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	 McDonald’s	franchise	owner-operators	are	currently	finding	it	difficult	to	hire	younger	team	members,	
mainly high school and college-aged students. This challenge is partially due to a perceived negative stigma 
which surrounds working at McDonald’s and the misconception of it being a low paying job. Archways to 
Opportunity	is	a	program	that	has	the	potential	to	significantly	increase	the	number	of	high	school	and	college	
students working at McDonald’s. This program provides tuition assistance to full and part-time employees who 
reach the program requirements. 

 McDonald’s owner-operators are challenged with a lack of awareness regarding the Archways to 
Opportunity	program,	a	decrease	in	college	enrollment	rates	and	competition	from	rival	quick-service	industry	
restaurants.	In	order	to	remain	an	industry	leader,	McDonald’s	must	find	a	way	to	set	itself	apart	from	com-
petitors.	Archways	to	Opportunity	has	not	yet	reached	its	full	potential	to	simultaneously	benefit	McDonald’s	
employees while improving the public perception of McDonald’s as a brand. 

	 This	document	includes	background	information	relevant	to	the	situation,	a	situation	analysis,	and	
baseline research. It also includes recommended strategies and tactics to increase enrollment in the Archways to 
Opportunity program. The ‘Big Idea’ proposed is a series of video interviews featuring McDonald’s employees 
sharing their success stories made possible through the Archways to Opportunity program. This video series is 
supported through additional recommended tactics. Also included are primary and secondary messages. As the 
primary	target	audience	for	Archways	to	Opportunity	is	college	students,	key	messages	include	the	financial	
and	personal	benefits	of	the	program	and	the	lasting	impact	made	on	the	lives	of		employees	that	enroll	in	the	
program. 

	 Additional	target	audiences	include	current	McDonald’s	employees,	store	managers,	and	university	
personnel.	These	audiences	are	influencers	and	advocates	of	the	Archways	to	Opportunity	program.	The	
recommended messages have been carefully crafted to encourage future and current employees to enroll in the 
program,	as	well	as	encourage	management	team	members	to	support	employees	while	increasing	awareness	
about the program. Key messages targeting universities to encourage them to supplement the program include 
the	potential	increase	in	enrollment	and	graduation	rates,	while	also	communicating	the	benefit	of	lowering	
student debt upon graduation. 

	 Also	included	in	this	document	are	a	budget,	campaign	calendar	and	evaluation	criteria.	Budget	has	been	
allocated	for	travel	allowances	for	campus	visits,	video	production	costs,	promotional	materials,	advertising	
costs,	tuition	reimbursement	and	compensation	for	employees	involved	in	the	video	series.	The	total	budget	
estimate	is	$75,000.	

 The proposed campaign will increase awareness regarding the Archways to Opportunity program and 
encourage	students	to	become	McDonald’s	employees.	By	increasing	awareness,	McDonald’s	will	be	recog-
nized	as	not	just	a	part-time	job,	but	a	stepping	stone	to	a	successful,	life-long	career.	Through	the	Archways	
to	Opportunity	program,	employees	will	be	graduating	one	step	ahead	of	fellow	students,	thanks	to	their	career	
with McDonald’s. 

Executive Summary 
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Situation Analysis:

 McDonald’s	franchise	owner-operators	are	currently	finding	it	difficult	to	hire	younger	team	members,	
specifically	college	and	high	school	aged	students.	The	company	offers	a	program	to	full	and	part-time	workers	
called Archways to Opportunity. This campaign aims to increase the number of participants who enroll in 
the program and receive tuition assistance. CHAS3M’s challenge is increasing awareness of the Archways 
to	Opportunity	program	and	the	benefits	it	provides	to	employees,	specifically	tuition	assistance.	The	second	
opportunity CHAS3M has it to build effective relationships with universities in the regions where the Archways 
to Opportunity program is offered. 

	 At	times,	working	in	the	quick	service	industry	can	be	perceived	negatively.	McDonald’s	is	affected	by	
this	perceived	negativity.	We	must	figure	out	a	way	to	overcome	this	stigma	in	order	for	the	target	market	to	
listen	and	act	upon	the	campaign	messages.	To	appeal	to	the	target	audiences,	the	campaign	elements	must	be	
creative,	appealing	to	a	generation	of	students	who	are	concerned	about	their	financial	situation,	as	well	as	those	
who may view McDonald’s in a negative light. 

Background Relevant to Situation:

 McDonald’s Corporation serves as a major player in the burger restaurants in the United States. 
According	to	IBISWorld	US,	the	primary	activities	of	the	industry	include	operating	quick-service	burger	
restaurants,	sit-down	burger	restaurants,	fast-food	burger	restaurants,	and	drive-thru	facilities.	McDonald’s	has	
a	market	share	of	six	percent,	while	other	major	players	in	the	industry	have	a	market	share	of	less	than	one	
percent.	The	key	economic	drivers	of	the	industry	are	consumer	spending,	consumer	confidence	index,	healthy	
eating	index,	the	price	of	red	meat	and	domestic	trips	by	United	States	residents	(Hyland,	2018).	

 McDonalds’ Archway to Opportunity program has not yet reached its full potential. An on-campus 
survey conducted at the University of Central Missouri by CHAS3M found that there is a lack of awareness 
about	Archways	to	Opportunity.	Out	of	80	surveys	taken	online,	25	percent	of	respondents	had	heard	of	the	
Archways	to	Opportunity	Program	but	the	remaining	75	percent	had	not.	While	this	is	a	limited	demographic,	it	
shows the lack of awareness on at least one college campus within the co-op. 

 Decreasing college attendance rates are also a contributing factor to the lack of enrollment in the 
Archways	to	Opportunity	program.	As	of	spring	2019,	college	enrollment	is	down	1.7	percent	from	spring	2018	
(Fain,	2019).	As	the	economy	grows	stronger,	more	people	are	working	full-time	and	fewer	are	attending	col-
lege.	This	decreases	the	amount	of	students	who	will	potentially	enroll	in	Archways	to	Opportunity.	However,	
some	colleges	are	providing	additional	benefits	to	students	who	are	enrolled	in	the	program.	Columbia	College	
provides	free	books	and	discounted	tuition	to	McDonald’s	employees	of	certain	stores	in	Kansas,	Missouri,	
Arkansas,	Iowa	and	Illinois	(Fleury,	2019).	

 McDonald’s is not the only quick service company with a tuition assistance program. Industry com-
petitors	including	Chick-Fil-A,	Chipotle,	Starbucks	and	Taco	Bell	also	offer	education	programs	to	employees	
(Powell,	2018).	Chick-Fil-A	offers	tuition	discounts	up	30	percent	for	crew	members.	There	are	100	participat-
ing	colleges	and	universities	in	the	program.	Two	specific	examples	are	Pennsylvania	State	University-	World	
Campus	and	California	Baptist	University	online.	Chipotle	reimburses	tuition	up	to	the	IRS	limit	of	$5,200,	
applicable	to	two	and	four	year	universities,	as	well	as	technology	and	vocational	schools.	They	also	offer	
up to 38 credit hours through on-the-job training. Starbucks offers employees full tuition for Arizona State 
University’s online program.  
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Background Relevant to Situation:

To	qualify,	Starbucks	employees	must	work	an	average	of	20	hours	per	week	and	are	eligible	to	receive	these	
benefits	on	their	first	day	of	employment.	Taco	Bell	provides	tuition	discounts	by	partnering	with	Guild	
Education.	Guild	offers	academic	and	financial	aid	coaches	and	tuition	discounts	(Powell,	2018).

	 In	addition	to	Archways	to	Opportunity,	McDonald’s	is	challenged	by	low	employment	rates.	In	general,	
employment	rates	in	the	quick	service	industry	are	at	an	all-time	low,	with	high	turnover	rates	estimated	to	
reach	150	percent	(Premack,	2019).	In	today’s	society,	people	seemingly	desire	more	glamorous	jobs,	such	as	
at	a	local	coffee	shop	or	boutique.	There	are	more	job	openings	every	day,	leading	people	to	quit	a	job	and	go	
to another if they are not happy in their position. There is a perceived negative stigma around working in the 
quick	service	industry,	specifically	“America’s	Best	First	Job”	at	McDonald’s.	However,	according	to	Indeed.
com	employee	reviews,	McDonald’s	ranks	at	3.5/5	stars.	This	shows	that	past	and	current	employees	think	it	is	
a	slightly	above	average	place	to	work	(McDonald’s,	n.d.).	

 Popular culture contributes to the perceived negative stigma about working at McDonald’s. There are 
numerous online threads on social media such as Twitter and Reddit that portray the ‘behind the scenes’ of 
working	at	McDonald’s.	While	these	threads	may	seem	insignificant,	they	can	be	very	influential	in	the	culture	
of	younger	generations.	They	are	easy	to	access	and	are	spreading	negative	allegations	about	McDonald’s,	con-
tributing	to	the	negative	stigma	(Booth,	2019).	Merriam-Webster	Dictionary	adds	to	the	stigma,	which	lists	the	
word	“McJob”	as	“a	low-paying	job	that	requires	little	skill	and	provides	little	opportunity	for	advancement.”	
Their	definition	provides	incorrect	information,	as	McDonald’s	pay	significantly	above	minimum	wage	at	most	
locations.	The	dictionary	also	states	that	there	is	little	opportunity	for	advancement,	which	is	also	incorrect.	This	
is	an	area	for	improvement	as	awareness	regarding	Archways	to	Opportunity	is	increased	(Mcjob,	n.d.).	

 Negative misconceptions being shared in popular culture is balanced out by McDonald’s employees 
advocating	for	their	company.	For	example,	a	viral	Facebook	post	by	Mike	Waite	states	he	is	working	at	
McDonald’s,	“Not	because	I	have	no	aspiration,	motivation	or	intelligence...but	for	the	opposite.”		Waite	goes	
on to say incredible things about the quick service chain and his coworkers. We recognize that employees are 
the biggest brand advocates and encouraging them to share their success stories has the potential to impact 
more	lives	than	traditional	advertising	(Harvey-Jenner,	2017).	Kate	Norquay	also	advocates	for	working	for	
McDonald’s.	Kate	worked	at	McDonald’s	for	four	years.	Before	becoming	an	employee,	McDonald’s	was	
not	her	first	choice	for	a	job.	However,	in	her	article,	she	stated	she	realized,	“I	am	not	as	hard	working	as	my	
co-workers,	who	sometimes	pull	twenty	hour	shifts	to	make	sure	no	customer	has	to	miss	out	on	their	midnight	
hamburger.		I	am	not	as	smart	as	our	manager-turned-engineer.	He	learned	how	to	fix	all	the	machines	so	we	
didn’t	have	to	call	a	mechanic.”	She	is	a	great	example	of	the	character	and	work	ethic	an	employee	builds	
while	working	for	McDonald’s	(Norquay,	2015).	

	 Primary	research	gathered,	as	well	as	the	research	discussed	above,	shows	that	the	Archways	to	
Opportunity	program	has	significant	room	for	growth.	Additionally,	McDonald’s	has	to	set	itself	apart	from	
competing quick service restaurants as employment rates continue to decline. We believe that the suggested 
campaign will increase enrollment in the Archways to Opportunity campaign and create interest in working for 
McDonald’s. 
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Survey Questions:

• Question	1:	Would	you	be	interested	in	a	job	that	provides	$2,500	in	tuition	assistance	per	year?
• Question	2:	Have	you	ever	considered	working	at	McDonald’s?
• Question	3:	Why	have,	or	why	have	you	not	considered	working	there?
• Question	4:	Do	you	have	15	free	hours	each	week	to	devote	to	this	job	to	receive	the	benefits?
• Question	5:	Have	you	ever	heard	of	McDonald’s	Archways	to	Opportunity	program?
• Question	6:	Now	that	you’ve	heard	some	of	the	basic	benefits,	would	you	consider	working	at	McDonald’s?
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Core Opportunity:

 The opportunity that McDonald’s has is to advance the success of the Archways To Opportunities 
program to high school and college-aged students through changing perceptions and attitudes of the workplace. 
A secondary opportunity is to develop relationships with universities and promote the Archways to Opportunity 
program	in	the	admissions	and	financial	aid	departments	in	order	to	encourage	schools	to	partner	with	
McDonald’s to reduce tuition expenses for Archways participants. 

Statement of Objectives:

1. Increase awareness of the Archways to Opportunity program among individuals aged 18-23 by 15 percent 
by the end of the campaign. 

•  We suggest establishing a baseline of awareness by conducting a survey across college cam-
puses	in	the	co-op	area	to	gather	baseline	information.	A	goal	of	3,000	responses	would	be	set.	
The	survey	would	include	awareness	of	the	program,	willingness	to	work	part-time	for	tuition	
assistance and attitudes regarding working at McDonald’s.  

2. Increase	involvement/enrollment	in	the	program	by	10	percent	by	the	end	of	the	campaign.	
• We suggest establishing a baseline of awareness by conducting a survey across co-op locations 

measuring the enrollment levels of the Archways to Opportunity program prior to campaign 
launch.	The	survey	should	be	conducted	across	all	stores	in	the	co-op,	with	a	goal	of	an	80	
percent response rate.   

3. Increase	the	rate	managers	discuss	the	program	with	potential	and	current	employees	to	100	percent	by	the	
end of the campaign. 

• We suggest establishing a baseline of awareness by conducting an employee survey across co-op 
locations	to	research	employee	awareness,	how	often	the	program	is	mentioned	during	the	work	
week,	if	it’s	mentioned	during	the	interview	process,	and	if	employees	currently	enrolled	in	the	
program are recommending it to their peers.          
  

4. Build relationships with universities within the co-op and promote the Archways to Opportunity program in 
partnership	with	their	admissions	and	financial	aid	offices.	

• We	suggest	first	evaluating	how	many	universities	within	the	co-op,	if	any,	partner	with	
McDonald’s	to	offer	additional	tuition	assistance.	Following	this,	target	universities	to	partner	
with must be established.  
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Key Publics:
1. College	students:	Antonio	is	a	student	at	a	university	near	a	co-op	location.	He	is	20	years	old	and	interested	

in	making	money	to	pay	for	college	and	living	expenses.	He	has	a	part-time	job	at	a	local	grocery	store,	but	
is	exploring	jobs	that	offer	tuition	assistance.	He	cares	about	the	opinions	of	his	friends,	consumes	social	
media	at	a	high	rate,	frequently	shops	online	and	utilizes	food	delivery	companies	such	as	UberEats	and	
DoorDash. He is highly motivated by his own self-interests and wants to know what’s in it for him. He 
spends	his	free	time	with	friends	and	family,	doing	school	work	and	other	leisure	activities.	 
   

• Interests: Making money; gaining additional free time; succeeding in school.
• Relationship: A potential employee that would enroll in Archways to Opportunity.
• Opinion	leaders:	Friends;	family;	social	media	influencers;	celebrities;	news	channels;	profes-

sors;	academic	advisors;	financial	advisors.
• Channels:	University	email;	social	media,	specifically	Twitter,	Instagram,	Snapchat	and	

Facebook;	flyers;	in	person	promotions;	texting	and	text	alert	systems;	out-of-home	billboards;	
in-person communications; word of mouth. 
        

2. Employees	of	co-op	locations:	Derrick	is	an	employee	at	a	McDonald’s	store	within	the	co-op.	He	is	30	
years	old	and	attended	college	but	did	not	graduate	due	to	financial	reasons.	He	would	love	to	finish	his	
degree	to	provide	a	better	life	for	his	family.	He	works	20	to	30	hours	a	week,	usually	more.	He	is	a	driven	
employee,	working	hard	to	pay	bills	and	provide	necessities	for	his	family.	He	spends	his	free	time	with	
family,	friends	and	working	a	second	job	to	make	ends	meet.	He	is	motivated	by	his	family	and	personal	
goals.  
  

• Interests: Making money; gaining additional free time; pursuing his degree.
• Relationship:	A	current	employee	that	would	greatly	benefit	from	the	Archways	to	Opportunity	

program but does not know about it.
• Opinion	leaders:	Family;	friends;	coworkers;	managers;	social	media	influencers;	professionals	

in industries of interest; other parents.
• Channels:	Email;	social	media,	specifically	Facebook,	Instagram	and	Twitter;	news	channels,	

online and television; out-of-home billboards; parenting blogs; texting and text alert systems; 
word of mouth; in-person communications. 
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Key Publics Continued:

3. Managers	of	co-op	locations:	Jazmyn	is	a	42	year	old	mom	that	is	career	and	family	driven.	She	works	long	
hours	and	want	her	store	to	be	efficient	and	welcoming.	She	cares	deeply	about	her	employees	and	their	
success. She is often emailing and dealing with work matters while at home. She works hard to provide her 
family	a	great	life.	In	her	free	time,	she	enjoys	spending	time	with	family	and	friends.	She	consumes	social	
media,	specifically	Facebook,	on	a	regular	basis.	She	has	expendable	income	that	provides	her	with	peace	of	
mind. She has a bachelor’s degree and believes that college is an opportunity that should be more accessible 
to	all,	no	matter	their	financial	situation.	She	is	a	self-starter	that	is	motivated	and	wants	those	around	her	to	
be successful as well.             
 

• Interests:	Providing	a	comfortable	life	for	her	family,	mentoring	employees,	leading	by	example
• Relationship: A manager that is an extremely valuable mentor and advocate for employees and 

their success.
• Opinion	leaders:	Family,	friends;	store	owners;	other	managers;	professionals	in	the	quick	

service industry; other parents.
• Channels:	Email;	texting	and	text	alert	systems;	news	channels,	online	and	television;	industry.	

publications;	word	of	mouth;	in-person	communications;	social	media,	specifically	Facebook;	
parenting blogs; professional and industry blog.s 

4. University	admissions	and	financial	aid	personnel:	Kathy	is	a	37	year	old	financial	counselor	at	a	local	
university.	She	is	very	knowledgeable	about	the	day	to	day	happenings	at	the	university.	In	her	position,	she	
assists	numerous	students	that	are	interested	in	attending	college	but	do	not	feel	it	is	financial	feasible.	She	
is passionate about providing ways to help students become successful professionals. She works Monday 
through	Friday	from	8	a.m.	to	5	p.m.	She	has	a	young	family	and	enjoys	spending	her	free	time	with	friends,	
family,	traveling	and	crafting.	She	is	kind,	compassionate	and	a	great	mentor.	She	consumes	social	media	
when	possible,	specifically	Facebook	and	Instagram.	She	has	a	bachelor’s	degree	and	believes	that	there	are	
various ways to pay for school. She is also concerned about the university’s graduation rate and wants to 
find	a	way	to	make	a	difference.	 
          

• Interests: Providing for her family while playing a vital role in the success of others.
• Relationship: A trusted advocate and partner for the Archways to Opportunity program.
• Opinion	leaders:	Family,	friends,	university	leaders,	other	university	financial	counselors,	profes-

sionals	in	the	financial	industry.
• Channels:	Email,	telephone,	in-person	communication,	phone	calls,	word-of-mouth,	professional	

blogs,	word-of-mouth.
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Messages to Key Publics: Primary and Secondary

1.   College students
• Primary:	Archways	to	Opportunity	is	helping	college	students	succeed	by	providing	financial	

stability through tuition assistance. 
• Secondary: Archways to Opportunity allows students the freedom to focus on school and social 

life by rewarding loyal employees for their hard work at McDonald’s. 
• Secondary: Archways to Opportunity is a driving force behind students becoming successful 

professionals.  

2. Employees of the locations within the co-op
• Primary:	By	enrolling	in	the	Archways	to	Opportunity	program,	you	are	gaining	additional	

support for your education and future career. 
• Secondary:	You	are	eligible	for	tuition	assistance	through	Archways	to	Opportunity	after	90	

consecutive	days	of	employment	and	20	hours	a	week.	
• Secondary: You are our biggest brand advocates. It is important to us that you feel valued and 

respected in your career.  
          

3. Managers of the locations within the co-op
• Primary:	By	encouraging	employees	to	enroll	in	Archways	to	Opportunity,	you	are	making	a	

positive,	lasting	impact	on	your	employees’	lives	and	careers.	
• Secondary:	We	want	employees	to	not	only	succeed	in	their	position	with	McDonald’s,	but	in	all	

aspects	of	their	lives,	especially	school.	
• Secondary:	It	is	extremely	important	to	be	flexible	and	understanding	regarding	student		

employee	scheduling,	coursework	requirements,	etc. 
        

4. University	admissions	and	financial	aid	office	personnel
• Primary:	By	partnering	with	McDonald’s	through	the	Archways	to	Opportunity	program,	you	

will be accelerating your students’ success through tuition assistance and professional support. 
• Secondary:	By	partnering	with	McDonald’s	through	the	Archways	to	Opportunity	program,	your	

university will be helping students graduate with less debt. 
• Secondary:	By	partnering	with	McDonald’s	through	Archways	to	Opportunity,	you	will	not	only	

motivate	current	students,	but	offer	high	school	students	a	competitive	reason	to	consider	your	
university. 
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Recommended Strategies: Objective by Objective

1. Objective: Increase awareness among individuals ages 18-23 by 15 percent.
• Strategy: Raise awareness among college students within the co-op area through on-campus 

events and the video series.  
          

2. Objective:	Increase	enrollment	in	the	program	by	10	percent.
• Strategy: Increase awareness among co-op employees through positive messaging and incentives 

to enroll.            
 

3. Objective: Increase the rate of which hiring managers and managers in general discuss the program with 
potential and current employees.

• Strategy: Management teams within each location should encourage and promote the Archways 
to Opportunity program to new hires and current employees.      
  

4. Objective: Build relationships with local universities and promote the Archways to Opportunity program in 
partnership	with	their	admissions	and	financial	aid	offices.

• Strategy:	Inform	the	admissions	and	financial	aid	offices	of	the	Archways	to	Opportunity	pro-
gram on campuses to raise awareness.         
             

The Big Idea:

	 A	series	of	personal	success	stories	of	employees	who	are	in,	or	have	completed	the	Archways	to	
Opportunity program to showcase at local schools and post to social media to raise overall awareness. 

Recommended Tactics: Strategy by Strategy

1. Strategy: Raise awareness among college students within the co-op area through on-campus events and the 
video series.

• Interview employees within each co-op and produce a video series. 
1. Five	short	videos,	each	three	to	five	minutes	long,	will	be	produced.	
2. These videos will include personal experiences of current and former Archways to 

Opportunity	participants	and	how	it	has	benefited	their	college	career.	
3. The	videos	will	incorporate	key	messages	drafted	in	this	proposal,	giving	a	human	touch	

to the campaign while communicating key messages consistently and effectively.
• Post video series to social media and share with schools within co-op area. 

1. The	primary	platform	to	be	used	is	Facebook,	as	each	store	has	a	unique	Facebook	page.	
2. Each	store	will	share	the	five	videos	to	drive	the	most	awareness	possible	to	the	

campaign. 
3. Videos should be posted at times when pages have the most engagement. This will be 

dependent	on	each	location,	but	most	likely	between	between	11	a.m.	and	1	p.m.,	and	
after 7 p.m. 

• Visit classes at local high schools and colleges.
1. The	visits	will	be	during	campus	career	fairs,	along	with	visits	to	freshman	level	

classes.	If	approved	by	the	university,	the	visits	can	include	food	drops	from	the	local	
McDonald’s. 

2. Six campus visits will take place during March and April. Three visits will be to area high 
schools and three visits will be to area colleges. 
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Recommended Tactics: Strategy by Strategy Continued 

3. Visits	to	high	schools	and	colleges	will	take	place	during	the	months	of	March	and	April,	
as these are the primary months for enrollment for the fall semester. 

4. Ideally,	the	individuals	that	visit	campuses	will	be	managers	of	co-ops	or	regular	line	
employees. Bot of these positions are able to advocate for working at McDonald’s and 
the	benefits	it	provides.	

5. Individuals visiting campuses will be trained in key messages to ensure they incorporate 
them	throughout	their	visit.	It	is	important	to	incorporate	them	while	maintaining	a	real,	
natural attitude .

6. One video from the video series will be shown on each campus visit. 

• Post video series to social media and share with schools within co-op area.
1. The	primary	platform	to	be	used	is	Facebook,	as	each	store	has	a	unique	Facebook	page.	
2. Each	store	will	share	the	five	videos	to	drive	the	most	awareness	possible	to	the	

campaign. 
3. Videos should be posted at times when pages have the most engagement. This will be 

dependent	on	each	location,	but	most	likely	between	between	11	a.m.	and	1	p.m.,	and	
after 7 p.m.           
 

2. Strategy: Increase awareness among co-op employees through positive messaging and incentives to enroll.  
• Incentivize	employees	to	enroll	by	paying	off	an	additional	five	percent	of	student	loans	upon	

graduation.	To	receive	the	incentive,	an	employee	must	refer	someone	who	enrolls	in	Archways	
to	Opportunity,	maintains	enrollment	in	the	program,	and	graduates	within	four	years	from	a	
university within a co-op location.

1. This	specific	incentive	will	be	available	to	25	employees	across	all	co-op	locations.		
2. Five	percent	of	student	loans	would	average	$2,000	per	employee,	with	a	cap	of		$50,000	

in tuition assistance being provided. 
        

3. Strategy: Management teams within each location should encourage and promote the Archways to 
Opportunity program to new hires and current employees. 

• Create	an	eye-catching,	informative	flyer	to	share	information	regarding	the	Archways	to	
Opportunity program.

1. These	flyers	will	include	the	key	information	about	the	program,	such	as	enrollment	
requirements and tuition assistance amounts. 

2. They should feature an attention grabbing yet easy to read design. We also recommend 
adding a QR code directing those who scan it to the homepage of the Archways to 
Opportunity website.

• Distribute	the	Archways	to	Opportunity	flyer	to	every	interviewee.	
1. Hiring	managers	and	interviewers	will	be	required	to	distribute	a	flyer	to	every	interview-

ee,	as	well	as	discuss	the	benefits	of	the	program	during	each	interview.
• Post	flyers	throughout	the	store	advertising	the	Archways	to	Opportunity	program.

1. There	should	be	at	least	two	flyers	in	the	dining	areas	of	each	store,	one	in	each	restroom	
and one on each entrance. 
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Recommended Tactics: Strategy by Strategy Continued        
 

• Add discussion about the program to staff meeting agenda each month. 
1. During	at	least	one	staff	meeting	each	month,	the	agenda	should	include	five	to	ten	

minutes of discussion regarding the Archways to Opportunity program.
2. This will serve as a reminder for managers to encourage employees to enroll. It will also 

allow employees the opportunity to ask any questions they may have.  

Suggested Budget:

• Travel	allowance	for	visiting	campuses	and	schools:	$4,000
• Video	production:	$15,000
• Flyers	promoting	the	program:	$2,000	
• Boosting	videos	on	social	media:	$1,500
• Compensation/incentives	for	employees	who	are	interviewed	for	a	video:	$2,500
• $500	for	each	employee	that	participates	in	video	series
• Paying	of	additional	student	loans:	$50,000	

4. Strategy:	Inform	the	admissions	and	financial	aid	offices	of	the	Archways	to	Opportunity	program	on	
campuses to raise awareness. 

• Partner with universities within the co-op to provide discounted tuition rates for students that are 
McDonald’s employees enrolled in the Archways to Opportunity program. 

1. We suggest partnering with universities to research and develop a realistic amount to 
discount tuition by. 

2. We also suggest partnering with universities to provide free textbooks to students enrolled 
in the Archways to Opportunity program. 

• Plan	meetings	during	campus	visits	with	the	admissions	and	financial	aid	offices	to	promote	the	
Archways to Opportunity program.

1. Each meeting should be an adequate length to discuss details and any changes that may 
need to be made to ensure a successful partnership. 

• Distribute brochures containing details about the Archways to Opportunity Program.
1. These brochures will contain enrollment information for the Archways to Opportunity 

program,	as	well	as	the	benefits	for	the	university	by	partnering.	
2. The	flyers	should	be	attention	grabbing	but	professional	in	appearance.		

• Distribute	the	Archways	to	Opportunity	flyer	to	staff	to	hand	out	to	students.
1. These	flyers	will	be	the	same	or	very	similar	to	those	posted	in	each	co-op	location.	

McDonald’s	employee	visiting	should	provide	at	least	100	flyers	on	each	visit.	More	
flyers	will	be	available	at	their	request.	



Evaluation Criteria:

• The increase in awareness will be measured by conducting the baseline survey after the cam-
paign concludes. Baseline and post-campaign research will be compared to show the increase in 
awareness among college students. 

• Enrollment in the program will be measured after completion of the campaign by conducting a 
follow-up survey across all store locations assessing enrollment levels among employees. 

• Measure co-op employee awareness regarding Archways to Opportunity program by creating a 
survey for crew members to take at the beginning of the campaign and after the campaign has 
concluded.  

• Measure employment numbers in co-op stores before and after the campaign. This will be done 
by	contacting	store	managers	and	employees	and	cross	referencing	findings	with	the	Archways	to	
Opportunity enrollment database. 

• The effectiveness of building relationships with universities will be measured by tracking the 
number of campuses visited throughout the duration of the campaign.

12
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Month: January February March April May June
Week: 1       2       3       4 1       2       3        4 1         2       3        4 1      2        3         4  1       2        3        4 1        2       3       4 

Key Public: Colleges students ages 18-23
Strategy:  Raise awareness among college 
students within the co-op area through on-
campus events and the video series

Tactics: 

Visit classes at 
local highschools 
and colleges XXXX XXXX XXXX
Interview 
employees and 
produce short 
video series XXXX XXXX XXXX
Post video series to 
social media and 
share with schools 
within co-op area XXXX XXXX XXXX XXXX XXXX

Key Public: Employees of co-op locations
Strategy: Increase awareness among co-
op employees through positive messaging 
and incentives to enroll. 

Tactics:

Incentivize 
employees to enroll 
to pay off five percent 
of your loans if you 
refer someone and 
they go through the 
program and 
graduate. XXXX XXXX XXXX XXXX XXXX
Reward employees 
for working at 
McDonald’s for four 
out of the four 
years they have 
been attending 
school and been 
enrolled in 
Archways for the 
full four years. XXXX XXXX XXXX XXXX XXXX

Key Public: Managers of co-op locations
Strategy: Management teams within each 
location should encourage and promote 
the Archways program to new hires and 
current employees.

Tactics:

Distribute the 
Archways flyer to 
each interviewee XXXX XXXX XXXX XXXX XXXX XXXX
Add discussion 
about the program 
to staff meeting 
agenda each 
month XXXX XXXX XXXX XXXX XXXX XXXX

Post signage 
throughout the 
store advertising 
the program XXXX XXXX XXXX XXXX XXXX XXXX

Key Public: University admissions and financial aid personnel
Strategy: Inform the admissions and 
financial aid offices of the Archways to 
Opportunity program on campuses to 
raise awareness

Tactics: 

Plan meetings 
during campus 
visits with the 
admissions and 
financial aid offices 
to promote the 
Archways to 
Opportunity 
program XXXX XXXX XXXX
Distribute 
brochures 
containing details 
about the 
Archways to 
Opportunity 
Program. XXXX XXXX XXXX
Distribute the 
Archways to 
Opportunity flyer to 
staff to hand out to 
students. XXXX XXXX XXXX
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Dictionary.com	defines	chasm	as	“a	sundering	breach	in	relations,	as	a	divergence	of	opinions,	
beliefs,	etc.,	between	persons	or	groups.”	We	just	thought	it	was	a	mixture	of	our	initials.	When	
we	gave	it	more	thought,	we	realized	a	chasm	represents	exactly	what	we	are	as	a	firm.	Our	love	
for utilizing creativity and advocating for clients through public relations is what brought us 
together,	but	we	all	use	different	techniques	to	get	to	the	end	goal.	

Our	firm	is	made	up	of	three	departments	categorized	based	off	of	skill	sets.	Myles	and	Carson	
offer	our	clients	expertise	in	multimedia	content	creation,	specifically	photography,	videography	
and design. Autumn and Samuel serve as creative coordinators to offer clients digital strategies 
and a broad range of interactive marketing functions. Sydney and Sarah serve as communications 
specialists to effectively convey client stories through writing. 

Bringing	various	backgrounds,	experiences	and	ideas	to	the	table	makes	us	a	unique,	collaborative	
and	effective	firm	for	our	clients.	We	use	our	differences	to	address	client	concerns	and	deliver	
results. We close the gap between our clients and their audiences. That is why we are CHAS M.   

CHAS M
3

3
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Carson specializes in photography, videography 
and video editing. He helps clients create 
content and form ideas for promotions and 
advertisements. He gained his professional 
experience as an intern for Huevosy Escobas, 
which is an international event planning 
company in Medellin, Colombia. He helped 
clients overseas capture content of events and 
managed their social media platforms. 

Carson Meeks 
Mult iMed ia  Spec i a l i s t 

AUTUMN 

Creat i ve  Coord inator 

Autumn is a creative thinker and brings fresh ideas to the table. During her internship with 
Early Autism Services, she managed the company’s social media accounts, planned events, 
and also contributed to the company blog. Autumn specializes in social media management 
and community relations. She offers clients recommendations on how to manage their social 
media and tips for building goodwill with target audiences.

Warren
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Sydney Halas
Commun i cat i ons  Spec i a l i s t 

Sydney is a strategic planner who loves coming 
up with “the big ideas” in a collaborative 
environment.  She completed an internal 
communications internship with Worlds of Fun 
where she contributed to social media content, 
blogs and in-person conduct training with
employees.  She received her degree in public 
relations from the University of Central 
Missouri.   

Sarah Arnett
Commun i cat i ons  Spec i a l i s t 

Sarah excels in detail-oriented tasks and 
working with others to turn big ideas into 
tangible results. She gained industry 
experience as a marketing intern at Early 
Autism Services, where she designed the 
monthly newsletter, created content for 
company programs, and assisted with 
website management. She received her degree 
in public relations from the University of 
Central Missouri. 
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Samuel 
Creat i ve  Coord inator 

Samuel Jordison offers expertise in internal 
relations and building clientele. He excels in 
fostering relations with non-profit 
organizations. Samuel also has skills in public 
speaking and content creation, making him a 
valuable member of our team. He graduated 
from the University of Central Missouri with a 
degree in public relations in 2019. 

Jordison

Myles is a multimedia specialist with experience 
in videography, photography and design. Some 
of his notable creations have been featured on 
social media pages of Beyonce, University of 
Central Missouri. He was a social media and 
content intern at CommunityAmerica Credit 
Union Folk Alliance International.

Myles Vann
Mult iMed ia  Spec i a l i s t 
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Notes:
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