Marketing plan for the development of Burger King






Student name: ChenCheng Du
Student number: 2324445
Module code: BMBM6016
Module name: Strategic Marketing



Executive Summary

This marketing plan sets out the strategy for Burger King's expansion in the UK market between September 2025 and August 2026, and aims to help Burger King strengthen its position in the UK family consumer segment. Despite its brand presence in the fast-food industry, Burger King is still at a disadvantage compared to McDonald's and KFC in terms of appealing to the family segment. Thus, this report proposes that Burger King enhances its brand position among family consumers through product innovation.

The plan mainly follows the SOSTAC framework, which starts with a detailed analysis of the current market situation in the fast-food industry, and then analyses Burger King's own strengths using the Resource-based View theory. In addition, in strategy formulation, this report proposes that Burger King should innovate its menus and services through the Ansoff Matrix, in order to realize its brand value. What's more, the report suggests that Burger King should innovate its menu and services to achieve brand value.

Moreover, the report also uses the 7P framework (Product, Price, Channel, Promotion, People, Process, and Physical Presentation) to suggest the implementation of Burger King's strategy, which is to be carried out step by step in accordance with the timetable. This will help to ensure the effectiveness and flexibility of the plan implementation.

Finally, through the implementation of this plan, Burger King is expected to further increase its brand influence and build a long-term relationship with household consumers in the future.
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[bookmark: _Toc198495297]Chapter one: Introduction

This marketing plan report focuses on providing some strategic initiatives for the expansion of Burger King in the UK market. This report suggests that Burger King is aiming to focus on the family consumer and is planning to implement these strategic initiatives between September 2025 and August 2026.This report is based on the findings of the marketing plan report and is based on the findings of the marketing plan report and is based on the findings of the marketing plan report. In recent years, as the family and children's market has grown in influence, Burger King needs to launch family-focused products.

This report will analyze Burger King's strategic plan in detail primarily using the structure of SOSTAC, a planning model that was originally developed in the 1990s (Wulandari et al, 2025). It is a structured, targeted planning model (Sarmini et al, 2023). It facilitates companies to analyze the current market environment. Secondly, this report uses Resource-based View to analyze Burger King's own capabilities, and Burger King should set clear goals based on the actual situation. Moreover, this report also analyzes Burger King strategy based on Ansoff Matrix model. This report suggests that the ultimate goal of Burger King's plan is to expand its influence among household consumers and expand its competitiveness in the market.







[bookmark: _Toc186923289][bookmark: _Toc193487617][bookmark: _Toc198495298]Chapter two: Situation analysis -- environment and resources
[bookmark: _Toc186923290][bookmark: _Toc193487618][bookmark: _Toc198495299]2.1—External environment analysis
The analysis of the external environment is an indispensable part of making a viable market development plan for a company. Business managers need to ask themselves the question, "Where are we now?" That is to say, companies need to know clearly where they are in order to make further plans. The PESTEL framework is important for companies to understand the macro environment, because it can help them to identify the future direction, so successful companies often use the Pestel model (Siddiqui, 2021).

1). Political environment. In recent years, some scholars have suggested that the British government should continue to raise the minimum wage while providing more sick leave for workers and employees. (Cominetti et al, 2020. Further information is included in appendix 1). This will undoubtedly have an impact on the labour-intensive fast-food industry, which means that the operating costs of Burger King may increase in the future. In addition, after COVID-19, the obesity rate in the UK has increased, and the British government has strengthened the regulation of the fast-food industry, such as about 50% of local restrictions on the number of fast-food restaurants in England (Brown et al, 2022).

2). Economic factor. With the unbalanced development of the economy, the UK is still facing inflationary pressure, which directly leads to rising consumer prices and may reduce people's disposable income (Das, Ripan, 2023). This means that consumers may pay more attention to the cost-effectiveness of food. Fast food, as a type of food with high efficiency, has undoubtedly become the first choice of some consumers. However, the low entry threshold of the fast-food industry also makes the competition in this industry fiercer. Thus, Burger King can launch more promotional packages to attract more customers.

3). Social trend. Although meat has always been the main category of food in the British diet, the dietary preferences of Britons have been slowly changing in recent years. Some consumers are more inclined to choose healthy foods, such as plant-based foods and low-calorie, low-sugar foods (Alae-Carew et al, 2022). According to data, from 2017 to 2019, the proportion of British people reducing their meat intake increased from 28% to 39%, which means that this proportion may continue to rise in the future (Mhairi K; et al, 2021). Therefore, if Burger King can launch a series of healthy and environmentally friendly food types, it will attract more young consumer groups.

4). Technological development. With the development and progress of technology, technology is changing the mode of operation of various industries, including the fast-food industry. Burger King has adopted mobile ordering and self-service ordering machines. By adopting self-service ordering machines, Burger King has accelerated the processing speed of orders and improved efficiency (Shaharin et al, 2024). This means that technological progress will effectively enhance customer satisfaction and experience.

5). Environmental factor. In recent years, with the promotion of sustainable development goals by various countries, more and more consumers have begun to pay attention to the brand responsibility and environmental awareness of enterprises, such as whether the packaging bag can be recycled? Is it more environmentally friendly? This reflects that consumers want enterprises to fulfil environmental responsibility (Magnus et al, 2020). Burger King has begun to use paper straws and recyclable packaging bags, which is conducive to Burger King fulfilling environmental responsibility and improving competitiveness.

6). Legal supervision. The fast-food industry in the UK is also regulated to some extent by different laws. For example, in some areas of England and Wales, the operating hours of the fast-food industry may be restricted to solve the number of times children buy fast food every day and protect their physical health (O'Malley et al., 2021). Therefore, Burger King considers the laws and regulations of different regions and implements a market development plan that complies with local laws.

[bookmark: _Toc198495300]2.2—Enterprise resources and capabilities(resource-based view)
1). Brand image. Although Burger King's popularity and influence in the UK are not as strong as those of McDonald's and KFC, it still has its unique market positioning and menu advantages. First of all, Burger King's hamburger series is different. In 2021, Burger King's report claimed that the company's goal is to achieve the goal of replacing meat with plant-based food and vegetarian products by providing plant-based food and vegetarian products (Jones and Peter, 2022). In addition, Burger King's grilled hamburger features attract more new young consumers, making its products different from those of McDonald's and KFC.

2). Human resources. Burger King employees have a more complete training process, and employees usually have strong professional skills and are patient and polite to customers. This attitude can also effectively retain customers (Teoh et al, 2023). However, in general, compared with McDonald's and KFC, Burger King has fewer stores in the UK and a lower brand contact rate. Burger King should consider setting up more stores in the future to improve brand penetration.

3). Opportunities and threats. At present, the market environment facing Burger King is full of opportunities and competitive threats. First of all, with the pursuit of healthy eating habits by British consumers and the trend of gradually reducing meat intake, Burger King's plant-based burgers and other vegetarian foods can often meet the needs of these consumers. Secondly, Burger King's grilled burgers make its products different and can stimulate consumers' desire to buy. However, the characteristics of the fast-food industry are low entry barriers, strong competition, and many substitutes. This means that Burger King must participate in fierce price and market competition. The fluctuation of raw material prices and the needs of stakeholders may also affect Burger King's market development. Therefore, Burger King must formulate a series of marketing plans to deal with these opportunities and difficulties.

[bookmark: _Toc193487624][bookmark: _Toc198495301]Chapter three: Objectives—focusing on family-centric brand development
Although Burger King has a strong brand awareness among young consumers, there are still shortcomings among family-oriented consumers, especially in the innovation of family consumers and children's menus. Family consumers account for a large proportion of the fast-food industry. According to data, people with the highest monthly household income in Saudi Arabia often eat fast food. Research in the United States also shows that low-income families are less likely to eat fast food (Mumena et al, 2022). Therefore, Burger King in the UK needs to establish long-term loyalty with family consumers. In contrast, McDonald's has established a close relationship with family consumers and children through Happy Meal and children's toy cooperation.

[bookmark: _Toc193487625][bookmark: _Toc198495302]3.1—Objective 1: Create innovative children's meals
According to the survey, children's dining experiences are often determined by where they eat and whether they eat with other family members (Ravikumar et al., 2022). Therefore, children's meals are essential for Burger King, as they not only drive household consumption but also help the company establish a brand image among children.

[bookmark: _Toc198495303]3.2—Objective 2: Optimize the store and facility experience
Some scholars have pointed out that the dining atmosphere of a restaurant as a physical stimulus can affect consumers' emotions, thereby affecting their consumption behaviour (Chen, Kuan-Ying et al, 2023). Therefore, home consumers tend to pay more attention to the dining atmosphere and convenience of the restaurant. It is also one of the development goals of Burger King to improve the experience and satisfaction of home consumers by transforming the dining atmosphere.

[bookmark: _Toc198495304]3.3—Strategic significance of the objectives
1). Enhance family affinity. Although Burger King has brand influence among young people aged 18-30, it is clearly lagging behind McDonald's and KFC in the field of family consumers. First of all, Burger King's children's menu is limited, lacking innovation and appeal. Second, some stores do not consider parent-child users and do not set up parent-child seats and safety seat facilities. Moreover, Burger King's burgers focus on grilling and coolness, which means that Burger King's food is more attractive to teenagers and adult consumers, lacking warmth and educationalness.

2). Family consumption is an important support for the fast-food industry. In the UK, household consumption is often one of the important sources of revenue for the fast-food industry. On weekends and statutory holidays, British families often choose to use fast food restaurants as places for family meals, especially families with multiple children. According to research, children's psychology affects the frequency of family outings, and parents tend to follow their children's preferences to eat fast food (O'Mara et al., 2021). Therefore, parents tend to choose fast food restaurants with well-equipped stores and clean environments. Optimizing stores and facilities is important for Burger King.

[bookmark: _Toc198495305]Chapter four: Strategic choices for capturing the family consumer group—Ansoff Matrix
The Ansoff matrix can help enterprises determine specific strategies for products and markets (Vrtana et al., 2020). According to the current situation of Burger King in the UK market, the strategy of market development and product development is more feasible.

1). Market development. The main goal of this strategy is to develop new products and services based on the existing products of Burger King, so as to achieve the goal of fully covering the group of household consumers. First of all, Burger King should add infrastructure to its stores, adding some child seats, parent-child seats, and some safety facilities to its stores. Secondly, Burger King can consider increasing the number of stores in some densely populated areas, such as downtown and shopping malls, to enhance its brand influence. Moreover, Burger King can also cooperate with YouTube's parent-child video bloggers to strengthen the promotion of the brand, thereby expanding the market.

2). product development. Burger King can launch some DIY hamburgers and parent-child gift boxes on some holidays to enhance the interaction between parents and children. Second, Burger King can launch healthy and low-calorie children's meals to ensure the health of children, and attach toys or puzzles to the meal. This not only reflects the concern for children's health, but also enhances children's impression of the brand. In short, the purpose of this strategy is to appeal to parents with a healthy brand image and enhance children's identification with the brand.

[bookmark: _Toc198495306]Chapter five: 7P tactical plan
Because the product is tangible, the fast-food industry, as a service industry, usually uses the 7P model to meet the different needs of customers (Do, Quan, 2020). In order to meet the needs of home users, Burger King can adjust the product from each of the 7 parts.

1). Product. Upgrade the children's meal, the hamburger should pursue health and vegetarianism, and provide toys with environmental education, such as jigsaw puzzles and pamphlets. In addition, for some children with sensitive constitutions, the menu should be specially marked to meet the dietary needs of different customers.

2). Price. Home consumers may be more concerned with value for money than individual customers, so Burger King has introduced packages at different price levels. Family packages can be graded, such as basic packages, upgraded packages, and luxury packages. A point system is introduced, and consumers can exchange points for books or toys, reducing extra expenses.

3). Place. Burger King can add parent-child interaction areas, children's play areas, and baby carriage parking areas in stores to improve the satisfaction of family consumers. Second, cooperate with movie theaters and amusement parks to add stores in the venue to give full play to its location advantages.

4). Promotion. Burger King can adopt a combination strategy of online and offline, publish activities on Instagram and TikTok to let more parents see it, and stimulate children's desire to participate. Organize lectures or interactive games offline, and upload activity videos to online platforms.

5). People. It is important to pay attention to the training of store employees because employees are the main carriers of the brand (Iryna, 2021). Burger King needs to introduce an employee evaluation mechanism to encourage customers to provide feedback on their impressions of store employees and their evaluation of service attitudes.

6). Process. On some holidays, customers may encounter the problem of waiting in line for a long time, and Burger King can adopt the mode of ordering through the APP and picking up food at a scheduled time to reduce the waiting time and thus streamline the ordering process.

7). Physical evidence. In the store, you can create a warm and interesting dining environment, such as cartooning the children's menu and decorating the store with colorful wallpaper.

[bookmark: _Toc198495307]Chapter six: Schedule for the implementation of the plan.

1). Resource preparation (from September 2025 to October). Burger King conducted a questionnaire survey on the consumption habits of local consumers in the UK, designed a children's menu, and adjusted the store facilities.

2). Pilot implementation (from November 2025 to January 2026). In major cities such as London and Birmingham, pilot family packages will be implemented, and parent-child activity games will be published on the network platform to collect and analyze user feedback.

3). Comprehensive promotion (from February 2026 to June). Large-scale promotional activities for family consumers during Mother's Day and Easter. From the outside, cooperate with YouTube parenting bloggers to promote the activities on social media platforms.

4). Evaluation stage (from July to August 2026). The data analysis department will compile the annual sales data and form the annual strategic marketing report. Plan the new menu design and optimize the APP experience for the second year.

[bookmark: _Toc198495308]Chapter seven: Establish a monitoring mechanism
In order to ensure that Burger King achieves its goal of expanding the market for family consumers, it should establish a monitoring and feedback mechanism. For example, the company can conduct key performance evaluations from four aspects: sales performance, customer satisfaction, brand awareness, and activity effect. Regular evaluations should be conducted every month or after each activity.

In addition, anonymous questionnaire surveys and APP satisfaction rating systems are used to collect suggestions and evaluations from household consumers and store employees to ensure the authenticity of the information.

Moreover, the project leader summarizes the key data and submits it to the management, and adjusts the goals through department meetings. In other words, if the sales performance of a certain package is low, it will be canceled or adjusted. In addition, after all the information is reviewed by the management, the senior executives will give suggestions for the development of the second year.

[bookmark: _Toc198495309]Chapter eight: Recommendations
1). Expanding cooperation with schools and communities to carry out activities to educate children on healthy eating, which helps Burger King to meet consumers' demand for healthy eating and is a reflection of Burger King's active social responsibility.

2). Implement a dynamic performance monitoring mechanism to evaluate the program on a monthly or quarterly basis and flexibly adjust product and market strategies based on the results.

3). Offer points discounts to family consumers and organize regular parent-child activities to enhance consumer participation and brand image.

4). Strengthen the training of employees. Staff's attitude towards customers often becomes the first impression of customers, especially family consumers, who pay more attention to the quality of service and attitude towards their children.
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This marketing plan focuses on the discussion of Burger King's goal achievement in the UK market. It is proposed that the main objective of Burger King is focused on increasing the brand's presence in the household consumer segment and the children's market. It mainly uses the SOSTAC framework as an important tool for the description of the plan, which facilitates Burger King to align the market situation and strategic choices well with the execution.

The plan also applies the Ansoff Matrix theory to emphasize that Burger King should attract more consumers through product and market innovations. Meanwhile, the Resource-based view provides theoretical support for Burger King to identify its market position and evaluate its own capabilities, suggesting that Burger King should optimize its menus and enhance the consumer experience. This plan will be implemented from September 2025 to August 2026.

Finally, this marketing plan also provides some strategic recommendations to establish Burger King as a publicly recognized, family-friendly brand and to promote Burger King's sustainable development.
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