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This toolkit is intended to guide you on our collective journey and reinforce the entrepreneurial

® ®
w h a t I h I s I o o I k I t spirit that has been the bedrock of our System. It’s an invitation and shared resource to ensure

— our actions are aligned with our unwavering commitment to feeding and fostering communities.

This is an optional resource for independent Owner/Operators. Owner/Operators may choose to

Is and Isn’t ;

use all, some, or none of the information from these resources that will be helpful to them.

X_

Wh at Thi S A collection of helpful resources gathered to support Wh at Th is A replacement for conversation with peers, field
. increased understanding and action o - representatives, and subject matter experts across each of the
Toolkit Is Toolkit Isn’t national labor strategy pillars
A primer on proactive steps to preserve our franchise
business model and engage in our communities X A one-size-fits-all mandate - it requires your specific context
and local knowledge
A guide for coordinated action and involvement across the
four pillars of People, Reputation, Legal, and Legislation X The sole source for action - it should be complemented with
current insights and updates
A repository of best practices for communicating our values
and mission to a broader audience X A static document - this will be a living document, updated
periodically, and will continue to be elevated as a reference tool
A catalyst for informed advocacy, providing context and in System communication
content to champion efforts
X A defensive playbook - it's about building positive narratives
A strategic COmpaniOH offering guidance to navigate the rather than responding to external pressure
complexities of labor and public perception
X An exhaustive legal or legislative guide - it should be used
in conjunction with guidance from your legal counsel and in

alignment with current regulations
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A Holistic Approach to Preserve
Our Business Model

000 © =
i <t N

People Reputation Legislation

Commit to People. Amplify Our Reputation. Advance fair and

Power a culture of care by Tell authentic and credible equitable legislation.
investing in EVP efforts and stories that showcase who we Meet with lawmakers,
providing opportunities to are and what we stand for. illustrate the economic

learn and grow. impact of restaurant owners,

Increase our leverage.

A5

Legal

Anticipate and act on
legal allegations.

Stay informed, defend
against meritless claims,
don’t wait.
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Action 1:
o Commit to

People

Please share your feedback by contacting our People expert:
SHAMMARA HOWELL

Vice President, Chief Field People Officer
Shammara.Howell@us.mcd.com



mailto:Shammara.Howell%40us.mcd.com?subject=
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How We Commit to People:
Strengthening the Fundamentals

Our continued success as a business Restaurants that uphold this commitment

is only possible because of our shared and cultivate a safe, respectful, and inclusive
commitment to creating a culture of workplace are more likely to have higher employee
care in your restaurants. The more we engagement, satisfaction and retention. Some steps
show people we care —about them, you can take include:

their work, and their futures — the . . :
o Establish a strong foundation with the
more they care for the customers and

66 .
People are what made communities we serve. fundamental people practices.

us the best and keep o Identify gaps in your Employee Value Proposition
us the best.” (EVP), wages and benefits to better position you as
a market leader.

Ray Kroc said it best:

« Keep the momentum going by actively engaging
with your people and communities.

@ Remember, good people practices
make for good people stories!

01 INTRODUCTION 02 ACTIONS TO TAKE NOW 03 PEOPLE 04 REPUTATION 05 LEGISLATION 06 LEGAL 07 APPENDIX




Toolkit for Action: People, Public and Stakeholder Engagement - 8

Establish a Strong Foundation

e Foster Safe, Respectful, and Inclusive Workplaces
that create an environment where people of all

backgrounds feel safe, valued, and appreciated. We are proud of the fact we became
the first QSR-brand to implement

e Continue your focus on Fundamental People
People Brand Standards that ensures

Practices with an increased focus on listening

and onboarding. workplaces live up to the core values,
setting a strong foundation for
e Make sure that employees have the right tools and better execution.

resources to do their jobs effectively, supported by
best practices and templates such as Fix it Fast.
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https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fUS%2520People%2fRestaurant%2520Listening%2fAction%2520Planning%2520Guidance%2fFix%2520It%2520Fast_OO.pdf&c=E,1,4T0ZNZatGvUwywmAh8aXxLuH-1YLQ-ZPLwvi3CgjmrM2FfaH91RqBj2iNNpsJ7mrXqM7f2By-Ki4qfbLVJPt720uO9aL7rM6BBpyLcBs8mw,&typo=1
https://www.atmcd.com/sites/us/us-people/SitePage/2007459/u-s-people-brand-standards
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Identify
Gaps

Design and Deliver
Your Unique EVP

._

With the Fundamentals in place, you can shore them
up by identifying gaps and becoming market leaders
with EVP, wages, and benefits that differentiates our
brand and demonstrates investment in people.

Custom resources are available to you such as this customizable
EVP poster to post in crew rooms and share at orientation to maintain
employee awareness.

The EVP Hub is another resource and one-stop-shop of all EVP
resources to support consistent, strong execution of EVP programs.

Learning execution is another key pathway to provide your people with
opportunities for long-term growth.

o Transformations are underway to modernize the learning experience
and accelerate capabilities. Consistent focus on training new
and tenured employees is important to build confidence, drive
engagement, and enable key operations initiatives.

o Programs like Archways to Opportunity are just one example of how
you can prioritize and deliver opportunities for crew in ways that go
beyond the restaurants.

Keep the
Momentum
Going

o Continuing to level up your commitment to people
is essential to driving business success and
continuous improvement.

o The Listening Toolkit contains optional
resources to maximize your always on listening
strategy with ideas on how to build connections
with crew, how to optimize survey administration,
and more.

o Our Action Planning Guide provides helpful tips
on how to keep survey feedback alive to help build
accountability and credibility.

e« The Community Partnerships Playbook
has several ideas and best practices to engage
your employees in the community and enhance
your local employer brand.
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https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fwww.atmcd.com%2fmedia%2f44691%2fevp_hub2-0_roadposter_v02.docx&c=E,1,3ZQYhB-iKqrIscTWKOKf6lRwZ-5gv8HMCDyqUiavLlBKCq9pYBwrwIB7ucWnjQzzEyGiyJE_hmYbLmwDrdtbgvi0ux6oWQSkOpkBumZUra28QOZranFHuTRB5i3G&typo=1
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fwww.atmcd.com%2fmedia%2f44691%2fevp_hub2-0_roadposter_v02.docx&c=E,1,3ZQYhB-iKqrIscTWKOKf6lRwZ-5gv8HMCDyqUiavLlBKCq9pYBwrwIB7ucWnjQzzEyGiyJE_hmYbLmwDrdtbgvi0ux6oWQSkOpkBumZUra28QOZranFHuTRB5i3G&typo=1
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fwww.atmcd.com%2fsites%2fevp-hub%2fSitePage%2f2415280%2fevp-hub&c=E,1,Pjc8GSWv87SkOdXdMnsfOzmHk2uWfUGh0fZODgFVkxQCHESwkvc5A7hyvsmtYV6EWT2PFoEUrKKIo3vNktmSoF2aAfZqbO_lbVKQOYoMNglJ3rJ3&typo=1
https://www.atmcd.com/sites/us/us-people/SitePage/2251331/2022-us-learning-and-development-home
https://www.archwaystoopportunity.com/
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fUS%2520People%2fRestaurant%2520Listening%2fKeep%2520Listening%2520%28Level%2520Up%2520Toolkit%29%2fListening%2520Interactive%2520Toolkit.pdf&c=E,1,0KNN9EqjZ4PgpP69n6BzY1QPLxvf4ZQ4As8tgFQmL34zrS2eSzcSIqvva1V039-VEtVcGen94w3I6a0dMXRtUMTGcmv9pYRpz9ubqAid1tc-XgnlqQ0,&typo=1
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fUS%2520People%2fRestaurant%2520Listening%2fAction%2520Planning%2520Guidance%2fAction%2520Planning%2520Guide.pdf&c=E,1,NnModYmC6aYHkHtxyH_6v_bwXR-zCvsuJGKfzJGs1No1VsEL6JPvTjdKYrwbsHplU95TvZ1lFNBo9f6gde4kFMd9ms_z-4vKghJUML0vN_5j4Px9&typo=1
https://spo.mcd.com/sites/atmcd_us/US%20People/Forms/AllItems.aspx?id=%2Fsites%2Fatmcd%5Fus%2FUS%20People%2FEmployee%20Value%20Prop%20%28OO%2Dfacing%29%2FCommunity%20Partnerships%20Playbook%5Ffinal%2Epdf&parent=%2Fsites%2Fatmcd%5Fus%2FUS%20People%2FEmployee%20Value%20Prop%20%28OO%2Dfacing%29

Action 2:
o« Amplify Our
Reputation

Please share your feedback by contacting our Reputation expert:
TESS MATTINGLY

Director, Brand Trust Communications
Tess.Mattingly@us.mcd.com



mailto:Tess.Mattingly%40us.mcd.com?subject=
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How We Amplify Our Reputation:

Tell Your Story

¢  Your voice matters. Lean into an always-on storytelling approach that
demonstrates to the public, lawmakers, and opponents the positive
things about you and your restaurant.

e Stories exist all around you - don’t overthink it. They don’t have to be
formal or lengthy — they can show up organically in conversations, not
just in published articles and formal news reports. It only takes a few
minutes to identify, plan, craft, and share the great things that are already
happening everyday.

e Now Serving® is a storytelling resource for you. This is a platform you
can leverage for creative, messaging, and tips. Your Field Teams can help
you connect your story to the Now Serving effort. For any questions,
please reach out to the team at nowserving@us.mcd.com.

Local broadcast segment
highlighting community win

College success story
on entrepreneurship

—

Host Archways
to Opportunity Local news channel
graduation event sharing crew story
® @
ALWAYS-ON
STORYTELLING
City Hall One-to-one conversation
lobbying day with your legislator
® ®

Crew shout-outs at
restaurant staff meeting

Conversations

v
with a neighbor { I
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https://www.archwaystoopportunity.com/
https://www.archwaystoopportunity.com/
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fCommunication%2fForms%2fAllItems.aspx%3fid%3d%252Fsites%252Fatmcd%255Fus%252FCommunication%252FField%2520Brief%2520%252D%2520Owned%2520by%2520Sarah%252FNow%2520Serving%2520OO%2520One%2520Pager%255F7%252E26%252E23%252Epdf%26viewid%3d4173b79c%252Df8c2%252D407c%252D8781%252De58c68edd92e%26parent%3d%252Fsites%252Fatmcd%255Fus%252FCommunication%252FField%2520Brief%2520%252D%2520Owned%2520by%2520Sarah&c=E,1,FND0OYPL31xUdap22M2sPkuGF-InP3aCVzvJYSH1onPeR3xap2xQQ7Jyr_YPGX_9cWw7S5jljd3y2FbSIdaa2Li7y7nc-6Qj8JVRpbB_GliZp-k2wc_CEVu_stSF&typo=1
mailto:nowserving%40us.mcd.com?subject=
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How to Connect with
Your Local Field Team CONNECT  ~( IDENTIFY ) PLAN ) SHARE )

Tell Your Story

01 02 03
———————————————————————————————————————————————————————————————————— L ® ®
Your local Field PR team and Contact your local PR agency or Collect the best stories Collaborate with your restaurant
Agency partners are here local Field PR Manager. stemming from your restaurant crew and community members
for support as you craft your or community early and often. as partners to get your story

If you don’t know or have a contact

unique stories. : your local field team has tools out there —whether it's through
In your area, please reach out to
. and resources to elevate the a Thank You Crew moment,
nowserving@us.mcd.com. , : :
great work you're doing. a community event at your

restaurant, a local media
interview, social post, etc., they
can work with you to choose
the right topic, message, and
channel for your story.
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mailto:nowserving%40us.mcd.com?subject=
https://www.thankyoucrew.com/sendyourstory
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How to Identify a
Restaurant Story

Showcasing who we are and what
we stand for is critical for gaining
support. While we regularly share
messages of our National efforts,
the best, most impactful stories
come from YOU.

Use the questions to the right to
help Owner/Operators identify a
Now Serving® story about their
restaurant — how they care for
their crew, serve their customers,
and uplift their community.

Tell Your Story

( CONNECT )

Do any of my top employees have a special milestone
coming up (e.g., a 10-year anniversary with our restaurant)?

Have any of my crew been recognized/complimented for a
unique action by a customer?

Is there a local celebrity or notable leader who had a job at
McDonald’s and is therefore part of 1in 8?

Am | supporting a local community organization
through donations or partnerships?

Am | running a fundraiser or food drive for
a local community organization?

IDENTIFY ~ —(  PLAN ) SHARE )~

What's my restaurant’s contribution to RMHC®?

Has anyone in my restaurant crew received national
scholarship awards, like Archways to Opportunity,
Black & Positively Golden®, or HACER®?

Who has gone above and beyond in my restaurant to
create a great environment for other crew and customers?

How have we provided relief amidst a natural disaster?

Who in our community have we invited to our restaurant
to share a meal (e.g., local organization leader, lawmaker)?
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https://mcdonalds1in8.com/
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How to Identify an TellYour Story
Ownerloperator Story ( CONNECT )~ ( IDENTIFY = -~ PLAN )~ SHARE )

People want to know who ® Wheream I from? ¢ What challenges did | overcome along the way? How?

their local business owners How did | arrive to this location/community?

are and their experiences. ® What cagses matter most to me, and how have | been
® Amlaformer crew member or manager? able to give back?

Your restaurants are a visible How did that experience shape my approach?

presence in the community, ® Who or what motivated me to become an [ Howergagecam |in my Commun!ty? itions?

and sharing this story builds Do I hold any community leadership positions”

, Owner/Operator?

trust and connection. Here are ® How do crew members inspire me?

some questions to help you ® Whydidlchoose McDonald’s?

articulate your own story. ® What does my organization’s EVP look like in action?
® What are my strongest values and how do they

show up in my decisions and actions? ® What unique benefits do | offer crew at my restaurants?
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How to Plan a Story Tell Your Story

( CONNECT ) IDENTIFY )- PLAN ~( SHARE )=
Once you identify a story you want to tell, take a few minutes to Based on your audience and With this plan in place,
in rou our audadience: € STory you want to teii, Su ement your story wi
think throughy di the storyy t to tell ppl ty tory with
- Who is the audience (e.g., general public, local community, legislator)? think about the structure: data that already exists (See
; : Oxford Economic Reports

. What is the context (e.g., posting to social media, meeting one on one - Whats the right length (e.g,, P .

with a legislator)? back-pocket conversational story, and Fact Sheets by State):

social media post, long-form D .

- What outcomes do you want to create? Is there a specific ask? news article)? DIRTRlSI OF Clpereiiers
- What do we need them to do, believe, and know? How will they want to feel? . Do | want to feature anyone in > JOIDE GrEEtEelsUppTiiee

my story (e.g., crew, customer, - Tuition assistance totals
community member)?

- What are their concerns?

[ J ® 1
- What stories have they already seen or heard about my restaurant or me? RMHC® donations

- How do | talk about my values?
- What else is going on in their world right now?

01 INTRODUCTION 02 ACTIONS TO TAKE NOW 03 PEOPLE 04 REPUTATION 05 LEGISLATION 06 LEGAL 07 APPENDIX



https://www.mcdeconomicimpact.com/
https://www.mcdeconomicimpact.com/
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How to Share a Story Tell Your Story

( CONNECT ) IDENTIFY )-—-(  PLAN ) SHARE

With your story in hand, e Havel shared/discussed it with my Field PR Manager? Once complete, catalogue

) . I ° °
R el ol et ® Forlegislator conversations: Have | connected with my region’s Eaie st Bulilig e

phase. Consider the GR Manager for best practices and tips? repertoire of stories enables
following questions before . | you to draw on a personal well,
you begin distributing: ¢ Does myBU have aPR agency in place to help share this across whenever you need it.

McDonald’s co-op social channels?
¢ Whatisthe best format to share it (e.g., print, video, quote)?

e Based on ourintended audience, how do we get it out (e.g., social media,
mailing, email, poster, event, digital signage)?

¢ Where should this content live (e.g., our social media page, our website)?
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Share a Story: Process

Connect
Where do | start?

| shared my initial ideas with
the Field PR Team.

Example, At-A-Glance

Identify

Was | a former crew member?
How does that shape
my approach?

Example: Yes. Starting out

as a crew member provided

me a priceless opportunity to
understand the value we deliver
in our local communities and
motivated me to pay it forward
one day.

Tell Your Story

( CONNECT ) IDENTIFY )-—-(  PLAN ) SHARE

Plan

Who or what motivated me to become an Owner/Operator?

| wanted to push myself to reach greater heights and provide the same
opportunities to succeed to the next generation of the 1in 8.

What outcomes do | want to create? Do | have a specific ask?

| want others to understand the impact they can make by simply creating a
culture of care for my team and customers alike.

How do | talk about my values?

My commitment to hard work and giving back is evident in my steady pursuit
of excellence and elevating not just myself, but my whole team.
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Sha e a Story: ownerl Tell Your Story
Operator Example (_CONNECT ) IDENTIFY —(  PLAN )~ SHARE

Crew member Store manager Franchise owner Community Pillar
1980 1985 1998 2024
--------------------------------------------------------------------- * ® ® R

Sha re Betty’s journey with McDonald’s mirrors a story of Her journey didn’t stop there; in 1998, Betty took Today, Betty celebrates over 30

dedication and success. Starting as a crew member  a significant leap, becoming a franchise owner. years in the business. She remains
Betty, a proud Owner/Operator, in 1980 at a bustling city outlet, she quickly Betty focused on creating a positive work passionate about her work as she
worked with the Field PR & demonstrated her commitment and leadership environment, offering benefits like health did on day one as a crew member,
Brand Communications team skills. Within a year, she was promoted to shift insurance and educational opportunities to her often quoted saying, “The key to
to shape her story and amplify manager, thanks to her exceptional customer employees. Her dedication to community service success is caring for your team and
a remarkable milestone to the service and team management. By 1985, Betty and excellence in customer relations earned her customers alike.”
System in McFamily Moments. had become a store manager, overseeing recognition within the McDonald’s community.

operations and staff training.
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https://mcdonalds-us-field-pr.us.newsweaver.com/1kof2htn4x/9fsr8vlhuzwn4w17j3h2l8?email=true&lang=en&a=6&p=21212291&t=3737627

Action 3:
Advance Fair
and Equitable
Legislation

05

Please share your feedback by contacting our Legislation expert:
MELISSA WALSH

Vice President, Government Relations
Melissa.Walsh@us.mcd.com



mailto:melissa.walsh%40us.mcd.com?subject=
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Current Legislative
Activity in Your State

While we encourage everyone to play an active role in this national

effort, it's important to understand how the impact of direct attacks To hel P youu nderstand the
vary by state. risk in your state, we will

On a regular basis, the National Labor Working Team runs an analysis regula rIy review your state’s
to understand which states will likely be targeted in the near term. risk report in BU meetings.
This data allows us to be more proactive in our efforts, and it’s very

advantageous to have time on our side. You can also req uest your

Threats are emerging in other states, showing that even historically states report by emaili ng
business-friendly jurisdictions are not immune to anti-QSR legislation. GR Ma nager.
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The company has selectively chosen when to take a stand
An Exa m p I e Of What we on key issues impacting our business model - including
9 advocating for fair policies. Here are some examples of
Do a n d Do n t Sta n d Fo r recent engagements by U.S. President Joe Erlinger.

In a message from U.S. “As we continue to navigate this dynamic political environment, standing
President Joe Erlinger up for what we believe in must take many forms. We must be clear about

. our values, and our unique contribution to the local communities we
that was published on our

serve through the franchised model.
McDonald’s Newsroom, Joe
speaks to the importance of
advancing fair and equitable
legislation and the positive
impact of preserving the
franchise business model:

Sometimes, this requires strongly opposing municipal or state legislation
that has potential for national implications. It also prompts us to stand up for
policies that we believe are good for our people and business.

While many states are seeking to pick “winners” and “losers,” we know
legislation that creates a level playing field is ultimately good for our people,
our communities and all three legs of the stool.

We welcome legislation that supports small business owners and the
franchised business model. We have and will continue to champion policies
that do not impede our ability to engage with and meet the needs of
employees as well as those that align with our values.”
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https://corporate.mcdonalds.com/corpmcd/our-stories/article/example-minimum-wage-legislation-we-support.html
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In a message from U.S.
President Joe Erlinger
that was published

on our McDonald’s
Newsroom, Joe
illustrates how the
System demands better
from elected officials.

An Example of What We
Do and Don’t Stand For

“Its proponents say their bill should be a model for
other states (and special interest groups are directing
money to make this a reality). This should raise alarm
bells across the country.

That’s because California’s approach targets some
workplaces and not others. It imposes higher costs on
one type of restaurant, while sparing another. That's true
even if those two restaurants have the same revenues
and the same number of employees.

The company has selectively chosen when to take a stand
on key issues impacting our business model - including
advocating for fair policies. Here are some examples of
recent engagement by U.S. President Joe Erlinger.

Let me explain how. If you are a small business owner
running two restaurants that are part of a national chain,
like McDonald’s, you can be targeted by the bill. But if
you own 20 restaurants that are not part of a large chain,
the bill does not apply to you. For unexplainable reasons,
brands with fewer than 100 locations are excluded.

Even more mystifying, the legislation excludes certain
restaurants that bake bread. | can only conclude this is
the outcome of backroom politicking.

This is a clear example of picking “winners” and “losers,”
which is not the appropriate role of government.”
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Partner with Your
GR Manager

How Can My Lean on your GR Manager or contact
to broker a meeting with your local

State or Local GR legislator. They will facilitate the

Manager Help? connection as well as talk through

what you need to know leading up to,
during, and following your visit.
To get started, you should:

Reach out to your GR Manager to express interest. Please review the GR Manager
coverage map if you are unsure who your GR Manager or contact is.

Send template message to your local legislator and copy your GR Manager.

Schedule a pre-meeting with your GR Manager to discuss:

o Schedule a meeting with your Legislator

e Goals and outcomes for the meeting
o Legislator profile (background, legislative record, what they care about)
o Story selection and key facts to share

o If and how you plan to amplify your visit (social media post, message to fellow
Operators, etc.)

Follow up on any specific asks and determine your next planned interaction
(restaurant visit, community event, etc.).
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Legislative Do’s
and Don’ts

In any year, lawmakers will consider thousands of bills.

It is impossible for them to be experts on all issues.
Your input is invaluable as many lawmakers have
never been small business owners and even less have
been restaurateurs.

Your insight will go a long way in helping educate and
inform them of the many issues that restaurateurs
face daily. You do not need to be a professional
lobbyist to have influence. Your personal experience
and insight is valuable and informative.
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For Starters:

Address the lawmakers correctly. Assembly Member or Representative,
Senator, Governor, Mayor, Council Member or Alderman, etc.

Be personal. Identify yourself as a constituent and identify your
restaurant locations.

Provide “real life” examples to illustrate your involvement within
the community.

Be brief, specific, and ask for follow up. You have only a few lines or a
few minutes to make your case, so use them well.

Use your regional Government Relations manager as a resource,
particularly if fundraising, hospitality, or sponsorships are being
discussed. Our GR managers have a wealth of knowledge regarding
campaign finance, lobby, and ethics rules, with access to legal experts,
and can help navigate these types of discussions.
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Legislative Do’s

A2l
¢

(=

Highlight economic
impacts your restaurant
has on the local economy
—including suppliers used,
products purchased,
employment statistics and
tax revenues generated.
Legislators are intensely
interested in the health

and well-being of their
district’'s economy. Provide
information about how your
restaurant is a positive force
in their economy.

[

Emphasize what we will and
won’t support. Emphasize to
lawmakers and voters the
benefits of the franchise
model and help legislators
understand why certain
legislation might harm
successful local businesses.

1

Share community activities
Legislators are very interested in
the “good work” groups are doing
in their districts.
- Be active in local business groups
- Host community gatherings such as:

- McTeacher’s Night

- Coffee Witha Cop

- Park/Street Clean-Up Events
- Contribute to philanthropic giving

- RMHC® fundraisers

- Drives (e.g., food, clothes)

- Giveaways (e.g., turkeys)

- Disaster relief

o)
?o
O 9

-

Showcase your people.
If possible, share how
many employees you have.

Discuss achievements, like:

- Archwaysto
Opportunities graduations

- Big milestones
and anniversaries

. 1in 8 celebrations
connecting current and
former crew

. “Thank You Crew”

nomination recognitions

Talk about the positive
value of McDonald’s
products and the care and
quality of food preparation
in your restaurant. The
removal of artificial coloring
and antibiotics within our
McNuggets®, the inclusion
of fruit and and the option
of water, milk or juice within
the Happy Meal®, etc.
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Legislative Don’ts <

50

It is against the law to connect official action Don’t overemphasize policy issues. Don't feel Don’t become confrontational with the state
with contributions, donations, or gifts. Never you like you need to lean solely on “issues” with legislator. There are many “hot button” issues
discuss money, fundraisers or give campaign the legislator. The goal of the visit is to help people like to discuss with elected officials —
contributions when discussing legislation or them better understand “The McDonald’s You but this is not the venue for such a discussion.
other official action. Don’t Know” and build a relationship with that

legislator. Emphasize the themes of economic
impact, community outreach, and food quality,
not policy positions.
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The conversations you have with
your local legislators depends on the
current relationship and the goals
you want to accomplish. In addition
to the topics below, take time to
understand their professional and
political agenda, but also their
personal interests towards building
trust and relatability.

Conversation Outline for
Meeting with Your Legislator

Introduce yourself: Identify yourself as a constituent of the
community, and share your restaurant locations to create
relatability to the issue or topic at hand.

Local Economic Impact: Emphasize how your restaurant
contributes to the local economy, both in terms of
employment and revenue. Use the Oxford Economics website
information available for your region.

Increased Operating Costs: Discuss how increased costs
may impact future decisions/approaches.

Impact on Employees: Discuss how increased costs may
impact future employment decisions/approaches.

Consumer Consequences: Make a case that higher operating
costs will likely lead to higher prices for customers.

Potential for Closure: Discuss the worst-case scenario — closing
down the restaurant — emphasizing the loss to the community and
the local economy.

Ask for Alternative Solutions: Suggest alternative ways to achieve
the legislation’s goals without harming local businesses like yours.

Personal Stories: Share stories of your employees and regular
customers to create an emotional connection with the issue.

Community Support: If possible, bring petitions or letters
from other community members who oppose the legislation.

Commitment: Close by asking for a commitment to vote no, or to
further consider your arguments.
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Get to Know Your

Local Legislators

Engage With
Elected Officials

Sign up for legislator newsletters or
follow them on social media.

Participate in Hill or City Hall Days.

Attend in-district events and town halls.

Contribute and attend fundraisers
and receptions.
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Develop a One-to-One Relationship

Building influence is all about the relationship. Get to know your

local legislator and what matters most to them. Show your continued
support through attending fundraisers or donating with input from your
GR manager.

Deep relationships take time to build - they usually don’t happen
through a single interaction. Build a level of frequency with your local
legislator that deepens the relationship and advances the conversation
toward your shared objectives.

Establish a connection. All politics are local, so lead with the grassroots
connection. Say you are a McDonald’s Owner/Operator and a constituent.
If they don't already know you, mention a shared connection if you have
one —an event where you met, an organization you both belong to, a
common acquaintance, etc. If there is no link, simply mention you are a
local business owner in their district — they want to hear from you.
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Find Your Federal, State,

and Local Representatives

Knowing your local legislators is critical for
growing our presence in our communities

The Oxford Economics Website
includes the link to find your
local representative if you're
unsure of who they are.

Knowing your local legislators is
critical for growing our presence
in our communities:

Find Your Local Representative

Explore national impact and across all
50 states of the McDonald’s System

United States Impact Totals

Economic Impact Findings

Explore national and state-by-state impacts of the McDonald’s System

GDP Impact Tuition Assistance Funds Raised for

$76 Billion Through Archways Ronald McDonald
Click here to Opportunity® House Charities®
or acan the Jobs Supported $26.4 Million ~ "MHO
code to ogme® oegge®
o oCess our 1.2 Million | $40.2 Million
economic Paid to Selected
impact site: Total Ta>.<es.Generated Local Surzpli.ers Explore Our Full

$15 Billion $9.4 Billion Impact in the US

/
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Introduce Yourself
to Your Legislator

Dear [Legislator Name],

My name is [Your Name]. | am a McDonald’s local business owner in [Location] and have been
for the last [#] years. | own and operate [#] McDonald’s restaurants and employ [#] people.

| am writing this email to introduce myself. As | am sure you agree, it is vital for local business
owners like me to have open lines of dialogue and communication with government leaders.

Over the past few weeks, | have [donated over 100 burger patties, 300 cheese slices, and 500
bags of apples to local food banks in Ligurial.

Message Tem plate to ® ® If there are any additional ways we can partner together in the future, please let me know. |
| ntrod uce YO“ rself to am committed to giving back to the community | proudly serve daily.
a Legislator

| also would like to invite you to visit one of my restaurants. | believe it would provide you with
an insider’s view to how we operate and allow you the opportunity to meet with some of your
constituents. | am willing to coordinate with your staff on logistics and a robust agenda.

In the meantime, please do not hesitate to reach out to me. | hope you will consider me a
partner. For your reference, my cell is [(555) 555-5555].

Thank you for your time and attention.

Sincerely,
[Your Name]
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Set Up a Meeting
with Your Legislator

My name is [Your Name] and | am a proud owner and operator of [#] local franchised
McDonald’s restaurants in your district.

| am part of a collection of local business owners who are concerned about the
recent legislative attacks against our restaurants. Embedded in the communities
where we operate, we proudly drive opportunities that fuel the fact that1in 8
Americans have worked at McDonald’s. Locally and nationally, we're committed
Message Template ° i to new opportunities for employment, growth, and community empowerment

to Set Up Meeting through the Ronald McDonald House Charities.

| would love the opportunity to speak with you further about why our collective
business model is worth preserving and share more about the role our local
businesses play in economies across all fifty states.

Thank you in advance for considering my request. Please contact [GR Manager/
Contact Info] to arrange a time for us to meet. We look forward to hearing from
you soon.

Sincerely,
[Your Name]
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Thank Legislator OO
for Meeting

Hi [Legislator’s Namel],

As a proud owner and operator of [#] local franchised restaurants in your district, | wanted
to thank you for taking the time to discuss the devastating impacts [Bill] would have on
local franchised restaurant owners like me. As a recap, I've included a brief summary of our
discussion below and reattached our fact sheet for your reference.

[Summary of Bill/Conversation]:

[Assembly Bill XYZ directly and intentionally undermines my ability to independently operate
my local restaurants. It would force national fast-food companies to exert more control

Message Template o ® over the operations of local franchised restaurants — eliminating the local control franchise
restaurant owners have to operate our small businesses.
to Follow-up After
o As a result, this bill would turn my locally run family business into a corporate restaurant —
a Meetl ng stripping me of my authority and rights as a business owner and effectively turning me into
middle management working for the corporation.

Simply put, Assembly Bill XYZ would erase much of the progress my family has made to build
economic equity and generational opportunity for our family and community.]

Thanks again for taking the time out of your busy schedule to meet with me. | would like

to offer myself as a resource to you and your staff as you consider bills that may have an
impact on the franchise model or the quick-service industry. Please feel free to reach out to
me directly if you have any follow-up questions. Once again, | respectfully ask you to please
protect local franchised restaurants in your community and oppose [Bill].

Sincerely,
[Your Name]
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® ® 00
Invite Legislator to
Dear [Legislator’s Name],
Yo u r ReSta u ra n t | hope this letter finds you well. My name is [Your Name], and I am a proud owner

and operator of [#] local franchised McDonald’s restaurants in your district.

We are hosting a [Community Event/Restaurant Tour] on [Date] at [Location],
from [Start Time] to [End Time]. This event aims to [Explain the purpose: e.g.,
raise awareness about local businesses, celebrate a milestone, introduce new
community initiatives, etc.]. We would be honored if you could attend and share

Message Template ® ® your insights as our local representative.

to Invite Leg iIslator This will be an excellent opportunity for you to engage with your constituents and
witness firsthand the positive impact that local businesses like McDonald’s have on
the community. Our planned activities include [List Activities].

[Include any additional details and logistics]

Please RSVP by [Deadline], so we can make appropriate arrangements. If you are
unable to attend but would like to tour our facility at another time, we would be
more than happy to accommodate.

Thank you for your time, and we hope to see you there.

Sincerely,
[Your Name]
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State & Local Political Funds

What is a state
Operator Fund?

@

The purpose of a state Operator Fund, typically
set up as a Political Action Committee (PAC)
and 501(c)(4), is to fund “always-on” political
activities, like lobbying, donations, paid media,
coalition building, and research.

GR, legal, and external partners are available to
help guide the development of a fund, including:

e The objective of the fund

e Structural governance and continued legal and
logistical support

e The funding goal

e Campaign planning and management

Where can | donate
to my state’s
Operator Fund?

._

McDonald’s is working collaboratively
with elected Owner Operator leadership
to prioritize the co-creation of State
PACs in the highest-risk states. As one
example of work done by a State PAC,
we are pleased to share the work of New
Yorkers for Local Businesses:

o Local Business

You can contribute to the federal PAC by
going to www.mcdpac.com, or contact
Anne Foley (Federal PAC Lead) or
Peggy Osterman (State PAC Lead) with
any questions.
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McDonald’s Federal PAC Overview

L The McDonald’s Corporation Federal Political Action Committee ("McDonald’s
PAC”) is a political committee, which, in accordance with federal law, solicits
and pools voluntary contributions from McDonald’s U.S. Owner/Operators
and eligible corporate employees and uses those funds for making political
contributions to support qualified federal candidates for Congress.

° McDonald’s PAC is bipartisan and as such can work across party lines to
promote policies that reflect an understanding of the McDonald’s system.

o As federal law generally prohibits corporations from making contributions

in federal elections, the success of McDonald’s PAC rests with those
McDonald’s U.S. Owner/Operators and corporate employees who are eligible
to personally support the PAC.

The McDonald’s Political Action Committee (McDonald’s PAC) was established
to protect, preserve, and further good government, the private enterprise
system, and particularly, the business climate the McDonald’s system operates
within. Our potential is amplified when government policies promote

growth, create jobs, and encourage investment in our business. These policies
also support our System, employees, franchisees, and communities where
McDonald’s restaurants operate.

The McDonald’s System plays a visible and proactive role in various policy
discussions, clearly communicating our viewpoints to those shaping policies
that can affect our global business environment.

The process of determining which candidates to support is complex. In general,
we focus on those who support the McDonald’s business, can champion our
policy goals, and have influence on the issues vital to the System.
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Contribution Criteria

Our PAC Board and o Understands policy issues of importance to the McDonald’s System. No single issue or criteria category will
government affairs team . N determine whether a candidate does
will evaluate a candidate’s ¢  Holdsan elected leadership position andj/or serves on a key or does not receive a contribution. Political

eligibility to receive a Committee with jurisdiction over policy issues of importance to the contributions are evaluated every election

political contribution McDonald's System. cycle. McDonald’s PAC may support
based on the following ® a candidate in one election cycle, and

N , , Former McDonald’s crew member, Owner/Operator, or .
criteria (not listed in order subsequently elect to withhold future

someone previously involved in the McDonald’s System.

of importance): support at any time based on the criteria
® Exhibits a commitment to the McDonald’s System. outlined above or for other reasons.
Information on all of the McDonald’s
® Exhibits commitment to the furtherance of good government, respect PAC’s political contributions is publicly
for the democratic process, and adherence to the rule of law. available through the Federal Election
®  Possesses leadership qualities as an emerging leader. Commission’s website.
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McDonald’s Federal PAC Steering
Committee Members 2023-2024

® VICTORLIM ® SEAN PIAZZA ® SAM TATEVOSYAN
Own e rl O/O Co-Chair, AMOA, HI, Walnut Creek FO O/O Member, CA, Long Beach FO co rpo rate Interim Co-Chair, Home Office, Vice President, Global
0 pe ra to rs Public Policy and Government Relations
o HARRY (SANDY) CHAPMAN ® JULIE PERNECKY
0/0 Member, NY, Bethesda/Stamford FO 0/O Member, WON, CA, Long Beach FO ¢ TOM DILLON
Treasurer, Home Office, Senior Vice President and
o JIMMY WILLIAMS o RON SMITH Chief Financial Officer
O/O Member, MO, NFLA GR Chair O/O Member, NBMOA, NV, Long Beach FO P
HARRY THOMAS
® ALEX MENDOZA ® MARTHA BALL Member, Home Office, Vice President and Managing
O/O Member, MHOA, OH, Columbus FO O/O Member, MOOPN Chair, OK, Dallas FO Director McOpCo & Restaurant
® HUGH O’REILLY @ COSMO FAGUNDO ¢ ANNEFOLEY
0/O Member, KS, Dallas/Denver FO 0/0 Member, MHOA, CA, Walnut Creek FO Interim Member, Home Office, Supervisor, Federal
Government Affairs and PAC
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The California Campaign

How Owner/Operators Mobilized in 2023

1000+ 100% 3000+
franchisees opposed to franchisees met with all calls and emails
AB 1228 across 68 brands 120 legislative offices to legislators

Hosted 2 Sacramento Fly-In Days

e 150+ franchisees across 30 brands

e Franchisees completed meetings with all 120 legislative offices
e Press conference with 120 franchisees

| want to know more: AB1228 By The Numbers

Franchisees appeared in ads,
press events, and more.

TV ADS

5,321 times TV spot ran
4 TV ads developed

2 TV ads aired

6 franchisees filmed

DIGITAL ADS

25.5 video views

ads developed

61.5M digital ad impressions

14 target assembly districts
8 target senate districts
627 digital banner and video

01 INTRODUCTION 02 ACTIONS TO TAKE NOW 03 PEOPLE

04 REPUTATION

05 LEGISLATION

06 LEGAL

07 APPENDIX


https://app.frame.io/presentations/5f0e29f0-3417-4312-95d8-6ede3f3c099d
https://share.mcd.com/:b:/g/personal/meghan_connor_us_mcd_com/EeAP4-0DTSNDquhnVxA_MxEBfD5fPsH6_djYBVYDHpG14Q?e=iV5ztE
https://app.frame.io/presentations/5f0e29f0-3417-4312-95d8-6ede3f3c099d

Action 4:
Anticipate and
Act on Legal

Allegations

06

Please share your feedback by contacting our Legal expert:
PEGGY OSTERMAN

Managing Counsel, U.S. Strategic Initiatives
Peggy.Osterman(@us.mcd.com



mailto:Peggy.Osterman%40us.mcd.com?subject=

Legal Compliance as
a Business Imperative

We know Owner/Operators are deeply committed to
running organizations where their people feel welcomed,
valued and part of a community.

Core to that experience is legal compliance. It helps maintain
brand reputation and is foundational to earning the right to tell
your story with your customers, your local legislators, and in
your local community.

Non-compliance cases can hamper your reputation as an
employer and even the reputation of other franchisees who
operate under the McDonald’s brand. Compliance with laws
that apply to your business is also just good business sense,
protecting against fines and other legal trouble.
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As you think about your approach to compliance for
your organization, consider the following:

Policies and Procedures. Thoughtfully consider the policies
and procedures that apply to your employees and work with
your legal counsel to ensure those policies and procedures
comply with all laws.

Education and Training. It can be hard to enforce policies and
practices if you don't explain them.

Stay Informed on the Law and Regularly Review Your
Approach. Labor and employment laws change frequently. Try
to stay on top of evolving laws and regulations that affect your
workplace and work with your legal counsel to regularly review
your policies and practices. Here are some helpful ways to learn
about and keep up with changing legislation.
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A Closer Look

(E)
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¢ Minimum Wage Laws in the States
An interactive map that shows the latest minimum wage rates and laws for
the 50 states and U.S. territories.

e State Labor Law Topics

A comparison of federal and state laws regarding the Family and Medical
Leave Act (FMLA), a list of links to tables comparing various state laws
relative to the Fair Labor Standards Act (FLSA), including minimum wage
and overtime rules, and links to state labor associations.

® State Labor Offices
A directory of all states and their labor office contact information.

e State Laws and Resources
Useful state resources from several DOL agencies.

® Legal Helpline: (877) 376-4100
Complimentary, confidential, prompt advice and answers to your
employment questions.
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Pillar Leads
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People

SHAMMARA HOWELL TESS MATTINGLY MELISSA WALSH PEGGY OSTERMAN
Vice President Director Vice President Managing Counsel

Chief Field People Officer Brand Trust Communications Government Relations U.S. Strategic Initiatives
Shammara.Howell@us.mcd.com Tess.Mattingly@us.mcd.com Melissa.Walsh@us.mcd.com Peggy.Osterman@us.mcd.com
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Local Field
People Managers
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Atlanta Field Office
POINSETTIA HODGES

Poinsettia.Hodges@us.mcd.com

Bethesda Field Office
KARIN FLANAGAN

Karin.Flanagan@us.mcd.com

Chicago Field Office
BLAKE WALBERTS

Blake.Walberts@us.mcd.com

Columbus Field Office
SUSAN CRUZADO

Susan.Cruzado@us.mcd.com

Dallas Field Office
MEGHAN WITTEMAN

Meghan.Witteman@us.mcd.com

Denver Field Office
PAMELA ORTIZ

Pamela.Ortiz@us.mcd.com

Long Beach Field Office
DOMI DEGENNARO

Domitilla.De_gennaro@us.mcd.com

Nashville Field Office
SHUMEKA MOON

Shumeka.Moon@us.mcd.com

Stamford Field Office
VITO VAN DUNK JR.

Vito.Vandunkjr@us.mcd.com

Walnut Creek Field Office
ANNABELLE CARLOS

Annabelle.Carlos@us.mcd.com
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mailto:Vito.vandunkjr%40us.mcd.com?subject=
mailto:Annabelle.carlos%40us.mcd.com?subject=
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U.S. Field

Communications

Denver

BELETRA THOMAS
Comms Manager
BeletraThomas@us.mcd.com

Chicago

ERICA DUNCAN
PR Manager
Erica.Duncan@us.mcd.com

Columbus

682-304-1356

872-344-4718

KATEE KRIBBS
Comms Manager
Katee.Kribbs@us.mcd.com
773-405-7428

ERICA DUNCAN ERICA DUNCAN

and Field Public ca e
Relations Managers

o Erica.Duncan@us.mcd.com
' 872-344-4718 872-344-4718

. KATEE KRIBBS
® Comms Manager

Katee.Kribbs@us.mcd.com
773-405-7428

Walnut Creek & Long Beach Stamford

415-385-9851 l

MIKE VIZZA
Comms Manager

MichaelVizza@us.mcd.com

MICAH LILLARD

ALISON PANG Re S\

PR Manager o PR Manager
Alison.pang@us.mcd.com Micah.Lillard@us.mcd.com
310.968.9866 860-214-4999

Bethesda & Atlanta

. TANYA TORRES
Comms Manager

Dallas

BELETRA THOMAS

Comms Manager
BeletraThomas@us.mcd.com N as hvi I Ie Tanya.Torres@us.mcd.com
682-304-1356 312-723-4540

CORY MCCARTHY CORY MCCARTHY MICAH LILLARD

PR Manager PR Manager PR Manager
Corinna.McCarthy@us.mcd.com Corinna.McCarthy@us.mcd.com Micah.Lillard@us.mcd.com
847-494-2881 847-494-2881 860-214-4999
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U.S. Government
Relations Team

RACHEL KAPRIELIAN

Director, U.S. Government Relations
(New England)

Rachel.Kaprielian@us.mcd.com
(617) 909-9297

ART YOON

Managing Director, U.S. Government Relations
CA (State)

ArtYoon@us.mcd.com

(657) 653-5526

JESSICA LYNAM
Manager US Government Relations
CA (State & Local), NV, CO, NM, MO, UT

Jessica.Lynam@us.mcd.com
(408) 313-0104

IAN TOLLESON
Manager, US Government Relations
(Northwest & Mountain West)

lan.Tolleson@us.mcd.com
(503) 508-3597

MARISHONTA WILKERSON
Manager, U.S. Government
(Midwest)

Marishonta.Wilkerson@us.mcd.com
(312) 307-9576

KENYA HANDY-HILLIARD

Manager, U.S. Government Relations
(New York and New Jersey)
Kenya.Handy-Hilliard@us.mcd.com
(617) 909-9297

AMANDA ROBERTS

Supervisor, US Government Relations
Communications
Amanda.Roberts@us.mcd.com

(312) 550-3021

MELISSA WALSH

VP US Government Relations, State and Local
Melissa.Walsh@us.mcd.com

VT

WA

OR

CA

AK

HI
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Resources
by Pillar
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https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fUS%2520People%2fRestaurant%2520Listening%2fAction%2520Planning%2520Guidance%2fAction%2520Planning%2520Guide.pdf&c=E,1,NnModYmC6aYHkHtxyH_6v_bwXR-zCvsuJGKfzJGs1No1VsEL6JPvTjdKYrwbsHplU95TvZ1lFNBo9f6gde4kFMd9ms_z-4vKghJUML0vN_5j4Px9&typo=1
https://www.archwaystoopportunity.com/
https://spo.mcd.com/sites/atmcd_us/US People/Forms/AllItems.aspx?id=%2Fsites%2Fatmcd%5Fus%2FUS%20People%2FEmployee%20Value%20Prop%20%28OO%2Dfacing%29%2FCommunity%20Partnerships%20Playbook%5Ffinal%2Epdf&parent=%2Fsites%2Fatmcd%5Fus%2FUS%20People%2FEmployee%20Value%20Prop%20%28OO%2Dfacing%29
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fwww.atmcd.com%2fmedia%2f44691%2fevp_hub2-0_roadposter_v02.docx&c=E,1,3ZQYhB-iKqrIscTWKOKf6lRwZ-5gv8HMCDyqUiavLlBKCq9pYBwrwIB7ucWnjQzzEyGiyJE_hmYbLmwDrdtbgvi0ux6oWQSkOpkBumZUra28QOZranFHuTRB5i3G&typo=1
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fwww.atmcd.com%2fsites%2fevp-hub%2fSitePage%2f2415280%2fevp-hub&c=E,1,Pjc8GSWv87SkOdXdMnsfOzmHk2uWfUGh0fZODgFVkxQCHESwkvc5A7hyvsmtYV6EWT2PFoEUrKKIo3vNktmSoF2aAfZqbO_lbVKQOYoMNglJ3rJ3&typo=1
https://www.atmcd.com/sites/us/us-people/SitePage/2007459/u-s-people-brand-standards
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fUS%2520People%2fRestaurant%2520Listening%2fAction%2520Planning%2520Guidance%2fFix%2520It%2520Fast_OO.pdf&c=E,1,4T0ZNZatGvUwywmAh8aXxLuH-1YLQ-ZPLwvi3CgjmrM2FfaH91RqBj2iNNpsJ7mrXqM7f2By-Ki4qfbLVJPt720uO9aL7rM6BBpyLcBs8mw,&typo=1
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fUS%2520People%2fRestaurant%2520Listening%2fKeep%2520Listening%2520%28Level%2520Up%2520Toolkit%29%2fListening%2520Interactive%2520Toolkit.pdf&c=E,1,0KNN9EqjZ4PgpP69n6BzY1QPLxvf4ZQ4As8tgFQmL34zrS2eSzcSIqvva1V039-VEtVcGen94w3I6a0dMXRtUMTGcmv9pYRpz9ubqAid1tc-XgnlqQ0,&typo=1
https://www.atmcd.com/sites/us/us-people/SitePage/2251331/2022-us-learning-and-development-home
http://www.mcdpac.com/
https://www.nyforlocalbusinesses.com/
https://www.mcdeconomicimpact.com/
https://corporate.mcdonalds.com/corpmcd/our-stories/article/small-business-week.html
https://www.mcdonalds.com/us/en-us/about-our-food/our-food-philosophy/commitment-to-quality.html
https://corporate.mcdonalds.com/corpmcd/our-stories/article/example-minimum-wage-legislation-we-support.html
https://corporate.mcdonalds.com/corpmcd/our-stories/article/leaders-california.html
https://urldefense.com/v3/__https:/uscommunications.us.newsweaver.com/testnewsletter/dqa7u2z80tr14uq50ecilc/external?email=true&a=5&p=21160554&t=1542626__;!!JZ0iVwK7KX4!G7XczbtgVfjXnrfeQYSTZg2gbN7Cs-_Bb-yTMXqeB2Syjf4WEBBbB_Li-PUWIiU8FqxF_XRkyVK8pK6xEDf_JhbKNAi9pxhHuQ$
https://mcdonalds-us-field-pr.us.newsweaver.com/1kof2htn4x/eeqd7ixgvn912vgbqyuuz9?email=true&lang=en&a=6&p=21108373&t=3737627
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fspo.mcd.com%2fsites%2fatmcd_us%2fCommunication%2fForms%2fAllItems.aspx%3fid%3d%252Fsites%252Fatmcd%255Fus%252FCommunication%252FField%2520Brief%2520%252D%2520Owned%2520by%2520Sarah%252FNow%2520Serving%2520OO%2520One%2520Pager%255F7%252E26%252E23%252Epdf%26viewid%3d4173b79c%252Df8c2%252D407c%252D8781%252De58c68edd92e%26parent%3d%252Fsites%252Fatmcd%255Fus%252FCommunication%252FField%2520Brief%2520%252D%2520Owned%2520by%2520Sarah&c=E,1,FND0OYPL31xUdap22M2sPkuGF-InP3aCVzvJYSH1onPeR3xap2xQQ7Jyr_YPGX_9cWw7S5jljd3y2FbSIdaa2Li7y7nc-6Qj8JVRpbB_GliZp-k2wc_CEVu_stSF&typo=1
https://www.mcdeconomicimpact.com/
https://www.thankyoucrew.com/sendyourstory
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