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Executive Summary
Based on a marketing audit of McDonald’s UK, this report focuses on developing a strategic marketing plan for the plant-based product line as a key area for innovation. Using the SOSTAC framework, the following SMART objectives have been established: from May 2026 to April 2027, increase sales of plant-based products by 25%, raise their share of total sales from 10% to 18%, and attract 12% new customers. Strategically, the plan employs product development (Ansoff Matrix) and differentiation (Porter’s Generic Strategies), combined with STP to target health- and eco-conscious consumers. Tactically, the 7Ps are designed in detail. Actions are scheduled using Gantt charts, KPIs (sales, customer satisfaction, NPS, social media mentions) are established for monitoring, and continuous improvement is achieved through quarterly reviews. Achieving this goal will strengthen McDonald’s competitive position as a leader in sustainable fast food, while improving brand perception and customer loyalty.
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1.0 Introduction

The UK fast-food industry is highly competitive, and consumer demand for healthier and more sustainable food is growing (Statista, 2025). As the market leader, McDonald’s faces pressure from plant-based challengers such as Pret, Greggs, and Leon. The marketing audit in Assignment 1 revealed that McDonald’s has significant opportunities in the plant-based sector (e.g., the McPlant range), but consumer awareness is low and promotion is inconsistent. This plan aims to strengthen McDonald’s competitive advantage by focusing on innovative marketing strategies for plant-based products. It employs the SOSTAC framework (Smith & Chaffey, 2022) and SMART goal-setting.











2.0 Situational Analysis

2.1 Environmental Summary

2.1.1 Macroenvironment
The UK government is promoting low-carbon diets, and the plant-based market is growing by 12% annually (Mintel, 2024).

2.1.2 Microenvironment
Competitors offer dedicated vegetarian menus; costs for plant-based protein suppliers are declining.

2.1.3 Internal Environment
McDonald’s possesses a strong supply chain and brand recognition, but McPlant accounts for only 10% of sales and lacks marketing support.

2.2 SWOT Summary

2.2.1 Strengths
Brand awareness, store network, supply chain, existing McPlant platform.

2.2.2 Weaknesses
Perceived as “unhealthy” by some consumers; low awareness of plant-based products.

2.2.3 Opportunities
Growth in flexitarians, government subsidies, co-branding.

2.2.4 Threats
Competitors’ plant-based products, inflation, negative media coverage.

2.3 Strategic Direction
Using the Ansoff Growth Matrix (Ansoff, 1957), this plan selects a product development strategy—introducing expanded plant-based products in the existing market. Combining this with Porter’s Generic Strategies (Porter, 1980), the plan adopts a differentiation focus, targeting the health and eco-friendly market segment.

3.0 Objectives (SMART)
The SMART principle (Doran, 1981) requires that objectives be specific, measurable, achievable, relevant, and time-bound. This plan sets a core marketing objective to achieve a 25% increase in plant-based product sales within the next 12 months (May 1, 2026 – April 30, 2027) by relaunching and expanding the McPlant series as a new sub-brand, “McPlant+”; increase the share of plant-based sales from 10% to 18%; achieve a 12% increase in new customers (tracked via the app); and enhance the brand’s association with “health and sustainability” by 15% (based on consumer surveys).
3.1 Rationale for Selection
The plant-based market represents a future growth opportunity (Statista, 2025). Strengthening this segment will help McDonald’s fend off competitors and boost unit profitability. It will also attract new customers, improve the brand’s image, and align with the sustainability goals of McDonald’s “Transformation Plan.”

4.0 Strategy (STP)

4.1 Market Segmentation
Segmented by lifestyle into health-conscious consumers, environmental advocates, flexitarians, and young urban professionals.

4.2 Target Market
Urban adults aged 18–35 who frequently eat fast food but are health- and environmentally conscious; as well as existing customers who are “curious about plant-based options.”

4.3 Positioning
“Real Taste, Real Plants, Real Change” — McPlant+ makes plant-based eating convenient, affordable, and delicious.

5.0 Tactics (7Ps)
5.1 Product
Launch the McPlant+ sub-brand, featuring three new products: burgers, wraps, and breakfast muffins. Packaging will use recyclable materials and display carbon footprint labels. Introduce seasonal limited-edition products.

5.2 Price
Adopt a premium yet affordable strategy. Price products 10–15% higher than comparable conventional items to reflect the cost of high-quality ingredients and sustainability. For example, the plant-based burger is priced at £6.95. Offer “combo deals” (e.g., burger + drink and snack for £8.50) to attract first-time customers.

5.3 Place
Prioritize rollout in 1,300 UK stores; Partner with Deliveroo and Uber Eats to offer exclusive plant-based meal kits; open pop-up stores in university districts and office buildings in London and Manchester; create a “Plant-Powered” section on the official website and app to support advance ordering.

5.4 Promotions
Implement integrated marketing communications, including social media posts showcasing the production process and interviews with nutritionists; collaborate with fitness influencers on a “30-Day Plant-Based Challenge.”

5.4.1 Launch Period Promotions
The first 1,000 online orders receive a 50% discount; members earn double points.

5.4.2 PR Activities
Collaborate with the “Vegan Society UK” for certification; issue a press release (Hunt, 2021).

5.5 Personnel
First, provide “plant-based knowledge training” to employees, requiring each staff member to be able to answer three common customer questions (nutrition, taste, environmental benefits).
Second, establish a “Green Ambassador” award for the Employee of the Month to incentivize enthusiastic service.

5.6 Processes

5.6.1 Streamlined Ordering Process
Include a “Plant-Powered” icon on the menu; enable one-click filtering of plant-based items in the app.

5.6.2 Preparation Time
Keep preparation time under 8 minutes, consistent with regular menu items.
5.6.3 Customer Feedback
Send a satisfaction survey after every transaction and respond to negative reviews within 48 hours.

5.7 Visual Merchandising
First, incorporate green and wooden elements into store decor, highlighting plant-based posters and LED carbon savings counters.
Second, packaging design emphasizes “100% Plant-Based” and “Compostable.”
Third, staff aprons feature a unified “Plant-Powered Crew” logo.

6.0 Action Plan
A Gantt chart (Gantt, 1910) is used to schedule activities over a 12-month period (see Table 1; the appendix provides a detailed breakdown). Key milestones:
· Month 1: Finalize product specifications
· Month 2: Employee training
· Month 3: Launch in stores nationwide
· Month 4: Launch of marketing campaign
· Months 5–6: First promotional campaign
· Month 7: Data adjustments
· Month 9: Seasonal limited-edition products
· Month 12: Annual review

7.0 Control
Marketing control ensures goal attainment (Kotler & Keller, 2016). The following KPIs are set and measured:
	KPI
	Target
	Frequency
	Responsible

	Weekly McPlant+sales revenue
	+25% vs baseline
	Weekly
	Sales Dept

	Plant-based share of total sales
	18%
	Quarterly
	Market Research

	New customer acquisition (app)
	+12%
	Monthly
	CRM

	Net Promoter Score (McPlant+)
	>=55
	Monthly
	Customer Service

	Social media mentions (#McPlantPlus)
	1000 per month
	Weekly
	Digital Marketing

	Customer satisfaction (taste/nutrition)
	>=4.3/5
	Monthly
	Operations



Control procedures:
Weekly dashboard: sales, app orders, sentiment analysis from social listening.
Quarterly strategic review: if deviation >10% from any KPI, implement corrective actions (e.g., adjust advertising spend, menu engineering, additional training).
Continuous improvement: Use PDCA cycles (Plan‑Do‑Check‑Act) every quarter to refine tactics based on customer feedback and market changes.

8.0 Recommendations
First, sign co-branding agreements with plant-based technology companies (such as Beyond Meat) to build trust (Chaudhuri & Holbrook, 2001).
Second, develop a loyalty mini-program where users can accumulate “green points” by purchasing plant-based products and redeem them for free items.
Third, McDonald’s should consider launching a plant-based breakfast menu in 2027.











9.0 Conclusion
This marketing plan focuses on plant-based product innovation and utilizes the SOSTAC framework to systematically drive McDonald’s toward achieving a competitive advantage. The SMART objectives are clear, the 7Ps tactics are specific, and the control mechanisms are robust. Successful implementation will enhance McDonald’s market share, customer loyalty, and sustainable brand image, enabling the company to address industry challenges and capitalize on growth opportunities.
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