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[bookmark: _Toc197992797][bookmark: _Toc198074816]Executive Summary 
As one of the most popular fast food chain brands in the UK, McDonald's brand value and fast-food market influence make it an object that cannot be ignored in the research of the catering industry. McDonald's has been doing very well in the UK, and although McDonald's is also facing pressure from other brands in the UK, its revenue and net profit remain at a high level. McDonald's has been at the forefront of digital transformation, enhancing the customer experience and enhancing its competitiveness in the UK market through the launch of mobile apps, self-ordering systems and takeaway services. Studying McDonald's digital transformation process can help understand how technology is changing traditional industries. McDonald's works with local suppliers in the UK to ensure the freshness and quality of food, and the success story of McDonald's digital management and digital operations can serve as a reference for other companies, especially in product promotion and cost structure optimization.
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[bookmark: _Toc197992798][bookmark: _Toc198074818]1.0 Introduction
This marketing plan is an innovative strategic marketing plan to achieve McDonald's promotion of healthy fast food in the UK following a marketing audit, and this marketing plan uses the McDonald's organizational goals and the SOSTAC framework to assess in detail the problems faced by McDonald's in the next step in the UK. By analysing the marketing audit of McDonald's UK and the macro, micro and internal environment of the UK fast food market, this marketing plan will assess the strengths, weaknesses, opportunities and threats of McDonald's competing with other fast-food brands in the UK and identify areas for improvement and innovation. This marketing plan will follow the marketing plan that will focus on the healthy fast food segment in order to achieve the marketing goal of occupying more healthy fast food target market and increasing net profit, so as to strengthen McDonald's competitive position in the UK fast food chain.The program systematically plans the differentiated competitiveness of McDonald's in the UK supply chain and digitalization in the fast food health track by combining the advantages of McDonald's supply chain and digitalization in the UK with local health trends and through the marketing mix (7P). There should also be a detailed discussion on how achieving this goal will improve the performance of the fast-food chain. The marketing plan identifies the KPIs for increasing sales of healthy items and the details of predicting the marketing plan and its expected success by monitoring app data before implementation. 





[bookmark: _Toc197992799][bookmark: _Toc198074819]2.0 Situation Analysis
[bookmark: _Toc197992800][bookmark: _Toc198074820]2.1Macro environment 
[bookmark: _Toc197992801][bookmark: _Toc198074821]2.1.1The Trend of healthy Fast Food in the UK
In a more materially affluent modern society, people are increasingly concerned about the health of food (Kaihlanen et al., 2023). In 2016, the British government promoted the "sugar tax" and anti-obesity policies, and British consumer preferences began to shift to healthy eating. Leon's "Fast Healthy Fast Food" model has partnered with the British Heart Foundation to certify "Healthy Heart Meals" through a commitment to "natural ingredients", resulting in a 30% higher repurchase rate of single-store healthy meals compared to traditional fast food (ONS, 2025). A series of data shows that British society is increasingly focusing on "fresh and healthy" food. 

[bookmark: _Toc197992802][bookmark: _Toc198074822]2.1.2The Digitalisation of The UK Fast Food Industry
The use of digitalization will be clearly reflected in food distribution efficiency and food safety, which is also the effective use of digitalization (Marvin et al., 2022). The penetration rate of food delivery platforms in the UK exceeds 60%, online orders have increased by 35% after the epidemic, and the UK market size in 2023 is £11.3 billion (Statista, 2024), with an annual growth rate of 7.2%, 86% of UK adults have used food delivery platforms, with 45% of users ordering at least one delivery per week (YouGov, 2023). McDonald's accounts for 12% of UK food delivery market sales (NPD Group, 2024). A series of figures show that the market share of digitalization in the UK fast food industry will be increasing. 

[bookmark: _Toc197992803][bookmark: _Toc198074823]2.1.3 The Competitive Landscape of The UK Fast Food Industry
The development of digitalization will intensify the competition of enterprises and organizations in the industry, which will also force enterprises with traditional competitive advantages to transform or change (Wen, Zhong and Lee, 2022).  The UK healthy fast-food market is expected to reach around £4.5 billion in 2023 and is expected to reach £6.5 billion in 2027 (Statista, 2023), with 62% of UK consumers preferring 'healthy fast food' over traditional fried food (YouGov 2023). Burger King’s “Plant-Based" products have increased the proportion of health packages on UK food delivery platforms to 20%. KFC's test "Vegan Fried Chicken" will account for more than 30% of KFC's healthy meals by the end of 2024 (KFC, 2024). In 2024, Subway will launch a "Fresh Forward" menu with approximately 10% less salt and sugar content (Subway, 2024). Through a series of data, it reflects the general desire of the British fast-food industry to seize market share through "fresh and healthy" positioning. 

[bookmark: _Toc197992804][bookmark: _Toc198074824]2.2 Microenvironment 
[bookmark: _Toc197992805][bookmark: _Toc198074825]2.2.1 Demand from UK Consumer
According to Deliveroo research in 2024, 55% of fast-food consumers in the UK order healthy meals through delivery apps and prefer customized options, and 72% of parents in the UK want to reduce fried food in children's fast-food meals (Deliveroo, 2024). 

[bookmark: _Toc197992806][bookmark: _Toc198074826]2.2.2 Consumption Channels of UK Consumers
By the end of 2024, the McDonald's UK app has accumulated more than 23 million downloads, and the user activity of the McDonald's app is also among the top five in the UK (YouGov, 2024).The average market usage of the McDonald's UK app is 2 minutes and 15 seconds, and the average market usage of the Starbucks app is 3 minutes and 50 seconds, indicating that the way to use the app for ordering and participating in activities has been accepted by consumers in the UK (Sensor Tower, 2024). 

[bookmark: _Toc197992807][bookmark: _Toc198074827]2.3 Internal Audit (SWOT). 
[bookmark: _Toc197992808][bookmark: _Toc198074828]2.3.1 McDonald's Advantages in the UK Fast Food Industry
On the premise of ensuring product quality, minimizing production costs and loss costs is the premise for enterprises or organizations to improve their existing capital situation and prepare for the next step of development (Lina, 2022). 70% of McDonald's in the UK comes from local suppliers, ensuring the freshness of raw materials and reducing their costs. McDonald's UK reduces food loss through AI inventory management, and the food loss rate of McDonald's in the UK in 2023 is 15% lower than the industry average. McDonald's standardisation and digital kitchen optimisation can enable employees to complete an order in an average of 90 seconds (the industry average is 120 seconds), and the dedicated McDelivery channel accounts for 12% of the UK food delivery market (Kantar, 2024). 

[bookmark: _Toc197992809][bookmark: _Toc198074829]2.3.2 Disadvantages of McDonald's in the UK Fast Food Industry
The benign development of enterprises and organizations needs to be changed and improved according to the market environment and the wishes of consumers, and the transformation of consumer needs and the transformation of social atmosphere also point out the development direction of enterprises and organizations to a certain extent (Li, et al., 2022). McDonald's ranks low in the UK's "Healthiest Fast-Food Brand" survey, with only 15% of menus meeting the 500 calories stipulated by the health standard, while McDonald's competitors in the UK such as Pret (40%) are more favoured by healthy consumers (Mintel, 2023). According to consumer surveys, 45% of UK consumers consider McDonald's to be a "high-calorie fast food" (YouGov, 2023). Although McDonald's UK stores have promised to be 100% recyclable by 2025, only 60% of them currently meet the standard (Greenpeace, 2024), which obviously cannot meet the requirements of McDonald's to reduce costs through recycling. 

[bookmark: _Toc197992810][bookmark: _Toc198074830]2.3.3 McDonald's Fast Food Industry Opportunities in the UK
The temporality of market opportunities suggests that firms need to be good at seizing and taking advantage of relevant market opportunities in a timely manner to achieve maximum time efficiency (Vekinis, 2023). The UK plant-based food market is growing by 20% annually, while McDonald's UK sources 70% of its ingredients from local suppliers, but relies on imports for healthy vegetables (Good Food Institute, 2023). McDonald's has the option of partnering with UK farms to enter into long-term agreements to reduce the cost of plant-based protein, organic salads, and McDonald's UK can choose to partner with third parties to invest in agriculture to ensure stable supply and reduce the cost of healthy meals and raise profit margins. 

[bookmark: _Toc197992811][bookmark: _Toc198074831]2.3.4 Threats to McDonald's in the UK Fast Food Industry
For the F&B industry, changes in customer demand and changes in the economic environment are the key factors influencing corporate decision-making (Choi, Zhang and Nadzri 2022). The average meal delivery time in the UK increased by 12 seconds in 2023 due to a shortage of labour in the UK leading to a decrease in the efficiency of store service (Euromonitor International, 2023). Emerging vegan brands are in fierce competition with McDonald's, with the UK vegan fast food market growing by 22% in 2023, with Pret in the UK accounting for 40% of vegetarian and low-calorie options and McDonald's only 15% (Statista, 2024). McDonald's in the UK needs to continue to complete the strategic transformation of healthy fast food through health and digitalization. 

[bookmark: _Toc197992812][bookmark: _Toc198074832]3.0 McDonald's Marketing Objectives 
Differentiation strategies require companies to form a unique product, service, or image, which can be covered by a premium even if the cost is high, and customer recognition of differentiation needs to be higher than price sensitivity (Porter, 1985). With the increasing attention of British consumers to healthy fast food and the continuous expansion of the healthy fast-food market, McDonald's marketing goal for the British market can not only achieve the demand for cost reduction, but also spread the image of healthy fast food to consumers, and realize the core differentiation advantages of McDonald's healthy fast food. 

 	McDonald's marketing objectives in the UK

	Target (0-6 months)
	Action (0-6 months)
	KPI (0-6 months).

	Increase the number of health products
	Add 10 improved products that are low in salt and fat, such as (grilled chicken breast and rice set)
	The variety of healthy meals can be expanded to more than 30 types

	Expand the range of products available for children's meals
	For example, you can choose to bake to reduce the fat content or use other condiments instead of adding salt
	The proportion of children's meal orders has increased

	Target (6-12 months）
	Action （6-12 months）
	KPI（6-12 months）

	The number of orders for APP health products has increased
	By obtaining points, consumers can enjoy discounts by completing consecutive orders, and through activities, consumers can accumulate points to redeem products by completing activities
	The use of APP health features has increased

	Promote healthy meals through advertisements on third-party platforms
	Establish and increase the number of healthy meals and focus on promoting low-calorie packages on takeaway platforms
	The order rate of food delivery platforms has increased

	Target (12-24 months)
	Action (12-24 months)
	KPI (12-24 months)

	Healthy catering has entered the top five in the industry
	Partnering with NHS in the UK to offer discounts for healthcare professionals strengthens the credibility of food and beverage as a health brand
	Health brand awareness ranking increases

	The coverage of the vegetable supply chain has been improved
	By working with local suppliers in the UK, McDonald's regularly offers more varieties of vegetables
	The localization rate of ingredients has increased



[bookmark: _Toc197992813][bookmark: _Toc198074833]4.0 McDonald's Marketing Strategy 
In market innovation and concept innovation, it is crucial to find out the innovation points from the differences in the different needs of consumers (Vilkas et al., 2022), The strategy is to be achieved as a continuous act. (Mintzberg, Ahlstrand and Lampel,1998). McDonald’s UK has achieved comprehensive coverage of standards through a digital system, formed a multi-party coordination mechanism through information transparency, and improved food safety assurance capabilities in an all-round way. McDonald's UK hopes that the combination of digitalisation and hepatisation will help British consumers understand the importance of health and increase corporate profits. 

McDonald's marketing strategy

	Core direction
	McDonald's UK is influencing the British public's understanding of the importance of health through digitalization and the healthiness of its products.

	Differentiation strategy
	Combining health and digital capabilities, we will launch a set of ways to use publicity and healthy catering to allow consumers to gradually accept the healthy fast food diet in the process of promoting and tasting McDonald's new products, and to make more non-consumers realize the importance of health through McDonald's health promotion, so as to achieve McDonald's for healthy diet promotion and corporate profitability.

	Product innovation
	McDonald's has the option of partnering with the British Association of Dietitians to develop a certified package, where consumers can customise their nutritional profiles within the app, such as protein, salt and carbs.

	Channel innovation
	The "AI Health Assistant" has been added to the McDonald's APP, and McDonald's "AI Health Assistant" can be linked to other sports software and recommend packages based on the user's exercise data.

	Target Population
	Health-conscious office workers aged 26-35 (41% of McDonald's consumers in the UK).



[bookmark: _Toc197992814][bookmark: _Toc198074834]5.0 McDonald's Marketing Tactics (7P) 
[bookmark: _Toc197992815][bookmark: _Toc198074835]5.1 Regarding the Impact of Product Factors on McDonald's
Businesses rely on products to meet the needs and desires of consumers and users to capture the market (Slack et al., 2020). McDonald's plans to capture the vegan fast-food market in the UK with an annual growth rate of around 20% (McDonald's UK, 2024). McDonald's has added the "McPlant+" series in the UK, launched the "Build Your Balanced Meal" module and added 7 plant-based protein options, McDonald's Breakfast in the UK has launched vegan muffins and cooperated with the NHS in the UK to provide enhanced consumer catering to the credibility of McDonald's health brand. McDonald's can run a free tasting event in the first month of a new product launch. McDonald's plans to reduce the cost of plant-based meat and carbohydrate raw materials by about 20% through large-scale procurement.

[bookmark: _Toc197992816][bookmark: _Toc198074836]5.2 Regarding the Impact of the Price Factor on McDonald's
Price planning can help enterprises use price factors to enter the target market and penetrate the market in the process of entering the market, and help enterprises better achieve their marketing goals (Ali and Anwar, 2021). For example, APP members can earn 2 points for every £1 spent on low-calorie products, while consumers can only earn one point for high-calorie products, consumers can get free any salad product if they accumulate 100 points, and consumers can get a dietitian consultation opportunity for 700 points, and a 5% premium through the health package However, APP members can also choose a preferential strategy of £1 for every 100 points. Through points, consumers can reduce their price sensitivity and cultivate healthy consumption habits. 

[bookmark: _Toc197992817][bookmark: _Toc198074837]5.3 Regarding the Impact of the Place Factor on McDonald's
A competitive location can make a store stand out from its competitors and attract more customers' attention and favour (Kim, 2021). McDonald's in the UK can adopt a high-end health and digital experience to create urban core areas, such as London's Oxford Street, Manchester's Whitworth Street, through the opening of new McDonald's health flagship stores, through the adoption of 50%.The menu is a healthy vegetarian and healthy salad option, and the nutritionist is always available to provide valuable advice and suggestions to consumers, and the competitive location also makes McDonald's promote healthy products much more effective, and McDonald's UK has opened a special healthy meal delivery through cooperation with takeaway platforms, making McDonald's single store healthy meal sales account for about 50%, and the unit price of customers has increased by about £2.6. 

[bookmark: _Toc197992818][bookmark: _Toc198074838]5.4 Regarding the Impact of the Promotion Factor on McDonald's

The healthy development of a business or organization requires all adequate cash flow and as little inventory as possible (Barchiesi and Fronzetti, 2021). In 2024, McDonald's China will launch the "1+1 All-you-can-match" campaign, during which the peak sales volume in a single day will exceed 2 million copies (accounting for 25% of the day's orders), and the McSpicy Chicken Leg Burger special price of 10 yuan will drive an 18% increase in store traffic by comparing the 2023 financial report. (McDonald's, 2024). 

[bookmark: _Toc197992819][bookmark: _Toc198074839]5.5 Regarding the Impact of the People Factor on McDonald's
Having a high-quality and high-skilled workforce makes the enterprise more advantageous in the market competition (Rozak et al., 2021). McDonald's resident health consultants use health assessment tools to train employees to become "health consultants", who can interpret the nutritional data of dishes, such as BMI calculation, body fat percentage analysis, diet diary interpretation, etc., to help formulate specific plans for different consumer needs, such as weight loss, muscle gain, etc. 

[bookmark: _Toc197992820][bookmark: _Toc198074840]5.6 Regarding the Impact of the Process Factor on McDonald's
Consumer feedback and data guide product improvement or innovation, so that businesses and organizations can adjust their marketing strategies in a timely manner (Alzoubi et al., 2022). McDonald's UK will provide a special dining window for customers who have ordered health packages through the mobile app by setting up a quick pick-up window and give the mobile app a separate health package page, and the APP will give priority to the health package by default to reduce the queuing time of consumers. Through the pick-up window of the healthy package, consumers can make personalized adjustments to the meal, such as bread type, onions, extra sauces, etc., and through the collection of consumer preference data, McDonald's can adjust its product strategy more quickly. 

[bookmark: _Toc197992821][bookmark: _Toc198074841]5.7 Regarding the Impact of the Physical Evidence Factor on McDonald's  
The image of a business or organization can bring better brand reputation and potential competitive differentiation opportunities to an organization or enterprise (Yuliana, Setiawan and Irawan 2023). McDonald's can strengthen its environmental and health image by gradually replacing FSC-certified recycled paper or bamboo fiber with hamburger packaging boxes, meal bags, beverage cup holders, etc., or replacing the drink cup lid with a straw-free design, which can further reduce the cost of raw materials, for example, McDonald's China will replace the cold drink cup lid with a straw-free design in 2023, and China will reduce about 400 tons of plastic (McDonald's China,2023). 

[bookmark: _Toc197992822][bookmark: _Toc198074842]6.0 Action Plan on McDonald's Marketing 
[bookmark: _Toc197992823][bookmark: _Toc198074843]6.1 Timeline about McDonald's Marketing Plan 
From January to March, McDonald's selected a supplier to sign a contract with McDonald's to discuss issues related to the development of APP functions.  Since McDonald's new Health Advisor module requires technology vendors to provide development algorithms, suppliers need to provide authoritative nutrition data, so McDonald's corporate headquarters in the UK should set up a set of supplier selection criteria. 

About the selection of suppliers

	About APP technical capabilities
	Whether there are similar cases

	About APP compliance
	Whether it can meet international data security certifications such as ISO27001

	About APP cost and lead time
	Whether agile development is supported



[bookmark: _Toc198074844]6.2 Contract Negotiation

On the issue of contract negotiations between McDonald's and suppliers

	About the terms of McDonald's contract with the supplier
Type of Clause
	Examples of specific content

	Scope of Services
	The supplier provides the development of a health labelling system and the integration of McDonald's nutrition database

	Data Ownership
	McDonald's owns all user-generated health data and does not make it publicly available

	Delivery milestones
	McDonald's UK official phased payment, which includes 30% upfront payment and 40% of the test fee and 30% of the post-launch fee

	Division of liability for breach of contract
	The supplier deducts 0.5% of the contract amount for each 1 day of delay

	intellectual property
	Suppliers are required to transfer ownership of the code to McDonald's UK

	Legal review
	Ensure compliance with local UK laws



[bookmark: _Toc197992825][bookmark: _Toc198074845]6.3 McDonald's APP Launched and Optimized

About McDonald's APP online optimization

	Grayscale release
	The new feature was first opened to McDonald's employees in the UK to monitor the efficiency of the app, the failure rate and the duration of use

	Supplier KPI assessment
	Whether the system fault response time can be controlled within 2 hours, and whether the bug repair period can be controlled within 24 hours

	Contract Renewal Evaluation
	Based on consumer usage, it is decided whether McDonald's has a long-term relationship with this supplier



[bookmark: _Toc197992826][bookmark: _Toc198074846]6.3 McDonald's Publicity Plan in the UK
McDonald's selected a total of 6 stores in London, Manchester and Leeds from April to June to carry out pilot store renovation and launched a TikTok campaign.  

About McDonald's promotional plans in the UK

	Stage
	Tactics
	Execution focus

	Warm-up period
	Create suspense and arouse user curiosity
	McDonald's creates suspense ads through partnerships with local influencers in the UK

	Development period
	Traffic conversion to promote consumption
	McDonald's has created a challenge and offered consumers limited-time coupons by setting up a challenge challenge

	Outbreak period
	User retention, secondary dissemination
	McDonald's provides deeper and more connotative advertising content based on existing members, and establishes a long-term operation model based on existing members



[bookmark: _Toc197992827][bookmark: _Toc198074847]6.4 Budgetary Issues
About the budget of the McDonald's app

	Project
	Percentage of budget
	Description of use

	Influencer collaboration
	30%
	McDonald's works with well-known anchors and influencers in the UK to participate in influencers and small and medium-sized bloggers

	Challenge Promotion
	30%
	McDonald's has officially set up online and offline challenges through TikTok

	Live streaming subsidy
	20%
	McDonald's has set up preferential activities through TikTok live broadcast rooms, and has given some influencers the right to set up activities to expand its influence

	Incentive rewards
	20%
	Conduct a lucky draw and distribute prizes through the TikTok live broadcast room



McDonald's launched a nationwide campaign from July to December, providing personalized health advice to consumers and members every week.  McDonald's sends targeted health challenge invitations to high-frequency users through in-app push, and McDonald's explains the benefits of healthy meals, the benefits of healthy meals with exercise, and how to eat healthy with the McDonald's app through social media linkage. 

[bookmark: _Toc197992828][bookmark: _Toc198074848]6.5 Data Monitoring and Optimization of the McDonald's APP

About the data monitoring and optimization of the McDonald's app

	Index
	Optimize the orientation

	Usage rate of health features in the McDonald's app
	McDonald's increases in-app user reminders and provides appropriate adjustment of the reward mechanism to achieve the goal of attracting more consumers

	The number of participants in the challenge
	McDonald's appropriately lowered the threshold for consumer participation

	McDonald's and Tik Tok co-branded partnership conversion rate
	McDonald's works with sports brands to obtain relevant data and test the effectiveness of different fitness methods and methods on consumer fitness



[bookmark: _Toc197992829][bookmark: _Toc198074849]7.0 Control Factor on McDonald's Marketing Strategy 
[bookmark: _Toc197992830][bookmark: _Toc198074850]7.1 KPIs and Monitoring of McDonald's App Data  
McDonald's sales of health packages in the UK need to be tracked regularly, and the target revenue growth needs to be more than 18%. 

Questions about KPIs and monitoring for McDonald's App Data

	KPI
	Definition
	Target value

	About the number of visits to the health module of the McDonald's APP
	McDonald's judges the success of health marketing by the number of users who visit the health feature page each week
	The number of visits to the new column is expected to increase by more than 30% compared to when the new column was not added at McDonald's

	Challenge participation rate
	McDonald's uses app data to calculate the percentage of users who participate in health and exercise challenges
	More than 20% of users participated in the campaign through the McDonald's UK app

	User activity
	McDonald's calculates the number of active users through other software connected to the app
	The McDonald's UK app needs to have more than 150,000 users active in the first month




[bookmark: _Toc197992831][bookmark: _Toc198074851]7.2 Usage Rate of Health Functions of McDonald's APP
McDonald's app health function usage data in the UK needs to be tracked regularly, and the target DAU (Daily Active Users) increase is more than 25%. 

About the use of health functions of the McDonald's app

	KPI
	Definition
	Target value

	The order rate of the health package
	The proportion of McDonald's users who choose to recommend health packages through the app
	Over 20% increase

	The consumer's points redemption rate
	The proportion of McDonald's users who redeem sports points for rewards through the app
	Over 25% increase

	Click-through rate of co-branded content within the McDonald's app
	The click-through rate and view rate of watching fitness collaboration content through the McDonald's app
	Over 8% increase



[bookmark: _Toc197992832][bookmark: _Toc198074852]7.3 The amount of Content Generated by McDonald's App Users
McDonald's app health usage data in the UK needs to be tracked in real time, and the total number of user-generated content for the My McD Healthy Hack is greater than 80,000. 

McDonald's app user generated content volume issue

	KPI
	Definition
	Target value

	McDonald's UK sales of low-calorie and high-protein products
	Percentage of sales of health label products
	Sales of health label products increased by about 15%

	McDonald's UK APP new user registrations
	The number of new users who signed up for the app because of the health plan
	The number of new users who sign up for the health plan is expected to exceed 50,000

	McDonald's UK app user health retention rate

	Daily retention rate of users participating in health plans
	The daily retention rate of health plan participants is expected to exceed 40%



[bookmark: _Toc197992833][bookmark: _Toc198074853]7.4 Continuous Improvement Mechanism of McDonald's Marketing Strategy
Considering that vegetable and meat prices in the UK are more affected by inflation and the price sensitivity of different cities in the UK, there are inflationary pressures in the UK, for example, about 10% food inflation in the UK in 2023-2024 (ONS, 2024). McDonald’s stores need to dynamically adjust the package mix. The cost of healthy ingredients in the UK, such as organic vegetables and plant-based meat, is high, and some stores in the UK may raise prices separately based on the cost of local ingredients, while the traditional high-calorie set menu remains stable, such as " 2025 to help UK consumers reduce their sugar and fat intake and increase their dietary fibre intake". 

About McDonald's Marketing Strategy Continuous Improvement Mechanism

	Target
	Target value

	Helping UK consumers reduce their fat intake
	Help UK consumers reduce their fat intake by about 7g per person per day by 2025

	Helping UK consumers reduce their sugar intake
	Help UK consumers reduce their sugar intake by about 8g per person per day by 2025

	Helping UK consumers increase their dietary fibre intake
	Help UK consumers increase their dietary fibre intake by 2025. The average is about 18g per person per day


[bookmark: _Toc197992834][bookmark: _Toc198074854]8.0 McDonald's UK Expected Performance Improvement 
In the UK, health products are generally favored by women, young families, fitness people, etc., with about 7% of vegetarians and 21% of flexitarians in 2023 (Department for Education. 2024). McDonald's has pledged to reduce the average calorie in the global core menu by 15% by 2026, and the health product adjustment can accelerate the plan. Through the combination of digitalization and health, McDonald's health package in the UK is expected to contribute 5% to the annual revenue growth. 



















[bookmark: _Toc197992835][bookmark: _Toc198074855]Conclusion
This marketing plan aims to increase market share by identifying McDonald's marketing objectives in the UK and using the SOSTAC framework to plan and analyze the market environment of healthy fast food in the UK in detail, as well as to determine McDonald's competitive advantages. The plan systematically plans the differentiated competitiveness of McDonald's supply chain and digitalization in the UK in the fast food health track by combining the advantages of McDonald's supply chain and digitalization in the UK with the local health trend in the UK and through the marketing mix (7P). Through the combination of digitalization and health, McDonald's health package and health plan in the UK are expected to contribute 5% of the annual revenue growth. Although McDonald's is at the forefront of the market in the UK, the increasing market share of healthy fast food has also forced McDonald's to adopt a strategy in line with the UK localization strategy and health promotion strategy to cater to customers and seize the market. 
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The following table is a diagram of the entire marketing plan, and its content is mainly to facilitate the recording of the terms and possible risk issues arising from the marketing plan. The main narrative of the entire marketing plan is 2733 words.

1.McDonald's marketing objectives in the UK

	Target (0-6 months)
	Action (0-6 months)
	KPI (0-6 months).

	Increase the number of health products
	Add 10 improved products that are low in salt and fat, such as (grilled chicken breast and rice set)
	The variety of healthy meals can be expanded to more than 30 types

	Expand the range of products available for children's meals
	For example, you can choose to bake to reduce the fat content or use other condiments instead of adding salt
	The proportion of children's meal orders has increased

	Target (6-12 months）
	Action （6-12 months）
	KPI（6-12 months）

	The number of orders for APP health products has increased
	By obtaining points, consumers can enjoy discounts by completing consecutive orders, and through activities, consumers can accumulate points to redeem products by completing activities
	The use of APP health features has increased

	Promote healthy meals through advertisements on third-party platforms
	Establish and increase the number of healthy meals and focus on promoting low-calorie packages on takeaway platforms
	The order rate of food delivery platforms has increased

	Target (12-24 months)
	Action (12-24 months)
	KPI (12-24 months)

	Healthy catering has entered the top five in the industry
	Partnering with NHS in the UK to offer discounts for healthcare professionals strengthens the credibility of food and beverage as a health brand
	Health brand awareness ranking increases

	The coverage of the vegetable supply chain has been improved
	By working with local suppliers in the UK, McDonald's regularly offers more varieties of vegetables
	The localization rate of ingredients has increased



2.McDonald's marketing strategy

	Core direction
	McDonald's UK is influencing the British public's understanding of the importance of health through digitalization and the healthiness of its products.

	Differentiation strategy
	Combining health and digital capabilities, we will launch a set of ways to use publicity and healthy catering to allow consumers to gradually accept the healthy fast food diet in the process of promoting and tasting McDonald's new products, and to make more non-consumers realize the importance of health through McDonald's health promotion, so as to achieve McDonald's for healthy diet promotion and corporate profitability.

	Product innovation
	McDonald's has the option of partnering with the British Association of Dietitians to develop a certified package, where consumers can customise their nutritional profiles within the app, such as protein, salt and carbs.

	Channel innovation
	The "AI Health Assistant" has been added to the McDonald's APP, and McDonald's "AI Health Assistant" can be linked to other sports software and recommend packages based on the user's exercise data.

	Target Population
	Health-conscious office workers aged 26-35 (41% of McDonald's consumers in the UK).



3.About the selection of suppliers

	About APP technical capabilities
	Whether there are similar cases

	About APP compliance
	Whether it can meet international data security certifications such as ISO27001

	About APP cost and lead time
	Whether agile development is supported




4.About the terms of McDonald's contract with the supplier

	Type of Clause
	Examples of specific content

	Scope of Services
	The supplier provides the development of a health labelling system and the integration of McDonald's nutrition database

	Data Ownership
	McDonald's owns all user-generated health data and does not make it publicly available

	Delivery milestones
	McDonald's UK official phased payment, which includes 30% upfront payment and 40% of the test fee and 30% of the post-launch fee

	Division of liability for breach of contract
	The supplier deducts 0.5% of the contract amount for each 1 day of delay

	intellectual property
	Suppliers are required to transfer ownership of the code to McDonald's UK

	Legal review
	Ensure compliance with local UK laws



5.About McDonald's APP online optimization

	Grayscale release
	The new feature was first opened to McDonald's employees in the UK to monitor the efficiency of the app, the failure rate and the duration of use

	Supplier KPI assessment
	Whether the system fault response time can be controlled within 2 hours, and whether the bug repair period can be controlled within 24 hours

	Contract Renewal Evaluation
	Based on consumer usage, it is decided whether McDonald's has a long-term relationship with this supplier



6.About McDonald's promotional plans in the UK

	Stage
	Tactics
	Execution focus

	Warm-up period
	Create suspense and arouse user curiosity
	McDonald's creates suspense ads through partnerships with local influencers in the UK

	Development period
	Traffic conversion to promote consumption
	McDonald's has created a challenge and offered consumers limited-time coupons by setting up a challenge challenge

	Outbreak period
	User retention, secondary dissemination
	McDonald's provides deeper and more connotative advertising content based on existing members, and establishes a long-term operation model based on existing members



7.About the budget of the McDonald's app

	Project
	Percentage of budget
	Description of use

	Influencer collaboration
	30%
	McDonald's works with well-known anchors and influencers in the UK to participate in influencers and small and medium-sized bloggers

	Challenge Promotion
	30%
	McDonald's has officially set up online and offline challenges through TikTok

	Live streaming subsidy
	20%
	McDonald's has set up preferential activities through TikTok live broadcast rooms, and has given some influencers the right to set up activities to expand its influence

	Incentive rewards
	20%
	Conduct a lucky draw and distribute prizes through the TikTok live broadcast room



8.About the data monitoring and optimization of the McDonald's app

	Index
	Optimize the orientation

	Usage rate of health features in the McDonald's app
	McDonald's increases in-app user reminders and provides appropriate adjustment of the reward mechanism to achieve the goal of attracting more consumers

	The number of participants in the challenge
	McDonald's appropriately lowered the threshold for consumer participation

	McDonald's and Tik Tok co-branded partnership conversion rate
	McDonald's works with sports brands to obtain relevant data and test the effectiveness of different fitness methods and methods on consumer fitness



9.Questions about KPIs and monitoring for McDonald's App Data

	KPI
	Definition
	Target value

	About the number of visits to the health module of the McDonald's APP
	McDonald's judges the success of health marketing by the number of users who visit the health feature page each week
	The number of visits to the new column is expected to increase by more than 30% compared to when the new column was not added at McDonald's

	Challenge participation rate
	McDonald's uses app data to calculate the percentage of users who participate in health and exercise challenges
	More than 20% of users participated in the campaign through the McDonald's UK app

	User activity
	McDonald's calculates the number of active users through other software connected to the app
	The McDonald's UK app needs to have more than 150,000 users active in the first month




10.About the use of health functions of the McDonald's app

	KPI
	Definition
	Target value

	The order rate of the health package
	The proportion of McDonald's users who choose to recommend health packages through the app
	Over 20% increase

	The consumer's points redemption rate
	The proportion of McDonald's users who redeem sports points for rewards through the app
	Over 25% increase

	Click-through rate of co-branded content within the McDonald's app
	The click-through rate and view rate of watching fitness collaboration content through the McDonald's app
	Over 8% increase



11.McDonald's app user generated content volume issue

	KPI
	Definition
	Target value

	McDonald's UK sales of low-calorie and high-protein products
	Percentage of sales of health label products
	Sales of health label products increased by about 15%

	McDonald's UK APP new user registrations
	The number of new users who signed up for the app because of the health plan
	The number of new users who sign up for the health plan is expected to exceed 50,000

	McDonald's UK app user health retention rate

	Daily retention rate of users participating in health plans
	The daily retention rate of health plan participants is expected to exceed 40%



12.About McDonald's Marketing Strategy Continuous Improvement Mechanism

	Target
	Target value

	Helping UK consumers reduce their fat intake
	Help UK consumers reduce their fat intake by about 7g per person per day by 2025

	Helping UK consumers reduce their sugar intake
	Help UK consumers reduce their sugar intake by about 8g per person per day by 2025

	Helping UK consumers increase their dietary fibre intake
	Help UK consumers increase their dietary fibre intake by 2025. The average is about 18g per person per day



