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Executive Summary 
The objective of this marketing plan is to increase market share in the UK market. The SOSTAC model was used to develop the marketing plan. From the micro industry aspect, Burger King was facing a competitive market environment from companies such as Mcdonald's which had taken a lion's share of the market. From the macro environment aspect, the company was also facing challenges from changing demographics of consumers who were embracing healthy foods and healthy lifestyles. The objective was to increase market share by 10%. The suggested strategy was that of differentiation and new product development for the existing market. On the tactics to be used, the market was segmented using the demographics and the chosen target market was aged between 30-50 years. Concerning the 7Ps of marketing a new plant-based burger was to be developed which inclined a mushroom burger and a tofu burger. The product was to be priced using penetration pricing. The product was to be promoted using social media advertising. On the place aspect, the product was to be sold in its restaurants and also on its website and applications. On the people aspect, the employees are to be trained on the new products and consumer service. On the physical evidence aspect, the staff uniforms will be branded with the company logos and the image of the new product.  In the process, the company will endeavour to improve its service process to ensure that the waiting time is less than ten minutes. Concerning the control aspect, the success of the marketing plan will be determined by evaluating the market share. 
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[bookmark: _Toc135067534]1.0 Introduction   
Burger King is one of the leading fast-food chains in the United Kingdom. The company has faced a challenging market environment owing to several factors. The main one has been the harsh economic environment brought about by Covid-19 restrictions which were followed closely by the war in Ukraine. These two factors led to high rates of inflation and which depressed buyers’ disposable income and ate into the profit margins of Burger King (Adrian and Natalucci, 2022). The purpose of this marketing plan is to demonstrate how Burger King can overcome the challenges in its external and internal market environment and increase its market share in the restaurant industry. This marketing plan will be based on the SOSTAC model and SMART model. SOSTAC is a marketing plan model that starts by evaluating the situation and then presenting the objectives of the marketing plan. It includes tactics, actions and control. The SMART on the other hand is the objective-setting framework that acts as a guideline for setting objectives. It specifies that objectives must be specific, measurable, assignable, realistic and time-bound. This marketing plan is in four main sections with the first section being the introduction, the second section being the main findings section and it is followed by recommendations. The final part is the conclusion.  
[bookmark: _Toc135067535]2.0 Main Findings  
[bookmark: _Toc135067536]2.1 Situation Analysis 
From the internal and external audit of Burger King, it was identified that the company had several issues. The first part was that the company had operational issues that included the use of a production line that helped it to produce foods fast for a large number of customers. However, this was challenging as it eliminated flexibility from the company products as the company could not quickly customise its products to suit an individual customer’s taste (Globe Newswire, 2023). The other internal challenge was that the company faced robust competition from other famous brands such as Mcdonald's and Yummy Brands (Statista, 2022). From the external environment, the company faced issues related to the harsh economic environment from high inflation which increase the cost of supplies and raw materials used to make Burger King Products (Adrian and Natalucci, 2022). The company also faced increased social environment challenges from an increasing number of customers who were becoming health-conscious and balanced fast foods. These challenges served to reduce the market share of Burger King and made it trail Mcdonalds' and Yummy brands in market share and profitability. 
[bookmark: _Toc135067537]2.2 Objectives 
Thus, based on the situational analysis the objective of Burger King is to increase its market share by 10% within a year by focusing on health-conscious consumers. 
[bookmark: _Toc135067538]2.3 Strategy 
When it comes to strategies, two strategic planning models are applicable in determining the best strategy that can be adopted by the company and they are Ansoff matrix and porters generic strategies. Porter's generic strategies hold that three main generic strategies can be applied by a company to reach its strategic objectives and they are cost leadership, differentiation and focus (Fahy and Jobber, 2015). Cost leadership entailed focusing on being the lowest costs provider by providing the lowest prices to customers (Porter, 1985). Differentiation entailed introducing unique features and value additions which made the products different from the competition while the focus was on targeting a small niche market with unique product features. In the case of Burger King, the best strategy would be differentiation (Mankiw, 2016). This is because differentiation allows the company to target a large market with new product features that appeal to certain market segments while enabling the company to charge higher prices that give the company higher profit margins.  
The other strategic planning model was the Ansoff matrix. This model indicated that four growth strategies could be applied by companies and they were product development, market expansion, new market development and diversification (Westholm and Ostwald, 2020).  Product development entailed developing new products to serve an existing market. Market expansion entailed the development of a new market using the existing products while market penetration entailed using existing products to penetrate an existing market. The diversification entailed building new products for new markets (Hill, Jones and Schilling, 2014). In the case of Burger King, new product development was the most suitable where the company developed new products for its existing market. This was meant to build new products for the existing UK market by building products that were affordable and accessible and also acceptable to the changing social demographics of health-conscious customers who were increasing in the United Kingdom (Grimmelt, et al., 2022). 
[bookmark: _Toc135067539]2.4 Tactics 
STP
To develop the tactics one of the tactics was the development of segmentation and targeting of the customers. Segmentation was a strategy that was used to determine the most appropriate market segment that the company could target with its products and services. As per Lynch (2015) two main segmentation strategies included demographic and psychographic segmentation. Previously, Burger King’s emphasis was on customers of all ages and all market segments.  In the case of Burger King, its main segmentation strategy is that of demographic segmentation where it focuses on age as it most appropriate segmentation strategy. When using age customers are classified according to different categories. The main focus of Burger King is middle-aged customers and working-class customers who are aged between 30-50 years (Levin, 2023). These customers are the company's favourite because they have the money to pay for the food, they are working, and need to eat frequently. They also have families and they can influence the food decisions of other customers especially children and teenagers who are under their care (Horton, 2022). This market is becoming health-conscious due to heightened health awareness campaigns across the country. This market is therefore interested in products that have positive health outcomes (Morris, 2013).   
In terms of targeting Burger King previously focused on the mass market and used undifferentiated targeting strategies that focused on the entire mass market of consumers since its food was meant for all customers of all ages (Porter, 1985). Nonetheless, this marketing plan focuses on customers that are aged between 30 and 50 years old with a campaign for healthy eating for families.  The differentiated marketing seeks to demonstrate the advantages of healthy foods for families such as the elimination of obesity and chronic illnesses and excess calories from the body (Mettler, 2019). 
Concerning the positioning burger King is positioned as a junk fast food brand but the marketing plan can help to position it as a healthy fast food brand as shown by the positioning map below: 
Healthy food
Junk Food
Limited menu items
Wide menu items 
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Figure 1: Burger King positioning map 
Source: Author 
The 7Ps 
The tactics were mostly evaluated using the marketing mic. The marketing mix applied the 7Ps of marketing which were product, place, price promotion, people, physical evidence and process.  
Concerning the product aspect Burger King had to develop a new product for the health-conscious customers who are still part of the UK market. The new product will include the provision of plant base proteins which are considered to be healthy than animal meat-based proteins (Konar et al., 2022). This will include the development of new foods such as mushrooms and tofu-based burgers that use yams and rice flour instead of wheat. The aim is to produce gluten-free products as well as animal meat-free foods as they are considered to be healthier than meat-based products and wheat-based food products (Sims, 2016). This will also include seed-based products such as chia seed foods and vegetable salads that will be offered in the restaurants. The aim is to help these people overcome obesity and unhealthy lifestyle diets (Flink, 2023). 
Regarding pricing strategy, there are various pricing strategies and they are penetration pricing strategies, premium pricing strategy, price skimming strategy and value pricing strategies (Spann, Fischer and Tellis, 2015). In the case of Burger King’s marketing, the price skimming strategy is preferred. This is where the company sells its new product at a premium price while seeking to lower the price as the product gains more acceptance and competition increases (Mettler, 2019).  The strategy is preferred since there is limited competition for plant-based products such as Tofu burgers and mushroom-based pizzas and burgers.    Additionally, the market for this product is initially small and it will take time to increase awareness for the product to become mass market product.  
Concerning the place, the company will use direct distribution that entails producer customer distribution strategy where it used its restaurants as the location where customers can purchase the products and services (McCabe, 2022). The company will also use its website and apps to sell the products to online customers who may not be in a position to access the restaurants physically. The company will have logistics services enabling it to deliver the food to customers at their locations such as homes or offices (Buxton, 2023). 
Concerning promotions, various promotions strategies can be used by the company and they are direct selling, personal selling, sales promotions and advertising (Dibb et al., 2016). In the case of Burger King the most appropriate promotions strategy will be advertising and sales promotions, the advertising entails sending out messages to a legal number of people using platforms such as television, newspapers and social media. For the Burger King Company social media advertising is highly preferred. This is because it can easily reach out to the target market. Specifically, the target market uses Facebook and Twitter (Glady, 2022). This will include running a video advertisement of the new menu on social media to promote mushroom burgers. The view should also contain a description of the benefits of such health-based foods. 
The other aspect of the marketing mix is that of the people element. The element entails people who interact with customers and act as the point of contact with the customers (Murguia, 2018). They are important aspects of marketing because they represent and personify the brand. In the case of Burger King, the company has over 10,000 employees that work in its restaurants. The company will train the employees in customer service so that they can customise their service to customers in restaurants (Piper, 2019).  
The physical process aspect of the marketing mix entails how the company undertakes the customer journey from the enquiry to the final purchase of eth product (Jobber and Ellis-Chadwick, 2016).  In the case of Burger King, the process entails getting into the restaurant,  reading the menu, making an order inside the restaurant, paying for the order, waiting for the order to be processed and then being served the food. For online customers, it entails downloading an app, or tying the website, logging in them reading the menu, making an order of the chosen menu item, paying, presenting the delivery location and waiting for the food delivery (Buxton, 2023).  This process can be enhanced by reducing the waiting times to less than ten minutes as it would make more customers satisfied with the process. It would also reduce congestion in the restaurants. Other aspects include increasing the sitting capacity to accommodate more customers in the restaurants. 
The physical evidence entails the physical and tangible attributes of the company. For the restaurants, this can include aspects such as staff uniforms that represented the company’s colours. It also entails embedding the company’s logos on the company's website and the company printed menus in the restaurants (Fahy and Jobber, 2015). 
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The following is an action plan that demonstrates how the company will deliver and achieve the marketing plan objectives. 
Table 1: Burger King’s action plan 
	Activities 
	Staff 
	Resources 
	Time 

	Design of new menu items that is tofu-based burgers and mushroom-based burgers  
	Chief chef, food science experts, nutritionists 
	Finances to pay the experts 
	1 month 

	Determine/market research  the prices for the new menu items 
	The marketing manager, sales team and finance manager
	Funds for market research 
	1 week

	Include the new products on the restaurant menu and the 
	Website/IT person
	The website and the app and social media pages 
	1 week 

	Create videos and images for new menus items 
Promote the new menu items on Facebook Twitter and Instagram  
	The marketing manager 
	Funds for the market promotions of the new products 
	One year 

	Train the staff and the new menus items as well as train the employees on customers service  
	The marketing manager, customer service experts 
	Funds for the training 
	One week 

	Reduce the restaurant order waiting time to less than 10 minutes 
	The chef and kitchen team 
	New Kitchen 
	One month 

	Physical evidence. Branding of all the company’s staff uniforms, website, menus, restaurant signposts and the social media
	The branding manager and the branding team 
	Finances for branding 
	1 month 


Source: Summarised by research 
[bookmark: _Toc135067541]2.6 Control 
The control refers to the metrics that will be used to determine the success of the marketing plans and the marketing tactics used. In the case of Burger King, the objective was to increase the market share by 10% in one year. Thus, the control measure that will be used to evaluate the success of the marketing plan is that of the market share gained by the company at the end of the marketing campaign. This will be done by dividing the total revenues earned by the company at the end of the year divided by the total industry revenues earned by the fast food industry by the end of the year. As of the start of the plan, the company had a market share of 15% and thus the success of the marketing campaign will imply a market share of 25% and above. 
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The following are the recommendations on how the company can achieve its marketing objectives which is a recap of the proposed tactics. 
· To have health-based products such as mushroom burgers and tofu burgers.
· To use price skimming strategy, 
· Promote the new products on social media, especially on Facebook and other social media channels. 
· Ensure availability of the new products in all its restaurants as well as in online deliveries for online customers. 
· Increase marketing budget and marketing staff to support the marketing activities of the company.  
[bookmark: _Toc135067543]4.0 Conclusions 
In conclusion, this marketing plan presented the marketing strategies that can be applied by Burger King to help the company attain its objective of increasing market share in the UK market. The SOSTAC media was used to develop the marketing plan From the micro industry aspect, Burger King was facing a competitive market environment from companies such as McDonalds. From the macro environment aspect, the company was also facing challenges from changing demographics of consumers who were embracing healthy foods. The objective was to increase market share by 10%. The suggested strategy was that of differentiation and new product development for the existing market. Regarding the tactics to be used, the market was to be segmented using the demographics. The chosen target market is aged between 30-50 years. Concerning the 7Ps of marketing a new plant-based burger was to be developed which included a mushroom burger and a tofu burger. The product was to be priced using penetration pricing. The product was to be promoted using social media advertising. On the place aspect, the product was to be sold using its restaurants and also on its website and applications. On the people aspect, the employees are to be trained on the new products and also consumer service. On the physical evidence aspect, the staff uniforms will be branded with the company logos and the image of the new product.  On the process aspect, the company will endeavour to improve its service process to ensure that the waiting time is less than ten minutes. Concerning the control aspect the success of the marketing plan will be based on the brand.   
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