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Executive Summary
The purpose of this report is to analyze the current strategic marketing environment of McDonald’s UK and to propose a focused 12-month marketing plan aimed at enhancing its market competitiveness. The plan addresses emerging consumer demands for healthier food options and digital convenience in the fast-food sector, particularly among younger demographics.
The report applies the SOSTAC planning framework to structure a practical and data-informed marketing strategy. The initial situation analysis identified shifting consumer behaviors, rising health awareness, technological innovation, and environmental pressures as key external factors influencing McDonald’s performance. Internally, the company’s strong brand and supply chain provide a competitive edge, yet reliance on traditional high-calorie products and inconsistent adaptation to local trends remain weaknesses. Based on this analysis, two SMART objectives were established: (1) to increase healthy product sales by 12% among 18–34-year-old consumers, and (2) to grow mobile app engagement by 20% through loyalty programmed integration. These objectives are pursued through a dual strategy of product development and market penetration, underpinned by a differentiated brand position that emphasizes healthy, accessible, and responsible fast food.
The report outlines detailed tactics using the 7Ps of marketing, including the launch of plant-based menus, targeted digital promotions, staff training initiatives, and app interface improvements. Implementation is phased across four quarters from September 2025 to August 2026, with clear timelines and team responsibilities detailed in the Gantt Chart. Control mechanisms include KPIs such as product sales, app usage rates, and customer satisfaction.
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[bookmark: _Toc197949133]1.0 Introduction
McDonald’s is a globally recognized fast-food brand with a powerful presence in the UK market. Despite maintaining leadership in the quick service restaurant (QSR) sector, McDonald’s UK now faces critical challenges stemming from shifting consumer preferences, rising demand for healthy and sustainable food options, and rapid digital transformation across the food service industry. Responding to these trends requires a proactive, customer-centered marketing strategy.
This report presents a 12-month strategic marketing plan (September 2025–August 2026), developed using the SOSTAC model (Smith, 2011), a comprehensive framework for situational analysis, objective setting, strategy formulation, tactical execution, action planning, and control mechanisms. The plan aims to reinforce McDonald’s competitive advantage by driving healthy product innovation and enhancing digital customer engagement, guided by SMART objectives (Doran, 1981). These strategies are aligned with McDonald’s global mission for sustainability, digital advancement, and long-term brand value.


[bookmark: _Toc197949134]2.0 Situation Analysis: Where are we now?
McDonald’s operates in a dynamic environment shaped by a complex interplay of external macro forces and internal strategic capabilities. A comprehensive PESTEL analysis reveals several critical external influences that are reshaping the landscape of the quick-service restaurant (QSR) industry in the UK.
From a political perspective, increasingly stringent government-imposed food regulations—particularly those concerning calorie labelling and advertising restrictions for high-fat, salt, and sugar (HFSS) foods—require QSR brands to reformulate products and adopt more transparent communication strategies (Sikora, 2021). These regulations not only affect operational practices but also directly influence product innovation pipelines.
On the economic front, inflationary pressures and post-pandemic supply chain disruptions have created cost volatility, impacting both input prices and consumer purchasing power (Yuan et al., 2020). This environment demands greater efficiency in procurement and pricing strategies to maintain profitability while remaining accessible to price-sensitive consumers.
In terms of social trends, public awareness of nutrition and sustainability is growing rapidly, especially among Millennials and Gen Z consumers who are driving demand for healthier, ethically sourced, and plant-based menu options (Sumari et al., 2020). This shift presents an opportunity for McDonald’s to reposition itself as a health-conscious brand without compromising on speed or affordability.
The technological dimension offers both challenges and strategic potential. Digital transformation, particularly through mobile apps and AI-driven systems, is enabling a new level of customer personalization—ranging from dietary recommendations to tailored promotions (Erickson & Norlander, 2022). McDonald’s has the chance to lead in this space by investing in intelligent digital ecosystems that enhance customer loyalty and operational agility.
Environmental concerns are also intensifying, with stakeholders placing greater emphasis on carbon reduction, sustainable packaging, and energy efficiency. Consumers increasingly expect brands to demonstrate environmental responsibility beyond compliance, compelling QSRs to scale up green initiatives and transparently report progress (Eang et al., 2023).
Finally, the legal environment continues to evolve, particularly in areas related to food safety, labor regulation, and digital data protection. Compliance with GDPR and ethical handling of consumer data are critical as digital ordering and personalized marketing become central to customer engagement (Weiss, 2021).
Together, these external forces underscore the need for McDonald’s to remain agile, customer-centric, and innovation-driven. The PESTEL framework not only highlights potential risks but also points to areas of strategic opportunity, reinforcing the importance of adaptive marketing strategies that are responsive to both regulatory landscapes and consumer expectations.
Internally, McDonald’s benefits from strong brand equity, an efficient franchise model, and a global supply chain (Liu et al., 2021). However, weaknesses such as reliance on traditional high-calorie offerings and lagging regional menu adaptation persist (Mrabure & Abhulimhen-Iyoha, 2020). Opportunities lie in expanding healthy and plant-based offerings and leveraging digital ordering and loyalty platforms, while threats include increasing competition from health-focused brands and continued supply chain volatility.
[bookmark: _Toc197949135]3.0 Objectives: Where do we want to be?
To align with evolving market demands, this plan identifies two SMART marketing objectives:
Objective 1 aims to increase sales of newly launched healthy menu items by 12% among 18–34-year-old UK consumers between September 2025 and August 2026. This goal directly addresses the increasing health awareness among younger demographics, who are becoming more conscious of their dietary choices and prefer healthier, balanced meals. McDonald’s can leverage its well-established brand presence and widespread distribution power to introduce healthy options that appeal to this growing segment. By tapping into this trend, McDonald’s can not only meet customer demand but also position itself as a leader in offering healthier alternatives, contributing to both brand loyalty and customer satisfaction. This objective is particularly relevant in light of the ongoing consumer shift towards healthier eating habits, driven by factors such as rising obesity rates, increased health-consciousness, and greater access to nutritional information. To achieve this, McDonald’s will need to integrate consumer insights, health-focused ingredients, and innovative menu items that can be marketed through both traditional channels and digital platforms. Effective promotional campaigns, including influencer partnerships and nutritional education, will be critical to driving awareness and adoption of these products.
Objective 2 targets a 20% increase in digital user engagement, specifically focusing on app-based loyalty programmed participation and the frequency of orders placed via the mobile app. This objective underscores the growing importance of digital engagement in building long-term customer relationships, fostering personalization, and encouraging repeat purchases. McDonald’s has the opportunity to strengthen its digital presence and tap into the convenience of its app to improve customer loyalty and retention. This objective reflects broader trends in the quick-service restaurant (QSR) industry, where digital platforms are playing an increasingly important role in consumer interactions. By enhancing the functionality of the mobile app, McDonald’s can offer personalized rewards, exclusive promotions, and targeted content, making the user experience more engaging and rewarding. Additionally, integrating advanced data analytics will allow McDonald’s to gain deeper insights into customer preferences, optimizing product recommendations and further boosting app usage. This focus on digital transformation not only strengthens McDonald’s relationship with its customers but also positions the brand as an innovator in the competitive landscape of the QSR sector.
Both objectives are measurable, time-bound, relevant to industry trends, and achievable through targeted innovation and strategic promotions.
[bookmark: _Toc197949136]4.0 Strategy: How do we get there?
To achieve the defined objectives, McDonald’s will implement a blended growth strategy based on Ansoff’s Matrix, combining product development and market penetration approaches (Alon et al., 2020). This strategy involves the creation and introduction of new healthy menu options—such as plant-based meals, low-calorie snacks, and nutritionally balanced meal sets—while simultaneously intensifying efforts to increase their adoption among existing customers through digital engagement, targeted promotions, and personalized offers.
At the same time, Porter’s differentiation strategy will serve as the cornerstone of McDonald’s competitive positioning, allowing the brand to stand out by delivering fast, affordable, and health-conscious meal choices that appeal to shifting consumer values (Steger & Roy, 2021). This includes not only innovating in product content—e.g., sourcing locally grown ingredients or reducing sodium and sugar—but also ensuring a consistently high level of service and convenience through technology-driven solutions, such as mobile ordering, nutritional transparency on the app, and real-time customization of meals.
Market segmentation will specifically target health-conscious Millennials and Gen Z consumers aged 18–34, who represent a significant and influential consumer base with increasing preference for brands that reflect their values of wellbeing, convenience, and sustainability. These consumers, especially those living in urban centers, are more likely to engage digitally, try new food trends, and support brands with clear health and environmental commitments.
Targeting will be refined using data from the McDonald’s mobile app and loyalty programmed, enabling personalized marketing based on individual customer behaviors, order histories, and dietary preferences. Machine learning algorithms can be utilized to deliver customized offers and messages that enhance engagement and foster long-term loyalty.
Positioning will center on McDonald’s evolving brand image as a responsible, modern QSR (Quick Service Restaurant) that balances taste, speed, affordability, and health. Campaigns will highlight how McDonald’s enables busy, health-conscious individuals to make better food choices without compromising on convenience or flavor. This positioning also aligns with broader societal trends around sustainable living, such as reducing carbon footprints, supporting ethical sourcing, and promoting active lifestyles—further strengthening emotional connection with target customers.
Together, these integrated strategies will help McDonald’s not only meet its short-term goals but also build a sustainable competitive advantage in a fast-evolving food service landscape.
[bookmark: _Toc197949137]5.0 Tactics: How exactly do we get there?
The marketing strategy will be operationalized through the 7Ps model:
Product innovation includes launching McLane Pro (a protein-rich, plant-based menu), low-sugar drinks, and seasonal smoothie bowls, designed to appeal to younger, health-focused consumers.
Price strategies will use value-based, tiered pricing to enhance affordability, supplemented by app-exclusive bundle offers to incentivize digital engagement (Fathallah et al., 2020).
Place distribution will emphasize digital convenience, with improvements in app interfaces, third-party delivery partnerships, and prominent healthy product placement both online and in-store.
Promotion will involve a multimedia campaign led by influencer collaborations on TikTok and Instagram, with loyalty programmed enhancements and gamified challenges to boost participation (Shaw, 2023).
People initiatives will see employees trained as Health Ambassadors to deliver consistent messaging and support new offerings.
Process optimization will streamline app ordering with personalized nutrition filters and simplified workflows (Zhu & JSYK, 2020).
Physical Evidence will reinforce the healthy brand message through clear nutritional signage, sustainable packaging, and cohesive in-store and digital design reflecting wellbeing and environmental values (Sikora, 2021).
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To ensure smooth and effective implementation of the proposed strategy, McDonald’s will execute a structured action plan over four quarters, aligning activities with seasonal market opportunities and internal capacity. 
In Q1 (September to November 2025), the focus will be on preparation and internal readiness. This includes finalizing product development for the new healthy menu items—such as testing recipes, validating nutritional content, and designing packaging—with close collaboration between the product innovation team and nutrition advisors. At the same time, influencer marketing partnerships will be secured, selecting individuals whose values align with health-conscious Gen Z and Millennial consumers. Parallel to this, updates to the McDonald’s mobile app interface will be developed and tested by the IT and digital teams, with features such as nutritional tags, improved UX for healthy menu access, and loyalty integration. Operations teams will begin logistical planning for staff training and product distribution to ensure seamless execution in the following phases.
In Q2 (December 2025 to February 2026), the plan enters the official launch phase. New healthy menu items will be introduced across urban outlets in the UK, supported by a comprehensive marketing campaign that integrates influencer promotions, digital ads, and in-store communications. Staff training will be rolled out to equip frontline employees with the necessary knowledge to support customer queries regarding health options and app-based orders. Additionally, the loyalty programmed will begin its promotional push, offering exclusive rewards for purchases of healthy items, thereby incentivizing both trial and repeat purchases. Marketing and operations teams will work closely to coordinate launch timing and customer experience consistency.
Q3 (March to May 2026) will focus on performance monitoring and campaign optimization. During this period, KPIs such as healthy menu sales, app order frequency, loyalty member growth, and customer satisfaction ratings will be continuously tracked using analytics dashboards. Customer feedback will be collected through post-purchase surveys, app store reviews, and social media monitoring to gauge public response and identify areas for improvement. Based on the data, marketing messages, offers, and app content will be adjusted in real time to enhance relevance and engagement. Cross-functional coordination between marketing, IT, and customer insight teams will be key to ensuring agility in campaign adjustment.
Finally, Q4 (June to August 2026) will be dedicated to consolidating performance and preparing for future innovation. A full review of results will be conducted to evaluate progress against the SMART objectives and extract actionable insights. These learnings will guide the next phase of product development and campaign design, ensuring continuous evolution based on market response. Final-stage promotions—such as summer-themed healthy campaigns or community health initiatives—may be introduced to maintain momentum. Leadership teams and franchise partners will be engaged in strategic review sessions to align future investments, share best practices, and support scalability.
Execution will involve coordinated efforts from key departments including marketing, IT, operations, nutrition advisors, and franchise partners. A detailed task allocation plan and timeline have been outlined in Appendix 1 to ensure accountability, clarity, and alignment across all project stakeholders.
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To ensure the strategic objectives are being met effectively, McDonald’s will implement a structured performance monitoring system using clearly defined Key Performance Indicators (KPIs). These KPIs will provide measurable insights into customer behavior, campaign effectiveness, and overall business impact. The following indicators will be central to tracking success:
· Sales Increase of Healthy Items (+12%): This KPI measures the percentage growth in revenue from newly introduced healthy menu options over a 12-month period. Sales data will be segmented by product, location, and customer demographic to assess which offerings and markets are performing best.
· App Order Frequency for Healthy Products (+20%): By tracking how often users order healthy items through the McDonald’s mobile app, this metric will assess the effectiveness of digital promotions, in-app UX (user experience), and personalization strategies aimed at influencing purchasing behavior.
· Loyalty Membership Growth (+15%): An increase in McDonald’s app-based loyalty programmed users reflects stronger customer engagement and a growing base for delivering personalized offers. Growth will be evaluated alongside metrics such as repeat purchase rates and average order value to determine long-term customer value.
· Customer Satisfaction Ratings (Focused on health menu and app experience): Qualitative and quantitative feedback will be gathered through post-purchase surveys, app store reviews, and social media sentiment analysis. Particular attention will be paid to customer perceptions of the new healthy menu’s taste, variety, nutritional value, and the ease of accessing these options through the app.
These KPIs will be reviewed on a monthly basis by the marketing and operations teams using data dashboards and performance reports. In addition, quarterly optimization  meetings will be conducted to evaluate progress, identify emerging challenges, and recalibrate digital campaigns, promotions, or product offerings as needed. Budget allocations and resource planning will be adjusted based on the data to ensure efforts are directed where they deliver the greatest return. Moreover, benchmarking against industry standards and competitor performance will be incorporated to keep McDonald’s aligned with evolving consumer expectations and best practices in the quick-service restaurant (QSR) sector. By maintaining this feedback loop, McDonald’s can ensure agile decision-making and continuous improvement in both marketing execution and customer experience.
[bookmark: _Toc197949140]8.0 Recommendations
To remain competitive in the fast-evolving food service industry, McDonald’s should adopt a forward-looking strategy that integrates health, technology, and sustainability. This includes forming strategic partnerships with plant-based ingredient suppliers to ensure a stable, cost-effective, and environmentally responsible supply chain. Continued investment in AI-powered app features is also recommended, enabling personalized nutrition suggestions based on user preferences to enhance customer experience, particularly for younger, tech-savvy consumers. Additionally, introducing gamified health-driven rewards—such as points or badges for selecting low-calorie options or completing wellness challenges—can strengthen engagement and loyalty. Finally, scaling up green restaurant initiatives, such as energy efficiency improvements and reduced plastic usage, will reinforce McDonald’s sustainability credentials and appeal to values-driven customers. Together, these actions will position McDonald’s as a modern, responsible, and health-conscious leader in the fast-food sector.
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In a health-conscious and digitally connected market, McDonald's UK must adapt to stay competitive in the quick-service restaurant (QSR) industry. As consumer preferences shift towards healthier options and personalized digital experiences, swift strategic adaptation becomes essential. This marketing plan, built on the SOSTAC framework, emphasizes innovative product development and digital engagement.
Focusing on healthier menu items, loyalty-driven mobile platforms, and data-informed personalization will help McDonald's connect with Millennials and Gen Z, who prioritize convenience, wellbeing, and sustainability. The SMART objectives outlined in this plan are aligned with market trends and long-term brand goals, ensuring measurable and achievable outcomes.
By successfully implementing this strategy, McDonald's UK can meet customer expectations, strengthen brand loyalty, and differentiate itself with a modern, health-focused value proposition. This approach not only addresses current market demands but also positions the brand for future success by embedding innovation, adaptability, and sustainability into its core practices.
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Appendix 1: Task Allocation and Timeline
	Quarter
	Timeframe
	Key Activities
	Responsible Teams

	Q1
	Sep–Nov 2025
	- Finalize healthy menu product development
- Conduct nutritional validation- Confirm influencer partnerships
- Prepare app interface updates
	Product  Development Team
Nutrition Advisors
Marketing Team
IT/Digital Team

	Q2
	Dec 2025–Feb 2026
	- Launch healthy menu items and digital campaign
- Conduct national staff training
- Initiate loyalty programmed promotions
	Marketing Team
Operations Team
Franchise Partners
Loyalty Programmed Team

	Q3
	Mar–May 2026
	- Monitor KPIs and campaign effectiveness
- Collect and analyze customer feedback
- Adjust messaging and loyalty mechanics
	Analytics/Insights Team
Customer Experience Team
Marketing & Digital Teams

	Q4
	Jun–Aug 2026
	- Review performance and extract learnings
- Plan next wave of product and campaign innovation
- Align strategic priorities with franchisees
	Strategy & Planning Unit
Leadership Team
Franchise Councils
Product/Marketing Teams
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