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McDonald’s Canada

@ 2.5+ million customers a day
@

# 1,400+ restaurants nationally

80% of the system is franchised
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Supporting Canadian Agriculture

i. $1 billion annual purchases (food & packaging)
- "67 million pounds of beef

.o =52 million pounds of chicken

0 "76 million fresh eggs

s o> 4 million litres of milk and cream

"143 million pounds of potatoes

=3 million fresh apples
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Evolution

Mrngnafn‘ﬂf

SPELEDEE SERVICE SYSTEM

HAMBURGERS

We bovw Soltd OVER 5O MILLION

McDonald’s Amazing Menu

Pure Beef Hamburger. . ... .cceeeieccncnnass 15¢
Tempting Cheeseburger. . « vooceceeeececcenns 19¢
IO T I SN . - e o caacss e oot 20¢
Golden Freach Flls oo s iacaososascad 10¢
Thirst-Quenching Coke. . ... oreeeuonenones. 10¢
Delightful Root Beer. ....ccvcceenvecnnecnnn- 10¢
Steaming Hot Coffee: . . . cceconsnacconcaoncns 10¢

Full-Flavor Orange Drink. .. .ovveeenccccccan. 10¢ K
Refreshing Cold Milk. .. ..o oeeenrncnnnn.. 12¢ — : USTAI NABI LITY
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Consumers express little trust in global companies

Net Trust™®* in Institutions
Average of 23 Countries,** 2013

+ - Scientific/academic
institutions

National
companies

Press/ i
media Global National
companies government

1 A WaWawes

R13_1At_infographic

4

*A lot of trust” and “Some trust” minus “Not much trust” and “No trust at all”
**Includes Australia, Canada, China, France, Germany, India, Indonesia, Kenya, Mexico, Nigeria, Russia, Spain, Turkey, UK, and USA

QIlat. Please tell me how much you trust each of the following institutions to operate in the best interest of our society
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The Millennial Opportunity
Millennial Share of Market

. The dominant users of today are not the dominant spenders of
i tomorrow's market.

2030 =
L MILLENNIALS ¢ v

.. Who are Millennials?

y® Approx.18-34 year olds, OUT NUMBER

BOOMERS

born between 1980 and 1994

)
... Currently, the Millennial

generation accounts for 27% of

22°

MILLION

From Hanson Dodge Creative, 2013

the U.S. population as well as

21% of total consumer spending
SUSTAINABILITY




Customer Insights

@ ° McD could be powertul enough to hide things
% from them

*  Most are concerned with the integrity of what
they are eating

* veggies are not the solution as beef and chicken are
the issue

*  Only transparency has the power to really
change their perceptions
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What does
McDonald's do
when the cows

have wounds
on them?

Are your cattle

corn fed or grass
fed?

Does McDonald's allow
hormones to be used in
raising
the cattle?

ﬁDoes McDonald's
view their cattle

//\/ as dollar signs or

actual animals?

-

What can you say about
all the negative
allegations about the
meat at McDonald's?

Is any of it true?
What can you

tell me about your \

corporate structure and who s
responsible for observing the
agricultural department of McDonald's?

What do you
mean b

100% beeyF?

o ~




FROM FRESH
TO FROZEN IN
20 MINUTES.

No Binders needed.

J | No Additives. v ¢
No Preservatives. ‘ N/
Nofillers. i)

QUARTER POUNDER m
WITH CHEESE®

ONLY BEEF.

from our

RESTAURANT

from our

PHOTOSHOOT

Prep time: Prep time:

60 SECONDS 4 HOURS
WE ONLY USE
ABOUT 1 TSP OF
SALT FOR ABOUT
4 MEDIUM FRIES
And |(l!"..u'smu much, you
% — can ask for yours without.
FROM FARM
TO FRIES
BRYAN K. e : '@, <
from NewWestminter, BC asked: fﬁ,ﬁgt%wgoz\r asked: v'_’ b !‘msmATo?oﬁb UMA;ked 5
“How long has Mcdonalds “You say you only use pure beef patties; “Why_.dees -ypﬁ:r ngg ‘ki?‘ﬁg‘

2 5 5 3 no fillers, not additives. My burgers don't ~differentinthe adverti
Esedbplnk Sh;-["le in their taste like yours when I make them at _,;f;éf;lan what is in the stbie
amburgers< home. Why not?" = . (=

SEE ANSWER SEE ANSWER

OUR !:QO{}' & |20
(%

. A [Fo 4.2 JOHN R. PHIL K. LEIFER S.
Thousands of Canadians MR~<# from Toronto, ON asked: ! from North Vancouver, BC asked:
oS asked us about bur food ;
§ Asn (Ll ;i:;ii’ft 1 )Ll EaD0a: 'Is your beef actually 100% pure Yo “How many sesame seeds does
: e I( ~eventhe beefor is that just the name of : o - S the top bun of a BigMac have?”

. the company?”
Ask your questions. =
McDonalds.ca/Y‘:urQuestions == =

()
M MATTHEW M.
from Toronto, ON asked:
“Why does your food, left
out over long periods of time
never mold or decompose?”

m § see answer ) i SEE ANSWER



SOURGE ALL OF UR FOCD &
PACKAGING SUSTAINABLY

2020 ASPIRATIONAL GOALS|

BEEF: SUPPORT SUSTAINABLE PRODUCTION

Lead development of globa| principles and aiteria in 2014
Develop targets and begin purchase of verified sustainable beet by 2016

100% OF COFFEE, PALM OIL’ & FISH

Verified as supporting sustainable production
“Primary and secondary use

100% FIBER-BASED PACKAGING

From certified or recycled sources

DEVELOP & OPERATE THE MOST
RONMENTALLY EFFICENT

2020 ASPIRATIONAL GOALS |

0% INCREASE IN ENERGY EFFICIENCY OF
COMPANY-OWNED RESTAURANTS
{TOP 9 MARKETS)
Excluding Brazil and Japan. Deve|np Franchisee goal in 2016
INCREASE ENERGY EFFICIENCY THROUGH

RESTAURANT STANDARDS
Top 9 Markets. Deve|op goa| in 2014

23020 ASPIRATIONAL GOALS |

SERVE 100% MORE FRUIT, VEGETABLES,
LOW-FAT DAIRY, OR WHOLE GRAINS
Tnp 9 Markets

REDUCE SALT/SODIUM, SUGAR,
SATURATED FAT OR CALORIES ACROSS THE MENU

INCREASE AMOUNT OF IN-RESTAURANT
RECYCLING TO 50% AND MINIMIZE WASTE
Top 9 Markets

Top 9 Markets. Develnp goal by 2015 4 N me VALUE |
COMMRTTED FOR GVER R
—— w SOVEARSTO | 8 ;
P cue e | AT (Y B cive sack To our comy
o b’/ AND COMBRRGTIES ! Y IMPROVE THE LIVES OF CHILDREN
> 4 AND THEIR FAMILIES
= = Through support of Ronald McDonald House Charities and other organizations
e siabo Ly STRENGTHEN COMMUNITIES

Provide |ife|nng skills and carear opportunities for our globalwnﬂo(nrce

PROMOTE DIVERSITY & INCLUSION

Foster a work environment that values the unigue contributions of all

By addressing needs such as education and physical activity

11



Sustainable Sourcing Priorities

E. Beef Cé

.o Cottee

1550

sustalnable ﬁshenes

#%» Fibre (paCkagmg)
“® Fish (seafood)

Palm oil (oils)

* R§pO
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The Certification/Verification Maze

Supplier

Sustainability
Assessment

International >ustainability

8 Carbon Certification
Unleaser

Sustainable Ag
Code

GREEN PLUS

ENPLL

S
Field to Market CERTlFlED

The Alkance for Sustainable Agriculture

CERTIFIED

SUSTAINABLE
SEAFOOD
- < MSC
. A > : WWW.Mmsc.org
SUSTAINABILITY

CONSORTIUM

é@%

Sustainable Ag Guiding Principles

Supplier Code of
Conduct

@ iseal

DELIVERING
RESPONSIBLE
PRODUCTS



http://ussec.org/
http://ussec.org/

The Metrics Maze

Agricultural
Practices

CHALLENGE

 Different markets

Legal Compliance

& Business SuStainability

Practices

 Different customers

Agrochemical

Metl'iCS Management
— * Using a different “mix”

of these metrics

Employment
Health and Safety

Community
Relations

Water
Management



What it’s really all about ....

& ..
. Positive outcomes

p: © Economic

A4 .
aw, » Environmental

Ethical/Social

SUSTAINABILITY
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PARTICIPATING FARM - Estimated net income $2,500
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So what was McDonald’s
announcement on Jan 7, 2014
on verified sustainable beef?

SUSTAINABILITY



RESTAURANTS

McDonald's commits to begin buying
sustainable beef by 2016 :

| Food & Drink

Y CcNBC ™ McDonald's Promises Sustainable

Published: Tuesday, 7 Jan 2014 | 5:18 PM ET

By: Katie Little | Staff Writer Beef—and No One Knows What That Is

'Z’ uTwitter 46 g+ 1 ﬁunkedln 0 By Susan Berfield ¥ & | January 07, 2014

3 | ———

By AIMEE PICCHI ~ MONEYWATCH  January 8, 2014, 11 11 AM ® SEND TO

McDonald's commits to
"'sustainable beef" -
whatever thatis

4 Comments / 32 Shares | ¥ 27 Tweets | & StUM  t40p Anp BEVERAGE INDUSTRY

McDonald’s Will Serve Up Sustainable Beef,
Whatever That Is

. . . :
McDonald's (MCD) is taking a major step to reduce g, s Frizell @sam Frizel  Jan. 07, 2014 10 Comments

eventually start buying beef from sources of verifial

only problem? No one knows what "sustainable" m EEDS <=l W Tweet (342| |8+ 9 Share | 10 Pinit Read Later

Updated at 1:14 p.m. ET




Announcement/Commitment

. To begin purchasing a portion of our
global beef supply from verified
sustainable sources in 2016

. To set a global goal in 2016 for sourcing
verified sustainable beef globally by
2020

SUSTAINABILITY
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What did we mean by this announcement?

t . " Did not commit to a particular volume or
» Ppercentage in 2016 - about a credible,

"’ * Continuous improvement - this is a journey

= Collaborate vs. Mandate

SUSTAINABILITY
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Why
Sustainable

SUSTAINABILITY
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Social Licence Risks

Meatless Monday.

It’s good for you,
good for me,
good for the planet.

SUSTAINABILITY




CANADIAN
CATTLEMEN'S
ASSOCIATION

National Voice Of Cattle Producers

@ Rainforest * Solidaridad
V)

= Alliance o @Y
WWF

MARFRIG

l Obla : ' @E/F Walmart ‘ @ R/

® ;
................ TBS GTPS
USA B Grupo de Trabalho da
Pecuaria Susten tavel
. ;

SUSTAINABILITY




Alignment with Global Roundtable for Sustainable Beef

Objectives What are we trying to accomplish?
Global N
FIErples What are the standards by which we will hold ourselves?
Criteria

What conditions need to be met?

Indicators

What are we going to measure?

How will we verify performance against

Means of Verification .
metrics?

Chain of Custody How will we preserve chain of custody
across the supply chain?

SUSTAINABILITY



Verified Sustainable Beef Pilot
Project to Support 2016
Commitment

SUSTAINABILITY
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Not Perfect, Not Supposed to Be

@ Cannot wait for perfection before you start testing

AT

7

© . . .

yo Not letting perfection get in the way of progress
towards our goal

Pilot means you're learning as you go

>
. Hope for successes and failures — both are
necessary in order to learn and provide value

SUSTAINABILITY
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Why Canada for the Pilot?
Industry support m Sy ALMA

ASSOCIATION Alberta Livestock

IndUStry e and Meat Agency Ltd.
developed and

BIXS i <% ‘f
supported tools bl ‘ ’ \/[ 1.,
Existing A vBP
collaborations *". ~ CRSB
Commitment to 1 0 0 ﬁ/
Canadian Beef B C//':TT,LEZ,”:/':,..S

PURE CANADIAN BEEF 1@

NO FILLERS. NO ADDITIVES.
1l SUSTAINABILITY




Mission
+ To be the most trusted and competitive high quality beef cattle producer in the world recognized for our superior quality, safety,
. value, innovation and sustainable production methods.

' Focus Area D: Sustainability

¥ . Support the Global and Canadian Roundtables for Sustainable Beef

2. Economic — Improve return on investment and long term profitability of
the beef industry

. Environmental — Continually improve natural resource use, validate beef
production impacts, and support verifiable supply chains

4. Maintain Canada’s beef industry’s social license to operate through

validating production practices and identifying opportunities for

continuous improvement in areas of public concern

£



McDonald’s Verified Sustainable Beef Pilot

» Should serve as a learning opportunity to
understand how we can measure, verity, and
communicate to consumers the sustainability of
beef production

» Will use the principles and criteria from the CRSB &
GRSB and then work with stakeholders to develop
sustainability indicators that will apply those
principles/criteria to Canadian production

SUSTAINABILITY
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Verification

@ Verification, not certification (info sharing vs.
E'-. policing)

® - Verification will aim to allow producers to
= demonstrate how they meet the sustainability

ffr’a;?u o °
4w, indicators (outcomes are what matters)

* + Not doing an audit (pass/fail)

- We are doing a verification of outcomes

SUSTAINABILITY
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In Conclusion

» Canadian agriculture in advanced, sustainable, and on a journey

* Agriculture value chain needs to be better organized to respond to multiple
market requirements

* there is a critical need to provide transparency and build trust with consumers

*  Entire value chain must be able to demonstrate & communicate sustainability
performance

*  Demonstrating performance and creating consumer confidence requires an
industry-wide effort

* We want to/need to tell your story - continue to educate us

*  will help maintain social licence to operate
*  will help advance the sustainability profile of Canada’s agriculture sector



For More Information ...

http://www.aboutmcdonalds.com/mcd/sustainability. html



http://www.aboutmcdonalds.com/mcd/sustainability.html

