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[bookmark: _Toc228929577]Executive Summary

[bookmark: OLE_LINK14]Based on the SOSTAC marketing model (Suharyati, Handayani and Norbelson, 2023), this paper will design a marketing strategy for McDonald's in the UK. This report highlights the major issue of the corporation. McDonald's remains associated with junk food. The need for more nutritious foods increases among customers.

This report will define a SMART goal which will be increasing sales of healthier food products by 15% within 12 months. The current report implements existing models used for marketing. For instance, Ansoff Matrix, Porter General Strategy, and STP. This strategy will be implemented using 7P marketing mix. Moreover, a timeline and performance metrics will be included in the report.

The target market will be health-oriented consumers from ages 18 to 35. Youth is the focal group since it reacts well to the Internet interaction and a healthy lifestyle trend. The most effective tactics involve the implementation of social media campaigns led by influencers, introduction of healthier menu items, personalized promotional activity in an application, and eco-friendly packaging.

In conclusion, this report aims to enhance sales results of McDonald's in the UK market. Then consolidate its long-term brand positioning.
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[bookmark: _Toc228929578]1. Introduction

In recent years, the UK fast food industry has undergone major changes, mainly due to the increasing awareness of health and nutrition. Consumers no longer only pay attention to convenience and price, but are increasingly influenced by the nutritional value of their food choices (Shah et al., 2025a). Government interventions, such as the sugar tax and the calorie labelling system, have further promoted this shift (Putra et al., 2025a).

Although McDonald's occupies a strong position in the market, it is still closely related to unhealthy diet consumption (Sobolev, 2025). Compared with some competitors who have focussed on fresh ingredients or healthier choices, McDonald's has long relied heavily on high-calorie, high-sugar and processed fast food products. Therefore, with the increasing health awareness of the British market, the company may face greater pressure on its reputation. In fact, this has caused a disconnect between the existing image of the brand and the ever-changing expectations of consumers.

This highlights the need for fast food companies to adjust their strategies to remain competitive in a changing market environment. Therefore, this report uses the SOSTAC framework (Bustard and Ghisoiu, 2025) to develop a strategic marketing plan, supplemented by a SMART goal.

This shift reflects broader changes in the British food industry, in which health and sustainability are becoming the core of competitive strategies (FFCC, 2024). Therefore, those enterprises that fail to adapt may face a decline in importance in the long run.

In addition, the increasing integration of digital technology in the fast food industry has further reshaped consumer expectations. Onlining order, takeaway platforms and personalised market are becoming important parts of customer experience (Cai and Choi, 2023).

This means companies must address health concerns and use digital things to stay competitive.













[bookmark: _Toc228929579]2. Situation Analysis

Health factors have become increasingly relevant to consumer behaviour within the UK environment. Nowadays, more individuals tend to eat food to get healthier (Food Standards Agency, 2026). The UK consumers are more inclined to buy food taking into account health and sustainability factors (Food Standards Agency, 2026). The problem of obesity is becoming even more pressing for fast-food companies. McDonald's is one of the largest players in the fast food segment in the UK environment. Moreover, the corporation experiences some criticism because of the poor quality of its products. Thus, traditional fast food does not meet modern consumer demands to a full extent.

The competition in the fast food industry is rather warm, since consumers have various alternatives, including healthier fast food brands or home-prepared products. Thus, switching costs are relatively low for customers, and businesses should not solely focus on prices and convenience (Dong et al., 2023).

There are some advantages of McDonald's. They include well-established brand, high economies of scale and efficient supply chains. The company operates the Crispy Big Mac, fruit pouches and calorie labelling within the UK market. Despite those steps, burgers and chips are the dominant product types purchased by consumers. At the same time, the corporation offers digital ordering, mobile applications and collaborations with Uber Eats and Just Eat for convenient delivery. Yet, the majority of consumers perceive McDonald's products as rather unhealthy. This weakens its appeal to health-conscious consumers.

Overall, McDonald’s has not fully adapted to changing consumer expectations about health and nutrition. This could weaken its competitive position in the future.

[bookmark: _Toc228929580]2.1. External Environment Analysis

[bookmark: OLE_LINK5]PESTLE analysis can be used to examine the external environment affecting McDonald's in the UK. The framework analyses political, economic, social, technological, legal and environmental factors (CIPD, 2025).

From a political perspective, policies such as the sugar tax and calorie labelling regulations encourage healthier eating habits (Putra et al., 2025b). Economically, the rising cost of living is changing consumer behaviour. Many consumers now focus more on value for money.

Social trends show increasing awareness of health and sustainability. This is changing customer expectations (Food Standards Agency, 2026; Sodexo, 2025). Technological developments such as digital ordering and delivery platforms are also changing the fast-food industry.

In general, these external factors highlight the need for McDonald's to adjust its strategy to remain competitive.

[bookmark: _Toc228929581]2.2. Competitive Analysis

Porter's five-force model can be used to analyse the competitive structure of the fast food industry (Loredana, 2024).

Due to the high demand for capital and strong brand loyalty, the threat to new entrants is relatively low. However, the threat of substitutes is high because consumers can easily turn to healthier food options or homemade meals.

The competition is fierce, with the main participants competing in terms of price and convenience, and the competition in health is intensifying. Buyers also have strong bargaining power, because consumers have many choices.

This shows that McDonald's must make itself different to maintain its competitive position.

[bookmark: _Toc228929582]3. Objectives (SMART)

In order to clarify the direction, the goals of this marketing plan are set in a measurable way (Chartered Institute of Marketing, 2024).

The main goal is to increase sales of McDonald's healthier menu options by 15% in the UK within 12 months (May 2026 to April 2027).

This target focuses on specific product categories. It can be measured through sales data. McDonald’s has the resources to achieve this goal. The target also links directly to the issues identified in the situation analysis.

However, achieving this goal may depends on the extent to consumer perceptions can be influenced within a given time frame, indicating that long-term efforts may be required.

[bookmark: _Toc228929583]4. Strategy

In order to formulate effective strategic countermeasures, several marketing frameworks have been adopted to guide decision-making.

The selected strategy is not only supported by internal capabilities, but also conforms to external market conditions. McDonald's strong brand recognition and operational efficiency have laid a solid foundation for product development. At the same time, external trends such as increasing health awareness have also created a favourable environment for this strategy. Therefore, the strategy is not only appropriate in theory, but also feasible in practice.

In general, the selected strategy reflects the fit between internal capabilities and external market conditions. This fit is crucial, because it is difficult to succeed in practice without the support of organisational resources. Therefore, the combination of theoretical framework and practical considerations improves the feasibility of the proposed method.

[bookmark: _Toc228929584]4.1. Ansoff Matrix

The Ansoff matrix is used to identify growth opportunities based on products and markets (Corporate Finance Institute, 2022; Strategic Management Insights, 2025). It helps organisations determine whether to focus on existing markets and products or to develop new markets and products.
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Figure1: Strategic Growth Options for McDonal’s

A product development strategy has been selected to focus on introducing healthier menu options in the existing UK market.

Given McDonald's strong market influence, this strategy is particularly suitable for the company to make full use of the existing customer base and distribution network.

However, product development also involves a number of risks, including higher R&D costs, operational complexity, and uncertainty about consumers' acceptance of healthier products. Existing customers may also resist significant changes to familiar menu offerings.

[bookmark: _Toc228929585]4.2. Porter’s Generic Strategies

Porter's Generic Strategies explains how firms achieve competitive advantage through differentiation, cost leadership, or focus (Sharma and Khurana, 2025; Iswanti, Ramadhani and Atika, 2025).

In this case, a differentiation strategy is adopted, where healthier menu options are used to distinguish McDonald’s from competitors.

This reflects the increasing importance of health as a key factor in consumer decision-making within the fast-food industry.

Nevertheless, affordability remains highly important within the UK fast-food market. Therefore, McDonald’s must ensure that healthier menu options remain competitively priced in order to maintain value-for-money perceptions among consumers.

[bookmark: _Toc228929586]4.3. STP Model

The STP model is widely used to identify target segments and position brands effectively, consisting of segmentation, targeting and positioning processes (Sharma, Kaur and Syan, 2021). Recent studies further highlight its continued relevance in modern marketing strategy development (Luthfiandana et al., 2024).

The market is segmented based on lifestyle and health awareness, with the target segment consisting of health-conscious consumers aged 18–35.

[bookmark: OLE_LINK1]This segment is particularly relevant as younger consumers are more responsive to health trends and digital marketing strategies (Nandwani et al., 2025).

However, due to McDonald's long-standing close ties with traditional fast food, repositioning may be challenging, which may limit the effectiveness of this strategy.

In addition, providing providers who position the brand as a healthier choice requires consistent information transmission throughout all marketing channels. Without this consistency, consumers may think that the strategy is inconsistent or untrue (Fernandes, Guzman and Mota, 2024).

Therefore, the strategic consistency between positioning and implementation is crucial to ensuring credibility and effectiveness.

McDonald's UK's positioning intention is not only to be regarded as a convenient fast food brand, but also to become a provider of healthier dining options available to modern consumers.

[bookmark: _Toc228929587]4.4. Strategic Limitations

While the proposed strategy provides a structured way for McDonald's to improve its health image, a number of limitations should be recognised.

First of all, although product development focusses on healthier menu options, consumers' views on fast food brands are often entrenched and may be difficult to change in the short term (Pan, Bhandari and Zeng, 2024).

Secondly, the effectiveness of a health-based differentiation strategy may be undermined by competitors offering similar products. As many fast-food chains are also introducing healthier alternatives, the extent to which such differentiation can be achieved in practice may be limited.

Furthermore, there may be a conflict between maintaining profitability and offering healthier options. It could lead to rising production costs or reduced profit margins (Lacai, 2025).

Consequently, whilst the strategy is theoretically sound. Its success will depend on careful implementation and the ability to balance multiple competing priorities.

[bookmark: _Toc228929588]5. Tactics

The marketing mix (7Ps) provides a framework for implementing marketing strategies and ensuring consistency across all customer touchpoints (Smart Insights, 2023; EFMD Global, 2024)[image: ]
Figure2: Extended Marketing Mix (7Ps) Framework

The figure above illustrates the extended marketing mix framework, which highlights the key elements involved in delivering a service-based offering. The 7Ps model is particularly useful in ensuring that all aspects of the customer experience are considered when implementing a marketing strategy.

In this context, the framework is applied to support McDonald’s strategy by aligning product development, pricing, promotion, and service delivery with changing consumer expectations regarding health.

[bookmark: _Toc228929589]5.1. Product

Healthier menu items such as low-calorie meals, plant-based options, and reduced-sugar beverages will be introduced. This is important as consumers are increasingly concerned about the nutritional content of their food choices (Shah et al., 2025b). As a result, this approach may enhance customer trust and support long-term brand perception.

[bookmark: _Toc228929590]5.2. Price

Promotional pricing strategies will be used to encourage trial of healthier options. This helps to reduce the perceived risk of switching from a familiar product to a new product. Therefore, over time, this may increase the adoption rate of the product and affect the purchasing behaviour.

[bookmark: _Toc228929591]5.3. Place

Distribution will use both physical stores and digital platforms (Chawla, Chawla and Jain, 2025). This is especially important because convenience is still a key factor in fast food consumption. Therefore, improving product supply while maintaining convenience may improve customer satisfaction.

[bookmark: _Toc228929592]5.4. Promotion

Marketing work will focus on activities targeting young consumers on TikTok, Instagram and mobile apps. McDonald's UK can work with fitness celebrities and health-conscious creators to improve consumers' perceptions of healthier menu options. Promotional messages such as "Healthy Choice Easy" can strengthen the brand's repositioning. Integrated marketing communication theory shows that maintaining information consistency through multiple channels can improve brand awareness and enhance consumer trust (Šerić and Mikulić, 2023).

[bookmark: _Toc228929593]5.5. People

Employees will receive train to promote healthier choices and improve service quality. This helps hand a consistent brand message to customers. It can also improve customer experience and strengthen the brand position.

[bookmark: _Toc228929594]5.6. Process

The digital ordering system will display healthy food items and recommend them to customers. They can be influenced towards choosing healthier products, which does not limit their choices but gradually develops healthier habits among consumers.

[bookmark: _Toc228929595]5.7. Physical Evidence

The store layout and packaging designs will make the store appear healthy and sustainable. Otherwise, customers may see them as simple marketing tactics. If managed well, these changes can improve brand credibility.

The integration mix elements also improves consistency in strategy implementation. Product, pricing, promotion and service transfer work together rather than separately. This increases the overall impact of the strategy. It also improves the chances of influencing consumer behaviour and achieving long-term objectives.

In addition, the 7Ps framework highlights a consistent customer experience. In fast-food businesses, different elements of the marketing mix strongly influence customer perceptions.

This suggests successful repositioning not only depend on product changes, but also on the overall service environment.

[bookmark: _Toc228929596]6. Actions

The program will be implemented in stages within 12 months, starting with product development, followed by marketing activities and evaluation. This phased approach reduces the risk of implementation and ensures that each stage can be effectively managed. It also allows continuous adjustment based on performance. In the first three months, McDonald's in the UK will conduct consumer research and try to promote healthier menu items at selected locations, and then promote them nationwide. An employee training program will be launched to ensure that employees can effectively communicate nutritional benefits and promotional activities to customers. The marketing, operation and supply chain teams will work together to ensure the consistency and availability of products in British stores. Strategic management theory shows that phased implementation and cross-functional coordination can improve organisational adaptability and implementation effectiveness (Holm, Kringelum and Anand, 2026).
[image: ]
Figure3: illustrates the implementation timeline of the proposed marketing plan over a 12-month period.

The process begins with market research and product development, followed by employee training and phased product release. Marketing activities are concentrated in the middle stage to maximise visibility and participation. This phased approach reduces the risk of implementation and allows continuous monitoring and adjustment based on performance. In fact, this ensures that the strategy remains flexible and able to respond to changing market conditions. Strategic management theory shows that in a dynamic environment, phased implementation and continuous evaluation can improve the adaptability and implementation effectiveness of the organisation (Oganda and Terizla, 2024).

In addition, a clear division of responsibilities and schedule is crucial to ensure that each stage can be completed efficiently. This can reduce the possibility of delays and ensure that strategic objectives are consistent with operational execution. Tawse and Tabesh (2021) believe that the effective implementation of the strategy within the organisation requires structured coordination and a clearly defined implementation process.

In addition, effective communication between different departments is crucial to ensure smooth implementation. The coordination between marketing, operation and supply chain functions will have a significant impact on the success of the strategy. Chikezie et al. (2024) pointed out that organisational culture and cross-functional collaboration play an important role in supporting the successful implementation of the strategy.

This highlights the importance of internal coordination in achieving strategic goals.

[bookmark: _Toc228929597]7. Control

Performance will be measured by key performance indicators (KPIs) such as sales growth, customer satisfaction and participation (Redwan, Niraula and Swamy, 2025). This enables the company to assess whether the strategy has achieved the expected results. Continuous monitoring ensures that strategic decision-making is based on data and supports continuous improvement. McDonald's UK can monitor the sales performance of monthly healthier menu items through the digital ordering system and loyalty application. Customer satisfaction surveys, repeat purchases, application engagement data, and social media interactions can also be analysed to assess activity effectiveness and consumer response. Kaplan and Norton's balanced scorecard approach emphasises the importance of measurable indicators in evaluating strategic performance and supporting continuous improvement (Liao et al., 2025).

In addition, comparing performance with competitors may provide further insight into the effectiveness of the strategy. This enables McDonald's to find improvements and maintain its competitive position.

In addition, customer feedback collected through digital platforms can provide real-time insights into consumer preferences. This enables McDonald's to respond quickly to changing market conditions and improve decision-making. Therefore, continuous data analysis has become a key component of strategic control.

[bookmark: _Toc228929598]8. Risk Analysis

Although the proposed strategy may bring many benefits, a number of risks still need to be considered. For example, consumers may remain sceptical of McDonald's commitment to health, which may limit the effectiveness of the repositioning initiative.

In addition, the development of healthier products and marketing activities may increase operating costs, which may affect profitability.

In addition, fierce competition within the fast food industry may weaken the impact of differentiation strategies.

Therefore, continuous monitoring and strategic flexibility are crucial to reducing these risks.

In addition, there is a risk that healthier menu options may not reach the popularity of traditional products they may limit financial returns. This highlights the difficulty of promote a healthier image and still meeting core customer needs. Therefore, a gradual strategy may be more effective than rapid change.

[bookmark: _Toc228929599]9. Recommendations

It is recommended McDonald's continues investing in healthier products and digital marketing strategies. Together with sustainability efforts, this combination could help build a stronger reputation for the brand.

Moreover, investing in innovations like digital marketing and analytics. Especially considering the data-driven nature of modern marketing practices. Since it will positively impact future marketing efforts.

[bookmark: _Toc228929600]10. Conclusion

The following report highlights a strategic marketing plan for improving the health image of McDonald's in the United Kingdom market. The strategy emphasizes product development and differentiation.

It is a response to changes in the fast food industry. As health and sustainability are emerging as key competitiveness issues in the contemporary era, their incorporation within the strategy makes sense.

However, the successful execution of the strategy would be dependent upon implementation and customer confidence.

Consequently, adapting and innovating continuously will be necessary in the future.

[bookmark: _Toc228929601]Reference

Bustard, J. and Ghisoiu, M. (2025) ‘Revolutionising digital marketing education with generative artificial intelligence integration: An asynchronous approach’. Proceedings, MDPI, p. 1.
Cai, Y.-J. and Choi, T.-M. (2023) ‘Omni-channel marketing strategy in the digital platform era’, Journal of Business Research, 168, p. 114197.
Chawla, P., Chawla, M. and Jain, A. (2025) ‘Omni-Channel Strategies Integrating Digital and Physical Experiences: The Role of Omni-Channel Strategies in Integrating Physical and Digital Touchpoints’, Retail Innovations in Business Models. IGI Global Scientific Publishing, pp. 279–292.
Chikezie, P. et al. (2024) ‘Developing a cross-functional team coordination framework: A model for optimizing business operations’, International Journal of Frontline Research in Multidisciplinary Studies, 4(1), pp. 15–34.
Campbell, D. (2024) ‘UK’s unhealthy food habits cost £268bn a year, report finds’, The Guardian, 15 November. Available at: https://www.theguardian.com/politics/2024/nov/15/uk-unhealthy-food-costs-268bn-a-year-report-food-farming-countryside-nhs

CIPD (2025) PESTLE analysis. Available at: https://www.cipd.org/uk/knowledge/factsheets/pestle-analysis-factsheet/

Dong, R. et al. (2023) ‘Within-brand or cross-brand: The trade-in option under consumer switching costs’, International Journal of Production Economics, 255, p. 108676.
Fernandes, T., Guzman, F. and Mota, M. (2024) ‘Purpose is the new branding: understanding conscientious purpose-driven marketing and its impact on brand outcomes’, Journal of Product & Brand Management, 33(6), pp. 761–782.
Food Standards Agency (2026) FSA survey reveals public’s growing appetite for healthier and more sustainable food choices. Available at: https://www.food.gov.uk/news-alerts/news/fsa-survey-reveals-publics-growing-appetite-for-healthier-and-more-sustainable-food-choices

Holm, C.G., Kringelum, L. and Anand, A. (2026) ‘Creating effective strategy implementation: a systematic review of managerial and organizational levers’, Review of Managerial Science, 20(2), pp. 673–705.
Hanlon, A. (2023) How to use the 7Ps Marketing Mix. Available at: https://www.smartinsights.com/marketing-planning/marketing-models/how-to-use-the-7ps-marketing-mix/

Iswanti, P., Ramadhani, S. and Atika, A. (no date) ‘Analysis of Generic Porter’s Strategy in Increasing the Competitive Advantage’, Image: Jurnal Riset Manajemen, 12(2), pp. 358–364.
Jurevicius, O. (2025) Ansoff Matrix explained. Available at: https://strategicmanagementinsight.com/tools/ansoff-matrix/

Liao, Y.-K. et al. (2025) ‘An Investigation of Leading and Lagging Indicators for Balanced Scorecard: A Meta-Analytic Approach’, Sage Open, 15(4), p. 21582440251359833.
Loredana, E.M. (2024) ‘Porter’S 5 Competitive Forces’, Annals-Economy Series, 4, pp. 142–146.
Luthfiandana, R. et al. (2024) ‘Marketing strategy: Segmenting, targeting, and positioning for digital business (Literature review)’, Siber International Journal of Digital Business (SIJDB), 1(4), pp. 11–22.
LA ÇAÍ (2025) How to create a profitable healthy restaurant menu in food service. Available at: https://lacai.be/blog-post/healthy-restaurant-menu-food-service-2025/

Nandwani, R. et al. (2025) ‘Social Media Usage and Advertising Food-Related Content: Influence on Dietary Choices of Gen Z’, Nutrients, 17(24), p. 3930.
Oganda, P. and Terizla, R. (2024) ‘Strategic management practices in dynamic business environments’, APTISI Transactions on Management, 8(1), pp. 24–31.
Oyedele, O.M. (2024) Customer-centric education: Using the 7Ps to drive student satisfaction in higher education. Available at: https://blog.efmdglobal.org/2024/10/15/customer-centric-education-using-the-7ps-to-drive-student-satisfaction-in-higher-education/

Pan, P.-L., Bhandari, M. and Zeng, L. (2024) ‘The Dynamic Impacts of Public Perceptions of Fast-Food Products with Nutrition Facts on Fast-Food Consumption’, Sustainability, 16(22), p. 9913.
Putra, I.G.N.E. et al. (2025a) ‘Estimating the health impact of menu calorie labelling policy and sugar-sweetened beverage taxation in two European countries: a microsimulation study’, European journal of preventive cardiology, 32(16), pp. 1649–1659.
Putra, I.G.N.E. et al. (2025b) ‘Estimating the health impact of menu calorie labelling policy and sugar-sweetened beverage taxation in two European countries: a microsimulation study’, European journal of preventive cardiology, 32(16), pp. 1649–1659.
Peterdy, K. (2022) Ansoff Matrix. Available at: https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/

Redwan, R., Niraula, S. and Swamy, A.S. (2025) ‘KPI Tracking and Performance Metrics for Brand Growth Optimization’, Research Journal in Business and Economics, 3(2), pp. 25–33.
Šerić, M. and Mikulić, J. (2023) ‘The impact of integrated marketing communications consistency on destination brand equity in times of uncertainty: the case of Croatia’, Tourism Review, 78(3), pp. 697–711.
Shah, P. et al. (2025a) ‘Consumer Decision‐Making Processes Regarding Healthy Food Choices: A Systematic Literature Review and Future Research Agenda’, International Journal of Consumer Studies, 49(1), p. e70021.
Shah, P. et al. (2025b) ‘Consumer Decision‐Making Processes Regarding Healthy Food Choices: A Systematic Literature Review and Future Research Agenda’, International Journal of Consumer Studies, 49(1), p. e70021.
Sharma, M. and Khurana, S. (2025) ‘Impact of Effective Generic Business Strategies on Probability of Default: A Study of NSE Listed Firms’, NMIMS Management Review, 33(1), pp. 29–39.
Sharma, R.R., Kaur, T. and Syan, A.S. (2021) ‘Market segmentation, targeting and positioning’, Sustainability Marketing. Emerald Publishing Limited, pp. 119–132.
Sobolev, D. (2025) ‘Reimagining fast food: consumers’ judgments and acceptance of fast food alternatives’, Food Quality and Preference, 126, p. 105420.
Suharyati, S., Handayani, T. and Nobelson, N. (2023) ‘The Impact of Sostac’s Digital Marketing Planning Strategy on Marketing Performance Through Competitive Advantage’, International Journal of Entrepreneurship and Sustainability Studies, 3(1), p. 34.
Smith, P.R. (2025) SOSTAC® plans in the AI age. Available at: https://www.cim.co.uk/content-insights/articles/sostac-plans-in-the-ai-age/

Sodexo UK & Ireland (2025) New Sodexo research reveals UK consumers value sustainable food, but barriers still remain. Available at: https://uk.sodexo.com/newsroom/2025/01-sustainable-food-barometer-25

Tawse, A. and Tabesh, P. (2021) ‘Strategy implementation: A review and an introductory framework’, European management journal, 39(1), pp. 22–33.

image4.png
Marketing Project Timeline Gantt Chart

McDonald’s UK - Healthier Menu Marketing Plan (12-Month Implementation)

Task L May Jun Jul 9 Sep Oct Nov Dec Jan Feb Mar Apr
e 2026 2026 2026 2026 2026 2026 2026 2026 2027 2027 2027 2027
1. Planning & Preparation

Market research & consumer insights (D

Define target segment & positioning )

Set SMART objectives & KPIs [ ==m—
Project planning & resource allocation [ )

fo)

2. Development & Implementation
Develop healthier menu items T LN

Supplier & ingredient adjustments [~ _—amou]

‘Staff training on new menu & health message o age

Soft launch in selected stores. WaE T

Full rollout across UK stores O
Marketing campaign (digital & influencer)

3. Monitoring & Evaluation

P R )
Collect customer feedback [ Su—— )
Monitor performance (KPs) L —
[ e ——]
)

Strategy adjustment (i required)
Final evaluation & reporting

Objective: Increase sales of healthier menu items by 15% within 12 months (May 2026 - April 2027).
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