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Introduction
Overview of Burger King and its market position:-

People all over the world love Burger King's flame-grilled hamburgers. The first Insta-Burger
King opened in 1953 in Jacksonville, Florida. A lot of people around the world eat at this fast
food chain. It has restaurants all over the world. Miami-Dade County, Florida is now home to
the main office.

Recent news stories say that Burger King has 17,000 locations in more than 100 countries.
The company is now the second-largest fast-food hamburger chain in the world, after
McDonald's. The Whopper, meat, salads, breakfast foods, and drinks on the menu have
helped the business build its brand.

Burger King's place in the market shows that it can change and grow in the fast food
business. The company's dedication to its flame-grilled burger has helped it stand out in a
crowded market. Burger King's smart growth and franchising plan has helped it go global,
adapting to different tastes while keeping its brand identity (Burger King, 2019).

Objectives of the report:-

The main goal of this assignment is to give Burger King's marketing department, its current
activities, and its strategies a thorough and critical review. The purpose of this investigation
is to find out how these factors relate to the problems that were mentioned in the previous
assignment and to guess what will happen and where the brand's marketing efforts will go in
the future.

Some important parts of this evaluation are:

Analyzing the Effectiveness of Current Marketing Strategies: This means looking at Burger
King's current marketing efforts to see how well they work. The main thing that will be
looked at is how well these strategies deal with both large and small environmental factors,
as well as how well they adapt to the change driver that was already named.

Identifying Strengths and Weaknesses: Burger King's marketing strategies will be looked at
critically to find their strengths and possible weaknesses. This evaluation will look at things
like how to differentiate in the market, how to gain a competitive edge, how to keep
customers coming back, and how to best use resources.

Suggestions for Improvement: The report will include critical evaluations that will lead to
strategic suggestions for making Burger King's marketing work better. The results and
conclusions of the analysis will be used to support these suggestions, making sure they are
useful and doable given Burger King's resources and operational limitations.



Future Marketing Changes: The report will also talk about how Burger King's marketing
strategy might change in the future, taking into account how the market is changing and the
problems that were found in the previous assignment.

With evidence and a deep understanding of marketing principles, the ultimate goal is to give
a fair critique that includes both positive and constructive criticism. This method aims to not
only evaluate how well Burger King is doing with its marketing right now, but also to help it
succeed in the future by giving it sound advice that it can follow.



Concept and Importance of Marketing in Burger King

Analysis of resources invested in marketing by Burger King:-

Burger King's focus on digital transformation is not only about adapting to current trends, but
also about predicting how customers will act in the future. This is all part of the same
marketing strategy. Burger King is putting a lot of effort into building long-term customer
engagement and loyalty to its brand by investing in digital loyalty programmes and making
its online media presence stronger. That this forward-thinking approach understands how
important digital platforms are in shaping people's tastes and decisions is clear (Pham, 2021).
The fact that Burger King puts so much emphasis on an omnichannel strategy shows that the
company knows how important it is to give customers a consistent and smooth experience
across all of its platforms. The goal is to give customers a unified and quick experience that
meets them where they are. This can be done with mobile apps, online ordering, or
partnerships with delivery services. People who really care about speed and ease of use are
the ones who need to use this strategy the most (Myerson, 2021).

The company's decision to go digital in the US shows that it wants to keep up with the needs
of a customer base that is driven by technology. In the fast food industry, there are a lot of
options, and the competition is high. To make marketing communications more consistent
and targeted, companies have realized they need to send messages that are clear and get the
job done (Rogers, 2016).

As a whole, Burger King's focus on digital transformation and omnichannel marketing is a
proactive move to stay relevant and competitive in the fast-food industry, which is always
changing.

Examination of how marketing contributes to Burger King's overall strategy:-

A big part of Burger King's overall strategy is making sure that the company's marketing
efforts are in line with its business goals and objectives. Creative advertising, social media
interaction, and digital marketing are very important to the company because it wants to
connect with the people it wants to impress. The people Burger King wants to reach with its
marketing strategy are varied, and they can be reached through both traditional and digital
channels (Kotler, 2019).

Creative advertising campaigns that get people talking and interested are part of Burger
King's marketing strategy. As part of the strategy, this is something. Campaigns that stick in
people's minds, like the "Whopper Detour" and the "Mouldy Whopper," show that the brand
is committed to quality and new ideas. Social media sites are also used by Burger King to
interact with customers, get feedback, and stay relevant in a digital world that is changing
quickly. Last but not least, marketing is a big part of Burger King's success because it helps



the brand stand out, keeps customers coming back, and brings in more money. While some
companies use only traditional marketing methods, Burger King uses both traditional and

digital methods to get its brand message across and stay competitive in the fast food industry
(Aaker, 1996).



Macro and Micro Market Analysis
Influence of macro and micro environmental factors on Burger King's strategy:-
Macro Market Analysis:

What are macro environmental factors? They are big changes in society that have an impact
on the whole industry. Political, economic, social, technological, environmental, and legal
factors make up these things. They are called PESTEL factors. These big-picture factors have
a big effect on how business is done at Burger King in general. Because of this, economic
factors like inflation and exchange rates can affect both the cost of raw materials and the
pricing strategies that are used. Social factors, like changing consumer tastes and more
knowledge about how important it is to live a healthy life, also have an effect on marketing
campaigns and menu choices (Blythe, 2013).

Micro Market Analysis:

Microenvironmental factors include people who have a stake in the business, like suppliers,
customers, and competitors. These things are unique to the business and industry being
looked at. It's possible that a lot of small things are at play here with Burger King. Some of
these are relationships with ingredient suppliers, competition from other fast food chains, and
what customers expect in terms of quality and service (Porter, 1980).

Influence of Macro and Micro Environmental Factors on Burger King's Strategy:

Burger King's business strategy is affected by both large and small environmental factors. It's
for example because more and more people are worried about their health that the demand
for healthier food options is growing. Burger King has changed its menu to include salads
and grilled foods, among other healthier options, because people want healthier options. This
shows how changes in society (macro) have affected the business's strategy (Hollensen,
2020).

There are also economic factors that are very important. When the economy is bad, people
may choose to eat at restaurants with lower prices. This could change how Burger King sets
its prices and advertises its food. In a more specific way, competition from fast food chains
like McDonald's and Wendy's affects how Burger King positions itself in the market and how
it sets itself apart (Schlosser, 2001).



Discussion of the key driver of change and its impact on marketing strategy:-

The introduction of new technologies is a big reason why the fast-food industry is changing,
and it has a big effect on Burger King's marketing strategy. Customers now interact with fast
food brands in very different ways thanks to the rise of digital platforms, online ordering
options, and delivery services. To keep up with the times, Burger King has spent money on
mobile apps, online ads, and partnerships with delivery services. Not only does this change
make things easier for customers, but it also means that marketing strategies need to change
to focus on digital channels and personalised deals (Kotler, Kartajaya and Setiawan, 2017).



Critical Evaluation of Burger King's Marketing Activities:-
Analysis of current marketing strategies and campaigns:-

This is what Burger King has done: it has actively adopted new marketing strategies in order
to stay relevant in a very competitive market. This proactive approach was taken to make
sure it stays relevant. Using campaigns that are both risky and interesting is one strategy that
stands out. The goal is to make the brand stand out from its competitors. A lot of attention
was drawn to the fact that most of the company's products did not contain any artificial
preservatives during the "Mouldy Whopper" campaign, which began in the year 2020.
Burger King has also been using social media to get customers more involved by posting
creative and interactive content. In order to get more customers, this has been done (Kotler,
2017).

Aside from that, the business has put most of its attention on technology-based projects, like
releasing mobile apps, loyalty programmes, and online ordering systems. These are just a few
examples. This is shown well by the "Whopper Detour" campaign. This campaign cleverly
used geolocation technology to get people to go to McDonald's before sending them to the
closest Burger King to get a Whopper at a lower price. Along with showing that Burger King
is committed to new ideas, these kinds of campaigns also show that the company is willing to
try out uncommon ways of marketing (Chaffey and Chadwick, 2019).

Examination of response to key environmental factors:-

It has been shown that Burger King can quickly and effectively adapt to important outside
factors that affect the fast-food business. Food companies have added healthier menu items
that take both the macro and micro environmental factors into account because more and
more people are worried about their health. The fact that Burger King wants to get rid of
artificial preservatives and offer options that come from plants shows that the company is
aware of how consumer tastes have changed over time (Keller, 2011).Different economic
factors, such as changes in the prices of goods, have had an effect on Burger King's pricing
strategies. Value meal deals and other promotions have been added by the brand during times
of economic downturn to attract customers who are watching how much they spend. It's clear
that this flexible approach shows that you understand both the big picture of the economy
and the need for flexible pricing strategies (Aaker, 1991).

Burger King has put a lot of money into technology because of how people are changing
their habits and how much everything is becoming digital. Customers can easily place orders
online with the brand's mobile app, which also gives them special discounts and makes the
whole experience better for the customer. New technologies are changing the fast food
industry, and this response fits with those changes (Hollensen, 2016).



Communications Media Mix

Assessment of the appropriateness and effectiveness of Burger King's communication
channels:-

Since Burger King is a global fast-food chain, it uses a variety of communication channels to
reach and interact with its customers. How well and how appropriate these channels of
communication are for getting the brand message across, making connections with
customers, and increasing sales are very important (Stengel, Lamberton and Favaro, 2023).

Advertising on TV:

TV ads have been a big part of Burger King's media mix for a long time and will continue to
be so. Commercials on TV give the business a chance to show a lot of people its products,
deals, and personality. Television ads have the power to make a strong emotional connection
with both viewers and listeners. When it comes to TV ads, on the other hand, how well they
work depends on which time slots and channels are used to get the most relevant and
wide-reaching messages (Kariuki and Bett, 2021).

Taking part on social networks:

When it comes to social media sites, Burger King knows how important it is to have a strong
presence. Platforms like Facebook, Instagram, Twitter, and YouTube give brands a flexible
area to interact with their followers, share creative content, and create marketing campaigns
that are tailored to specific groups of people. Because Burger King uses social media, it can
respond quickly to trends and have conversations with customers. This makes the brand more
visible and builds a sense of community (Fill, 2009).

How to Use the Internet for Digital Marketing and Advertising:

Advertising on the internet is an important part of Burger King's overall communication
strategy. This includes digital marketing. The brand spends money on display ads, search
engine marketing (SEM), and ads on social media sites so that it can reach people through a
number of different online channels. By doing things this way, Burger King can target
specific groups of people, keep an eye on how engaged users are, and make campaigns work
better. Additionally, online advertising lets you add interactive elements like multimedia
content and links that can be clicked on, which makes the overall user experience better
(Smith and Fischer, 2012).

Mobile apps and loyalty programmes that are programmed:
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Although Burger King owns and runs its own mobile app, it can also be used as a way to
communicate with customers and get them involved. With the app, users can place orders,
get special deals, and join loyalty programmes. Burger King can send personalised offers and
notifications to its customers through this direct communication channel. This makes
customers more loyal and gets them to buy from them again. One of the most important
things that determines how well a mobile app does is how much value and convenience it
provides to its users (Kaplan and Haenlein, 2010).

Marketing strategies that are innovative and marketing that are based on experiences:

Burger King frequently engages in marketing campaigns that are both innovative and
experiential in nature. The goal of these campaigns is to attract the attention of customers.
The "Whopper Detour" campaign, which makes use of geolocation technology, and the
"Mouldy Whopper" campaign, which emphasises the elimination of artificial preservatives,
are two examples of Burger King's unconventional approach. Both of these campaigns are
examples of Burger King's unconventional approach. The popularity of these campaigns is
growing as a result of their ability to generate buzz, increase brand visibility, and develop a
narrative that resonates with consumers (Burger King, 2007).

Assessment of Appropriateness and Effectiveness:

There are a number of things that affect how appropriate and useful Burger King's
communication channels are. Some of these are the campaign's goals, the people it wants to
reach, and how the media is changing. The brand's use of social media fits well with the
tastes of its younger, tech-savvy customers. The effectiveness of these channels can be raised
by focusing on content that is both interactive and interesting, and by providing quick and
helpful customer service.Burger King's willingness to try out new, unusual marketing
campaigns shows that they know how important it is to stand out in a crowded market. This
will be taken into account when deciding if the campaign is right or not. There's evidence
that these campaigns work because they can get media attention, start conversations, and
ultimately raise brand awareness and engagement (Ada Maria Barone and Stagno, 2023).

11



Marketing Metrics and Strategy Optimization
Review of metrics used by Burger King to measure marketing effectiveness:-

Revenue from Sales: The monitoring of the impact that marketing efforts have on sales is
one of the most important metrics. Revenue from Sales is one of the metrics that makes up
revenue. Burger King examines the ways in which marketing campaigns influence the
actions and choices that customers make with regard to their purchases, which ultimately has
an impact on the amount of money the company makes (Dwivedi and Ismagilova, 2021).

Customer Engagement Metrics: Metrics and Measures for Customer Engagement By
looking at these metrics, such as the number of likes, shares, comments, and followers on
social media, you can get a better idea of how involved your customers are. Because Burger
King is keeping an eye on these data points, they can see how much people are interacting
with the brand and how well their content is being received (Kotler, 1994).

Brand Awareness: The ability to gain a better understanding of the extent to which Burger
King's marketing campaigns are successfully penetrating the target audience and increasing
the overall visibility of the brand throughout the world is made possible by metrics that
pertain to brand awareness. Some examples of these metrics include reach, impressions, and
brand mentions (Dietz, 2012).

Customer Satisfaction and Feedback:Responses from Customers and Their Satisfaction
Through the use of social media, reviews, and surveys, Burger King actively seeks feedback
from all of its customers. The company places a high value on customer satisfaction and
actively seeks feedback from all of its customers. Performing an analysis of customer
sentiment and feedback sources is a method that can be utilized to acquire valuable insights
into the success of marketing initiatives (Yongjian, 2012).

Return on Investment (ROI): Burger King is able to determine the profitability of its
marketing endeavors by first calculating the ROI of its marketing campaigns. A comparison
of the amount of money spent on marketing activities to the amount of money made as a
result is required here.

Analysis of strategy control and optimization methods:-
Analytics of Data: Burger King makes use of sophisticated analytics tools in order to

analyse large sets of data concerning the behavior of customers, trends in the market, and the
effectiveness of social media campaigns. The brand is able to recognise patterns, make
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decisions based on accurate information, and optimize strategies based on real-time insights
thanks to this approach that is driven by data (Bett, 2021).

A/B Testing: The optimisation of Burger King's marketing strategy relies heavily on
experimentation, specifically A/B testing. When conducting A/B testing, it is necessary to
compare two different versions of a campaign element (like ad copy or visuals) in order to
determine which version is more successful. This iterative process makes it possible to
continuously refine and improve marketing strategies without sacrificing effectiveness.

Marketing Attribution Models:The use of marketing attribution models is something that
Burger King does in order to gain an understanding of the contribution that each marketing

channel makes to the conversion of customers. In this way, resources can be allocated more
efficiently, and the mix of channels can be optimized to achieve the greatest possible impact
(Aksoy, Donkers and Wiesel, 2010).

Social Media Listening Tools: Monitoring social media conversations using listening tools
allows Burger King to gauge public sentiment, identify emerging trends, and respond
promptly to customer feedback. Adjustments to marketing strategies can be made on the fly
with the assistance of this real-time feedback loop (Sponder, 2012).

Competitor Analysis: Burger King pays close attention to the marketing strategies
employed by its rivals in order to keep up with the latest developments in the industry and to
locate potential areas in which it can differentiate itself. This competitive intelligence is used
to inform Burger King's own efforts to optimise their strategy development (Melissa and
Barker, 2016).
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Conclusion

Overall, Burger King's marketing plans and actions reveal a brand that is deeply rooted in the
worldwide fast-food industry and can adapt to both large and small changes in its
surroundings. To compete with McDonald's, Burger King, the world's second-largest fast
food hamburger chain, has come up with new ways to market its food and made a promise to
only flame-grill it's burgers.People like how Burger King's marketing uses both old-fashioned
and modern methods. The company is becoming more digitally advanced by using
omnichannel strategies, mobile apps, and online ordering systems. Burger King's "Whopper
Detour" and "Mouldy Whopper" campaigns show that its marketing is creative and focused
on quality.

Burger King's strategy is shaped by both large and small environmental factors. Because of
health concerns, the brand has added healthier menu items. When the economy is bad, Burger
King changes its prices to show that it is flexible and knows how the economy works.In
order to stay relevant in the digital age, Burger King uses technology in its ads. An
omnichannel customer experience is made up of social media, online ads, and mobile apps.
Burger King's willingness to adapt to new technologies shows that it cares about what its
customers want.

We found Burger King's online, social media, and TV ads effective. These channels
demonstrate the brand's ability to reach a diverse audience by understanding their habits and
preferences.Data-driven Burger King uses marketing metrics and strategy optimisation.
Burger King evaluates its marketing based on sales, customer engagement, brand awareness,
and ROI. Analytics, A/B testing, marketing attribution models, and social media listening
tools demonstrate the brand's real-time marketing strategy improvement.This review
critiques Burger King's marketing and suggests improvements. The analysis helps Burger
King succeed in a changing, competitive market by providing constructive and positive
feedback. Burger King succeeds in fast food by being creative, flexible, and technologically
advanced. This positions the company for growth and customer loyalty.
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Recommendations

Take a close look at Burger King's marketing plans to find the pros and cons. Burger King's
move to omnichannel marketing and going digital show that they know how customers'
habits are changing. People think that Burger King is ahead of its time because it keeps
customers by having an online presence and digital loyalty programmes.Burger King can
reach a lot of people because it uses both traditional and digital marketing channels in a smart
way. Campaigns like "Mouldy Whopper" and "Whopper Detour" are different and get
people's attention. When a business responds to customer and social trends by adding
healthier menu items, it shows that it cares about the environment. When the economy is bad,
Burger King changes its prices, which shows that it can adapt to its small environment. To
compete in a tech-heavy market, the brand spent money on mobile apps and online ordering.

Communication channel analysis shows that Burger King interacts with a wide range of
people through TV ads, social media, internet ads, and mobile apps. Brands that use creative
and interactive marketing campaigns stand out and get people to buy them.Revenue from
sales, customer engagement, brand awareness, customer satisfaction, and return on
investment (ROI) are all tracked. Burger King is dedicated to always getting better and more
efficient, as shown by their use of A/B testing, marketing attribution models, and social
media listening tools.

To get better, look into personalized marketing strategies and use data analytics to make
campaigns that reach the right people. Burger King could also do more to be environmentally
friendly and address customer concerns. Collaborations and sponsorships could help people
learn about a brand and get involved in their community.Finally, Burger King is a dynamic
fast-food chain thanks to its marketing and strategic moves. Burger King can keep being the
world's biggest fast food chain by changing with the times, embracing digital trends, and
putting customers first.
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