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MARKETS AT-A-GLANCE

ARGENTINA Page 1 Page 2

COMMITMENT 1
@ COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Feature only water, milk, and juice as the T : )
beverages on Ha Meal menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
9 PPy Were Announced and 5 Years Later

and ads directed to children.

Soda was removed from Happy Meal menu boards in July 2013.

+15.4

Septemb
1007 of Happy Meal menu boards seen inside restaurants and in engln;; er percenfoge
° drive thrus featured only milk, water, or juice. o
points
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September
100% of in-store ads directed to children and external ads designed 2018
° for media directed to children did not feature soda.
2018 HAPPY MEAL MENU BOARD
COMMITMENT 2
Cajlta Feliz Offer a side salad, fruit, or vegetable option as a

substitute for french fries in value meails.

1007 of value meal menu boards seen inside VALUE MEAL OFFERING
()

restaurants and in drive thrus listed or pictured
a salad, fruif, or vegetable option as a
substitute for french fries.

100% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
vegetable option.

e I . 100% of value meal menu boards seen inside
ol ° restaurants and in drive thrus pictured the

salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44 3



MARKETS AT-A-GLANCE

ARGENTINA

100%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offering was available in 2018.

of restaurants visited had the qualifying item, Danonino Yogurt,
available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018

Danonino Yogurt
(Introduced 2014)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

. . . . 1
of external ads designed for media directed to children ( z
96%

included a qualifying message.

N/A of external ads shown on television programs, websites, and QZ
apps directed to children were children’s ads.

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

15.4

percentage point
increase in Happy Meals
served with milk, water,
or juice as the beverage
since September 2013

89 million

Danonino yogurt
cups served in Happy
Meals and a la carte

since they were

infroduced in 2014

Q Indicates footnote, which are available on pages 43-44

4

fruit, vegetable, low-

fat dairy, and water
opftions offered in

Happy Meals in 2018

108 million

total fruit, vegetable, low-

fat dairy, and water items
served in Happy Meals
since September 2013




MARKETS AT-A-GLANCE

AUSTRALIA

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards in September 2015.

1007 of Happy Meal menu boards seen inside restaurants and in
° drive thrus featured only milk, water, or juice.

07 of Happy Meal primary beverage selection pages on
° self-ordering kiosks featured only milk, water, or juice.

100% of in-store ads directed to children and external ads designed
° for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

3 Plece 1 Main+1Side-+ 1 Drink *

Happy Meal 4 Piece 1 Main + 2 Sides + 1 Drink *

Mains Griled Chicken Bites ~ add * 469
Cheeseburger 1260k
Chicken McNuggets® 3 Pack 5961
or6Pack  add * . withKetchap | 1150k
Grilled Chicken Wholemeal
Snack Wrap 9040 |

Yoplait Petit Miam Strawberry Yoghurt | 213
Grape Tomatoes

Small Fries

Apple Slices

Drinks Pop Tops Apple Juice
‘Small Orange Juice
CalaYum™
Pop Tops Water 250mL

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+14.7

September
2013 percentage
points
September
2018

2
COMMITMENT2 Q&
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meails.

of value meal menu boards seen inside

88% restaurants and in drive thrus listed or pictured
a salad, fruif, or vegetable option as a
substitute for french fries.

VALUE MEAL OFFERING

of value meal side selection pages on self-
97% ordering kiosks featured a salad, fruit, or
vegetable option.

of value meal menu boards seen inside

88% restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44




MARKETS AT-A-GLANCE

AUSTRALIA

2

97%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offerings were available in 2018.

of restaurants visited had the qualifying item, Petit Miam Strawberry
Yogurt, available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

Petit Miam Strawberry Yogurt (2018)
Grape Tomatoes (2018)

Item (Year Infroduced)

Page 1 Page 2

4
COMMITMENT5 Q

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to
children.

N/A of external ads designed for media directed to children
included a qualifying message.

N/A of external ads shown on television programs, websites, and
apps directed to children were children’s ads.

39

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

weeks in 2018 when a Happy Meal box with a panel dedicated to a Q3
qualifying message was scheduled for distribution.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

91 million 8

Pop Tops water and
apple juices served in
Happy Meals from
2014-2018

fruit, vegetable, low-

fat dairy and water
opftions offered in

Happy Meals in 2018

53%

of Happy Meals sold in

Australia in September

2018 were served with

milk, water, or juice as
the beverage

3.2 million

fruit bags served in
Happy Meals from
2014-2018

Q Indicates footnote, which are available on pages 43-44




MARKETS AT-A-GLANCE

AUSTRIA Page 1 Page 2

COMMITMENT 1
@ COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Feature only water, milk, and juice as the T : ,
beverages on Ha Meal menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
9 PPy Were Announced and 5 Years Later

and ads directed to children.

Soda was removed from Happy Meal menu boards in January 2015.

+21.8

. . September
1007 of Happy Meal menu boards seen inside restaurants and in 2013 percenfoge
©° drive thrus featured only milk, water, or juice. o
points
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September
1 007 of in-store ads directed to children and external ads designed SOl
° for media directed to children did not feature soda.
2018 HAPPY MEAL MENU BOARD
COMMITMENT 2

Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

96% of value meal menu boards seen inside VALUE MEAL OFFERING

restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

G i ]007 of value meal side selection pages on self-
Happy Meal 4er Chicken McNuggets  Kleine Pommes  Bio Apfelsaft0,2l  Trinkjoghurt ' ‘E ° Ordering kiosks featured a salad, fruit, or
Cheeseburger Snack Salat  Orangensaft 0,331 Obstsalat . H i
Hamburger Mineraiwassor 051 Fruchipiree & vegetable option.
€400 i 4
967 of value meal menu boards seen inside
(-]

restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44 v



MARKETS AT-A-GLANCE

AUSTRIA

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

3 qualifying new Happy Meal offerings were available in 2018.

937 of restaurants visited had the qualifying item, Reduced-Sugar Drinking
° Yogurt, available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

& % {7—;‘9

— e”v  —

Fruit Salad (2014)
Reduced-Sugar Drinking Yogurt (2018)
Heart-Shaped Carrots (2018)

Iltem (Year Introduced)

100%

97%

Page 1

Page 2

COMMITMENT 5

children.

included a qualifying message.

of external ads shown on television programs, websites, and
apps directed to children were children’s ads.

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to

of external ads designed for media directed to children

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

b Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
87% promotional schedule or a generic box.

MARKET HIGHLIGHTS

21.8

percentage point

increase in Happy Meals
served with milk, wafter,

or

juice as the beverage

since September 2013

1.8 million

drinking yogurts
served in Happy
Meals in 2018

Q Indicates footnote, which are available on pages 43-44

10

fruit, vegetable, low-

fat dairy and water
opftions offered in

Happy Meals in 2018

19 million

fruit purees have
been sold in
Happy Meals since
September 2013




MARKETS AT-A-GLANCE

BRAZIL

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

1
Soda was removed from Happy Meal menu boards in May 2018. Q

987 of Happy Meal menu boards seen inside restaurants and in
° drive thrus featured only milk, water, or juice.

1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.

1 007 of in-store ads directed to children and external ads designed
° for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

McLanche Feliz
fclanche ez

1
* Mini Tasty ou
« Hamburger ou
4 Chicken McNuggets™

e
© McFritas™ Kids ou
 Tomatinho

« Aguaou -
« Del Valle 100% Laranja 300ml
3

« Danoninho ou
« Puré de Maca

5
« Brinquedo

1+@+3+4+5

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS
Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+2.2

September
" 1.1%

2013 percentage
points
September
2018
COMMITMENT 2

Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

100% of value meal menu boards seen inside VALUE MEAL OFFERINGS
° restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a

substitute for french fries.

100% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
vegetable option.

100% of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44




MARKETS AT-A-GLANCE

BRAZIL

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

4 qualifying new Happy Meal offerings were available in 2018.

1007 of restaurants visited had the qualifying item, Danoninho Yogurt,
° available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

s

' ;{]ﬁ'}/“’ Danoninho Yogurt (2014)
ARANR Cherry Tomatoes (2015)

- = W 100% Orange Juice (2017)

Apple Puree (2018)

ltem (Year Introduced)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

100% of external ads designed for media directed to children

included a qualifying message.

1007 of external ads shown on television programs, websites, and
° apps directed to children were children’s ads.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
7 were used in 2018.

907 of surveyors received a Happy Meal box that corroborated the
©° promotional schedule or a generic box.

MARKET HIGHLIGHTS

39 million

total fruit, vegetable,
low-fat dairy, and
water opftions served
in Happy Meals in 2018

3 million

side salads served as
substitutes for french
fries in value meals
since September 2013

Q Indicates footnote, which are available on pages 43-44

5

fruit, vegetable, low-

fat dairy and water
options offered in

Happy Meals in 2018

210 thousand

bags of cherry
tomatoes served in
Happy Meals from
2015-2018




MARKETS AT-A-GLANCE

CANADA

Page 1 Page 2

COMMITMENT 1
@ COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Feature only water, milk, and juice as the T : ,
beverages on Ha Meal menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
9 PPy Were Announced and 5 Years Later

and ads directed to children.

Soda was removed from Happy Meal menu boards in January 2013.

+3.2

September
100% of Happy Meal menu boards seen inside restaurants and in p2013 percentage
° drive thrus featured only milk, water, or juice. :
points
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September
1 007 of in-store ads directed to children and external ads designed il
° for media directed fo children did not feature soda.
2018 HAPPY MEAL MENU BOARD
1
HAPPY MEAL® STARTING AT COMMITMENT2 Q. .
; $ i Offer a side salad, fruit, or vegetable option as a
ENTREE 3.99% . S
M substitute for french fries in value meails.
Hamburger
grilled Cheese o G
heeseburger of value meal menu boards seen inside VALUE MEAL OFFERIN
g:;g::g:mﬂﬁ:;{;’mmm A Zzl;gggg , . 1% restaurants and in drive thrus listed or pictured
= : a salad, fruit, or vegetable option as a
SIDE o DRINK substitute for french fries.
Mini Fries 120 Bottled Water - %
pilkies U0 TeMilk of value meal side selection pages on self- \ N
Apple Slices 40 Apple Juice 100% . . . /) - 3
ordering kiosks featured a salad, fruit, or NS
Yogurt Tube included in all Happy Meals® 25 vegetable option.
Adults and youth (ages 13 and older) need an average of 2,000 calories a day, and
&?lldren(a s 4 to 12) need an average of 1,500 calories a da However|r'|‘q‘|wdualneedsvary‘ 1007 of value meal menu boards seen inside
()

restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44



MARKETS AT-A-GLANCE

CANADA

2

97%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offerings were available in 2018.

of restaurants visited had the qualifying item, yogurt, available for
purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

Yogurt Tube (2014)
Bottled Water (2016)

ltem (Year Infroduced)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

children.
100% of external ads designed for media directed to children
included a qualifying message.
. . . 2
of external digital ads shown on websites and apps directed to
1 00% children were children’s ads. C)‘
MARKET HIGHLIGHTS

241 million

reduced-sugar yogurt

fubes have been
served in Happy

Meals and a la carte

since May 2014

118 million

100% orange juices

served in Happy Meals
and a la carte since

September 2013

Q Indicates footnote, which are available on pages 43-44

7

fruit, vegetable, low-

fat dairy, and water
options offered in

Happy Meals in 2018

16 million

bags of apple slices
served in Happy Meals
since Septmeber 2013




MARKETS AT-A-GLANCE

CHINA

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS Qz

Feature only water, milk, and juice as the T :
Percent of Happy Meals Served with Milk, Water, or Juice

beverages on Happy Meal menu boards
and ads directed to children.

COMMITMENT1 Q'
“

Soda was removed from Happy Meal menu boards in July 2016.

+18.8

percentage

100% of Happy Meal menu boards seen inside restaurants and in 2016 .
points

drive thrus featured only milk, water, or juice.

100% of Happy Meal primary beverage selection pages on self-
ordering kiosks featured only milk, water, or juice.

2018

1 00% of in-store ads directed to children and external ads designed
for media directed fo children did not feature soda.

2018 HAPPY MEAL MENU BOARD

COMMITMENT 2
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

97% of value meal menu boards seen inside VALUE MEAL OFFERINGS

restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

100% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
vegetable option.

97% of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44 13



MARKETS AT-A-GLANCE

CHINA

8%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offerings were available in 2018.

of restaurants visited had the qualifying item, apple slices, Q3
available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

Apple Slices (2016)

N/A

N/A

Page 1

Page 2

4
COMMITMENT 5 Q

children.

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to

of external ads designed for media directed to children

included a qualifying message.

of external ads shown on television programs, websites, and
apps directed to children were children’s ads.

83%

. Apple Juice (2016)
4 - ltem (Year Introduced)
COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

78%

of Happy Meals sold
n China in 2018 were

served with milk, water,

or

juice as the beverage

52 miillion

fruit, vegetable, low-fat
dairy, and water items
served in Happy Meals

from 2016-2018

Q Indicates footnote, which are available on pages 43-44

é

fruit, vegetable, dairy,
and water options
offered in Happy
Meals in 2018

12 million

corn and vegetable
cups served as
substitutes for french fries
in value meals in 2018




MARKETS AT-A-GLANCE

FRANCE

Page 1 Page 2

COMMITMENT 1 )
@ Feature only water, milk, and juice as the COMMITMENTS SPOTLIGHT: HAPBY MEAL BEV!ERAGE SELECTIONS
beverages on Happy Meal menu boards Percent of Happy Meals Served vyn‘h Milk, Water, or Ju:c;e Before and After
Sodas Were Removed from the First Page of Self-Ordering Kiosk Screens

and ads directed to children.

Soda was removed from Happy Meal menu boards in March 2014.

+10.2

October -
of Happy Meal menu boards seen inside restaurants and in December
1 00% drive thrus featured only milk, water, or juice. 2017 per;:i:ft:ge
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice. October -
December
of in-store ads directed to children and external ads designed 2018
100%
° for media directed to children did not feature soda.
2018 HAPPY MEAL MENU BOARD
COMMITMENT 2

Offer a side salad, fruit, or vegetable option as a
N\ substitute for french fries in value meals.
00

100% of value meal menu boards seen inside VALUE MEAL OFFERING

e restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a

Happy Meal" - 3 [ substitute for french fries.

Hamburger, Cheeseburger, McFish", Croque McDo”, McMuffin™ Egg & Cheese . .
ou  Chicken MoNuggets” of value meal side selection pages on self-
Petie Fite, Ptites Tomates ou moyen accompagnement du moment 93% ordermg kiosks featured a salad, fruit, or

Berlingo’ Fruits”, Mon Bio a boire, Mon P'tit Ice Squeeze ou Fruitl(s) du moment ve g e TO bl eo p h on
+ 1 petite boiSSON Nectar Bio, Minute Maid® Orange ou Evian

. of value meal menu boards seen inside
Happy e i 100% restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44 15



MARKETS AT-A-GLANCE

FRANCE

Page 1 Page 2

COMMITMENT 3 COMMITMENT 5
Offer a new fruit, vegetable, low-fat dairy, or water Include a fun nutrition or children’s well-being
option in the Happy Meal or use new packaging message in 100% of external ads directed to
innovations to generate excitement for these options. children.
100% pf external od; Qesigned for media directed fo children
5 qualifying new Happy Meal offerings were available in 2018. included a qualifying message.

of external ads shown on television programs, welbsites, and
100% e

. P . . apps directed to children were children’s ads.
100% of restaurants visited had the qualifying item, Berlingo Fruits Puree,

available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018 MARKET HIGHLIGHTS
—— Berlingo Fruits Puree (Oct 2013) HIH
il Kiwi (2014), My Bio Drink (2015) 210 million 11
[ e - '3 1 Melon (2016), Grape Duo (2018)
L7 e o fruit sides served in LUt vEgRiieloe, lon-
=gl ltem (Year Introduced) . fat dairy, and water
- Ol . & Happy Meals since 3 ;
B September 2013 options offered in
P Happy Meals in 2018
COMMITMENT 4
Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being erge OTR
message four times annually. 46 m|"|0n 15 m|"|0n
side salads served cherry tomato
9 Happy Iv\egl boxes with a panel dedicated to a qualifying message instead of french fries sides served in
were vsed in 2018. in value meals since Happy Meals since
September 2013 September 2013

1007 of surveyors received a Happy Meal box that corroborated the
©° promotional schedule or a generic box.

Q Indicates footnote, which are available on pages 43-44 16



MARKETS AT-A-GLANCE

GERMANY Page 1 Page 2

COMMITMENT 1
@ COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Feature only water, milk, and juice as the e : ,
beverages on Ha Meal menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
9 PPy Were Announced and 5 Years Later

and ads directed to children.

Soda was removed from Happy Meal menu boards in August 2014.

+21.4

h
1007 of Happy Meal menu boards seen inside restaurants and in Sengln;;ber percenfoge
° drive thrus featured only milk, water, or juice. -
points
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September
2018
93% of in-store ads directed to children did not feature soda.
1 007 of external ads designed for media directed to children did
° not feature soda.
2018 HAPPY MEAL MENU BOARD
COMMITMENT 2
9 Offer a side salad, fruit, or vegetable option as a
HP\PPY MEAL el substitute for french fries in value meails.
 BELN R B o ““ Y

1007 of value meal menu boards seen inside VALUE MEAL OFFERING
()

restaurants and in drive thrus listed or pictured
a salad, fruif, or vegetable option as a
substitute for french fries.

BEILAGE \
i i
SHACK SALAD @
S}
— \:\ | ‘,\\ >
H \Q
| aisaik BICH bR SPRLZEG

100% of value meal side selection pages on self-
° ordering kiosks feafured a salad, fruit, or
vegetable option.

5 o Jﬂ?’ 100% of value meal menu boards seen inside
. o restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french

fries were pictured.

Q Indicates footnote, which are available on pages 43-44



MARKETS AT-A-GLANCE

GERMANY

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

3 qualifying new Happy Meal offerings were available in 2018.

1007 of restaurants visited had the qualifying item, Fruit Puree, available for
° purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

o Fruit Puree (2014)
et Capri Sun Tropical Juice (2017)
. McFreezy without Added Sugar (2018)

Iltem (Year Introduced)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

100% of external ads designed for media directed to children

included a qualifying message.

1007 of external ads shown on television programs, websites, and
° apps directed to children were children’s ads.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
5 were used in 2018.

977 of surveyors received a Happy Meal box that corroborated the
° promotional schedule or a generic box.

MARKET HIGHLIGHTS

53%

of Happy Meals sold in

Germany in September

2018 were served with

milk, water, or juice as
the beverage

14 million

side salads served as
substitutes for french
fries in value meals since
January 2014

Q Indicates footnote, which are available on pages 43-44

9

fruit, vegetable, low-

fat dairy and water
options offered in

Happy Meals in 2018

103 miillion

fruit purees served in
Happy Meadls since
January 2014




MARKETS AT-A-GLANCE

HONG KONG

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards in June 2017.

1007 of Happy Meal menu boards seen inside restaurants and in
° drive thrus featured only milk, water, or juice.

1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.

1 007 of in-store ads directed to children and external ads designed
° for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD
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COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+7.9

September
2013 41.8% percentage
points
September
2018

COMMITMENT2 Q'
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meails.

1007 of value meal menu boards seen inside VALUE MEAL OFFERING
° restaurants and in drive thrus listed or pictured

a salad, fruit, or vegetable option as a

substitute for french fries.

i i \ -

of value meal side selection pages on self- 1 o
100% ordering kiosks featured a salad, fruit, or ﬁl \'» )

vegetable option. {Z',L:! ;2\

of value meal menu boards seen inside \—/}\‘
100% <

restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44




MARKETS AT-A-GLANCE

HONG KONG

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

2 qualifying new Happy Meal offerings were available in 2018.

977 of restaurants visited had the qualifying item, Nestle Yogurt, available
° for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

Nestle Yogurt (2015)
Hot Lemon Tea (2018)

ltem (Year Infroduced)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

100% of external ads designed for media directed to children

included a qualifying message.

997 of external ads shown on television programs, websites, and
©° apps directed to children were children’s ads.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

4 Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

. 2
777 of surveyors received a Happy Meal box that corroborated the Q
©° promotional schedule or a generic box.

MARKET HIGHLIGHTS

7.9

percentage point
increase in Happy Meals
served with milk, water,
or juice as the beverage
since September 2013

27 million

corn cups served
instead of french fries
in value meals since

September 2013

Q Indicates footnote, which are available on pages 43-44

7

fruit, vegetable, low-

fat dairy and water
options offered in

Happy Meals in 2018

9.9 million

100% orange
juices served in
Happy Meals since
September 2013
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MARKETS AT-A-GLANCE

ITALY

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

1
Soda was removed from Happy Meal menu boards in May 2016. Q

1007 of Happy Meal menu boards seen inside restaurants and in
° drive thrus featured only milk, water, or juice.

1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.

1 007 of in-store ads directed to children and external ads designed
° for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

~ junior
chicken

—ALLA PIASTRA — ™
g DIPOLLD
4 ’ L)

NOVITA

1 Junior Chickenatapiasta <l Acqua
Hamburger Succo Bio dimeta

McToast 3 Patate regolari
Chicken McNuggets' x4 Carotine baby

Frutta Fresca
Actimel Kids fragota
Snack di Parmigiano Reggiano

SEMPRE INCLUSO IL TUO Gl0CO

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS
Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+18.1

percentage
points

September
2013

September
2018

COMMITMENT 2 Q.
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meails.

VALUE MEAL OFFERING

1007 of value meal menu boards seen inside

° restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

100% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
vegetable option.

100% of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44




MARKETS AT-A-GLANCE

ITALY

4

97%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offerings were available in 2018.

of restaurants visited had the qualifying item, apple juice, available for
purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

Actimel Low-Fat Yogurt (2015)
Grapes (2015), Cherries (2016)
Organic Apple Juice (2016)

ltem (Year Introduced)

Page 1

Page 2

COMMITMENT 5

children.

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to

100% of external ads designed for media directed to children

included a qualifying message.

1007 of external ads shown on television programs, websites, and
° apps directed to children were children’s ads.

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

8.4 million

seasonal fruits
served as a side in
Happy Meals since
September 2013

18.1

percentage point
increase in Happy Meals
served with milk, water,
or juice as the beverage
since September 2013

Q Indicates footnote, which are available on pages 43-44

10

fruit, vegetable, low-

fat dairy and water
options offered in

Happy Meals in 2018

31 million

total fruit, vegetable,
low-fat dairy, and water
opftions served in Happy
Meals in 2018

22



MARKETS AT-A-GLANCE

JAPAN

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS Q3

Percent of Happy Meals Served with Milk, Water, or Juice 6 Months Before
and 6 Months After Sodas Were Removed from Happy Meal Menu Boards

COMMITMENTT Q'
@ Feature only water, milk, and juice as the

beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards in March 2018.

+9.4

of Happy Meal menu boards seen inside restaurants and in September
Y v sl v : 2017 ercentage
947 drive thrus featured only milk, water, or juice. P . g
points
N/A of Happy Meal primary beverage selection pages on O\z
self-ordering kiosks featured only milk, water, or juice.
September
2018

100% of in-store ads directed to children and external ads designed
° for media directed fo children did not feature soda.

2018 HAPPY MEAL MENU BOARD

\ 12‘4"/“&3 : 2;.2;* 3;&95* COMMITMENT 2
\\‘ Offer a side salad, fruit, or vegetable option as a
““‘ { e = substitute for french fries in value meails.
q"_{fi'ff" . 100% of value meal menu boards seen inside VALUE MEAL OFFERINGS
:MLJSOO A oo ©° restaurants and in drive thrus listed or pictured
. - P MRS @ a salad, fruit, or vegetable option as a
substitute for french fries.
FFICT—-%
Ftrp i | = = e HpLE . .
oot 260 TN o A of value meal side selection pages on 2
\m il - N/A self-ordering kiosks featured a salad, C)\
fruit, or vegetable opftion.
of value meal menu boards seen inside
100%

restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44 3



MARKETS AT-A-GLANCE

JAPAN

COMMITMENT 3
Offer a new fruit, vegetable, low-fat dairy, or water

option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

1 qualifying new Happy Meal offering was available in 2018.

977 of restaurants visited had the qualifying item, corn cup with new
° packaging, available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018

Corn Cup Packaging
(Introduced 2018)

S
G =
SWEET CORN

¥ [ovin i

Page 1 Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to
children.

100% of external ads designed for media directed to children
included a qualifying message.

827 of external ads shown on television programs, websites, and q(’
©° apps directed to children were children’s ads.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

30 weeks in 2018 when a Happy Meal box with a panel dedicated to a Q“
qualifying message was scheduled for distribution.

917 of surveyors received a Happy Meal box that corroborated the qs
©° promotional schedule or a generic box.

MARKET HIGHLIGHTS

19 million [

side salads and
corn cups served as
substitutes for french
fries in value meals
from 2017-2018

fruit, vegetable, dairy,
and water options
offered in Happy
Meals in 2018

2.2 million

corn cups with new
packaging featuring a fun
nufrition message were
served in Happy Meals since
they were infroduced in
September 2018

38 million

100% apple juices
served in Happy
Meals from 2017-2018

Q Indicates footnote, which are available on pages 43-44
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MARKETS AT-A-GLANCE

NETHERLANDS

al

COMMITMENT 1

Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards in December 2014

100%

100%

100%

of Happy Meal menu boards seen inside restaurants and in
drive thrus featured only milk, water, or juice.

of Happy Meal primary beverage selection pages on self-
ordering kiosks featured only milk, water, or juice.

of in-store ads directed to children and external ads designed
for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

, )
<>

-
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VOOR @ Hamburger, @ Snoep- @ Drankie @ Versfruit,
Cheeseburger, tomaatjes Danoontje

Chicken of Kleine of Snoep-
395 McNuggets 4 Franse tomaatjes
] of McFish Frietjes

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS
Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+12.1

September
2013 percentage
points
Septemb
i 61.0%
COMMITMENT 2

Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

VALUE MEAL OFFERING

of value meal menu boards seen inside
restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

100%

of value meal side selection pages on self-
ordering kiosks featured a salad, fruit, or
vegetable option.

100%

of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

100%

Q Indicates footnote, which are available on pages 43-44
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MARKETS AT-A-GLANCE

NETHERLANDS

97%

COMMITMENT 3
Offer a new fruit, vegetable, low-fat dairy, or water

option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offering was available in 2018.

of restaurants visited had the qualifying item, strawberry-banana
smoothie, available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018

Strawberry-Banana Smoothie
(Introduced 2017)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

100% of external ads designed for media directed to children

included a qualifying message.

997 of external ads shown on television programs, websites, and
©° apps directed to children were children’s ads.

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

61%

of Happy Meals sold
in the Netherlands in
September 2018 were
served with water, milk,
or juice as the beverage

2.5 million

100% juices and
smoothies served in
Happy Meals in 2018

Q Indicates footnote, which are available on pages 43-44

10

fruit, vegetable, low-

fat dairy and water
options offered in

Happy Meals in 2018

46 million

Danoontje yogurts
served in Happy Meals
since September 2013

26




MARKETS AT-A-GLANCE

POI.AND Page 1 Page 2

COMMITMENT 1
@ COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Feature only water, milk, and juice as the T : ,
beverages on Ha Meal menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
9 PPy Were Announced and 5 Years Later

and ads directed to children.

Soda was removed from Happy Meal menu boards in March 2015.

+12.1

. . September
1007 of Happy Meal menu boards seen inside restaurants and in 2013 percenfoge
©° drive thrus featured only milk, water, or juice. o
points
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September
1 007 of in-store ads directed to children and external ads designed SOl
° for media directed to children did not feature soda.
2018 HAPPY MEAL MENU BOARD
COMMITMENT 2

Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

100% of value meal menu boards seen inside VALUE MEAL OFFERING

restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a

substitute for french fries.
KURCZAK McNUEEETS. 4= albo HAMBURGER  albo CHEESEBURGER
1007 of value meal side selection pages on self-
%: :;Lf; LA v ° ordering kiosks featured a salad, fruit, or
- l T vegetable option.
POMIDORKI albo OWOCOGURT albo MALE FRYTKI b
1007 of value meal menu boards seen inside
* ©° restaurants and in drive thrus pictured the
3 5 i salad, fruit, or vegetable option when french
WODA  alboSOK Smmmmoternaimreme ity MALAHERBATA \ ko JABLKD fries were picTured‘

/

Q Indicates footnote, which are available on pages 43-44 57



MARKETS AT-A-GLANCE

POLAND

100%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offering was available in 2018.

of restaurants visited had the qualifying item, Kubus Mus Fruit Puree,
available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018

Kubus MUS Fruit Puree
(Introduced 2015)

Page 1 Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to
children.

100% of external ads designed for media directed to children
included a qualifying message.

997 of external ads shown on television programs, websites, and
©° apps directed to children were children’s ads.

83%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

25 million 8

total fruit, vegetable,
and water items
served in Happy
Meals in 2018

fruit, vegetable, and
water options offered in
Happy Meals in 2018

4.9 million 69%

side salads served as of Happy Meals sold

substitutes for french in 2018 were served

fries in value meals with milk, water, or
since September 2013 juice as the beverage

Q Indicates footnote, which are available on pages 43-44
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MARKETS AT-A-GLANCE

RUSSIA Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS Qz

Feature only water, milk, and juice as the T -
Percent of Happy Meals Served with Milk, Water, or Juice in 2018

beverages on Happy Meal menu boards
and ads directed to children.

1
COMMITMENT1 Q
gl

Soda was removed from Happy Meal menu boards before September 2013. Happy Meals Served with

Soda or Other Beverages
1007 of Happy Meal menu boards seen inside restaurants and in
(o]

drive thrus featured only milk, water, or juice.

76%

Milk, Water,

100% of Happy Meal primary beverage selection pages on self- or Juice

ordering kiosks featured only milk, water, or juice.

Happy Meals Served with

1 007 of in-store ads directed to children and external ads designed
() Milk, Water, or Juice

for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

COMMITMENT 2
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

McDonald’s Russia infroduced a value meal for the first fime in
August 2018. Due to the late infroduction relative to when surveys VALUE MEAL OFFERING
were conducted, there were implementation issues observed
with value meal menu boards. Russia plans to make changes
to menu boards fo clearly communicate that carrofs are a side

La
W
option in value meals. These changes will be audited in 2019 and " ‘/ 1 //
XIMNMU MU cecacuromison o mmm the results will be published in an addendum to this report. & [ 4%

1. HA BbISOP: 2. HA BbIBOP: 3. HA BbIBOP:

%EE&::C Eﬁ?ﬁ?::::now Z";’Q,‘,’,,"C‘me — 0% of value meal menu poords seen inside Q3 | WOPKOBHI',‘& /
restaurants and in drive thrus listed or ”MO'-M(H‘
::i:f;,i:@ :s::;:limnw pictured a salad, fruit, or vegetable i
BORA BUTTENE® option as a substitute for french fries.

of value meal side selection pages on 4
100% self-ordering kiosks featured a salad, Q

fruit, or vegetable option.

Q Indicates footnote, which are available on pages 43-44 79



MARKETS AT-A-GLANCE

RUSSIA

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

1 qualifying new Happy Meal offering was available in 2018.

797 of restaurants visited had the qualifying item, a free bag of apples Q5
° or carrots, available with the purchase of a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018

N ﬁ\'tl"//

Page 1 Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to
children.

100% of external ads designed for media directed to children
included a qualifying message.

857 of external ads shown on television programs, websites, and Q6
©° apps directed to children were children’s ads.

% Vvd Sampling Program - Free Apple
Jl ~// 4 Slices or Carrot Sticks
& o [ e (Infroduced 2018)
Dpi o
COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

5 Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

937 of surveyors received a Happy Meal box that corroborated the
©° promotional schedule or a generic box.

MARKET HIGHLIGHTS

76% 8

of Happy Meals sold
in Russia in 2018 were
served with milk,
water, or juice as the
beverage

fruit, vegetable, dairy
and water options
offered in Happy
Meals in 2018

40 thousand

free apple and carrot
bags distributed to
Happy Meal customers
on Tuesdays in
September 2018

2.7 million

apple and carrot bags
have been served in
Happy Meadls since
May 2014

Q Indicates footnote, which are available on pages 43-44

30



MARKETS AT-A-GLANCE

SPAIN

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards in January 2015.

of Happy Meal menu boards seen inside restaurants and in

100% drive thrus featured only milk, water, or juice.

1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.

1 00% of in-store ads directed to children and external ads designed

for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

HAPPYMEAL" = 385¢

1PRINCIPAL +1COMPLEMENTO + 1 POSTRE + 1 BEBIDA

Hamburguesa Patatas Fritas Actimel®

Hamburguesa con Queso Patatas Deluxe Danonino® para levar
Chicken Burger Kids Tanahorias Mini McFlurry®

4 McCroguetas™ de Jamén Cherritos Meldn / Fruta Temporada
4McNuggets®

ee
»

AN

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS
Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+7.6

September
2013 percentage
points
September
2018
COMMITMENT 2

Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

VALUE MEAL OFFERING

of value meal menu boards seen inside
restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

100%

of value meal side selection pages on self-
ordering kiosks featured a salad, fruit, or
vegetable option.

100%

of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

100%

Q Indicates footnote, which are available on pages 43-44




MARKETS AT-A-GLANCE

SPAIN

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

3 qualifying new Happy Meal offerings were available in 2018.

1007 of restaurants visited had the qualifying item, orange juice, available
° for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

=
’\
o Orange Juice (2014)
e Melon (2015), Mango (2016)

ﬁ;ﬁ(ana,
L @D
,‘. : Lw-ig,

- ‘Fi—;’/

Item (Year Introduced)

Page 1 Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to
children.

1
67% of external ads designed for media directed to children Q
included a qualifying message.

1007 of external ads shown on television programs, websites, and
° apps directed to children were children’s ads.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
5 were used in 2018.

1007 of surveyors received a Happy Meal box that corroborated the
©° promotional schedule or a generic box.

MARKET HIGHLIGHTS

58% 11

of Happy Meals sold

in Spain in 2018 were
served with milk, water,
or juice as the beverage

fruit, vegetable, low-

fat dairy, and water
options offered in

Happy Meals in 2018

8.7 million 14 million

side salads served as
substitutes for french
fries in value meals since
September 2013

fruit sides served in
Happy Meadls since
September 2013

Q Indicates footnote, which are available on pages 43-44
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MARKETS AT-A-GLANCE

SWEDEN

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards before September 2013.

of Happy Meal menu boards seen inside restaurants and in

100% drive thrus featured only milk, water, or juice.

1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.

1 00% of in-store ads directed to children and external ads designed

for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

Happy Meal w0k,
35kr =§3

ocn®

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS O\'
Percent of Happy Meals Served with Milk, Water, or Juice in 2018

Happy Meals Served with
Soda or Other Beverages

49%

Milk, Water,
or Juice

Happy Meals Served with
Milk, Water, or Juice

COMMITMENT 2
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

VALUE MEAL OFFERINGS

947 of value meal menu boards seen inside

° restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

of value meal side selection pages on self-

100% ordering kiosks featured a salad, fruit, or
vegetable option.
of value meal menu boards seen inside
98%

restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44
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MARKETS AT-A-GLANCE

SWEDEN

97%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offering was available in 2018.

of restaurants visited had the qualifying item, clementine, available for
purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018

Clementine
(Introduced 2018)

Page 1

Page 2

COMMITMENT5 Q°

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

N/A of external ads designed for media directed to children

included a qualifying message.

N/A of external ads shown on television programs, websites, and
apps directed to children were children’s ads.

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

MARKET HIGHLIGHTS

4

fruit and vegetable
sides were offered as
substitutes for french fries
in value meals in 2018

405 thousand

clementines served
in Happy Meals in
October through
December 2018

Q Indicates footnote, which are available on pages 43-44

10

fruit, vegetable, low-

fat dairy, and water
options offered in

Happy Meals in 2018

55 million

fruit and vegetable
sides served in
Happy Meals since
September 2013
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MARKETS AT-A-GLANCE

SWITZERLAND

COMMITMENT 1
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards
and ads directed to children.

Soda was removed from Happy Meal menu boards in September 2014.

1007 of Happy Meal menu boards seen inside restaurants and in
° drive thrus featured only milk, water, or juice.

1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.

1 007 of in-store ads directed to children and external ads designed
° for media directed to children did not feature soda.

2018 HAPPY MEAL MENU BOARD

4 Chicken McNuggets' | DESSERT
" |Hamburger Nektarine
Cheeseburger Fruchtpiiree

BEILAGEN GETRANKE

Karotten =
Pommes Frites ==

Page 1 Page 2

COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
Were Announced and 5 Years Later

+17.7

September
2013 percentage
points
September
2018

COMMITMENT 2
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

100% of value meal menu boards seen inside VALUE MEAL OFFERINGS

restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

97% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
vegetable option.

100% of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

Q Indicates footnote, which are available on pages 43-44
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MARKETS AT-A-GLANCE

SWITZERLAND

COMMITMENT 3
Offer a new fruit, vegetable, low-fat dairy, or water

option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

5 qualifying new Happy Meal offerings were available in 2018.

1007 of restaurants visited had the qualifying item, flower-shaped carrots,
available for purchase with a Happy Meal.
° lable f h ith a H Meal

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

llu;ﬁ) Flower-shaped Carrots (2014)
Fruit Puree (2014), Clementine (2015)
Nectarine (2016), Red Plum (2018)

ltem (Year Introduced)

Page 1

Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being

children.

message in 100% of external ads directed to

100% of external ads designed for media directed to children

included a qualifying message.

957 of external ads shown on television programs, websites, and
©° apps directed to children were children’s ads.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

5 Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

907 of surveyors received a Happy Meal box that corroborated the
©° promotional schedule or a generic box.

MARKET HIGHLIGHTS

17.7

percentage point
increase in Happy Meals
served with milk, water,
or juice as the beverage
since September 2013

20 miillion

fruit and vegetable sides
served in Happy Meals
since September 2013

Q Indicates footnote, which are available on pages 43-44

10

fruit, vegetable, low-

fat dairy, and water
options offered in

Happy Meals in 2018

2.1 million

side salads and coleslaws
served as substitutes for

french fries in value meals
since September 2013




MARKETS AT-A-GLANCE

TAIWAN

Page 2
1
COMMITMENT 1 Q MARKET HIGHLIGHTS
@ Feature only water, milk, and juice as the
beverages on Happy Meal menu boards enpe
and ads directed to children. 3.3 million 7
) corn cups served in fruit, vegetable, and dairy
Soda was removed from Happy Meal menu boards in November 2015. Happy Meals from OpTiOhS offered in
1007 of Happy Meal menu boards seen inside restaurants and in 201610 2018 Happy Meals in 2018
° drive thrus featured only milk, water, or juice.
of Happy Meal primary beverage selection pages on self- OMAO
100% ordering kiosks featured only milk, water, or juice. 37 weeks 2. 9 ml"lon
1009  ©f in-store ads directed fo children and external ads designed in 2018 when a Happy Meal side salads served as a
for media directed fo children did not feature soda. box with a panel dedicated to substitute for french fries in
a qualifying message was used value meals in 2018

2018 HAPPY MEAL MENU BOARD

COMMITMENT 2
Offer a side salad, fruit, or vegetable option as a
substitute for french fries in value meals.

100% of value meal menu boards seen inside VALUE MEAL OFFERING

restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a

T L BRENIR substitute for french fries.
Q E# orvess O B soxs O B sons OHE 1007 of value meal side selection pages on self-
ERHF ©° ordering kiosks feafured a salad, fruit, or
$ —Oms g St .
89 —OmE=EB 3 mesEie: 4 P tosmm + - vegetable opfion.
589 mrERE ) ) o=
KR 100% of value meal menu boards seen inside
FRRERSTARERNERER TR nnzisl*ﬁs“:b;;nm"“nlm“m!"’ T T e ° restaurants and in drive thrus picTured the
T T e L P TR L salad, fruit, or vegetable option when french

fries were pictured.

Q Indicates footnote, which are available on pages 43-44 37



MARKETS AT-A-GLANCE

TAIWAN

Page 1 Page 2

COMMITMENT 3 COMMITMENT 5
Offer a new fruit, vegetable, low-fat dairy, or water Include a fun nutrition or children’s well-being
option in the Happy Meal or use new packaging message in 100% of external ads directed to
innovations to generate excitement for these options. children.
100% of external ads designed for media directed to children
1 qualifying new Happy Meal offering was available in 2018. included a qualifying message.
967 of external ads shown on television programs, websites, and
= o ) ° apps directed to children were children’s ads.
90% of restaurants visited had the qualifying item, corn cup, available for

purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERING IN 2018 QUALIFYING FUN NUTRITION MESSAGE

' N
m'w Corn Cup
(Introduced 2016)

ST
.

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

4 Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

“Eat more vegetables for a balanced

737 of surveyors received a Happy Meal box that corroborated the Q2 diet and good health.”
° promotional schedule or a generic box.

Q Indicates footnote, which are available on pages 43-44 38



MARKETS AT-A-GLANCE

UNITED KINGDOM

Page 1 Page 2

COMMITMENT 1
Feature only water, milk, and juice as the COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS
B beverages on Ha ! M’eql menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
d dg di ; dF;PY hild Were Announced and 5 Years Later
ana ads airectiea 1o cniidaren.
Soda was removed from Happy Meal menu boards in February 2015. +5 2
September o
N/A of Happy Meal menu boards seen inside restaurants Q1 p2013 percenfoge
and in drive thrus featured only milk, water, or juice. -
points
1007 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September
1 007 of in-store ads directed to children and external ads designed SOl
° for media directed fo children did not feature soda.
2018 SELF-ORDERING KIOSK:
HAPPY MEAL BEVERAGE SELECTION SCREENS
COMMITMENT 2
R T — R Offer a side salad, fruit, or vegetable option as a
R - substitute for french fries in value meals.
® 100% ©f value meal menu boards seen inside VALUE MEAL OFFERING
(D secromrns o — ©° restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
. ﬁ % é w w ® substitute for french fries.
= R 100% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
¥ ¥ & ¥ vegetable option.
""""""""" = 100% of value meal menu boards seen inside
©° restaurants and in drive thrus pictured the
(@)  seecnaasnucnag ‘ salad, fruit, or vegetable option when french
g g g fries were pictured.
l “7 7%‘% T rweanid e[| SeAvememane

Q Indicates footnote, which are available on pages 43-44 39



MARKETS AT-A-GLANCE

UNITED KINGDOM

4

97%

COMMITMENT 3

Offer a new fruit, vegetable, low-fat dairy, or water
option in the Happy Meal or use new packaging
innovations to generate excitement for these options.

qualifying new Happy Meal offerings were available in 2018.

of restaurants visited had the qualifying item, Buxton Pop-Top Water
Bottle, available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018

. '.IC_II L) p
A - 49P
ST :

Buxton Pop-Top Water Bottle (2015)
Melon (2015), Discounted Fruit Bag (2015)
Reindeer Treat Carrot Promotion (2017)

ltem (Year Introduced)

Page 1 Page 2

COMMITMENT 5

Include a fun nutrition or children’s well-being
message in 100% of external ads directed to

children.

100% of external ads designed for media directed to children
included a qualifying message.

1007 of external ads shown on television programs, websites, and
° apps directed to children were children’s ads.

MARKET HIGHLIGHTS

100%

COMMITMENT 4

Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually.

Happy Meal boxes with a panel dedicated to a qualifying message
were used in 2018.

of surveyors received a Happy Meal box that corroborated the
promotional schedule or a generic box.

312 million

total fruit, vegetable,
low-fat dairy, and

water items served in

Happy Meals in 2018

8.8 million

Buxton pop-top waters
served in Happy Meals
in 2018

Q Indicates footnote, which are available on pages 43-44

8

fruit, vegetable, low-fat

dairy, and water options

offered in Happy Meals
in 2018

2.3 million

fruit or vegetable sides
served as substitutes

for french fries in Extra
Value Meals in 2018
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MARKETS AT-A-GLANCE

UNITED STATES

Page 1 Page 2

COMMITMENT 1
@ COMMITMENTS SPOTLIGHT: HAPPY MEAL BEVERAGE SELECTIONS

Feature only water, milk, and juice as the T : ,
beverages on Ha Meal menu boards Percent of Happy Meals Served with Milk, Water, or Juice When Commitments
9 PPy Were Announced and 5 Years Later

and ads directed to children.

Soda was removed from Happy Meal menu boards in July 2014,

+15.0

. . September,
of Happy Meal menu boards seen inside restaurants and in
1 00% drive thrus featured only milk, water, or juice. A pgrc.entclge
point increase
987 of Happy Meal primary beverage selection pages on self-
° ordering kiosks featured only milk, water, or juice.
September,
1 007 of in-store ads directed to children and external ads designed 2018
° for media directed fo children did not feature soda.
2018 HAPPY MEAL MENU BOARD
Happy Meal’ COMMITMENT 2
Choose ameal with kids fries Offer a side salad, fruit, or vegetable option as a
4po. Chicken McNuggets® 0001 310°440 Cal. substitute for french fries in value meals.
6 pc. Chicken McNuggets® Oosgulcgggggﬁg) Qge!
TR WIEETHOCL of value meal menu boards seen inside VALUE MEAL OFFERING
Choose a side*** 1 00%

restaurants and in drive thrus listed or pictured
a salad, fruit, or vegetable option as a
substitute for french fries.

Go-GURT®
Apple Slices
Choose a drink***
Honest Kids® Organic
Apple Juice Drink
White Milk
Dasani® Water

95% of value meal side selection pages on self-
° ordering kiosks featured a salad, fruit, or
vegetable option.

100% of value meal menu boards seen inside
restaurants and in drive thrus pictured the
salad, fruit, or vegetable option when french
fries were pictured.

***Additional charges may apply.

Q Indicates footnote, which are available on pages 43-44 41
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UNITED STATES

Page 1 Page 2

COMMITMENT 3 COMMITMENT 5
Offer a new fruit, vegetable, low-fat dairy, or water Include a fun nutrition or children’s well-being
option in the Happy Meal or use new packaging message in 100% of external ads directed to
innovations to generate excitement for these options. children.
100% pf external od; Qesigned for media directed fo children
3 qualifying new Happy Meal offerings were available in 2018. included a qualifying message.

of external ads shown on television programs, welbsites, and
100% e

. . ) . apps directed to children were children’s ads.
99% of restaurants visited had the qualifying item, Honest Kids Apple Juice

Drink, available for purchase with a Happy Meal.

QUALIFYING NEW HAPPY MEAL OFFERINGS IN 2018 MARKET HIGHLIGHTS

Go-Gurt Strawberry Yogurt (2014) 52% 6
Honest Kids Apple Juice Drink (2017)
Dasani Bottled Water (2018) of Happy Meals sold fruit, vegetable, low-
e (Year Infroduced in the United States in fat dairy, and water
em (Year Infroduced) September 2018 were opftions offered in
served with milk, water, Happy Meals in 2018
or juice as the beverage
COMMITMENT 4
Dedicate one panel of Happy Meal boxes or bags to
communicate a fun nutrition or children’s well-being
message four times annually. 692 million 71 3 million
Go-Gurt yogurts total fruit, vegetable,
10 Happy Meal boxes with a panel dedicated to a qualifying message served in Hoppy low-fat doiry and
were used in 2018. . ! .
Meals from water items served in
2014 -2018 Happy Meals in 2018

997 of surveyors received a Happy Meal box that corroborated the
©° promotional schedule or a generic box.

Q Indicates footnote, which are available on pages 43-44 42



FOOTNOTES

ARGENTINA

1. 1 out of 2 digital ads that were shown on child-directed websites in January — June
2018 did not include a qualifying message. The non-compliant ad was a banner ad
that linked to a video ad that included a qualifying message. After discussion with the
McDonald’s corporate and Healthier Generation feams, it was agreed that fo ensure
effectiveness of this message, linking to a qualifying message will not be sufficient to
meet this commitment in the future. With this clarification made, McDonald’s Argenti-
na has committed to ensuring that all future digital ads directed fo children include a
qualifying message directly.

2. McDonald’s ad agency of record changed during 2018 and McDonald’s Argentina’s
ad data was provided by two different agencies. Due to differences in the two data
sources, calculating a single percentage was not possible. However, the agencies
were able to share enough data to confirm that aduli-targeted ads were generally not
shown during programs directed to an audience composed of 35% or more children.

AUSTRALIA

1. Due to technical challenges associated with a nationwide roll-out of new software,
the Happy Meal beverage selection pages for self-ordering kiosks were not compli-
ant during the time of the survey. While Australia fulfilled Commitment 1 in all aspects
outside of self-ordering kiosks, the market has committed to taking additional steps to
reach full compliance on their kiosk screens in 2019. Additional surveys will take place
in Australia in 2019 to verify that these steps are taken, and the results of those surveys
will be published in an addendum to this report.

2. At the time when surveys were conducted, 5 out of 30 surveyed restaurants had digital
value meal menu boards where the listing for side salad was cut off or replaced with
a different graphic. McDonald's Australia has committed to taking additional steps to
encourage all restaurants to update value meal menu boards inside restaurants so that
they feature the salad opftion.

3. In Australia, generic boxes with panels dedicated to a qualifying message were used
for 39 weeks of the year, the equivalent of more than 9 promotional boxes.

4. No ads designed for media directed to children were aired in Australia in January —
June 2018.

BRAZIL

1. InJuly 2013, McDonald’s Brazil removed most soda logos and listings from Happy Meal
menu boards. However, a listing for Del Valle juices with added sugar remained. The
listing of those juices was removed in May 2018 to completely fulfill this aspect of Com-
mitment 1.

CANADA

1. Due to limited refrigeration space availability, restaurants located inside shopping cen-
ters or retail stores were excluded from the requirement to have side salad available
for purchase. When conducting independent surveys in Canada, this set of restaurants
(which represent 22 percent of all restaurants in Canada) was excluded from the sam-

ple.

2. Calculating this percentage for television ads was not possible due to the nature of
the data provided by McDonald’'s Canada’s ad agency of record. However, the data
provided confirmed that adult-targeted ads were not shown during television pro-
grams directed to an audience composed of 35% or more children.

CHINA

1. In China, whole milk is included on Happy Meal menus rather than low-fat milk. Ac-
cording to the market team, whole milk is a more culturally appropriate dairy bever-
age option for children in China than low-fat milk. Additionally, whole milk meets local
standards and is the primary milk beverage served in primary and secondary schools in
China. Therefore, an exception was made to consider this beverage as appropriate for
inclusion on Happy Meal menus and communications.

2. Sales data for China were only available beginning in January 2016.

3. In 2018, McDonald's China offered two Happy Meal menu items that were intfroduced
after September 2013: apple slices and 100% apple juice. Due to sourcing limitations,
these items were only available in select restaurants. Since the time of the survey, Mc-
Donald’'s China has been able to intfroduce apple slices to restaurants nationwide.
They also plan to infroduce a new apple juice box option at restaurants nationwide in
late 2019. Additional surveys will take place in China in 2019 to verify that Commitment
3 is fulfilled, and the results of those surveys will be published in an addendum to this
report.

4. No ads designed for media directed fo children were aired in China in January - June
2018.

HONG KONG

1. InHong Kong, medium and large value meals are offered. There is only one size of corn
cup and, due to technical imitations in the point of sale system, it is only offered in the
medium meal. While the commitment is to offer a salad, vegetable, or fruit alternative
to french fries in all value meals, McDonald's Hong Kong was exempted from the re-
quirement to offer corn cups in large value meals.

2. At the time of the survey, a generic Happy Meal box was scheduled for distribution in
Hong Kong. In several restaurants visited, the supply of the generic box had been ex-
hausted and thus no Happy Meal box was received with surveyor purchases.

ITALY

1. InDecember 2014, McDonald’s Italy changed Happy Meal menu boards o remove all
soda logos and the majority of soda listings. However, a listing for *beverage of choice”
remained on menu boards. In May 2016, the “beverage of choice” listing was removed
as well to completely fulfill this aspect of Commitment 1.

2. Inltaly, medium and large value meals are offered. There is only one size of side salad
and, due to technical limitations in the point of sale system, it is only offered in the me-
dium meal. While the commitment is to offer a salad, vegetable, or fruit alternative to
french fries in all value meals, McDonald’s Italy was exempted from this requirement to
offer side salad in large value meals.
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FOOTNOTES

JAPAN

1. In Japan, whole milk is included on Happy Meal menus rather than low-fat milk. Ac-
cording fo the market team, whole milk is a more culturally appropriate dairy bever-
age option for children in Japan than low-fat milk. Additionally, whole milk meets local
standards and is the primary milk beverage served in primary and secondary schools
in Japan. Therefore, an exception was made to consider this beverage as appropriate
for inclusion on Happy Meal menus and communications.

2. No self-ordering kiosks were present inside restaurants in Japan during the fime of the
survey.

3. Sales data for Japan were only available beginning in January 2017.

4. In Japan, generic boxes with panels dedicated to a qualifying message were used for
30 weeks of the year, the equivalent of more than 7 promotional boxes.

5. Due to an errorin the survey instructions, many of the results of this survey question were
excluded. The metric included here is reflective of all surveyors who successfully cap-
fured a photo of the box or bag in which the Happy Meal was served.

6.  Some non-Happy Meal ads that were intended to reach adults were shown to an au-
dience of 35% or more children. The ads were shown during breaks between child-di-
rected programming and adult-directed programming, which resulfed in them being
shown to audiences that qualified as directed to children. After the problem was identi-
fied, the McDonald’s Japan marketing staff directed its ad agency of record to ensure
that adult ads are no longer aired during program breaks immediately before or after
children’s programming. Ad placement data will be reviewed again in 2019 to ensure
that these changes have been made and the results will be published in an addendum
to this report.

RUSSIA

1. In Russia, whole milk is included on Happy Meal menus rather than low-fat milk. Ac-
cording fo the market team, whole milk is a more culturally appropriate dairy bever-
age option for children in Russia than low-fat milk. Additionally, whole milk meets local
standards and is the primary milk beverage served in primary and secondary schools in
Russia. Therefore, an exception was made to consider this beverage as appropriate for
inclusion on Happy Meal menus and communications.

2. Sales data for Russia were only available beginning in January 2014.

3. The side salad, fruit or vegetable option was offered and available in self-ordering ki-
osks but was not communicated on menu boards in restaurants or in drive thrus. Russia
has committed to make changes in 2019 where the side salad, fruit or vegetable op-
fion will be communicated on the menu boards. Additional surveys will take place in
Russia in 2019 to verify that these steps are faken, and the results of those surveys will be
published in an addendum to this report.

4. InRussia, medium and large value meals are offered. There is only one size bag of car-
rots and, due to technical limitations in the point of sale system, it is only offered in the
medium meal. While the commitment is to offer a salad, vegetable, or fruit alternative
to french fries in all value meals, McDonald’s Russia was exempted from this require-
ment to offer carrots in large value meals.

5. OnTuesdays in September 2018, restaurants in Russia gave out free bags of apple slices
or carrofs to Happy Meal customers as part of a promotion to generate excitement
for these items. Surveyors were instructed fo visit restaurants on Tuesdays in Septem-
ber, purchase a Happy Meal, and take a photo of the contents including any free

sides they received. 79% percent of surveyors submitted a photo of their purchase that
included the free apple or carrot bag. Because this was a new promotion and only
offered on specific days of the week, some staff may not have been aware of the
promotion. Going forward, this should not be an issue as McDonald’s Russia plans to
fulfill this commitment in 2019 through a more permanent offering — the intfroduction of
areduced-fat yogurt in Happy Meals. Additional surveys will take place in Russia in 2019
to verify that Commitment 3 is fulfilled, and the results of those surveys will be published
in an addendum fo this report.

6. Between January - June 2018, McDonald’s Russia aired a Happy Meal television ad that
did not include a fun nutrition message during programs that were directed to children.
The ad was designed to be shown to parents and, unlike the other Happy Meal ads, it
was primarily shown during adult programming with low child viewership. However, the
ad also appeared frequently during children’s programming. McDonald's Russia and
its ad agency are aware of this issue and will avoid showing ads that do not include a
qualifying message during children’s programming in the future. Ad placement data
will be reviewed again in 2019 to ensure that these changes have been made and the
results will be published in an addendum to this report.

SPAIN

1. All 5 digital ads that were shown on child-directed websites in January - June 2018 did
not include a qualifying message. McDonald’s Spain has committed to taking addi-
fional steps to ensure that all digital ads include a qualifying message in the future.
Spain’s ads will be reviewed again in 2019 to ensure that these changes have been
made and the results will be published in an addendum to this report.

SWEDEN

1. Comparable Happy Meal beverage sales data for Sweden were only available begin-
ning in January 2017.

2. No external ads directed to children were aired in Sweden between January and June
2018.

TAIWAN

1. InTaiwan, whole milk is included on Happy Meal menus rather than low-fat milk. An ex-
ception was made for this beverage because the entire Happy Meal bundle is strictly
regulated for nutritional content (including limits on fat content) by Taiwan’s Food and
Drug Administration, and whole milk is the acceptable milk under those standards.

2. At the time of the survey, a generic Happy Meal box was scheduled for distribution in
Taiwan. In several restaurants visited, the supply of the generic box had been exhaust-
ed and thus no Happy Meal box was received with surveyor purchases.

UNITED KINGDOM

1. While Happy Meals are offered at McDonald’s restaurants in the UK, they were not fea-
tured on menu boards in 2018. As a result, no Happy Meal menu boards were observed
in restaurants or drive thrus during the time of the survey.
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