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[bookmark: _Toc229087189]1.0 Introduction
This report has developed a strategic marketing plan for the British fast-food brand Popeyes. Following the previous market research, the report indicates that although Popeyes has strong product differentiation and brand recognition, the company still faces intense competition from established brands such as KFC and McDonald's. Additionally, Popeyes' brand awareness in the British market is relatively low, which may limit its long-term competitive growth.

Therefore, this marketing plan focuses on enhancing the brand awareness and customer engagement of Popeyes among young consumers in the UK, with particular attention to those aged 18 to 30. The report uses the SOSTAC framework to construct the marketing plan and assesses how strategic marketing activities can strengthen Popeyes' competitive position in the UK market (Smith, 2022).

The report will conduct an in-depth analysis of the current market situation, set SMART marketing goals, and propose strategic and tactical recommendations through the STP model and the 7P marketing mix (Kotler and Keller, 2016). Additionally, the report will determine the methods for implementation, monitoring, and continuous improvement by applying relevant key performance indicators (KPI) and performance measurement tools.

[bookmark: _Toc229087190]2.0 SOSTAC Marketing Plan
[bookmark: _Toc229087191]2.1 Situation Analysis
The fast-food industry in the UK is extremely competitive. Industry giants such as McDonald's and KFC maintain a strong market position through their extensive brand recognition, nationwide sales networks, and solid customer loyalty. As previously indicated by market research, the competition within the industry remains intense, putting significant pressure on new entrants like Popeyes.

Despite these challenges, the changes in consumer behavior have created numerous growth opportunities for the British market. The increasing popularity of digital ordering platforms and food delivery services has led consumers to demand higher levels of convenience and accessibility. Additionally, more young consumers are interacting with brands through social media platforms such as TikTok and Instagram, making digital marketing an important strategic tool for the fast-food industry.

Popeyes has a unique Louisiana-style brand image and a product differentiation strategy and receives financial and operational support from the restaurant brand international company (Restaurant Brands International). However, compared with more mature competitors in the British market, Popeyes' brand awareness is still relatively low. If not effectively addressed, this could limit customer acquisition and long-term market growth.

Therefore, this marketing plan will achieve this by implementing a digital-centric marketing strategy, with the aim of significantly enhancing Popeyes' brand awareness and customer engagement among consumers aged 18 to 30 in the UK.

[bookmark: _Toc229087192]2.2 Objectives (SMART)
The main objective of this marketing plan is to enhance the brand awareness and customer engagement of Popeyes in the British fast-food market. This objective was formulated following the SMART principle, ensuring it is specific, measurable, achievable, relevant and time bound (Doran, 1981).

SMART Objective
By implementing targeted social media marketing campaigns, influencer collaborations and digital promotion activities, Popeyes' brand awareness and digital engagement among 18-30-year-old consumers in the UK were increased by 20% within 12 months.

This objective is specific and clear, as it directly focuses on enhancing the brand awareness of the target audience. It can be measured through social media interaction metrics, fan growth, customer interaction rates, and the effectiveness of online marketing campaigns. Given the increasing influence of digital marketing in the fast-food industry and the growing popularity of social media platforms among young consumers, this objective is achievable. Moreover, it is relevant as enhancing brand awareness helps strengthen Popeyes' competitive position in the British market. Finally, this objective has a time limit as it is expected to be achieved within 12 months.
[bookmark: _Toc229087193]2.3 Strategy
The strategic direction of this marketing plan will focus on enhancing Popeyes' market position among young consumers in the UK through a differentiated strategy. Given the intense competition in the UK fast food industry, the company must not only strengthen its unique Louisiana-style brand image but also establish a closer emotional connection with consumers.

This strategy will employ the STP (Market Segmentation, Target Market Selection and Market Positioning) framework to identify the most suitable target audience and establish a competitive market position.

[bookmark: _Toc229087194]2.3.1 Segmentation
The British fast-food market can be segmented based on demographic, behavioral and psychological characteristics. This marketing plan will mainly target young consumers aged 18 to 30, including students and young professionals, who frequently purchase convenient and affordable food (Kotler and Keller, 2016). Moreover, this group has a high level of engagement with digital platforms and social media, so they can be easily reached through online marketing campaigns.

[bookmark: _Toc229087195]2.3.2 Targeting
The target market of this strategy is the active Z-generation and young millennial consumers in urban areas of the UK. Since they frequently use social media platforms such as TikTok and Instagram and tend to interact with fast food brands through online trends, content from influencers, and food delivery apps, this group is considered highly attractive.

[bookmark: _Toc229087196]2.3.3 Positioning
The positioning strategy will focus on shaping Popeyes into a distinctive and culturally rich fast-food brand, offering a more focused on taste and more authentic option compared to traditional competitors like KFC. This strategy will emphasize brand personality, product differentiation, and digital interaction to enhance consumer awareness and strengthen Popeyes' long-term competitive position in the UK market.
[bookmark: _Toc229087197]2.4 Tactics (7Ps Marketing Mix)
The tactical phase of this marketing plan focuses on implementing a coordinated 7P marketing mix strategy, aiming to enhance Popeyes' brand awareness, customer engagement, and competitive position in the British fast-food market. The proposed strategy is designed to support the company in achieving its goal of increasing its appeal to young consumers aged 18-30, while differentiating the brand from established competitors such as KFC and McDonald's.

[bookmark: _Toc229087198]2.4.1 Product
The product strategy will focus on reinforcing Popeyes' distinctive Louisiana flavor to maintain a differentiated advantage in the highly competitive fast-food industry (Kotler and Keller, 2016). The company offers a unique alternative to traditional competitors in the British market with its spicy chicken products, flavor-focused menu, and American-style brand image. Additionally, the company may introduce limited-time offerings and seasonal products to maintain customer interest and encourage repeat purchases among young consumers.

At the same time, launching exclusive menu collaboration projects and social media-driven food trends is expected to enhance online visibility and customer engagement. This will help the company strengthen its connection with consumers who are active in the digital age, as they are greatly influenced by online hot topics and consumption trends.

[bookmark: _Toc229087199]2.4.2 Price
The pricing strategy will focus on maintaining price competitiveness while continuously conveying product value and quality information. Since young consumers and students are often more sensitive to prices, promotional pricing strategies can help increase the rate of trial purchases, thereby enhancing the customer acquisition rate. Measures such as package discounts, student discounts, and application-specific discounts may effectively increase customer engagement and repeat purchase rates.

However, although price competitiveness may attract consumers in the short term, excessive discounts may undermine consumers' perception of product quality and brand value. Therefore, the pricing strategy should strike a balance between being price-friendly and establishing a differentiated brand position that distinguishes the company from its competitors.

[bookmark: _Toc229087200]2.4.3 Place
This strategy will focus on enhancing convenience through physical restaurants and online delivery channels. Popeyes should continue to expand in densely populated urban areas and near universities, as these areas have a high concentration of young consumers. These locations not only increase brand visibility but also bring in higher foot traffic and impulse purchases.
Furthermore, given the increasing demand from consumers for convenient and fast delivery services, partnerships with online food delivery platforms such as Uber Eats and Deliveroo will still hold significant strategic importance. Expanding online channels can enhance customer convenience and expand the market coverage beyond physical restaurants.

[bookmark: _Toc229087201]2.4.4 Promotion
Given that the company aims to enhance its brand's visibility among young consumers in the UK, promotion will be the most crucial component of this marketing plan. Therefore, the company will prioritize conducting digital marketing activities on platforms such as TikTok, Instagram, and YouTube, to maximize customer engagement and online exposure.

This strategy will involve collaborating with social media influencers and content creators who can attract Gen Z consumers. Collaboration with these influencers can enhance the brand's reputation through online trends, food reviews, and viral marketing campaigns, and encourage more customer interaction. Additionally, user-generated content activities and topic challenges can further increase customer engagement and expand the natural online reach.

Limited-time promotional activities, online competitions and exclusive discounts for the app can also encourage customer interaction, while increasing online traffic and digital engagement. However, due to the high saturation of social media advertising, companies must ensure that their promotional content remains unique and creative to effectively capture consumers' attention.

[bookmark: _Toc229087202]2.4.5 People
In the fast-food industry, employees are a crucial factor influencing the customer experience and the overall brand image. Therefore, the employee training program should focus on enhancing the customer service quality, communication skills, and operational consistency of all restaurants.

Positive customer interaction helps to enhance customer satisfaction, increase repeat purchase rate and gain favorable reviews. On the contrary, poor customer service can damage the brand reputation, weaken customer loyalty, especially in today's era where the influence of online review platforms and social media feedback is growing increasingly significant.

[bookmark: _Toc229087203]2.4.6 Process
In the fast-food industry, efficient operational processes are of vital importance for enhancing the convenience and satisfaction of customers. Therefore, Popeyes should continuously improve its digital ordering system, mobile application, and delivery efficiency to enhance the overall customer experience.

Shortening the waiting time and improving the order accuracy rate can help enhance customer satisfaction and encourage customers to return. Moreover, integrating digital ordering technology not only can improve operational efficiency but also can assist the company in implementing a marketing strategy centered on digitalization.

[bookmark: _Toc229087204]2.4.7 Physical Evidence
Physical displays play a crucial role in enhancing customers' perception of the brand image and quality. Therefore, the restaurant design, packaging, signage, and store atmosphere should consistently reflect Popeyes' unique Louisiana style brand image.

Modern restaurant decoration, unique visual packaging, and consistent digital brand image on online platforms all contribute to enhancing brand recognition and customer memory (Keller, 2013). Moreover, pleasing dish presentation and packaging designs that are easy to share on social media can encourage customers to share content online, thereby indirectly promoting digital promotion and increasing the brand's visibility among young consumers.

[bookmark: _Toc229087205]2.5 Action
The implementation phase of the marketing plan will focus on ensuring that all proposed strategies and tactical activities are effectively coordinated within 12 months. This action plan will mainly involve collaboration among the marketing, operations, and digital media teams, aiming to enhance Popeyes' brand awareness and customer engagement in the UK market.

In the initial stage of implementation, the company will conduct market research and audience analysis to understand the current consumption trends and online interaction patterns of consumers aged 18 to 30 in the UK. This information will help in developing targeted digital marketing campaigns and promotional content, thereby maximizing relevance and customer interaction.

The second stage of the implementation process will involve launching marketing campaigns on social media platforms such as TikTok and Instagram. During the entire campaign period, various activities such as influencer collaborations, online competitions, and user-generated content events will be gradually introduced to maintain consumers' continuous interest and online visibility. Additionally, promotional offers and limited-time menus will be launched in conjunction with digital marketing activities to encourage customer participation and enhance sales performance.

In terms of operations, restaurant staff and customer service personnel should receive additional training to ensure that all stores can provide consistent customer experience and service quality. This is particularly important because the increase in marketing activities may lead to higher customer traffic and stronger online interaction.

Furthermore, the company should regularly assess the effectiveness of marketing activities and customer feedback throughout the implementation process (Smith, 2022). This helps to adjust, when necessary, based on changes in consumer behavior, market trends, or the results of marketing activities. Therefore, the action stage not only contributes to the successful implementation of marketing strategies but also helps to continuously enhance the overall business performance.

[bookmark: _Toc229087206]2.6 Control
The control stage of the marketing plan is of crucial importance as it determines whether the proposed strategies can successfully achieve the goal of enhancing Popeyes' brand awareness and customer engagement in the British market. Therefore, performance should be continuously monitored through key performance indicators (KPIs), customer feedback, and digital marketing analysis (Farris et al., 2020).

The main KPIs will focus on measuring the increase in brand awareness among the 18-30 age group during the proposed 12-month period. This can be assessed through the growth in social media followers, interaction rates, post engagement, video views, and online reach on platforms such as TikTok and Instagram. Monitoring these indicators can provide a deeper understanding of the effectiveness of digital promotion activities and the overall level of customer engagement.

In addition, it is necessary to monitor the indicators related to customer acquisition and sales to assess the broader impact of the marketing strategies on the business. These indicators may include online order growth, sales on food delivery platforms, repeat purchase rates, and the activity of mobile applications. Website traffic and click-through rates can also indicate whether the promotional activities have successfully attracted consumers' attention and enhanced their digital interaction with the brand.

Customer satisfaction and service quality should be evaluated regularly through customer feedback, online reviews and satisfaction surveys. Negative feedback or a decline in participation may indicate deficiencies in marketing strategies or customer experience. Based on this, the company can make necessary adjustments.

In addition, the marketing management team should conduct performance evaluations monthly to assess the effectiveness of marketing campaigns and ensure that the strategies remain in line with the constantly changing consumer behavior and market conditions. This helps Popeyes continuously improve its marketing activities and maintain long-term competitiveness in the British fast-food industry.

[bookmark: _Toc229087207]3.0 Conclusion
In conclusion, the British fast-food industry has presented Popeyes with both significant opportunities and challenges. Despite the intense competition, changes in consumer behavior and the growing influence of digital marketing have provided the company with an opportunity to consolidate its market position and increase the participation of young consumers.

This marketing plan adopts the SOSTAC framework and formulates a strategic plan aimed at enhancing the brand awareness of British consumers aged 18-30. The report employs the STP model and the 7P marketing mix, proposing a marketing strategy centered on digitalization, with the goal of strengthening Popeyes' competitive edge and consolidating its unique Louisiana flavor brand image.

This strategy focuses on social media interaction, influencer marketing and digital channels to enhance customer engagement and improve long-term brand recognition. Additionally, clear key performance indicators (KPIs) and performance monitoring measures facilitate continuous improvement, enabling the company to effectively adapt to the constantly changing market environment and consumer preferences.

In summary, the successful implementation of this marketing plan is expected to enhance consumer awareness, strengthen competitive advantages, and contribute to the long-term development of Popeyes in the British fast-food industry.
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