[image: Discover University of Wales Trinity Saint David] 






Assignment 2: Marketing Plan for McDonald’s
Unit name: Strategic Marketing
Module code: BMBM6016
Lector: Gwyneth Jones
Student Name: Junwei Wang
Student ID:2500387


2

[bookmark: _Toc229510050]Executive Summary
This report is an extension of the strategic marketing audit conducted in the previous assessment, which revealed some areas of improvement and innovation for McDonald’s to strengthen its competitive advantage. Drawing from the marketing audit, the present marketing plan chooses health-focused menu innovation as a new strategic direction for McDonald’s to capture the mounting demand for healthier, more nutritious fast food options, especially among young UK customers who are the key target segment for this plan. The chosen strategy resonates with the ‘product development’ strategy under Ansoff’s framework, and the ‘differentiation’ strategy under Porter’s generic model. The SMART objectives of the marketing plan revolve around increasing awareness and positive brand perceptions for McDonald’s new offerings, while the desired positioning is to place McDonald’s as a highly healthy, yet affordable restaurant. The report offers a detailed discussion of the marketing mix tactics required for achieving the SMART objectives and desired positioning, alongside an action timeline and evaluation KPIs.
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1.0 [bookmark: _Toc229510051]Introduction
The multichain fast food restaurant sector in the UK is experiencing rapid growth, reaching a value of over £40 billion in 2025, and beating inflation by showcasing almost 6% year-on-year growth (Mintel, 2025). At the same time, however, this industry is also faced with fastly evolving consumer tastes and preferences, which mandate fast food establishments in the UK to adapt to the changing consumption trends to stay competitive and thrive. This report looks at one key player in the UK multichain fast food restaurant sector- that is, McDonald’s. Drawing from the key findings of the situation analysis completed in the previous assessment, the present report develops an innovative, 12-month (May 2026-April 2027) strategic marketing plan for McDonald’s using the SOSTAC framework. The marketing plan begins by detailing the possible new direction identified from the situational analysis, followed by SMART marketing objectives, strategies, tactics, an action plan and control. The report ends with a conclusion and recommendations for McDonald’s to strengthen its competitive advantage. 
[bookmark: _Toc229510052]2.0 Situation Analysis: Main Findings from Marketing Audit
McDonald’s has a robust market position in the UK multichain fast food restaurant sector owing to its global brand reputation, vast franchise network, efficient supplychain, digital ordering systems and AI-based data analytics capabilities (Khatri et al., 2025; Li, 2023; Akcam, 2020). However, the organisation faces intense competition, food inflation, and rising cost of living, alongside fastly evolving consumer tastes/preferences, especially for healthy and nutritious food options (Dyvik, 2025). Government/regulatory measures, such as health awareness campaigns against obesity, public health policies, sugar tax and restrictions on junk food advertisements, further support consumers’ shift towards healthier eating habits (UK Government, 2025; UK Government, 2026). McDonald’s future growth depends, to a large extent, on health-conscious menu innovation, personalised digital marketing, greater technological integrations and sustainable practices (IBIS World, 2025; Mintel 2025). Out of these potential areas of improvement/innovation, this marketing plan will focus on McDonald’s health-focused menu innovation to capture mounting demand for healthier, more nutritious food options.
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The selected strategic direction for McDonald’s can be evaluated using Ansoff’s Growth Matrix, a renowned strategy framework that allows organisations to evaluate various growth strategies based on whether they entail existing or new markets and products (Zugay and Zakaria, 2023). As Figure 1 illustrates, the strategy to introduce a new health-focused menu innovation resonates most closely with the product development growth strategy, which involves developing new products in existing markets (Zugay and Zakaria, 2023). The existing consumers of the UK fast food industry, especially younger consumers, are becoming increasingly health-conscious (Mintel, 2025). Embracing healthier and nutritious food items through menu innovation will thus aid McDonald’s to fulfil the evolving tastes/preferences of the existing consumers, while also staying relevant in the competitive industry landscape. At the same time, this menu innovation might help McDonald’s attract a new group of highly fitness-focused and health-conscious customers, who didn’t buy from McDonald’s before due to its fast-food image and unhealthy menu. With the introduction of more wholesome and nutritious food options, this group of customers may be drawn towards trying McDonald’s and indulging a little without much guilt. In that case, the proposed growth strategy also exhibits characteristics of Ansoff’s diversification strategy, which involves offering new products for new markets (Zugay and Zakaria, 2023). The same is reflected in the placement of McDonald’s strategy in Figure 1. 
[bookmark: _Toc229510053]3.0 Marketing Objectives
SMART objectives are an effective management tool that helps organisations to define clear, measurable and attainable goals (Park, 2020). SMART stands for specific, measurable, achievable, relevant and time-sensitive. These goals allow organisations to effectively set and manage their objectives, ensuring that they are consistent with wider strategies. In McDonald’s case, the following SMART objectives would offer a structure required for turning its strategic growth plan (product development) into quantifiable, actionable and time-bound goals (Kotler et al., 2014). 

The above-defined objectives follow the SMART criteria as they are specific (awareness, brand perception), measurable (40%, 20%), actionable (through social media, digital ads and influencer marketing), relevant (aligned with customers’ growing preference for health-focused fast food options), and time-bound (May 2026-April 2027). These objectives are of strategic importance to McDonald’s and promise immense value if successful. Firstly, a successful awareness campaign would enhance the visibility and trial buying of McDonald’s health-focused menu items, which will improve the brand’s market share in the healthy consumption category. Similarly, improvement in McDonald’s brand perception as a ‘better for you’ fast food alternative is directly related to consumer brand loyalty and repeated buying behaviour, which again is central to its competitive advantage over other fast food chains. Moreover, these SMART objectives can be measured using KPIs (key performance indicators) like digital engagement, proportion of sales from the healthy menu, new customer acquisition and brand sentiment analysis, allowing the brand to clearly track awareness and brand perception improvements.
[bookmark: _Toc229510054]4.0 Strategy
[bookmark: _Toc229510055]4.1 Porter’s Generic Strategies 
This framework provides a set of strategic options, which organisations can adopt for gaining a competitive advantage in the industries they operate in (Tanwar, 2013). Porter identifies two major sources of competitive advantages, that is, differentiation and cost leadership, which can be pursued by organisations either for the mass market or for specific niche segments, leading to four different strategies (Figure 2). The chosen strategic direction for McDonald’s resonates with the differentiation strategy as it prompts McDonald’s to focus on enhancing the appeal and attractiveness of its offerings through menu innovations (Tanwar, 2013). 
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The scope of this strategy is broad, as opposed to narrow/niche, as the trend of increasing health awareness and a healthier diet is found across all age groups in the UK (Experian, 2025). While the rationale behind healthy eating may vary across age groups. For instance, healthy consumption habits of UK young adults (18-35 years) are driven by their focus on fitness and trend-driven wellness, while mid-aged UK consumers (35-55 years) consume healthier food options for weight management and long-term health preservation, and senior citizens (60+ years) eat healthy to prevent diseases (Experian, 2025; Statista, 2025). Irrespective of the rationale, however, healthier food consumption is rising in the UK across all age groups, justifying a mass differentiation strategy. This doesn’t, however, mean that this marketing plan targets customers from all age groups. It just shows how introducing healthy food items can allow McDonald’s to benefit across customers from diverse age cohorts, including the specific age group that will be targeted. 
From a critical perspective, while McDonald’s strategy focuses on differentiation over cost leadership, it is important to ensure that the prices of the health-focused menu aren’t too high. Maintaining affordable/reasonable prices becomes important due to the interplay of some external forces, such as the high cost-of-living crisis and rising food inflation in the UK (Dyvik, 2025), making consumers price-sensitive and prioritising affordable, value-for-money meal options. At the same time, McDonald’s is also pressured to control operational expenses and maintain its profit margins due to rising labour costs (Living Wage Foundation, 2025). Hence, the key challenge for McDonald’s is to differentiate itself by offering health-focused menu innovations, while also maintaining value-for-money perceptions. A balance between health-conscious positioning and affordability is thus central for the brand.
[bookmark: _Toc229510056]4.2 Segmentation, Targeting and Positioning Strategy
While the trend of health consciousness is increasing all across the UK, market segmentation is important as not all customers are alike; they differ on the basis of their values, behaviours, needs and personalities (Camilleri, 2017). Market segmentation divides the broader market into small customer groups with similarities and targets a specific marketing mix towards this segment (Kotler et al., 2023). It is done using four key segmentation criteria, namely demographic, geographic, psychographic and behavioural segmentation. Once market segments are segregated, organisations assess them based on growth potential, size, profitability and attractiveness, and select the segment that aligns with its capabilities and goals. This process is called targeting (Kotler et al., 2014). Using segmentation variables, a segmentation profile of McDonald’s primary target segment is presented in Figure 3. 
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McDonald’s target segment for this marketing plan consists of young professionals between the ages of 25-35 years, dwelling in urban regions in the UK, who prefer quick, convenient and affordable consumption options due to their busy lifestyles, and are highly aware of their calorie and nutrition intake, thus prioritising healthier food options. A customer persona of one such target consumer is presented in Figure 4. In terms of targeting strategies, McDonald’s will use concentrated marketing by focusing on a defined target segment (Camilleri, 2017). This means that the subsequently proposed marketing mix and campaigns will be focused specifically on the outlined target segment for attaining maximum impact.
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Positioning refers to the creation of brand image in the target consumers’ minds, relative to that of competitors (Camilleri, 2017). Customer perceptions can be formed on the basis of price, services, quality, value, and other attributes. In McDonald’s case, the brand will use healthy menu choices and value-for-money/affordable pricing as the two key positioning variables, as they are aligned with the target segments’ needs/expectations and pain points. The perceptual map (Figure 5) shows the opportunity for McDonald’s to position itself as a highly healthy, yet affordable restaurant within the UK fast food sector, which will differentiate it from competitors.  
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[bookmark: _Toc229510057]5.0 Tactics
[bookmark: _Toc229510058]5.1 Product
McDonald’s will develop its existing food menu to meet the growing demand for healthier consumption options, especially by younger consumers in the UK. The menu innovation is expected to include burgers, wraps and sandwiches with healthier and more nutritious constituents. Kotler et al.’s (2014) product levels (Figure 6) can be used to define McDonald’s product in detail. 
[image: ]
The core benefit of McDonald’s health-focused menu items will be satisfying hunger, while the generic product will be healthy and nutritious sandwiches, burgers and wraps with high protein content, low calories, fresh and plant-based ingredients, and low preservatives. The expected product features by target segment include good taste, affordable price, fast service, online ordering and transparently labelled nutritious content, while the augmented product will be personalised discount offers, sustainable packaging, and loyalty programs. Finally, potential products by McDonald’s could include customisable health-focused meal plans with integration with fitness apps and AI meal tracking that can offer smarter meal recommendations.
[bookmark: _Toc229510059]5.2 Price
Price is what the customer pays for obtaining a product/service, and is the only marketing mix element that brings revenue (Park, 2020). As mentioned above, McDonald’s needs to set an affordable price of its new menu to address target customers’ price sensitivity caused by the rising cost-of-living crisis and food inflation (Dyvik, 2025). It is also important to achieve the desired positioning as a value-for-money brand. Hence, McDonald’s will follow the value-based pricing strategy, where prices are set on the basis of buyers perceived value of a product/service (Hinterhuber, 2004). This strategy will foster perceived fairness in McDonald’s pricing, thus serving the objective around positive brand perceptions. Besides, value-based pricing also encourages repeat purchases through retention (Hinterhuber, 2004). McDonald’s should also offer loyalty discounts and bundle offers to enhance the affordability perceptions of its products and satisfy target segments’ expectations (Park, 2020). However, product quality must not be compromised.  
[bookmark: _Toc229510060]5.3 Place
Place deals with the process through which customers can get products/services, including where and when they buy (Kotler et al., 2023). McDonald’s new health-focused menu will be available across all touchpoints, including physical stores, mobile app, and delivery platforms like Deliveroo, Just Eat and Uber Eats. Additionally, McDonald’s is recommended to develop an omnichannel marketing strategy by achieving a seamless integration of all physical and online channels to support a consistent and unified consumption experience and induce positive brand perceptions (Cai and Choi, 2023). This can be achieved through uniform menu, pricing and marketing communications across all channels, as well as through options like buy online, pick from store.
[bookmark: _Toc229510061]5.4 Promotion
This marketing mix element is of particular importance for achieving the strategic marketing objectives (awareness and positive brand perception) set earlier. McDonald’s promotional mix will consist of various elements like advertising, sales promotion, digital and social media marketing, and influencer marketing.  
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The selected target segment of 25-35-year-old cohort is the largest group of active social media users in the UK, especially on YouTube, Instagram, TikTok and Snapchat (Zote, 2026) (Figure 7). Hence, marketing campaigns and targeted advertisements on these platforms would hugely benefit McDonald’s in spreading awareness and educating consumers about its new health-focused menu.
Additionally, target segment analysis also revealed a considerable influence of social media influencers and online reviews on the target customers’ buying decisions (Ofcom, 2025). Hence, McDonald’s is suggested to engage influencers making fitness and health-related content, such as Molly-Mae Hague, Simon Minter and Harry Lewis (Kolsquare, 2026). Endorsement by these influencers can help McDonald’s build positive brand perceptions and attract health-conscious consumers. Additionally, to induce trials of the new healthy menu, these influencers could provide coupon codes, such as Molly-Mae-Hague-10, that customers can use to get additional discounts. Bottom of Form
[bookmark: _Toc229510062]5.5 People
McDonald’s staff is expected to have a profound impact on the success of its new product development, as consumers often cannot separate products/services from employees (Rathod, 2016). Hence, McDonald’s must provide adequate training and product knowledge to its staff members. For example, they should know how many calories or grams of protein is contained in each line item of the healthier menu. Similarly, staff should be trained to provide personalised interactions and customer services as it enhances perceived brand image and fosters attachment, resulting in customer retention (Maghembe and Magasi, 2024).
5.6 [bookmark: _Toc229510063] Process
Optimising processes through which McDonald’s will deliver the new menu items is a key success factor, especially since the target customers lead a busy lifestyle and highly value convenience and speed (Mintel, 2026). Hence, fast delivery services, self-ordering kiosks and AI-facilitated digital ordering are some key processes that McDonald’s must embrace for making customer experiences more personalised, convenient and time-efficient (Roberts et al., 2024). Additionally, McDonald’s should use data analytics and delivery platform partnerships for understanding customers’ health-conscious preferences and behaviours, and accordingly initiate targeted marketing efforts.
5.7 [bookmark: _Toc229510064] Physical Evidence
The physical aspects of McDonald’s product/service offerings and customer experience must align with the desired competitive positioning and customer expectations (Rathod, 2016). Here, McDonald’s must use clear and transparent nutrition labelling and sustainable packaging. Other physical evidence elements, such as digital nutrition screens and open salad/sandwich-making counters, can also enhance customers’ transparency perceptions and trust, and reassure them of the ‘healthiness’ of the food they consume. These elements can substantially improve McDonald’s brand perceptions and customer trust, allowing the brand to differentiate itself in the health-conscious market segment.
[bookmark: _Toc229510065]6.0 Actions
The action plan depicted in Figure 8 focuses on executing McDonald’s new health-focused menu in a step-by-step manner by aligning market research, product development, staff training, digital and social media campaigns, and KPI evaluation in a logical sequence. This cross-functional coordination will aid McDonald’s in achieving its awareness and brand [image: ]perception objectives.

[bookmark: _Toc229510066]7.0 Control
The control framework depicted in Figure 9 will help McDonald’s in continuously tracking product launch and campaign performance through KPIs like awareness, brand perception, campaign effectiveness, sales from the new menu and new customer acquisition. Regular data analysis can aid the brand in understanding customer behaviour, optimising content, and maintaining its competitive advantage in the health-conscious market (Kotler et al., 2023). 
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[bookmark: _Toc229510067]8.0 Conclusion and Recommendations
Overall, this report proposes a strategic marketing plan for McDonald’s to strengthen its competitive advantage through menu innovation by introducing health-focused food items. This strategy sits within the ‘product development’ strategy within Ansoff’s framework, and the ‘differentiation’ strategy within Porter’s generic model. The marketing objective of the proposed plan is to enhance awareness of this new product development by 40% and its positive brand perceptions by 20% in the next 12 months. The target customer segment is young professionals between the ages of 25-35 years in urban regions in the UK, who prefer quick, convenient and affordable consumption options due to their busy lifestyles, and are highly aware of their calorie and nutrition intake, thus prioritising healthier food options. Hence, McDonald’s is suggested to position itself as a highly healthy and affordable fast food brand. In terms of marketing mix, McDonald’s will launch healthier and more nutritious burgers, wraps and sandwiches at affordable prices, while creating an omni-channel and integrated customer experience across physical and online channels. Its promotion mix is primarily constituted of social media, digital and influencer marketing. The people element focuses on staff training, processes on technology integration and physical evidence on clear and transparent labelling. Finally, the report outlines an action timeline and KPIs for evaluation. Based on the analysis, the following recommendations are reiterated.
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(i) To enhance awareness of McDonald’s health-focused menu innovations by at least 40% among the health-conscious customers between May 2026 and April 2027 through social media marketing and targeted digital ads


(ii) To improve McDonald’s brand perceptions as a ‘better for you’ fast food alternative by 20% among health-conscious consumers between May 2026 and April 2027 through healthy menu innovations, social media campaigns and influencer marketing



Introduce more healthy and nutritious options like protein-rich, low calories foods


Use AI-based data analytics for personalised marketing


Maintain affordable value meal pricing to address target segment’s price sensitivity


Improve brand perceptions by integrating clear nutrition labelling and sustainable packaging


Increase awareness through social media, digital content and influencers


Strengthen mobile app and digital ordering for more convenient and quicker services


Continuously monitor KPIs and customer feedback to bring real-time changes in menu and campaign strategy
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DEMOGRAPHIC

* Age: 25-35 years

* Gender: Males and females

« Income: Medium to high

« Education: Graduate, postgraduate

« Occupation: Marketing, IT, finance, consulting,
media, healthcare, and others

« Family Status: Mostly single; some newly
married with/without kids

PSYCHOGRAPHIC

«» Health-conscious: Care about nutrition, calories
and ingredients (Innova Market Insights, 2025)

«Values: Balance in life- work, health & social
life

« Aspirational: Want to look good, feel good &
perform well (Mintel, 2026)

« Open to new things: Love trying new cuisines,
flavours & healthy options

« Environmentally Aware: Prefer sustainable &
ethical brands (Mintel, 2025)

GEOGRAPHIC

» Location: Major urban cities in the UK

« Top Cities: London, Manchester, Birmingham,
Leeds, Bristol, Edinburgh

« Live and work in urban centers

+ Commute daily to work through personal or
public modes of transportation

BEHAVIOURAL

« Eat out 3-5 times per week due to busy
schedule

« Seek healthier fast-food options: low calories,
high protein, plant-based, low sugar (Innova
Market Insights, 2025)

« Use food delivery apps & mobile ordering
frequently (IBIS World, 2025)

« Influenced by online reviews, social media &
influencers (Ofcom, 2025)

« Loyalty programs & offers encourage repeat
purchases (Innova Market Insights, 2025)

Figure 3: Segmentation profile of McDonald’s primary target segment
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Needs & Expectations

« Quick & convenient meals without
compromising on health

« Clear nutritional info & transparent
ingredients

+ Affordable pricing with good value

* Variety in healthy menu options,
including vegan & gluten-free

« Sustainable packaging &
responsible brand values

Pain Points

« Most fast food is unhealthy & high in
calories

« Limited healthy options in traditional
fast-food chains

+ Long queues & wait times during
lunch hours

+ Confusing nutrition information or
lack of transparency

+ Price sensitivity due to rising living
costs

“EMMA GREEN”

AGE: 29 | OCCUPATION: MARKETING EXECUTIVE
STATUS: SINGLE | INCOME: £28,000 - £45,000 P.A.

€ | want food that's quick, tasty and

healthy. It should fit my busy
schedule and my lifestyle.

2»

Preferred Channels
« Instagram, TikTok, YouTube
« Food delivery apps
* McDonald’s mobile app and website

+ Email newsletters and push
notifications

« Influencer reviews and blogs

Opportunities for McDonald’s

« Offer healthy, tasty & customisable
meals for all-day consumption

« Clear calorie count, macros &
ingredient sourcing

« Fast service, digital ordering and
loyalty rewards

« Affordable pricing with premium
healthy positioning

« Engage through social media,
influencers & wellness campaigns

Figure 4: An illustrative customer persona for McDonald’s new healthy menu
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