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LESSONS LEARNED FROM THE FRONT LINES

BOB LANGERT
VICE PRESIDENT, CORPORATE SOCTAL RESPONSIBILITY
AT MODONALD'S CORPORATION
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Bill Murray
Dear pessimist, optimist and realist, while you guys
were busy arguing about the glass of water, | drank it.

Sincerely, the opportunist!
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*Net trust equa!s “a great deal of trust” and “a fair amount of trust” min

AVERAGE OF 22 COUNTRIES, 2012

NN

NATIONAL  PRESS/  NATIONAL  GLOBAL
COMPANIES  MEDIA  GOVERNMENT COMPANIES

us “just a fittle trust” and “no trust at all.”
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http://www.saiplatform.org/index.asp




£ ’3‘5‘5\‘!“\\.‘6

Y,
&
b

A \hha\l.\hf».ﬁm
-

I X gt ooy

i




NN SOCIAL

VALUE VALUE
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OUR JOuRNEY TOGETHER




MCDONALD'S NETHERLANDS: ZERO WASTE TO LANDFILL

Liquid
Separation

Used Cooking A
0il to Biodiesel

Food Waste
100%
Composted

Compost to
Biogas
(Green Energy)

Trash
Compaction

Waste to
Energy Pellets

(Cardboard
Recycling
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THIS IS ABOUT
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McDonald's" PALM OIL

PACKAGING
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Walmart - i Gyl

EXAMPLE: :  100%0F  : ENSWRe100% @ SENDZEROWASTE @ DOUBlE & REPLENISH
o PMPLOYEES i OFCOFEE ¢ TOLANDFIL - & PROPORTION OF  AMOUNT OF WATER
INGAGEDIN & ISEMICALY & POWRWIH  :  FoOD PRODUCTS 3 USED IN FINISHED

SUSTAINABILITY & SOURCED BY 2015 & 100% RENEWABLE & THAT MEET HEALTH & BEVERAGES BY

BY2020. i PNRGY. i GUDELINS i 2020 (EG. ZeRO

> x : BY2020. i NETWATER).



Giving families itiance ron a

more olices GENERATION

McDonald’s is partnering with the Alliance for a Healthier Generation
to leverage menu and marketing power to promote balanced food and
beverage choices.

MCDONALD’S COMMITS TO ™

Provide customers a
choice of a side salad, -
fruit or vegetable as a

substitute for French

Ensure 100%
of all advertising

fries in value meals = directed to children to
include a fun nutrition
fo ¢ 5% 4 Promote and or children’s well-being
feature only water, message
. milk, and juice e
OR as the beverage in Happy =
Meals on menu boards i -
—— vege?ar::el:; 1?;:::2:‘1«:&:1 - - -
xte | advertisi » )
y S fat dairy or water options g B

in the Happy Meal and W -
- - generate excitement for e ol
W e amsathivhots S A produce and dairy

McDonald’s is the world’s leading global foodservice retailer with over
34,500 locations serving more than 69 million customers in more than


https://www.healthiergeneration.org/news__events/2013/09/26/820/mcdonalds_joins/
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FROM
SUSTAINABLE
GEEK LANGUAGE




g

4 "'.-'".';'% -1\. egy-'-

o AR

Development that meets the needs
of the present without compromising

the ability of future generations

to meet their own needs.

SOCIAL PERFORMANCE
(ORPORATE (ONSCIENCE
(ORPORATE (ITIZENSHIP
Massiui; kel (ORPORATE SOCTAL RESPONSIBILITY
or their impacts on society and an
outline of what an enterprise should
do to meet that responsibility. SUSTAINABLE RESPONSIBLE
BUSINESS




FROM
OUTSIDE IN




e
Be a
convener

Don'’t look for
just pleasant
experiences. You
need to be part of
tough discussions.

Don't helieve
your own
propaganda

¢

Sustainability
drives
Innovation

Hold people
accountable with
true measurement
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HEALTHIER I ' '

GENERATION

Cestoty.

% Future
If CEO for proof

McDonald's, your

would focus business

on beef

\

Walmart

Save money. Live better.
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**Aggregate net expectations of up to 10 responsil: |l ” arge companie: ( all re espon nsibilities ked in each co hy 1).
*"Aggregale new CSR performance ratings of 10 industries.
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AVERAGE OF 15 TRACKING
COUNTRIES¥ 2001 - 201
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