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[bookmark: _Toc29904]Executive Summary
In this paper, a digital marketing scheme is proposed for Wendy's - a global fast food chain having more than 7,000 restaurants worldwide but only 30 in the UK. With an aim to increase customer base and enhance brand presence on online platforms, feasible plans are suggested after analyzing the current situation of the company through PR Smith's SOSTAC model coupled with several relevant literature resources. The proposal puts forth various fundamental concepts, including social media marketing, email campaigning, SEO marketing, etc., necessary to devise an effective marketing plan. This document attempts to justify and establish the strategic importance of digital strategies that can be implemented by Wendy’s towards achieving its desired objectives in the UK market.

In addition to an analysis of Pizza Express's environment, target groups, and competitors, this report will provide recommendations for expanding its customer base. Taking into account the impact of COVID-19 on businesses, strategies for leveraging digital marketing to overcome emerging challenges are also explored.






[bookmark: _Toc9657]Introduction
The food industry has existed for eons because it fulfills the fundamental needs of everyone. From the COVID-19 pandemic to Russia’s invasion of Ukraine, the international hot spots have triggered a series of consequences from the insufficient overseas shipping capacity to shortage in materials. It becomes necessary for the players in the UK fast food industry to accommodate to the recent changes by understanding the business trends and making new marketing strategies. This report will analyze how various factors have shaped the current state of fast food chains in the United Kingdom and propose marketing strategies for Wendy's to attract new customers with a focus on digital platforms.

The situation analysis is performed through a PESTEL model and a SWOT analysis. The PESTEL model offers perspectives to analyze the strengths, weaknesses, opportunities, and threats of a company under the SWOT framework (Sammut-Bonnici & Galea, 2014). PESTEL is a methodology used by marketing professionals to examine and track the elements that have an influence on an organization, business, or sector. It looks at the Political, Economic, Social, Technological, Environmental, and Legal variables to evaluate the external context for businesses (Yüksel, 2012). 

A functioning SWOT analysis is a must for any effective marketing strategy. SWOT enables marketers to identify the unique selling points of the company and to profit on these insights. A popular practice is to create a viable marketing strategy using a SWOT analysis. The goal of a SWOT analysis is to raise awareness of the factors that will have an immediate influence on a company. A business's strategic choices may be improved with a greater knowledge of these influences (Andersen, 2007). According to Okello et al. (2014) SWOT refers to strength, weakness, opportunity, and threat.

The SMART approach was used to establish the goal. It is normal practice to use the SMART method when developing long-term marketing goals for a corporation. When assessing the effectiveness of goals designed to motivate different methods or to improve the whole range of company processes, SMART is a useful tool. Originally proposed by George Doran (1981), SMART is defined as Specific, Measurable, Actionable, Realistic, and Timely.

Primarily proposed by PR Smith in the 1990s, the SOSTAC model is a very popular planning tools utilized by numerous businesses, such as KPMG and Schlumberger, as a guideline (Smith et al., 1999). To this extend, SOSTAC stands for Situation, Objectives, Tactics, Action, and Control (Chaffey & Smith, 2013). 

The first section of a marketing plan is the Situation Analysis. This section comprises a SWOT analysis and a PESTEL analysis, which address the factors influencing Wendy's context and customer decisions. In this regard, it is crucial to evaluate all significant aspects of the micro and macro environments, including which customer, competitor, and intermediary behaviors are of the utmost importance. 

The second section, Objectives, provides a response to the question "where do we want to be?" This includes a reevaluation of the intended target market. To make this an actuality, we have a well-defined plan for utilizing digital channels, which includes cost savings, sales projections, and volume objectives (Irwanto et al., 2021). 

The most significant and vital part of this marketing model is the third section, which is named Strategy. The most important question in the marketing plan is, "How do we get there?" A marketer must develop a thorough strategy for achieving each and every goal, including proposition, segmentation, and targeting, among others, if they want to be successful. An important part of the strategy process is identifying the target market, or the people we want to attract. The interrelationships between client preferences and an organization's ability to fulfill those criteria must be understood for an identification process to be effective (All, 2020). 

The fourth section is devoted to tactics. In this section, more detailed ideas will be listed. It will answer the question “How precisely do we get there” (Reed, 2014).

The fifth section is devoted to actions. This is the time when responsibilities are divided and explicitly delineated. Effective internal marketing must be implemented at this time. This ensures that the plan will be implemented as efficiently as possible (Irwanto et al., 2021). 

Control is the concluding section of this model. At this juncture in the plan, marketers should be able to evaluate the campaign's performance and efficacy. "How do we know when we've arrived?" is the question that must be answered. In order to analyze and monitor the campaign, it is vital to arrive at this section with well-defined objectives and KPIs (Irwanto et al., 2021). 
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1 Political
The separation of the United Kingdom and the European Union, also known as Brexit, has been the most profound political events of recent years. Although the 2016 referendum resulted in approval of the decision to leave the EU, it took much longer than expected for new agreements to be reached regarding the UK's and the EU's future relationship, cooperation, and trade. Due to the complexity of the interest differences, this occurred. Several restaurant enterprises in the United Kingdom employ a sizable number of EU expatriates. Carluccio's, for example, employs 2,300 employees in the United Kingdom, of which 1,550 are non-British EU nationals (Geimann, 2019). Since the public's June 2016 vote to leave the EU, the hospitality industry has encountered challenges in terms of immigration and labor access. The Brexit is likely to prevent many large fast food chains, which are primarily Wendy's competitors, from accessing sufficient and inexpensive labor forces. Although Wendy's is a global fast food colossus with over 7,000 restaurants, it operates in only 30 locations in the United Kingdom, so the Brexit is unlikely to have an immediate impact on employment at Wendy's.

2 Economic
The Brexit also has significant economic repercussions for the UK fast food businesses, in addition to political consequences. Since 2016, the Brexit has been directly responsible for the devaluation of the pound and a rise in its volatility on the foreign currency market. (Xinhua, 2016). The fluctuations in foreign exchange rates raised the cost of materials and reduced the demand for products (Gooding, 2022). Based on statistics released by the government, food self-sufficiency in the UK stands at a mere 60%, and approximately 70% of imported edibles are sourced from EU nations (Department for Environment Food & Rural Affairs, 2021). In 2020, popular fast-food establishments including McDonald's, KFC and Pret A Manger corresponded with British legislators via an open letter outlining that without a structured exit agreement safeguarding trade with Europe in place upon leaving the European Union bloc, they might not be able to maintain optimum ‘choice, quality and durability’ standards of their foods (Doutton, 2020).

Therefore, the economic consequences of the Brexit are likely to raise the operating costs of fast food chains including Wendy’s. Compare to the larger competitors of Wendy’s, it is not realistic for Wendy’s to hedge the fluctuations in pricing by setting up large inventories to reserve raw materials

3 Social
As a black swan, the COVID-19 drastically altered society and way of life. People were encouraged to accept vaccination and keep the social distance due to the pandemic and escalating societal concerns. Nevertheless, according to BDO UK (2022), the recent economic recovery from COVID-19 increased profits for 49% of restaurants, while only 17% saw a decline in their bottom line. Additionally, orders increased in 55% of instances, and profit margins increased by 50%. However, there are still public concerns regarding the ongoing effects of COVID-19.

As a result of advancements in medical technologies, more than 10% of the world’s population is over 65-year-old (World Bank, 2022). This percentage is much higher for wealthier economies in Western Europe and North America. It is widely believed that fast food is less attractive to elder individuals (Reynolds, 1998). 

4 Technological
Information technologies are driving a new industrial revolution and transforming the manufacturing model. The availability of mobile apps and self-service kiosks facilitates the ordering process for consumers. The accelerated development of information technologies expanded the firms’ access to talents and investors. In comparison to the IT industry's light-asset paradigm, compensation disparities make fast food chains less appealing to talented workers (Sharma, 2022). Moreover, the implementation of online platforms facilitated the development of new direct-to-consumer advertising techniques (Brocklebank & Fennelly, 2020). Wendy's can take advantage of the mature platforms and digital marketing channels developed by the American headquarters, unlike the majority of its UK competitors. 

5 Environmental
Environmental awareness has increased as a result of the ongoing environmental crisis (Wong, 2010). These include basic material scarcity, recycling, pollution, and the carbon footprint, among others. Sustainability has become a crucial indicator of environmental, social, and governance (ESG), requiring businesses to abide by the norms. Wendy's has already established a system to recycle materials and manage waste that satisfies public expectations and is advantageous to the company's reputation (Lingle, 2021).

6 Legal
Obesity has become a significant problem in the United Kingdom, allowing the government to impose additional restrictions on fast food chains. According to Baker (2023), 25.9% of adults in England are obese and an additional 37.9% are overweight but not obese, making the United Kingdom the sixth fattest country in the world. The standard definition of obesity is a body mass index (BMI) of 30 or higher. Fast food is one of the leading causes of obesity in developed economies, so an increasing overweight population indicates a growing Wendy's consumer base (Ahima, 2009).
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Adopting the SMART method, this report proposed three objectives.

The primary goal is to attract more customers to place orders in the restaurants or on online platforms. In order to attain this objective, brand engagement will be prioritized. This procedure will involve building the relationship and producing mutual values between prospective consumers and the brand over time, which applies to all channels and platforms. 

Obtaining a broader range of consumer information and data is the second, but no less essential, objective. While this dissertation is being written, the restaurant has limited data. The proprietors will be able to create personalized messages and have a natural conversation with their customers if they have access to more consumer data. 

The final goal is to strengthen the connections between online subscribers and Wendy’s, which can result in the formation of a community of fans. To accomplish this goal, it is necessary to enlarge the influence of the British Wendy’s on social media platforms, increasing the brand loyalty among existing customers and attract the interest of others.

[bookmark: _Toc24672]Strategy
The report aims to devise a long-term connection strategy. This strategy will prioritize the consumer, and is therefore customer-centric. Thus, the approach to business development places the consumer at the center and seeks to provide them with the best possible experience, thereby fostering brand loyalty. 
[image: ]
The long-term objective is to become one of the largest fast-food franchises in the United Kingdom, comparable to Burger King or McDonald's. Given that Wendy's is one of Burger King and McDonald's largest competitors, the objective is attainable. The objective is to make Wendy's the go-to option for consumers seeking rapid cuisine. 

The digital realm will be used to develop a long-term approach that enables Wendy's to interact effectively with its intended audience. To achieve this, various digital techniques and marketing channels will be employed such as creating content on Wendy's recipes along with insider information (content marketing strategy), reaching out to interested parties through emails (email marketing strategy) and optimizing search engines results so that when potential customers look up key phrases such as "fast food," "burger" or "fries", they are directed towards Wendy’s website.

[bookmark: _Toc20999]Tactics
After making strategies, businesses would create tactics to accomplish staged goals and to find clear directions of working. Social media platforms are integral to the digital marketing strategy. Wendy’s can adopt social media optimization and digital marketing on various platforms to post Wendy's-related content, or it can encourage consumers to post content voluntarily. 

[bookmark: _Toc23069]Paid Posts 
· Quick effect: Paid posts is a form of advertising that will most successfully reach the intended demographic. Brand recognition may be swiftly and efficiently boosted via the use of paid posts.
· Analytical data: Businesses can collect useful data from paid posts that can be used for future planning, experimentation, and launching new products.

[bookmark: _Toc27240]Organic Posts 
· Cost-Effective: With the availability of multi-platform posting tools, it is possible to send a message to multiple social media channels simultaneously, so the primary investment when opting for organic posts is time and effort.
· By exposing the current followers to non-promoted content, Wendy’s can measure their level of engagement (likes, remarks, etc.) and gain a deeper comprehension of the effectiveness of different categories of posts.

[bookmark: _Toc16595]Actions
Based on Wendy's current position in the United Kingdom, a realistic marketing plan was proposed. This will ensure that the company has a viable, implementable, and monitorable marketing strategy. The marketing plan may require revisions as time advances. To maintain an up-to-date marketing plan, the company requires marketing personnel. The addition of new personnel may initially appear to be expensive, but it will ultimately result in increased sales. To achieve the marketing objective, careful management of all necessary resources is necessary. Effective utilization of manpower, knowledge, financial resources, and technical resources is required. Additionally, time management is essential at this time. Wendy's is encouraged to develop a time-bound action plan that takes into account their personnel, financial resources, and other capabilities. It is recommended that Wendy's utilize this tool to carry out their action. 

[bookmark: _Toc25817]Control
This report advises Wendy's to use Google Analytics to ensure that its tactics are under control. Google analytics is simple to implement on both social media platforms and websites. As depicted in the figure below, Google Analytics allows for the measurement of online performance using various categories, including audience, acquisition, behavior, and conversion (Hey, 2016). Using the Google Analytics tool, Wendy's can monitor their progress within each category. 


[bookmark: _Toc2913]Recommendations
The availability of the internet has profoundly and swiftly transformed how businesses promote their products and interact with prospective consumers. Small enterprises benefit greatly from the features of the internet and social media platforms. Wendy's is one of the largest fast food corporations in the world, but it operates only 30 restaurants in the United Kingdom, so it can also utilize the internet. According to Statista (n.d.), Facebook surpassed 2.85 billion monthly users in 2021 to become the most popular social media platform. YouTube and WhatsApp ranked second and third, respectively, with 2,2 billion and 2 billion users. Statista found that young adults favored Snapchat, Instagram, and TikTok. Social media marketing can be justified by the characteristics of each social media platform, as various platforms have varying penetration rates among specific target groups. According to Forbes, social media marketing is more effective than other means available to small enterprises (Kaufman, 2022). However, depending on the various objectives and target audience, it may be more advantageous to adopt one social media platform over another. For instance, Tinder is more effective than Instagram for dating. This report recommends Wendy's perform social media marketing on all prominent platforms in the United Kingdom, with a focus on Facebook and TikTok, in order to diversify the risks. Facebook's and TikTok's large user populations and user segmentation capabilities can maximize the effectiveness of social media marketing strategies.

This report also recommends that Wendy's incorporate search engine optimization (SEO) into its social media marketing strategies. When social media users are interested in Wendy's, they may use search engines such as Google to learn more. SEO can increase Wendy's visibility among users of search engines. Wendy's can also purchase sponsored content on websites and create Google-powered banners and advertisements. Wendy's is able to monitor the traffic of its British website and evaluate the effectiveness of its marketing strategies by utilizing SEO.

Email marketing is frequently neglected by businesses, but it can be effective under certain conditions. According to Jenkins (2008), Email Marketing is a strategy employed by businesses to communicate with their target audiences via email. This marketing strategy may include newsletters, information on a specific topic, or offers to receive a perk. According to some estimates, the return on investment (ROI) for email marketing is roughly 44. Email marketing can generate an average profit of $44 for every dollar expended. (Hartemo, 2016). 

A content marketing strategy that includes both paid and organic content can attract consumers from diverse backgrounds. Content marketing is more likely than other forms of digital marketing to earn the trust of potential customers (Baltes, 2015).


[bookmark: _Toc1709]Conclusion
The digital marketing strategies were designed for the long-term growth of Wendy’s in the UK. The size of British Wendy’s is too small to consider traditional marketing methods such as advertising on mass media, so this report focuses largely on the online communities and digital marketing methods. 

Being comprehensive and consistent is crucial to maintaining the plan's quality and getting the anticipated outcomes. Consistent in terms of content creation, website optimization, and channel attention; thorough in that postings are error-free, photos are of excellent quality, and a customer-centric approach is always taken into account.
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		Matured ESG system		Small local population		Growing obesity population		Growing aging population

				Small market share
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