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[bookmark: _Toc198338452]Executive Summary
This marketing plan outlines strategic initiatives for LEO Company to enhance its position in the UK healthy fast-food market by addressing growing consumer demand for health, sustainability, and digital convenience. The plan uses the SOSTAC® framework and SMART objectives to ensure clear and actionable goals.
Key findings show Leon’s strengths in healthy menus and sustainability but also highlight challenges such as limited geographic presence and technological gaps compared to larger competitors. The plan sets two main objectives: increasing digital order share to 40% within 12 months and implementing 100% sustainable packaging within 18 months.
Strategies focus on digital transformation to boost online sales and product development to introduce fully sustainable packaging, targeting health- and eco-conscious urban consumers. Tactical measures include app enhancements, digital-exclusive menus, influencer marketing, and staff training to support these goals.
The plan recommends accelerating digital engagement through gamification, expanding beyond London with pop-up stores near universities, and launching transparency campaigns on sustainability progress. With strong execution and continuous monitoring, Leon can grow market share and strengthen its brand as a leader in healthy, sustainable fast food.
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[bookmark: _Toc198338453]1. Introduction
This marketing plan aims to provide a comprehensive strategic framework for LEO Company (Leon) to strengthen its competitive position within the UK healthy fast-food industry. A study published in the journal Sustainable Tourism found that with increasing consumer demand for health-conscious and sustainable dining options, alongside rapid digitalization trends, Leon must adapt to evolving market dynamics to expand its presence beyond its current London-centric footprint. The primary purpose of this plan is to outline actionable objectives and strategies that leverage Leon’s core strengths—healthy menus, sustainability commitments, and brand differentiation—while addressing challenges such as technological gaps and intense competition.
To ensure a structured and effective planning process, this study employs the SOSTAC® framework, a widely recognized model in strategic marketing planning. SOSTAC® encompasses six key components: Situation analysis, Objectives, Strategy, Tactics, Action, and Control ( Hanif Aditya,Muanas,Ibnu Khaldun, 2023). This approach facilitates a clear and systematic development of marketing initiatives, enabling alignment between organizational capabilities and market opportunities.
In parallel, the plan adopts the SMART criteria for objective setting, ensuring that goals are Specific, Measurable, Achievable, Relevant, and Time-bound. By integrating SMART principles within the SOSTAC® framework, the marketing plan defines clear, quantifiable targets—such as increasing digital order share and implementing sustainable packaging—that guide focused execution and enable rigorous performance evaluation ( Kilani, 2021). Research indicates that applying SMART objectives enhances goal clarity and alignment with organizational strategies, thereby improving performance outcomes (Islam, 2024).
[bookmark: _Toc198338454]2. Situation Analysis
[bookmark: _Toc198338455]2.1 Market Positioning and Differentiation Advantage
Leon stands out in the UK fast-food industry through its commitment to healthy and sustainable food offerings. Internal SWOT and VRIO analyses reveal that its core competitive advantages lie in innovative healthy menus, sustainable supply chain management, and a distinctive brand identity, securing its leadership in the health-conscious fast-food niche. However, its limited market presence—152 outlets as of February 2025, with a significant concentration in London—weakens brand influence compared to competitors like Pret A Manger, which operates 475 UK locations (Scrape Hero, 2025).
[bookmark: _Toc198338456]2.2 External Competition and Industry Challenges
External PESTEL and Porter’s Five Forces analyses indicate that the UK fast-food industry has reached maturity, characterized by intense competition (Euromonitor, 2022). Leon faces direct rivalry from brands such as Pret A Manger and Itsu, which are rapidly expanding their healthy food offerings. Additionally, economic factors like inflation and rising ingredient costs threaten profitability (IBISWorld, 2023), while consumer demand for digital services exposes Leon’s technological shortcomings ( FoodIndustry.com, 2023 ). Although the growing trend toward healthy eating presents opportunities, the industry’s maturity compels Leon to strike a balance between cost efficiency and innovation.
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Figure 1: The increase in the price level since the pandemic in the UK is the highest across the G7
Source: Office for National Statistics (ONS), 2023.
[bookmark: _Toc198338457]2.3 Strategic Potential and Future Directions
Leon’s potential stems from the strong alignment between its brand values (e.g., sustainability and health) and evolving consumer preferences, providing a foundation for long-term growth ( Fiona,2025) . In the short term, it must optimize digital services to improve operational efficiency, while long-term strategies should focus on European market expansion and sustainable packaging to reinforce differentiation. By addressing its limited market coverage and technological gaps, Leon could transition from a niche leader to a major industry competitor, though it must remain vigilant against imitation risks and cost pressures.
[bookmark: _Toc198338458]3. Objectives
[bookmark: _Toc198338459]3.1 Defined Marketing Focus: Digitalization and Sustainability in the Healthy Fast-Food Market
Based on Leon’s internal strengths (e.g., health-conscious menu, sustainable supply chain) and external analysis (e.g., rising demand for healthy eating, digital transformation needs) ( Ellis, 2021 ), the recommended marketing focus is digitalization and sustainability in the healthy fast-food market. This aligns with Leon’s core competitive advantages while capitalizing on market opportunities, reinforcing its brand positioning and enhancing operational efficiency. The SMART framework defines effective objectives as those that are Specific, Measurable, Achievable, Relevant, and Time-bound, ensuring clarity, quantifiability, feasibility, strategic alignment, and temporal constraints for goal attainment.
[bookmark: _Toc198338460]3.2 Strategic Marketing Objective 1: Increase Digital Order Share to 40%
SMART Objective:
Specific: Raise the proportion of digital orders (via app or website) from the current <30% to 40% of total sales.
Measurable: Track monthly digital order share through sales analytics.
Achievable: Enhance mobile app functionality and introduce digital-exclusive promotions (e.g., discounts for online orders).
Relevant: Digitalization improves operational efficiency, reduces labor costs, and strengthens engagement with younger demographics.
Time-bound: Achieve within 12 months.
Rationale: Successfully meeting this target will directly lower operational expenses (e.g., reduced front-end staffing needs) while attracting more tech-savvy consumers (aged 18–35), driving a projected 15% sales growth in this segment and increasing market share.
[bookmark: _Toc198338461]3.3 Strategic Marketing Objective 2: Implement 100% Sustainable Packaging Solutions
SMART Objective:
Specific: Transition all packaging to biodegradable or recyclable materials within 18 months.
Measurable: Monitor progress via supplier partnerships and measure improvements in consumer satisfaction ratings (e.g., eco-friendliness scores).
Achievable: Collaborate with existing sustainable suppliers for phased implementation.
Relevant: Addresses growing consumer demand for environmental responsibility, reinforcing brand differentiation.
Time-bound: Achieve within 12 months.
Rationale: Per DS Smith (2023), 25% of consumers would abandon a brand due to excessive packaging. This initiative aims to reduce customer attrition, attract 10% of new eco-conscious consumers, and enable a 2% price premium, thereby improving profit margins.
[bookmark: _Toc198338462]3.4 Combined Strategic Benefits
These objectives complement one another by addressing short-term operational efficiency (digitalization) and long-term brand equity (sustainability). The digital order target directly boosts unit sales and cost efficiency, while sustainable packaging enhances brand loyalty and supports international expansion (e.g., in European markets with stringent environmental regulations) ( Mohammadi, Barzegar, Nohekhand,2023 ). Together, they are projected to increase market share by 5% and solidify Leon’s dominance in the health- and sustainability-focused consumer segments.
[bookmark: _Toc198338463]4. Strategy
[bookmark: _Toc198338464]4.1 Driving Market Penetration through Digital Transformation (Ansoff: Market Penetration Strategy; Porter: Differentiation Strategy)
LEO Company should leverage digital transformation to enhance its presence within the existing market by increasing the adoption of digital ordering channels. This includes optimizing the user interface and functionality of its proprietary mobile application and website, incorporating AI-driven recommendation systems, implementing a loyalty program, and offering personalized promotions ( Khaoushi, 2024). Additionally, strategic partnerships with health-focused influencers and targeted social media advertising can be employed to shift customer behavior from offline to online ordering. These initiatives exemplify a market penetration strategy, supported by a differentiation approach through superior digital service offerings aimed at increasing the proportion of digital orders to 40% (Kumar & Mirchandani, 2022).
[bookmark: _Toc198338465]4.2 Launching 100% Sustainable Packaging as a Differentiation Lever (Ansoff: Product Development Strategy; Porter: Differentiation Strategy)
In response to growing consumer and regulatory demand for environmental responsibility, LEO should develop and implement a comprehensive sustainable packaging solution. This may involve the adoption of biodegradable materials, fully recyclable containers, and plastic-free packaging technologies. As a product development initiative, this strategy not only complies with emerging environmental standards but also enhances the company's brand differentiation. Clear labeling, visual in-store communication, and digital storytelling should be employed to emphasize LEO’s commitment to sustainability. Obtaining environmental certifications and disclosing carbon footprints further strengthens consumer trust and appeals to environmentally conscious segments.
[bookmark: _Toc198338466]4.3 Strategic Segmentation, Targeting, and Green-Digital Brand Positioning (STP Framework)
LEO should segment the market based on lifestyle and psychographic variables, focusing on urban middle-class consumers, university students, and health- and sustainability-conscious individuals—particularly digital natives who value convenience and quality. A concentrated targeting strategy is recommended, delivering tailored products and experiences to this niche audience. In terms of positioning, LEO should establish itself as a "tech-enabled pioneer in sustainable healthy fast food," emphasizing core values of health, sustainability, and efficiency. Through content marketing, participatory campaigns, and advocacy for eco-conscious living, the brand can foster emotional engagement and drive behavioral shifts toward digital ordering and sustainable consumption.
[bookmark: _Toc198338467]5. Tactics 
[bookmark: _Toc198338468]5.1 Product
LEO will introduce a range of health-oriented and environmentally sustainable meal options, including high-fiber, low-sugar salad bowls, organic plant-based meals, and vegetarian-friendly menus—all served in 100% sustainable packaging. A “digital-exclusive menu” will also be launched, offering customized meals and limited-time seasonal options available only through online channels. Furthermore, a green labeling system (e.g., carbon footprint indicators and nutrition scores) will be implemented to reinforce the health and sustainability positioning of LEO’s product portfolio and appeal to environmentally conscious consumers.
[bookmark: _Toc198338469]5.2 Price
A value-based pricing strategy will be adopted to reflect the added value of sustainable and health-enhancing products. In support of the digitalization goal, LEO will provide exclusive online discounts such as first-order promotions, spend-based coupons, and cashback through the mobile application. Additionally, a Green Loyalty Program targeting students and frequent users will be introduced, allowing customers to earn points redeemable for eco-friendly merchandise or free meals, thereby incentivizing digital ordering behavior and fostering long-term customer engagement (Shahab, Ghazali, Mohtar , 2021).
[bookmark: _Toc198338470]5.3 Place
An integrated Online-to-Offline (O2O) strategy will be employed to streamline the customer experience across channels. LEO will upgrade its digital platforms (app and website) by enhancing functionalities such as express checkout, smart product recommendations, order tracking, and live customer support. Simultaneously, partnerships with third-party delivery platforms (e.g., Deliveroo, Uber Eats) will broaden digital reach. Offline, designated “digital pickup zones” will be implemented to facilitate faster service for online customers (Huang & Li, 2022). New store locations will prioritize proximity to universities and business districts to align with the brand’s target segments.
[bookmark: _Toc198338471]5.4 Promotion
LEO’s promotional strategy will emphasize green digital branding. Collaborations with health and sustainability influencers on platforms such as TikTok and Instagram will generate product reviews and unboxing content to drive social media engagement. Thematic campaigns such as “Green Friday” or “Plastic-Free Meal Day” will coincide with global environmental observances, incorporating user challenges, gamified content, and share-to-win incentives. Push notifications and in-app messaging will also be utilized for personalized, data-driven promotions aimed at increasing digital order frequency and customer retention (Kim et al., 2023).
[bookmark: _Toc198338472]5.5 People
LEO will cultivate a green service culture by providing comprehensive staff training on digital systems and environmental values. A “Green Ambassador” incentive program will reward frontline employees who actively promote digital ordering and sustainability initiatives. Customer service will be strengthened through dedicated support lines and real-time assistance via digital platforms. Consumer co-creation will also be encouraged through feedback initiatives, eco-friendly packaging design contests, and participatory sustainability forums, fostering brand loyalty and community engagement (Nguyen and Simkin, 2020).
[bookmark: _Toc198338473]5.6 Process
Service processes will be optimized to enhance both digital ordering efficiency and environmental performance. LEO’s mobile app will feature a streamlined ordering process (three-step checkout), contactless delivery options, and partnerships with local green delivery services to reduce carbon emissions. A packaging return incentive scheme will be implemented, allowing users to earn rewards for returning containers. Back-end operations will also be aligned with sustainable practices, including smart inventory management to reduce food waste and improved waste separation procedures in kitchen operations.
[bookmark: _Toc198338474]5.7 Physical Evidence
LEO will reinforce its eco-conscious brand identity through both physical and digital brand touchpoints. Store interiors will incorporate natural materials such as bamboo furnishings and recycled wood, complemented by visual displays promoting the brand’s sustainability initiatives. Packaging will feature clear labels indicating “100% Sustainable” status along with instructions for disposal or recycling. Online, the use of green-themed visuals, eco-symbols, and a dedicated sustainability information page will help establish a consistent and credible brand image that resonates with environmentally aware consumers (Magnier et al., 2022).
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12-Month Implementation Timeline (Key Actions by Department) Please see the Gantt chart in the appendix.
Implementation Overview
To ensure effective execution, each core task has been assigned to a responsible department with clear timelines and interdependencies. The IT Department leads early-stage digital platform upgrades, while the Product Development and Operations teams collaborate on launching digital-exclusive menu items and sustainable packaging. Simultaneously, HR initiates comprehensive staff training to embed green values and digital service standards into daily operations. The Marketing Team spearheads brand communication, loyalty program design, and influencer partnerships, ensuring customer engagement is aligned with the strategic goals.
Ensuring Excellence in Delivery
To guarantee high-quality execution, LEO will implement a performance accountability framework including monthly progress reviews, departmental KPIs, and cross-functional coordination meetings. Employees will be motivated through clear incentives such as a Green Champion Recognition Program and bonuses tied to the success of key initiatives like digital order growth and packaging return rates. Regular feedback from customers and staff will be integrated into the continuous improvement cycle to ensure both front-end service excellence and back-end process sustainability.
[bookmark: _Toc198338476]7. Control
[bookmark: _Toc198338477]7.1 Monitoring Digital Order Growth through Sales Analytics
To track progress toward the strategic objective of increasing digital order share to 40%, LEO will monitor monthly digital sales data via its internal analytics dashboard. Key Performance Indicators (KPIs) will include digital order share (% of total sales), monthly active app users, and conversion rates from online promotions (Wong et al., 2022). This data will be collected in real-time and reviewed during monthly performance meetings. If adoption rates fall below projected benchmarks, the Marketing and IT teams will adjust campaign messaging, refine app UX, and introduce additional digital incentives to improve engagement. These insights will ensure continuous optimization of LEO’s digital transformation strategy.
[bookmark: _Toc198338478]7.2 Evaluating Sustainable Packaging Rollout through Operational and Consumer Metrics
Progress toward implementing 100% sustainable packaging will be assessed using both operational compliance data and customer perception metrics. KPIs will include the percentage of packaging sourced from certified sustainable materials, supplier delivery accuracy, and monthly eco-friendliness satisfaction scores collected via post-purchase surveys. This evaluation will occur quarterly to allow sufficient time for supply chain adjustments. Monitoring consumer feedback will help fine-tune communication strategies (e.g., in-store signage or packaging labels), while operational metrics will be used by the procurement team to identify any bottlenecks or supplier issues, ensuring timely achievement of sustainability goals.
[bookmark: _Toc198338479]7.3 Integrating Cross-Functional KPIs for Strategic Alignment and Continuous Improvement
To ensure cohesive progress across all departments, LEO will adopt an integrated performance dashboard that consolidates key KPIs from digital, operational, and marketing functions. This includes Green Loyalty Program engagement rates, return packaging participation, and social media campaign reach. These will be reviewed in monthly cross-functional review meetings led by the strategy team. Feedback loops will be established through staff input and customer co-creation forums, with real-time insights fed back into campaign planning and operational adjustments (Kumar et al., 2022). This agile control framework allows LEO to respond swiftly to performance gaps, refine strategies continuously, and ensure delivery of the projected 5% market share growth.
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[bookmark: _Toc198338481]8.1 Accelerate Digital Adoption with Gamification & Hyper-Personalization
To boost digital order share to 40%, LEO should enhance its app with gamified loyalty rewards (e.g., tiered challenges, surprise perks) and AI-driven personalization (e.g., dynamic menu recommendations based on past orders). Partnering with fitness apps (e.g., Strava) for exclusive health-centric promotions can further engage the 18–35 demographic.
[bookmark: _Toc198338482]8.2 Expand Beyond London via Pop-Ups & University Partnerships
Given its limited geographic presence, LEO should test new markets with pop-up stores near universities and business hubs, leveraging its sustainability appeal. Partnering with student organizations for "Green Meal Days" can drive trial and build brand loyalty ahead of permanent expansions.
[bookmark: _Toc198338483]8.3 Preempt Competitors with a "Sustainability Transparency" Campaign
To defend its differentiation, LEO should launch a real-time digital dashboard displaying its carbon footprint reduction (e.g., "X kg plastic saved this month"). This transparency, paired with limited-edition packaging co-designed by customers, can strengthen emotional connections and deter imitation by rivals like Pret.
[bookmark: _Toc198338484]9. Conclusions
Leon (LEO) possesses strong differentiation in healthy, sustainable fast food but must scale digitally and geographically to compete with major players. By boosting digital orders to 40% and implementing 100% sustainable packaging, LEO can enhance efficiency while strengthening its brand appeal among eco-conscious consumers.
This dual focus on digital transformation and sustainability leadership positions LEO for market expansion beyond London. With rigorous KPI tracking and agile execution, the company can transition from niche leader to mainstream competitor while maintaining its core values.
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Gantt Chart — 12-Month Implementation Timeline (Key Actions by Department)
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