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Executive Summary
This report establishes a 12 month strategic marketing plan for Popeyes UK (May 2026 – April 2027) after the marketing assessment undertaken in Assignment 1. The plan is focusing on the digital convenience and loyalty growth as the main area for boosting the market performance of Popeyes UK using SOSTAC framework.
Analysis reveals Popeyes UK has significant growth momentum, a distinctive Louisiana style identity and a growing presence across the UK. The UK QSR market is however very competitive, price sensitive and has minimal customer switching costs. Popeyes UK needs to do more than only grow the shop base and should look to increase direct digital ordering and consumer loyalty.
The report sets forth two SMART objectives; a 15% rise in direct digital orders through the app, internet and kiosks and a 25% repeat purchase rate of digital loyalty members by April 2027. The proposed strategy is market penetration supported by differentiation, app based rewards, value offerings and focused promotion to young urban customers. 



Contents
1. Introduction	1
2. Situation analysis: Where are we at now?	1
2.1. Assignment 1 Summary	2
2.2. Ansoff’s Growth Matrix	3
3. Objectives: Where do we want to be?	3
4. Strategy: How are we going to get there?	4
4.1 Porter's Generic Strategies	4
4.2 STP Strategy	5
5. Tactics: The 7Ps Marketing Mix	6
6. Actions: Gantt Chart Implementation Plan	8
7. Control: KPIs and Continuous Improvement	10
8. Recommendations	12
9. Conclusion	12
References	14





[bookmark: _Toc229606279]1. Introduction
Popeyes UK has been expanding rapidly in the UK fast-food industry recently. Popeyes UK was reported to be planning to launch more than 45 new locations in 2025, about one per week, indicating strong growth momentum in the UK market (Seo, 2025). But in a highly competitive fast-food sector with many substitutes, rapid growth does not necessarily lead to long-term competitive advantage. The big question for Popeyes UK, which is still growing its UK market position, is how to improve repeat purchase and consumer stickiness in reaction to competition.
This report is a continuation of the marketing audit results in Assignment 1 and uses the SOSTAC framework to produce a 12-month strategic marketing plan from May 2026 to April 2027. The research chooses digital convenience and loyalty growth as its main focus since this strategy has a practical base as Popeyes UK has already begun to employ tools such as online loyalty programs to encourage customers to buy (Bloomreach, 2025). Academic research also implies that internet platforms can serve as interactive service environments and effective means for creating long-term relationships between enterprises and customers. Their quality of service might also affect consumer satisfaction and repeat purchase behaviour (Londoño-Giraldo, López-Ramírez and Vargas-Piedrahita, 2024; Lin and Au, 2024). This paper therefore looks into how Popeyes UK can retain more consumers and stay competitive through direct digital orders and reward programmes.

[bookmark: _Toc229606280]2. Situation analysis: Where are we at now?
[bookmark: _Toc229606281]2.1. Assignment 1 Summary
Assignment 1 finds that Popeyes UK’s key assets are the international brand platform, the quick expansion and the Louisiana-style brand identity. These strengths serve to reinforce brand visibility and distinction. However, they will not generate a loyal client base if they do not drive the customers’ inclination to repurchase in the long run.
Regarding the external environment, as shown in Assignment 1, Popeyes UK has considerable buyer power, strong threat of alternatives and harsh rivalry. The UK QSR market is witnessing a growth phase, however the competition remains fragmented with several market players (Mordor Intelligence, 2024; Staff Reporter, 2026). Also, UK fast-food consumers can easily move between fried chicken, burgers, pizza, supermarket meal deals, convenience-store food, delivery platforms and home cooking. This implies low consumer switching costs.
Assignment 1 also revealed that as digital technology progressively permeates everyday life, consumer behaviour has been altered. Online ordering is slowly turning into an alternative to the traditional eating experience (Jabbour Al Maalouf et al., 2025). Research also reveals that consumers aged 25-34 are more likely to order via app and use digital rewards (Lumina Intelligence, 2025b). Price pressure is still substantial though at the same time. The swift changes in fast-food menu prices have increased consumers’ price sensitivity (Vanifatova, 2026; Hunter, 2025). This implies QSR brands need to be cautious with pricing and promotions while growing loyalty.
QSR Media reports Popeyes UK launches new self-service kiosk software and aligns kiosk interface with app and website experience (Staff Reporter, 2025b). That means Popeyes UK already has a digital base in place. The main purpose of this plan is therefore to optimise the use of existing resources and thereby boost profitability and improve customer relationships.
[bookmark: _Toc229606282]2.2. Ansoff’s Growth Matrix
The Ansoff matrix presents four strategy directions: market penetration, market expansion, product development and diversification (Pereira Ferraz Soares Ferreira and Maria Beatriz Pinto De Sá Moscoso, 2024). This plan is mostly market penetration. “We’re not entering a new country or launching a new product category altogether with Popeyes UK. Instead, it is integrating its resources of digital services further into the existing fast-food sector of the UK. Hence, market penetration is the most appropriate route. At the same time, digitisation and social media can help fast-food enterprises to increase brand presence, customer engagement and loyalty (Fatorachian, Arboleda and Linh, 2025). This means that Popeyes UK’s market penetration can be reached via digital methods.

[bookmark: OLE_LINK16][bookmark: _Toc229606283]3. Objectives: Where do we want to be?
Two SMART objectives are set in this report. SMART objectives are concrete, measurable, achievable, relevant and time-bound and related to the KPIs used later in the report (Chaffey, 2025).
The initial goal is to grow Popeyes UK’s direct digital orders via its app, website and self-service kiosks by 15% in selected UK urban outlets by April 2027.
The aim is to enhance Popeyes UK's control over client data, the ordering experience and channel connections. Restaurant operators in the UK are growing increasingly aware of the value of direct-to-consumer digital ordering channels, which provide businesses access to client data, cut expenses and increase control of their brand (Briggs, 2025). The UK food delivery business remains sizable, and direct channels connected to the brand’s official platforms can enhance brand control and profit management (Lumina Intelligence, 2025a).
The second goal is to have a 25% repeat purchase rate for clients on the digital loyalty program by April 2027.
This aim looks at the extent to which a loyalty program may actually affect the behaviour of customers. QSR loyalty members are motivated by money savings, transparent rewards and advantages that are easy to cash (Alchemer, 2026). Service quality, contentment, trust and commitment in fast-food restaurants can also affect the lifetime value of the consumer (Dandis et al., 2023). The client lifetime value also links customer retention, average revenue, acquisition cost and long-term financial performance (Ali and Shabn, 2024). Therefore, improving the repeat purchase rate can help Popeyes UK increase customer lifetime value and long-term competitiveness.

[bookmark: _Toc229606284]4. Strategy: How are we going to get there?
[bookmark: _Toc229606285]4.1 Porter's Generic Strategies
Popeyes UK doesn’t fit well with a cost leadership plan. Cost leadership involves systematic efficiency, profitability and financial stability (Sharma & Khurana, 2025). As a challenger brand still scaling in the UK market, Popeyes UK is unlikely to outgun McDonald’s or KFC on scale-based cost advantage.
Differentiation is a smarter way. Popeyes UK’s brand activity highlights the vibrancy, music, storytelling and Louisiana character of New Orleans, suggesting that its UK positioning is already based on a unique cultural style (Orosa, 2026). Popeyes UK may use its distinctive flavour, youthful challenger image and Louisiana style flavour to differentiate themselves, countering price sensitivity with app packages, points-based awards and student or young worker deals. This view relates perceived value, contentment, trust and loyalty to a unique customer experience that can assist establish a long-term client base (Yum and Kim, 2024).
[bookmark: _Toc229606286]4.2 STP Strategy
Popeyes UK should conduct market segmentation by age, lifestyle, digital habit, purchasing occasion and loyalty potential. Younger consumers are more digitalised and more prone to convenience, discounts and mobile consumption experiences (Walsh, 2025). Therefore, the major target market should be urban consumers between the ages of 18 and 34, especially students, young professionals, and customers who utilise applications or delivery platforms regularly.
Conversely, the market should not be too limited. Competing brands generally share clients instead of controlling a closed niche and consumers often switch between brands (Sharp, Dawes and Victory, 2024). So Popeyes UK should be targeting the youthful urban internet consumer, but also needs to keep appeal to a wider audience.
In essence, Popeyes UK may be positioned as a Louisiana-style fried chicken brand offering customers a convenient, high value and rewarding digital ordering experience.

[bookmark: _Toc229606287]5. Tactics: The 7Ps Marketing Mix
The 7Ps marketing mix is used to translate strategy into specific actions. It is not only relevant to traditional offline services but also provides guidance for online ordering. In online services, channel accessibility, promotion and visible service evidence are particularly important (Ahmed et al., 2024). Thus, Popeyes UK needs to manage products, prices, places, promotions, people, processes, and physical evidence together.
Product: As digital rewards have become an important trend in the UK QSR market, Popeyes UK should introduce app-exclusive bundles, loyalty-only offers and limited-time products with new flavours (Lumina Intelligence, 2025b). This would add more choice to its digital service offer without changing the classic core fried chicken products already tested by the market.
Price: For pricing, Popeyes UK should use points-based rewards and student or young-worker offers, while avoiding long-term low-price positioning. Although promotions can respond to consumers’ price sensitivity, excessive discounting may damage profit margins and brand positioning (Staff Reporter, 2025a; Vanifatova, 2025). At the same time, the effectiveness of points-based rewards is crucial to the success of a loyalty program. The redemption process should, therefore, be clear, reasonable and easy to understand so that customers can perceive real value from it (Li, Swaminathan, and Kim, 2025).
Place: The place should include the app, website, self-service kiosk, click-and-collect and delivery channels. The effectiveness of self-service ordering technology depends on interface design and information presentation. For customers, a successful kiosk should be useful, easy to operate and consistent with their familiarity with digital systems (Amiri et al., 2025). The visual design of fast-food self-service ordering systems can also affect customer understanding, ordering efficiency and user experience (Lee et al., 2025). Therefore, when Popeyes UK develops and updates its app and kiosks, it should improve interface guidance and make all information clear, rather than focusing only on product display while ignoring user experience.
Promotion: Promotion can combine several channels, including TikTok, Instagram, push notifications, email or SMS, student partnerships, and local store campaigns. The high penetration of the internet and social media in the UK provides a strong condition for digital promotion (Kemp, 2025). Social media marketing can also spread information efficiently, and the positive word-of-mouth it creates can strengthen customers’ purchase intention (Abbasi et al., 2024).
People: A hybrid ordering system needs to balance self-service technology with human assistance to reduce waiting time and support customer satisfaction (Cuento et al., 2025). The adoption of digital tools also needs to connect with store-level execution efficiency (Moseley, 2025). Therefore, staff should receive training to help customers use the app, self-service kiosks, and loyalty programs. The digitalisation of ordering does not mean staff no longer have a role; instead, they are needed to support, guide, and connect the service process.
Process: Online ordering is a complete chain of connected steps, so each step can influence customer satisfaction (Arli, Van Esch and Weaven, 2024). Therefore, each part of the process should be improved where possible. Popeyes UK should optimise app ordering and payment, making them simpler and easier to use. Payment convenience and time efficiency can also influence loyalty through satisfaction (Siddiqi et al., 2024). A simple feedback mechanism should also be introduced after order completion so that customer experience can be reviewed and improved.
Physical Evidence: Digital platform interfaces can improve information accessibility (Yiğitoğlu et al., 2025). The value of a QSR loyalty program also needs to be communicated to customers in a clear, visible, and easy-to-redeem manner (Gallagher, 2026). Therefore, Popeyes UK should make its loyalty program more visible through its app interface, digital menu boards, QR codes, in-store signage, and packaging messages. 

[bookmark: _Toc229606288]6. Actions: Gantt Chart Implementation Plan
This plan covers the period from May 2026 to April 2027. The detailed implementation schedule will be presented through a Gantt chart. The role of a Gantt chart is to visualise tasks, timing, responsibilities, and progress controls, making it suitable for managing a marketing plan (Khan et al., 2023). At the same time, digital marketing is a dynamic, data-driven and continuously optimised process (Gensler and Rangaswamy, 2025). This makes long-term planning [image: ]important.









Figure 1: Gantt chart
Based on the Gantt chart, the implementation plan is briefly explained below.
From May to June 2026, the marketing team should conduct a data analysis, plan the campaign, and design the loyalty program. This includes selecting urban pilot stores, designing point rules, and developing app-exclusive bundles. At this stage, the reward mechanism and data collection method need to be clearly designed in advance (Manuel, 2025), so substantial research and case analysis will be required.
From July to August 2026, the digital team and the operations team should complete the app and kiosk updates, digital bundle design, and staff training. This will ensure that the ordering and payment processes can run smoothly. Technical testing and staff assessment should also be carried out to ensure effective delivery.
From September through December 2026, the marketing team should officially launch the campaign in selected urban stores and reach young urban consumers through social media, push notifications, student partnerships and local store campaigns. During this stage, customer feedback should be actively monitored.
From January through April 2027, the data team, finance team, and senior management should review the KPIs, optimise the offer structure, and decide whether the campaign should be extended to more stores. Returning customers constitute a significant portion of fast-food patrons, so the final review should focus specifically on repeat purchase performance (Ratcliff, 2025).

[bookmark: _Toc229606289]7. Control: KPIs and Continuous Improvement
The monitoring and evaluation stage will identify the quantifiable indicators used to measure performance. Digital marketing performance should not rely on a single indicator. Instead, it should be assessed through a combination of costs, revenue, profit margins, average order value and marketing returns (Bucko, Pavlov, and Pitka, 2025). Behavioural data, such as clicks and conversions, can also be tracked to support managerial decision-making through customer behaviour analysis (Reklitis et al., 2025). These marketing KPIs can help determine whether changing digital indicators are genuinely being converted into commercial outcomes (Gibson, 2024).
Based on the above research and the strategic needs of this plan, the following KPIs should be monitored. First, direct digital order volume should be measured monthly to assess whether the first objective has been achieved. Second, the repeat purchase rate should be measured monthly to determine whether the loyalty program has increased customer return behaviour. Third, average order value should be measured monthly to judge whether app bundles are improving revenue quality. Fourth, click-through rates should be measured weekly to assess whether social media, push notifications, and email or SMS messages are generating customer interest. Fifth, conversion rates should be measured monthly to evaluate whether the app's page, bundle information, and checkout process are smooth. Sixth, customer satisfaction should be measured monthly to assess the app's usability, order accuracy, collection flow, and staff support. Seventh, return on investment should be measured quarterly to judge whether the plan has long-term implementation value.
The data collected should be used for continuous improvement. If the click-through rate is high but the conversion rate is low, Popeyes UK should optimise the app page, pricing display, and checkout process. If orders increase but repeat purchase remains low, the loyalty rewards should be adjusted. If average order value declines, the bundle structure should be redesigned to avoid excessive discounting. If customer satisfaction is low, Popeyes UK should examine the app and kiosk's usability, staff service efficiency and attitude, order accuracy, and other key factors.
At the same time, the control stage should monitor both online and offline experiences, rather than focusing on one side only. Satisfaction in online food services is affected by both online efficiency and offline fulfilment quality (Seo and Roh, 2025). Businesses also need to ensure that online services are secure, simple to use and supported by staff assistance (TakePayments, 2025).

[bookmark: _Toc229606290]8. Recommendations
First, Popeyes UK should prioritise the development of its digital loyalty program, using repeat purchase growth to turn one-off customers into long-term ones. Second, it should focus on young urban consumers, especially students, young workers and customers who frequently use digital ordering channels. This group places greater value on convenience and speed and also fits current trends in the QSR market. Thirdly, Popeyes UK should analyse and review KPIs monthly. Direct digital orders, repeat purchase rate, average order value, click-through rate, conversion rate, customer satisfaction and return on investment should be continuously monitored and used for later adjustments.

[bookmark: _Toc229606291]9. Conclusion
Based on the SOSTAC framework, this report proposes a 12-month marketing plan focused on digital convenience and loyalty growth. The report concludes that Popeyes UK has rapid expansion capabilities, an international brand platform and a Louisiana-style brand identity. Nevertheless, the UK QSR market is highly competitive, consumers have many choices, and price sensitivity remains strong. So, Popeyes UK needs to use a digital loyalty program to align with younger consumer groups, build more stable and sticky long-term customer relationships, and establish a stronger competitive position in the UK fast food market.
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