
Data-Driven Personalization:
• Utilized advanced statistical measurement methodologies to analyze individual consumption habits, 

peer group behaviors, and broader demographic trends.
• Integrated geographical data to tailor day-part targeted offerings based on the location of individual 

stores across Australia.
• Behavioral Insights and Predictive Analytics:
• Developed predictive models to anticipate customer preferences and promote specific product 

combinations, enhancing the relevance of app-based promotions.
• Leveraged first-party data to create hyper-targeted campaigns, ensuring maximum engagement and 

conversion rates.
Collaborative Execution:
• Worked closely with McDonald’s brand teams and OMD Australia to align campaign strategies with 

business objectives.
• Acted as a liaison between data scientists and marketing teams, ensuring insights were actionable and 

aligned with creative messaging.
Scalable Methodology:
• Designed a framework for rolling out the app’s data-driven approach to other Omnicom Media Group 

Australia partners, including Target Group and 7-Eleven.
• Focused on creating a replicable model that could be adapted to different retail environments and 

customer bases.

Transforming Retail Media 
with the MyMacca’s App
The Problem 
McDonald’s Australia sought to leverage its MyMacca’s app as a powerful retail media tool to drive customer 
engagement, predict consumer behavior, and promote tailored product offerings. Despite its potential, the app 
faced challenges in optimizing its vast data resources to deliver personalized experiences and targeted 
campaigns. With over 5 million downloads, the app had a significant user base, but McDonald’s needed a more 
sophisticated approach to harness its data and maximize its impact. The goal was to establish the app as the 
market leader in retail media while setting the foundation for rolling out similar methodologies across other 
Omnicom Media Group Australia partners, including Target Group and 7-Eleven.
The Solution
As a client consultant working with Annalect and OMD Australia, I played a pivotal role in bridging the gap between 
data scientists and brand teams to deliver a transformative strategy for the MyMacca’s app. The solution 
involved several key components:

The Results 
The implementation of this strategy delivered exceptional results:
• Market Leadership: The MyMacca’s app solidified its position as the market leader in retail media within 

Australia, with engagement rates surpassing industry benchmarks.
• Enhanced Customer Engagement: Personalized promotions and targeted offerings led to a significant 

increase in app usage and customer satisfaction.
• Revenue Growth: The app drove a measurable uplift in sales, particularly during targeted day-parts, by 

promoting relevant product combinations.
• Award Recognition: The campaign was recognized for its innovative use of data and retail media, earning 

accolades in Australian and APAC marketing awards.
• Scalable Success: The methodology was successfully adapted for other Omnicom Media Group 

Australia partners, demonstrating its versatility and effectiveness.

Key Learnings and Takeaways
This case study highlights the transformative potential of combining data science with strategic marketing 
to create a powerful retail media tool. By leveraging the MyMacca’s app’s extensive data resources, 
McDonald’s Australia was able to deliver personalized experiences, drive customer engagement, and 
achieve measurable business outcomes. The success of this initiative underscores the importance of 
collaboration, innovation, and a data-driven approach in today’s competitive retail landscape.
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