter the market by offering different products at cheaper prices to attract new customers, consequently it is important to utilise economies of scale to stay competitive. To offer lower prices they can buy products such as the food containers and other products such as napkins in bulk which will reduce the unit cost therefore being able to charge less to customers. 

THE THREAT OF SUBSTITUES
The are many competitors offering the same cuisine at lower prices therefore the threat of substitutes is high for the business. There are other venues offering the same type of food such as pubs and supermarkets offering frozen and ready-made meals at cheaper prices increases the threat of substitutes. However, the high quality or taste of food from the restaurant that uses fresh ingredients and is prepared to order differs significantly from food in supermarkets which will stop customers switching to alternatives. To minimise the threat, it is important to focus on differentiation products and offer something that others aren’t doing in this sector such as offering more healthy options and adding other vegetarian dishes as well gluten free options which are equivalent to a curry thus reaching out to more people in the market. Research carried out by global research firm IRI found that more than two thirds (72%) of shoppers in the UK are buying healthy food – with less salt, sugar, fat, or calories. Also, more than one in four people said they are happy to spend more buying organic food, more than any other healthy food option (Wells, 2017), therefore this would be an area for the restaurant to explore further to attract those customers.

THE BARGAINING POWER OF BUYERS
As it is currently there are many competitors in the industry and food is readily available to customers who are spoilt for choice which is why it is crucial for Major Curry Affair to be aware of what is going on in the industry especially in terms of what the customer wants and what they are willing to pay. Since Major Curry Affair is relatively well known and has acquired enough loyal customers over the years to make a profit, everything else is a bonus, the threat from the buyer is quite low. It is important to keep the customers happy and as a business provide them with what they need from you as a restaurant after all there is no business without the customers. So, if they in increase their options and offer more than what their competitors are offering not only in food but customer service or make the restaurant seen as the place to be when seeking to eat out. High switching costs decreases the power of buyers which is why its is important to offer value for money and to do this they can find out what their competitors are charging and match them or offer products for slightly less so it will cost more for customers to use alternative places. When offering value for money and high-quality products also a unique experience that the customer gets accustomed to, they will not look to go elsewhere.

BARGAINING POWER OF SUPPLIES
It is not usual for restaurants to continuously raise prices as this will discourage customers away from the business, the less pressure they face from suppliers means this can be viable to keep prices as they are. Therefore, it is crucial to choose the right suppliers who can provide quality products at reasonable prices even if this means you don’t go with the well-known brands and choose the local high street shops. It might even be cost saving to use the local man who delivers chicken and other restaurant products at a lower price and saves you time and money by delivering direct to the restaurant. Which is why It is important to build a good relationship with suppliers so that they will offer you competitive prices and deliver on time then the restaurant is will be able to deliver their promises to their customers. there is competition amongst the suppliers and in the Dudley area there are many suppliers in the restaurant industry therefore the bargaining power is low because it is so easy to switch suppliers. According to Chong et al (2001) the number of suppliers in the industry determines the impact that suppliers have on the purchasing decision of the purchasing company.

COMPETITIVE RIVALRY
There are many Indian and Bangladeshi restaurants within a three-mile radius of Major Curry Affair offering similar cuisine, however, customer reviews say that this restaurant differs with their authentic dishes and the atmosphere they have brings back customers again and again. It is important for the restaurant to stay focused on building something that is unique and offers products and services that does not compare with their competitors. As they don’t sell alcohol currently the restaurant can apply for a licence to add as an extra for diners, so they don’t have to go elsewhere for a drink. It is important that they add value to everything they do from the moment the customers walk in and are seated by friendly staff to when they get their food, they should be leaving feeling satisfied. 
The restaurant should not be just about the food but the overall experience which they can’t get elsewhere which will help to stay ahead of the competition especially as the competitive rivalry is high. To do this the restaurant needs to offer differentiation such as promotions or discounts when customers see they are getting value for money they will be attracted to the place especially if they are saving money. According to Shay and Rothaermel (2000) the key factors that promote competition in restaurants are speed of service, quality of food and competitive prices. As the restaurant is quite big, they can offer packages for in house birthday parties, wedding parties or even a place for employers to hold conferences or meetings, this is something others in the area are not doing as they physically don’t have the space.






	STRENTGHS
	WEAKNESSES

	Skilled chefs and waiters
Profitable organisation
Free delivery within 3-mile radius
Take-away option for customers.
Substantial menu with varied choice 
Offer a product no other business offers.
Good location with free car park
Flexible working hours for the employees.
Good food
Buffet
Five-star hygiene rating
Modern restaurant 
	Lack of technology
Competitors have an advantage in the market
Lack of success outside core business
Increased prices after the pandemic
Lack of highly skilled chefs in UK
No human resources department
Not licensed 
No online ordering system
Limited vegetarian options
No gluten free options




	OPPORTUNITIES
	THREATS

	Create own application
Employ staff from outside of UK
Technology
Just eat
Deliveroo
Update menu to offer different cuisines
More healthy options
Website
Social media
Ecommerce 
	Government policies 
Taxation policy
Competitors using new and advanced 
Environmental regulations
The Covid 19 pandemic
High employee turnover
Competitors
Brexit
Rise in food prices


[bookmark: _Toc90621429]6.0 SWOT ANALYSIS
[bookmark: _Toc90621248]Figure 4: Swot Analysis (Authors own, 2021)

A SWOT analysis is a study undertaken by an organisation to identify its internal strengths and weaknesses, as well as its external threats and opportunities. “The SWOT analysis is used as a decision-making tool and to facilitate the development of strategic plans” (Seth, 2015). This analysis will highlight the opportunities that can be capitalised on to achieve a success and minimise the threats before they arise or even take control of them as you will be ready for them. 
STRENTGHS
The restaurant is in good location with a free car park on a busy high street with a lot of footfalls and has highly skilled chefs and tandoori chefs with the required food hygiene certificates who specialise in only food cooked in the tandoor such as chicken tikka and nan breads. The restaurant is big with 100-seater capacity and has been modernised with a bright, clean, and elegant dining area also there are private booths available for families.
WEAKNESSES 
One of the main weaknesses of the business is the lack of modern technology which will be installed at a reasonable cost and will move the restaurant away from pen and paper to become more digital. Competitors have an advantage over the restaurant because they don’t have an alcohol licence and offer a limited vegetarian menu and no gluten free options.
OPPORTUNITIES
Investing in technology such the EPOS system for online ordering will be beneficial for the restaurant for the short and long term. Not having alcohol licence means that potential customers go elsewhere where they can have both food and drink so applying for a licence will attract potential customers. the lack of vegetarian options and no gluten free options deter customers away so adding this to the menu will attract potential customers and increase revenue. There is also the opportunity to build a strong successful team by hiring skilled chefs from abroad who can help the restaurant thrive.
THREATS
The Covid-19 pandemic had huge impact on the hospitality industry in how they operated, firstly resulting in them closing which meant they lost a lot of revenue as well as staff. However, the Government have also strived to help businesses as well as employees by providing a Furlough scheme to pay 80% of their wages which would be a huge benefit for employers to retain their staff without the full cost to themselves. There is also a big to risk to the restaurant because of the many competitors in the area offering similar cuisine.




[bookmark: _Toc90621430]7.0 PESTEL ANALYSIS
Changes in the macro-environment factors can have a direct impact on not only Major Curry Affair but also can impact other competitors in the industry. The macro-environment factors can impact the Porters Five Forces that shape strategy and competitive landscape. According to Rudani (2010) this analysis is important to measure what is currently happening in the market and what customers are really expecting from the organisation. They can impact individual firm’s competitive advantage or overall profitability levels of the Consumer Services industry. Understanding the external market and its consequences will help in understanding the threats minimizing the risks of failure and delays in operations that will save the costs (Thomas, 2007).
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[bookmark: _Toc90621249]Figure 5:PESTLE Analysis (n.d)
POLITICAL
[image: PESTLE analysis political factors]Political factors play a significant role in determining the factors that can impact the restaurant and its profitability in the market. The political environment is a highly significant consideration to a business especially if it is a foreign company where in general political support is essential for success and penetration of the market (Parera, 2017). The Government imposing a guaranteed minimum wage for employees will be the main expense for the business, which can decrease profits. 
[bookmark: _Toc90621250]Figure 6:Political factors (n.d, 2021)
ECONOMIC
[image: PESTLE analysis economic factors]Major Curry Affair can use hospitality industry growth rate consumer spending and so on to forecast the boom trajectory of not only the hospitality industry but also that of the organisation. Hospitality industry relies on the economic system to be strong which means that consumers have increased disposable income leading to increased sales. This also allows retailers to sell more valuable goods, whereas if the economy is weak this can cause less consumer spending forcing restaurants to lower prices (Treadwell, 2019).
[bookmark: _Toc90621251]Figure 7:Economic Factors (n.d, 2021)
SOCIAL
Social factors include culture, lifestyle, population growth rate, age distribution, attitudes to working life, and historical issues. Catering for all social factors and making changes to follow social trends such as healthy eating or gluten free diets will put the restaurant at a competitive edge and in a position to maximise profits. 
[image: PESTLE analysis social factors]
[bookmark: _Toc90621252]Figure 8:Social Factors (n.d, 2021)
TECHNOLOGICAL
[image: PESTLE analysis technological factors]These factors relate to innovation in technology that may affect the operations of the restaurant and how new technology is constantly emerging and to succeed it is important to adapt to these. It is convenient for customers to order online using online ordering systems and applications which allows them to pay online so no cash in needed making it more efficient. Also, contactless payments should be used in the restaurant so customers can use smartphones to pay with their bank cards as well which makes it fast way to pay.
[bookmark: _Toc90621253]Figure 9:Technological Factors (n.d, 2021)
LEGAL
[image: PESTLE analysis legal factors]It is important the business abides by all the rules and regulations that are set in this industry such as consumer laws, licensing laws, trading without the relevant licences can compromise the business. As a business it is crucial to investigate all laws before any decisions are made or this could seriously implicate the restaurant.
[bookmark: _Toc90621254]Figure 10:Legal factors (n.d, 2021)
ENVIRONMENTAL
[image: PESTLE analysis environmental factors]The Government expects business to do more to help climate change such as recycling, being more energy efficient and reduce food waste to reduce the carbon footprint. Therefore, using led lightbulbs throughout the restaurant will not only help the planet but will reduce the energy bill for the restaurant. Instead of throwing away good food at the end of the night they could donate it to local homeless shelters or charities which will gain the business a good reputation. There are customers who will only eat at places who are following sustainable practices and sourcing their products ethically.
[bookmark: _Toc90621255]Figure 11:Environmental factors (n.d, 2021)

[bookmark: _Toc90621431]8.0 ANSOFF MATRIX
The Ansoff framework identifies four strategies for growth and allows for mangers to identify the potential growth strategies against the risks associated with each strategy (Watts et al, 1998). There are four strategies in the matrix (figure 11) these help to grow the business and decide which strategy is best for the business and focuses on product and market. 

MARKET PENETRATION
The restaurant can offer discounts or cut prices on the menu to grow the customer base as it is in the current market. They can invest in marketing the business and put in efforts to promote the business with leaflets or adverts in the local paper.

MARKET DEVELOPMENT
This means that the product remains the identical, but it is marketed to newly targeted customers (Hussain et al, 2013). To reach new markets with the existing products could be done by looking to open franchises in different locations. 
PRODUCT DEVELOPMENT
Create new dishes on the menu which could be more vegetarian options or even dishes from around the globe such as Jamaican dishes like curry and goat which would potentially attract a new audience. The restaurant could also become a venue for social events such as wedding parties or a conference venue for small organisations.

DIVERSIFICATION
[image: Ansoff Matrix]Diversification strategy, as we already know, is a business growth strategy identified by a company developing new products in new markets and is considered high risk because of the uncertainty (Thompson, 2019). An unrelated diversification for restaurant might be to start selling pizza which would involve new equipment needing to be purchased and training would be needed on how to cook pizza which could be expensive but once established will bring in revenue.

[bookmark: _Toc90621256]Figure 12:Ansoff Matrix (Bruin, 2017)

[bookmark: _Toc90621432]9.0 STAKEHOLDER ANALYSIS
A stakeholder is any individual or group of individuals that are directly or indirectly impacted by an entity or a task, stakeholders can be internal or external to the project team or they can be internal or external to the project scope (Sutterfield et al, 2006). Freeman (2010) states it is important to identify and manage the stakeholders as each stakeholder plays an important role in the success or failure of the business. Following pressures from important stakeholders such as governments, regulators and customers, firms around the globe have increasingly modified their business models to embrace in both short-term and long-term environmentally sustainable practices (Singh et al, 2021). A stakeholder analysis is used to identify who has high or low interest and power and who it is the business should keep satisfied. Mendelow (suggests that stakeholders may be positioned on a matrix that consists of four boxes representing stakeholders with Interest and Power and whether it is high or low which then allows the business to concentrate on the relationship with those who are more important as well as keeping others satisfied (figure 13). As a business it is important to know what is required to keep your stakeholders happy such as providing warm seating area and prompt service and exceptional food to keep your customers happy as they have a high interest and high power over the business.
	INTERNAL STAKEHOLDERS
	EXTERNAL STAKEHOLDERS

	Owners 
Managers
Chefs
Employees 

	Suppliers 
Customers 
Regulations and Government agencies
Local community 
Competitors 
Shareholders


[bookmark: _Toc90621257]Figure 13:Internal & External stakeholders (Authors own, 2021)
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[bookmark: _Toc90621258]Figure 14:Power Interest Grid (MindTools, 2006-2018)
[bookmark: _Toc90621433][image: VRIO Framework]10.0 VIRO ANALYSIS
[bookmark: _Toc90621259]Figure 15:VRIO Analysis (Bruin, 2016)
The VRIO framework is a strategic analysis tool designed to help organizations uncover and protect the resources and capabilities that give them a long-term competitive advantage (Barney & Hesterly 2018). The more the company does to create a differentiation the longer it will have a sustainable competitive advantage. As a restaurant they need to provide something that is of value and hard to imitate such as providing dishes that others can’t imitate as there are special ingredients in the dishes that only the chef knows about. Also, valuable would be to create a brand that is rare and only subject to Major Curry Affair so when people see it, they know what it is and what they do as a business. Another asset of the restaurant would be the staff especially the highly skilled chef who can’t be replaced neither imitated. Therefore, it is crucial for the management to be organised and put in systems or process that gain the most out of the valuable resources.
[bookmark: _Toc90621434]11.0 STRATEGIC GROWTH OPTIONS
LEADERSHIP STYLE
Yukl (2006) defines leadership as “the process of persuading others to comprehend and agree on what has to be done and how it should be done, as well as the process of assisting individual and group efforts to achieve common goals”. As an Indian restaurant in these difficult times the restaurant needs to become logical to effectively achieve the organisational mission and objectives that can only be done by an effective change management programme based on incremental strategy. It is important to have managers who will implement the changes and lead by example to achieve the goals and missions of the organisation.
Regner et al (2020) mentions three key roles of top management in leading strategic change:
· Envisioning future strategy – establish clear communication of the strategy to all stakeholders.
· Aligning the organisation to deliver that strategy. Goals and values should be shared and committed to by all involved in making the change.
· Embodying change. Establish a need for you to have a change and the leader will be the role model for the change.
Ibrahim and Daniel (2019) state that the transformational leadership style is more effective, productive, innovative, and satisfying to followers as both parties work towards the good of the organization been driven by shared visions and values as well as mutual trust and respect.
[bookmark: _Toc90621435]12.0 CHANGE MANAGEMENT PLAN
According to Armstrong (2009), change is any change in structure, management, workers, procedures, or other associated activities. A company's day-to-day operations are increasingly influenced by change. Special management strategies, which may be summed up as change management, are required to control it optimally (Lauer, 2020). Therefore, it is important to implement a change management plan to make an organisational change to ensure that objectives are met as change is often met with resistance. It can be argued that the successful management of change is crucial to any organisation to survive and succeed in the present highly competitive and continuously evolving business environment (Todnem, 2005). 
There are various models of change that can be used to implement changes into an organisation such as Kurt Lewin’s three stage change management model which involves unfreezing, changing and then again refreezing. Theories of change describe the effectiveness with which organizations can modify their strategies, processes, and structures (Hussain et al, 2018). Major Curry Affair will use this to make a change to their current organisational structure and environment for the business to grow.
· UNFREEZING – at this stage the employees are prepared for the change, it is communicated through management of why the organisational change is happening and why it is important to make changes to achieve their objectives. It is important to communicate the vision to the team and get feedback from them and if it is necessary any course of action can be steered in a different way at this stage before they move on to the next stage.
· CHANGE – this is where it is all put into action, set goals and deadlines of when each action should be met. To make sure the changes can be put in to practice all the staff should be trained on how all the new tasks are to be done or new items on the menu should be cooked and how the waiters are to relay the information to the customers.
· REFREEZING – this is where you freeze the change and the new practices become the new norm. New practices become part of everyday behaviour and you can evaluate how changes are being met and if goals are being achieved by monitoring progress and essentially from feedback.

[bookmark: _Toc90621436]13.0 SUSTAINABILITY AT MAJOR CURRY AFFAIR
Due to the current climate crisis the world faces it is important to create a sustainable business model which will show stakeholders that the business cares about the natural environment and not just profit. This means the business should operate in a way that shows that it is protecting and preserving the natural environment as well as caring for the local community and all stakeholders for the growth and reputation of the restaurant. Sustainability of the environment for both the present and future generations call for a paradigm shift of stakeholders, especially businesses, to take measures to reduce waste and become more environmentally conscious (Gopal, 2005). Sustainability for restaurants means protecting, conserving, or restoring the natural environment, promoting social justice, improving the lives of people and communities, and contributing to economic prosperity for shareholders and stakeholders.

[bookmark: _Toc90621437]14.0 EVALUATION & RECOMMENDATIONS OF STRATEGIC DIRECTION
OPTION ONE
From analysis done in the PESTLE as well as SWOT it is clear to see that Major Curry Affair needs to update their technology so things can be done more accurately and efficiently to save the company time and money. Going digital will not only benefit the company but also their customers as people don’t want to wait, they want things done as soon possible. Implementing an online ordering system will mean that customers can order their food wherever they are and will be given a time to collect so there is no waiting around also booking for dining in is made so much easier using this system. It is also beneficial for the restaurant as they will have a clear plan of how many diners to expect for the evening which will indicate the staff that is needed for the evening and the chef will have an understanding of the food preparation that is needed. 
From a marketing point of view, it is important to create a social media presence especially as it is free and will put the business out there and potentially reach thousands of people who can order, book, and give feedback of how you have done good or bad. Even though interacting via social media introduces new challenges related to privacy, security, data management, accessibility, social inclusion, and governance (Bertot et al, 2012). However, one of the disadvantages of going digital is the restaurant must always have internet connection and as with any technology there may be technical issues. Therefore, there must be contingency plans in place if the internet does go down, they must have pay as you go internet and still need to have landlines working. 
OPTION TWO
As it is quite a big restaurant and can seat up to 100 diners the owners should capitalise on this and make use of it especially as the restaurant only opens in the evening. They could use it in the day for events or offer the place to organisations around the area to hold their meetings or work conferences. The are many organisations who can’t find a reasonable sized venue for events such as this, they could maximise this by offering a lunch menu. This would be another way to promote the business and gain a competitive edge in the market whilst increasing sales and making a profit. 
OPTION THREE
From analysis done in the Ansoff matrix highlights areas of product development to enter new markets is to introduce more vegetarian options on the menu as many people are opting for a vegetarian lifestyle as it is an emerging trend. Currently, around 14% of adults (7.2 million) in the UK are following a meat-free diet, UK diet trends 2021 13.7 million Brits will be meat-free by the end of the year (Johnson, 2021). To do this there will changes to the money which cost to change as well training the staff on how to cook the new dishes but again if implemented well it will attract new customers.
[bookmark: _Toc90621438]14.1 SFA MATRIX
Johnson et al (proposes using the SFA matrix when there are many options to choose from when analysing strategic options using the matrix which falls into three categories (see appendix 1): - 
1. Suitability
2. Feasibility 
3. Acceptability
[bookmark: _Toc90621439]15.0 COMPETITORS
There is an Indian restaurant within one mile of the restaurant and a pub who offer similar cuisine, but they do not have the capacity to hold 100 diners which gives Major Curry Affair the advantage. It is important for the restaurant to create something unique and different to their competitors, they offer Indian cuisine, and this restaurant offers authentic Bangladeshi cuisine which so far has five-star reviews. It is important to keep an eye on what the competitors are doing which can done by going to the websites or social media sites and do it better than they are to attract new customers.
[bookmark: _Toc90621440]16.0 CONCLUSION
It is for the leaders of the business to implement strategies using the models above such as PESTLE and VRIO analysis which enables you to analyse the environment you are in ultimately enforces the decisions you make as a business. Clear communication from management will align the employees with the business to aim for the same goal and work towards the vision of the company. Changes in the leadership style, the organisation's mission, or culture can have a considerable impact on the organisation especially if the changes are met with resistance which can be solved by leaders following the Kurt Lewin’s change model. According to Sorensen and Yaeger (2009) “In every organisation the need for change is the need to stay competitive in a global market and therefore to gain competitive advantage.” Implementing all the strategies discussed would enable the restaurant to have a sustainable business with a competitive edge and ultimately making a profit.
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	STRATEGIC OPTIONS



	SAF MATRIX
	Option 1
	Option 2
	Option 3

	SUITABILITY
	9
	7
	7

	ACCEPTABILITY
	8
	6
	8

	FEASIBILITY
	7
	6
	7

	TOTAL
	24
	19
	22
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