


Executive Summary
This marketing report presents a strategic plan for McDonald’s to enhance its market share in the UK breakfast segment between September 2025 and August 2026. Using the SOSTAC framework (Situation, Objectives, Strategy, Tactics, Action, and Control), the report systematically addresses current market conditions, defines SMART objectives, and recommends an actionable path forward. The core objective is to increase McDonald’s UK breakfast market share by 5 percentage points within a 12-month period. This goal is supported by strategies such as the introduction of new health-conscious and value-based breakfast menu items, targeted digital promotions through the McDonald’s app, and an improved customer experience through staff training and operational efficiency.
The plan emphasizes segmentation and positioning to better serve urban professionals and time-pressed commuters, reinforced by promotional campaigns tailored to regional preferences. Tactical decisions across the 7Ps (Product, Price, Place, Promotion, People, Process, and Physical Evidence) are justified with market research and designed to align with evolving consumer needs.
A detailed Gantt chart outlines responsibilities and deadlines to ensure seamless execution, while key performance indicators (KPIs)—including market share, customer satisfaction, and average transaction value—will be monitored monthly and quarterly to assess progress and refine tactics.
In conclusion, this marketing plan provides McDonald’s with a focused, data-driven approach to grow its breakfast business, attract new customers, and strengthen brand equity in a competitive market.
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[bookmark: _Toc198591435]Introduction
This marketing report outlines a strategic plan aimed at enhancing McDonald's market performance and competitive position within the UK's breakfast segment (An, 2020). The primary purpose of this plan is to provide a structured approach to increasing breakfast market share by identifying opportunities, setting clear objectives, and implementing targeted marketing initiatives. The analysis of McDonald's marketing segmentation highlights the company's tailored approaches across different global markets. By examining the official menus of McDonald's in seven countries, it becomes clear that the company employs diverse strategies to cater to local tastes and preferences. This segmentation strategy has contributed to McDonald's ability to maintain customer loyalty and achieve positive financial outcomes over the years .
To achieve this, the report employs the SOSTAC framework—a comprehensive planning model developed by PR Smith. SOSTAC stands for Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. This model facilitates a systematic examination of the current market environment, the establishment of specific goals, the development of strategic approaches, the implementation of tactical activities, the assignment of actions, and the establishment of control mechanisms to monitor progress (Tri Eko Yudiandri et al., 2025). 
Integral to this planning process is the formulation of SMART objectives—goals that are Specific, Measurable, Achievable, Relevant, and Time-bound. By setting SMART objectives, McDonald's can ensure that its marketing efforts are focused, trackable, and aligned with broader business goals (Aldridge and Colvin, 2024). In the context of project management, particularly in healthcare, the SMART framework is often integrated into goal-setting processes to enhance the clarity and effectiveness of project objectives. Through the application of the SOSTAC framework and the establishment of SMART objectives, this report aims to provide a clear roadmap for McDonald's to enhance its breakfast offerings, attract new customers, and achieve sustainable growth in the UK market.
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[bookmark: _Toc198591437]Situation analysis
In conducting a TOWS analysis for McDonald's, several strategic insights emerge that are crucial for understanding the company's current market position and future direction. 
Strengths and Opportunities (SO): McDonald's boasts a robust global brand presence and an extensive network of over 40,000 restaurants worldwide. Its adaptability in menu offerings, such as introducing region-specific items like the McAloo Tikki in India, demonstrates its commitment to catering to diverse consumer preferences. Leveraging technological advancements, including self-service kiosks and mobile ordering, positions McDonald's to enhance customer experience and operational efficiency (Andryas, Pujianto and Putri, 2023). 
Weaknesses and Opportunities (WO): Despite its strengths, McDonald's faces challenges such as a perception of offering unhealthy food options and high employee turnover rates. Addressing these issues by expanding healthier menu options and improving employee satisfaction can open new market segments and improve brand image (McDonald’s Australia Ltd, 2024). 
Strengths and Threats (ST): McDonald's strong supply chain management and brand recognition can be leveraged to mitigate threats from intense competition and changing consumer preferences towards healthier eating habits. Investing in sustainable practices and transparent nutritional information can help maintain its competitive edge (McDonald’s Australia Ltd, 2024).
Weaknesses and Threats (WT): The company's reliance on franchisees can lead to inconsistencies in service quality, potentially harming its reputation. Additionally, environmental concerns and regulatory challenges pose risks. Implementing stricter quality control measures and adopting eco-friendly practices are essential to address these vulnerabilities (McDonald’s Australia Ltd, 2024).
In summary, McDonald's must strategically leverage its strengths to capitalize on opportunities while addressing its weaknesses to mitigate potential threats. This balanced approach will be pivotal in sustaining its market leadership in the evolving fast-food industry.
[bookmark: _Toc198591438]Objectives
First, we aim to defining SMART Objectives (Vazifeh-Noshafagh, et al., 2022): A SMART objective is one that is:
Specific: Clearly defines what is to be achieved.
Measurable: Includes criteria to track progress and measure the outcome.
Achievable: Set within the realm of possibility, considering available resources.
Relevant: Aligns with broader business goals and market conditions.
Time-bound: Has a clear deadline for achievement.
Here is the proposed SMART Marketing Objective: Increase McDonald's UK breakfast market share by 5 percentage points.
First it is measurable: Utilize sales data and market research to track the increase in breakfast market share
And it is achievable: Implement targeted marketing campaigns, menu innovations, and competitive pricing strategies to attract more breakfast customers.
For relevant: Address the decline in breakfast market share, particularly the loss to competitors like Greggs, and capitalize on the growing demand for on-the-go breakfast options.
Time-bound: Achieve this increase within the next 12 months.
In recent years, McDonald's has faced increased competition in the UK breakfast market, notably from Greggs, which has expanded its breakfast offerings and gained significant market share. Additionally, consumer traffic during morning hours has seen substantial growth, indicating a rising demand for convenient breakfast options. By focusing on recapturing and expanding its breakfast market share, McDonald's can tap into this growing segment, increase unit sales during morning hours, and strengthen its competitive position. This objective is measurable through sales and market share data, achievable with strategic initiatives, relevant to current market dynamics, and set within a clear 12-month timeframe

[bookmark: _Toc198591439]Strategy
McDonald's strategic direction should focus on market penetration and product development, as outlined in Ansoff's Growth Matrix. By enhancing its presence in existing markets with improved offerings, McDonald's can solidify its market position. This approach aligns with the company's efforts to introduce new products and services to its current customer base, thereby increasing market share. 
In terms of Porter's Generic Strategies, McDonald's employs a cost leadership approach, aiming to offer products at lower prices than competitors. This strategy enables the company to attract price-sensitive customers and maintain a competitive edge in the fast-food industry. 
Regarding segmentation, targeting, and positioning (STP), McDonald's utilizes demographic and behavioural segmentation, focusing on various age groups and lifestyles. The company targets families, young adults, and professionals seeking quick and affordable meals. Positioning itself as a provider of consistent, high-quality fast food, McDonald's emphasizes convenience and value in its marketing efforts. 
By integrating these strategic frameworks, McDonald's can continue to strengthen its market presence, cater to diverse customer needs, and sustain its competitive advantage in the fast-food sector.

[bookmark: _Toc198591440]Tactics
In line with McDonald's strategic objective to enhance its breakfast market share in the UK, a comprehensive application of the 7Ps marketing mix is essential:
Product: McDonald's offers a diverse breakfast menu, including items like the Egg McMuffin and Hotcakes, catering to various customer preferences. Recent additions such as the Philly Cheese Stack and Twix McFlurry demonstrate the company's commitment to menu innovation, aiming to attract a broader customer base and address health-conscious consumers' needs. 
Price: Employing economy pricing strategies, McDonald's ensures affordability, a critical factor in attracting price-sensitive customers. The use of psychological pricing, such as pricing items at £0.99, enhances perceived value and encourages purchases. 
Place: With over 40,000 locations worldwide, McDonald's ensures convenience through strategic placement in urban and rural areas, including airports and shopping centers. This extensive presence facilitates easy access for customers seeking quick breakfast options. 
Promotion: McDonald's utilizes a mix of traditional advertising and digital marketing to promote its offerings. Campaigns highlighting new breakfast items and value deals are disseminated through various channels to reach a wide audience. 
People: Investing in employee training ensures consistent service quality across all outlets. Empowered and well-trained staff contribute to a positive customer experience, fostering brand loyalty. 
Process: Efficient service processes, including the use of self-service kiosks and mobile ordering, streamline operations and reduce wait times, enhancing customer satisfaction.
Physical Evidence: Maintaining clean and hygienic restaurant environments, along with consistent branding elements like uniforms and packaging, reinforces McDonald's brand image and assures customers of quality and reliability.
By meticulously aligning each element of the 7Ps with its strategic goals, McDonald's can effectively strengthen its position in the UK's breakfast market, attract new customers, and enhance overall brand equity.
[bookmark: _Toc198591441]Actions
To ensure that McDonald's staff deliver excellence in executing the strategic objective of increasing UK breakfast market share by 5 percentage points between September 2025 and August 2026, a structured and phased approach is essential. This approach should encompass comprehensive training, clear communication, and continuous performance monitoring. The following Gantt chart outlines the key responsibilities and timelines:
[image: ]
Key Tactics and Justifications:
· Comprehensive Training: Developing specialized training modules focused on breakfast menu items, speed of service, and customer engagement ensures that staff are well-equipped to meet customer expectations during peak morning hours.
· Pilot Programs: Testing training programs in select locations allows for adjustments based on real-world feedback before a full-scale rollout, increasing the likelihood of success.
· Internal Communication: A targeted campaign to inform and motivate staff about the breakfast initiative fosters a unified approach and emphasizes the importance of their role in achieving the objective.
· Feedback Mechanisms: Implementing tools to gather customer feedback provides insights into areas of improvement and helps tailor services to customer preferences.
· Incentive Programs: Recognizing and rewarding staff who meet or exceed breakfast sales targets boosts morale and encourages a focus on performance.
· Continuous Monitoring: Regularly analyzing performance data and providing coaching ensures that standards are maintained and improvements are sustained over time.
By adhering to this structured plan, McDonald's can effectively mobilize its workforce to deliver exceptional service during breakfast hours, thereby achieving the strategic objective of increasing market share in the UK's competitive breakfast segment.
[bookmark: _Toc198591442]Control
To effectively track progress toward McDonald's UK breakfast market share objective, it's essential to establish clear Key Performance Indicators (KPIs) aligned with the SMART (Specific, Measurable, Achievable, Relevant, Time-bound) framework. The primary goal is to increase breakfast market share by 5 percentage points between September 2025 and August 2026.
Key Metrics and Measurement Frequency:
1. Breakfast Market Share: Monitor McDonald's share of the UK breakfast market quarterly to assess progress toward the 5% increase target. 
2. Average Transaction Value (ATV): Track monthly to evaluate the effectiveness of upselling strategies and promotions during breakfast hours.
3. Customer Satisfaction Score (CSAT): Collect feedback monthly through surveys to gauge customer satisfaction with breakfast offerings and service quality.
4. Digital Engagement Metrics: Analyze monthly app usage data, including the number of breakfast orders placed via the app, to measure the impact of digital marketing efforts.
5. Staff Training Completion Rate: Assess monthly to ensure that all relevant employees have completed breakfast-focused training programs, aiming for a 100% completion rate by December 2025.
Utilizing Data for Strategy Optimization:
Regular analysis of these KPIs will inform strategic decisions and allow for timely adjustments. For instance, if the ATV is below expectations, targeted promotions or menu adjustments can be implemented. Low CSAT scores may indicate areas needing improvement in service or product quality. Monitoring digital engagement will help refine online marketing campaigns to better reach and convert the target audience. Ensuring complete staff training will contribute to consistent service delivery, enhancing overall customer experience.
By systematically measuring and responding to these KPIs, McDonald's can effectively steer its marketing strategy to achieve the desired increase in breakfast market share within the specified timeframe.
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Recommendations Based on SOSTAC Analysis for McDonald's UK Breakfast Market Strategy
Building upon the comprehensive SOSTAC framework—Situation Analysis, Objectives, Strategy, Tactics, Action, and Control—several targeted recommendations emerge to enhance McDonald's performance in the UK's breakfast segment.
1. Situation Analysis:
· Market Dynamics: The UK breakfast market is experiencing growth, with increased consumer demand for convenient and affordable options.
· Competitive Landscape: Competitors like Greggs and Pret A Manger have strengthened their breakfast offerings, emphasizing value and quality.
· Consumer Behaviour: There's a rising trend toward health-conscious choices, with consumers seeking nutritious breakfast options.
2. Objectives:
· Increase breakfast market share by 5 percentage points between September 2025 and August 2026.
· Enhance customer satisfaction scores for breakfast offerings by 10% within the same period.
3. Strategy:
· Segmentation: Target urban professionals, students, and early commuters who prioritize quick and healthy breakfast options.
· Targeting: Focus on densely populated urban areas with high foot traffic during morning hours.
· Positioning: Position McDonald's as a provider of fast, affordable, and nutritious breakfast choices.
4. Tactics:
· Menu Innovation: Introduce new healthy breakfast items, such as oatmeal bowls and fruit smoothies, to cater to health-conscious consumers.
· Promotional Campaigns: Launch limited-time offers and combo deals during breakfast hours to attract price-sensitive customers.
· Digital Engagement: Enhance the mobile app experience by offering exclusive breakfast deals and a streamlined ordering process.
5. Action:
· Staff Training: Implement specialized training programs focusing on breakfast menu preparation and customer service excellence.
· Operational Efficiency: Optimize kitchen workflows during morning hours to reduce service times and improve customer satisfaction.
· Marketing Rollout: Coordinate with marketing teams to ensure timely execution of promotional campaigns across various channels.
6. Control:
· Performance Metrics: Regularly monitor key performance indicators (KPIs) such as breakfast sales figures, customer feedback scores, and app engagement rates.
· Feedback Loops: Establish mechanisms for collecting and analyzing customer feedback to inform ongoing improvements.
· Review Cycles: Conduct quarterly reviews to assess progress toward objectives and adjust strategies as needed.
By systematically applying the SOSTAC framework, McDonald's can effectively navigate the competitive breakfast market landscape, align its offerings with consumer preferences, and achieve its strategic objectives in the UK.


[bookmark: _Toc198591444]Conclusion
This marketing report has outlined a strategic plan for McDonald's to enhance its presence in the UK's breakfast segment. By employing the SOSTAC framework, we've conducted a thorough situation analysis, set SMART objectives, and developed targeted strategies and tactics. The primary goal is to increase breakfast market share by 5 percentage points between September 2025 and August 2026 (Ogbeiwi, 2022).
Key recommendations include introducing competitively priced breakfast bundles, expanding store presence in high-traffic areas, diversifying the menu to cater to health-conscious consumers, leveraging digital platforms for enhanced customer engagement, and implementing targeted marketing campaigns. These initiatives are designed to align with consumer trends and preferences, thereby strengthening McDonald's competitive position.
To ensure effective implementation, a detailed action plan with a Gantt chart has been proposed, outlining responsibilities and timelines. Regular monitoring through key performance indicators (KPIs) such as market share, average transaction value, customer satisfaction scores, digital engagement metrics, and staff training completion rates will facilitate ongoing assessment and optimization of the strategy.
In conclusion, by executing this comprehensive marketing plan, McDonald's is well-positioned to achieve sustainable growth in the UK's breakfast market, enhance customer satisfaction, and solidify its brand loyalty.
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