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Executive Summary
This strategic marketing plan for Burger King UK addresses a critical growth opportunity identified in the recent marketing audit: enhancing digital and delivery capabilities. Despite strong brand recognition and a distinct menu offering, Burger King must innovate to remain competitive in an increasingly digital and consumer-driven fast-food environment. The plan, structured using the SOSTAC framework, outlines a comprehensive approach to improving customer experience, loyalty, and profitability through digital transformation.
The situation analysis highlighted external pressures such as inflation, post-Brexit supply chain disruptions, and evolving regulations, alongside internal weaknesses like limited market penetration and inconsistent service quality. Competitors such as McDonald’s, KFC, and Greggs have advanced in digital integration, setting higher consumer expectations for speed, personalization, and seamless service. Burger King’s strengths—brand equity, menu variety, and franchising model—position it well to respond, especially by investing in mobile technology and delivery innovation.
The plan proposes SMART objectives including app enhancements, loyalty integration, and user growth. Tactics involve launching exclusive app-only items, personalized deals, dynamic pricing, and partnering with influencers for promotional campaigns. The dual delivery strategy—leveraging both third-party platforms and Burger King’s own app—will broaden access while maximizing control, data collection, and margin efficiency.
Aligned with organisational goals, these initiatives are designed to elevate the customer journey, boost digital sales, and strengthen long-term brand loyalty. Through consistent performance monitoring and adaptive execution, Burger King UK can close its digital gap, outperform competitors, and secure sustainable growth in the fast-paced UK fast-food sector.
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Building on the insights gained from the recent strategic marketing audit of Burger King UK, it is evident that the brand operates in an increasingly competitive and rapidly evolving fast-food environment. While Burger King enjoys strong brand recognition and a differentiated product offering, the audit identified key areas where the business must innovate to maintain and strengthen its market position. One of the most pressing opportunities for growth lies in enhancing the company’s digital and delivery capabilities—areas that have become critical in shaping consumer preferences and purchasing behaviour, particularly in the wake of accelerated digital adoption post-pandemic.
This strategic marketing plan focuses on addressing this opportunity. By prioritising digital transformation and delivery innovation, Burger King UK can improve customer experience, increase operational efficiency, and better compete with digital leaders like McDonald’s and fast-casual brands with strong mobile and delivery integration. Enhancing these capabilities is also aligned with changing consumer expectations for convenience, personalization, and real-time service.
To guide this initiative, the plan employs the SOSTAC framework—an established strategic planning model encompassing Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. This framework enables a structured and comprehensive approach to defining the strategic direction, developing actionable marketing tactics, and establishing measurable performance indicators. Ultimately, this plan aims not only to improve Burger King UK’s competitiveness but also to build long-term customer loyalty and digital resilience in a highly saturated and innovation-driven fast-food market.
[bookmark: _Toc198166043]2.Situation Analysis
[bookmark: _Toc198166044]2.1 Macro Environment
[bookmark: _Toc198166045]2.1.1 Economic Pressures: Demand for Value and Convenience
The UK is currently experiencing sustained economic pressure, driven by high inflation, rising interest rates, and a cost-of-living crisis. These factors reduce consumers’ disposable income, leading them to become more price sensitive. In response, there is a growing preference for affordable, fast, and convenient food options. Consumers are more likely to choose meal deals, value menus, or loyalty-based rewards that stretch their budget. For Burger King UK, this means increased pressure to offer competitive pricing, perceived value, and convenient access through delivery, mobile ordering, and quick service formats like drive-thrus and kiosks(Costa et al,2023).
[bookmark: _Toc198166046]2.1.2 Technological Advancements: Digital Ordering and AI
Rapid advancements in digital technology are reshaping the fast-food industry. Consumers now expect frictionless ordering experiences via mobile apps, self-service kiosks, and integrated delivery platforms. In addition, AI-powered systems are transforming customer interactions by enabling personalized recommendations, dynamic pricing, and predictive ordering based on past behaviour. For Burger King UK, embracing these technologies presents an opportunity to enhance customer engagement, boost operational efficiency, and collect valuable customer data for strategic decision-making(Juutila,2019).
[bookmark: _Toc198166047]2.1.3 Regulatory Changes: Advertising, Packaging, and Sustainability
The UK government has introduced stricter regulations targeting the health and environmental impact of the fast-food industry. This includes restrictions on advertising foods high in fat, salt, and sugar (HFSS), mandatory calorie labelling, and growing demands for eco-friendly packaging and carbon footprint reduction. These changes compel Burger King UK to reformulate marketing strategies, adjust menu offerings, and invest in sustainable practices such as recyclable materials and plant-based alternatives, not only to comply with regulation but to meet shifting consumer expectations(King et al,2023).
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[bookmark: _Toc198166049]2.2.1 Competitor Activity: McDonald’s, KFC, Greggs – Strong Digital Integration
Burger King UK operates in a highly saturated market dominated by strong competitors such as McDonald’s, KFC, and Greggs, each of which has embraced digital integration to enhance customer engagement and streamline operations. McDonald’s, for example, has heavily invested in its mobile app, offering personalized deals, loyalty rewards, and mobile ordering features. KFC has introduced self-service kiosks and partnered effectively with delivery platforms. Greggs has gained traction by integrating a click-and-collect system and a well-designed mobile app with tailored promotions. These brands have set a high industry benchmark for digital convenience, making it essential for Burger King to catch up or risk losing digitally savvy customers to more technologically advanced rivals(Pechey et al,2020).
[bookmark: _Toc198166050]2.2.2 Consumer Expectations: Speed, Personalization, and Loyalty Programs
Modern fast-food customers demand fast, seamless, and customized experiences. Speed of service—both in-store and through delivery—is non-negotiable. Increasingly, customers expect brands to know their preferences, offering personalized promotions, menus, and rewards. Moreover, effective loyalty programs are becoming standard in building long-term customer relationships. Brands like Starbucks and McDonald’s have demonstrated how loyalty apps can significantly drive repeat business. Burger King must enhance its mobile platform to offer similar benefits and engage users with tailored experiences that match or exceed industry norms(Chen,2021).
[bookmark: _Toc198166051]2.2.3 Supplier Dynamics: Post-Brexit Impact on Sourcing and Distribution
Since Brexit, many UK-based fast-food chains, including Burger King, have experienced disruptions in their supply chains, especially in terms of imported ingredients and packaging materials. New customs regulations, increased tariffs, and labor shortages have driven up costs and created delays in distribution. For Burger King UK, this has led to greater reliance on local suppliers, which, while potentially beneficial for sustainability, also requires renegotiating supply contracts and adjusting logistics operations. Managing these shifts efficiently is critical to maintaining product availability and pricing consistency(Bonadonna et al,2019).
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[bookmark: _Toc198166053]2.3.1 Strengths
Burger King UK has Strong Global Brand Recognition. Burger King is an internationally recognized brand, known for its distinctive flame-grilled burgers. This recognition gives it a competitive edge in brand trust and customer loyalty. Burger King UK has Diverse and Evolving Menu. Burger King UK has expanded its menu to include vegan and plant-based options (e.g., Plant-Based Whopper, Vegan Royale), aligning with health-conscious and environmentally aware consumers. Burger King UK has Ongoing Digital Investment. The brand has begun investing in mobile apps, self-service kiosks, and delivery partnerships (e.g., with Uber Eats and Deliveroo), which enhances accessibility and convenience for customers. Burger King UK has Franchise Expansion Model. Its franchise-based model enables scalable growth across the UK with lower corporate overheads(Soegoto,2021).
[bookmark: _Toc198166054]2.3.2 Weaknesses
Burger King UK has Limited Market Penetration Compared to Competitors. Burger King has fewer UK outlets than key competitors like McDonald’s, making it less accessible in many regions. Burger King UK has Inconsistent Service Quality. Variability in customer service across locations affects the overall customer experience and brand perception. Burger King has High Operating Costs. Rising costs related to labor, rent, and imported goods post-Brexit impact profitability. Burger King Perceived as More Expensive. Many consumers view Burger King as less affordable than competitors, which can deter price-sensitive customers during economic downturns(Musonera,2019).
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Burger King UK has Opportunity in Digital Transformation and Loyalty Programs. Advancing the mobile app, offering personalized rewards, and improving delivery logistics present key growth areas. Burger King UK has Opportunity in Rising Demand for Plant-Based and Sustainable Food. Expanding eco-friendly practices and menu offerings aligned with health and sustainability trends can attract a wider customer base. Burger King UK has Opportunity in Urban Expansion and Drive-Thrus. Increasing store count, especially in urban centres and through drive-thru formats, can improve market share. Burger King UK has Opportunity in Local Sourcing. Sourcing ingredients locally can reduce supply chain risks and appeal to ethically conscious consumers(Hamzeh and Bataineh,2019).
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[bookmark: _Toc198166057]3.1 SMART Goals
Burger King UK will enhance its mobile app by integrating a comprehensive loyalty program and personalized user experience. The loyalty program will reward users with points for every purchase, which can be redeemed for free items or discounts—encouraging repeat visits. Personalization features will include customized menu recommendations, targeted promotions, and user-specific deals based on past orders and location. These enhancements aim to create a more engaging and rewarding customer journey, increasing app usage frequency and customer retention(McLamore,2020).
To maximize the impact of the upgraded app, the goal is to grow the number of monthly active users by 50,000 within six months. This will be achieved through a mix of in-store promotion, digital advertising, and exclusive app-only incentives (e.g., “First order free via app” or referral bonuses). Increasing the user base not only boosts digital sales but also provides valuable customer data for future marketing efforts, supporting long-term CRM and targeted communication strategies(De Almeida,2021).
Burger King will introduce value-driven bundle offers that are only available through the app, such as "Burger + Fries + Drink for £5.99" or "Family Meal Bundle with Bonus Loyalty Points." These curated deals will encourage customers to order more items per transaction, thereby increasing the average order value (AOV). The exclusivity of these bundles to app users creates additional incentive to adopt and consistently use the app(Kukreja,2023).
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[bookmark: _Toc198166059]3.2.1 Enhances Customer Experience
By upgrading its digital and delivery platforms—especially through an improved mobile app—Burger King UK can offer customers a faster, more personalized, and more convenient experience. Features like real-time order tracking, one-click reordering, tailored promotions, and seamless payment options reduce friction and make interactions more enjoyable. This ease of use, combined with a responsive and intuitive interface, aligns with modern consumer expectations and significantly improves customer satisfaction(Ford and Ungaro,2020).
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A well-designed app with a robust loyalty program encourages repeat purchases by rewarding customers for their continued engagement. Over time, this builds emotional loyalty and keeps customers within the Burger King ecosystem, reducing the likelihood of switching to competitors. Operationally, digital ordering allows Burger King to better forecast demand, streamline kitchen operations, and reduce errors associated with manual input. Automation of orders and promotions also reduces pressure on staff, improving consistency and efficiency across outlets(Batty and Gee,2019).
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Digital channels often lead to larger basket sizes, as customers are more likely to add extra items (e.g., desserts, sides) when prompted by personalized upselling or bundling features. App-exclusive deals can be strategically designed to promote high-margin items or bundles that optimize profitability. Additionally, direct digital sales (vs. third-party platforms) minimize commission fees and provide access to valuable customer data—enabling more cost-effective and targeted marketing efforts(Stone et al,2024).
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[bookmark: _Toc198166064]4.1.1 Revamped Mobile App
A redesigned user interface with intuitive navigation, faster load times, and seamless functionality will make the app easier and more enjoyable to use. Clear visuals, simplified ordering steps, and real-time order tracking reduce friction in the customer journey. This not only increases app engagement and satisfaction but also encourages repeat usage—critical for building long-term digital loyalty(Chia et al,2020).
[bookmark: _Toc198166065]4.1.2 App-Exclusive Menu Items and Customization Options
To encourage app downloads and usage, Burger King will offer exclusive menu items only available through the app—such as limited-time burgers, sides, or dessert innovations. This creates a sense of exclusivity and urgency, driving engagement.Additionally, advanced customization features will allow users to tailor their meals more easily (e.g., removing ingredients, selecting portion sizes, adding extras), improving satisfaction and catering to diverse preferences. Customization supports higher order value and enhances perceived service quality(Köhler and Zerfass,2019).
[bookmark: _Toc198166066]5.2 Price
[bookmark: _Toc198166067]5.2.1 Loyalty-Based Discounts
These are exclusive price reductions offered to users who order regularly through the Burger King app. For example, customers might receive 10% off their next order after completing five purchases or unlock special combo deals after hitting certain spending thresholds. These discounts encourage repeat purchases and increase customer retention by rewarding engagement(Griffin and Grote,2020).
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Through the in-app loyalty program, users earn points for every pound spent. These points can be redeemed for menu items (e.g., “200 points = free fries” or “500 points = Whopper”). This gamifies the customer experience and gives users a reason to consistently order via the app rather than third-party platforms, fostering brand loyalty and capturing more direct digital sales(Wu et al,2019).
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Dynamic pricing allows Burger King to adjust prices in real time based on demand, location, time of day, or user behavior. For instance, app users may receive lower prices during off-peak hours or personalized offers like “£1 off your favorite burger today.” This strategy optimizes revenue, manages capacity, and enhances personalization, making customers feel the brand understands and values their habits(Bhattacharya).
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[bookmark: _Toc198166071]5.3.1 Enhanced Delivery via Third-Party Platforms
Burger King UK partners with major third-party delivery services like Uber Eats, Deliveroo, and Just Eat to broaden its reach and offer fast, convenient service to customers who prefer ordering through popular aggregators. These platforms can Expand market access by exposing the brand to millions of active users.;Enabling on-demand delivery without requiring Burger King to invest heavily in its own logistics infrastructure.;Providing data and insights on customer ordering behaviour, peak times, and product popularity.By optimizing these partnerships with exclusive promotions, menu customization, and faster order fulfilment, Burger King can increase sales and remain competitive in the crowded delivery landscape(Figueroa and Murcia,2025).
[bookmark: _Toc198166072]5.3.2 Enhanced Delivery via Burger King’s Own App
In parallel, Burger King is upgrading its in-house delivery system through its mobile app. This strategy allows the company to Retain full control over the customer experience (branding, offers, support);Avoiding third-party commission fees, improving profit margins;Collect first-party data for use in CRM, personalization, and loyalty programs; Offering exclusive deals and bundles only available through the app, incentivizing direct orders(Sousa and Ferreira,2024).
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[bookmark: _Toc198166074]5.4.1 Digital-First Campaigns
To drive awareness and engagement for the enhanced mobile app and digital services, Burger King UK will adopt a digital-first promotional strategy that targets its core audience where they spend most of their time—on social media platforms(Argus et al,2021).
Partnering with UK-based food, lifestyle, and Gen Z influencers allows Burger King to reach new audiences with credible, entertaining, and relatable content. Influencers can showcase new app features, promote exclusive menu items, or highlight app-exclusive deals through Instagram Reels, YouTube Shorts, and live reviews—helping to build trust and interest organically(Stahl et al,2019).
TikTok offers a unique way to create viral, user-generated content. By launching branded hashtag challenges (e.g., #WhopperDrop or #BKOrderHack), Burger King can engage users in playful, on-brand activities—like showcasing their personalized burger orders or completing delivery speed tests. These campaigns encourage wide participation and organic sharing, expanding brand visibility and app downloads among Gen Z and Millennial audiences(Gupta and Briscoe,2020).
[bookmark: _Toc198166075]5.4.2 App Launch Promotions
To accelerate app adoption and usage, Burger King UK will introduce attractive introductory promotions, such as “Get Your First Meal Free”- New users who download the app and place their first order receive a free Whopper meal or equivalent value item. This lowers the barrier to trial and creates an immediate positive experience. Referral Bonuses-Users are rewarded with free items or loyalty points when they refer friends to the app who then complete a purchase. This creates a viral growth loop, leveraging word-of-mouth to grow the user base cost-effectively(Raftopoulos and Hamari,2023).
[bookmark: _Toc198166076]6. Conclusion
In an increasingly digital and highly competitive fast-food landscape, Burger King UK faces both challenges and significant opportunities. The strategic marketing audit revealed that while the brand benefits from strong global recognition and a differentiated menu, it must act decisively to address gaps in digital engagement and service accessibility. This marketing plan, structured around the SOSTAC framework, identifies enhancing digital and delivery capabilities as the most impactful focus area for sustaining long-term competitiveness.
The macro and micro environmental analyses highlighted rising economic pressures, shifting consumer expectations, and intense digital integration by key competitors. Consumer demand for convenience, personalization, and loyalty-driven value underpins the need for a more robust and engaging mobile platform. The proposed strategy includes launching an enhanced app with loyalty features, personalized offers, and exclusive digital bundles, supported by dynamic pricing, influencer-led promotions, and subscription meal deals. Dual-channel delivery—via third-party services and Burger King’s own app—ensures market reach while maximizing profit margins and customer data insights.
These tactics align with Burger King’s broader organisational goals by improving customer experience, driving repeat purchases, and enhancing operational efficiency. Key performance indicators such as app downloads, active users, order value, and loyalty engagement will be monitored to assess success and inform continuous improvement.
By executing this plan, Burger King UK can close the digital gap with competitors, strengthen customer loyalty, and establish itself as a forward-thinking, digitally enabled brand in the UK fast-food sector—well-positioned for sustainable growth in a dynamic market environment.
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