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Introduction:
Yu (2004, p. 300) state international hospitality corporations develop strategic marketing guides for expansion in foreign countries. Strategic marketing takes a global and long term view in planning objectives for overseas operations. Environmental scanning is used by hospitality firms to seek information about threat, opportunities, macro environment analysis, micro environment analysis and industry analysis. The critical aspect of strategic principles is identifying gaps in the global market so as to assist international companies to monitor the changing global and domestic market conditions. Domestic companies are considering expanding operations into the overseas markets to fill market gaps. International hospitality companies have identified the market gaps in many regions of the world in the midscale hotel and restaurant segment. Hospitality product and services are often modified to the local target markets and culture with regards to the hotel architecture and interior decoration of public areas and restaurants. The case study explains how Moyo as an African brand has diversified into restaurant, retail and entertainment. The perfect product mix of the three sectors has promoted the Moyo experience as a brand very well in South Africa. Here the author would critically analyse the case study with regards to

Moyos experience in South Africa and how it entered the niche midscale hospitality market. The author would also evolve the future growth strategies for Moyo as a brand to evolve globally. 

The analysis provided by the author portrays an explicit picture of what the Moyo experience has done to attain its present standing in the hospitality industry. To achieve the objectives of the case study the first step would be to conduct an industry analysis, micro environment analysis and lastly macro environment analysis.

Industry analysis:
(Crook, Ketchen & Snow, 2003) state that the industry analysis consists of Porter's "Five Forces" which considers the intensity of competitive rivalry, bargaining power of buyer and supplier, threat of new entrants and threat of substitutes. (Refer Appendix 1 for analysis of the Moyo case study with regards to Porter's "Five Forces").
�Moyo' is the Swahili word for �Soul', a brand for the Africans who believe in the future that Moyo as a brand would succeed because it is African. The optimistic view of Moyo founder, Jason Lurie has successfully ventured into Johannesburg and has realised his dream of offering the Moyo experience to his customers in Johannesburg, Capetown & Spier wine estate. Lurie as an enterprising entrepreneur ventured into related and unrelated diversification which may be done to minimise risks and increase attractiveness to customers through restaurants, retails and entertainment. 

The concept of offering a subtle mix of three kinds of entertainments has been successful

for Moyo (brand extension), it is proven by the sales figures in the case study which says turnover from all Moyo outlets increased by 3,000% and the average number of customers visiting Moyo outlets each week was about 20,000. Thus Moyo ventured into more restaurants which are proving a great success. Moyo offers a 600 cover restaurant at Melrose Arch with different levels of entertainment and serving authentic Pan African cuisine. But the author suggests that African cuisine would not be accepted globally as the menu offers an array of meat products which may not be suitable to different cultures and nations. Thereby the cuisine would require a local adaptation with keeping in mind the African culinary aspect and after the entire goal is to keep the Moyo experience alive. The concept of Moyo CD bar would be a success in different countries and also they have a selection of customised Moyo wines (Cabernet Sauvignon & Shiraz) which if marketed carefully in the regions may give a stiff competition to the already existing French and Italian wines. The Moyo brand has its own Moyo Craft factory, and the services are offered with a traditional African touch. The product mix of Moyos strategies has a good future provided they are religiously and rigorously on par with their product and service offerings.

The close competitor for Moyo is Montecasino in Johannesburg (montecasino.tsogosun.co.za, 2007) which boasts of having a casino area with more than 1700 slot machines and 70 gaming tables, with first class conferencing and

event facilities, the Pieter Toerien theatre and also offering unique shopping and dining experiences. The second competitor would be The Hotel Izulu in Durban which offers the same facilities as Moyo does, but is not into huge operations as Moyo. They have a same service and product offering, the only difference being, their retail products are outsourced. Inspite of such competition the Moyo Bar at Melrose Arch is noted to be as one of the bests bar in the world (worldsbestbars.com, 2007) Thus, Moyo has to be watchful of these competitors.

The author also claims that incorporating retail outlets at Moyo restaurants as a medium for attracting customers is a negative strategy as it would increase unnecessary crowd or retail traffic. The author is optimistic with the view point that if a customer comes in for window shopping it is called as an entertainment centre and there may be brand awareness which is generated but ultimately there is no generation of revenue. This will ward away all potential customers who are really interested to feel the Moyo experience at Moyo restaurants which would include business and family crowd. (Kandampully & Suhartanto, 2000) claim that customer satisfaction is the important outcome of marketing activities who help in expanding the business operations, gain a higher market share and do word of mouth advertising. This leads to improved profits

Micro environment analysis:
The micro environment factors consists of actors and forces close to Moyo that can affect its ability to serve customers,

the company itself, marketing channel firms, suppliers and keep a close eye on its competitors. (Refer appendix 2 for Moyos microenvironment his analysis). 
Kotler, Bowen & Makens (2003, p. 114) state "Product development is responsible for creating new products to fit the needs of the changing marketplace". Moyo has made consistent and creative efforts to attract customers. The products and services are highly differentiated compared to its competitors. To retain loyal customers Moyo should introduce loyalty programmes so as to create an emotional bonding with the customers. Moyos strategy to concentrate on tourists and higher upper income South Africans according to the author is a negative idea. If the locals are not conquered first the Moyo brand going global would be of no use even though the case study says it also make items to suit the "light pockets". The African theme suits Moyos ambience along with the �wishee washee' ladies. In the case study Moyo has a selection of suppliers who are from his own farm land and also the suppliers of Moyo handicrafts are from his own factory, where he provides employment to local women and also a few handicrafts from Morocco. Thus Moyo as a brand should have a contact with few more local suppliers to avert any risk in the future. If Moyo as a brand wants to go global, the handicraft items when exported to various countries, would hike the prices of these items considerably when sold in stores due to various government fees levied in various countries. Thus Moyo would have to come

up with a concept of generating suppliers in the respective countries manufacturing African handicrafts. The author claims that Moyos main business as per the case study is restaurants, but they are also relying heavily on retail to promote the business. As suggested earlier this may pose a threat to Moyo if they are going global. The company generates employment locally. 

The case study does not throw any light on the market intermediaries. Moyo was marketed only in its nascent stages after which the case study claims that it has gained reputation through word of mouth. Here if the product and services are tried by all possible individuals, there may be a possibility that Moyo may be accepted again or may be just left out. This is a risky preposition. The author argues that for a business to be successful marketing is required. Intermediaries could be travel agents, whole sale tour operators and hotel representatives. Marketing agencies are agencies who work with the company's marketing programme. Moyo should not be overconfident of its success and as a matter of fact they have only conquered a few regions of South Africa. (Crook, Ketchen & Snow, 2003) state "Marketing strategies should rely heavily on industry, competitors, country and company analysis". Thus, the author suggests that marketing of Moyo is a must even when it decides to go global. 

Macro environment analysis:
Bowie & Buttle (2004, p. 16) state that "Macro environment includes PESTE analysis: Political, Economical, Socio cultural, Technological and 

Environmental factors". These factors affect consumers, market demand and also influence the competitive environment. (Refer Appendix 3 for Moyos relation to the macro environment)
The political environment in a country can stimulate or stifle the economic, social and technological developments. South Africa's economy should have an open economy which could encourage tourism, thereby crating a positive climate for hospitality business. Political and government decision are constantly changing which could affect Moyos operation. Moyo as an African brand is well established and believes in hiring employees without racial discrimination as seen on the website of Moyo (www.moyo.ca.za, 2007). As analysed by the present political situation in South Africa Moyo should take care of its national and international travellers when within the premises of Moyo restaurants.

After analysing the economic factors Moyo should take advantage of South Africa being on the stock exchange as the 10th largest in the world. Moyo from its style of restaurants and product offerings appears to be financially sound and they should according to the author look to diversify in Namibia, Tunisia and Egypt which is a key to go global. The concept of Ikea which is suggested in the case study won't be a success for Moyo as they are into heavy retailing of furniture and the latter is into retailing of artifacts which does not need huge investments. When business and customer confidence is high business succeeds and when confidence is low business fails. The 

civil unrest in South Africa does not make it a popular tourist destination for international travellers. The ransacking and keeping tourists at gun point, does not make situations conducive for tourism to flourish. The author states that Moyo along with other hospitality organisations should support government agencies in curbing this act of crime on tourists.

Moyo should be aware of the legal and regulatory laws if it needs to go global. The FDA (Food Drug Association) authorities have food temperature guidelines and are strict standard specifications laid down for the restaurants. These policies keep the customers health on check and also make Moyo as a healthy restaurant chain.Moyo Zoo Lake should be aware of PETA (Prevention and Ethical Treatment of Animals) regulations so as to not face any problems form PETA activists. Moyo Zoo Lake has a restaurant and a 1000 cover banqueting area and also covering family picnics. Customer's safety is first and ill treating of animals could be the least that could be accepted form Moyo. They believe in using environmental friendly materials for making Moyo retail goods: copper, carved wood, cowry shells and unique moulds used to create water features.

Moyo Spier located at Stellenbosch is a wine estate region. South Africa is already facing problems of contamination of water, soil erosion etc. The author suggests that Moyo should think about conserving the environment by using Bio-fuel for mass cooking of 1000 covers. The Moyo Zoo Lake is located on a park with lots of tree plantations,

thus they should put a thought on creating Bio-medicines form the available natural resources and open up medical stores at all Moyo stores offering the most basic medicines: fever headache, gastro etc.

Future growth strategies for Moyo:
Jason Lurie dreams of becoming a niche player in the mid scale premium market. According to the case study Moyo managements strategy is to roll out retail shopping outlets nationally. The idea is to create a global footprint which is a long term plan. But according to the author, as cited in the case study Moyos first business is restaurants and it has not established itself to a great extent to match the like of Ikea. Moyo is only into small time retail like handicrafts, table, beads, baskets, shoes, hats etc. The author optimistically suggests that if Moyo wants to go global through retail they should have a tie up with fashion designers: Versace, Armani, and Gucci. This would create the necessary brand image required to go global. They have to move into dress accessories (fashion retail) without forgetting their African handicraft business and market them also globally to create an African presence in the fashion designer stores.

Moyo Spier is located at the Stellenbosch wine estate, which has a surrounding of greenery and a forest like atmosphere. The author encourages the idea that, Moyo should come up with a Banyan Tree concept only at the wine estate and concentrate on spas, heath and spiritual tourism which are a horizontal integration strategy. First Moyo should try this

concept in South Africa with the existing tourists and if it gets a tick, the idea to expand globally could be thought off and that too at a gradual pace. This idea would be successful in countries like Unites States of America, Europe, and Japan where people are stressed out. If they want to go for a vacation they can find the Moyo experience the best place to be as it offers an excellent selection of restaurants with locally adapted cuisine keeping in mind the African essence, excellent established retail stores and entertainment parks.

The author claims that if Moyo as a restaurant wants to go global, it should be done through franchising as a market entry mode in different countries. Moyo can sell Limited rights to an independent operator in different countries for the use of Moyo brand in selling standardised products and services in return for a lump sum payment and a share of the franchise profits. But the author also claims that there might be possibilities of legal disputes and quality control. This risk should be taken into consideration if Moyo as an African brand needs to go global. For example, Wasabi by Morimoto is a famous Japanese restaurant based in Philadelphia for which reservations are done at least 3 months in advance. Wasabi opened at The Taj Mahal Palace & Tower, Mumbai and it became the 4th best restaurant in India and a favorite amongst the people of Mumbai. The strategy used here was franchising as a mode of entry into India with The Taj. Moyo should follow the same strategy. 

The author is

really optimistic that Moyo should capitalise on the sporting events: cricket, football, rugby and in the near 2010 South Africa is going to be the host for the 2010 fifa world cup (fifa.com, 2007) which will attract millions of tourists from across the globe. The thinking cap of the Moyo management should be on so as to come up with ideas of packages, events, marketing globally and during these sporting events Moyo would at be recognised as an Africa brand, thus brand recognition generated and when Moyo goes global people are aware about Moyo.

Conclusion:
The integration of the three strategies: restaurant, retails and entertainment is actually in reality a huge task for operations to run smoothly. The issue needs to be resolved in relation to long term strategic concerns about brand recognition, competitive positioning and return on capital employed. The Moyo restaurant has not received any accolades and does not even rank in the top 25 restaurants of South Africa but the Moyo bar is recognised as one of the best bars in the world and is famous amongst the visitors in Johannesburg. They believed in innovativeness, quality of management, social responsibility, long term value and quality of products and services. The success of Moyo stems from the soundness of their business model which is built around services, their aim to grow globally with their strong brand image in South Africa. They have an excellent culture that welcomes change and values responsiveness.

Appendix: 1                       Porter's "Five Forces"

relation with Moyo



Rivalry:
� Few rival firms
� Rivals based in Capetown and Durban

Threat of entrants:
Economies of scale
� Authentic Pan African cuisine
� Easy access from Joberg airport
� Wide varieties of products (Moyo Market Theatre,   Moyo Melrose Arch, Moyo Stellenbosch and Moyo Spier wine estate)
� 9 years of experience in business (subtle mix of restaurant, retail and entertainment)
� Easy access to industry distributing channels
Brand identity
� Moyo brand well established in Johannesburg
� Entertainment turnover 35% at Spier wine estate, thus more brand recognition
� Face paintings with traditional dots
� Live music and dancing during dining 
� Moyo Craft Factory making unique and handmade artifacts by local suppliers
� Traditional meat products being offered at all Moyo restaurants
� Unique location of the destinations selected

Threats of substitutes:
� Buyer's willingness to substitute if expensive and low quality products offered
� Relative price and performance from substitutes (Montecasino in Johannesburg and Hotel Izulu in Durban)
� High opportunity cost of leisure time especially at Spier wine estate
� Reasonable Moyo pricing
� Many substitutes available at Spier wine estate (Hotels with accommodations, restaurants and banqueting facilities).

Bargaining power of suppliers:
� There are many buyers and few dominant suppliers
� Suppliers are undifferentiated and highly valued product
� Suppliers are many and   Jason Lurie himself owns 7 farms
� The handicraft suppliers

and Moyo's farmers may threaten to integrate forward into retail and agricultural business
� Moyo is not a key group to other raw material suppliers

Bargaining power of buyers:
� Products and services are standardised
� Buyer threatens to integrate backward into the industry
� Price sensitivity
� Price differences between competitors 
� Moyo is not the only key supplying group for buyers

Source: Porters "Five Forces" cited in (Crook, Ketchen & Snow, 2003) & Dorfling & Berkow, 2005.

Appendix: 2                               Microenvironment analysis

                    Introduction OR ? Mark OR Opportunity
� Moyo established as a 120 cover restaurant 
� Converted into 600 cover restaurant at different levels
� Excellent African food, entertainment and music
� Introduction of Moyo CD Bar
� Realised Moyo experience coming true and spread in to making of 3 more restaurants.
� Excellent relation with suppliers, farmers and government

Growth OR Cash Cows OR Weakness
� Identified any weakness and opened Moyo Market Theatre in 2003
� Opened a multilevel 250 cover restaurant 
� Attracted corporate and family crowd successfully
� Combined retail with theatre offerings
� Attracted Generation X and Echo Boomers
� Established the cuisine by offering Tagine, Ostrich fillets, Kebabs, Pitojies and exciting African desserts

Maturity OR Stars OR Strength
� Went on to open the Moyo Spier wine estate
� Revenue increases by 3,000% combined from all Moyo restaurants
� Moyo Craft factory establishes in retail

stores
� Moyo bar at Melrose Arch is one of the world's best bars.
� Would like to promote retail as an entry into the restaurant business
� Provided employment to local suppliers and employees

Decline OR Dog OR Threat
� Would happen if product and service quality deteriorates
� Stiff competition from Montecasino in Johannesburg and Hotel Izulu in Durban
� Marketing strategies within South Africa need to be strong if want to go national and then global

Source: Authors presentation of Moyo with relation to the PLC (Product Life Cycle), BCG (Boston Consultancy Group) Matrix and SWOT (Strength, Weakness, Opportunity & Threat) analysis.



Appendix: 3                         Macro environment analysis (Major Forces)


Political:
� Planning regulations may alter Moyos capacity (For example, permission for building hotel, restaurant and retail extension)
� Licensing laws which regulate the opening timings
� Local, regional and national government taxes which impact on price
� Turmoil may be caused by labor disputes leading to slow down of tourism

Economical:
� Abundant supply of natural resources
� The South African stock exchange ranks among the 10th largest in the world
� Focusing on inflation and liberalizing trade as means to increase job growth and household income
� Economic problems exist from the apartheid era especially poverty and lack of economic empowerment among the disadvantaged groups

Socio cultural:
� South Africa is the center for heroin, hashish, and cocaine
� Tourists are looted

and South African governments have issued warnings to tourists to beware of strangers.
� Moyo staff appears to be very cheerful and helpful
� South Africa is a destination country for men, women, and children who are trafficked for forced labor and sexual exploitation
� South Africa supports large numbers of refugees and asylum seekers

Technological:
� South Africa is a major coal producer and exporter and also has a developed synthetic fuel industry and small reserves of oil.
� South Africa has a rich heritage of involvement in space science and technology
� South Africa is active participant in the international space arena
� South Africa is one of the industrialised nations in terms of labour productivity and ranks 45th in the list of rankings.

Environmental:
� Rivers and lakes requires extensive water conservation and control measures
� High water usage outpacing supply
� Rivers getting polluted from agricultural runoff and urban discharge
� Air pollution is high which causes acid rain, soil erosion and desertification
� Mortality rates are high due to AIDS thus resulting in lower life expectancy, higher infant mortality and death rates

Source:
  Bowie & Buttle (2003, p.18),


< http://www.space.gov.za/spaceinza/index.php>
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