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1. [bookmark: _Toc195625195]Introduction
This marketing plan aims to outline a one-year strategic marketing plan that will enhance Burger King’s market performance and competitive position in the UK market. The focus is on leveraging Burger King’s strengths as the key to seizing marketing opportunities and combining SOSTAC and SMART Goals to identify and develop an actionable plan. This plan will develop a marketing plan based on the analysis of the environmental situation in Assignment 1, focusing on the marketing and promotion of plant-based products and healthy products.
SOSTAC is a structured marketing strategy planning framework, which can ensure clear and actionable steps in 6 key steps, including situation, objectives, strategy, tactics, actions, and control (Patni, Susila and Trisna, 2024). SMART Goals is a goal framework that can achieve specific, measurable, achievable, relevant, and time-bound goals (Bjerke and Renger, 2017). The combination of the two can avoid missing key aspects of the plan through SOSTAC, and SMART goals can prevent vague goals and ensure feasibility.
2. [bookmark: _Toc195625196]Main Findings
Combined with Assignment 1, some key findings related to macro and micro audits can be briefly summarized as follows.
Burger King’s strengths lie in its strong brand recognition, innovative plant-based product lines, and the application of digital ordering systems (Milman, 2019; Dean, 2023). Its weaknesses lie in its smaller number of stores and limited supply of healthy products compared to its competitors. The opportunity is that consumers’ demand for plant-based products is growing (Wunsch, 2024a). At the same time, the market is moving towards digital transformation, and there are still many emerging markets to be explored. The threats are fierce market competition, an uncertain and unstable world economic landscape, and the pressure of food supervision and management in various markets that may be faced in the future.
Therefore, Burger King’s strategic focus should be to put healthy and plant-based products first.
3. [bookmark: _Toc195625197][bookmark: OLE_LINK5]SOSTAC
As mentioned above, SOSTAC is a structured marketing planning model and will be discussed below based on its 6 main aspects (Aditya, Muanas and Khaldun, 2024).
3.1 [bookmark: _Toc195625198]Situation Analysis
Situation analysis needs to complete the analysis of the market SWOT, and can also clarify a series of situational information such as customer analysis, competitor analysis, market trends, etc. (Patni, Susila and Trisna, 2024). Combining the SWOT analysis of Assignment 1, it is not difficult to summarize the following points to help Burger King formulate marketing strategies (related to plant-based and healthy products, and promotion), see Table 1.
	SO
	WO

	· Use brand influence to launch more plant-based and healthy products
	· Launch low-priced packages or promotions
· Further expand digital marketing channels
· Increase the number of stores
· Strengthen the research and development and promotion of healthy products

	ST
	WT

	· Launch limited edition or regional innovative products
· Enhance product appeal through brand co-branding
· Promote healthy products on digital platforms
	· Launch weekday value set meals (include plant-based products in the packages)
· Increase plant-based series products
· Label the calories of meals to increase health transparency


[bookmark: _Toc195625423]Table  1 TOWS Analysis of Burger King
From the perspective of competitors, they mainly include fast food chains such as KFC, McDonald’s, and Subway. From the perspective of customers, Burger King has a wider audience. As of 2024, Burger King’s brand awareness in the US market is tied with KFC for second place, and it publicly announced in 2024 that it will increase capital investment to accelerate the modernization of its stores (digital and intelligent services), which means Burger King has a good competitive prospect in other countries but needs further development (Statista Research Department, 2025a).
3.2 [bookmark: _Toc195625199]Objectives
Objectives emphasize the positioning and proposition of Burger King’s future development, which means that clear market positioning needs to be formulated in combination with the market, customers, and set goals (Reed FIDM, 2014). Combined with the above overview of the key findings of Burger King’s macro and micro marketing environment and then integrated with the formulation standards of SMART goals, the following goals can be determined.
1) Increase market share by 5% in the UK health-conscious fast-food segment by August 2026.
Specific: Focus on the healthy fast-food market (such as plant-based burgers, salads, low-calorie meals, and low-sugar drinks, etc.).
Measurable: Track the changes in the market share of healthy fast food through market research (such as Nielsen or Kantar) or use Burger King’s internal marketing data.
Achievable: The trend of healthy eating in the UK is rising, and Burger King is already in a leading position in the field of plant-based products and can continue to optimize and expand (Cervera, 2023).
Relevant: It meets the consumption needs and preferences of consumers and is also a new trend in the current market consumption.
Time-bound: It must be completed before August 2026.
According to data released by Statista Research Department (2024), 15% of British interviewees surveyed buy food and beverages in fast food restaurants every week. Burger King has a clear lead over McDonald’s and KFC in the field of plant-based products, so further strengthening the promotion of plant-based (healthier) products is likely to attract more consumers (Cervera, 2023). Achieving the goal can enhance Burger King’s brand image in the healthy fast-food market and reduce its reliance on traditional high-calorie products (improving consumers’ brand awareness of Burger King).
2) Increase the repurchase rate of healthy product lines by 10% by labeling food calories and health certification.
Specific: Mark calories on menus, apps, and packaging, and apply for and obtain third-party health certification (such as the UK Heart Foundation).
Measurable: Track the repurchase rate of healthy product consumption through the membership system.
Achievable: Burger King can implement calorie labeling by calculating food calories, replacing menus, and upgrading app functions.
Relevant: Relevant to the development of the healthy fast-food market and can enhance brand influence.
Time-bound: Completed before August 2026.
Survey data shows that British consumers have extra concerns about food hygiene levels and overall food quality, with approximately 55% and 47% of respondents concerned about the sugar and salt content in food, respectively (Wunsch, 2024b). Therefore, clearly labeling the nutritional content and calories of Burger King’s food will help gain consumer favor. Achieving the goal can reduce the marketing cost of healthy products and attract more attention and consumption from health-conscious consumer groups.
3.3 [bookmark: _Toc195625200]Strategy
Ansoff’s Matrix and Porter’s Generic Strategy will be used to complete the analysis of Burger King’s strategy. Ansoff’s Matrix is ​​a tool used to analyze corporate growth strategies. It divides the market and product dimensions into four quadrants to complete the analysis, including market penetration, market development, product development, and diversification (Loredana, 2016). For Burger King, the specific measures of different strategies are shown in Table 2.
	Market Development
	Diversification

	Goals: Bring existing products to new markets or new consumer groups.
Measures:
· Increase the number of stores (open more stores in Manchester or Birmingham)
· Expand digital marketing channels
· Target new consumer groups
	Goals: Enter new markets or launch new product categories.
Measures:
· Develop Burger King owned low sugar and low calory beverage products
· Promote new products (based on plant-based and healthy set meals)

	Market Penetration
	Product Development

	Goals: Increase market share and sales in the existing UK market.
Measures:
· Launch low-priced packages or promotions to attract consumers
· Strengthening digital marketing (APP marketing and social media marketing)
	Goals: Launch new products for the UK market.
Measures:
· Strengthen plant-based product lines (launch plant-based product areas to attract vegan consumers)
· Launch regional limited products (exclusive to the UK market)
· Increase healthy meal options (salads, low-sugar drinks, and low-calorie set meals)
· Brand collaboration


[bookmark: _Toc195625424]Table  2 Ansoff’s Matrix Analysis of Burger King
Porter’s Generic Strategy mentions three basic strategic frameworks for companies to gain competitive advantage, including cost leadership, differentiation, and focus strategy (Tanwar, 2013). Cost leadership means that lower prices are set based on lower costs to attract price-sensitive customers (Tanwar, 2013, p. 11). If Burger King adopts this strategy, it can start with new plant-based products and attract consumers through low prices for new products. Differentiation strategy refers to creating added value through unique products or services so that customers are willing to pay a premium (Tanwar, 2013, p. 11). Burger King can try to focus on expanding plant-based and healthy product lines to attract more consumers who need health management. Focus strategy emphasizes focusing on a certain market segment to achieve cost leadership or differentiation in a local area (Tanwar, 2013, p. 11). Burger King is not suitable for this strategy at present since it needs to expand its brand influence in multiple markets and fields to gain greater brand benefits and competitive advantages.
3.4 [bookmark: _Toc195625201]Tactics
The 7Ps model will be used to complete the analysis tactics. It is an extended version of the traditional 4Ps, including product, price, place, promotion, people, physical evidence, and process (Prasetyawan et al., 2025). Table 3 lists the measures and details that Burger King can adopt in the UK market by combining the 7Ps model.
	Aspects
	Measures
	Details

	Product 
	Development of a healthy product matrix
	· Expand plant-based product line
· Launch healthy products such as quinoa salad bowls and grilled vegetable wraps
· Develop Burger King’s own low-sugar beverage product line
· Label calorie and allergen information for all meals
· Develop a nutrition calculator function in the APP to evaluate the nutritional value of each meal

	Price
	Dynamic pricing mechanism
	· Launch lunch specials from 11:00 to 14:00 on weekdays (20% discount)
· Member discount program

	Place
	Expansion of physical store network and online APP
	· Add 30 stores from 2025 to 2026, especially near university towns
· Invest 5 million pounds to upgrade APP functions (calorie labeling, exclusive customized package recommendations, AR menu preview function, etc.)

	Promotion
	Strengthening digital marketing
	· Provide limited-time promotional discounts for new plant-based and healthy products (particularly on APP)
· Provide students with exclusive discount packages for the start of the school season (30% discount for student ID cards)

	People
	Innovation of service standards
	· Train employees to master nutrition knowledge to better recommend low-calorie packages to consumers
· Equip store staff with better smart devices so that they can view order progress in real-time to improve service efficiency
· Establish a customer preference database (bound to the member account) to help store staff better understand customer preferences and recommend meals

	Physical evidence
	Upgrading store and product image
	· Set up a celebrity check-in wall to promote the influence of social media communication
· Use biodegradable corn starch packaging and print carbon footprint data to attract more environmentally friendly consumers
· Achieve cross-border co-creation to enhance the design of product packaging (also helpful for social media promotion)

	Process
	Intelligent order process
	· Pilot AI voice ordering function
· Introduce AI predictive meal preparation system (generated based on historical data) to improve the accuracy of food ingredients and storage, and reduce waste


[bookmark: _Toc195625425]Table  3 7Ps analysis of Burger King
According to the survey results published by Statista Research Department (2025b), a survey of British consumers in 2023 showed that 39% of plant-based meat consumers said that they believed that this category of meat was healthier, and 17% of respondents said that it was more environmentally friendly. Therefore, the development and promotion of plant-based product lines, low-sugar products, and the development of calorie labeling and calorie calculation functions will help Burger King gain the favor of consumers.
The reason why we need to focus on training store staff, upgrading equipment, and promoting it on social media is that products need to be combined with promotional marketing to achieve better sales results. The quality and efficiency of store staff service have an impact on marketing effectiveness, such as Beneke et al. (2012) proved that companies need to focus on improving customer satisfaction (especially service attributes) if they want to build meaningful relationships with customers. Therefore, Burger King’s training in employees and improving employee skills will help improve customer satisfaction and enhance brand competitiveness. Social media promotion, especially the influence of online celebrities and influencers, will help expand brand awareness (Nurhandayani, Syarief and Najib, 2019; Delbaere, Michael and Phillip, 2021; Leung, Gu and Palmatier, 2022). Burger King’s focus on social media promotion activities will also help build its brand influence and competitiveness. In particular, vigorously promoting plant-based products and its new healthy line products through social media platforms can gain wider attention and greater influence through word-of-mouth marketing.
3.5 [bookmark: _Toc195625202]Actions
Actions involve how to do something, what to do, and how to do it. Gantt charts can intuitively display project progress and task arrangements in the form of bar charts (Kumar, 2005). The specific task progress chart for Burger King from September 2025 to August 2026 is shown in Table 4.
	Tasks
	2025 Q4
	2026 Q1
	2026 Q2
	2026 Q3

	Plant-based product line expansion and development
	
	
	
	

	Healthy food product development and certification
	
	
	
	

	Nutrition labeling system function launch
	
	
	
	

	Own low-sugar beverage development and promotion
	
	
	
	

	APP function improvement
	
	
	
	

	AI voice ordering function development and pilot
	
	
	
	

	AI prediction meal preparation system development and trial application
	
	
	
	

	Customer consumption preference database function development and application
	
	
	
	

	Cross-border cooperation publicity plan setting and promotion
	
	
	
	

	New store site selection evaluation
	
	
	
	

	Employee training and supporting equipment upgrade
	
	
	
	

	Digital tool use ability training
	
	
	
	

	Internet celebrity check-in wall design and scenery
	
	
	
	

	Packaging product replacement
	
	
	
	

	Member discount plan preparation and application
	
	
	
	


[bookmark: _Toc195625426]Table  4 The Gantt Chart for Burger King
3.6 [bookmark: _Toc195625203]Control
Control mainly involves real-time monitoring and checking of processes and results, evaluating whether the goals have been achieved, whether the process is smooth and whether the optimal results have been obtained (Irwanto, Murniati and Fauziyah, 2021, p. 888). Combining the above-mentioned setting of the main marketing goals for Burger King and a series of measures, Table 5 lists the construction of the monitoring system for the main KPIs and the detailed adjustment mechanism.
	[bookmark: _Hlk195536453]Indicator
	Target value
	Measurement tool
	Frequency
	Adjustment mechanism

	Plant-based product sales share
	Increased to 25%
	POS system + member consumption data analysis
	Monthly
	If it is less than 20% for 2 consecutive months, start a limited-time buy-one-get-one-free promotion.

	Healthy meal repurchase rate
	≥40%
	CRM system + order association analysis
	Quarterly
	If it is over 45%, add an R&D budget (£100K) to expand low-calorie options.

	Nutrition label function usage rate
	60% of dine-in customers check labels
	Store camera + APP click rate analysis
	Weekly
	If the usage rate is <50%, add staff reminders at the cash register.

	Market acceptance of proprietary low-sugar beverages
	Accounts for 15% of beverage sales
	Supply chain shipment volume + user survey
	Monthly
	 If it is less than 10% for 3 months, adjust the formula or bundle sales.

	APP health recommendation function usage rate
	60% of users use it once a week
	Google Analytics + heat map analysis
	Weekly
	If it exceeds 65%, develop a personalized nutrition advice AI function.

	Employees’ proficiency in using digital tools
	90% passed the assessment (currently 70%)
	Training system testing + mystery shopper assessment
	Quarterly
	If the score is less than 75%, switch to “one-to-one tutoring” mode.

	AI prediction accuracy for meal preparation
	Reduce food waste by 20%
	Inventory system + loss reporting
	Monthly
	If only 10% is saved, calibrate the algorithm parameters.


[bookmark: _Toc195625427]Table  5 Control Measures for Burger King
4. [bookmark: _Toc195625204]Conclusion
This marketing plan mainly applied the SOSTAC model to plan Burger King’s marketing in the UK market (especially focusing on the construction of its plant-based product line and the promotion of its healthy product series) and combines the SMART Goals criteria to make the marketing plan specific and implementable. Based on the analysis of the macro and microenvironment, the marketing plan for the next year is planned from product development, user experience, and channel expansion to operations and personnel training, focusing on healthy and plant-based products.
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