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Executive Summary
The report presents the Shift Saver campaign of McDonald's, a digital marketing endeavor that will span over twelve weeks. The campaign will specifically target those who work night shifts or have early morning or rotating work schedules. The campaign will use existing mobile ordering, collecting and delivery mechanisms from McDonald's, and thus will not include the launch of a new product. Its key customers will be workers of health care, logistics, transportation, manufacturing, hospitality and security sectors, within the age group of 21-45 years.
The Shift Saver campaign addresses different issues faced by the shift workers, including restricted meal hours, very little free time for eating or simply being unsure about what places are open at any given time. McDonald's is supposed to become well-known and proven brand that is an accessible meal choice during unconventional working hours.








Market Opportunity and Strategic Context
The effectiveness of the campaign will be understood by various indicators such as the number of first orders, conversion rate, customer acquisition costs, average order and the number of repeat purchases, satisfaction level of the customers with service and return on ad spending. In addition, the effectiveness of the campaign will further be evaluated by determining whether the campaign has brought some additional revenue by utilising geographical isolation locations and A/B testing. The goal must be to make it clear for businesses that their advertising efforts are assisting them in catering to the demands of their consumers in the market. It should achieve results and not be just a collection of isolated measures (Westwood, 2025).
To make digital advertising more efficient, marketers should treat audience insights, channel selections, execution, and assessment as pieces of a single program (Smith, 2022). McDonald’s Shift Saver concept is based on the idea of a precise situation of using the service, i.e. ordering food late at night or in the early morning hours, while most restaurants are aimed at standard breakfast, lunch, and dinner timings.
Most promotions in the restaurant sector are centered on the standard times of breakfast, lunch, and dinner. However, such an approach does not consider the working habits of employees who might take their breaks at 2 a.m., or complete their shifts by 7 a.m., or start working before most food establishments open.
Thus, the target audience identified consists of employees working in hospitals, warehouses, airports, transport companies, production facilities, and hotels. These end consumers may be aware of the existence of McDonald’s, but they are not necessarily influenced by promotional activities tailored to their consumption habits. 
The introduction phase of the campaign will involve the launch of an advertising campaign in various urban areas of the UK where the participating McDonald’s restaurants operate at the proper hours and provide customers with mobile orders, collection, or delivery services. In this way, it will be possible to avoid overexposure in advertising by ensuring that the advertisements target the consumers who have access to the actual products and are able to obtain them in the proper manner. 
The trial campaign will last for 12 weeks and will allow McDonald’s to investigate the potential of the idea and arrive at a decision whether it should be expanded. The digital strategy should correlate real consumer pain with a specific source of commercial gain, especially if an old service is being modified for a new audience (Kingsnorth, 2025).
Campaign Concept and Customer Value
The title of the campaign “Shift Saver” expresses both its target client and the character of the service. The slogan of the campaign is:
“Your break. Your time. McDonald’s made easy.”
The main value proposition is convenience in non-standard working hours for diners. McDonald’s is not going to say that its restaurants work 24/7 or that every dish is available all the time. The aim of the campaign is to help customers find the nearest restaurants that participate in the program, check what method of ordering is available for them, and make a purchase with only a few simple actions.
The suggested Shift Saver Deal program will be offered via the McDonald’s app during designated off-peak hours. Employees of cooperating companies will be able to get an introductory discount with the help of a special employer code or a link from the promotion page. The motivation which is going to be offered after the first purchase is a secondary reward valid for 14 days after the first purchase.
The first motivation makes ordering through the app less risky, while the second one is supposed to encourage customers to repeat their purchases. The best offers and a smooth online experience led to higher e-commerce conversions because the obstacles between the desire to buy and the actual completion of the purchase are removed (Purnomo, 2023).
The page of the campaign will contain:
1. Locations involved
2. Information about working hours of the restaurant 
3. Available delivery methods
4. Terms of the promotion 
5. Link to the required app page 
Correct, accurate information will be essential since wrong availability claims may lead to customers’ disappointment. The level of satisfaction is determined by the association of promotional expectations with the service received by the firm.
The goals of the campaign will include 3 main targets:
1. Generate 25,000 first orders attributed to the campaign within the period of 12 weeks.
2. Customer acquisition costs should be no higher than £6.
3. 35% of clients are expected to place a repeat order within 30 days.
These goals help evaluate the process of acquiring customers, keeping them and making money. Although the campaign manages to attract many customers with their first orders, it cannot be called a success if they order only once.
Audience Strategy
1. Audience Segments
Different demographic, geographic, psychographic and behavioral criteria will contribute to the development of groups of clients. The use of several approaches to segmentation is more effective than paying attention to independent criteria of age or occupation (Hossain, Akter & Muzareba, 2024).
a. Employment and life stage
The main target group consists of working adults from 21 to 45 and people working in industries where it is common to have irregular working hours. These are people working in health care, in the warehouse, transport and hotel industries, as well as in production and security. Occupation is used as an indicator of working habits rather than making assumptions about employees’ preferences.




b. Location
The target regions for the ads will be places around hospitals, airports, logistics parks, industrial areas, railway junctions or entertainment districts. The ads will be displayed only where the restaurant and ordering service are operational.
c. Attitudes and motivation
It can be expected that the people in the target audience are looking for reliability, convenience and control. People in the target audience have little time at their disposal during breaks and do not want to compare a lot of food options while placing an order. It’s important to note that these people may appreciate having their day-to-day differences acknowledged versus what is presented in traditional food advertising.
d. Buying behavior
The priority market segment is people who search online for food available locally and whose consumption and purchase patterns include map use, food ordering through smartphones and buying food at the late hours of the night or early morning.
Regular McDonald’s clients, who usually place their orders at the counter, would be an important segment to target in this campaign as it will help them learn about the mobile ordering system.
2. Targeting
An approach of concentrated targeting will be adopted instead of addressing all working crowds. Concentrated targeting is designed specifically to target an audience according to its need and differentiate itself better from competitors’ offers (Helmold, 2022). The target persona is Sam, 31-year-old health worker doing shift work at a large urban hospital and returning to work early in the morning. Sam rarely has time to eat during the breaks from work and uses a smartphone to look for information about available restaurants. Sam would like to have everything predictable when ordering food and would be more interested in practical information than advertised advertisements.
3. Positioning
The campaign positioning is as follows:
For night workers and early birds in the UK who need meals outside regular working hours, McDonald's Shift Saver service is the digital food option designed to give customers a chance for easy ordering, pickup and delivery. 
This positioning contains the elements of familiarity, convenience and availability. A well-positioned brand must create the appropriate meaning in the consumer's mind instead of using a general brand proposition (Mogaji, 2025). Creative ads will depict real-life moments, such as a nurse finishing her night shift, a warehouse worker taking a break, or a logistics worker getting to work before dawn. The tone of the ads will be straight to the point, no victimization of workers in them, while McDonald’s will not be positioned as a replacement for healthy eating habits.
Digital Activation Plan
The campaign will use an interconnected channel system where each platform plays different roles. Shift Saver can be known to the audience via social media, can be searched using Google Maps, and food can be ordered through the McDonald’s app. The coordination of these encounters gives customers a more complete journey than managing different digital channels separately (Cai and Choi, 2023).
1. Social Video and Geolocation Ads
30% of the budget will be allocated to Instagram, Facebook, and TikTok. Short videos with authentic real-life stories from shift workers will show customers how to check the service availability, order in advance, pick up food, or use delivery services. The advertising will be mainly broadcast in the evening, at night, and in the early morning hours, improving the relevance of the announcement shortly before customers need the service. Social media channels can be used both for promotion and for interaction with customers, meaning that the campaign should inspire communication, not just advertising (Li, Larimo and Leonidou, 2023). Customers can be invited to share their stories about breaks while moderators will provide the answers to the questions about the promotions and the restaurant’s availability.
2. Search and Maps Activity 
Search and maps advertising will take up 25% of the budget. The campaign will focus on keywords like:
· "Food nearby"
· "Food deliveries during odd hours"
· "Breakfast near me"
· "Food near hospitals"
· "Food near factories"
Search advertisements target consumers in need, while maps spot participating restaurants. Also, relevance and proper timing enhance the effectiveness of digital communication (Madan and Rosca, 2022). It is crucial to update restaurant listings about opening hours, pick-up details and delivery options.
3. Employer and Creator Partnerships
Employer partnerships or shift worker creators will get 15% of the budget. Hospitals, logistics companies, transport organizations and hotels may inform their staff through apps, newsletters, intranet and printed QR information in staff areas. Micro-creators with real night shifts may depict folks ordering food. Paid partnerships should be transparent to avoid conspicuous marketing with unreliable claims about food delivery time and restaurant opening hours. 
4. McDonald’s-Owned Channels
15% of the budget is allocated for events like app and email messaging, and push notifications to loyal customers who agreed to promotional communications. Personalisation increases customer satisfaction while being founded on accepted behavior (Sahut and Laroche, 2025).
McDonald's can exploit past order timings and geographical orientation while suggesting suitable restaurants. The system shouldn't try to guess customers' jobs or overwhelm them with late-night notifications. 


5. Retargeting 
The rest 15% of the budget can be spent on retargeting and testing. 
The target audience could be as follows:
· People who checked if the restaurant was available
· People who abandoned their order
· People who finished their first Shift Saver’s purchase
· People who did not use their second order.
The different stages of the decision-making process are influenced by digital channels thus follow-ups' messages need to vary according to the previous audience's actions rather than repeat the same advertisement (Pires et al., 2022).
Delivery of the campaign and its budget
The campaign which will run for twelve weeks will be implemented in three phases.
Phase1: Campaign launch and employer involvement
The first two weeks will focus on the promotion of the campaign, involvement of partner employers, and the start of social awareness promotion. The content of the creators will provide an explanation as for the Shift Saver and guide people to the campaign website.
Phase 2: Acquaintance and improvement
The third to the tenth week will be devoted to the issue of the first purchase. Search and map ads, social posts, and activities of the employees involved in the campaign will be done in combination with weekly performance tracking. The weekly monitoring of the campaign performance will allow replacing the poorly performing creative content with more money going to the places and channels with different numbers of completed orders.
Phase 3: Retention and assessment
The last two weeks will focus on the issues of the second purchase, customers’ feedback, and campaign evaluation. Reminders will be sent to the first purchase customers about the upcoming expiration of their reward. 
The proposed budget distribution is as follows: 
· Social media marketing – 30%
· Search and map ads – 25%
· Employers and creators’ partnership – 15%
· Application, email, and push communication – 15%
· Retargeting and testing – 15%
Performance Evaluation and Monitoring
The effectiveness of the campaign will be assessed through a structured performance system instead of solely relying on social media involvement.
· Awareness: In terms of awareness, the results will be determined by measurement metrics such as the reach, frequency of advertisements, completed views, the number of people searching for the brand, and the number of campaign page visits.
· Engagement: For engagement evaluation, indicators such as click rate, launch frequency, availability check for restaurants, the use of creator code, and activation of employer code will be evaluated.
· Conversion: Conversion measurements include first orders, the order completion rate, the abandonment of the basket, customers' acquisition cost, redemption of promotional offers, and average order amount.
· Customer Value: For the measurement of long-term value, the 30-day repeat order rate, the order frequency, revenue earned from customers and Return on Advertising Spend (ROAS) will be taken.
· Service Experience: Order precision, waiting times, complaints, refunds, and satisfaction after purchase will also be evaluated. All the data related to the campaign could be tracked through source codes, app events, codes for promotion, records in the system, and unique links for creators.
Conclusion
The Shift Saver of McDonald’s is a targeted campaign aimed at those working night or rotating shifts and allowing them to access food during the time of day when it is impossible to find a normal food option. The targeted approach makes the advertisements less wasteful and focuses on the concept of accessibility and flexibility of the marketing approach used. The use of social publicity, searches, maps, partnerships with employers, content created by creators, and owned publicity channels will create a consistent path for customers.
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