


SECTION 05.
OUR COMMUNITY

McDonadds Australiovs
contribution to- Ronald
McDonald House Chawities

All administration expenses of RMHC are met by
McDonald’s Australia so that 100 per cent of all
donations and fundraising are used for programs

However, the contribution to RMHC from
McDonald’s employees, franchisees and suppliers
extends far beyond this financial commitment.
From participating in working bees, volunteering
at the Houses, donating product and organising
fundraisers to being a Board member and initiating
new projects, the support from the McDonald’s
system is broad ranging and very valuable.
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Gving back
For our franchisees and restaurant managers, selling burgers is only part of their
job as they are all committed to giving back to their local communities.The flexibility

of the McDonald’s system means that each franchisee can contribute locally in a
way that is most relevant and appropriate for themselves and their community.

For many restaurants this means contributing in
a small but meaningful way to lots of community
groups and activities and, sometimes, local
individuals with specific needs.

In addition to the thousands of contributions made
by McDonald'’s restaurants to their local community,
the company and franchisees join together to support

that benefit seriously ill children. The financial
support McDonald's Australia, franchisees and
customers [through McDonald's programs such

as McHappy Day) provided to RMHC in 2007 totalled
more than $5 million. This is a significant portion of
the overall $8 million revenue of the Charity in 2007.

McDonalds Australiovs finauncial contribution to- RMHC 2007

DESCRIPTION MCDONALD’S MCDONALD’S AUSTRALIA TOTAL
AUSTRALIA LTD LTD FRANCHISEES
$ $ $

McDonald’s direct support for RMHC 1,060,129 365,510 1,425,639
McHappy Day ($1 from every Big Mac sold) 143,275 339,317 482,592

McHappy Day (public donations & wristbands) 371,274 810,590 1,181,864
Moneybox donations collected

in the McDonald’s restaurants 657,647 1,284,568 1,942,215

TOTAL MCDONALD’S AUSTRALIA LIMITED/
FRANCHISEE SUPPORT 2,232,325 2,799,985 5,032,310

more than 50 larger state and national sponsorships

including Netball NSW, Basketball Victoria, Cairns
Junior AFL, Collingwood Football Club and many
more. Many of these programs are focused on
promoting physical activity and encouraging
children to be active.

In developing a partnership with a community
group, McDonald’s goal is to provide more than
financial support. McDonald’s contribution can
include marketing activities to raise the profile
of the organisation and the opportunity for the
group to use McDonald’s restaurants as a means
of communicating with the public, whether
through traymats, noticeboards or events.

McDonald’s also provides sporting grants and
educational scholarships to aspiring young athletes
and future leaders. We also see an opportunity to
take our skills and knowledge into the community
to help educate and train young people. We believe
that in order to ensure the economic prosperity of
Australia, the education sector and industry need
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tvery little bit counts
v Oronge
Geoff and Joanne Lewis have lived in Orange
for more than 23 years and for them becoming
McDonald’s franchisees provided an opportunity
to give back to the local community. In their
instance, it is a case of ‘every little bit counts’ as
they are involved in many different projects and
activities across the breadth of their town. From
the local hockey club to the Orange eisteddfod
many activities and programs benefit from the
involvement of Geoff and Joanne. Whether it
is feeding all the fire fighters in an emergency
or providing jobs for local disabled people,
Geoff and Joanne have made a real difference
to Orange and as a result have received huge
support from their local community. Over the
last couple of years, Geoff and Joanne have been
instrumental in raising more than $1 million
to be used to open a Ronald McDonald House
at the new hospital planned for Orange.
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While our business model inherently recruits into

we have more to offer than simply training those
working for us or providing funds to educators.
As an organisation we have a wealth of skill and
knowledge that can be utilised by educators to
better prepare the workforce of tomorrow either
in terms of being ‘job-ready’ or through the
transfer of knowledge as an element of formal
commerce education.

We are committed to bridging the gap between
the school environment and the workplace through
initiatives that provide students with vocational
education and learning and thus, creating
opportunities for a more seamless transition from
school into the workforce. Over the past 12 months
we have been talking to relevant stakeholders such
as the Australian Secondary Principals Association
and conducting research into how McDonald’s

and industry might be able to assist.

McDonaldls Virtual
Business Progroumw

One program that is being implemented in

2008 to start bridging the gap between the school
environment and the workplace is the McDonald’s
Business Schools Program (MVBP).

MVBP is a business enterprise program that
involves collaboration between a school, a local

to work collaboratively to up-skill future generations.

entry-level roles and produces job-ready teenagers,

McDonald’s franchisee and Virtual Enterprise
Australia (VEAI.

Students are required to manage a virtual business
(creating the name of the business and developing
the service/product) from within their school room
with the aim of making a profit at the end of the
semester. Students, as employees and managers
of Virtual Enterprises, buy and sell products and
services to other Virtual Enterprises (run by
students) which are located across Australia and

in the 35 participating countries across the world.
MVBP has been developed for students who are
enrolled in suitable education curriculum, such

as the Certificate | or Il in Business or Business
Administration or other registered training programs
and can be undertaken by the school as a delivery
alternative to the traditional lecture/practicum type
structure. Students have the opportunity to learn
and develop: principles of marketing and branding,
business plans, accounting principles, human
resource management, how to apply for a job and
the interview process, customer relations and more.

McDonald’s franchisees act as the business mentors
to the local students, providing a real life link between

the community’s young people and the business world.

The virtual business experience allows students

to gain skills and experience above and beyond
those that could be gained via studying the regular
curriculum. The students gain hands-on experience

McDonald’s Virtuals
Business Progroum
stowrty inv Mt. Gaumbier

The concept for the McDonald’s Virtual Business
Program was initiated in South Australia by
McDonald’s Mt Gambier franchisee, Bernie
Knight. Bernie helped establish a virtual
McDonald’s in a local high school four years ago.
Twice a year the school runs a 19 week business
program which results in a formal qualification
for the participants. Bernie is involved at the
beginning of each course when he talks to the
students about running a business. Then again
mid-way through the course Bernie participates
in the virtual job interview. He is involved at the
end of the program in the final presentations
and grading. The program is currently in its
fourth year and has so far provided more than
124 students with practical, real-life business
experience within their school studies.

in managing and running a simulated business,
which can help them lessen the gap from ‘course
complete’ to ‘work ready’; they develop employability
skills and attributes; become more self-confident
and understand their own skills and capabilities

and the program can help students set up their

own business networks.
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McDonald’s Camp

Quality Puppets

McDonald’s Australia has been supporting the
McDonald’s Camp Quality Puppet Program since
1990. The puppet program educates primary
school aged children throughout Australia about
childhood cancers and the effects of treatment.
It was originally created to facilitate a smooth
return to school for children who had received
cancer treatment. The puppet program has made
10,000 visits to schools, restaurants and hospitals
nationally reaching more than three million
children Australia wide.

Cleanw Up Australiov

McDonald’s has been a supporter of Clean Up
Australia Day since its inception in 1989. Clean Up
Australia Day is now a community icon and the
country’s biggest annual volunteer event. In 2007,
an estimated one million volunteers cleaned up more
than 8,000 tonnes of rubbish at 7,000 sites across
Australia. In 2005, we were named as a Founding
Partner of Clean Up Australia, highlighting
McDonald’s long term commitment to

the partnership.
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Little Athleticy

McDonald’s restaurants are a major supporter
of Little Athletics in all states. The relationship
is designed to encourage more children to
participate in Little Athletics and has helped
develop this fun, family oriented sport.

McDonald’s restaurants will be supporting Little
Athletics NSW for the fifth year in 2008. Last year

to help increase participation numbers, McDonald’s
funded a Little Athletics television commercial that
went to air across NSW. Throughout 2006 and 2007
participant numbers have remained at 40,000, which
is just below record numbers. McDonald's restaurants
in WA and SA are also participating in a similar type
of campaign. In Queensland, McDonald’s restaurants
have been supporting the state Little Athletics

for 29 years.

Netball NSW

In 2008 McDonald's restaurants will be sponsoring
Netball NSW for the second year in an effort to
help increase registration in this much loved
female sport. More than 25,000 girls between
five and 15 registered with Netball NSW in 2007
and this season registrations are expected to
escalate with significant interest in a new

Trans Tasman competition launching in 2008.

McDonaldrs Performing
Arty C

McDonald’s franchisees in NSW have sponsored the
McDonald’s Performing Arts Challenge for the past
20 years. The Challenge is believed to be the largest
competitive performing arts festival in the world.

In 2008 the McDonald’s Performing Arts Challenge

will celebrate 75 years of fostering young Australian

talent. As well as the overall sponsorship of the event,

McDonald’s funds two of the Challenge’'s major
scholarship events providing young artists the chance
to pursue performance careers. McDonald’s began
sponsoring the major vocal event in the Challenge

- the McDonald’s Operatic Aria - in 1989 and took
up sponsorship of the Ballet Scholarships in 1998.

Looking to- the futuwre

We will always look for opportunities to further
our involvement in the community and to create
and support initiatives that benefit our society.
Our commitment to RMHC will not change and
our interest in encouraging young people to play
sport or be active will continue.

Our specific goals are to:

® Grow our support of local, grass-roots
community programs with ongoing
contributions from every restaurant;

® Reinforce McDonald's values through our choice
of sponsorship and partnership arrangements;

® Support organisations and programs that
encourage people to enjoy being active;

® |dentify and develop long-term initiatives
to facilitate mutually beneficial relationships
with Australian educational institutions;

® Continue to lead the way for corporate Australia in

bridging the gap between education and industry.

RMHC has its own strategic plans and goals
for the future. Its specific goals are to:

Develop two new Ronald McDonald Houses in

the regional NSW towns of Tamworth and Orange;

® Expand the Ronald McDonald Learning Program
including teacher professional development,
a parent/ teacher handbook on major illnesses,
an interactive website for students, teachers and
parents and an educational pathways project
which will inform parents of the educational
implications of childhood cancer treatment;

® Construct up to 10 new Family Rooms
attached to major children’s hospitals;

® Commit $55,000 per annum for the
Charlie Bell Scholarship program;

® Continue ongoing financial support

to the Cord Blood Banks of Australia.




GLOBAL REPORTING
INITIATIVE INDEX

Qur commidment to-

Global Reporti
externol initiatives

Initiative Index

This report has been prepared with reference to the Global Reporting Initiative
G3 Sustainability Reporting Guidelines and the following index indicates the
location of key disclosures and performance indicators included in this report.

McDonald’s Australia is a member of
the following groups and associations:

ITEM INDICATORS PAGE ITEM INDICATORS PAGE

11 Statement from CEO 03 LA 4 Percentage of employees

® American Chamber of Commerce 21-2.9 Organisational Profile 07 Eg\:gg?gir% g;lrlsgg]\l:nts n

of Australla [Am(_:hgm] . . 31-3.12 Report Parameters 06
@® Australian Association of National Advertisers LA 6 Percentage of total workforce
® Australian Employers’ Network on Disability 41-43 Governance 09 represented in formal joint
® Australian National Retailers Association (ANRA] 4.8 Values 10 management-worker health

. . ; and safety committees 52

® Business Council of Australia 413 Memberships in Associations 66 o
® Buy Recycled Business Alliance LA7 Rates of injury,
® CEO Circle 414 Stakeholder Groups 12 occupational diseases_.
® Diversity Council Australia Limited EC1 Economic Value lost days and absenteeism 52
® Enterprise Registered Training Generated and Distributed 08 LAT Programs for skills management

Organisation Association EC6 Policy, practices and and lifelong learning 48
® FMCG HR Group proportion of spending LA 12 Percentage of employees
® Greenhouse Challenge Plus on locally based suppliers 32 receiving regular performance
® National Packaging Covenant EC8 Development and impact of and career development reviews A
® National Packagmg Covenant Industry Association infrastructure investments and LA 13 Composition of governance bodies
® NSW Business Chamber services provided primarily for and breakdown of employees per
® NSW WorkCover Industry Reference Group public benefit through commercial, category according to gender 46, 41
® NSW WRAPS - Australian Wholesale, in kind or pro-bono engagement 56 : : ;

Retail and P L Service Industry Bod - PR1 Life cycle in which health and

etalt and Fersonat >ervice Inaustry Body EN1 Materials used by safety impacts of products are

® Packaging Council of Australia weight or volume 23 assessed for improvement 29
: guick_fervi;eAlﬁ_essaluLanttQhai'rzmsdASS(t).ciation EN 3 Direct energy consumption PR Practices related to
o Sorvico Skills Australia by primary energy source = customer satisfaction 28

Industry Advisory Committee EN8 Total water withdrawal by source 19 PR6 Programs for adherence to

Small Business Working Group

EN 22 Total weight of waste by

laws, standards and voluntary
codes related to marketing

® Talkpoint type and disposal method 21 SN . ;
communications, including
LA1 Total workforce by advertising, promotion
employment type 4 and sponsorship 36



Contact detwils

Thank you for taking the time to read the McDonald’s
Australia 2007 Corporate Social Responsibility
Report. If you would like any further information
please go to: www.mcdonalds.com.au

To learn more about McDonald’s global commitment
to responsible business practices please go to:
www.csr.mcdonalds.com

We welcome your feedback on this report.
If you would like to contact us:

® Phone: 02 9875 6666 and ask to speak to a
member of the Corporate Communications team

® Write to: Corporate Communications Department,
McDonald’s Australia, 21-29 Central Avenue,
Thornleigh NSW 2120.

® Or use the contact form at:
www.mcdonalds.com.au

This McDonald’s Australia Corporate Social Responsibility
Report issued July 2008, provides information about
pertinent aspects of our business related to our products,
the communities we serve, the environment, our people
and our relationship with our suppliers. This report presents
information relating to our progress in 2007 following on
from our first Corporate Social Responsibility Report reporting
on activity in 2005 and the first half of 2006. Forward looking
statements included in this report represent management’s
expectations regarding future events as at July 2008.
McDonald’s continues to launch new initiatives and make
changes to our business. These developments, along

with uncertainties inherent in forward looking statements,
means that programs and results may differ from those
described when this report was issued.

This report is printed on Envirocare, environmentally
friendly uncoated paper manufactured entirely from
waste paper. Specifically, this report is:

® Fully recycled - no virgin fibre used;

® Manufactured with 75 per cent post consumer
and 25 per cent pre-consumer waste;

® Accredited with '‘Blue Angel’, ‘Nordic Swan’,
Austrian and EUGROPA environmental symbols.
ISO 14001. Environmental management system
in use;

® Manufactured using elemental chlorine
free (ECF) pulps;

® Printed with New Cervo 8 ink which is
vegetable oil based and formulated with
aromatic free solvents.

The following are registered trademarks of McDonald’s
Corporation and its affiliates: McDonald’s, Big Mac, Chicken
McNuggets, Happy Meal, Deli Choices, Ronald McDonald,
Cleanstreets, Pasta Pets, McCafé, McHappy, Made to Order,
Salads Plus, Ronald McDonald House, Ronald McDonald
House Charities, Ronald McDonald Learning Program, Ronald
McDonald Family Room and Ronald McDonald Family Retreat.

McDonald’s Australia © 2008
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