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OF THE 5‘“3 RESTAURANTS SuRVE‘IED IN 2083,

! J7 REPORTED RECYCLING USED COOKING OIL AND

OFFERED FRULTS,
VEGETABLES OR
LOW-FAT DAIRY

IN HAPPY MEALS IN MORE THAN
95% OF MCDONALD'S RESTAURANTS.

I /0 REPORTED RECYCLING CORRUGATED CARDBOARD.

'7 4 b of restaurant managers felt

the person they reported to supported

their professional development in 2013.

OF THE FISHERIES THAT McDONALD’S SOURCES
WHITEFISH FROM ARE VERIFIED SUSTAINABLE.

*Data reflects numbers from Company-owned restaurants in Canada,

Germany, the UK., and the U.S,, as well as restaurants in Brazil and Japan.

MOONALD:S SUPPORT HAS HELPED

RMH( 10 IMFA(T THE uvrs or \
AND THEIR FAMILIES EACH YEAR. mgm

HOUSE CHARITIES
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OUR JOURNEY TOGETHER.
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WELCOME TO MCDONALD’S 2012-2013
CORPORATE SOCIAL RESPONSIBILITY
& SUSTAINABILITY REPORT

Every day, McDonald's independent restaurant Franchisees, suppliers, and Company employees are working
together to provide great-tasting food and beverages to our customers around the world. Through good people,
we also strive to create great experiences with our Brand, and to be a good neighbor and partner in the local

communities where we operate.

Even though our approach may vary from country to country—anct even from restaurant to restaurant—we are
all aligned around a common ambition: being a force for good.

This notion of “good" has a|ways been an important part of our heritage—and its an equa"y important part
of our future. We are committed to worhing toward a tomorrow where quatity food and balanced choices are
accessible and affordable to all. Where the food we serve is sustainably sourced from thriving farms. Where
environmental protection and efficiency are universal. Where people from all walks of lfe are valued for their
unique contributions to a shared gtohat community. And, where every restaurant is more than an address on a
map~its part of the local neighhorhooct.

This report—and the framework we are |aunching with it—reflect the progress we are mahing toward

this vision for the future, and our plans as we continue to look forward. Qur work across the broad
spectrum of sustainahitity—trom well-being to energy etticiency and animal health—reflects our understanding
that sustainability in McDonald's restaurants and in our supply chain drives growth' creates johs' and

fuels economies.

WE REALIZE THAT OUR
BUSINESS AND OUR
RESPONSIBILITIES TO SOCIETY
ARE INEXTRICABLY LINKED.
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to society are inextricably linked. Now more than ever,

customers care about where products come from, how they
are sourced, and the environmental, ethical and economic
impact of purchase decisions they make each day. At the same time, society, businesses and individuals are
continuously faced with significant global issues like the demand for resources of a growing population. The
benefits to solving these challenges are significant. From assuring supply and reducing the risk of long-term
supply interruptions to encouraging sustainable economic growth for businesses and communities and rectucing
operating costs through greater efficiencies, the ways we choose to address these challenges will change the
world for the better and ensure we maintain an enduring, sustainable and profitable business model.

As we continue along this journey, we'e striving to ensure our actions and our ambitions are both holistic and

outcome-based.

'm encouraged by the progress we're making and our accomplishments along the way—a number of which
are detailed in the pages of this report. At the same time, we also know that we must continue to expand and
evolve our efforts. That's why we continuously challenge ourselves, our Franchisees and our suppliers to keep
wort(ing together and tinding even better ways to be a force for good.

Thank you for your interest in McDonald's and our efforts to do good in the world. And, on behalf of our gtot)at
system of Franchisees, employees, and suppliers, | invite you to join us as we continue on this journey together.

DON THOMPSON
President & CEO

McDonalds Corporation
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INMY ROLE AS McDonald's Senior Vice President of Global CSR, Sustainability, and Philanthropy, I've had the pleasure of working

closely with a broad spectrum of internal and external stakeholders as we finalized our CSR & Sustainability Framework. This Framework,
which serves as the foundation for this Report, provides the structure and focus to help us mainstream sustainability, drive progress, and
achieve our 2020 Vision for McDonald's CSR & Sustainability efforts.

We've worked diligently to develop this CSR & Sustainability Framework focused on five key areas—Food, Sourcing, Planet, People, and
Community. These pillars are central to our commitment to create shared value for our business and society.

In the course of developing this blueprint for our work in the area of CSR & Sustainability we ve methodically developed distinct, forward-
looking goals. These goals will serve to focus us on a long-term view of the social and environmental business imperatives that will help shape
our future. McDonald's is working System-wide to meet or exceed these goals.

As we look to the future, it's important to note that there will be related challenges associated with achieving these goals. With this in mind,
implementing robust data collection, reporting and infrastructure enhancements will be critical to our success. We have begun to enact changes
that will help us address these priority areas and foster continued focus on deve|oping policies, programs and tactics that will help us meet
these goa|s.

We welcome your contributions to this effort as we all continue on
“Our Journey Together. For Good.”

J.C. GONZALEZ-MENDEZ
Senior Vice President

Global CSR, Sustainability & Philanthropy, McDonald's Corporation




- GROWING OUR BUSINESS BY
* MAKING. A POSITIVE DIFFERENCE IN SOCTETY
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We have worked to develop and finalize a Global CSR & Sustainability Framework, with five clear priority areas, or “pillars,” to structure our efforts. We identified our aspiration in each pillar with input from key internal and external
stakeholders who understand the comp|exities of our business model and the greatest opportunities to create shared value for our business and society. In 2013, we were able to develop measurable, speciﬁc goa|s for some of these
efforts to a|ign McDonald's around common goa|s for advancing what we call “Our Journey Together. For Good.”

........................................................

2020 AsﬂWLGOAL&I
BEEF: SUPPORT SUSTAINABLE PRODUCTION

Lead development of global p;incipges and criteria in 2?]4. Mm@ m mATE m msr
Develop goals and begin purchase of verified sustainable beef by 2016. ‘mlmmu ; m H
100% OF COFFEE, PALM OIL AND FISH E#&mm.nls %;Amms

Verified as supporting sustainable production.

2020 ASPIRATIONAL GOALS |

0% INCREASE IN ENERGY EFFICIENCY OF
COMPANY-OWNED RESTAURANTS

Top 9 Markets excluding Brazil and Japan. Develop Franchisee goal in 2016.
INCREASE ENERGY EFFICIENCY THROUGH
RESTAURANT STANDARDS

Top 9 Markets. Develop goals in 2014.

INCREASE AMOUNT OF IN-RESTAURANT
RECYCLING TO 50% AND MINIMIZE WASTE

100% FIBER-BASED PACKAGING

From cerliﬁed or recyc|ec| sources.

.................................................

2020 ASPIRATIONAL GOALS |

SERVE 100% MORE FRUIT, VEGETABLES,
LOW-FAT DAIRY OR WHOLE GRAINS

Top 9 Markets Top 9 Markets
REDUCE SALT/SODIUM, SUGAR,
SATURATED FAT OR CALORIES ACROSS THE MENU
Top 9 Markets. Develop goals by 2015. CORE VALUE
GOMMITTED FOR OVER QP
50 YEARS T0 COMMUNITIES

PN | B | GIVEBACK TOOUR COMMUNTIES

AND COMMUNITIES : IMPROVE THE LIVES OF CHILDREN

AND THEIR FAMILIES
Through support of Ronald McDonald House Charities and other organizations.
CREATE OPPORTUNITY STRENGTHEN COMMUNITIES

Provide lifelong skills and career opportunities for our global workforce.

PROMOTE DIVERSITY AND INCLUSION

Foster a work environment that values the unique contributions of all.

By addressing needs such as education and physical activity.
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Sharing our Corporate Social Responsibility (CSR) & Sustainability progress with our stakeholders is a key part
of McDonald's journey to growing our business sustainably and ma|<ing a positive difference in society. We've
been reporting on this journey for more than a decade, publishing six full-length reports between 2002 and
2010 and two summary reports in 2011 and 2012.

Since then many of our stakeholders have recommended that we share more about our CSR & Sustainability
journey. We are encouraged by the progress we're making and know that being transparent about our goa|s, our
successes and the lessons we've learned helps us continuously improve.

WHAT WE MEAN
WHEN WE SAY...

Given the complexity of McDonald's business, communicating about CSR & Sustainability can be cha”enging.
To facilitate understanding of what we mean we've defined key terms below used throughout this report.

MDONALDS TERMS AND DEFINITIONS

Mﬁﬂﬂum.ﬂ!s ® Qur g|oba| Brand unless specrtled otherwise

©000000000000000000000000000000000000000000000000000000000000000000000000000000000000
.

Wﬁm COMPANY : * McDonalds Corporation and its majority-owned subsidiaries worldwide

©000000000000000000000000000000000000000000000000000000000000000000000000000000000000

ecccee

® The Company, its Franchisees and suppliers are collectively referred to as
the “System”
® Also known as McDonald's “three-|egged stool”

©0000000000000000000000000000000000000000000000000000000000000

THE SYSTEM

®000000000000000000000

NCHISEES McDonald’s restaurants—see page 10 for more details

©000000000000000000000000000000000000000000000000000000000000000000000000000000000000
.

RESIAMTS ® |ncludes restaurants owned t)y the Company and its Franchisees

.
©000000000000000000000000000000000000000000000000000000000000000000000000000000000000

® Collective group of independent individuals and entities operating

0000000000000 0000000000 0

S(OPE OF THE REPORT

The reporting organization o f this report is McDonald’s Corporatlon headquartered in Oak Brook, lllinois,
USA. Performance data included in this report genera"y reflects operations in our top nine markets: Australia,
Brazil, Canada, China, France, Germany, Japan, the United Kingdom and the United States. Two of these
markets, Brazil and Japan, are entire|y operated by Franchisees and we rely on the accuracy of the pertormance
data provided by their management. The designation “top markets” reflects many factors such as System-wide
sales, revenues, operating income, number of restaurants and potentia| for growth. Together, they represent
about 70% of total revenues.

Except where noted, reported pertormance includes restaurants owned by the Company and those owned

by Franchisees.
OUR CSR & SUSTAINABILITY REPORT COVERS
Australia China Japan
TOP 9 MARKETS : Brazil : France  United Kingdom
: Canada Germany : Unlted States

BASELINE YEAR FOR
ASPIRATIONAL GOALS

G|oba| Reporting Initiative (GRI) 31 Sustainability
Reportmg Guidelines



AT INSIDE

~ At McDonald's, our CSR & Sustainability approach is guided by the Five Pillars of our CSR & Sustainability Framework—Food, Sourcing, Planet, People and Community. These pillars establish a clear vision for our critical
areas of focus and are aligned with the work we'e doing to address the issues of highest importance to our internal and external stakeholders. In this, our ninth sustainability report, we've dedicated individual chapters to sharing our

: j l progress under eac|1 p|||ar

ASPIRATIONAL GOALS

d = 5 THINGS TO KEEP INMIND. ...

The aspirational goals included in our framework provide a destination we desire to achieve by 2020.

e Each otfl our Iﬁ\;e p|||arsI |s{ atglﬂzregt steges ofdplr)olgrests glt:rller;ancT anddrecsource a.|t|ocat|on O:r Framework . OuR FRAN(HISEES AND SUFFUERS ARE INDEFENDENT BUSINESS
B OWNERS WHO MAKE DECISIONS FOR THEIR OWN ORGANIZATIONS,
o:rr a |t1na va uTs. :a br |or(], our lrlsrnesLs oierellez uz. {?r vlanous constraints tha rmplalnchour Joureey T] WH.".E MAINTAINING (ORE STANDARDS FOR OuR BRAND AND
achieve these goals. As a brand we realize that it will be dirticult to measure progress in all the countries where CUSTOMER SATISFAGION We cannot prescribe CSR& Sustainabi|ity

we operate, but will strive to motivate the entire System by providing tools and resources to drive engagement Ll k in collaboration to rai 1 orovid

0 and performance across our System. Progress toward the aspirationa| goa|s will be aggregated and reported in LR = em.. 'a Sl g .ora " rarse.awa.r.ene'ss 5

M (1. . 4 tools and opportunities to he|p them on their CSR & Sustalnal)lhty journeys. We work

our annual sustalnablllty report, but marl(et-by-market progress may vary. Plans to achieve the g|oba| goa|s will E : o I

D 1| el market by-market considerati with supp||ers to mutua"y set objectlves and targets on CSR & Sustalnablhty and
r ased on market-by-market considerations.

monitor their progress.
We cannot guarantee that we will achieve these stated goa|s given the above factors. The Company is committed
to putting forth good-faith efforts to make progress towards these goa|s, to report on an annual basis tangib|e S %ﬁmglff{\l\{)ﬁ&%oggﬁ% R@Ngf (g)ﬁ\\ﬁ[’%’\é)\,{.qrwNE{D RESTA%T}:A(NTS ARE
] 3 . . Iheretore, many ot the measures

progress and measurements, where possible, and to explain both successes and challenges along this journey.
start with Company restaurants, with a p|an to demonstrate success and expand

measurement, as more independent Franchisees choose to implement CSR &
Sustainability initiatives.

« ALONG WITH THE VISION FOR EACH GOAL, WE MAY PROVIDE
AN INITIAL, NARROWER SCOPE FOR MEASUREMENT PURPOSES,
IF NEEDED. This scope reflects our available baseline data and short-term
measurement capabilities, which we will continue to improve over time. The majority of
our aspirational goa|s focus on our top 9 markets, as specified.
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With more than 35,000 locations in over 100 countries, McDonald’s serves approximately 70 million
customers each day. More than 80% of McDonald’s restaurants worldwide are owned and operated by
independent Franchisees. An estimated 1.8 million people work for the Company and our Franchisees, helping
us deliver on our collective mission to be our customers favorite place and way to eat and drink.

A GLOBAL FAMILY OF LOCAL RESTAURANTS

Al restaurants are operated by either the Company or Franchisees, including conventional Franchisees,
developmental licensees and affiliates, as explained below.

RESTAURANT OWNERSHIP

COMPANY-  :Owned and operated by the Company
OWNED 2  The Company owns the land and building or secures long-term leases for both

FRANCHISED Owned/ Operated under one of the fo"owing ownership structures

Conventional * Typically small business owners
* Provides a portion of the capital required by investing in the restaurant equipment,

Franchise
signage, seating and décor and s responsible for the day-to-day restaurant operations

* Leases restaurant location(s) from the Company

* Contributes to the Company’s revenue stream through the payment of initial franchise
fees, and rent and roya|ties based upon a percent of restaurant sales

* Typically receives a license to operate restaurants within specified territory and may
have the right to sub-franchise McDonald's restaurants within their territory to
individual Franchisees

o Will own or lease their own restaurant premises without the Company’s investment

* Contributes to the Company’s revenue stream through the payment of initial franchise
fees, and roya|ties based upon a percent of restaurant sales

o The largest developmental licensee, operating nearly 2100 restaurants across 19 countries
in Latin America, including Brazil and the Carribean, is Arcos Dorados Holdings Inc.,
a public company

* The Company makes an equity investment in other companies that operate McDonald's
restaurants under license as joint ventures or affiliates

* The affiliate wil typically own or lease the real estate underlying their restaurants and may
operate or sub-franchise restaurants within their licensed territory

* Contributes to the Company’s revenue through a roya|ty based on a percent of restaurant
sales and the Company’s share of earnings

» The largest affiliate is in Japan, with nearly 3,200 restaurants operated by McDonald's
Holding Company (Japan), Ltd (a 499% owned affiliate), a public company

Developmental

License (DL)

Mfiliate

McDONALD’S GEOGRAPHIC SEGMENTS

McDonald's business is managed in distinct geographic segments. Significant reportable segments include

the United States (U.S.); Europe; Asia/ Pacific, Middle East and Africa (ADMEA). In addition, McDonald's
business operations in Canada and Latin America, as well as Corporate activities, are collectively referred to as
“Other Countries and Corporate.”

us. + « Represents 14,278 restaurants
+  Accounts for 31% of the Company's total revenues

©000000000000000000000000000000000000000000000000000000000000000000000000000000000000

Europe te Represents 7602 restaurants operated across 49 countries
+ * Accounts for 40% of the Companyss total revenues
s o The segment's three |argest markets—the U.K., France and Germany—co||ective|y
¢ account for 50% of the revenues the Company receives from Europe

APMEA te Represents 9918 restaurants operated across 37 countries
+  Accounts for 23% of the Company's total revenues
: o The segment's three |argest markets—China, Australia and Japan—co||ective|y account
¢ for 54% of the revenues the Company receives from APMEA

Other Countries & © Represents 3,631 restaurants operated across 29 countries

& Corporate e Segment includes operations in Canada and Brazil

Asof 12/51/13

GROWING OUR BUSINESS RESPONSIBLY

Over the past decade, our worldwide operations have been a|igned around a |ong-term strategic framework
called the Plan to Win. Focused on the five basics of an exceptiona| customer experience—peop|e, Products,
Place, Price, and Promotion—the Plan serves as our operations roadmap to further enhance the customer
experience and drive sustainable and profitable growth. At the same time, we are focused on continuous
improvement in addressing environmental, social, and economic issues where we can have a positive impact for
our customers and our business.

THREE-YEAR REVENUES 2011-2013

om0 : 202 28
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TOTAL : $21006 : $27,567 : $28,106

. .
©00000000000000000000000000000000000 000000000000000000000000000000000000000000000000

Dollars in millions.

and {GES FTOITI

The Companys revenues consist of sales by Company-owned operated by Franchisees. Revenues from restaurants operated by
conventional franchisees include rent and royalties based on a percent of sales along with minimum rent payments, and initial fees. Revenues from restaurants operated by

affliates (including Japan) and developmental licensees (including Brazil) consist of royalties based on a percent of sales, and generally include initial fees.



THE THREE-LEGGED STOOL

Former Chairman Fred Turner characterized McDonald's operations as a three-|egged stool, the |egs being the Company and its employees, Franchisees, and supp|iers. As with a stool, all three |egs are essential, and all three |egs
have to be strong and balanced to succeed. We provide a framework of common values, policies, and business strategies, and empower our Franchisees, our suppliers, and Company staff to contribute in ways that reflect their unique
expertise and particular circumstances. This “freedom within a framework” supports best practices and innovations in our individual markets and enables us to meet the local needs of customers and employees.

MOONALD’S

URLUES HRAes PO

FRANCHISEES

Our relationships with our independent Franchisees are key to

MOONALDS SUPPLIERS

Since McDonald's does not actually produce ingredients used in

McDonald’s success, helping to ensure the right balance between our menu items, our suppliers are a critical leg of our three-legged

individual autonomy and alignment with our worldwide quality and stool. We fully expect our suppliers to share our values and
service standards. Franchisees live and work in the communities they commitments and have implemented numerous programs to
serve. They know the local business environment and are connected encourage this. We are aware that our procurement po|icies cn
with the interests and concerns of their communities. Franchisees affect producer industries and their employees, and we work to
develop and implement their own business plans, make their own exercise this influence responsibly.
purchases of goods and services, and hire and manage their own

employees. In addition to ensuring that McDonald’s restaurants

worldwide conform to a strict set of quality, service, cleanliness
and sa{ety standards, we collaborate with Franchisees to support

responsible business practices. FRANCHISEES  THE COMPANY & MADONALD'S
ITS EMPLOYEES  SUPPLIERS

THE COMPANY & ITS EMPLOYEES

The McDonald’s customer experience starts with our people. We take seriously the responsibility
to promote respectful, safe, healthful working conditions, effective management policies, diversity
and inclusion. We pride ourselves on the opportunities for |earning, training and development, and
advancement within McDonald’s, starting with the Company's employees.



DRIVING BROAD PROGRESS
THROUGH COLLABORATIONS

Advancing CSR & Sustainability is a team effort. Each of us—individuals, communities, companies and
governments—has an important role to play. Ultimately though, the world's cha”enges are bigger than each of

us alone. That' one reason we engage dlrect|y with organizations and participate in coalitions, associations and OVERTHE LAST 20+ YEARS OF WORKING ON CSR & SUSTAINABILITY ISSUES FOR MCDONALD'S,

WE'VE WORKED WITH A WIDE RANGE OF SOCIAL AND ENVIRONMENTAL NGOS, SUPPLIERS,
knowledge and financial support to various local, national and global organizations striving for collective solutions. ASSOCIATIONS AND OTHER EXPERTS. | TRULY ENJOY IT, AND THEY ENERGIZE AND STIMULATE
INNOVATION FOR OUR TEAM. WHAT BETTER WAY TO STAY IN TUNE WITH SOCIETAL NEEDS THAN
TO LISTEN AND LEARN FROM THE BEST AND BRIGHTEST IN AREAS SUCH AS ANIMAL WELFARE, THE
ENVIRONMENT, AND HUMAN RIGHTS? THEIR AMAZING PASSION AND INSIGHTS HELP US CREATE

initiatives made up of diverse stakeholders working together for the common good. We contribute our time,

sIBEnecs forSocial Responsibihty (member) BETTER SUSTAINABILITY STRATEGIES AND PROGRAMS.
(SR & SUSTAINABILITY ‘ * Sustainability Consortium (member) BOB LANGERT
® Global Reporting Initiative (organizational stakeholder - Germany) Vice President CSR & Sustainability

McDonald's Corporation
® Global Food Safety Initiative (board member)

® |nternational Food & Beverage Alliance (member)
® Alliance for a Healthier Generation (partner)
® Clinton Global Initiative (member)

* Conservation International’s Business and Sustainability Council

* Global Roundtable for Sustainable Beef (founding member)
® Roundtable on Sustainable Palm Oil (member)

* Sustainable Agriculture Initiative (member)

* World Wildlife Fund (collaborator)

° Cata|yst (g|oba| research partner)
* Multicultural Foodservice & Hospitality Alliance (member)

m——

BOB LANGERT (LEFT), VICE PRESIDENT OF CSR & SUSTAINABILITY,
(WITH FORREST ROBERTS, CEO, NATIONAL CATTLEMEN’S BEEF
ASSOCIATION) ADDRESSING THE ISSUE OF SUSTAINABLE BEEF.



WORKING WITH OUR STAKEHOLDERS

McDonald's stakeholders are important to our CSR & Sustainability progress. We are allin this together
from our employees, Franchisees and suppliers, to investors, non-governmental organizations, and academics.

Ongoing two-way dia|ogue is essential. It helps us prioritize issues of greatest concern to our business and
society. It drives innovation and it builds trust.

v 201-2013 (SR & SUSTAINABILITY
v STAKEHOLDER ADVISORY TEAM

A diverse group of experts helped shape and refine our Global CSR & Sustainability
\ Framework and provide feedback on our initial goal setting.

STAKEHOLDER PERSPECTIVE

(! WHAT MORE COULD McDONALD’S DO TO ADDRESS
: STAKEHOLDER INTERESTS?

The stakeholder team met in person and via conference call on multiple occasions
I

with members of McDonald's leadership team to provide speciﬁc recommendations
: on McDonald's CSR & Sustainability priorities, progress, cha”enges and

reporting areas.

ALLIANCE FOR A HEALTHIER GENERATION

We are pleased that the process of stakeholder engagement at McDonalds has started to result in more actions i Victoria Brown
1

and strategic commitments. For instance, we have talked over the years about setting public goals and targets,
and those have now been established. We are |ool<ing forward to these being strengthened going forward.
This framework is particularly important as McDonald's sometimes downplays its influence but, as a prominent
global brand, the Company has a responsibility to ensure that sustainability is a core part of its business
strategy—when McDonald's acts, other companies can follow suit, influencing the broader market.

BUSINESS FOR SOCIAL RESPONSIBILITY
Eric Olson

CALVERT INVESTMENTS
Ellen Kennedy

CERES

That said, it's not always clear how McDonald's makes sure stakeholder feedback gets into their business Andrea Mofat

process and strategies. Ceres would like to see more transparency regarding complex issues like obesity,
climate change, and water scarcity, along with bolder actions McDonald's might take and how they will engage
Franchisees in thisjourney. We would like to know more about how sustainabihty fits into McDonalds risk

management and governance and how social and environmental issues will be addressed as part of their

business performance through 2020 and beyond.

CLINTON HEALTH MATTERS INITIATIVE

Rain Henderson

INTERFAITH CENTER ON CORPORATE RESPONSIBILITY

Laura Berry
UNIVERSITY OF TORONTO
Harvey Anderson
, WALDEN ASSET MANAGEMENT
‘ Heidi Soumerai
ANDREA MOFFAT
Vice President

WORLD BUSINESS COUNCIL FOR

SUSTAINABLE DEVELOPMENT
Jessica McGlyn

Corporate Drograms at Ceres N
-—— N

WORLD RESOURCES INSTITUTE
B R o e s o o oo ST b o e #argle Phia. o A aal
HOW WE'RE RESPONDING TO STAKEHOLDER FEEDBACK iy

We take the feedback of stakeholders like Andrea serious|y. In the ensuing pages, many of the issues that she—and other

stakeholders with whom we work—have raised, are addressed. We are thankful for the insights and guidance we have received

as a result of our ongoing stakeholder engagement efforts. They have played a significant role in defining our
CSR & Sustainability Framework, associated goals and reporting efforts. Read on to learn more.

13
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HOW IT IS INFLUENCING

WHAT QUR STAKEHOLDER
ADVISORY TEAM TOLD US

BOALS: SET LONG-TERM,
MEASURABLE, AMBITIOUS GOALS.

F00D: FOCUS ON FOOD
AS THE PRIORITY

OUR JOURNEY

« ESTABLISHED GOALS FOR THREE OF OUR CSR & SUSTAINABILITY PILLARS
« DEVELOPING IMPROVED COLLECTION, CONSOLIDATION, AND REPORTING PROCESSES

+ PARTNERED WITH THE ALLIANCE FOR A HEALTHIER GENERATION IN CONNECTION WITH THE
CLINTON GLOBAL INITIATIVE TO COMMIT TO INCREASING CUSTOMERS’ ACCESS TO FRUIT AND
VEGETABLES AND HELPING FAMILIES MAKE INFORMED FOOD CHOICES

» WORKING TO IMPROVE PRODUCT NUTRITIONALS

 PROVIDING EASY ACCESS TO NUTRITION INFORMATION AND MORE CUSTOMER CHOICE

* WORKING THROUGH GLOBAL ORGANIZATIONS TO ADVANCE COLLECTIVE
IMPROVEMENTS, SUCH AS SUSTAINABLE BEEF PRODUCTION

+ COLLABORATING WITH SUPPLIERS TO SUPPORT MORE {Y‘
SUSTAINABLE AGRICULTURE

« ESTIMATED SYSTEM-WIDE CARBON FOOTPRINT

+ DEVELOPED CLIMATE AND ENERGY CHANGE POSITION STATEMENT

« INCLUDED WATER RISK IN ENVIRONMENTAL SCORECARD FOR SUPPLIERS
+ COMPLETED WATER STRESS MAPPING FOR ALL RESTAURANTS

+ DEVELOPING ENTERPRISE-WIDE WATER STRATEGY AND BEGINNING WATERSHED-LEVEL INVESTIGATIONS

PLANET: INCORPORATE (LIMATE CHANGE AND
WATER RISK AVOIDANCE IN OUR STRATEGY.

« CREATED A CSR & SUSTAINABILITY COMMUNICATIONS TEAM
* ALIGNING WITH REGIONAL McDONALD’S COMMUNICATIONS PERSONNEL

EOPLE: BE BOLDER IN QUR COMMUNICATIONS, BOTH
INTERNALLY AND EXTERNALLY.

 PLANNING GLOBAL EMPLOYEE VOLUNTEER PROGRAM AND RECOGNITION INITIATIVE
+ CREATING COMMUNITY STRATEGY ALIGNED WITH BRAND AMBITION, CSR &
SUSTAINABILITY FRAMEWORK

OMMUNITY: LEVERAGE EMPLOYEES AS A KEY DRIVER
OF COMMUNITY STRATEGY.

o
o
L[]
o
o
L]
o
L]
°
o
L[]
L]
%
L]
o
L[]
o
o
L]
o
o
L]
o
L[]
o
o
......0.................................................:................................................
o
°
o
L[]
o
o
°
o
L[]
L]
°
L[]
o
*
L]
o
L]
o
o
°
L_J
o
°
o
L[]
o
L]



‘r

-

;

r

I 4

-

FOCUSING ON THE
IMPORTANT ISSUES FOR
OUR BUSINESS AND SOCIETY

As part of the development of our Global CSR & Sustainability Framework we reviewed a range of stakeholder
inputs, benchmarking analyses, research, reports and other sources to determine our priority issues based on
their |eadership opportunity for McDonald's and their impact on society and the environment.

We also place a high value on what our customers think. As a resu|t, we work with

independent organizations to engage with consumers and obtain their perceptions of our

S C AN ES¥ Sustainability performance. For example, GlobeScan has conducted consumer
st research on McDonald's behalf for the last several years. The findings are based on telephone
or face-toface surveys with over 8000 random|y samp|ed CONSUMeTs across eight countries: Australia, Brazil
Canada, China, France, Germany, U.K. and the U.S. The results are considered to be accurate within 31 % in

each country.

It is no surprise that our food and sourcing are the key areas where consumers would like us to focus, with 51%
of consumers in agreement. This was also echoed by our Stakeholder Advisory Team, mal(ing food and sourcing
two of the |<ey focus areas of our framework.

2012 GLOBESCAN RESEARCH

ON CONSUMER PERCEPTIONS
OF MODONALD'S

iy

WANT McDONALD’S
TO FOCUS ON FOOD.
SPECIFICALLY,
NUTRITION AND
SUPPLY CHAIN

PRACTICES.



1990 991

g::éi;(;:;i::;u GLOBAL RELEAF a1 1995
participant in “Let's Get Growing America,”
Task torc; partiTipant to rleduce, distributing millions of trees NATIONAL RECYCLING COALITION i.;lS’gEfATng: SSUEEN 1993
terials. i
S f - TelEs Eounglng szé) er'ot All partnership to recognize tiigti school US ENVIRONMENTAL
¥ RIS AT students for environmental efforts PROTECTION AGENCY
oo Participant in Green Lights for
D energy-saving lighting
4
161

McDONALD’S HELPED FOUND
RONALD McDONALD HOUSE CHARITIES
Founder of ongoing, global network providing comfort

and care to children and their families through Ronald
McDonald Houses, Ronald McDonald Family Rooms and
Ronald McDonald Care Mobiles

2000

ANIMAL WELFARE COUNCIL
200' Establishment of McDonald's Animal
FOOD ANIMAL INITIATIVE Welfare Council and guiding principles

Sustainable agricutture partnerstiip and

Agricutturat ASSUI’HHCE programme -

McDonald's Europe 1996
il DR. TEMPLE GRANDIN
ENVIRONMENTAL Collaboration to develop McDonald's
DEFENSE FUND animal welfare auditing program

200!

CONSERVATION INTERNATIONAL
Partnership to develop McDonald's
Sustainable Fisheries Program

Member of the Paper Task Force
devetoping recommendations
for purctiasing environmentally

preferable paper

2002

ENVIRONMENTAL

DEFENSE FUND
Collaboration to create 2002-2006
McDonalds global PROJECT KALEIDOSCOPE
Antibiotics Policy Collaboration to promote sustained ZOO} ZOOi
compliance with labor standards McDONALD’S GLOBAL REFRIGERANTS,
ADVISORY COUNCIL NATURALLY! 2005
Formation of global expert Member of global initiative CERES
panel on nutrition and to combat climate change Member of Ceres, which supported

children's we||-t)eing and ozone |ayer deptetion our stakeholder engagement efforts




2005

COHMUMITY

OVER THE LAST SEVERAL DECADES, WE'VE COLLAE{(:?S};ED
WITH APPROXIMATELY 25 ORGANIZATIONS TO DquETy
PROGRAMS THAT CREATE LASTING CHANGE FOR S

AND OUR BUSINESS.

2006

AMAZON SOY
MORATORIUM
Supporter with Greenpeace
and supp|iers to stop

CONSERVATION INTERNATIONAL illegal deforestation
Partnership to develop McDonald's Supplier

\

—

—
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Environmental Scorecard b/-\ e o
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2005 2008
SUSTAINABLE GLOBAL FOOD
AGRICULTURE SAFETY INITIATIVE
INITIATIVE Member of GFSI's Board
Member of food industry

initiative supporting

sustainable agricu|ture

/

201

GLOBAL SUSTAINABILITY
FRAMEWORK
STAKEHOLDER TEAM
Establishment to inform

McDonald's g|oba| targets

2010

WORLD WILDLIFE FUND

Supply Risk Analysis to inform the Company’s
Sustainable Land Management Commitment;
Conveners of Global Conference on

Sustainable Beef

2001

COALITION FOR SUSTAINABLE
EGG SUPPLY

Partnership to study humane and sustainable

|aying hen options—McDonald's USA

2012

KaBOOM!

Partnership to build

12 playgrounds—McDonald's Foundation

)

7]
/ o’
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- 200

ALLIANCE FORA
201 HEALTHIER GENERATION
EPA GREEN POWER Partnership with Alliance
PARTNERSHIP on Clinton Global Initiative
Commitment to match 30% of energy commitment to promote balanced
use in Company-owned restaurants food and beverage choices

with renewable energy certificates

for 2012 - 2013—=McDonald's USA




OUR JOURNEY. TOGETHER.
i HE R

OFFERING BALANCED CHOICES AND PROVIDING MORE INFORMATION TO CUSTOMERS

When most people think of McDonald's, they think of food. lconic menu items like our World Famous Fries and Big Mac are what
we're known for around the globe.

OVEI' the past decade and more, McDonald’s has l)een oﬁering even more balanced CIIOiCES on our menu, changing the composition

of some of our classic favorites, and finding newer and better ways to share food and nutrition information with our customers.

We're committed to quality food, responsible marketing, and to providing information to enable our guests to make informed

choices that fit their nutritional needs and |ifesty|e. Obesity is a complex and multi-faceted issue. We all have a role to play. We're

collaborating with others in the industry and with health and nutrition experts to continue to do more. For McDonald's, Good Food

means great taste, modern choices and real ingredients.

“1 AFEEA T VWAIEE™ DI
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* CONTINUING TO ENHANCE THE NUTRITIONAL PROFIL

and developing new menu choices featuring fruit, vegetables, low-fat dairy, and whole grains.

* FOCUSING ON CHILDREN'S WELL-BEING by optimizing our childrens menu, promoting

physical activity, and communicating responsibly.

* PROVIDING FOOD AND NUTRITION INFORMATION in relevant ways that he|p

customers make easy; informed choices.

AT
AT N
0 ;e

E of existing menu offerings

EVOLVING TO MEET THE PREFERENCES OF OUR CUSTOMERS
IS CRITICAL TO OUR SUCCESS AT McCDONALD'S. WE KNOW
THAT QUALITY, CHOICE AND NUTRITION ARE INCREASINGLY
IMPORTANT TO CUSTOMERS AND WE'RE COMMITTED TO
CONTINUOUSLY MEETING THEIR NEEDS.

ERIK HESS
Senior Vice President

Global Consumer \nsights, Menu and
Brand Strategy, McDonald's Corporation

ACROSS OUR MENU:

1. SERVE100% MORE FRUIT, VEGETABLES, LOW-FAT DAIRY

OR WHOLE GRAINS?
Top 9 Markets.

*We are developing guidelines to measure our progress against this goal.

2. REDUCE SALT/SODIUM, SUGAR, SATURATED FAT OR

CALORIES ACROSS THE MENU.
Top 9 Markets. Develop goals in 2015.




PARTNERS IN NUTRITION:
ALLIANCE FOR A HEALTHIER GENERATION

In collaborating with the Alliance for a Healthier Generation, we developed
our Clinton Global Initiative (CGI) commitment. We are wori(ing to find new
ways to make nutritious choices and nutrition education a bigger part of the
McDonald’s experience.

By 2020, in 20 major markets around the world that currently represent more
than 85% of our global System-wide sales, we commit to:

5.

. Feature only water, milk and juice as the beverage in Happy Meals on menu boards

. Utilize Happy Meal and other paci(aging innovations and designs to generate

. Dedicate Happy Meal box or bag panel to communicate a fun nutrition or

Offer customers a choice of a side salad, fruit or vegetabie as a substitute for French

fries in value meals. (Salad, fruit or vegetabie option will vary per participating market.)

and in-store and external advertising directed to children. For Happy Meals, remove
all soda logos and images of cups with soda from Happy Meal section of menu
boards (wiiere it exists) and all in-store and external advertising directed to children.
Note: McDonald's will phase out the |isting of soda on the Happy Meal section of the
menu board. Soda will be available as a beverage option, but it will not be listed on
the Happy Meal section of the menu board.

excitement for fruit, vegetabie, low/reduced-fat dairy, or water options for kids or

offer new fruit, vegetaioie, low/reduced fat dairy or water options in the Happy Meal. OUR ]OURNH (ONTINUES . Z OIZ ) Z OI } HI GHUGHTS

children's well-being message. (Four times annually.)

Include a fun nutrition or well-being message in 100% of advertising directed to children. (1) N RORE THAN N OUR RES T AUR z NTS

McDonalds will retain an independent, reputable third-party organization to verify progress on Y THE INTERNATIONAL FOOD & BEVERAGE AI_LIAN(E IN SUFFORT
these commitments in a clear and transparent manner. ‘(])(‘Zli;ﬁg WORi.D HEALTH ORGANIZATION'S GLOBA[_ STRATEGY ON DIET,

CLINTON GLOBAL INITIATIVE PHYSICAL ACTIVITY AND HEALTH.

ANNOUNCEMENT
September 26, 2013

Don inompson, CEO and President,
McDonald's Corporation

Former President Bill Clinton

Dr. Howell Wechsler, CEQ,

Alliance for a Healthier Generation




MORE (HOICES, IMPROVED NUTRITION

At McDonald's, we have a broad array of menu options that represent a wide spectrum of choices and we are working to improve our variety of offerings—such as adding more fruits, vegetables, low-fat dairy and
whole grains to our menu overall, and by making fruits and vegetables fun for children.

MORE
FRUITS AND
VEGGIES

SAME GREAT TASTE, BETTER NUTRITION PROFILE

Before ma|<ing adjustments to sodium, sugar or fat content, we carefu”y consider customer input to make sure

WE ARE WORKING HARD TO DEVELOP
NEW ITEMS THAT OFFER OUR CUSTOMERS
THE CHOICE THEY WANT. MANY MARKETS

the taste and experience of our menu oﬂerings still meet customer expectations. ACROSS EUROPE OFFER NEW FRUIT
OPTIONS IN THE HAPPY MEAL, MAKING
We are also mindful of the diverse nature of the cultural environments in which we operate. Therefore, while THEM FUN AND EXCITING TO EAT.
we are globally aligned and committed to common goals, each McDonald's market has the flexibility to look for
locally appropriate ways to improve nutritional profiles. NICOLA PITMAN
Senior Food Deve\opment
Manager
European Food Studio
MCDOH&HS Europe
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McDONALD’S NEW HAPPY MEALSIN THE U.S.
AVERAGE 18.8% FEWER CALORIES THAN PREVIOUS
HAPPY MEALS

At McDonald's request, academic experts have worked to assess the positive outcomes for customers
associated with our Happy Meal changes in the U.S. A 2013 study compared the previous three-item Happy
Mealfor which apples were optional—with the new four-item Happy Meal in the U.S., which automatically
includes apple slices and a smaller-sized portion of fries. The research was conducted by Cornell Food and

Brand Lab researchers Brian Wansink and Andrew S Hanl(s.

The research determined that, on average, kids who received the new four-item Happy Meal had an average of
104 (or about 18%) fewer total calories in their meal.

« KEY DISCOVERIES

- Customers did not appear to compensate by choosing higher calorie entrees ,within the meal.
- 94% of the calorie decrease was due to the smaller size French fry.

- More milk was purchased with Happy Meals during the time period of June-August 2012 as compared to
that same time period in 2011.

« POTENTIAL IMPLICATIONS BEYOND THE RESTAURANT

- Kids learn that fruit is a natural part of a meal.

- Parents can offer smaller portions of favorite snack items instead of eliminating them altogether.

e

STUDY QUESTIONS

® What happens if McDonald's lowers calories in the Happy Meal, mainly by reducing the portion size of

French fries?

® Would lower-calorie changes lead to choices of other, more calorically dense meal items?

STUDY METHODS

® Researchers analyzed 232,424 itemized transaction records inc|uding a Happy Meal purchase. The data

was collected at 30 representative Company-owned restaurants over the summer months (June-August) in

201 and 2012.

® The 2011 Happy Meal included either a small French fry or apple slices with caramel dipping sauce. The
new Happy Meal (introduced March 2012) included both a kid-size fry (52% smaller) and apple slices with

no cara me| sauce.

AN AVERAGE OF

01

FEWER CALORIES

(U.S. HAPPY MEAL)

FOCUSING ON FOOD GROUPS

McDonald's has sold millions of salads worldwide, but our efforts to offer expanded menu choice go well beyond greens. McDonald's markets continue to make real progress in offering menu choices that incorporate fruits and vegetables.

Some of our recent innovations to expand choices of fruits and vegetables include:

ACROSS EUROPE, McWraps McCAFE SMOOTHIES

offer a variety of ingreclients, and many made with pureed fruits
McWraps contain about 40-60 grams and juices.
of vegetab|es.

K

HAPPY MEAL FRUIT, vegetable and
low-fat dairy options such as kiwi, apples,
tomatoes, cor, carrots and low-fat yogurt
offered in countries around the world.

SEASONAL FRESH FRUIT including
fresh blueberries in the Blueberry Yogurt Crunch
and the B|ueberry Banana Nut Qatmeal, sold as a

limited-time offering in the U.S. in 2012.
-
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OUR MENU HAS EVOLVED OVER THE YEARS, AND

SO HAS OUR MINDSET AROUND HOW WE ENGAGE

OUR GUESTS ON NUTRITION. THERE ARE REAL

DIFFERENCES ACROSS GEOGRAPHIES WHEN IT COMES

: . TO NUTRITION. NO MATTER WHERE IN THE WORLD

o W OUR GUESTS VISIT A McCDONALD'S, WE WANT THEM
TRL TO HAVE THE INFORMATION THEY NEED TO MAKE THE

; "” ‘ CHOICE THAT'S RIGHT FOR THEM. JULIA BRAUN,
T TR T

- et - MPH, RDN, LDN
§ 118 Director, Global Nutrition

Global Mepu Strategy,
McDonald's Corporat\on

———




REDUCING SATURATED FAT, SUGAR,
ARTIFICIAL TRANS FATS AND SODIUM

We have been working to reduce saturated fats, sugar, artificial trans fats (which form when plant fats are
partially hydrogenated) and sodium in a number of our menu items in various markets. For instance, in 2012 a

number of McDonald's markets in Europe reduced saturated fat by approximately 30% in sundaes and shakes.

In the U.S., switching from 1% low-fat chocolate milk to fat-free chocolate milk reduced calories by 24% and
sugar by 12%, and resulted in a beverage with zero grams of both total fat and saturated fat per 8-fluid ounce
labeled serving. Al of the fried products that McDonald's U.S. serves—including French fries, hash browns and
fried chicken choices—have zero grams of trans fat per labeled serving.

McDonald’s is also working to reduce sodium in our menu items. The timing and reduction amounts vary

by country and menu item. Because nutritional values vary around the world, McDonald's markets have
different baselines for measuring sodium content and different opportunities to reduce sodium. The number
of McDonald's markets and the menu variation among them has made it difficult to calculate an overall
improvement that represents all of our operations worldwide. However, we are making progress, inc|uding:

* From 2009-2012, McDonald's e
(Canada worked to reduce sodium : 5 Py e A
in a number of menu items. Two i : -
of the ingredients with the biggest
sodium reductions are the grilled
chicken patty, which had a 45%
reduction in sodium, and the crispy
chicken patty, which had a 50%
reduction in sodium.

® The amount of salt dispensed on
fries has been reduced by 20% in
markets across Europe.

® McDonald's Australia achieved a 20% sodium reduction in their American cheese slices.

* During the last several years, a number of markets in Europe have been working to reduce salt i their

Chicken McNuggets.
BOOSTING WHOLE GRAINS

McDonald's USA uses buns made with 8 grams of whole grain for premium chicken sandwiches, offers

Fruit & Maple Oatmeal with two servings of whole grain in the oatmeal and uses an Eng|is|1 muffin made with
8 grams of whole grain for breakfast sandwiches. The oatmeal offerings alone have provided more than

500 million servings of whole grain since the oatmeal was introduced in January 2011,

STRIVING TOWARD
SUSTAINABLE BEE

Enhancing nutrition and choice is important to McDonald's, and so is

sourcing our ingredients responsibly. We are collaborating with other
stakeholders to help develop a common set of guiding principles and

best practices for sustainable beef.

23
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FOCUSING ON CHILDREN'S WELL-BEING

McDonald's commitment to children's well-being manifests itself in several ways.
We take a ttioughttut and varied approach to contributing positively to the
balanced |itesty|es of our youngest customers.

First, it begins with the food we serve through Happy Meal innovations in a number of
countries. We continue to make fruits, vegetables and low-fat dairy more accessible and

fun for children. Secondly, our commitment to responsible marketing practices has led to
the development of voluntary ptedges in several markets and creative advertising campaigns
that encourage an active and balanced ifestyle. In addition, our recent commitment made in
partnership with the Alliance for a Healthier Generation as part of the Clinton Global Initiative,
is designed to ensure that 100% of advertising directed to children will include a fun nutrition or
well-being message in 20 major markets by the year 2020.

STAKEHOLDER PERSPECTIVE h

CONSIDERING GLOBAL FOOD AND NUTRITION ISSUES, WHAT MORE
CAN McDONALD’S DO TO SUPPORT CHILDREN’S WELL-BEING?

McDonald's has launched many carefully planned nutrition and well-being initiatives, such as reducing the
calorie count in the most poputar McDonald's USA Happy Meals. This is one of the most exciting innovations
in years! But most of McDonald's innovations—as positive as they are—may not necessarily be enough to
engage all consumers in significant behavior change. Realistically, McDonald's can't change the world but it
can make a positive difference. It has a |arge customer base, is a gtot)at company and is ahead of the curve in
terms of menu variety and nutrition. Going forward, McDonald's should

develop a cohesive framework around food and physical activity and
work to provide tangit)te evidence of its benefits to children.

PROFESSOR PAUL GATELY
Leeds Metropolitan University, UK.

Giobai AdVISOi\/ COUﬂClt

GLOBAL ADVISORY COUNCIL—

For assistance with guidance and counsel regar(ting McDonald's commitments to children's we"-t)eing,
the Company formed the McDonald's Global Advisory Council (GAC) in 2003 which includes

experts from academia and science representing premier institutions around the world. The GAC

provides protessionai guidance to tieip us evolve our approacti and programs in the areas of nutrition
and children’s well-being. Since 2003 it has provided McDonald's with guidance on global nutrition
|abeling and approaches for motivating children to eat more fruits and vegetables and stay active.

g pp g g y active

Current members of the GAC include:

HARVEY ANDERSON, PH.D.
University of Toronto, Canada
ARNE ASTRUP, M.D., PH.D.

Royal Veterinary and Agricultural University of Copenhagen, Denmark
YVONNE BRONNER, SC.D., R.D.N., L.D
Morgan State University, USA
ROGER CLEMENS, DRPH.

USC School of pharmacy Institute for Food Tectmo|ogy, USA
SILVIA COZZOLINO, PH.D.

Sao Paulo University, Brazil
ADAM DREWNOWSKI, PH.D., M.A.
University of Washington in Seattle, USA
PENNY KRIS-ETHERTON, PH.D., R.D.N., F.A.H.A.
Pennsylvania State University, USA
JAMES 0. HILL, PH.D.

University of Colorado School of Medicine, USA
PAUL GATELY, PH.D.

Leeds Metropolitan University, UK.

JUDY RODRIGUEZ, PH.D., R.D.N., L.D.N., F.A.D.A.
University of North Florida, USA
BRIAN WANSINK, PH.D.

Cornell University, USA

GLEN WIGGS, MNZM, LL.B, IMD
The University of the Sunshine Coast, Queensland, New Zealand




BUILDING A BETTER HAPPY MEAL

The Happy Meal has evolved over the years to include additional optlons or fruit, vegetaHes and lowfat dalry
McDonalds introduced fruit into Happy Meals in the UK. in 2003, and in the U.S. in 2004. Since then, these
options for Happy Meals have continued to expand to numerous markets around the world.

TODAY MORE THAN 95% OF OUR RESTAURANTS ,
AROUND THE WORLD OFFER FRUITS, VEGETABLES MCD{)?"‘{‘F” S EURhOPE e "Ta'ketsli" E““’Ple °fef
OR I.OW'FAT DAIRY IN HAPPY MEALS. vegetables or fruit options such as carrots., plnez?ppeor apple slices

and a number of markets offer low-fat da|ry options.

APPLES :re now available in Happy Meals in

20 countries. Carrot sticks are offered in 23 countries,
and corn cups are offered in 13.

McDONALD’S CANADA
As of 2012, McDonald's Canada Happy Meals include

a strawberry yogurt in every meal and sodium-reduced

McCDONALD’S U.S. AND LATIN AMERICA

Starting in 2012 the four-item Happy Meal was introduced in the

U.S,, to automatically include fruit. Since we started automatically eniree opions (ompared t th prir socum levelsfor

those same entree options), such as the Grilled Chicken

including apple slices in every Happy Meal in the US., we have served
8 2P AN Shack Wrap and Chicken McNuggets.

more than 130 million cups of apples to our youngest customers.
Calories in the most popular Happy Meals served in the U.S. have
been reduced by roughly 18%. A number of markets in Latin America
also currently offer Happy Meals which include a side of fruit.

MCDONALD’S AUSTRALIA

Happy Meal options include a grilled chicken
wrap, apple slices, low-fat flavored milk, fruit

MCDONALD’S ITAI.Y made fruit fun by oﬁering

peeled kiwi on a stick as a Happy Meal option, helping to juice and water.

increase the number of Happy Meals sold with fruit during
the initial promotional period.

MCDONALD,S FRANCE Crunchy Wednesdays' a program by McDonaH's France that runs one

Wednesday a month, offers easy-to-eat fruit to each child who visits McDonald's and purchases a Happy Meal on
that day. As a result of Crunchy Wednesdays, our restaurants in France provided more than 9 million pacl(s of fruit
between September 2010 and September 2013.
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COMMUNTY,

GOOD FOOD, A FUN TOY,
AN EDUCATIONAL MESSAGE

For many years our Global Childrens Marketing Guidelines have helped us create advertising and marketing
that is appropriate for children. Everywhere we operate, McDonald's adheres to, and often surpasses, the legal
requirements for marketing to children. Many countries and regions also participate in industry food advertising
and marketing pledges. The Company and/or its Franchisees have signed country or regional pledges in
Australia, Brazil, Canada, Europe, Mexico, Singapore and the U.S., and in many countries McDonald's was a

founding member.

» ENCOURAGING BALANCED FOOD CHOICES FOR CHILDREN
McDonald’s Canada is a tounding member of the Canadian Children’s Food and Beverage Advertising
Initiative, which promotes healthy dietary choices and healthy |itesty|es ttirougti marketing activities directed

to child der 12 f tside of the Province of Quebec. McDonald's Canad itted t
ﬁm%& STAY ACTIVE L A i

McDonald's is committed to helping kids get active, stay active, and

I addition, McDonald's Canada committed to distrit)uting advertising that prominently includes healthy
|itesty|e messaging designed to appeal to children.

LEADERSHIP IN U.S. CHILDREN'S FOOD AND BEVERAGE ADVERTISING
McDonald's USA is a tounding member of the U.S. Children’s Food and Beverage Advertising Initiative,

which established nutrition criteria for calories, saturated fat, trans fat, sodium, and sugar. In addition, the

have fun while they do it. For instance, we leveraged the London 2012
Olympic Games to engage kids in physical activity. The McDonald's
Champions of Play program, developed for kids ages 6 to 14,
encouraged a fun approach to activity. The program connected millions commitment sets requirements for positive nutrient components such as fruits, vegetables, and low-fat dairy
of kids all over the world to the Games, inspiring the power of play for meals promoted to children. McDonald's USA committed to promoting nutrition and/or active lfestyle
messages in 100% of national kids communications, including merchandising, advertising, digital, and

Happy Meal packaging.

NUTRITIONAL (RITERIA FOR ADVERTISING

McDonald's Europe reinforced its commitment to responsible advertising to children by joining the

EU Pledge, which limits the types of food and beverage products that can be featured in advertising
directed to children under 12. Compliance is verified each year through third-party audit. All McDonald's
advertisements in Europe directed to children under 12 that feature a Happy Meal bundle show fruit or
vegetable options and drinks with only naturally occurring or no added sugar. In 2012, McDonald's Europe

went even further, agreeing to industry-wide nutrition criteria for advertising to children.

|
WE ARE COMMITTED TO ADVERTISING RESPONSIBLY AND ARE A MEMBER OF THE PIERRE WORECZEK
EU PLEDGE INITIATIVE. COUPLED WITH INCREASED CHOICE AND VARIETY ON OUR Senior Vice President and
MENU, CONSUMER-FRIENDLY NUTRITION INFORMATION AND OUR PROMOTION OF Clie Brand and Strtegy Ofcer
PHYSICAL ACTIVITY AND EDUCATION INITIATIVES, SUCH AS BOOK GIVEAWAYS AND
READING PROGRAMS, WE BELIEVE WE ARE SUPPORTING PARENTS IN MAKING THE McDonald s Europe

RIGHT DIET AND LIFESTYLE CHOICES FOR THEIR CHILDREN.




n The food we promote to children under the age of 12 will fit within a child's nutritional needs and will include
a fruit, vegetable and/or low/reduced-fat dairy side, where available.

We will feature water, milk and juice as beverages for children. We will not advertise soda to children or

feature them on our |-|appy Meal menu boards.
Marketing communications to children will deliver a fun nutrition or children's well-being message.

I addition to promoting the fun of the brand, we will use licensed characters, Happy Meal characters, and
packaging to generate excitement for fruit, vegetables, low/reduced-fat dairy or water options for kids.

R, MOONALD'S GLOBAL GUIDELINES FOR GHILDREN:S MARKETING

:

We will not engage in communications related to our food and beverage menu items in schools with children
under the age of 12, except where specifically requested by or agreed with the school for educational or

charitable fundraising purposes.
We will provide nutrition information about our food to help parents and families make informed food
choices.

We will engage the support of subject matter experts and informed third parties to help guide our efforts
for children and families worldwide.

w M(DONALDS USA COMMITMENTS 10 NUTRITION (HOICE
AND' INFORMATION

In 2011, McDonald’s USA established goals related to nutrition, choice and information, which it
continues to evaluate relative to its progress.
n Automatically include produce or low-fat dairy in each Happy Meal.

Develop additional vegetable, frit or low-fat dairy choices for the Happy Meal and roll out over the next
few years.

Promote Happy Meal options that meet the new, rigorous Council of Better Business Bureaus Childrens
Food and Beverage Advertising Initiative food pledge standards.

Reduce sodium i)y an average of 15% overall across the national menu of food choices, exciuciing iJeverages,
by 2015.

Reduce added sugars, saturated fat and calories with varied portion sizes, reformulations and innovations

by 2020.

Promote nutrition and/or active |iiesty|e messages in 100% of national kids communications inciuding
merchandising, advertising, ciigitai and Happy Meal packaging by the end of 2012.

Establish a Kids  Food and Nutrition Advisory Board of parents and experts in children’s nutrition,
education and behavior to help develop effective nutrition and active |iiesty|e marketing messages and
programming for kids.

n Provide iunding for grassroots community nutrition awareness programs.

Expand in-restaurant, website, mobile communications and marketing vehicles, making access to nutrition
information even easier.

m Embark on a |istening tour to hear from parents and nutrition experts about how McDonald’s can piay arole
in nutrition.

n Launch new online parents forum for McDonald's and parents to engage on nutrition topics.

Enter into an agreement with a third party to attest to our periormance/progress against our commitments.

MCDONALD'S OFFERS WHOLESOME FOOD AND BEVERAGE CHOICES IN A VARIETY OF PORTION SIZES TO SATISFY
INDIVIDUAL TASTES. McCDONALD'S USA OFFERS FRUITS, VEGETABLES, LOW-FAT AND FAT-FREE DAIRY, WHOLE
GRAIN AND PROTEIN OPTIONS. WE CONTINUE TO EVOLVE OUR MENU WITH QUALITY, GREAT-TASTING FOOD THAT
CANFIT INTO A BALANCED DIET.”

CINDY GOODY,
PhD, RDN, LDN, Senior Director-Nutrition

Menu |nnovaiion, McDonaidis USA




 INFORMATION 1S EMPOWERING - AND WE'RE GETTING
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IT 70 OUR CUSTOMERS

McDonald’s serves approximately 70 million guests each day around the world. Helping them make
smart and informed nutritional choices is a priority. This means providing customers with easier access
to accurate nutrition information. McDonald's uses a host of vehicles to do just this.

e ey

MNutrition Facts sening Size 1 container, Amount Per
Serving: Calories 280, Fat Cal, 160, Total Fal 18g (275 DV),
Saturated Fat 3g (15% DV), Trans Fat Og, Cholest. 40mg

{13% DV), Sodium 540mg (22% DV), Total Carb. 18g (6% DV),
Fiber 1g (4% DV), Sugars Og, Protein 13g, Vitamin A (0% DV),
Vitamin C (2% DV), Calcium (2% DV), lron (4% DV). Percent
Daily Values (DV) are based on a 2,000 calorie diat.

CALORIES, NUTRIENTS - IT’S ALL THERE

Reading and understanding nutrition information is essential to mal(ing diet and |ifesty|e choices. In the U.S.,
we have provided nutrition information to customers for more than three decades. Over time, as the
information needs of consumers have changed, we have begun to disclose nutrition information in markets
outside of the U.S. and have adjusted our approach to make sure the information remains understandable and
convenient for customers to access.

In 2006, we committed to providing nutrition information on select packaging in 20,000 McDonald's
restaurants in various countries within 18 months. We met that target, and as of the end of 2012, nutrition
information appears on some packaging in about 24,000, or approximately 70%, of restaurants in markets
around the globe. Each McDonald's market determines which of its market-specific items will include nutrition
labeling on the package.

Actual values may vary due 0 factors such as amn &MH&EIEH in the LLSA
Buiryondo Ly budsirplunis US. Paent Number 5205475
rustrition iharmnation vasit whawwmedonadds com, LL&. Patent Number 5,221,040
NE: [MAB0.6NUG0004]
Calories -
{':31-::-::'35 @ 14% i
Protei (] H
Prutrm'na: \ ' 139
Fat ' 169 QUICK RESPONSE (QR) CODES
gmzﬂ - ; RIGHT ON PACKAGING —
arps K : 1B'E
c""’“"s"’:‘:‘“’ : U.S. GRILLED CHICKEN
i Co 22 : 540mg | SANDWICH PACKAGING
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McDonaH s markets usea varlety of approaches to ma|<e nutrltlon |nformat|on ava||ab|e

® McDonald's websites ® |n-restaurant nutrition brochures

® Applications for mobile devices ® Tray liners

&

® Tollfree phone lines

T
.

® Select product packaging

! In 2012 consumers accessed U.S. nutrition information on medonalds.com over 50 million

times. Also:

« MENU BOARD LABELING

We've added calorie counts (or their local equiva|ents) to the menu boards in a number of major markets,

including the U.K., Australia and the U.S.
« GR CODES

Quicl( response (QR) codes were added to select carry-out packaging in 2012 in the UK., mal(ing it easier
for customers to access nutrition information on the go. In 2013, we added QR codes to carry-out bags and
fountain beverage cups in many markets. The QR codes link to nutrition information on local websites or

] to McDonald's food quality stories in local languages.

» MOBILE APPLICATIONS

A new McDonald's Australia mobile app, TrackMyMaccas, took customers behind the scenes to show
where their food came from. The app shared information about the sources of our food in a fun and

interactive way.

1 « RESTAURANT STAFF AWARENESS

A voluntary e-Learning program has helped restaurant staff in about 1,000 restaurants in the U.S. expand

their knowledge about the nutritional content of McDonald's menu items.

(OLLABORATING THROUGH THE
INTERNATIONAL FOOD & BEVERAGE ALLIANCE

In 2013, the Company joined the International Food & Beverage Alliance, a group of food

and beverage companies with a shared goa| of supporting the World Health Organization's
Global Strategy on Diet, Physical Activity and Health through the fo”owing commitments:

1. Reformulate products and develop new products that support the goa|s of
improving diets.

2. Provide easily understandable nutrition information to all consumers.
3. Extend our initiatives on responsible advertising and marketing to children.
4. Raise awareness on balanced diets and increased levels of physical activity.

a Actively support public and private partnerships that support the World Health

Organizations Global Strategy.

Para acomp ,
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IN CANADA CHICKEN
McNUGGETS ARE MADE FROM
CHICKEN BREAST, A FEW

SEASONINGS, ALONG WITH
ANATURAL PROPORTION OF
CHICKEN SKIN, USED FOR BOTH
FLAVOR AND AS A BINDER. THE
MCNUGGETS ARE THEN COATED
WITH A TEMPURA-STYLE
BATTER.

McDONALD’S CANADA “OUR FOOD. YOUR QUESTIONS.”

Are your fries made from real potatoes? Do you use filler in your burgers? These and more than 22,000 other
“Excerpt from McDonalds Canadas “Our Food.

Your Ouestions. " website. To ask your own

questions have been asked—and answered—about the food served by McDonald’s Canada. After |istening carefu”y to
customers McDonald's Canada created a transparent line of communication via the interactive, online Q&A platform,
questions and learn more about McDonalds Canadas
food visit: http://yourquestions.mcdonalds.ca/#/

Our Food. Your Questions. The website received nearly 260,000 unique visits in its first six weeks, while the video
series—which shows how potatoes are grown for McDonald's Canadas fries, how to make a Big Mac at home and how
the eggs are cooked for the McMuffin sandwiches—has received more than 16 million views.

OUR FOOD

IN AN EFFORT TO ADDRESS MANY OF THE POPULAR

MISCONCEPTIONS SURROUNDING OUR FOOD, McDONALD'S

CANADA UNDERTOOK THE CHALLENGE OF RECLAIMING THE

' TRUTH THROUGH THE “OUR FOOD. YOUR QUESTIONS.” CAMPAIGN.
THIS ALLOWED CUSTOMERS FROM ACROSS THE COUNTRY TO ASK
McDONALD’S CANADA ANY QUESTIONS ABOUT OUR FOOD, AND
RECEIVE A PERSONALIZED RESPONSE. THIS TRANSPARENT AND
AUTHENTIC APPROACH HELPED SHIFT CANADIANS' PERCEPTIONS
ABOUT THE QUALITY OF McDONALD'S FOOD, AS WELL AS OUR
PRACTICES AND PROCEDURES, IN A NEW AND DYNAMIC WAY

‘ JEFFREY FITZPATRICK-STILWELL

M anager

Suxtmmb\\ty and Government Relations

M( DOH{]HS Camda




D SAFETY FROM

M T0 FRONT COUNTER

Since the beginning, food quality and safety have been the corerstones of the McDonald's business.

We are committed to serving good-tasting, quality food that starts with science-based food safety systems. This
begins with our direct food suppliers and extends to the front counter of our restaurants. We are diligent in our
focus, day in and day out, implementing food safety practices that meet our stringent standards to serve safe,
qua|ity products to the customers we serve every day around the world.

EMPLOYEE TRAINING FOR FOOD SAFETY

Food safety is central to McDonald's training programs for restaurant managers and crew members, is

integrated into our operational procedures, and is a significant component of the restaurant assessment process.

® Restaurant employees participate in operations training on a range of critical food safety measures such as
cooking, food handling, product internal temperatures, sanitation, hand washing, equipment settings and
many other requirements.

@ McDonald's Restaurant Operations and Training Manual details the procedures for proper food delivery,
storage, preparation and ho|ding.

® All of McDonald's global food safety procedures require
daily verification at the restaurant level.

DILIGENT DEDICATION TO SAFETY
BY SUPPLIERS AND DISTRIBUTORS

Food supp|ied to McDonald’s restaurants comes from approved supp|iers who are required to meet
McDonald’s food safety and quality standards. Our direct suppliers are audited annually to ensure compliance
with our requirements. McDonald's requirements cover more than 30 key topics from air and water quality

to facility management and traceability. Suppliers must also work under a validated Hazard Analysis Critical
Control Point (HACCP) system, a management system in which food safety is addressed by controlling
biological, chemical and physical hazards in raw materials and during manufacturing and distribution.

Once products leave the supplier they are delivered to our restaurants from approved, audited distribution
centers that meet McDonald's food sa{ety and qua|ity standards, as well as local regu|atory
requirements for food safety.




CAPACITY BUILDING IN EMERGING SAFE INGRED
ECONOMIES SUPPORTS FOOD SAFETY LOCAL ANE

IENTS FROM

The Company’s quality systems professiona|s provide training to our suppliers on

McDonald’s qua|ity expectations, product sPecifications and other Company global We recognize that local sourcing is increasing|y important to some consumers—however
and local requirements so that they are equipped to comply with our standards they choose to define it. We often source our food within the country where it will be
for food safety. Suppliers learn best practices and requirements for assessing and served. For example:

mitigating potential food safety risks, from planting to harvesting to transportation. o BEEF: McDonalds Australia serves only Australian beef and McDonald's UK.

When we enter a new market, the Company works closely with potential suppliers gets its beef from Irish and British farmers.

to assess their ability to meet our stringent standards for quality, safety and taste. In

India, for example, the Company encouraged its suppliers to help improve parts of the ° FRODU(E The majority of McDonald's USA' fresh leafy greens are sourced

local agricultural system. In connection with potatoes and other produce, our suppliers from the United States, with some product coming from Mexico as well. Fresh

helped farmers improve their farming, storage and transportation practices for higher tomatoes are sourced from places like Florida, the Carolinas, California

yie|ds. In China, the Company worked with producers and growers to make sure they and Mexico,

have the facilities and systems in place to meet our requirements.

S FOTATOES McDonald's USA sources potatoes from Idaho, among other
locations in the U.S. and Canada.

We will continue working with our suppliers to source quality foods for consumption in

the country where they are produced and in other app|icab|e markets.

b

SUPPLIER COUNCILS SHARE
KNOWLEDGE FOR FOOD
SAFETY LEADERSHIP

Just as McDonaldSs strives for continuous improvement in our own operations,
we also encourage suppliers to stay current on best practices in their industries.
Many of McDonald's food suppliers have elected to participate in the Company's
Supplier Councils for their sector, with both g|oba| and regiona| opportunities

to get involved. For instance, McDonald’s beef suppliers who participate on the
Company's Beef Council share best practices where necessary and appropriate.
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HARMONIZING GLOBAL FOOD SAFETY STANDARDS
The Company has been on the board of the Global Food Safety Initiative (GFSI) since 2008. GFSI's

mission includes harmonizing food safety standards within the food industry globally and driving for continuous
improvement. Over the years we have collaborated with regulatory food agencies, other governmental
organizations and NGOs, including sharing our food safety standards with the U.S. Department of Agriculture
and the U.S. Food and Drug Administration, to help advance food satety practices both within the System
and beyond.

PROMOTING BEST PRACTICES
FOR THE FOOD INDUSTRY

The Company embraces our responsibility to serve safe food and beverages in our restaurants around the
world. Internally, the McDonald's Quality Leadership Board leads g|ot>a| food quality strategies, inctuding food
safety. The board includes members responsible for supply chain, food safety, and quality assurance in each of
our major geographic locations across the gtotoe. Our Food Satety Advisory Council includes |eacting experts
from academia and McDonald's food suppliers, who provide guidance on emerging food safety issues and share
best practices throughout our System.

ANTIBIOTIC USE AND ANTIMICROBIAL RESISTANCE

TOY SAFETY TO PROTECT OUR
YOUNGEST CUSTOMERS

While our business is food, we also

provide toys with our Happy Meals. When

it comes to toy satety, we work together

with dedicated agencies, suppliers, safety
laboratories, industry experts and employees
who help ensure our toys are safe. We
impose stringent satety protocots throughout
toy design, devetopment and manufacture.
Happy Meal toys are tested by independent
laboratories that verify compliance with
regutatory requirements and McDonald's own
satety protocots through on-site monitoring,
inspections and audits.

Antibiotic use in food animals is an issue subject to industry-wide discussion that requires the attention of global organizations like the Company. We recognize the importance of understanding antibiotic resistance and have maintained

a global policy outlining guiding principles for the sustainable use of antibiotics in animals since 2004. We take seriously the ethical responsibility to help assure the health and welfare of animals in the supply chain, including the use of

antibiotics when appropriate to treat, control or prevent disease in food producing animals.

The Company will continue to engage experts from all over the world who understand the issues associated with antibiotic use to hetp us review our current antibiotic use poticy. Our gtot)at, cross-functional team is led t)y Dr. Mike Aptey

at Kansas State University and Dr. Guy Loneragan at Texas Tech University. The team includes academicians, animal health and welfare experts, representatives from our supplier community, and others from Europe, Australia, Latin

America and the U.S. They provide the Company with both science-based and practical advice as we review our policy for relevance against emerging science and consumer expectations.

OUR JOURNEY TOGETHER.

|n the coming months and years, we will continue advancing toward our 2020 goats. McDonald's participating markets will devetop action ptans that support these

goals in their markets, and we anticipate working both at the global and regional level to continue evolving our menu and the ways we support our customers in making

informed choices to fit their lifestyle needs.




CING - WHAT WE'RE BUILDING ON

RIVING ETHICS, E

MENT AND ECONOMICS IN OUR SUPPLY CHAIN

through sustainable sourcing of beef, coffee, palm oil, fish, fiber, and poultry, as well as other items.

* PROMOTING POSITIVE WORKPLACES AND HUMAN RIGHTS
through McDonald's Supplier Workplace Accountability Program and Supplier Code of Conduct.

* CONTINUOUSLY IMPROVING THE HEALTH AND WELFARE OF ANIMALS

raised for food production throughout their lives.

- OPERATING SUSTAINABLY HAS BECOME A ‘GREENS FEE'
FOR A GLOBAL SUPPLY CHAIN LIKE OURS. TOGETHER
WITH OUR VAST NETWORK OF SUPPLIERS, WE HAVE AN
ENORMOUS AND HUMBLING OPPORTUNITY TO LEAVE
A LASTING AND POSITIVE IMPACT ON THE PLANET BY
DRIVING INNOVATION IN FOOD PRODUCTION.

JOSE ARMARIO

Executive Vice President

Worldwide Supp|y Chain,

Development, and Franchising
McDonald's Corporation




WHY SUSTAINABLE SOURCING
IS IMPORTANT

Society faces a number of pressing cha”enges, today and in the future.
According to the United Nations, resources are becoming increasingly scarce
due to the needs of a growing population, while the changing climate is
contributing to extreme weather events and to greater water scarcity.

By sourcing our ingre(iients and paci(aging sustainabiy, we aim to create value
for our business and society. We are committed to doing what we can to help
protect oceans and other valuable ecosystems, promote resource eiiiciency,

and support the economic viabiiity of iarming, iishing and responsii)ie land
management so that resources are aciequateiy available for generations to come.

ETHICS, ENVIRONMENT AND
ECONOMICS IN OUR SUPPLY CHAIN

McDonald's approaches supply chain management tiirougii what we call the
“three Es"—Ethics, Environment and Economics. We are responsible for
inﬂuencing and reiniorcing these three Es at each level of our suppiy chain: raw
material production, processing, and distribution. Among other things, this means
working with suppliers to innovate and implement best practices for sustainable
ingredienis, requiring that our suppiiers protect human rigiits in the wori(piace, and
saieguarciing food quality and safety through best practices in animal health

and weiiare.

200 - 205 HIGHIGNS

e b

- -i00°/._ OF THE FISHERIES THAT THE MOONALD'S SYSTEM SOURCES WHITEFLSH
| FROM ARE VERIFIED SUSTAINABLE.

- « %%, OF SUPPLIER FACILITIES SIGNED THE (OMPANY:S SUPPLIER CODE
OF CONDUCT.




OUR VISION FOR

SUSTAINABLE BEEF

VERIFIABLE, ENVIRONMENTALLY
AND SOCIALLY RESPONSIBLE

McDonald's beef comes from farmers and processors who create economic value and nutritious protein through

verifiable and diverse production systems that:

® OPTIMIZE CATTLE’S IMPACT WITHIN ECOSYSTEMS AND NUTRIENT CYCLES
® CARE FOR THE WELFARE OF THE CATTLE THROUGHOUT THEIR LIVES
© POSITIVELY IMPACT THE LIVES OF THEIR EMPLOYEES AND THE COMMUNITIES IN WHICH THEY OPERATE
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I AM SO EXCITED ABOUT OUR STRATEGY BECAUSE | BELIEVE WE HAVE A REAL OPPORTUNITY TO MAINSTREAM
SUSTAINABLE BEEF GLOBALLY. OUR GOAL IS TO BE A LEADER IN THIS AREA AND TO BE THE FIRST IN OUR
INDUSTRY TO PURCHASE EXTERNALLY VERIFIED SUSTAINABLE BEEF AROUND THE WORLD, BUT WE CANNOT
DO THIS ALONE. OUR PARTNERSHIP WITH THE GLOBAL ROUNDTABLE FOR SUSTAINABLE BEEF—AS WELL

AS OUR WORK WITH BEEF SUPPLIERS AND FARMERS—WILL ENSURE THAT WHAT WE DEVELOP CAN BE
PRACTICALLY REALIZED AT THE FARM LEVEL.

| FRANCESCA DEBIASE
Vice President
A
:: Strategic Sourcing, World Wide Supply Chain Management
I McDonald's Corporation
]
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SUPPORTING FARMS, FORESTS, AND OCEANS

The Company asked World Wildlife Fund (WWF) to study our supply chain and help us prioritize g|oba| |
sustainable sourcing initiatives based on impacts and influence of key ingredients. In 2010, WWF was given

access to a full scope of information, including volumes and geographic sources, regarding four types of

ingredients the System purchases for our products—beef, chicken, coffee, and oils, such as palm and canola.

In addition, WWF interviewed experts within our supply chain to help us analyze, from a sustainability

perspective, which ingredients the Company should prioritize.

Findings from WWF's Supply Risk Analysis informed the Company’s Sustainable Land Management
Commitment, a commitment to ensure that, over time, the agricultural raw materials for our food and packaging
originate from sustainably managed land. This has now evolved into our CSR & Sustainability Framework and
road map for the future as it relates to sustainable sourcing of beef, fiber-based packaging, fish, coffee, palm il
and poultry. These priorities present opportunities for us to help solve g|oba| cha”enges, such as biodiversity
loss and deforestation.

THE ROAD TO SUSTAINABLE BEEF

Close to 60 years ago, McDonalds started out as a hamburger destination. Today, we
offera range of menu choices, but burgers remain some of our most iconic menu items.
That's just one reason we want to do our part to improve environmental practices in
the way beef is produced, support positive workplaces in the beef industry, and drive
continuous improvement in animal health and welfare. And, we envision doing all of this
while providing affordability and quality, along with economic viability for those 