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Executive Summary

The strategy in this report is to focus on extending the existing product range through the development of a new, digitally accessed, health-focused coffee option that can appeal to health conscious, young working people between 20 and 35 years old in Spain. This report will develop the strategy and tactics necessary to create a digital marketing plan to meet the needs of this demographic and establish McDonald’s as the brand of choice for health and wellness-focused coffee products.
The marketing plan developed in this report follows the traditional Marketing Theory including Segmentation Targeting and Positioning, Brand Positioning Theory, the Marketing Mix of the 7Ps, Integrated Marketing Communications, the Digital Consumer Decision Journey, Relationship Marketing and Customer Lifetime Value. The primary goal of the marketing plan is to provide McDonald’s McCafé Iced Coffee with a new, health-oriented branding strategy that caters to the evolving consumer behaviour towards a lighter, healthier coffee product that meets their need for refreshment, convenience and concern over calorie count.
To reach this target market, the marketing plan will create a market development strategy for an existing product range into a new consumer segment by focusing on building a relationship through digital engagement, messaging differentiation and repositioning of a product within a beverage category. The communications strategy will focus on freshness and customised product offerings, calorie count transparency and affordable everyday prices through a digital ecosystem that includes social storytelling, mobile app customisation, location-based targeting, brand website content and customer relationship marketing to retain customers. Success will be measured through engagement, trial, repeat purchases, digital app engagement, retentions and growth in lifetime customer value which supports the premise that effective digital marketing creates long-term (vs. short-term) relationships with brands (Kotler and Keller, 2020).
















Introduction and Marketing Rationale

In Spain, McDonald’s has established itself as a well-known, well-recognised, well-distributed and convenient brand that is both affordable and accessible to consumers. Young professionals' preferences for lighter and more calorie-conscious beverages, as well as those that match their lifestyle preferences, are continuing to grow, especially during work breaks and on-the-go. While McCafé currently offers hot coffee and snacks, and has a range of iced coffees, they have underperforming performance in the health-conscious beverage category (Ryan, 2020). By repositioning the Iced Coffees line as part of a growing trend toward lower-calorie refreshment options compared to high-sugar options such as sodas and blended beverages, McCafé can gain a competitive advantage in the health-focused beverage sector.
The focus on young professionals has been driven by market segmentation analysis showing that this demographic is a heavy user of mobile order-and-takeaway options and digital loyalty programs, making them a good candidate for a digitally-driven marketing campaign. Using Ansoff’s Market Development strategy, rather than changing the original product, the strategy will be to retarget and re-communicate the value of the original product to a new group of consumers who define themselves by their lifestyle choices. Further opportunities for the company’s brand are created via meaningful changes to how the company positions itself and integrates into digital channels (Guilherme and Mendes, 2023).
Digital Marketing theory supports this initiative. Within this demographic group, beverage choices are influenced by the online discovery of products through research and word-of-mouth from peers; however, the influence of a company’s social presence online, as well as the use of mobile commerce, create opportunities for companies to shape and develop preferences through all stages of the consumer decision-making process. Implementing a structured digital marketing strategy enables McDonald’s to tell their story to consumers to promote their brand and drive long-term loyalty through sustained engagement rather than short-term promotions (Chaffey, 2023).

Market Segmentation for Campaigns

Demographic, geographic, psychographic and behavioural criterion will be used to segment for this campaign. The target demographic for this marketing campaign is comprised of adult consumers aged between 20-35 years, including recent graduates or entry-level professionals, office workers, and mobile knowledge economy employees. The geographic strategy primarily targets main Spanish cities and metropolitan areas, specifically Madrid, Barcelona, Valencia and Sevilla, where café culture and takeaway beverage consumption are common. The psychographic profile has strong associations to modern living, health and wellness, being calorie conscious and valuing authentic brands. Lastly, on a behavioural basis, the target group regularly uses mobile food-ordering apps, loyalty programs and digital communication to interact with brands, indicating a high level of responsiveness to digital engagement with brands (Smith and Zook, 2016).
A differentiated targeting strategy is employed whereby health-conscious young professionals were identified as an identifiable micro-segment within the beverage industry. This strategy is consistent with STP principles, where marketing focus will be placed on a sub-group with strong alignment to the proposed beverage benefits of refreshment, convenience and “light” consumption patterns. The competitor analysis of Premium Coffee Brands suggests an opportunity to differentiate McDonald’s through its ability to provide affordable and fast products that are accessible 7 days a week versus the focus of premium coffee brands on quality and artisanal processes. McDonald’s will reposition Iced Coffee as a product that has greater lifestyle relevance (Kotler and Keller, 2020).
The outcome of the segmentation supports and identifies the need for a clear positioning platform to transform McCafé Iced Coffee from a commodity beverage into a credible, convenient, and lighter refreshment options for daily professional lifestyles. 

Positioning and Value Proposition

The positioning statement for the McCafé Iced Coffee campaign is designed as follows:
For Spanish young professionals looking for a light, refreshing coffee beverage to calm their thirst on the go, McCafé Iced Coffee is a modern, more nutritional beverage option that is both convenient and customizable. Furthermore, McCafé Iced Coffee provides customers with an opportunity to access McDonald’s throughout its nationwide chain with great tasting, daily value and convenient mobile ordering options.
Value propositions are made up of four different categories of benefits: functional value encompasses refreshing, easy to transport and customisable products; economic value equals affordable price points and package deals; emotional value represents lifestyle alignment, self-control, and confidence in a healthy choice; and experiential value comes from how easy it is to order and utilise all of McDonald’s digital properties (Kotler et al., 2013).
Theory concerning positioning states that it is critical to create a unique position compared to rival brands and competitors, emphasizing the need to communicate differentiating, easily identifiable features or benefits of a brand compared to those of similar brands (Ries and Trout, 2001). The McCafé Iced Coffee campaign differentiates itself from premium or luxury brands and highlights an everyday alternative that will reinforce clarity and impact through continuous messaging across touchpoint (Kitchen and Burgmann, 2015).The McCafé Iced Coffee marketing narrative has positioned itself as the go-to refreshment choice for busy professionals looking for something flavourful to help them stay productive while working. The campaign uses relatable urban mobility and workplace situations as the visual means of delivering their message.

Digital Marketing Strategy and Communications Approach

The digital consumer decision journey influences how this campaign has been crafted, sequencing each phase of the consumer's journey from awareness to consideration, and finally through the purchase process. During the awareness phase, McCafé branded its Iced Coffees through video storytelling that captured the lifestyle of a busy professional. As consumers entered the consideration phase, they learned more about the attributes, calorie information, level of customisation and price clarity that appealed to health-focused professionals as part of their evaluation process. The mobile app ordering, digital coupon and store-locator integration features reduce barriers to purchase, drive trial and increase frequency of purchase in the post-purchase phase through strategies like CRM retention, loyalty rewards, habit reinforcement messaging and flavour-variety prompts designed to create habitual consumption, as described in Lemon and Verhoef (2016).
McDonald's clean, modern communication style accentuates the usefulness of a product over a type of indulgence. In line with marketing best practices, the focus is on highlighting the benefits to consumers of using the product and the situations in which they would use it rather than simply listing the features or attributes of the product alone (Ryan, 2020).

Marketing Mix (7Ps)

The McCafé Iced Coffee campaign has positioned itself within the framework of the 7Ps to create an integrated marketing approach that provides strategic focus for the product, price, place, promotion, people, process and physical evidence.
The McCafé Iced Coffee's product element is the full range of Iced Coffees available at McDonald's, with a focus on the different flavours and options for low-calorie sweetening. Communication focuses on the ability to customise iced coffee, the taste-quality of iced coffee, and calorie transparency when it comes to the iced coffee products. McDonald's price strategy reinforces their value position with affordable pricing strategies, meal-bundle pricing, and digital voucher promotions that support trial and adoption, while still protecting their brand equity. McDonald’s large-scale national presence, complimented by its mobile-order pickup locations and access to its services from anywhere, are aspects which define the Place element (Kotler & Keller, 2020) of the marketing mix.
Promotion encompasses a digital-first integrated marketing communications (IMC) engine, incorporating social media content, targeted advertising, search engine visibility, messaging via the app, customer relationship management (CRM) messaging, and digital screens in-store. The people element refers to training of employees to ensure that they are trained on how to explain the benefits of products to customers who are health conscious. The process element pertains to using mobile phone to order, pick up at the counter.
There are three forms of physical evidence, representing how a business represents its freshness, modernity and perceived quality. Kotler et al. (2013) demonstrate how these elements support the positioning.
Through performance measurement, a business can identify how well their integrated marketing communications (IMC) campaign has engaged consumers, as well as how often those consumers return to the business and what products they may purchase in the future.
Performance Measurement utilises a framework where the evaluation of performance is based on digital marketing metrics and customer lifetime value (CLV) and is facilitated by relationship marketing principles. As a result of measuring engagement metrics, businesses are able to see how many people engage with the promotional messaging that is presented to them, and how long they stay engaged with it, along with how many people are using the store locator to find where their nearest location is, and how many of those users are returning to the store to purchase items associated with the promotion (i.e., embed the promotional messaging into their shopping patterns).
Behavioural metrics indicate how people have responded to the promotional messaging using their mobile app, how likely they are to repeat their visits to the business, how many times they have redeemed digital offers, and how much they have engaged with products that were combined with digital offers. They provide insights into how effectively the promotional communications convert to behavioural response (Srivastava and Sharma, 2021).
The Loyalty Program is used to evaluate post-purchase behaviour and loyalty-program engagement, and how frequently the customer purchased products in the cross-categories from the loyalty program and how regularly they used those products after they made their initial purchase (Malthouse et al., 2020). Financial metrics measure the incremental revenue being generated from the target segment as a contribution to the business, but also measure the margin that it produces, how much additional retention that it produced for the target segment and the projected Customer Lifetime Value (CLV), providing McDonald's with a framework for measuring long-term strategic impact versus the impact associated with a promotional campaign (Kumar and Shah, 2022).
Performance analysis enables businesses to continuously optimise their promotional messaging and to align it with the Digital Area’s growth and to improve it over time (Lee & Van Horn, 2014).

Conclusion 
In conclusion, the findings of the above analysis support the implementation of a digital marketing plan for the McCafé Iced Coffee product line in Spain, with the aim of positioning it as a health-conscious product for the young professional target audience. The strategy positions the iced coffee line as convenient, healthy and modern with a lifestyle fit that supports the way that consumers live, work and consume products in today's modern business world. The implementation of the digital marketing strategy will increase McDonald’s relevance in the refreshment and beverage segment and maintain its core strengths of value, convenience and accessibility. By combining digital marketing communications, the engagement of consumers through online behaviours, and relationship marketing elements, this plan may help to create sustainable market development for the McCafé brand in Spain as the consumer and market continue to evolve.
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