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How to improve Burger 
King’s presence on its 

social media? 



Analysis 



Instagram
1. 1,9M followers, 10k/200 comments 

average, 0,56% engagement rate. 
Lack of engagement from its 
community

2. Too many objectives for the page 
(product presentation, community, 
customer relationship, brand image)

3. Good graphic line but not optimized 
enough and disturbed by 
partnerships



Facebook
1.  8 348 601 subscribers/ 3-4/ posts per 

weeks 

2. They don’t have an edit line: they 
share pictures of products mainly 

3. They promote their partnerships 
with celebrities 



Twitter
1. 1.8M followers, 0.002% engagement 

rate        Big engagement deficit

2. Communication not very adapted to 
Twitter : 
- too diverse and randomly published 
content
- not very sharp humour

3. No use of Hashtags



Linkedin
1. 270000 followers, 480 likes and 16 

comments/post on average. Engagement 
isn’t so high, but better than its 
concurrents. 

2. Their only content source are other medias, 
they should also share content from their 
employees and produce their own content.

3. Graphic line isn’t present enough (because 
the content they share is from other 
medias).



Youtube
1. 106000 subscribers, +- 50k views/video 

(ranging from 1k to 3,9M views)

2. Various videos from various campaigns 
(more of a social “storage” media)

1. 432 500 subscribers, 2,3M total likes

2. Adapted content from other social media, 
shared content from users

Tik Tok



There is no editorial line for 
the different social medias 

which means that they don’t 
have a clear guideline on 

their use and purpose



Improvement



Instagram
1. Focus on one objective and share the 

others with other social media

2. Do brand endorsement and 
partnership

3. Follow the marronnier for a good use 
of the mascot

4. Create derived product to enhance 
and reinforce the sense of belonging

5. Post more videos (higher 
engagement rate) 



Facebook
1. Use communication speech  link to 

this social media : for older public 
than on instagram

2. Follow with  more attention the 
editorial line : events, partnership

3. Create engagement with its 
community with games or 
interactions

4. Create derived product to enhance 
and reinforce the sense of belonging



Twitter
1. Unify its communication on one 

principal objective

2. Follow a “marronnier” to prepare 
judicious, humorous publications

3. Make publications with a better use 
of the mascot.



1.

2.

3.

4. Trying to engage with Twitter 
influencers or funny tweets

5. Monitor Top Tweets (TT)

6. Use more Hashtags

7. Make funny tweets more "daring"

Twitter



Linkedin
1. Use new sources of content 

(employees)

2. Create a Burger King blog to share 
content from and to redirect to

3. Share more CSR content (which is 
popular)

4. Try to “cross share” content with 
other brands during partnerships



Use of an editorial calendar



Use of an editorial calendar



KPIs



Instagram
1. Follows

2. Comments/likes/shares

3. Reach

4. Impression 

5. Redirection to the website 



Facebook
1. Follows

2. Comments/likes/shares

3. Reach

4. Impression 

5. Redirection to the website



Twitter
1. Followers

2. Profile visits

3. Retweets/Likes/
Mentions/Comments

4. Impression rate

5. Subscriber growth

6. Engagement rate



Linkedin
1. Follows

2. Comments/likes/shares

3. Reach

4. Impression 

5. Redirection to the 
website

6. Numbers of corporate 
articles from other 
sources



Campaign



Make Burger 
King’s social 

media 
interdependent 

Create a treasure 
hunt through the 

different social 
media 

The goal The concept



The visual of the post
to announce the campaign



Type of post



Conclusion
Main issues of its social media : no proper editorial line and no distinction 
between the social media 

Creation of editorial line proper to each network so they can have their own 
identity and purpose 

Creation of an editorial calendar to follow and organize the posts per network 

Creation of a campaign to make the networks interdependent and increase the 
rate of engagement 


