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[bookmark: _Toc1852904220]1.0 Introduction
McDonald’s UK is one of the largest fast-food chains operating within the UK quick service restaurant industry. As a global organisation the company operates through a franchised business model and maintains a significant international presence, highlighting its strong market position (McDonald's, 2024). However, the UK fast food market is highly competitive and constantly evolving due to changing consumer demands and external pressures.
The marketing audit identified that while McDonald’s benefits from its strengths such as strong brand recognition, an extensive restaurant network and advanced digital systems the company faces several challenges. This includes rising operational costs, increased regulatory pressures and growing consumer shift towards healthier food options. Simultaneously, opportunities arise through technological innovation, digital ordering and the expansion of healthier menu choices.
Therefore, the purpose of this report is to develop a strategic marketing plan that addresses a key issue identified in the audit to strengthen McDonald’s competitive position. This will be achieved using the SOSTAC framework, which provides a structured approach to analyse the situation through setting objectives, developing strategy and implementing and controlling marketing activities.









[bookmark: _Toc1009596057]2.0 Situation analysis

[bookmark: _Toc1269427824]2.1 Market overview
The UK fast food industry is highly competitive and continues to grow with a current market size estimated a £23.1 billion in 2025 (Statista, 2025). Consumer demand is driven by convenience with busy lifestyles increasing the need for quick and accessible meal options. Additionally, economic pressures have influences consumers behaviour with customers becoming more price conscious when purchasing fast food. Moreover, growing health awareness is encouraging consumers to reconsider fast food consumption, placing pressures on companies to offer healthier alternatives.

[bookmark: _Toc1693089493]2.2 Key findings
Throughout the audit the PESTEL and Porter’s five forces brought key finding for McDonald's to better understand its market positioning. Firstly, it is seen the economic and political factors present challenges for McDonald’s UK, particularly due to rising costs and increased price sensitivity among consumers (Moreau, 2025). Moreover, the government regulations including the Soft Drinks Industry Levy has limited product developments and traditional marketing methods (UK Government, 2016). 
Social trends highlight the growing shift towards healthier eating habits, with consumers becoming more aware of nutrition and wellbeing creating pressure on fast food companies to improve the nutritional value of their menu offerings. At the same time, technological advancements such as digital ordering systems and mobile applications provide opportunities to enhance operational efficiency. 
Furthermore, the industry is characterised by intense competition, with high levels of rivalry and strong bargaining power of customers due to the low switching costs resulting in threats of customers leaving. Also, the threat of substitutes remains high from supermarkets and home cooked meals due to the cost crisis.

[bookmark: _Toc499258260]2.3 Internal capabilities
McDonald’s Uk possesses several key internal capabilities that contribute to its strong competitive position withing the fast-food industry. A key strength is their brand recognition which supports high level of customer loyalty. Additional benefits are seen from its efficient supply chain, allowing it to maintain a consistent product quality across large networks. Digital technologies including mobile applications and delivery platforms have enhanced the customer experience and streamline operations as a benefit for the company. All resources mentioned are valuable, difficult to imitate and effectively organised enabling McDonald’s to sustain a competitive advantage within the UK market.

[bookmark: _Toc608498113]2.4 SWOT insight
The SWOT highlights McDonald’s key strengths including strong brand recognition, affordability and an extensive restaurant network. However, a significant weakness is the continued perception of its menu as unhealthy which contrasts with changing consumer preferences. Resulting from this the opportunity exists to expand their healthier and alternative menu options to meet the increasing demand for nutritious and balanced food choices. 
At the same time, the company faces intense threats from competition, a shift in consumer behaviour and rising operational costs it is vital for the company to create a new marketing strategy to maintain their competitive advantage. As a result, a key issue is identified that McDonald’s should improve its health perception while continuing the core value proposition of convenience and affordability.


[bookmark: _Toc2068967968]3.0 Objectives
The main objective of this marketing plan is to improve McDonald’s UK health perception by increasing sales of healthier menu options by 15% within a 12-month period. To achieve the objective an introduction and promotions of new healthier menu alternative would be made to align with changing consumer preferences.
The importance of this objective is due to increasing concerns about health in the UK, with customers becoming more aware of nutrition and seeking healthier food choices (Food Standards Agency, 2022). Therefore, fast food companies are under pressure to adapt their offerings to remain competitive and relevant in the market.
This objective is a SMART objective as it is specific with focus on improving health perception by promoting healthier menu offerings. Moreover, is it measurable from tracking sales performance achievable due to McDonald’s strong market positioning and investment into digital technologies (McDonald's, 2024). Lastly, it is relevant and time bound as it responds to changing consumer trends and industry pressures and with the target of achieving a % of sales in 12 months.
This objective directly addresses the key weakness identified in the SWOT analysis, which is the negative perception of McDonald’s menu as unhealthy. Additionally, it takes the advantage of the opportunity to expand healthier food options, while responding to the threat of shifting consumer behaviour towards healthier eating habits.





[bookmark: _Toc1136713477]4.0 Strategy
The target market for this strategy focuses on young adults in the age group of 18–35-year-olds. Additionally, research shows that consumers are increasingly influenced by both convenience and health consideration when choosing fast food (Keeble, Adams and Burgoine, 2022). As a result, this makes them the ideal segment for introducing healthier menu options.
This strategy aims to reposition McDonald’s UK to improve health perception without removing their fast food identity. It will remain positioned as a convenient and an affordable fast food brand that also offers healthier and more balanced menu options without compromising taste. This allows the company to attract health conscious consumers while retaining existing customers.
McDonald’s UK have several competitive advantages including their strong global brand and large network allowing for customers to trust their products supporting its strategy. Moreover, they gain advantage through their digital ordering systems allowing for engagement. This is supported by McDonald’s business model and growth strategy which focusing on digital innovation and operational efficiency (McDonald's, 2025). These resources are valuable and difficult to imitate allowing the company to maintain a competitive advantage.
This strategic direction of this plan follows a product development approach based off the Ansoff Matrix. Peterdy (2022), elaborates that this involves a new product into an existing market to drive growth in this case, healthier menu options are introduced to meet changing consumer preferences. This approach enables McDonald’s to increase sales, attract new customers and strengthen its competitive position within the UK market.




[bookmark: _Toc666300939]5.0 Marketing mix 7P’s

[bookmark: _Toc466844480]5.1 Product
The product strategy focuses on introducing a range of healthier menu options to improve McDonald’s health perception. This would introduce healthier items including salads and lighter meals, keeping the McDonald’s aspect with key products such as the ‘Big Mac’ and ‘Mcrispy’ inspired salad flavours, allows for customers to experience familiar flavours in a more balanced format.
This strategy aligns with increasing customer demand for healthier and more nutritious food options within the UK (Food Standards Agency, 2025). Additionally, research highlights how fast food consumption is often related to convenient purchasing. However, often criticised for its low nutritional value reinforcing the need for healthier alternatives (Watson, Perrigot and Dada, 2023).
Moreover, this is supported by McDonald’s current focus on expanding menu choice and responding to evolving customer preferences (McDonald's, 2021). Therefore, introducing healthier options enables the company to address the identified weakness of unhealthy brand perception while taking advantage of the opportunity to expand its product offering. 

[bookmark: _Toc411872406]5.2 Price
The pricing strategy will adopt a value based approach to remain competitive. McDonald’s is widely recognised for its affordability, and it is essential that healthier menu options are priced similarly to existing products to ensure accessibility. In addition, promotional pricing strategies such as meal bundles, which include healthier items at a slightly reduced price can encourage customers to choose these alternatives.
This approach is important due to ongoing economic pressures and the cost of living crisis, which has increased price sensitivity among UK consumers (Harari, 2026). As a result, customers are more likely to prioritise value when making purchasing decisions such as better nutritional value within the fast food sector.
By maintaining competitive pricing while introducing healthier options, McDonald’s can ensure that these products appeal to a broad target market without discouraging purchase. 

[bookmark: _Toc817442674]5.3 Place
The place strategy aims to make healthier meal options accessible to customers both through physical and digital channels. Within restaurants, self service kiosks and menu boards will be used to highlight healthier options. The UK food delivery market has experienced growth in recent years, driven by increasing demand for convenience and accessibility (Statista, 2025). As a result, partnerships with delivery platforms and the use of McDonald’s own app provide key opportunities to promote healthier menu options directly to customers.
Furthermore, consumer food choices, particularly among young adults are often influenced by convenience and time constraints, which can lead to a preference for quick and easily accessible food options (Almoraie et al., 2024). By ensuring healthier options are accessible across in store and mobile delivery platforms, McDonald’s can effectively reach its target market and support changes in purchasing behaviour.


[bookmark: _Toc1219382828]5.4 Promotion
The promotion strategy will focus on digital marketing channels to increase awareness and purchases of healthier menu options. Social media platforms such as Instagram can be used to promote new products to young adults through engaging and visually appealing content that highlights the healthier food with the classic taste and convenience to maintain brand appeal. In addition, influencer marketing will be used by partnering with fitness and lifestyle influencers to change the perception on fast food (Satı and Kazancoglu, 2020).
Moreover, digital campaigns will be used through the mobile app that will provide personalised promotions, discounts and loyalty rewards on healthier items while keeping them financially attractive. However, the UK regulations restrict the advertising of food high in fat, sugar and salt across television and online platforms (GOV.UK, 2024). As a result, this requires companies to adapt their marketing strategy with the new HFSS rules through promoting healthier items allowing McDonald’s to comply with the regulations while continuing effective marketing activities. Lafontaine, Hanson and Wild, (2025), emphasises that research highlights how marketing strategies can positively influence consumer food choices and behaviour. 

[bookmark: _Toc172090181]5.5 People
Staff training is essential for employees to have a clear understanding of the new healthier products, enabling them to communicate the benefits and recommend alternatives to customers. Additionally, effective customer service has a role in customer satisfaction with research highlighting that service quality has direct influence in customer experience in quick service restaurants (Braun, 2025).
Moreover, employee interaction can impact purchasing behaviour through the point of sale where staff can encourage customers to consider healthier options (Sharma et al., 2023). By equipping staff with the correct knowledge and skills to promote these products, McDonald’s can support increased sales. 

[bookmark: _Toc1321449353]5.6 Process
[bookmark: _Int_7gKEjhnu]The process strategy aims to improve the customer journey through digital ordering systems. Self service kiosks and mobile ordering applications enable customers to order quickly, reducing waiting times and improving service convenience (WBR Insights, 2025). In addition, mobile order ahead technology allows food to be prepared before arrival further streamlining operations and reducing queue times (Robbins, 2021).
Furthermore, digital platforms allow for the use of customer data to personalise the ordering experience. This results in tailored product recommendations based on previous purchases (Uber Eats, 2025). Integrating these features allows for McDonald’s to highlight healthier menu options through prompts and suggestions during the ordering process. 

[bookmark: _Toc1629468067]5.7 Physical evidence
Physical evidence influences customers perceptions through visible elements of the brand experience. McDonald's has committed to improving sustainability by using recyclable and renewable materials as part of its environmental strategy (McDonald’s, 2024). Packaging can reduce the environmental impact while also supporting a more responsible and health conscious brand image.
Vermeir (2020), suggests that packaging design and presentation can influence consumer perceptions and purchasing behaviour, highlighting the importance of visual cues in food choice. Additionally, in store elements such as digital menu boards, product displays and clear nutritional information can be used to highlight healthier alternatives. Aligning their packaging, branding and in store environment with healthier positioning allows for McDonald’s to strengthen its brand image in support of improving health perception.




[bookmark: _Toc1656031780]6.0 Action
[bookmark: _Int_nhIaaNqp]This section outlines how the marketing strategy will be implemented across a 12 month period. Within this year there will be a phased approach to ensure effective coordination and execution. Initial focus will be placed on development and preparation of the new healthier menu options, alongside internal staff training to ensure employees are equipped to promote the products effectively. Moreover, marketing activities will be prepared, including digital campaigns and promotional content to support the launch. Through structured implementation, the strategy can be introduced efficiently while maintaining consistency across all customer touchpoints.
[bookmark: _Int_GfiwL6Lo]Phase one includes the first 3 month period where activities will focus on development, testing and staff training to ensure operational readiness. Secondly the next 3 to 6 months will involve the official launch of the healthier menu, supported by digital marketing campaigns, social media promotion and integration within the mobile application. The final phase from 6 to 12 months will focus on expanding product availability, optimising promotional activities and monitoring performance to ensure targets are being achieves. This structured approach ensures the strategy is implemented effectively while supporting the objective of improving health perception and increased sales of healthier menu options.









[bookmark: _Toc1193573042]7.0 Control
For understanding the success of the marketing strategy, a range of key performance indicators (KPIs) will be established. The primary KPI will be a 15% increase in sales of healthier menu options, with customer perception measured through feedback surveys and online reviews to assess the changes in attitudes towards McDonald’s health positioning. Additionally, digital engagement will be monitored through app usage, click through rates and purchases of promoted healthier items. Moreover, market share will be tracked to assess the company’s competitive performance within the UK fast food industry. Overall, these KPIs provide measurable outcomes to determine whether the strategy is achieving its intended results.
Moreover, performance will be monitored through regular data tracking and monthly reviews to assure progress is meeting its objectives. Sales data, app analytics and customer feedback will be analysed to identify trends and areas for improvement. Research highlights that effective monitoring and evaluation are essential for improving marketing effectiveness (Clark, 1999). Continuous reviewing of performance data allows McDonald’s to identify whether the strategy is delivering the expected outcomes.
In addition, continuous improvement is needed to ensure long term effectiveness of the strategy. Based on insights gathered, marketing campaigns can be adjusting, promotion offers optimised and product offerings refines to better meet customer neds. Customer feedback will be crucial in identifying areas for improvement while data analytics will support more informed decision making. Adopting this flexible approach and responding to performance insights allows McDonald’s to enhance its strategy over time for sustained improvements.





[bookmark: _Toc254004224]8.0 Conclusion
In conclusion, this marketing plan has given a strategic approach for McDonald’s UK to address the issue of its health perception while maintaining its core strengths of convenience and affordability. With the use of the SOSTAC framework, the report identified key marketing challenges and developed a clear objective focused on increasing sales of healthier menu option. The proposed strategy and marketing mix emphasise product innovation, competitive pricing, digital accessibility and targeted promotion to align with changing consumer preferences. 
Additionally, effective implementation and control measures ensure that performance can be monitored and continuously improved. Overall, this plan enables McDonald’s to strengthen its competitive position within the UK fast food market while responding to the growing demand for healthier alternatives.
















[bookmark: _Toc1885777166]References

Almoraie, N.M., Alothmani, N.M., Alomari, W.D. and Al-amoudi, A.H. (2024). Addressing nutritional issues and eating behaviours among university students: A narrative review. Nutrition Research Reviews, 38(1), pp.1–16. doi:https://doi.org/10.1017/S0954422424000088.

Braun, L. (2025). Quick-serve Restaurants and the Evolving Consumer Experience. Available at: https://www.qualtrics.com/articles/customer-experience/quick-serve-restaurants-understanding-the-evolving-consumer-experience/ (Accessed: 26 April 2026).

Clark, B.H. (1999). Marketing Performance Measures: History and Interrelationships. Journal of Marketing Management, 15(8), pp.711–732. doi:https://doi.org/10.1362/026725799784772594.

Keeble, M., Adams, J. and Burgoine, T. (2022). Investigating experiences of frequent online food delivery service use: a qualitative study in UK adults. BMC Public Health, 22(1).

Food Standards Agency (2022). Chapter 1: the nation’s plate, Our Diet and Food Choices Today. Available at: https://www.food.gov.uk/our-work/chapter-1-the-nations-plate-our-diet-and-food-choices-today (Accessed: 19 April 2026).

Food Standards Agency (2025). Making Food Better Tracker Survey 2024. FSA research and evidence.  doi:https://doi.org/10.46756/001c.130815.

GOV.UK (2024). Restricting advertising of less healthy food or drink on TV and online: products in scope. Available at: https://www.gov.uk/government/publications/restricting-advertising-of-less-healthy-food-or-drink-on-tv-and-online-products-in-scope/restricting-advertising-of-less-healthy-food-or-drink-on-tv-and-online-products-in-scope (Accessed: 26 April 2026).

Harari, D. (2026). The impact of food inflation on the cost of living. Available at: https://commonslibrary.parliament.uk/research-briefings/cdp-2026-0004/ (Accessed: 22 April 2026).

Lafontaine, J., Hanson, I. and Wild, C. (2025). The impact of the social media industry as a commercial determinant of health on the digital food environment for children and adolescents: a scoping review. BMJ Global Health, [online] 10(2), pp.e014667–e014667. doi:https://doi.org/10.1136/bmjgh-2023-014667.

McDonald's (2021). Delivering More Choice - Our Plan for Change | McDonald’s UK.  Available at: https://www.mcdonalds.com/gb/en-gb/our-plan-for-change/food/delivering-more-choice.html (Accessed: 22 April 2026).

McDonald's (2024). Financial Information. Available at: https://corporate.mcdonalds.com/corpmcd/investors/financial-information.html (Accessed: 15 April 2026).

McDonald's (2024). Where Innovation Meets Scale: An Update on McDonald’s Digital Transformation. Available at: https://corporate.mcdonalds.com/corpmcd/our-stories/article/digitizing-the-arches.html (Accessed: 19 April 2026).

McDonald’s (2024). McDonald’s UK & Ireland Sustainability Plan. Available at: https://www.mcdonalds.com/content/dam/sites/uk/nfl/pdf/reports/plan-forchange-new.pdf (Accessed: 26 April 2026).

McDonald's (2025). Our Business Model and Growth Strategy. Available at: https://corporate.mcdonalds.com/corpmcd/our-company/who-we-are/business-model-and-growth-strategy.html (Accessed: 19 April 2026).

Moreau, E. (2025). People buying less fast food as grocery prices remain high. BBC News. Available at: https://www.bbc.co.uk/news/articles/c5y042g11yvo (Accessed: 15 April 2026).

Peterdy, K. (2025). Ansoff Matrix.  Available at: https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/ (Accessed: 19 April 2026).

Robbins, T. (2021). The Impact of Mobile Order Ahead Apps on QSR Queuing. Journal of Strategic Innovation and Sustainability, 16(2). doi:https://doi.org/10.33423/jsis.v16i2.4298.

Satı, A. and Kazancoglu, I. (2020). THE EFFECT OF FOOD INFLUENCERS ON CONSUMERS INTENTION TO PURCHASE FOOD PRODUCTS/SERVICES. Journal of Gastronomy Hospitality and Travel (JOGHAT), [online] 3(2), pp.150–163. doi:https://doi.org/10.33083/joghat.2020.40.

Sharma, K., Trott, S., Sahadev, S. and Singh, R. (2023). Emotions and consumer behaviour: A review and research agenda. International Journal of Consumer Studies, 47(6). doi:https://doi.org/10.1111/ijcs.12937.

Statista (2025). Topic: Fast food restaurants in the United Kingdom. Available at: https://www.statista.com/topics/8974/fast-food-restaurants-in-the-united-kingdom-uk/?srsltid=AfmBOopjLOkb4FAFnNiRUgRfJSVQmefnKHmepC6hBPz74aJrSFDr7fGq (Accessed: 15 April 2026).

Statista (2025). Topic: Restaurant delivery and takeaway in the United Kingdom. Available at: https://www.statista.com/topics/4679/food-delivery-and-takeaway-market-in-the-united-kingdom-uk/?srsltid=AfmBOorZ5Frs3PRGeHltoasIuU5X2yaVvHXCPhoS_nvOtP_CmCYYZq7g (Accessed: 22 April 2026).

Uber Eats (2025). Restaurant data analytics: how to turn insights into action. Available at: https://merchants.ubereats.com/se/en/resources/articles/restaurant-data-analytics/ (Accessed: 26 April 2026).

UK Government (2016). Soft Drinks Industry Levy. Available at: https://www.gov.uk/government/publications/soft-drinks-industry-levy/soft-drinks-industry-levy (Accessed: 15 April 2026).

Vermeir, I. (2020). How Visuals Affect Food Choice. Foods, 9(12), p.1835. doi:https://doi.org/10.3390/foods9121835.

Watson, A., Perrigot, R. and Dada, O. (Lola) (2023). The effects of green brand image on brand loyalty: The case of mainstream fast food brands. Business Strategy and The Environment, 33(2). doi:https://doi.org/10.1002/bse.3523.

WBR Insights (2025). McDonald’s Successful Rollout of Mobile Ordering and Self-Serve Kiosks Across the US. Available at: https://futurestores.wbresearch.com/blog/mcdonalds-mobile-ordering-self-serve-kisok-strategy (Accessed: 26 April 2026).

	
	 of 
	



image.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





