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Our Task
Our task was to find the best way to 
increase customer volume at Oxford 
McDonald’s. Fist, we needed to research 
and benchmark consumers’ thoughts in 
the following categories:

• Customer Service
• Children’s Area
• Technology
• Nutrition 
• Community Service

To conduct this research, we created 
a survey asking Oxonians’ opinions 
on McDonald’s and how the locations 
match-up against various fast food 
restaurants. In addition to the survey, 
we used secondary research to help us 
develop ideas about target audiences 
and marketing tactics. 

After gaining insights from research, 
we were able to identify three main 
audiences and develop marketing 
strategies to expand McDonald’s 
customer volume. 



Preview pic of each group

The Audiences
From our research, we were able to 
derive three main audiences that 
we think will grow customer volume. 

Sorority Girls
Late Night Boys
9-5ers 

Each group has its own distinct 
differences in terms of demographics 
and psychographics. The one thing 
they all have in common is their 
ability not only to attract new 
customers, but to also highlight some 
of Oxford McDonald’s best qualities 
which boosts brand perception. 
These audiences also bring about 
opportunities to enhance several 
areas within the restaurants



Sorority Girls
It’s a Friday night and the Kappa house isn’t serving food. So, a 
squad of sisters pile in the biggest SUV. Everyone’s out of flex, so 
they decide to head to McDonald’s for a cheap and easy sit down 
dinner. It has be a quick trip though, because they must prepare for 
the big night ahead at the Square.

They sit gathered around a few tables while they plan out what the 
rest of the night has in store for them. The quick convenience of 
McDonald’s leaves them plenty of time to make sure they’re dressed 
and ready for a night out on the town. They don’t want to stay for 
long, just enough time to plan the pregame and late night. Which 
bar will they go to? What should they wear? Is it too early to wear 
white jeans? Where is that cute boy from bio lab going tonight? All 
of these questions must be answered and discussed by the group 
before they leave the restaurant. 

The menu variety at McDonald’s is a good fit for the many 
personalities of the group. From the careless girl ordering a large 
BigMac meal, to the health freak with the yogurt parfait and a small 
salad, everyone is satisfied and gets exactly what the want 

Why not just go through the drive thru? One, theres about 10 girls in 
the group and the drive-thru doesn’t split 10 orders. Two, these girls 
care about customer service, as it sets the tone for the night. A rude 
waitress or a messed up order can ruin a night faster than not being 
able to find the match to your favorite pair of shoes. Lastly, no one 
likes putting on makeup while chowing down on chicken nuggets. 
Being able to eat inside allows the girls to have great conversation 
in a casual environment. 

The girls are extremely tech-savvy, so they appreciate the fun 
technology McDonald’s offers in their children’s areas. Don’t let the 
Junior status fool you; these girls are true kids at heart. 

After everyone is finished eating, they pile back into the SUV and 
head back to the Kappa house to see where the night will take them.



The Research

Sorority girls are a very important 
audience for growing consumer volume 
for a number of reasons including:

• Ole Miss has a male to female ratio 
of 45% male to 55% female. 

• 41% of Ole Miss students 
participate in Greek life.

• 
Sorority girls are very tuned-in to social 
media. Some of their most used social 
media sites are:

• Facebook
• Instagram
• Snapchat
• 
Their knowledge and great presence on 
social media makes Sorority Girls the 
perfect group to grow consumer volume. 
Sorority Girls are huge influencers on 
these Social Media Platforms. They are 
setting the trends and encouraging their 
friends to do the same with every selfie 
sent. 

These survey results were taken from the females in the 18-25 
year old age group in response to the question “Which dining 
experience do you prefer?” The results show that most women 
in this age group would prefer a dine in option as opposed to 
a drive through or delivery.

Preferred Dining Experience: Females 18-25

According to the University of 
Mississippi, the student population 
is 23,838, 55% being female 
students. 

30% of US millennials 
use Snapchat Regularly. 
Roughly 70% of Snapchat 
users are female. 



The Plan
Key Message: #ComeOnIn and enjoy dining in at Oxford 

Mcdonald’s

Snapchat Geofilter

Reach
Facebook, Instagram, Snapchat, Student Interns

Message
Facebook & Instagram: #ComeOnIn Campaign
• Oxford McDonald’s Locations should launch a Facebook and Instagram 

Campaign that featured photos and videos of customers enjoying their meals 
at the Oxford locations. The photos and videos should display the variety of 
options available at McDonald’s, as well as the great technology and customer 
service. Hashtags are a great way to connect with Sorority Girls and invite them 
to share their experiences at Oxford McDonald’s. 

Snapchat: #ComeOnIn Geofilter
• Geofilters are Snapchat filters made for a specific area. They are one of the most 

popular features of Snapchat to users and advertisers alike. Diners would use 
the geo-filter like the one shown to encourage their friends to come use the 
geofilter at either Oxford location. 

Student Interns: Incentivise
• Oxford McDonald’s should utilize its existing intern program to market to 

Sorority Girls. Interns should pass out free food or discounted food coupons at 
the sorority houses on campus and at the Student Union. The interns should 
encourage the girls to use #ComeOnIn on Instagram and Facebook and mention 
the geofilter. 

Sorority Girls are able to increase consumer volume due to their 
influence on social media. 
• Their followers will soon want to come and use the geofilter, too, driving more traffic to 

Mcdonald’s.



Late Night Boys
A wild and rambunctious crew, these boys run the 
Square. They’re enjoying Happy Hour at Roosters, and 
are there for the last call at Rowdy Rebs. Known for 
their dad-bods and their playboy ways, these guys 
are pretty well known on campus, especially for their 
carefree mentalities. 

After multiple penny pitchers and a long night of 
chasing girls fueled by whiskey cokes, the boys walk 
back to their house for a late night. All of that walking 
makes them work up an appetite. Nick Swardson said 
it best, drunk fast food is the food of gods. 

A little too over-confident from that one girl who 
danced with him all night long, the leader of the pack 
decides to get a crew together and make the not so 
smart decision to drive to get food. Unfortunately, this 
is not the first time this has happened. Reckless deci-
sions like these occur often. 

The boys order almost everything from the menu, 
even the McRib. They scrape together enough money 
to pay, and drive away, hunger satisfied. 

Waking up the next morning is tough, not only be-
cause of the physical hangover, but the mental hang-
over weighs heavily on the driver. If only there was 
some way to get that delicious, late-night Big Mac 
without having to drive drunk. 



The Research

Late Night boys will drive customer 
volume during late night hours. 
According to our survey, Late Night Boys 
purchased McDonald’s Late-Night 6-10 
times within the past 90 days. Because 
they are existing customers, it will be 
easier to increase that number to 11+ 
with the right Marketing Communications 
strategy. 

Late Night Boys prefer to dine-in and 
drive thru rather than get delivery. That 
becomes extremely dangerous during 
the late night hours. 

This presents Oxford McDonald’s with 
the unique opportunity to become an 
advocate for Late Night Safety. 
 
 

The Late Night Boys allow McDonald’s 
to expand late night customer volume 
while also participating in Community 

Service. This, in turn, creates a positive 
brand image for Oxford McDonald’s. 

Preferred Dining Experience: Males 18-25

Males, like females, 
prefer the dine-in 

experience. But, females 
are more likely to get 

delivery. Males are more 
likely to dine-in and 

drive-thru

McDonald’s Purchases in Last 90 Days: Males 18-25 Oxford males ages 
18-25 are visiting 
McDonald’s for late 
night more frequently 
than any other meal 
time. 

There is larger percentage of males on Facebook 
than any other social media platform. Also, 87% of 
Facebook Users are 18-29 year olds. 

76%
of all DUI arrests in 2010 

were males



The Plan
Key Message: #SafeNightLateNight at Oxford McDonald’s

Reach
Uber, Facebook, Rebel Radio, Student Interns

Message
Uber: Partner
• Uber announced it is returning to Oxford to the joy of many Late Night Boys. 

Oxford McDonald’s should pair with Uber for #SafeNightLateNight every 
Thursday-Saturday, and on Game Day Weekends. Late Nighters who choose to 
take Uber are rewarded with coupons for free food or discounted food at both 
locations. After requesting an Uber on the app, a pop up message would appear 
asking the Late Nighters if they would like to grab McDonald’s on their way 
home. To avoid delays in Ubers, half the drivers would be McDonald’s drivers 
and half would be regular Ubers. 

Facebook: Promote #SafeNightLateNight
• To promote the partnership with Uber and to discourage Late Night Boys from 

drinking and driving, the Oxford McDonald’s Facebook page should share facts 
about the dangers of drinking and driving. Posts for #SafeNightLateNight should 
include the discounts that are offered through Uber. 

Rebel Radio: Spread Awareness
• Student Interns should visit the student-run Rebel Radio and promote 

#SafeNightLateNight by hosting a show each Friday before home games. During 
the show interns should share facts about the dangers of drinking and drivng 
and share some of the deals offered through Uber. 

Student Interns: Incentivise
• In addition to hosting Rebel Radio, the interns should pass out Fans in the 

Grove during games and outside the Student Union during school hours. 
Late Night Boys don’t just increase volume after hours.
• This is a great opportunity for Oxford McDonald’s to show how much it cares 

about the citizens of Oxford by discouraging drinking and driving. 



9-5ers
Working Oxonians face the challenge of deciding 
where to go on their short lunch break. They have a 
lot to do, so lunch has to be quick, efficient, and most 
importantly satisfying enough to get them through the 
rest of their long work day. 

These workers are familiar with pretty much all the 
restaurants in town, and know that nothing on the 
square is fast enough to fit into their tight time-frame. 
They get in the habit of picking fast food restaurants, 
but feel pretty comfortable sticking to McDonalds be-
cause of its consistency. 

Not only are they worried about time, they’re also very 
aware of the value of a dollar. They take their hard 
earned money seriously, and like to see their money 
go to other workers who value customer service and 
time constraints. 

Work overload allows them little time to worry about 
the nutritious value of their meals. They usually are 
just looking for something easy that will fuel them up 
to finish the day strong. Sure, their bodies aren’t as in 
shape as they were back in their days at Ole Miss, but 
they are working hard, making a decent salary, and are 
enjoying life as is. 

They stick to simple things that they can eat while 
driving back to the office, like burgers and chicken 
sandwiches. Of course, as soon as they pick their meal 
up from the window, their boss is already calling with 
more tasks that need to be completed.



The Research

We were able to find the 9-5ers 
through our survey results. We noticed 
that this age group was frequenting 
lunch and dinner at Fast Food 
restaurants more so than breakfast 
and late night. 

The 9-5ers are visiting fast food 
restaurants on their short lunch 

breaks and dinner on their way home. 

Time is of the essence for the 9-5ers, 
and it showed when we asked 
respondents to rank the importance of 
factors when purchasing Fast Food. 

Timeliness, convenience, and price 
were the three most important 

factors. 

Oxonians between the ages of 35 and 
54 were neutral for the most part when 
it come to nutrition. 
 
 We wanted to change that. 

Fast Food Purchases in Last 90 days: Ages 35-54

Oxford residents ages 35-54 frequent fast 
food restaurants at lunch and dinner. 

Importance of factors when purchasing Fast Food

Timeliness is most 
important to Oxford 

Citizens ages 35-54. This 
group also factors in 

price when choosing a 
fast food restaurant. 



The Plan
Key Message: #EatThisInstead. Choose fast & healthy at 

Oxford McDonald’s

Reach
Facebook, HottyToddy.com

Message
Facebook: #EatThisInstead Campaign
• Oxford McDonald’s should launch the #EatThisInstead Campaign on their Facebook 

page to inform 9-5ers of the nutritious options that are available at McDonald’s. 
Posts should show healthier substitutes to what the 9-5er would usually get. 
This substitute doesn’t require the 9-5ers to spend more time or money. It does, 
however, encourage them to start making mindful decisions about their health. 
What starts as an order change during their short lunch break can turn into 
smaller pants sizes. 

HottyToddy.com: #EatThisInstead Article
• HottyToddy.com is one of the most widely read news blogs in Oxford. It is a source 

that residents know and trust. McDonald’s should sponsor an article that features 
all of the healthy options available at the restaurant. 



Conclusion
Based on our research, we conclude that the best way Oxford 
McDonald’s can increase customer volume is by focusing on 
three main audiences: Sorority Girls, Late Night Boys, and 9-5ers. 
These groups, though very different, have the potential to generate 
more volume and create a more positive brand image for Oxford 
McDonalds. By making dining in more inviting, advocating late night 
safety, and helping Oxonians make healthier decisions, Oxford 
McDonald’s is strengthening brand perception. 

The marketing plans for each of the audiences rely heavily on the 
use of social media. In today’s society, it is hard to come across 
someone who is not using one of these platforms. Thus, social media 
is an inexpensive way to reach a mass of people. 

Student Interns are also a very large part of the marketing plans. 
We believe that using student interns prevents the Oxford locations 
from having a corporate feel. Seeing a face they know and trust helps 
residents shake the “chain” feel of McDonald’s and bring it to a local 
level. They are also more likely to take advantage of the marketing 
strategies, which in turn grows customer volume. 

All of our suggestions are relatively inexpensive, and could be 
implemented in a short amount of time. The use of hashtags in each 
plan also make it incredibly easy to track the progress and success of 
the strategies. 

We hope that we can help Oxford McDonald’s achieve its goal of 
higher customer volume by the implementation of our strategies.  
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Why a survey?
We felt that a survey was the best way to reach a variety of 
Oxford residents because of the convenience. The shareable 
link made it easy to send to a wide range of people and 
gather information from all sides of the spectrum. 

The Survey: 100 respondents 
1. How old are you
 Under 13
 13-17
 18-25
 26-34
 35-54
 55-64
 65 or older
2. What is your gender
 Male
 Female
3. Which dining experience do you prefer?
 Delivery
 Drive Thru
 Dine In
In the past 90 days, how many times have you purchased the 
following from: 
4. a Fast Food restaurant? 5. McDonald’s?

The Questions How important are the following items when purchasing food from
6. a Fast Food restaurant? 7. McDonald’s?

Rank the following in order of 
8. Best customer service 9. Food Taste 10. Nutritious options
 McDonald’s 
 Chick-Fil-A
 Burger King
 Panera
 Subway
 Wendy’s 
 Taco Bell

11. To what extent do you agree with the following statements? 
 -McDonald’s has a great variety of nutritious options on the menu.
 -McDonald’s Kids’ area features a variety of engaging activities. 
 -McDonald’s locations feature current technology that enhances the
       experience of dining in.
 -McDonald’s has friendly, accommodating customer service. 
 



The Research
In addition to the survey, we used secondary data 
to help us gain insights and decide on a marketing 
strategy. Most of our secondary information comes 
from on-line data bases and credible websites. 

http://www.olemiss.edu/aboutum/quickfacts/

http://www.omnicoreagency.com/snapchat-statistics/ 

http://sproutsocial.com/insights/new-social-media-
demographics/

http://www.dhcs.ca.gov/individuals/Documents/
DrivingUnderTheInfluenceStatistics.pdf

Photos:
-All photos of McDonald’s locations were taken by members
-Logos of Facebook, Instagram, and Snapchat were from the 
branding sections of their respective websites. 
-Snapchat geofilter, fan, and sample Facebook post were all 
created by members. 
-Any other images were retrieved from Google Images 



The Brief

Srat Girls

Ultimately, what do we want the audience to do?
We want Srat Girls to dine in at both of the Oxford 
McDonald’s locations.

What is the single most important thing to communicate to 
the audience?
Dining in at McDonald’s is a fun experience. 

Why should they believe it?
The #ComeOnIn Campaign on Facebook and Instagram 
shows people in the same demographic as Srat Girls dining 
in and having a great time together at McDonald’s.

The Geofilter #WentOnIn is available for diners to use 
to share the fun eating experience they are having at 
McDonald’s with their Snapchat friends. This creates FOMO 
for their friends and inspires them to come on in and enjoy 
the experience for themselves. 

With a variety filled menu, the girls can enjoy a Big Mac 
or a salad in a casual environment. Plus, No other fast 
food restaurant has the fun and modern technology that 
McDonald’s offers its customers. 

Tone of voice of the Piece:
Fun and Inviting.



The Brief

Late Night Boys

Ultimately, what do we want the audience to do?
Safely late night snack at McDonald’s.

What is the single most important thing to communicate to 
the audience?
We still want McDonald’s to be their favorite stop after the 
bars, but we want to encourage safe transportation and 
avoid drinking and driving. 

Why should they believe it?
The #SafeNightLateNight campaign will open them up to 
choosing the safe and easy option. 

Uber is an extremely easy app to use, and it’s a sober ride 
to the square. It is almost impossible to turn down deals on 
food after a long night of drinking on the square. Combining 
the two is a match made in heaven. 

Tone of voice of the Piece:
Light heartedly serious



The Brief

9-5ers

Ultimately, what do we want the audience to do?
Try the more nutritious options that McDonald’s has to offer

What is the single most important thing to communicate to 
the audience?
McDonald’s offers nutritious options that are fast, affordable, 
and delicious. 

Why should they believe it?
The #EatThisInstead Facebook campaign shows healthier 
alternatives to classics. 

Instead of a Quarter Pounder, the customer could go with a 
salad. Instead of a chicken sandwich, the customer could go 
with a wrap. Instead of a Hot Cakes meal, the customer could 
choose a parfait and oatmeal. Instead of a Coke, they could 
get a water. This simple choice has no effect on the custom-
er’s time or wallet. The small change in order has a large ef-
fect on the customer’s health. 9-5ers have little time to worry 
about their health, but this is an easy way to be mindful of 
nutrition without having to dedicate time, money, and effort. 

Tone of Voice:
Encouraging, Positive, Change-provoking.


