Exploring strategies for International Business Expansion for South Asian Entrepreneurs: A case analysis of Hospitality Industry in the UK

Abstract
This research paper will conduct an exploratory study on the issue and challenges related to international expansion that is faced by South Asian entrepreneurs working in the restaurant industry in the UK. The purpose of the study is to formulate strategies so that the South Asian restaurant owners can generate new revenue streams. The research recognised the problem that although south Asian cuisine is popular around the globe yet there are no popular UK based South Asian restaurants owners that have expanded to international markets. The study included interviewing 15 restaurants experts who contributed from their knowledge and experience. The study also reviewed the concept of ethnic entrepreneurship and its impact to conducting restaurant business in the London region. The findings of this study were thought-provoking which helped to understand the major challenges and issues that South Asian entrepreneurs face including lack of marketing, financial planning, having specialists etc in their restaurant business. 
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1. Introduction
In the current dynamic business environment, entrepreneurs across the world have significantly come up with creative and innovative start-ups, which have been successful in making significant economic contributions (Kuratko, O’Connor, Frederick, 2018). In such context, the restaurant industry specifically has evolved over the years and expanded its market size significantly. entrepreneurship opportunities in the UK have been observed to rise consistently, with London city being recognized as one of the best cities at the global level with effective business start-up rates. The restaurant industry in the city has been effectively growing with new start-ups in the country (EDCI, 2019). The foreign food tastes and cuisines are highly preferred in the city, as well as the country, which has offered a significant number of business opportunities. However, there are still certain issues faced by entrepreneurs belonging to foreign communities such as South Asia, which restrict them from achieving business expansion, raising concerns to be addressed.
The restaurant industry of the UK has shown significant levels of growth before the onset of the Covid-19 pandemic. In the year 2019, the restaurant and the food industry in the UK indicated a turnover of £42 billion, higher than any other period. In addition to this, there was an evident rise in the number of mobile food and restaurant food business in the UK, with 88,130 businesses operating in this industry (Lock, 2021).  However, the Covid-19 pandemic did damage the restaurant industry, due to the lockdown restrictions. Still, as per a report, the UK restaurant industry has been projected to offer a turnover of $56.38 million by the year 2025 with its food and beverage resources (Statista). This implies a high number of business start-up opportunities across the country, within the restaurant industry.
This research will focus on south Asian entrepreneurs that operate in the restaurant industry in London region. The research available on South Asian restaurants is more focused on south Asian food and cultural diffusion across the UK, industrial analysis of “curry houses” and British perception of South Asian restaurants in terms of health and safety, taste, etc (Palat, 2015). There is the absence of specific research on issues and challenges (internal or external) faced by the South Asian restaurant industry in London (the world’s 1st most entrepreneurially active city) and business growth strategies for them. There is no research available on how South Asian entrepreneurs in the restaurant industry can exploit different opportunities and expand their business internationally (Frost, 2011). 
Based on the problems identified, the aim of the research is to help South Asian entrepreneurs not only to flourish their businesses but also reduce the risk from changing political and legal situation in the UK by targeting other markets for revenue streams to gain valuable information on the contribution and current situation of south Asian entrepreneurs in London. To achieve the aim of this study, following research questions are proposed:
1. To review the concept of ethnic entrepreneurship within the context of Diaspora entrepreneurship and its importance and contribution in an economy (predominantly UK economy).
2. To analyse current growth strategies for international expansion and find their relevance with the restaurant/hotel industry.
3. To explore the key drivers for market penetration for south Asian restaurants outside of the UK.
4. To explore the issues and challenges faced by south Asian entrepreneurs related to international expansion in the hotel restaurant industry in London and formulate strategies to overcome them.
The predominant goal of this research is to add knowledge in the field of ethnic entrepreneurship in the UK. In addition, this research will also contribute to improving the understanding of the contribution of south Asian entrepreneurs in the restaurant industry in the UK. Moreover, this research will also contribute overall to ethnic entrepreneurs to overcome the barriers that they face and improve their performance when they operate in an environment or market that is different from their country of origin. Succinctly, the justification for conducting this research is to understand the environment and mindset of south Asian entrepreneurs with regards to international expansion and develop focused strategies for the promotion of Diaspora entrepreneurship with a motive to address the problems that are faced by ethnic enterprises. 

2. Literature Review
Entrepreneurship vs Ethnic Entrepreneurship
The concept of entrepreneurship has evolved and has a presence in every aspect of current society i.e., governmental, private, commercial, and social settings (Steyaert et al 2004). Entrepreneurship has evolved from an undescribed label to an activity that can be applied to many paradigms in our society other than the traditional realm of business, commerce, and culture (Hisrich, 2005). According to Eisenmann (2021), many start-ups do not succeed initially because the conversion of marketable ideas into a practical implementation is not as easy as anticipated (Eisenmann, 2021). In a similar context, Ries (2017) explored those entrepreneurs responsible for analysing innovative growth opportunities with high potential to expand the company one day. It requires incorporating an experimental and innovative mindset with the everyday organization work to bring about a substantial change (Ries, 2017). 
According to the findings of the study undertaken by Anwar et al (2016), the structuralist approach towards ethnic entrepreneurship is based on the premise that the external factors including entry barriers, discrimination due to the language and education insufficiency force the immigrants to become entrepreneurs. Thus, it has been observed in the study conducted by Shneikat and Alrawadieh (2019) that the UK restaurant industry experiences a large number of ethnic entrepreneurs who strive towards the attainment of a competitive position on the market with the help of fulfilling the growing demand and expectations of the customers. It is also evaluated that the structural approach provides meaningful theoretical evidence concerning the ethnic participation and the emergence of ethnic entrepreneurs in the restaurant industry of the UK (Anwar and Daniel, 2016; Shneikat and Alrawadieh, 2019). In the viewpoint of Pires and Stanton (2018), to further understand the impact of ethnicity in the context of entrepreneurship in the UK, the source of ethnicity can be traced from 'Primordialist Theory’, 'Instrumental Theory’ and 'Constructive Theory’. Under Primordialist Theory, an individual's ethnicity is determined at birth, and the identification is based on the 'primordial' bond to a culture or group. The Instrumental Theory is based on the individual's symbolic memory, which is sometimes exploited and manipulated by others to obtain their interests. Constructive Theory is a trait that an individual 'creates or develops' rather than 'possesses'. It is fluid and subject to the social and historical context of the individual to achieve the required interests or agenda. Studying and considering these various ethnicity forms, the entrepreneurs in the restaurant industry in the UK can make informed business decisions to attract the attention of their target consumers and subsequently achieve their business objectives (Ramadani et al., 2019; Pires and Stanton, 2018).
	 
Strategic theories and framework for international expansion in Restaurant Industry
Diaspora Framework	
In the viewpoint of Riddle et al (2010), a diaspora entrepreneur can be described as migrants and their descendants who conduct entrepreneurial business. The business influences the business environment of the nation of their residence and their origin. In simple words, a diaspora network comprises multiple groups of individuals participating in the economic activities of both their source and destination countries. According to Al-Roubaie et al. (2020), diaspora entrepreneurship contributes to the overall development of entrepreneurship in a country or a society by creating jobs providing livelihood to many individuals and diversifying the outcomes of economic activity. According to recent research conducted, immigrants consider the land of migration as full of opportunities and a potential ground for an entrepreneurial venture (Riddle, Hrivnak and Nielsen, 2010; Al-Roubaie et al., 2020). 
Transnationalism Concept
According to the perspective of Ojo (2017), similar to the framework of Diaspora, the transnationalism concept is based on the development as well as cultivation of the different activities which surround the national borders. It entails the association and linkage as well as crossing multiple binaries. It has been observed that the success of these activities is followed by the ability of the immigrants to fulfil their targets relating to economic strategies in the absence of the acculturation process. In addition to this, Clinton, McAdam, and Gamble (2018) have stated that some academicians have employed the concept of transnational communities to portray the notion of exchange and movement between host and home countries along with enhancing the awareness regarding the reality associated with the informal networks as well as the circular movements. 

Resource-Based View (RBV) Model 
According to the viewpoint of Minto-Coy and Séraphin (2017), the resource-based view provides the strategists with a means which helps in the evaluation of the potential factors that are deployed for the achievement of a competitive edge. A key notion that is attached with the resource-based view is that it provides equal importance to all the resources of the business, along with the resources which have the potential for offering a sustainable competitive advantage to the business at an international level. The sustainability of the business is dependent on the level of resource contribution towards the productivity and different activities of the business at an international level. Thus, it is evaluated that the RBV model has been considered crucial for achieving success of the business, more specifically the restaurant business at an international level due to the implications of this model on the resource utilisation process and effectiveness of the activities associated with international business expansion (Minto-Coy and Séraphin, 2017).

Evaluation of the key drivers for market penetration and potential revenue streams for South Asian Restaurants in the UK
Karthikeyan et al (2019) suggested that in South Asian countries, there are immense trade opportunities for farmers by way of organic agriculture, depicting a shift towards meeting organic food demand to align with the increasing health consciousness and adverse impacts of non-organic foods. In this regard, the increasing land area for organic farming and increasing disposable income level of consumers are claimed as the key drivers to the growth of organic food. In the developing countries, the increasing demand of organic industry and produces of organic food in developed countries such as in the United Kingdom, high export of organic food products is examined. The other key drivers claimed by the report of McKinsey Global Institute (2019) for raising the market penetration and increasing revenue streams of South Asian restaurants such as of China involves, the opening of the Chinese economy, recognition for high-quality services and dominance of service robotics and its application in the automated guided vehicles are claimed as the key drivers. All these drivers are playing a crucial role in raising the recognition and dominance of Chinese restaurants in the UK. 
The use of ethnic entrepreneurship dimensions examined to foster regular patterns, interaction and connection among the people who are sharing common cultural beliefs, choices, preferences, migration experiences and national background. With the increasing growth and expansion of the ethnic community and the businesses including specialised grocery shops, fast-food stands, restaurants and travel agencies, the term ethnic entrepreneurship has gained significant attention. In the increasing prominence of ethnic entrepreneurship, the increasing buyers for ethnic products and permanent stay in the host nation are examined as the key prerequisite drivers for its wider emergence of it (Volery, 2007). In further reference to the claim, Buettner (2008), the absorption and adoption of Britain culture with the external influence and embracing the differentiating demands of customers are examined as the key other key drivers to market penetration opportunities for international restaurants in Britain (Buettner, 2008). These different viewpoints explain how ethnic entrepreneurship sow its seeds in society and how an immigrant comes into a host country, adopts its culture and offer uniqueness. This lays the basis of ethnic entrepreneurship. The analysis of the views has highlighted that the growing ability of a nation to adapt to the external influences and ethnic entrepreneurship notion is acting as the key drivers to the growth of the South Asian restaurants in the UK (Cederberg et al 2019). 
 
Overview of Challenges faced by South Asian Entrepreneurs in the UK
In the hotel and restaurant industry, the report of Baum et al (2010) has presented a broader view by claiming that the industry has a wide range of portfolios of hotels and is evident as highly fragmented with 20% of the workforce found working in the multinational corporation in comparison to SMEs. The UK is found to have a strong influence on the large-scale restaurants and hotels chains, which are evident to be service innovators, active product providers and set trends for the whole sector. In this, the branding of small firms has become a key challenging task as they lack the capacity. This fragmented situation of the industry is found to create differences in the competency and performance of the hotel and restaurants (Baum et al 2010). With specific reference to London and the UK hotel and restaurant industry, Wright (2007) has claimed that ethnic minority and migrant workers constitute a significant part of the workforce of the hotel and restaurant sector, as almost three-fifths of them in London explain themselves as different from white British. The migrant workers and ethnic minority groups working in the industry are claimed to face issues of low status, low pay, lack of unionisation and exploitation of employees. Along with this, the workers also examined to face issues of unsocial working hours, high pressure, excessive workload, a smaller number of paid holidays, lack of job insecurity, poor health, written information and contracts and ineffective safety standards. The presence of all these issues in the London hotel and restaurant sector is examined to create significant challenges in front of South Asian entrepreneurs (Wright, 2007). In a more specific context to this, Malik and Dudrah (2016) opined Indian entrepreneurs in the UK industries are facing a unique set of challenges. This involves the design orientation about importation and adaptation that need to be shifted gradually in support of the indigenous design, and challenges in identifying space to blend the traditional craft effectively with the contemporary design are claimed as the key challenges to the sector (Malik et al 2016).
In contrast to the views, the report made by Deloitte (2017) has highlighted that the UK casual dining sector is facing several challenges. This has been due to margin pressures that are mounting as an outcome of high business rates, increasing food costs and high labour costs. Along with this, the falling confidence of consumers, sluggish wage growth and increased rate of inflationary tendencies led to squeezing the disposable incomes of the consumers (Deloitte, 2017). In a similar context to this, Wright (2007) has described that the key factors creating challenges for South Asian entrepreneurs involve the immigration status, increasing tendencies of discrimination across the labour market and employment scenario, and the working in the informal sector are creating significant challenges. These challenges are mainly evidenced for migrant workers and ethnic minority workers, working in the London hotel and restaurant sector (Wright, 2007). 

Overview of Growth Strategies for International Expansion
A report published by KPMG LLP (2016) has revealed that similar to other industries, the restaurant industry is also facing a variety of challenges, driven by changing demographics and consumer trends. At the same time, the growing segment of millennials and their increasing spending power has accelerated the response of the economy to such trends. To align and meet the increasing requirements of customers, restaurants need to focus more on offering products by focusing on consumer health, maintaining stringency in labour laws, raising reporting requirements, ensuring the safety of food, and making changes in the operational construct. The restaurant should strictly make modifications in the menu items in alignment with nutritional labelling requirements stated by the Affordable Care Act (Sashi et al 2022). Whereas, the findings reported by LEK Consulting LLC (2014) has claimed that the restaurants should focus more on adopting franchising as the internationalisation strategy and rely more on the local partners for driving the growth of the restaurant sector. In this regard, it is claimed that to build the restaurant's operations in the new market, franchising is the crucial approach, wherein the restaurants can gain exclusive rights of renowned restaurants chain to operate and thus, gain a significant share of the existing market. It provides long-term commitment, helps in better quality management, improves operational quality and foster innovation that would assist restaurants to gain a significant share of the sector. In the successful adoption of the franchising model, the selection of the right local business partner is the most crucial decision that drives the growth of the whole business (LEK Consulting LLC, 2014). On examining the views of both the reported findings, following the prevalent trends of the sector, adoption of franchising business model and making effective relations with the local business partners have examined highly crucial. All these strategies should be focussed on by South Asian restaurants to drive the growth of their business in London and mitigate challenges concerned with international expansion (Wang, Lee, and Kim, 2018). 
In addition to this, KPMG LLP (2016) has claimed that understanding the local preferences and greater localisation of every operational aspect would also be highly beneficial for restaurants aiming to enter the UK restaurant sector. However, this should be integrated across the whole of its operations, from cuisine to the service style, decor, and the targeted audience (KPMG LLP, 2016). On the other hand, to foster ethnic entrepreneurship, Wright (2007) has conceptualised the motivation strategies to manage ethnic minority and migrant workers. The typology proposed in this regard involves four key strategies, namely, career progression, steppingstone, pragmatic acceptance, and broadening opportunities. The application of all these strategies would be highly beneficial for restaurants to foster their market penetration rate and revenues. This would help in embracing more effectively the cultural beliefs, choices, preferences, migration experiences and national background of workers belonging to different backgrounds (Wright, 2007; Wang, Lee, and Kim, 2018).

3. Methodology
Research Approach
This research will use an inductive approach to match with the requirement of the qualitative type of research (Creswell and Creswell, 2018). The research starts from a general statement. The inductive approach is chosen over deductive for various reasons. The first reason is that no proposed hypothesis will be rejected or accepted. Another reason is that there will be no theory that will be validated in this research. Further, there is also no need for the examination of the cause-and-effect relationship between the research variables in this research (Tjora, 2018). The research, rather, requires exploration and development of appropriate growth strategies that can be helpful for the south Asian entrepreneurs to expand their business in the international market and minimise the risk from the changes in the political and legal environment. Thus, the adoption of inductive is the right selection for the theory construction about growth strategies for the international expansion in the South Asian market. The inductive approach in this research is also considered the best choice because it helps in exploring detailed and qualitative information. The research starts from a problem statement (research gap). There are no controlled specific expected results. The research starts from observation, and a new theory will emerge based on the collected data (Pandey, 2019).

Qualitative Methods
This research will use interpretivism because it is based on a simple statement and correspond with qualitative research and inductive approach. There are no fixed theories that need to be tested, and thus, interpretivism is the matched selection or choice to gather subjective data to understand growth strategies and their practical implications in the context of international expansion. The results of the chosen philosophy will be based upon the qualitative method, and thus, its application will be effective for the understanding of the research problem and new/specific knowledge development because it focuses on interpretations (Alharahsheh et al 2020). There are no fixed expected results because research topic or subject related elements or objective reality are interpreted in different ways in the chosen interpretivism philosophy. Different experiences of the people or participants are integrated into the selected philosophy because of more scope of open discussion that aids in understanding the reasons behind the selection of the particular growth strategy for the international expansion of the restaurant business by the South Asian entrepreneurs. The findings of the research are required to be developed based on the different perspectives or researchers' interpretations about the entrepreneurs in South Asia regarding the international expansion of the restaurant industry, and therefore, interpretivism is the best choice for gathering specific data in which relative knowledge is generated based on unstructured data collection (Curry, 2020). 
Data Collection
Interviews and Sampling
The research also used semi-structured interviews with restaurant owners. A total of 15 interviews were conducted based on purposive sampling against criteria having relevant expertise and experience in the field of restaurants. The interview with the restaurant owners contained questions that tried to explore the reasons or barriers that are stopping south Asian restaurants from international expansion. In addition, the second part of the interviews were designed that to find out industry attractiveness, opportunities, expansion strategies, risks of international expansion and general opinions on several issues related to south Asian restaurants in Britain. The interview questions were designed in an exploratory manner that helped to answer questions in multiple dimensions. They are designed to gain more insight as there is little data or research available on the mindset, understanding and approach of the South Asian entrepreneurs (Groenland and Dana, 2019). In purposive sampling, the researcher defined specific criteria on the basis of which participants with the relevant expertise that enabled them to answer the questions in line with the research questions elaborated were selected. In addition, 
Data Analysis
The data was analysed under thematic analysis approach suggested by Braun and Clarke’s (2013). Braun and Clarke’s (2013) thematic analysis involve seven steps which were undertaken by the authors very carefully. This involved preparing transcriptions (getting familiarised with the data; coding them; identifying patterns (sub-themes and themes); searching, reviewing themes; defining and finalising themes; and finalizing the analysis. Further, the authors ensured credibility of the study by taking vigorous actions, such as, member checking, audit trail and peer scrutiny of the research journey. 

4. Findings and Analysis 
This section presents the findings and discussion based on the data collection and analysis. The study examines the growth and development strategies for South Asian restaurants for business expansion. Three themes evolved in the context of the study, and the anonymity of the respondents is maintained throughout the research.
Theme 1: Effective growth strategies for expansion of South Asian restaurants in London 
The present theme examines the major strategies that can be adopted by South Asian restaurants for expansion. In this context, Respondent 1 stated:
"I believe that to expand our business, we must engage more customers, and it can be achieved with the help of increased advertisement on various platforms like social media, television and magazines.” 
On the other hand, Respondent 3 claimed: "According to me, one of the most effective market expansion strategies that can be adopted by South Asian restaurants is product expansion. The restaurants can attract customers by adding new features to the existing food products or by innovating new dishes and beverages. This strategy of product expansion will highly attract the customers and will help in the expansion of the South Asian restaurants.” In regard, literature suggests that effective product expansion strategies increase the quality of the products and help the business firm in increasing its loyal customers. Along with this, new products and enhanced features also increase the sales of the restaurants and can help in their expansion. A significant level of strong correlation has been examined between the expansion of the business and the product expansion strategies adopted by the firms. A fine example of a product expansion strategy is a corporate market expansion that is mainly adopted by the firms to expand their sales and profitability. All these strategies lead to higher revenue generation and thus can prove to be effective in expanding the business in other regions of the world (Tangus et al 2017).
In addition to this, respondent 11 expressed that “The South Asian restaurants have high potential to expand their business from the UK. I think that the strategy of partnership can prove to be effective in business expansion. Partnership with local restaurants in other cities of the world can help the South Asian restaurants in sharing their resources, knowledge and skill set which can highly prove to be effective in business expansion.” The literature states that the partnership strategy theory states that when two firms share resources, skills, and capital, it highly boosts the performance of both the firms. Improved performance facilitates growth and business expansion (Idris and Primiana, 2015).
It can be examined from the different points of view of the restaurant managers that to achieve business expansion, strategies like product expansion, increased promotions, and partnership can be adopted. In addition to this, respondent 7 stated that “Business expansion is very important to gain high stability in the global business world and in this context the hotel or restaurant industry must adopt effective strategies that retain customers. To retain and attract new customers, the restaurants can reward loyal customers. This strategy of rewarding loyalty can help the South Asian restaurants in achieving repeat customers and higher sales.” On the other hand, respondent 9 expressed that “I truly believe that in this era of advancements, innovative ideas and strategies are the keys for business expansion. South Asian restaurants must adopt innovative marketing strategies like food and restaurant blogs to attract youth and a wide range of customers. These innovative ideas not only attract customers but also increase the popularity of the business in the market and influences business expansion.” In alignment with the views of the manager, the literature also reflects that when restaurant businesses work on their innovation level, their competitive advantage increases. The higher competitive advantage of the business influences the growth of the business and facilitates the expansion of the restaurant industry. A good level of technological innovations not only reduce the workload on the employees and increase their job satisfaction level but also helps in attracting customers. Moreover, it can further be stated that a good level of innovations increases the confidence of the firms to compete with its competitors with the help of better management tools and techniques. In addition to this, a good level of innovations enhances the overall quality of the goods and services provided by the restaurants leading to higher customer engagement and competitive advantage in the global market (Lee, Hallak and Sardeshmukh, 2016). 

Theme 2: Key drivers of market penetration for South Asian restaurants serving outside the UK
The current theme evaluates the key drivers that facilitate market penetration and can help the South Asian restaurant to set up their business in the UK and serve the customers. In this context Respondent 8 expressed that "The South Asian restaurants can penetrate in the market with the help of price adjustment strategy. Price adjustment strategy is an effective key driver of market penetration and helps firms in addressing a wide customer base. However, it is also very important for the restaurants to adjust their prices to a certain limit; otherwise, this technique may not provide required results." In contrary to this, Respondent 12 stated "I think that diversification of the products can help the restaurants to set up their business in the UK. Under this strategy, the restaurants can examine the need and demand of the customers and launch new dishes as per their choice.” The literature data also supports the above-mentioned point by stating that diversification enables the firm to launch new products for the customers as per their needs and helps in the overall growth and development of the business. However, it is equally important to note that the diversification strategy of market penetration requires resources, a skilled workforce and new technologies and techniques to produce new products in the market (Durmaz et al 2015). On the other hand, respondent A stated "I think that there are various important drivers of market penetration; however, I believe that the South Asian restaurants must adopt effective marketing promotional strategies to increase the demand of products and services. To penetrate the UK market, the restaurants can initially launch campaigns to engage the customers. Along with this, feedback can also be generated from the customers, which can help the restaurants in determining the excitement level of the customers."
The diverse point of view of the respondents shows that there is a wide range of drivers of market penetration like diversification, promotional campaigns and price adjustment strategy that can positively benefit the restaurants to penetrate the UK market. Along with this, Respondent 4 expressed that “I think that strategic alliance is a key driver of market penetration that can help the business firm to establish their presence in the new market.” The literature also supports the views of the manager and states that strategic alliances help in developing a positive relationship between the international business firms and help in providing access to the global market. The firms under alliances improve their competitive advantage and reduce the risks associated with business, facilitating better market penetration. Moreover, another major advantage associated with strategic alliances is that it helps in accessing new and advanced tools and technologies from the other firms which helps in generating higher sales and profitability. When firms come together and form a strategic alliance, it not only helps the small entrepreneurs but also increases the overall growth of the already established firm by boosting its sales and market share (Isoraite, 2014). 
Moreover, 7 out of 15 respondents have concluded that demographics is the most preferred key driver for market penetration. Specifically, the business should study the population of South Asian people living in that area. This also means that these entrepreneurs’ target market (is not local population but) same ethnic group. It would be fair to say that it is a conservative approach for designing marketing strategy, product and service delivery around that target market (same ethnic group).
Theme 3: Major issues and challenges faced by south Asian entrepreneurs in the hotel industry in London 
During the interview, managers were asked about major issues and challenges experienced in Hotel Industry in London.  A number of the participants highlighted have post-Brexit issues and challenges. They mentioned "the negative impact of Brexit decision on the UK currency (pound devaluation) as one of the major issues. Due to weak or devaluated currency, South Asian restaurants have experienced the issue of the higher cost of raw materials. High excise tax on the import of raw materials from South Asia has raised the burden of the costs on the entrepreneurs in the UK.  For instance, import cost of the products, such as rice, spices and cooking oil due to weakened currency and higher excise duty turned higher.” Concerning this, literature findings have also shown the fact that the Brexit decision has gravely affected the hotel industry in the UK as currency devaluation has raised imported goods costs, and eventually expenditure on the restaurants and reduced profitability as a whole. The increased cost of labour and food items has proved to be a major challenge for the restaurant industry in the UK and it has also affected the foreign direct investment level in the UK. It has become even more difficult for the outside restaurant chains to enter the UK market and expand their business. Moreover, currently due to Brexit the restaurant or food market of the UK is already facing internal issues like low productivity and labour issues and the entry of new entrepreneurs is very difficult (Farazad, 2020). 
[bookmark: _Toc89703321][bookmark: _Toc97929868][bookmark: _Toc97929869]However, Respondent 7 & 8 have underlined “issue of talent or employees' shortage because a number of the European migrants employed in the hospitality industry. It is because of the strict immigration policy for the migrant employees’ and requisites of visas or work permits have raised issue and challenge of managing adequate staffing." It has been analysed that the workforce gap and the shortage is the critical issue and challenges faced by South Asian restaurants entrepreneurs.  Findings of the study by Farazad (2020) and Rolfe, Runge and Hudson-Sharp (2019) have indicated that a limit on the migrant workers' free entry in the UK post-Brexit is a critical challenge for the hotel industry all around the UK. A total of 400,000 European migrant workers are employed in the UK hotel or hospitality industry, and thus, managing the issue of the experienced hotel staff post-Brexit is a big and critical challenge (Farazad, 2020). According to KPMG, the total EU workers employed in the hospitality industry of the UK before Brexit were around12-24% (FitchWire, 2021). Within this sector, workforce shortage puts pressure on the competitive position as this issue could have deteriorated quality of service and revenue generation as a result. It has been analysed recruitment of the staff has turned harder post-Brexit which is the issue and challenge in maintaining sustainable operations and growth of Saudi Asian restaurants in the UK. 
5. Discussion and Evaluation
The study examines the current situation of the South Asian restaurants operating in London to examine the challenges faced by these restaurants in expanding their business. The first objective of the study evaluates the role and importance of ethnic entrepreneurship and its contribution to the UK economy. In alignment with the first objective of the research, it can be discussed that entrepreneurship is very important for the overall development of the economy as entrepreneurial activities and ideas not only increase the availability of goods and services in the market but also increase employment opportunities. Ethnic entrepreneurship has its advantages that help the migrants in selling their products in the outside market. One of the major advantages of ethnic entrepreneurship is that it makes the culture richer and more diverse, and is entrepreneurial activities are favoured by the ethnic group. However, ethnic entrepreneurship also faces a wide range of social and cultural challenges, which negatively affect its overall growth and productivity in the global business world (Howell, 2017). 
The second objective of the research aimed to explore the current growth strategies for international expansion and their relevance with the restaurant/hotel industry. In the context of the second research objective, it can be discussed that the findings of the study also reveal that transnational strategy is a significant strategy that can be adopted by South Asian restaurants to expand their business. The global strategy helps the firms in increasing their sales and productivity in the international market which facilitates the expansion of the business. Under this strategy, the same type of goods and services are produced and provided to customers across the globe (Gollnhofer and Turkina, 2014).
The third objective of the study evaluated key drivers for market penetration for South Asian restaurants outside of the UK. In this context, it can be discussed that South Asian restaurants can adopt various strategies like global strategy, multi-domestic strategy, and transnational strategy. These strategies are not only effective in increasing the expansion of South Asian restaurants in the UK but also in other major parts of the world. Moreover, it can also be stated that the restaurants can attract the customers of other nations by providing their services at reasonable prices. Effective and reasonable prices attract customers of all segments and thus increase the sales and demand of the products and services. The literature also states that prices along with good quality products and services are one of the most important drivers of penetrating a new market. Reasonable prices help in reaching the products to a larger number of customers and thus the sales of all the products increases effectively leading to higher expansion of the business (Doz and Kosonen, 2010).
The fourth and last objective of the study examines the issues and challenges faced by south Asian entrepreneurs in the hotel restaurant industry in London and formulate strategies based on recognised opportunities. In this context, it can be discussed that South Asian restaurants highly face environmental issues. The growing concerns of the government towards sustainable development and the problem of increasing waste production by the restaurants are the major issues that can hamper the overall expansion strategy of the restaurants in London. In addition to this, it can also be stated that the increasing level of competition among the restaurant business is another major challenge witnessed by South Asian restaurants. The literature also supports the above-mentioned point as London has all major fast food and restaurants brands and these well-established brands have already acquired a good market share in London by engaging a wide range of customers. Thus, it becomes very difficult for the new restaurant chains to enter the market and expand their business as people already have a wide range of dining options to choose from. Thus, gaining a highly competitive advantage and stability in the food industry of London is a major challenge for the newcomers (Baum et al 2010). 

6. [bookmark: _Toc97929870]Conclusion and Recommendations
Overall, this research study focused on assessing the existing situation and challenges faced by South Asian restaurants in London and determining strategies to overcome. The study also reviewed the concept of ethnic entrepreneurship and its links to conducting restaurant business in the London. On the other hand, it can further be discussed from the overall findings of the study that restaurants strongly believe that the growing trend of healthy eating can be used as another effective strategy to enter the market. It can be stated that now the people are becoming more aware of the climatic changes occurring on the earth and a significant shift of the people towards eco-friendly and healthy products has been observed. The restaurants can grab this opportunity and can serve healthy and eco-friendly products to the customers to penetrate the new market. The literary sources also state that healthy eating is a new trend among the customers and customers of all age groups are following this trend to get fit. The restaurant industry can use this trend to enter a new market to become a part of this trend and support it. To overcome the challenges identified in the research study, certain strategies have been recommended below which must be utilised by the South Asian entrepreneurs in London.
· Social Media Marketing: It has been observed that South Asian entrepreneurs lack an understanding of the significance of social media and how this tool can be useful for businesses. Especially for the businesses that intend to expand internationally (Audretsch et al., 2020). 
· Switching to Online Food Delivery and Takeaway System: The Covid-19 pandemic has resulted in a significant amount of loss for the restaurant businesses not only in London but also at the global level. Additionally, it snatched away the opportunity to set up a business for South Asian entrepreneurs and achieve business expansion. To maintain a competitive position within the pandemic period, using an online food delivery system and initiating food takeaway systems will further help the entrepreneurs meet their customer demands and satisfy them, thereby enhancing customer relationships. 
· Financial planning: When attempting to comprehend how to build your restaurant company, the next most critical factor to consider is financing. Opening a South Asian restaurant in the UK is a costly endeavour and expanding a restaurant company is much more expensive. Raising enough funds on your own or taking out a loan entails significant financial risks and must be approached with caution. As a result, restaurateurs frequently band together and create partnerships to make the expenditure cheaper. 
· Hiring the right employees: It cannot be overstated that staff are the foundation of any business and are responsible for keeping it functioning. As a result, recruiting enough personnel and thoroughly educating them before the debut of the new south Asian restaurant is necessary. Often, an establishment is noted for its excellent service as well as its distinctive cuisine. Investing in a dependable and efficient crew is thus a prudent and necessary step in the evolution of a restaurant business. Hiring a workforce capable of carrying on the tradition of your particular restaurant, and then properly educating them, is critical.
· Introducing Organic Foods: It has been noted that the trend towards healthy eating induced challenges for the South Asian entrepreneurs for meeting their diverse needs, thereby decreasing their sales revenue, and restricting them from high business growth. Thus, in such a case, using a product diversification approach and introducing organic food across their restaurant chains will be effective for the South Asian restaurants. 
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