
McDonald’s Polska

for 2021 
ESG report

M
cD

onald’s Polska ESG
 report for 2021

August 2022



2 3

Table of content
01 5

10

14

28

44

62

84

104

124

128

132

07

03

09

05

11

02

08

04

10

06

Interview – 30 years in the right direction

Our communities

Calendar

Our employees

About the report

External verification

Our impact

Welcome to McDonald’s 

GRI Index

Our planet

Our quality and taste



I N T E R V I E W4 5I N T E R V I E W

30 years 
in the right 
direction

In 2022, McDonald’s celebrates 30 years of operations 
in Poland. Were those good years?

The last three decades have involved many changes 
and development in every area of our activity. From 
the first restaurant opened in Warsaw’s Sezam in 1992 
to over 500 restaurants nationwide and 31,000 employ-
ees. From the import of semi-products to cooperation 
with approx. 40 Polish companies and over 70,000 local 
farmers. From the opening of a restaurant with the 
McDrive line in 1994 to advanced digital solutions in 
our restaurants that significantly facilitate the service 
of guests. Our product offer has also changed during 
this time. Of course, we continue to offer such classics 
as BigMac and fries, but in response to our consum-
ers’ needs we have also introduced veggie burgers, 
McWraps and premium items.

As the visionary and founder of our brand, Ray Krock, said – none of us alone is as good as all 
of us together. McDonald’s is people. Only with the team as whole and following our values 
can we move forward in a good, sustainable direction – an interview with Adam Pienkowski, 
CEO of McDonald’s in Poland.

McDonald’s is people. 
Only with the team as 
a whole and following 

our values can we 
move forward in the 

right direction.

The last thirty years in Poland can be summed up as dec-
ades of dynamic social and economic changes. The tastes 
and needs of consumers have also evolved, to which the 
entire catering sector has responded.

[ G R I  1 0 2 -1 4 ]
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McDonald’s, as an industry leader, has been ahead 
of these conflicts on more than one occasion. It cre-
ated trends and standards for the entire sector. We 
have learned to adapt and flexibly react to market and 
social realities. One example is our actions during the 
COVID-19 pandemic. After the first shock that affect-
ed all of us, we rolled up our sleeves and introduced 
solutions to ensure the safety of our employees and 
guests in restaurants when ordering food in the Walk-
-Thru counter, on the McDrive line, or when making 
deliveries through the McDelivery service. We also 
very quickly organised support for those operating on 
the front lines of the fight against the virus. Together 
with the franchisees and restaurant employees, we 
provided medics with dozens of thousands of free 
meals - Power Meals.

It might seem that after the pandemic, nothing will 
surprise us anymore, and yet – in February 2022, war 
broke out in Ukraine. At that time we also mobilized 
quickly, and together with the employees, franchisees, 
and the Ronald McDonald House Charities, we provi-
ded aid to refugees. As a corporation, we helped our 
colleagues from McDonald’s Ukraine and by the end of 
June 2022 we employed a total of over 2,373 people in 
Poland. We also decided to introduce a special item to 
our offer – the Ukrainian Burger. We donated the pro-
ceeds from its sales to the Ukrainian Ronald McDonald 
House Charities, which, in agreement with local autho-
rities, provided humanitarian aid. In total, we donated 
as much as PLN 2.4 million to this cause.

Being close to 
local communities, 
supporting them on 
a daily basis and in 

times of crisis is one of 
our priorities.

nologies to facilitate work and guest services, but 
also to benefit the environment.

Yes, that’s true. Pro-environmental thinking has been 
with us from the very beginning. However, it became 
more important in 2018, when a global strategy was 
set up to reduce greenhouse gas emissions by 36% 
from offices and restaurants, and by 31% from the 
entire supply chain. We have also made a commitment 
that by 2025 we will only use packaging from renew-
able, certified or recyclable sources.

These commitments are followed by real actions 
undertaken consistently and comprehensively at 
every stage of our business. Together with suppliers, 
we implement green innovations that enable limiting 
the use of the planet’s resources and producing food 
in a sustainable manner. Together with the meat indu-
stry, we have established the Platform for Sustainable 
Beef Farming, which promotes environmentally friend-
ly breeding practices and educates farmers in animal 
welfare and the use of antibiotics.

In cooperation with our partner – the Miklan-Ryza 
paper mill from Toruń, we have developed an original 
used packaging management system, which begins 
at the stage of packaging design and plastic reduc-
tion, through waste segregation in restaurants and 
ending with recycling. Thanks to this approach, we 
give second life to waste – recycled used packaging 
returns to our restaurants in the form of paper towels 
and toilet paper, and soon beverage trays.

In recent years, we have modified the raw material 
used in the production of our packaging, thanks to 
which today as much as 70% is paper. 

Used packaging that does not end up in restaurant 
bins and is thrown away in public spaces is cleaned by 
restaurant employees as part of the EcoHeroes pro-
gram. The commitment of the teams is our success –
 in the first few months alone, nearly 2,000 employees 

took part in the campaign and, in cooperation with 
local authorities and communities, collected 3,425 
bags of waste.

Green technologies are present not only inside our 
restaurants but also on their roofs. One example are 
solar panels or wind turbines, tested in our 500th 
restaurant in Wyszków.

What’s next? What are the plans for the next few
decades?

In terms of the environment, we definitely want to 
reduce greenhouse gases. At the same time, we want 
to continue growing with our franchisees, employees 
and suppliers.

As the visionary and founder of our company, Ray 
Krock, said – none of us alone is as good as all of us 
together. McDonald’s is people. Only with the team as 
a whole and following our values can we move forward 
in the right direction. Team is the key word that we 
repeat every day. We want to be a good employer for 
a wide variety of people, regardless of their origin, age 
or skin colour. We want to create a workplace in which 
there is a good atmosphere, and everyone can be 
themselves. Finally – we want McDonald’s employees 
to develop, gain lifelong competences, and recognise 
clear career prospects in our organisation.

I think we are on the right track. The best evidence of 
that are the stories of people who have worked for us 
for many years. This year we celebrate not only McDon-
ald’s anniversary, but also 30 years of work in the orga-
nisation of some of our employees.

The vision of the future is optimistic – in the long per-
spective, we want to focus on doubling the number of 
our restaurants. I think that we will celebrate the next 
anniversary with 100 franchisees running 700 restau-
rants.

Do consumers appreciate such activities?

Definitely yes. For several years now, we have been 
observing that Poles appreciate responsible and commit-
ted brands. This is also shown by our internal research –
as many as 53% of consumers trust McDonald’s, and 
54% believe that we are a brand for them.* Being close 
to local communities, supporting them on a daily basis 
and in times of crisis is one of our priorities. Therefore, in 
difficult situations, we react immediately by showing our 
solidarity and support. We also try to be a good neighbour 
in the areas in which we operate. Franchisees running 
restaurants know the needs of local communities very 
well and are involved in their initiatives – from supporting 
sports teams to organising cultural events.

Which area of your activity has changed the most in 
recent years?

It is difficult to answer this question unequivocally – 
we have developed a lot since 1992. What has re-
mained the same is the approach to our guests – 
regardless of what’s going on, they are always at the 
centre of our attention.

The way we build their experience in contact with the 
brand has certainly changed. In 2018, we introduced a 
new function in restaurants – the position of the leader 
of hospitality. This is a person who makes sure that 
people visiting us feel good. 

Our employees and their work are also supported by 
modern technologies. In 1994, we opened the first 
restaurant with the McDrive service. Since then under 
the golden arches we have introduced kiosks for pla-
cing orders, new McCafé concepts, and our interior 
design has significantly changed and unified. We also 
launched the McDonald’s mobile application, which in 
2022 introduced a new service – Order and Pick-up.

In the last 5 years, we have opened nearly 120 restau-
rants, we’ve been joined by 15 new franchisees, and our 
employee group has increased by nearly 7 thousand 
people, exceeding 31,000 in total!  Thus, we have a huge 
strength and development potential not only in Poland.
The restaurants have not only introduced new tech- * Survey results for March 2022
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2004
ISO 14001 Environmental
Management System Certificate

2011
Introduction of
The Drwal Burger

2013–2016
Launch of the Made
For You system 

2008
Opening of McCafé
 
      French fries supplier – Farm Frites  
      Poland SA joins the global Flagship          
      Farms program

2018
Introduction
of table service

      A new restaurant
      feature – the hospitality 
      leader

2017
Start of McDelivery service

      McDonald’s mobile app
      premiere

2015
Opening of the first
Ronald McDonald House
in Poland

2021
Opening of the second
Ronald McDonald House 

      Introduction of wooden cutlery
      to all restaurants

           Introduction of the Veggie Burger
           to the offer

                Launch of the EcoHeroes waste       
                collection program

2020
Withdrawing plastic straws,
McFlurry cups, and balloon sticks
from the offer

      Establishing cooperation
      with the Polish paper mill Miklan-Ryza
      and processing used packaging
      into toilet paper

           Joining the group
           of signatories of the Diversity
           Charter

                 Commissioning of the first
                 photovoltaic installation
                 on the restaurant’s roof

                      Beef supplier Adam Warnke
                      joins the Flagship Farms
                     global program

1992
Opening of the first
McDonald’s restaurant
in Poland 

2005
Breakfast option
added to the menu

1994
The first McDrive
in Poland

2014
Introduction of ordering kiosks 

      Introduction of recycling
      bins for used packaging

2019
Adding a meat-free version
of the Drwal Burger to the offer 

      Launch of the work-study program
      in the field of Management in the         
      QSR sector in partnership with the     
      Kozminski University 

2022
Fulfilment of the obligation to use
only eggs from non-cage housing systems

      Opening of the 500th McDonald’s
      restaurant in Wyszków
         
            30th anniversary of the        
            McDonald’s in Poland

                 20th anniversary of the Ronald         
                McDonald House Charities

                      New service –
     Order and pick-up

                             Premiere of the My M
            Rewards loyalty program

C A L E N D A R C A L E N D A R
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Welcome to                  McDonald’s
[ G R I  1 0 2 -1 ]  •  [ G R I  1 0 2 - 2 ]  •  [ G R I  1 0 2 - 3 ]  •  [ G R I  1 0 2 - 4 ]

We are a local global brand system, which at the end of 2021 consisted of over 40,031 restaurants 
in over 119 countries on almost all continents, excluding Antarctica. We have been in Poland for 30 
years, we currently have 31,000 employees and run over 500 restaurants throughout the country. 
Our head office is located in Warsaw. Over 90% of restaurants are currently run by 80 franchisees – 
local, independent entrepreneurs who understand the strategy and values of our organisation. 
Together with the employees, franchisees and suppliers, we build modern restaurants, open to 
all, with excellent service and products that meet our guests’ expectations.

McDonald’s 
restaurants
in Poland

FranczyzobiorcyPoland29 years
in Poland

489
restaurants

27,966
employees

76
franchisees

279m
estimated
number of 
restaurant

guests

179,285
tonnes

of products 
delivered to our 

restaurants

6,500 ha
of total
potato

cultivation
area

1.5 bn
in revenue

Pracownik
Restaurant

What do we do?
We are a modern company, open to changes, off ering 
delicious burgers and coff ee, as well as the best service.

How do we work?
We serve meals in restaurants that are friendly and 
open to everyone. Our combo meals are also avail-
able via McDrive or by delivery thanks to the McDelivery 
service, provided by external operators  Uber Eats, Glovo, 
Pyszne.pl, Stava.

McDonald’s Poland in numbers

Tractor

[ G R I  1 0 2 - 7 ]

27

29

96

12

44

41

20

14

35

10

15

13
11

38

768

pomorskie

kujawsko-pomorskie

mazowieckie

warmińsko-mazurskie

podlaskie

lubelskie

świętokrzyskie

podkarpackie
małopolskie

śląskieopolskie

dolnośląskie

lubuskie wielkopolskie

łódzkie

zachodnio-
pomorskie

*as of December 2021
*as of December 2021

Friends

W E L C O M E  T O  M c D O N A L D ’ SW E L C O M E  T O  M c D O N A L D ’ S
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Cheeseburger Hamburger Big Mac McRoyal

WieśMac McChicken Veggie Burger McWrap

Drwal Burger Burger Maestro
Supreme 

Chicken Burger Br
ea

kf
as

t
Breakfast
McWrap Roll McMuffin McTost

McNuggets Chicken Box Supreme Tenders

McCafé Fries

McFlurry Salad

 [ G R I  1 0 2 - 2 ]
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Our system
[ G R I  1 0 2 - 6 ]

The McDonald’s system around the world – including Poland – is based on three equal pillars.
We commonly call it “a three-legged stool”. These are employees, franchisees and suppliers. 
Thanks to long-term partner cooperation, it is possible to continue developing the system 
dynamically while maintaining the highest standards based on uniform values. Together, we 
make sure that the guest experience is as good as possible.

Franchisees
Nearly 90% of McDonald’s restaurants are owned by local, independent entrepreneurs cooperating with McDonald’s 
under a franchise agreement. McDonald’s is a precursor and leader of the franchise model that appeared in Poland in 
the 1990s. Our franchise is a long-term partnership – you can read about the details in a further dedicated section of the 
report.

Employees
Together with franchisees, in 2021 we employed 27,966 committed people. We make sure to offer them a flexible 
schedule, support in professional development and an atmosphere open to diversity. Our team consists of employees 
of different ages, with varied social roles, coming from different countries. Our oldest employee in 2021 is 85-year-old 
Józef, a restorer at a restaurant in Manufaktura in Łódź. Our youngest employees are 16-year-olds’ whom we employ 
during the summer holidays. Last year, representatives of as many as 24 nationalities were employed in our restau-
rants. At the same time, we understand the need for a stable employment, which is why 100% of our workers have an 
employment contract.

Suppliers
In 2021, we indirectly cooperated with thousands of farmers from all over Poland and directly with over 100 suppliers, 
30 of which are local suppliers. We create long-term business relationships. Some of these relationships go back to the 
early days of the McDonald’s Polska chain – such as in the case of Farm Frites Poland SA and potato farmers. This fruitful 
collaboration has been going on for over 25 years!

Guests
McDonald’s Consumers are people of all ages, origins and food preferences. We have always wanted our guests to think 
of restaurants as friendly places, great for family outings. Our guests are active people looking for good quality food. 
The group that most often consumes meals at McDonald’s in Poland are people aged 18–39.

Official facts
Formally, McDonald’s Polska is a limited liability company based in Warsaw. It is owned by the London-based company 
McD EUROPE LIMITED. We have the status of a large entrepreneur, and we have been operating in Poland since 1991
A year later, we opened our first restaurant. The ownership diagram of McDonald’s Polska is shown in the graphic 
below:

McDonald’s 
Corporation

McDonald’s 
Restaurant 
Operations 

Inc. (US)

McDonald’s 
Global Markets

LLC (US)

McD Europe
Limited (UK)

McDonald’s Polska 
Sp. z o.o. (PL)

[ G R I  1 0 2 -1 8 ]  •  [ G R I  1 0 2 - 2 2 ]  •  [ G R I  1 0 2 - 2 3 ]  •  [ G R I  1 0 2 - 24 ]
[ G R I  1 0 2 - 2 0 ]
McDonald’s Polska is managed by the management 
board appointed by the partner, whose president is 
Adam Pieńkowski. He is responsible for all economic, 
environmental and social issues. Although the articles 
of association enable the functioning of a multi-person 
management board, in practice it consists of one per-
son. We do not have a supervisory board, and the mana-
gement board and shareholders are the only formal 
bodies of the company.

[ G R I  1 0 2 -1 9 ]
As part of the current needs of the company, specific per-
sons are granted powers of attorney, e.g. to appear before 
offices or conclude contracts, and specific powers of 
attorney for persons representing McDonald’s as part of 
their employee duties, e.g. when concluding contracts. 

McDonald’s
Corporation
Since the beginning of McDonald’s Corporation, 
the company has been constantly developing and 
changing to meet the expectations of its commu-
nity and guests. One thing, however, remains con-
stant: the core of the company’s culture has always 
been, and will always be, a commitment to uphol-
ding the key values that define the identity and way 
of doing business.

McDonald’s values come from its founder, 
Ray Kroc. Ray talked about them all the time. He 
never wrote them down, he just lived in harmony 
with them. He knew that in a system where each 
restaurant is unique and important to the local 
community, values would be the glue that would 
hold the organisation together and help guide 
every decision.

Values showed the way when McDonald’s was still 
a small company, inspired in hard times, and kept 
the company humble once it gained success. The 
McDonald’s system around the world was built on 
these values, which at the end of 2021 consisted of 
over 40 thousand restaurants in over 119 countries 
on all continents. About 93% of McDonald’s restau-
rants worldwide are managed by franchisees –
 independent entrepreneurs.

The first McDonald’s restaurant in Poland ope-
rated from 1992 to 2014 in the Sezam Coopera-
tive Shopping Center in the centre of Warsaw. 
The opening of the restaurant was a high-pro-
file event involving 45 thousand guests, which 
included national cultural and political figures, 
such as Agnieszka Osiecka and Jacek Kuroń.

Good practice

[ G R I  1 0 2 - 5 ]

W E L C O M E  T O  M c D O N A L D ’ SW E L C O M E  T O  M c D O N A L D ’ S
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McDonald’s Corporation
We pursue our feed and foster communities mission through initiatives in four main pillars:We are here for you

We serve our guests and employees, listen to their needs and ensure their 
safety.

We care about openness
Everyone should feel at ease in our restaurants and visit us often. The diver-
sity of our teams is McDonald’s strength, which we appreciate every day.

We are honest
We just do what we have to do. We take responsibility for every aspect of our 
business, regardless of the situation.

We work for the community
 We are good neighbours, we care about our communities.

We create a family
We are stronger together, what we have proven more than once. 

Integrity

McDonald’s Values

We want each of our employees not only to know our 
values, but also to know how to act in accordance with 
them on a daily basis. We know that only by putting 
them into practice we can effectively achieve our goal –
to feed and foster communities. We understand this 

goal not only as serving our guests delicious warm meals. 
Our restaurants are part of the local community, we 
know our neighbours and their needs very well. There-
fore, we also want to respond to them and take responsi-
bility for our community.

Our values, purpose
and mission
[ G R I  1 0 2 -1 6 ]

Regardless of the market in which we operate, at McDonald’s we adhere to the same global values. 
They are our foundation and guideline. We believe that by acting in accordance with the values, recog-
nising and appreciating them in others and taking them into account when making decisions, we are 
able to achieve our goal and pursue the mission.

Our mission
Delicious Feel Good Moments Easy For Everyone – it’s more than just delicious products. We want our guests’ 
visits to be unique experiences and a time spent in a pleasant atmosphere.

Food quality and sourcing
We promote quality, safe and sustainable food. We know that the way food is produced, where it comes from, and 
the choices we offer on the menu make a difference to our guests, communities and the environment.

Our communities
Being a good neighbour means supporting your community on a daily basis and in times of crisis. With over 40 
thousand restaurants around the world, we’re uniquely positioned to capitalize on our scale and serve the commu-
nities in which we operate.

Our workers
We create an inclusive work environment open to diversity.

Our planet
We work with franchisees, suppliers and farmers to find innovative ways to reduce emissions and waste, and con-
serve natural resources. We are committed to help protect our planet for our community today and in the future.

W E L C O M E  T O  M c D O N A L D ’ SW E L C O M E  T O  M c D O N A L D ’ S
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We operate in accordance with all statutory obliga-
tions and international standards in the field of tax law. 
McDonald’s Polska tax settlements are made based 
on applicable provisions of the tax and balance sheet 
law. Liability amounts are calculated on the basis of 
relevant regulations and in accordance with actual 
economic events, and are paid within the time limits 
specified in the law.

At our company, we have implemented the follow-
ing:
• a procedure preventing the failure to comply with 

the obligation to provide tax information on MDR 
tax schemes,

• withholding tax settlement procedure,
• VAT and CIT procedures.

In 2021, at McDonald’s Polska, we did not voluntarily 
work with the authorities of the National Revenue 
Administration. We did not undertake any restruc-
turing measures and we did not submit any applica-
tions for a general tax interpretation, interpretation of 
tax law provisions, binding rate information or bind-
ing excise information. Our company also did not 
make settlements with contractors based in coun-
tries using harmful tax competition.

We share knowledge
[ G R I  1 0 2 -1 3 ] 

We are members of many associations and organisations – not only involving entities from the HoReCa 
sector, but also those related to sustainable development, the economy or the labour market:

Our tax
strategy
[GRI 207-1] • [OWN INDICATORS]

Since 2012, we have been included on the lists of the largest Polish corporate income tax payers. In 
2021, we paid PLN 74,858,181.32 in taxes. We also pay VAT. In 2021, it amounted to PLN 504,106,769. 
As the owner of the premises where the restaurants are located, McDonald’s also pays property tax, 
which contributes to the local government budget. In 2021, it was PLN 8,915,054.91.

• Union of HoReCa Entrepreneurs and Employers,
• American Chamber of Commerce (AmCham),
• ASAP Sustainable Agriculture Association,
• Polish Association of Meat Cattle Producers,
• Polish Potato Federation,
• Sustainable Agriculture,
• Union of Entrepreneurs and Employers,
• Platform for Sustainable Beef Farming,
• Planet Heroes,

• Climate Leadership,
• Business Boutique Foundation,
• Digital Dialog Association,
• Diversity HUB,
• Responsible Business Forum,
• Polish Franchise Organization,
• European Franchise Federation,
• World Franchise Council.

McDonald’s is one of the world’s largest beef buy-
ers. We are aware that livestock farming has an 
impact on the environment, so we are doing our 
best to reduce it.

So while we don’t directly own or raise livestock, 
we take our responsibility very seriously to sup-
port the industry in its pursuit of more sustaina-
ble production practices. In Poland, we are one of 
the initiators of the Platform for Sustainable Beef 
Farming.

The Platform’s areas of operation include:
• ensuring sustainable standards of beef 

production that reduce the harmful effects on 
the climate,

• animal welfare,

• limiting the use of antibiotics,

• improving the operating conditions and 
profitability of farms while limiting the 
consumption of natural resources.

Good practice

For 30 years, McDonald’s has been an important part of the Polish 
economic landscape

We are an active member of the Platform for Sustainable Beef 
Farming, which we create together with industry organisations 
and the Ministry of Agriculture and Rural Development.

W E L C O M E  T O  M c D O N A L D ’ SW E L C O M E  T O  M c D O N A L D ’ S
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We act ethically
[ G R I  1 0 2 -1 6 ]  •  [ G R I  1 0 2 -1 7 ]

In all countries in which McDonald’s operates, the company is committed to being ethical and 
complying with all applicable local laws.

Our Code of Professional Ethics for Employees outlines the kind of behaviour we want to promote and the kind 
we will not tolerate. It provides guidance and directs to a variety of knowledge resources to help make deci-
sions. It is an important element of the HR policy, which defines the expected attitudes. Additionally for our con-
tractors we have published the Code of Professional Ethics for McDonald’s suppliers. The Code of Professional 
Ethics deals with the most important ethical issues, incl. duties of management and employees, communica-
tion and marketing, confidentiality of information, human rights, relations with franchisees and suppliers, and 
the prevention of fraud and nepotism.

Good practice

We protect the personal data entrusted to us. The company has implemented and strictly adheres 
to the data protection policy, rules for handling data subjects’ requests and rules for responding to violations. 
Each employee undergoes compulsory training in the field of personal data protection after starting work.
In the event of promotion to a position with wider access to personal data, the scope of the training is adjust-
ed to the scope of duties. McDonald’s office employees undergo regular training once a year.

Good practice

Concern reporting mechanism
[ G R I  1 0 2 -1 7 ]

The Global Anti-Corruption Policy is designed to help 
employees comply with the law and do the right thing. 
Following the text and spirit of anti-corruption laws makes 
McDonald’s a trustworthy business leader.

The policy categorically prohibits the following:
• demanding or accepting bribes, illegal commissions 

or other inappropriate payments,
• proposing or transferring financial benefits, 

irrespective of the monetary value, in order to obtain 
or create an improper advantage,

• offering gifts and incentives to government officials.

In accordance with the provisions of the Anti-Corruption 
Policy, we are obliged to test the credibility of companies 
before starting cooperation and to reliably keep books 
and records required by the regulations.

[ G R I  1 0 2 - 2 5 ]

The Global Compliance department, supported in Poland 
by the Legal Department and the People Department,
is responsible for coordinating activities preventing con-
flicts of interest.

Each employee is obliged to: 
• read the Code of Professional Ethics and the Anti-

Corruption Policy,

• report suspected conflict of interest situations,
• review the Conflict of Interest Disclosure Form 

annually. The employee decides whether he wants 
to fill it out, and he can share his doubts with the 
supervisor, People, Legal or Global Compliance 
departments,

• participate at least once a year in training on conflicts 
of interest and other aspects regulated in the Code of 
Professional Ethics.

[ G R I  2 0 5 -1 ] 
The company’s activity is periodically reviewed. Audits 
are carried out as part of the annual management and 
finance reports. Once every few years there is an inter-
nal corporate audit commissioned by McDonald’s 
Corporation (e.g. Risk Assessment). Audits include 
anti-corruption issues and verify the correctness of 
employee training and supplier selection. The Risk 
Assessment process takes place independently of the 
corporate audit.

We do not tolerate or accept any form of mobbing. Part 
of the work Regulations is the Policy of counteracting 
mobbing, discrimination, violence, harassment, intimida-
tion and exploitation. Any behaviour that violates the 
dignity and equality of employees will never be tolerated, 
and reporting misconduct may not be subject to any con-
sequences.

In 2021, McDonald’s in Poland did not record a single case of corruption. Also, no antitrust 
proceedings have been initiated against us.

[ G R I  2 0 5 - 3 ]

The employee is worried about something or asks a question related to compliance
with the rules of professional ethics.

The employee makes an informed decision or the problem is resolved.

The employee talks to his 
immediate supervisor or 

another representative of 
management.

The employee contacts the Global 
Compliance Office directly: in-person, by 

phone, e-mail, or by post.

The employee calls 
the Professional Ethics 

Hotline (possible 
anonymity).

The supervisor provides 
guidance or contacts the 

Global Compliance Office.

Information is transferred to Global 
Corporate Policy Compliance Offices.

Information is transferred 
to Global Corporate Policy 

Compliance Offices.

W E L C O M E  T O  M c D O N A L D ’ SW E L C O M E  T O  M c D O N A L D ’ S
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Our planet
            McDonald’s is pursuing its climate strategy to minimize its impact on the environment. We are fo-
cused on targeting our activities where a real change is possible.
The current activities of McDonald’s Polska are focused on the further development of the circular 
economy of packaging, covering every stage – from packaging design and selection of appropriate 
raw materials to their recycling. 
The reduction of plastic in 2021 amounted to 835 tonnes and was partially due to the withdrawal of 
plastic straws or McFlurry ice cream packaging. In 2025, 100% of all packaging will come from renew-
able raw materials, from certified sources and recycling. One of the parallel activities completing our 
approach to circular economy is caring for the environment surrounding our restaurants and striving 
to ensure that it is free from packaging waste from our products. That is why, in 2021, we launched the 
EcoHeroes employee collection program. McDonald’s was the first company to set a science-based 
target to significantly reduce greenhouse gas (GHG) emissions. By 2030, together with franchisees 
and in cooperation with local entities, we will reduce gas emissions by 36% from offices and restau-
rants. This means we are teaming up with local units and franchisees to achieve this goal.

Support for local communities 
McDonald’s restaurants create an ecosystem that has a real impact on improving the life of local 
communities. McDonald’s is a restaurant chain managed in 90% by local, independent entrepre-
neurs. The restaurants not only serve tasty food, but also employ people from the neighbourhood, 
and the owners are actively involved in the life of the local community. They organise language 
competitions for Kashubian youth, basketball tournaments for children in Polkowice, support an 
the children’s home in Bytom and support local cultural institutions. Because McDonald’s restau-
rants have been part of the local community for years, they understand its needs well and thus can 
positively influence exactly those areas that are important. Many McDonald’s restaurants provide 
information on local initiatives.

The 4 Pillars 
of McDonald’s Impact
McDonald’s is more than a place with delicious burgers, perfect fries or tasty coffee. Each of our 
restaurants is also part of the local community – it inspires us, and we try to inspire it. Looking 
ahead, we believe our brand can have an even greater impact on the world by focusing efforts in 
four key areas that matter most to our communities:

Direct economic value of McDonald’s Polska

2021

Revenues PLN 1,585 259 k

Operating costs PLN 1,223,695 k 

Salaries  PLN 177,693 k

Dividends (UK entity) PLN 40,000 k 

CIT PLN 77,338 k 

Contributions transferred to PPK (Employee Capital Plan) PLN 2,761 k 

Amount of co-financing from PFRON (The State Fund for Rehabilitation of Disabled 
People) PLN 3,117 k

Co-financing amount from the Provincial Labour Office (COVID-19) PLN 374 k 

Amount of social security contributions PLN 67,064 k

Amount of PIT tax for employees PLN 11,581 k

Farmer

Pracownik

Food quality and sources of raw materials
McDonald’s responsibly sources the highest quality ingredients, focusing on cooperation with local 
suppliers. We focus on the sustainable sourcing of products, paying attention to where the greatest 
potential for positive change lies. We strive to source products locally and invest in sustainable devel-
opment together with our suppliers. The remaining ingredients, such as palm oil and coffee, come 
from highly certified sources.

Work, development, diversity
We provide equal opportunities and chances for development to all our employees. At McDon-
ald’s, we believe in the power of diversity to make us better as a community, brand and place. 
Drawing from its strength, we develop creativity, broaden our horizons, learn faster, and have 
more energy to act. We follow the principle that everyone is welcome in our restaurants – this 
applies to both our employees and guests. We create conditions in which everyone feels com-
fortable and everyone can be themselves. We do not tolerate disrespect and discrimination. 
We do everything to have an uncompromising positive impact on the environment in which we 
operate.

[ G R I  2 0 1 -1 ]  •  [ G R I  2 0 1 - 3 ]  •  [ G R I  2 0 1 - 4 ]
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Our guests loved the 2021 campaign involving Mata, a popular Polish rapper. He was the first Polish artist to be 
invited by McDonald’s Polska to create his own combo meal. It is also the young rapper’s first partnership of this 
type and first time representing a brand.
As part of the limited-time OkazYEAH! offer, the menu offered a meal named after Mata.
It launched on 18 October via the mobile app and included a triple cheeseburger, Vanilla Matcha Latte and 
medium fries.

At McDonald’s, we wanted to link the emotional bond that young people feel with the artist with our brand. 
It worked – Mata did it in a way that was authentic and was the voice of the generation we tried to reach 
with our campaign.

Experts from the advertising industry in Poland assessed it as one of the most interesting campaigns, while the 
success of McDonald’s and the participation of Mata in the campaign itself was mentioned in numerous media 
outlets – both traditional and social media. However, it was not without controversy. Some viewers objected to 
the fact that the artist, who had such a big influence on young people, was advertising high-calorie food.

The Famous Orders concept is a proven marketing format in McDonald’s global system, which is successful 
all over the world thanks to partnerships with such celebrities as the American rapper Travis Scott and Aitana 
in Spain.

Good practiceThe guests come first
We estimate that in 2021 our restaurants in Poland were visited by 279 million guests. 
We want each visit in McDonald’s to be unique. That is why the opinions of people who visit 
our restaurants are so important to us. In 2021, the satisfaction survey was completed 395 
times on average in every restaurant across the country.

79% of the guests would recommend us to friends or family

94% of the guests said they would definitely or most likely return to McDonald’s restaurants

96% of restaurant guests were satisfied or very satisfied with their visit

30 new restaurants 11 restaurants with new fries frying 
equipment

38 new production lines that produce 
up to half as many burgers

5 restaurants with new equipment for 
frying chicken

4 
restaurants with a completely new 
interior in the dining room and 
kitchen, new exterior design 4 

franchise restaurants with photovoltaic 
panels providing 15% of the annual energy 
demand

21 restaurants with a bigger grill

10 restaurants with a bigger kitchen

78% of people were satisfied with the way we maintain cleanliness in restaurants
and counteract COVID-19

80% of the guests were satisfied with the quality of the meal and beverages served

81% of people appreciate the friendliness of the restaurant staff

80% of guests assessed the service time at the restaurant as satisfactory

Investment in infrastructure in 2021:

* The study concerns McDonald’s restaurants in Poland in 2021.

O U R  I M P A C TO U R  I M P A C T
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In 2021, we also started testing new solutions in dining 
rooms. We tested new methods of ordering and the Order 
and Collect concept. The order area now has a new con-
cept cash recycler – GotówkoMak, which enables cash 
payments. Conclusions and research results based on 
consumer experiences will be the basis for introducing 

uniform changes to all restaurants in the near future. We 
want to offer interesting, modern and accessible interiors 
with more seating, and a modernized McCafé area. The 
changes will also benefit employees – break areas will be 
redesigned, and staff locker rooms will be improved.

We respond to changes in society with changes at McDon-
ald’s. In order to meet the growing expectations of our 
guests, in 2021 we started a very ambitious investment 
program in all existing restaurants. The goal is to in-
crease the efficiency of service and production, which 
are two pillars of our business, and which, apart from 
cleanliness and safety, have a very large impact on guest 
satisfaction and brand perception. The investments are 
already visible to guests’ using, for example, the McDrive 
line. At the end of 2021, it was possible to order your fa-
vourite products through McDrive double lines in over 
100 restaurants. Two ordering points mean twice as many 

cars served, and from the guests’ perspective it makes 
getting your order faster. Within the year, the number 
of restaurants with a double McDrive had doubled. The 
second convenience is table service, which affects the 
quality of service.

Each of our investments does not only provide a better 
guest experience but also new jobs. Double McDrive 
lines or more efficient production lines mean the need to 
employ additional people in restaurants, which directly 
translates into employment growth, often in small local 
communities.

McDelivery is becoming more and more popular, which is why we increased our delivery services in nine of 
our restaurants in 2021. We also focus on delivery logistics and facilitating the work of our teams at statio-
nary points. Thanks to these changes couriers can conveniently pick up orders without interfering with the 
smooth service of guests in the restaurant.

Good practice

How technology helps us
McDonald’s – like the rest of the world – is moving towards digitization. In 2014, we introduced kiosks, i.e. free-standing 
touch screens for self-ordering, which facilitate traffic on premises. 

Changes in our restaurants cost about PLN 53 million in 2021.

Our 
stakeholders
[ G R I  1 0 2 - 2 1 ]  •  [ G R I  1 0 2 - 4 0 ]  •  [ G R I  1 0 2 - 4 2 ]  •  [ G R I  1 0 2 - 4 3 ]

At McDonald’s, we want to know how we impact our stakeholders. Therefore, in 2021, we con-
ducted a study on the impact of our organisation, to which we invited representatives of 15 key 
stakeholder groups, including employees, business partners, visitors, media, non-governmental 
organisations and local administration. We chose the groups and their representatives together 
with the employees of individual departments – the main selection criterion was the frequency of 
contact and the impact on everyday work, as well as the impact that McDonald’s Polska may have 
on their activities through decisions made. We conducted this process with an external company 
during one-day workshops.

329 people representing almost all identified groups 
replied to the questionnaire sent to the stakeholders. 
Analysis of the responses allowed us to define 19 the most 
important topics that make up the significance matrix.

[ G R I  1 0 2 - 3 1 ] 

The review of economic, environmental and social 
topics takes place once a month at a meeting attend-
ed by department heads and the president. Before 
the meeting, each director prepares a presentation 
summarizing the given month.

The most important areas according to stakeholders 
are: 
• certified and sustainable raw materials,

• sustainable agriculture,

• waste management and counteracting food waste,

• respect for human rights,

• development and care for employees,

• food quality.

[ G R I  1 0 2 - 4 4 ]
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Franchisees
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Environmental organisations

Farmers

Suppliers and subcontractors

Public administration

Goverment administration

Industry organisations

Non-governmental 
organisations

Media

Market environment

Social organisations
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An approach to engaging key stakeholders
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Global goals 
in a local version
At McDonald’s Polska, we support the global goals of McDonald’s Corporation.

Objective Poland 2021 Achieving Goals
Globally 2021

Poland 2022–2025
(plans)

Responsible 
sourcing of 
products

• 100% certified • 98% of responsibly
sourced products

• Implementation of the 
strategy and goals, 
measurement of 
effectiveness and proposition 
of possible changes 

Sustainable
beef

• Preparation of a 
methodology for the 
implementation of carbon 
neutrality on cattle farms

• Activities of the Sustainable 
Beef Farming Platform

• Cooperation with a flagship 
partner in Poland

• Objective 1: Accelerating the 
development of the industry 
by 100%

• Objective 2: Sharing 
knowledge and tools in 100% 

• Objective 3: Promotion of 
flagship farmers in 100% 

• Objective 4: Pioneering new 
practices in 100% 

• Objective 5: Forest 
Conservation, 99.4% of beef 
sourced for McDonald’s 
supported deforestation-free 
supply chains

• Zero-emission beef 
production 2024+

Soybeans – 
chicken feed

• Not applicable • 100% soybean feed 
supported deforestation-
-free supply chains around 
the world

• Not applicable

Fish • No fish on the menu • 98.7% of fish come from 
sustainable sources 

• If fish are introduced into the 
menu, they will come from 
sustainable sources

Coffee • 100% of the coffee sold at 
McCafé comes from Brazil, 
Honduras and Peru

• Supplier – UCC group

• Certified by the Rainforest 
Alliance

• 98.1% of ground and whole 
grain coffee was sourced 
sustainably in 2021

• 98.3% of ground and whole 
grain coffee supported 
deforestation-free supply 
chains

• To be continued

Objective Poland 2021 Achieving Goals
Globally 2021

Poland 2022–2025
(plans)

Fibres, 
structure
of packages

• 70% percent of the paper 
fibres are recovered from 
recycling

• 13 different packages in the 
McDonald’s Polska chain are 
recycled

• 99.6% of our virgin fibre 
packaging is recycled 
or comes from certified 
sources

• Improving circular economy 
activities 

Palm oil • Not used for frying

• Palm oil as an ingredient is 
RSPO-certified

• 100% of palm oil suppliers 
supported a deforestation-
-free supply chain and 
sustainable palm oil 
production

• To be continued

Forest 
protection

• Not applicable  • 99.6% of suppliers of beef, 
chicken, palm oil, coffee 
and main fibre used for 
packaging supported a 
deforestation-free supply 
chain in 2020

• Ongoing: working to 
eradicate complete 
deforestation from global 
supply chains

• Not applicable, but we plan 
to expand forest protection 
activities under the 
“sustainable beef” goal

Pro-climate 
activities

• 70% of climate activities 
focus on: green energy, 
energy efficiency and 
a monitoring system

• Further steps towards zero-
-emission farms

• Encouraging suppliers and 
franchisees to implement 
climate protection 
programs

• Reducing water 
consumption in restaurants

• Solar panels, windmills, 
green restaurants, green 
offices – installed in newly 
built restaurants

• Ongoing: 8.5% reduction 
in absolute emissions from 
restaurants and offices

• 6.5% reduction in emission 
intensity in the supply chain

• Car charging stations, green 
buildings (panels, windmills)

O U R  I M P A C TO U R  I M P A C T
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Objective Poland 2021 Achieving Goals
Globally 2021

Poland 2022–2025
(plans)

Packaging
and waste

• Recycling and closed 
circuit in  100% 

• Cooperation with Miklan-
-Ryza dealing with the 
recovery of paper fibres 
from waste paper. 100% 
of McDonald’s restaurants 
use paper towels and 
cleaning cloths made from 
recycled packaging

• Ongoing: 80% of packaging 
comes from renewable, 
recycled or from certified 
sources

• Continuation and 
improvement of recycling

• Implementation of the 
plastics restriction map

• Improving the closed loop

• Development of new 
technologies and devices 
for treating wastewater 
from restaurants

Product
quality 

• Standard product offer 
and promotional products 
(Limited Time Offers) are in 
the process of establishing 
compliance with Global 
Food Charter Ingredient 
Requirements with 
Nutrition Considerations

• Ongoing: eliminate HPCIA • By the end of 2022, all 
products included in the 
Happy Meal offer will be 
free of artificial flavours 
and artificial colours

• The aim is to minimise the 
presence of allergens in 
the product

• By the end of 2022 
according to the 
assumptions of the global 
commitment, ≥50% of 
possible combinations of 
children’s meals presented 
in the menu will contain 
a maximum of:

a) 600 kcal,

b) 10% of kcal derived from 
saturated fatty acids,

c) 650 mg of sodium,

d) 10% of kcal from added 
sugar.

• Elimination of HPCIA

Agile organisation
We are a large company, but we remain an agile organisation at all times. McDonald’s can only 
thrive for the benefit of visitors and employees if it maintains the ability to make quick decisions, 
a controlled space for risk, and is open to new ideas and innovation. We know that using the full 
potential of our company is possible only when efficient and frequent feedback and effective 
communication – both horizontal and vertical – become the norm.

In 2021, we established an OTF (Opportunity Task 
Force)  group consisting of talented employees in various 
positions. The aim of the team was to make use of the cri-
sis caused by the pandemic in the world in accordance 
with the principle – in every crisis there is a chance for 
development. The starting point was to address problems 
that require agility in the decisions made where a quick 
change is necessary. The team worked on solutions for 
a specific problem in a way that would benefit the entire 
McDonald’s Polska system. The basis for its effective-
ness was trust and leadership – a pillar that influences the 
involvement of people, taking responsibility for goals and 
results, the quality of relationships and the atmosphere 
of joint work. From the point of view of the problem such 
an approach allows for an agile addressing of various 
scenarios of solutions, while for us it is the basis for build-
ing the effectiveness of activities and sustainable, com-
mitted teams.

The OTF team developed two flagship projects: 
McRevolutions and New Restaurant Formats, with an 

aim to improve the service of guests in previously less 
accessible places, e.g. tourist destinations with a limited 
menu.

In 2021 the OTF team developed a solution for one of the 
restaurants as part of the McRevolutions. The restaurant 
was identified as a place with untapped business poten-
tial. Specialists analysed the opportunities and risks asso-
ciated with the location, examined the needs of the local 
community and reviewed the procedures implemented at 
the restaurant. The problems that were addressed were 
related to the infrastructure of the restaurant’s location 
and the difficult exit from the route, the lack of effective 
use of local media or the conclusion that the restaurant is 
not a clear element of the local community. The effect of 
several months of work was to improve the functioning of 
the restaurant – both in terms of operational and human 
resources. Online reviews improved, the results of the 
employee satisfaction survey have improved, customer 
service time was sped up, and the restaurant has become 
a more visible element of the local community.

The works of the OTF project team, completed in August 2021, allowed for the development 
of an action plan aimed at improving the cooperation model for the entire McDonald’s Polska 
system. Two project teams were launched: Digitization and EcoHeroes, both in accordance with 
the Agile methodology (agile management), in particular by adapting the Scrum framework 
defining the division of responsibilities/roles, events and tools visualizing the work.

O U R  I M P A C TO U R  I M P A C T
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Quality and taste  
without compromise
We promise our guests the quality and safety of our products and we have been keeping this pro-
mise for 30 years. The comprehensive approach in this matter distinguishes us not only in Poland 
and is a benchmark for the industry, creating standards for the entire gastronomy market.

Verification of food safety and product quality rules is 
a continuous process that takes place in our restaurants. 
Each McDonald’s employee is authorised to respond to 
any deviations, and can submit their comments to shift 
managers at the restaurant. The operational depart-
ment, i.e. restaurant managers, consultants, operational 
managers, the ATCQ team and the quality assurance 
department monitor quality on an ongoing basis during 
daily work, control visits and evaluation of the finished 
product. 100% of products and services go through the 
verification of strictly defined rules of food safety and 
product quality.

Food safety and quality assessment is verified on two 
levels, through internal and external audits. Verifica-
tion through a specialized food safety audit conducted 
by a qualified third party has been recognised as an 
industry best practice and was introduced to McDon-
ald’s Polska in 2021. These audits are unannounced 
and carried out annually at each restaurant. They are 
also aimed at training employees, which leads to the 
continuous improvement of knowledge in the field of 
food safety standards.

In addition, McDonald’s operations department con-
ducts announced internal audits annually. Strength-
ening the best practices of external audits in addition 
to internal audits is a natural step in reducing risk, 
strengthening the culture of food safety and protec-
ting our consumers and brand.

The operational department staff also conducts diagno-
stic support visits, which include the assessment of food 
safety and quality. These visits take place as part of the 
PACE – Performance and Customer Excellence program, 
which is focused on the individual needs of each restau-
rant. Visits may or may not be announced. On the basis of 
the collected results and observations, individual restau-
rants prepare a plan of corrective actions.

All employees are trained in food safety issues. The training programs are carried out and supplement-
ed with the promotion to the next position. New McDonald’s restaurant employees take part in an 
online training, and then, together with the instructor, discuss the issues learned. Instructors take 
part in additional training on the monitoring of food safety procedures. Each of these training pro-
grams ends with a test. The test report for employees is included in the personnel file, for the instruc-
tors it is placed in the training file. Shift managers take part in additional training on the correct imple-
mentation and control of food safety procedures. Knowledge and skills are verified every 6 months.

Restaurant managers, franchisees, operational coordinators of franchise organizations, and McDon-
ald’s operational consultants participate in regular online training on food safety procedures – Serve 
Safe. The confirmation of completion is a certificate valid for 5 years.

Any changes to safety procedures are a planned process, preceded by learning about the needs of the 
restaurants and consumers. The overriding priority is to eliminate all risks to guests and products. The 
purpose of the change and benefits are agreed, and then the developed solution is tested in selected 
model restaurants, with the support of the employees of the operational and quality department. On 
the basis of the analysis of test results, as well as support and monitoring visits, training material is 
prepared for the restaurant. All changes in procedures and new initiatives are verified during the visits 
of the operational department staff and on an ongoing basis by the franchisee coordinators and the 
franchisees themselves.

Good practice

Portal
A global management tool 
that focuses on results 
and insights to support 
organisational growth.

Process
The type and structure 
of “tailor-made” visits 
adjusted to the individual 
needs of the restaurant 
and organisation.

People
Consultative excellence 
in measuring, diagnosing, 
and improving 
organisational 
performance.

[ G R I  41 7 -1 ]
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We also inform our guests clearly and understandably 
about product ingredients, nutritional values and aller-
gens. Ingredient information is available at the restau-
rant on request (on sheets printed on site). The table 
of allergens and nutritional values can be found on the 

back of the paper sheets placed on the trays, on the 
website, in the mobile and delivery application, in the 
kiosk, and in a printed form displayed in the restaurant 
on the guest’s request.

The quality of McDonald’s offer is not only based on the 
origin of the products, but also on creating a menu that 
meets the needs of consumers. McDonald’s constantly 
analyses them and, based on the data, updates its offer.

It also means matching the menu to consumers’ wallets. 
In restaurants there is an affordable offer, e.g. 2forU de-
signed for our younger guests, but also the Premium offer –
Maestro burgers. McDonald’s is also working on a meat-
less offer for consumers.

In 2022, another new product was added to the menu – 
the Veggie McWrap. Restaurant guests are also looking 
for spicier flavours, which is why a new product with 
a distinctive spicy taste was recently introduced to 
McDonald’s.

Compliance with standards has allowed McDonald’s to 
build a competitive advantage among both guests and 
suppliers. The latter value transparency, sharing know-
ledge, disseminating information on new solutions, 
developed practices and support based on partnerships. 
McDonald’s shares its standards and solutions in such 
places as the Global Food Safety Initiative forum.

How technology helps us
We carry out remote visits to check compliance with 
safety procedures and standards, thanks to which we can 
conduct audits even in such unpredictable conditions 
as, for example, the lockdown during the COVID-19 
pandemic.

Ensuring quality meals for our youngest guests McDonald’s has made a number of commitments under such 
initiatives as the EU Pledge Nutrition Criteria or Global Happy Meal Goals. As a company, we are implementing 
changes aimed at providing a balanced meal, reducing sugar and salt content, as well as eliminating artificial 
colours and flavours. Where possible, we are working on reducing artificial preservatives without compromis-
ing the safety, taste or quality of our food. We are transparent about nutritional information. The children’s 
meals include portions of vegetables and fruit.

Good practice

According to the assumptions of the global com-
mitment, by the end of 2022 over 50% of possible 
combinations of children’s meals presented in 
the menu in restaurants, on the screens of order 
kiosks, on the website, and in mobile application 
will contain a maximum of:

• 600 kcal,
• 10% of calories from saturated fatty acids,
• 650 mg of sodium,
• 10% of calories from added sugar,

McDonald’s in Poland, in promoting children meals responsibly, uses an option that is more stringent.

In contrast, the requirements of the EU Pledge 
Nutrition Criteria call for the promoted children’s 
meals to provide a maximum of:

• 510 kcal,
• 10% of kcal from saturated fatty acids,
• 660 mg of sodium,
• 18 g of total sugar.

Magdalena Zychnowska
quality assurance consultant, McDonald’s Polska

Safety and quality are not only a matter of health, they are also a matter of taste. Full control over the method of pro-
duction, transport, storage and preparation of meals is a guarantee for guests that at McDonald’s they will always get 

what they want – a safe meal in a favourite flavour. We carry out scheduled and unannounced visits in restaurant, production 
plants and distribution centres. We check both raw materials and finished products. All this information enables us to contin-
uously improve our food safety culture. This is the path that we have been following in McDonald’s Polska for 30 years’ 
and from which we will never deviate. We don’t make compromises when it comes to quality.
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McDonald’s also implements the Supplier Quality 
Management System (SQMS). This system specifies 
comprehensive quality and safety requirements for 
suppliers, as well as enables precise determination of 
the origin of the used products and their full charac-
teristics at each stage of production. Verification of 
compliance with these requirements is performed by 
qualified external companies.

Audits are carried out once a year and include the fol-
lowing areas:
• quality management system,
• responsibility of management,
• crisis management,
• basic requirements,
• food safety system,
• product requirements,
• verification and continuous improvement.

Supplier Quality Management System (SQMS)

McDonald’s Corporation
It all starts with our brand promise: Make Delicious, Feel-Good Moments Easy For Everyone.
Our guests are at the heart of everything we do, and our food is what defines us. We always listen to our guests 
and learn from them at every step.

Therefore, in 2018 McDonald’s announced a commitment to:

Happy Meal – by the end of 2022, all Happy Meal products will be free of artificial fla- 
vours and artificial colours. Where possible, we are working to reduce the presence of 
artificial preservatives without affecting the safety, taste and quality of food.

This commitment has already been fulfilled and confirmed in 2021 by an audit carried out by the Key 
Bridge company.

The product offer – all products included in the standard offer, McDonald’s flagship 
products (e.g. Big Mac burger) and promotional products (LTO - Limited Time Offers) 
will be compliant with McDonald’s Global Food Charter Ingredient Requirements with 
Nutrition Considerations. This document provides detailed information on ingredients 
that may not be present in the products included in the offer, as well as a list of ingre-
dients that should be minimised in the product (e.g. artificial preservatives, allergens). 
Wherever possible, we strive to minimise the presence of allergens in the product, as 
well as those that are the source of cross-contamination, both on the supplier’s side 
and at the restaurant level.

Every McDonald’s restaurant and supplier adheres 
to the following standards:

The Hazard and Critical Control Point (HACCP) analysis 
is a system that was created to ensure the safety and 
quality of food at every stage of its production. One of 
its main principles is self-control, carried out in accor-
dance with the applicable regulations. The company has 
completed the process of switching to a digital form of 
the HACCP system, which allows for real-time verifica-
tion and analysis of critical points of food safety (inclu-
ding temperature monitoring in freezers, cold stores 
and cooling showcases). Thanks to analysing individual 
indicators, restaurants take actions that allow to correct 
the potentially detected deviations. The digital system 
ensures a very high standard of food safety control (so 
far, measurements were carried out manually at speci-

fic times during the day) and introduces facilitations for 
employees. Some measurements still require employee 
action, such as measuring the internal temperature of 
the meat. However, the temperature indicated by the 
probe is automatically sent to the system.

The Digital Food Safety system allows you to eliminate 
potential human errors. The HACCP in a digital version is  
a global McDonald’s project. In Poland, the system is being 
introduced in a comprehensive form, i.e. it includes both 
measurements performed by employees and contin- 
uous temperature monitoring in warehouses and other 
refrigeration devices.

Hazard and Critical Control Point (HACCP) analysis

The Global GAP standard is a collection of good agricul-
tural and production practices for suppliers. It includes, 
among others’ food safety and traceability, correct use of 
plant protection products, fertilization, cultivation tech-
niques, irrigation, waste management, safety and well-
-being of workers, and environmental safety. Global GAP 

and McDonald’s Good Agricultural Practices are part of the 
Global GAP Plus standard, which allows us to constantly 
improve the level of food safety in our system. These pro-
grams provide standardized requirements for every agri-
cultural producer involved in supplying fresh vegetables to 
McDonald’s.

Global GAP Plus standard

In addition to the quality of products and food safety, 
we also care about the people who produce them. This 
commitment is fulfilled through the SWA program, 
which is a set of global standards for people employed 

in the company’s value chain. The program is designed 
to treat all people fairly and to ensure a safe and healthy 
work environment.

SWA (Supplier Workplace Accountability) – Responsibility of the supplier in the workplace

Every McDonald’s restaurant in Poland is a subject to  
periodic quality checks at the point of sale (Across The 
Counter Quality – ATCQ). The aim is to check the quality 
of finished products and semi-finished products. A con-
trol visit to a restaurant takes several hours. During this 
time, the restaurant management and ATCQ representa-

tive analyse all processes and standards, from the deli-
very of raw materials to the release of the finished pro-
duct to the guests. The program helps restaurant staffs 
identify and solve problems, and also share information 
regarding the quality of the delivered products with indi-
vidual raw material suppliers.

Across The Counter Quality (ATCQ) Assurance Program
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Our suppliers
We have been developing McDonald’s in Poland for 30 years and we are convinced that we are going 
in the right direction. We have invited to work with us dozens of Polish suppliers and thousands of 
farmers from all over Poland.

We want to work with our partners for decades, not just sin-
gle years or seasons – some of them we have been working 
with from the very beginning of our presence in Poland. Our 
business is based on honest and trustworthy relationships 
and we expect the same from suppliers.

In 2021, we cooperated with 127 suppliers in Poland. 49 com-
panies are global suppliers, i.e. approved by the McDonald’s 
system and managed by dedicated Global Supply Chain 
departments that meet a number of additional requirements, 
operating in many markets.

48 suppliers are regional suppliers operating in many mar-
kets in Europe. 30 companies are local suppliers, cooperating 
with McDonald’s on the Polish market. In 2021, over 178,000 
tonnes of products were delivered to the restaurants, and the 
total turnover with suppliers amounted to over PLN 1.5 billion, 
of which 48.5% went to companies from Poland (with foreign 
capital).

The transport of goods for McDonald’s is handled 
by HAVI Logistic (formerly Logpol), which started 
operating in Poland in 1992 with the first McDon-
ald’s restaurant. Its distribution centres are loca-
ted in Warsaw, near Poznań, Tychy and Gdańsk. 
We can maintain high quality of our products by 
monitoring temperatures in vehicles with freezers 
and cold stores throughout the entire supply 
chain, from the manufacturer to the restaurant.

Good practice

6,500 ha
of land in Poland

is used for the cultivation
of potatoes

for McDonald’s Polska

Approx. 78,000
farms cooperate with
a company supplying

beef to McDonald’s Polska

Approx. 5 ha
this is the size of the fields 

for growing tomatoes that are 
used in products at McDonald’s 

restaurants in Poland

Approx. 470 ha
of field is occupied

by lettuce supplied to 
McDonald’s restaurants

in Poland

Approx. 50 ha
make the area of 

Polish apple orchards, 
which supply apples 

to McDonald’s Polska 
restaurants

3,500 ha
is the area of Polish fields for 

growing wheat used to produce 
buns and tortillas for McDonald’s 

restaurants in Poland

Countries in which our suppliers had their 
headquarters in 2021:

Austria 2

Belgium 4

Denmark 1

Estonia 1

France 7

Spain 2

Ireland 6

Malta 1

The Netherlands 15

Germany 23

Poland 61

Portugal 1

Czech Republic 1

Russia 1

Romania 2

Slovenia 1

Switzerland 1

Taiwan 1

Turkey 2

Hungary 5

Great Britain 9

Italy 8
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We believe in joint development, and for three decades 
we have proved that along with the development of our 
network, our partner suppliers also grow. We cooper-
ate with local entrepreneurs, who, in addition to food 
products, provide packaging, transport services or 
run logistics centres. For 30 years we have built a very 
stable supply chain based on long-term partnership 
cooperation with companies located in Poland. We 
develop together, introduce innovative solutions and 
raise standards. More than once, it required the improve-
ment of production and operational processes used by 
our local suppliers so that they meet the quality stan-
dards of McDonald’s globally. 

Where possible, at McDonald’s we select local, national 
suppliers. It is they who provide many ingredients for 
products from the network’s offer – for example fries 
from potatoes grown in Poland, vegetables, beef or eggs. 
McDonald’s is a global brand. but our business is based 
on locality. Our priority is quality, respect for Polish food, 
trust in the producer and promotion of domestic pro-
ducts on foreign markets.

Many of our suppliers from local companies developed 
alongside us and today they supply products to the restau-
rants also abroad. 

• Our burger buns are baked in Strzegom and Micha-
łów-Reginów. Aryzta bakes 400 million hamburger 
buns and about 55 million tortillas annually, which 
are then consumed on the Polish, Lithuanian, Latvian, 
Estonian, Czech, Slovak, Finnish, Slovenian and Geor-
gian markets. 

• We use only cage-free eggs, obtained from Ovovita 
A. Kurasik – Rzgów. In 2021, we introduced pasteur-
ized eggs, which thanks to a special treatment are sal-
monella-free and microbiologically safe.

Products of Polish origin are delivered and served in the McDonald’s system on other European markets, such as:

McDonald’s fries are so long because they are made from specially selected varieties of potatoes, which are 
characterized by oblong, oval tubers.

Good practice

These days the Big Mac available in Polish 
restaurants is made of products supplied 
by local suppliers: beef producer from the 
Ostróda area, buns are from Michałów-Regi-
nów and Strzegom, lettuce from Niepruszewo 
near Poznań and Legnica, and the sauce from 
Warsaw. This wasn’t always the case, however. 
When McDonald’s opened its first restaurant 
in Poland in 1992, most of the products used to 
prepare meals were imported. 

Good practice

Czech Republic, 
Estonia, Finland, 
Georgia, Lithuania, 
Latvia, Slovakia, 
Slovenia

Belarus, Bulgaria, 
Czech Republic, 
Estonia, Georgia, 
Lithuania, Latvia, 
Serbia, Slovakia, 
Ukraine

Czechia, 
Germany, 
Slovakia, 
Sweden, 
Ukraine

GermanyCroatia, Czech 
Republic, Estonia, 
Finland, Lithuania, 
Latvia, Slovakia, 
Slovenia, Sweden, 
Hungary
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Terms of cooperation with McDonald’s

What Infl uences McDonald’s Supplier Selection:
•  quality and safety,
• price,
• delivery time and guarantee of continuity of deliveries,
• functionality,
• technical parameters,
• compliance by the supplier with the principles of 

social responsibility,
• a quality management system implemented,
• SQMS and SWA certifi cation,
• the scope of the supplier’s impact on the natural 

environmental. 

At McDonald’s in Poland, we conduct our business in 
strict accordance with McDonald’s fundamental values 
and we expect our suppliers to respect and promote 
these values as well.

We follow the McDonald’s Code of Conduct for Sup-
pliers, in which we outline the key requirements that 
suppliers must meet in order to cooperate with our 
organisation. These include:
•  human rights,
• freedom of association,
• appropriate employment rules,
• prohibition of discrimination,
• responsibility for environmental impact, compliance 

with the law and anti-corruption.

Standards required from suppliers:
•  Supplier Quality Management System (SQMS). Global 

GAP Plus standard,
• SWA (Supplier Workplace Accountability) program,
• Animal Health and Welfare Audit.

Local suppliers are subject to periodic assessment and verifi cation of the terms of cooperation. If the results 
of the assessment are negative, the purchasing department director is notifi ed and – in the absence of diff er-
ent decisions – we create a cooperation improvement plan together with the supplier. Periodic verifi cation of 
the terms of cooperation is carried out at least every 3 years with all suppliers.

Good practice

We made a video 
about how our 
fries are made.
You can view it 
here: 

https://youtu.be/4YXb1Z_uADo

More online

Recipe for success – fries
Fries available in every McDonald’s restaurant in Poland are made of specially selected potato 
varieties, i.e. Innovator and Ludmilla. They are cultivated on 6.5 hectares of Polish fields, mostly in 
the north of the country. Before they are fried in a restaurant and consumed by our guests, they 
are first produced by a company from Lębork – Farm Frites Poland SA.

• fi eld selection – thorough examination of soil parameters,

• fertilization using GPS and precise application of 
appropriate nutrients,

• planting potatoes with the use of satellite navigation,

• plantation protection – exactly on time and an adequate 
dose of plant protection products, thanks to the use of a 
special computer system,

• plantation monitoring – in order to react on time and 
adequately to the needs, potato fi elds are equipped 
with sensors for measuring soil moisture. The data are 
transferred to a computer decision support system, which 
additionally checks the weather forecast and proposes the 
best time to start and the intensity of watering,

• harvesting – supervised combine operation and loading 
conditions,

• storage – the climate of the storage room is controlled 
automatically,

• shipment to Farm Frites Poland SA in Lębork, where 
potatoes are selected, washed and peeled using steam, 
which preserves valuable nutritional values,

• cutting into strips using water knives and blanching,

• drying and initial frying in vegetable oil,

• freezing and packaging control,

• transport in appropriate conditions to McDonald’s 
restaurants all over Poland and on 11 European markets,

• frying in vegetable oil in a McDonald’s restaurant,

• delicious fries are consumed by our guests.

In 2021, more than 28,000 tonnes of 
French fries were produced for the needs 
of McDonald’s restaurants in Poland. 
Field cultivation and processing at the 
Farm Frites Poland SA plant occurs in 
accordance with the best agricultural 
practices, which guarantee not only the 
excellent quality of the product, but also 
the maximum protection of natural re-
sources.

Within an hour, Farm Frites Poland SA 
produces 369 kilometres of fries. This 
means that fries produced in 109 hours, 
placed one after the other, could circle 
the entire Earth.

[ G R I  1 0 2 - 9 ]
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A recipe for success – burgers
The beef from which burgers are made in McDonald’s restaurants in Poland comes from our supplier – OSI Food Solu-
tions, which works with thousands of Polish breeders. Together with this company, we have developed the CULTIVATE 
standard for sustainable beef, which assumes the use of the best breeding and animal welfare practices, limiting anti-
biotics or operating in a way that minimizes the impact on the environment while maintaining the highest standards of 
health and safety and ensuring the profitability of farms. By the end of 2021, we had audited 23,000 livestock farms.

A recipe for success – vegetables
35 kg of iceberg lettuce delivered 20 years ago began the partnership between the Polish company Green Factory and 
McDonald’s in Poland. Today, 6 days a week, more than 20 tonnes of vegetables are delivered to our restaurants, and 
since 2019 Green Factory is officially the Global Vegetable Supplier to McDonald’s. The company has transformed itself 
from a family-run, local business into a national leader in its category. All production takes place in five plants with a total 
area of 19,000 sq. m. The company’s customers are the largest retail chains in Poland, as well as the traditional market 
and HoReCa. The highest quality of products was also recognised by recipients from foreign markets, incl. Germany, 
Czech Republic, Slovakia, Scandinavia, and Ukraine.

For Green Factory, quality management begins with 
the production of the best raw materials, which is why 
the company cooperates only with certified suppliers. 
Currently, the company is implementing new techno-
logies for growing lettuce under controlled conditions 
in a roofed hall. A special computer-controlled system 
ensures that the plants receive as much water, light 
and minerals as they need for optimal growth. This 
way of growing allows you to drastically reduce water 
consumption compared to traditional methods of cul-
tivation. A kilogram of vegetables only needs 15 litres 

of water during the entire growth cycle, in traditional 
crops it is up to 240 litres. In the supplier’s production 
plants, which have the appropriate SQMS, SWA, IFS, ISO 
14001 certificates, a constant temperature of 4 degrees 
C is maintained, which guarantees the freshness of the 
lettuce. The production process consists of several sta-
ges. Initially, the lettuce is washed in clean water from 
the soil wells, where all impurities are removed. The 
next step is an inspection in the optical sorter. Finally, 
the lettuce is dried to keep it fresh for longer, and is 
packaged with a method that lowers oxygen.

Sustainable
agriculture
The scale of McDonald’s operations allows us to have a real influence on market standards. That is 
why we are involved in initiatives promoting sustainable agriculture. We were the leading initiator of 
the creation of the Polish Platform for Sustainable Beef Farming. The platform deals with animal 
welfare, farming economics, and the use of antibiotics. Activities are focused on the protection of 
natural resources, social issues, food health, as well as efficiency and innovation.

McDonald’s goal is to promote sustainable production 
programs in the ten countries that are the largest sup-
pliers of beef, including Poland. The measures taken 
are to contribute to the involvement of key industry 
stakeholders to help develop initiatives in line with 
the principles and criteria adopted in the framework 
of sustainable beef production. The Polish initiative 
is one of the best formats of this type implemented 
due to the wide participation of various organisations 
belonging to it – from the largest agricultural organisa-
tions, through companies such as McDonald’s, distri-
bution companies, representatives of consumers, the 
Ministry of Agriculture and Rural Development, local 
and central veterinary facilities, and ending with re-
search institutes.

The platform significantly influences changes among 
Polish farmers and conducts educational initiatives 
promoting knowledge and best practices.

Tomasz Kurpiewski
sustainability senior manager, McDonald’s Polska

We want our guests to be sure that the beef in 
our burgers is not only of the highest quality, 

but also sustainably grown. McDonald’s is already 
trying to develop a system of good practices so that in 
the near future the farms where it was grown 
were climate neutral.

McDonald’s Corporation
Already in 2014, McDonald’s Corporation announced its global commitment to creating standards and pro-
moting sustainable beef production. The declaration aims to enable producers to extend their efforts to susta-
inably produce beef throughout the supply chain and beyond, while helping to strengthen the beef farming 
community, protect forests and other habitats, reduce greenhouse gas emissions from beef production, and 
protect animal health and welfare.

Working closely with farmers, breeders and suppliers of beef supports the development of industry resources 
to help measure, compare and demonstrate progress in sustainable production methods that is positive for all 
businesses. The mutual exchange of knowledge is also extremely important.
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McDonald’s is also a member of the Polish Association 
of Sustainable Agriculture ASAP. It is a non-commercial 
initiative of a group of companies and individuals repre-
senting various industries of the food chain. The Asso-
ciation works for the promotion, education and coope-

ration in the field of sustainable agriculture in Poland. 
At McDonald’s we use this platform to communicate 
to farmers best practices in the field of sustainable 
development and promote their implementation with 
a positive effect on both their farms and the environment.

Sustainable agriculture is important to us throughout our entire supply chain, irrespective
of the product’s country of origin. 

• The palm oil used comes from crops that do not contribute to the depletion of the natural value of palm oil 
cultivation areas – RSPO certificate.

• We serve coffee from plantations certified by the Rainforest Alliance, which meet stringent environmental 
protection standards and the principles of sustainable development.

• Cellulose packaging is made of wood certified by the FSC (Forest Stewardship Council) and PEFC 
(Program for the Endorsement of Forest Certification Schemes).

Good practice

In the case of chicken farming, we undertake 
a  number of obligations with our partners, 
both domestically and globally. The farms 
from which we obtain the raw material ope-
rate in accordance with European regulations 
on animal welfare. Our suppliers use cage-free 
breeding systems and ante-mortem stunning 
methods in accordance with the European 
Chicken Commitment standards. The fulfil-
ment of all obligations is supervised not only 
by McDonald’s experts and our suppliers, but 
also by external auditing entities, who verify 
the comprehensive adherence to standards.

Good practice

McDonald’s Corporation
A consistent, joint path towards sustainable development and reducing the impact of agriculture and food 
production on the natural environment is very important. At the scale of McDonald’s operations every change 
matters, but requires a comprehensive approach and the commitment of the entire supply chain. There are still 
challenges ahead of us, but we are already taking strategic, long-term and responsible actions. To streamline 
suppliers’ green innovation process, McDonald’s Corporation developed the Flagship Farmers program. It brings 
together a small group of entrepreneurs who deal with the cultivation of selected vegetables or animal husban-
dry, using the latest technological solutions and various types of innovations, which translates not only into the 
highest standards in terms of quality and food safety, but also into the effectiveness of crops and their impact on 
the environment.

As a part of McDonald’s global commitment, which also 
applies to the Polish market, we will implement additio-
nal initiatives by 2024 at the latest. We are planning to:

• establish partnerships with technology companies 
and suppliers to develop automated systems for moni-
toring key animal welfare indicators (including beha-
vioural parameters),

• collaborate with scientists, animal welfare experts and 
breeders to identify the parameters that contribute to 
the highest level of animal welfare and gradually imple-
ment these standards among McDonald’s suppliers 
around the world,

• establish or join the multilateral Platform for Sustain-
able Chicken Farming with the participation of key 
market players, representatives of the industry, science 
and national and European administration.

Such farms are currently located in only 12 European 
countries. Among all partners qualified for the pro-
gram are two entrepreneurs located in Poland: the 
aforementioned Farm Frites Poland SA company 
dealing in potato cultivation, and cattle breeder Adam 
Warnke.

The aim of this breeder with a farm on an area of 72 
hectares is to focus on innovation and technology to 
improve animal welfare and increase productivity. As 
a part of the Flagship Farmers program, the entre-
preneur undertook to act within clearly defined rules, 

including in the area of workers’ rights and welfare, 
as well as animal health and welfare. Among the 
innovations introduced on the farm, there is a sys-
tem that allows for frequent milking at the peak of 
lactation, which reduces the risk of udder diseases, 
as well as metabolic problem in animals. The farm 
also has access to a pasture for all animals. Proof of 
Adam Warnke’s innovation and care for sustainable 
development is an award he won for the Best Agricul-
tural Holding in 2021 in the competition organised by 
WPROST magazine for the Golden Hundred of Polish 
Agriculture.
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McDonald’s Corporation
In October 2021, McDonald’s globally announced that it is committed to achieving net zero emissions by 2050 
in all its activities around the world. Thus, the company joins the campaign “Race to Zero” conducted by the 
United Nations and the campaign “Business Ambition for 1.5°C” under the Science Based Targets initiative 
(SBTi)'.* 

In order to limit global warming to 1.5°C, McDonald’s will further reduce emissions in all three scopes as 
part of its 2030 research-based target and according to best SBTi practices. In addition, the company also 
intends to set a long-term reduction target to achieve zero net emissions. Efforts since 2018 have already 
resulted in lowering emissions from restaurants and offices worldwide by 8.5% in absolute terms, and 
a 5.9% reduction in supply chain emissions intensity compared to the 2015 baseline.

A global commitment to zero net emissions requires McDonald’s to approach change systematically by colla-
borating with its stakeholders within research and design teams. Collaboration with franchisees and constant 
exchange of knowledge and good practices is particularly important, which allows us to pursue our goals.

These activities are intended to transform our ambitions into concrete changes that will bring tangible 
results: 

• Significantly increase the reduction of emissions in restaurants, offices and the supply chain as part 
of McDonald’s existing goals under SBTi (set in 2018 and covering scopes 1, 2 and 3). Systematic upda-
ting of targets and adapting to the latest climate research in all emission scopes will help limit the rise 
in global temperatures to below 1.5°C and set the direction for McDonald’s ambition, which is net zero 
emissions by 2050, 

• Enable dedicated McDonald’s design departments around the world to innovate and locally tailor solu-
tions to support the development of industry-leading innovations in renewable energy, regenerative 
agriculture, circular economy and sustainable packaging. Markets are already working towards this goal. 
McDonald’s in Great Britain and Ireland has already announced a comprehensive strategy for business ope-
rations and sustainable development, and many other markets, including Poland, are working to announce 
them in 2022,

• Providing information from McDonald’s supply chain and past sustainability efforts for ongoing 
SBTi work to develop 1.5°C emission reduction pathways in forestry and crops, and to define a science-
-based zero net emissions framework. Once completed, this framework will guide the future evolution of 
our existing goals.

In addition to McDonald’s employees, franchisees and suppliers, external experts are also involved in achiev-
ing these goals.

* SBTi is a global effort to show companies by how much and how quickly they need to reduce their greenhouse gas emissions 
to prevent the worst effects of climate changes.

Our planet
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At McDonald’s, we have a plan to consistently protect the natural environment. For many years, 
we have been looking at all key areas of our activity ecologically, and responsibility for the con-
dition of the planet is one of the most important aspects of our global strategy. We work com-
prehensively, creating a coherent environmental management system in Poland certified by the 
ISO 14001 standard. We realise that with the scale of our company’s operation – the number of 
guests and restaurants – a small change in the system creates a big difference for the planet. 
Therefore, we take every opportunity to develop the best ecological standards.

McDonald’s is working with franchisees to reduce 
greenhouse gas emissions from restaurants and 
offices by 36% by 2030 compared to the base year 
2015. Through cooperation and partnerships with 

suppliers, the company is also committed to redu-
cing emissions intensity by 31% across the entire 
supply chain by 2031. These goals were approved by 
SBTi.

Global emission reduction in line with the SBTi target compared to the base year 2015

Progress in the SBTi supply chain
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Breakdown of total greenhouse gas emissions by source of emissions 2015–2021

Scope 3

2019 2020 2021

Transport and 
distribution 4.7% 4.0% 3.6%

Purchased goods 95.3% 96.0% 96.4%

GWP factors used in the calculation*

Name of chemical substances GWP

Carbon dioxide (carbon dioxide CO2) 1.0

HFC-125 (C2HF5) 2.8

HFC-134a (C2H2F4) 1.3

HFC-143a (C2H3F3) 3.8

HFC-32 (CH2F2) 650.0

Nitrogen oxides (NOx / NO2) 310.0

* GWP – Global Warming Potential

Scope 1, 2, 3 (t eCO2)

2019 2020 2021*

Scope 1 28,394 32,855 51,595

Scope 2 49,757 40,571 41,854

Scope 3 359,658 345,173 479,629

total** 437,908 418,599 573,078

* 2021 high emission in Scope 1, 2, 3 compared to previous 
years’ results from the increase in the number of restaurants
** There are no biogenic CO2 emissions

As a restaurant, we also contribute to the development 
of methods for calculating greenhouse gas emissions to 
illustrate the impact of factors such as land use change 
and carbon sequestration on our carbon footprint, and to 
ensure that McDonald’s global environmental strategy is 
suitably structured and flexible.

2015 2021202020192018

0.0M

0.1M

0.2M

0.3M

0.4M

0.5M

0.6M

ENERGY SUPPLY CHAIN TRANSPORT AND DISTRIBUTION WASTE TOTAL eCO₂ EMISSIONS

0.10M

0.23M

0.10M

0.32M

0.02M

0.05M

0.02M

0.34M

0.05M

0.02M

0.33M

0.06M

0.04M

0.46M

0.57M

0.42M0.44M0.46M

0.36M

Greenhouse gas emissions are calculated by the Al Track 
program, which allows the collection of market infor-
mation and the processing of emissions throughout 
the company. Data for Al Track are entered systemically 
and manually. The gases that have been included in the 
calculation of scopes 1, 2, 3 are CO2, HFO-125, HFC-134a, 
HFC-143a, HFC-32 and nitrogen oxides. The base year that 
was adopted is 2015.

In collaboration with franchisees, suppliers and manu-
facturers, we focus first and foremost on the areas that 
generate most of our carbon footprint. These include 
energy consumption in restaurants, supplies, packaging 
and waste, as well as the supply of key ingredients for our 
menu, such as beef.

Our results
We want our restaurants and supply chains on a global and local scale to be an example of true 
responsibility and to inspire other companies to reduce greenhouse gas emissions. At the same 
time, we know how complicated is the process of supply chain calculations in Scope 3, which is 
why we work closely with many organisations, including the GHG Protocol, to develop reliable 
computational techniques that effectively illustrate our climate impact. We are also fully aware 
that we are only at the beginning of the journey – in the last 2 years we have made significant prog-
ress in identifying our emission sources and we are trying to reduce them wherever possible. 
We hope that we will be able to see full effects in several years.

[ G R I  3 0 5 -1 ]  •  [ G R I  3 0 5 - 2 ]  •  [ G R I  3 0 5 - 3 ]

Graph of greenhouse gas emissions in the scope 1, 2, 3 in 2021

final processing
of sold products

6%

purchased products
and services

81.0%
fuel and energy
1.3%

SCOPE 1

SCOPE 2

SCOPE 3
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[ G R I  3 0 5 - 5 ]
Sources of reduction and increase in greenhouse gas emissions in scope 3 in the years 2015–2021

2015 2021202020192018

0.0M

0.1M

0.2M

0.3M

0.4M

0.5M

TOYS

CUSTOMER PACKAGING

TRANSPORT

DAIRYBEEF

DISTRIBUTION CENTRE

CHICKEN

ANOTHER SUPPLY CHAIN

CHEESE

POTATO PRODUCTS

0.24M

0.06M

0.05M

0.04M 0.06M 0.06M 0.07M

0.12M

0.03M

0.06M

0.11M

0.10M

0.03M

0.04M

0.05M

0.10M

0.03M

0.04M

0.07M

0.07M

0.03M

0.03M

0.06M

0.09M

0.33M
0.36M

0.34M

0.48M

t e
C

O
₂

Main sources of emissions in the supply chain in the years 2015–2021 in Poland

[ G R I  3 0 5 - 4 ]
The intensity of greenhouse gas emissions was calculated on the basis of the emissions from the scope 1, 2, 3 
and the number of transactions carried out in 2019, 2020 and 2021

2019 2020 2021 

Greenhouse gas emission intensity per 1000 
transactions

2.2 kg 2.8 kg 3.2 kg

0.2M

0.3M

0.4M

0,5M

INCREASE DECREASE TOTAL OTHER

2015 Purchased
products

and
services

Upstream
transport

and
distribution

2018 Purchased
products

and
services

Upstream
transport

and
distribution

2019 Purchased
products

and
services

Upstream
transport

and
distribution

2020 2021Purchased
products

and
services

Upstream
transport

and
distribution

0.24M

0.10M 0.00M 0.33M
0.02M 0.01M 0.36M

-0.01M
0.34M

0.13M 0.48M

0.00M

0.00M
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Green
energy

Automatically
irrigated
vegetation

CO2 sensors that
automatically regulate
the airflow

Certified construction
materials that are largely
recyclable

Cooling devices using
the ecological factor R290

LED lighting

Heat
pumps

Energy
consumption
monitoring

Recuperation system
(heat recovery)

Container for waste
segregation

Fat
separators

Optimizing energy
consumption

Gas as a priority
source

The energy monitoring system allows you to verify whether, in accordance with the established procedure, 
all appliances in the kitchen have been turned on or off  in the correct order and time. This is to avoid cre-
ating energy peaks, because each activation of devices in the restaurant is carried out in accordance with 
the appropriate sequence.

Good practice

In our restaurants we conduct 24-hour online monitoring of electricity consumption. Specialized 
software allows you to check parameters via the Internet and compare the data, for example, with the 
energy consumption in the previous year or with the energy consumption in another restaurant with 
similar building parameters, sales level, etc. Thanks to the system that works remotely, the person 
responsible for its control can verify whether appliances in the restaurant have been turned off  at night 
and are not using unnecessary energy.

Ecological
infrastructure
McDonald’s sustainable development begins with choosing the right location for each restaurant. 
The investment design takes into account the landscape conditions, and we use high-quality 
ecological materials for construction. We build restaurants, which, thanks to modern technology, 
have little impact on the natural environment. 

When designing restaurants, we verify if there are any 
environmentally friendly solutions available on the 
market that contribute to higher energy effi  ciency and 
optimization of the consumption of natural resources. For 
us, every reduction in environmental impact counts. Cur-
rently, we use energy from renewable sources, we ratio-
nally manage our resources by introducing and testing 
modern solutions, i.e. heat recuperators, UV lamps, heat 
pumps or photovoltaic sets.

• Instead of plastic menu boards, we use ecological LCD 
displays.

• We use energy-saving LED bulbs to illuminate restau-
rants outside, advertising boards, kitchens, back offi  ce 
facilities, cold stores and freezers.

• Savings resulting from the use of LED sources
is 66501 eCO2/year.

• We heat the burgers in a special trough, which allows 
you to save up to 80% of energy.

• As of June 2017, each newly opened restaurant has a 
CO2 sensor that automatically regulates the air fl ow in 

the room depending on the number of guests in the 
restaurant. The sensor analyses the level of CO2 con-
centration and, depending on it, regulates the supply 
of fresh and recirculating air.

• All new cooling devices, wherever technologically pos-
sible, use the ecological R290 factor*.

• In HVAC devices (heating-ventilation-air conditioning) 
we have a recuperation system, i.e. heat recovery sys-
tem. We use heat exchangers for heating, which in win-
ter use the heat emitted by the restaurant’s equipment 
to heat the air taken in from outside.

• the 500th restaurant, which opened in May 2022 utilis-
es innovative solutions that signifi cantly reduce elec-
tricity consumption, including photovoltaic installa-
tions and wind turbines

* R290 (or propane) is a hydrocarbon that occurs naturally in natural 
gas deposits. As a refrigerant, it does not destroy the ozone layer 
(low ODP potential) and has a very low global warming potential 
(GWP), so it does not emit ODS substances to the atmosphere.

In 2021, a new standard for the development of green areas around the restaurant was developed. There is 
less grass and more pebbles and bark with single plantings. The grounds are still biologically active, beautiful 
and well received by guests. The irrigation system is automatic and the plants are selected according to the 
optimal water consumption needs.

Good practice

[ G R I  3 0 5 - 6 ]
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In 2020, one of our franchisees – Dariusz Linert, launched photovoltaic installations in his restaurants in Tychy, 
Zator, Andrychów and Oświęcim. 92 panels installed on the roof meet approx. 15% of the annual electricity 
demand of the restaurant.

Good practice

Energy-intensive dryers in toilets are being replaced by paper towels made from recycled paper waste.

Good practice

The percentage share of renewable energy consumption in Poland compared to other countries
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We have perfected our energy management system and introduced changes to allow each device to be moni-
tored separately and compared to each other. The update also allows us to identify devices that are respon-
sible for the highest energy consumption and possible emergency events that, thanks to the system, can be 
detected immediately.

Good practice

production area

heating, ventilation, air conditioning 
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A considerable amount of energy is needed to prepare 
and fry burgers. Therefore, it is very important to use 
energy carriers, such as gas, which, when burned, do not 

pollute the environment. Gas is therefore a priority, eco-
nomic source of energy for McDonald’s restaurants.

Energy consumption at McDonald’s Polska
2020 2021 

Electric energy consumption 160,801.36 MWh 197,245.68 MWh

Thermal energy consumption (natural gas)** 14,573.50 MWh 27,467.41 MWh

Consuming energy total 175,374.86 MWh 224,713.09 MWh

* Data refer to 97.34% of own and franchise restaurants 
** Data refer to 54.81% of own and franchise restaurants

[ G R I  3 0 2 -1 ]
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Ecological packaging
[ G R I  3 0 6 -1 ]  •  [ G R I  3 0 6 - 2 ]

The waste generated in our restaurants is mainly paper and cardboard packaging as well as multi-
-material packaging. The waste transfer process is formalized and documented. Waste records 
are kept in the BDO (Product, Packaging and Waste Management Database) system maintained 
by the ministry in charge of the environment. Since 2018, we have been implementing a global 
strategy, whose main goal is to reduce the impact of restaurants on the environment by closing 
the packaging loop.

Designing and proper selection of raw materials from 
which the packaging is made is the beginning of this 
process. Globally, by 2025, we will only use packaging 
made from renewable, recycled or certified sources, 
and all packaging used by McDonald’s guests will be 
recycled. In Poland, for several years now, all paper 
packaging has been produced from raw materials from 
certified sources.

Anna Borys
corporate relations director, 
McDonald’s Polska

We know that we still have a lot of work to do, 
but we are a responsible and committed 

partner of green solutions and innovative technolo-
gies. Together with our franchisees and suppliers, 
we intend to continue on this path – tomor-
row depends on us.

We operate ecologically
From morning to night, sometimes 24h/day – McDonald’s restaurants in Poland work in such a way 
as to limit the impact on the environment.

McDonald’s Corporation
All projects of the presented global strategy respond to climate change, are developed and implemented globally, 
taking into account the characteristics and regulations of individual regions. Each region undertakes initiatives to 
implement the assumptions and objectives of the strategy. Thanks to close cooperation between markets and 
international knowledge exchange, McDonald’s is looking for solutions that will be applicable everywhere and can 
be implemented on the widest possible scale, with tangible benefits for the environment. The scale of McDonald’s 
influence is created not only by offices and restaurants, but also by all entities involved in the supply chain. Due to 
the requirements of the system, McDonald’s works together with franchisees and suppliers to support sustainable 
development and make pro-environmental changes.

• 100% of restaurants are equipped with modern fryers that use 40% less oil in 
the frying process than standard frying.  The used oil is removed, stored in spe-
cialized packages, collected by specialized logistics companies and sent to the 
refinery, which produces biodiesel from it.

• Since 2016, we have been operating according to the “Made for you” practice, 
which means that we only start preparing meals when the guest places an order. 
This means that if, for example, the restaurant has no customers for an hour, nothing 
is produced there. This way we don’t waste food or resources needed to produce it.

• We prevent food waste and coordinate the delivery of products so that the right 
amount is delivered to the right restaurants at the right time. If there are surplu-
ses of unsold food, our business partners will transfer them to Food Banks.

• We reduce the size of the packages and design them to suit the size of 
the product. 

• We buy as many vegetables as we need in our restaurants,  and the optimal plan-
ning of current purchases is possible thanks to the constant update of data from 
the HAVI logistics and distribution centre.

Green solutions at McDonald’s

Restaurant

O U R  P L A N E T O U R  P L A N E T
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Reduction 
We are reducing plastic packaging in restaurants – currently they account for only 5% of all 
packaging, and 70% of all raw materials used in the production of packaging are paper. From 
January 2020, guests can only use paper straws and paper wrappers for McFlurry ice cream. In 
2020, solely thanks to the introduction of the paper straw, we have reduced the amount of plastic 
by approx. 97 tonnes, which translates into the equivalent of approx. 1.5 million one-litre plastic 
bottles. Moreover, getting rid of plastic lids for McFlurrys and the introduction of paper lids result-
ed in an additional reduction of 52 tonnes.

In 2021, we replaced shake cups (which translates into a reduction of plastic by approx. 280 tonnes per year) 
and salad bowls (reduction of 170 tonnes) with their paper equivalents. We also replaced plastic cutlery – in 
2019 alone 60 million were given out in restaurants in Poland – including coff ee and dessert spoons, or salad 
knives and forks. We focus on successively introducing changes in all restaurants. From June 2021, McDon-
ald’s in Poland has declared to use only wooden cutlery, and this change will reduce plastic consumption by 
another 220 tonnes per year. In total, in 2021 alone, McDonald’s reduced its plastic use by 835 tonnes. This 
is another element of the long-term strategy aimed at closing the loop through the appropriate selection of 
raw materials, appropriate segregation and their recycling. 

Good practice

In 2020, McDonald’s phased out plastic straws in favour of their paper equivalents. This change was accompanied by a broad consumer
campaign under the slogan “You won’t notice but the environment will”

Tomasz Kurpiewski
sustainability senior manager,  McDonald’s Polska

Closed-loop packaging is the highest level of waste management. 
This is a very advanced system. In the case of McDonald’s, the 

packaging produces a new, finished product, which is then returned to 
the restaurant in the form of paper towels, recently also toilet paper, and 
in the near future – in the form of beverage trays. At the moment, only 5% 
of our packaging is plastic. In contrast, 95% of our packaging should go to 
the paper fraction because we effectively include them in a closed 
circuit.

[ G R I  3 0 6 - 3 ] 
Total weight of waste broken down by type in tonnes

Waste 
code Waste

Final waste mass

2020 2021

15 01 01 Paper and cardboard packaging 273.2723 369.1490

15 01 02 Plastic packaging 5.5342 3.6620

15 01 05 Multi-material packaging 6.0346 109.8780

15 01 06 Mixed packaging waste 52.6935 37.1560

15 01 11 Metal packaging containing dangerous porous structural 
reinforcement (e.g. asbestos) including empty pressure containers

0.3211 0.0820

15 02 03 Sorbents, fi lter materials, wiping cloths (e.g. rags) and protective 
clothing other than those mentioned in 15 02 02

1.0138 0.8375

16 02 11 Used appliances containing CFCs, HCFCs, HFCs 0.7500 0.8640

16 02 13 Used appliances containing hazardous components, other than 
those mentioned in 16 02 09 to 16 02 12

0.4452 0.2579

16 02 14 Used appliances other than those mentioned in 16 02 09 to 16 02 13 11.6510 1.2191

16 03 80 Expired or unfi t for consumption food products 28.9275 12.1472

16 06 04 Alkaline batteries (except 16 06 03) 0.0927 0.1578

20 01 25 Edible oils and fats 186.2440 206.8830

total 566.9799 742.2935

ReductionCo
lle

ctin
g

Processing
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[ G R I  3 0 1 -1 ]

Total weight of materials used for packaging products broken down by category*

Material Weight Share

Paper** 9,959.23 t 94%

Plastic 577.17  t 5%

Other 97.7 t 1%

* 100% of products are purchased from an external supplier
** Applies to packages made mostly of paper

The share of recyclable materials in the packaging of the main product categories

Product category Composition of material Weight

Napkins 100% paper fibre 1,611 t

Cup trays 100% recycled moulded paper 790 t

Paper take-away bags 100% paper fibre 1,780 t

Paper meal bags 95% paper fibre + 5%* coating 97 t

Wrapping paper 90% paper fibre + 10%* coating 312 t

Paper cup for cold drinks and ice cream 90% paper fibre + 10%** polyethylene 1,421 t

Paper cup for hot drinks 93% paper fibre + 7% polyethylene 726 t

Salad packaging 94% paper fibre + 6% polyethylene 53 t

Cup lids for hot and cold drinks 100% polystyrene 373 t

Straws 100% paper 225 t

Cutlery and stirrers 100% wood 59 t

total 7,447 t

* The coating contains renewable material, so the actual content of the material of origin from renewable sources is higher than 90% or 95%
** By the end of 2022, these packages will be PE (polyethylene) free

The share of recycled materials in the packaging of the main product categories

Product category Composition of material Weight

Cup trays 100% recycled moulded paper 790 t

Paper take-away bags 100% paper fibre 1,780 t

Processing 
At McDonald’s, we treat used packaging as valuable raw materials that we can reuse, closing the loop 
and reducing our impact on the environment. Already 70% of all raw materials used for the production 
of packaging are paper, and 94% of all used packaging from restaurants should end up in the paper 
fraction, which we process. In all restaurants in Poland, there are bins enabling the segregation of rub-
bish. Due to the appropriate selection of waste, it is possible to process it and return it to the restaurant 
in a different form.

This is possible thanks to our cooperation since 
2020 with a technological partner Miklan-Ryza 
from Toruń, which specialises in recovering paper 
fibres from waste paper. The company has techno-
logical systems adapted to re-pulping, cleaning, as 
well as disinfecting contaminated waste paper. All 
McDonald’s restaurants in Poland use paper towels 
instead of electric dryers in bathrooms and cleaning 
cloths made from recycled packaging.

The cooperation with Miklan-Ryza is the result of 
strong partnerships, trust and motivation in creating 
pro-environmental solutions, the implementation of 
which is not only important for McDonald’s locally, 
but also an example for other entities on the market. 
In 2021, McDonald’s restaurants all over Poland 
received 10,000 tonnes of paper products, mainly as 
packaging. The company collected 1,895 tonnes of 
waste paper from the restaurants, which was conver-
ted into 247.53 tonnes of paper towels and toilet paper, 
as well as 3.75 tonnes of cleaning materials. We are 
planning further activities in this area.

Tomasz Kurpiewski
sustainability senior manager,  McDonald’s Polska

Recycling food-contaminated waste is a very demanding task. Together with the recycler, we developed a new 
technology, which involved investments, including purchasing additional modules and machines. We now have 

a solution that allows the processing of soiled paper and paper with a polymer admixture. Thanks to this approach we 
can show that the waste previously unwanted can be managed for the benefit of the natural environment. We 
are very happy that the entire process takes place in Poland. 

Our technology allows returning “difficult” waste to your system, including straws, paper cups with only 4–6% 
plastic, and even dirty paper burger packaging. The processed waste is returned to the restaurants in the form 
of the highest quality products with appropriate approvals. That is why it is so important that the mentioned 
packages end up in the paper fraction.

Good practice
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[ G R I  3 0 1 - 3 ] 
Recycled materials

Weight of recovered paper 251.28 t

Percentage of recovered materials relative to the total weight of materials used to package products 2.4%

We know that eff ective closing of the loop at McDonald’s is possible only if we convince our guests to do so as 
well. In our opinion, it is the most eff ective and best form of recycling. Therefore, in 2022, we created an ecologi-
cal communication platform under the slogan “Tomorrow depends on us”. As part of this activity, we launched 
a TV spot featuring used packaging of our products. Showing their stories in an original and funny way we 
 showed that it is worth “giving them a second life” and throwing them out into appropriate waste containers.

Good practice

Bin-E – an intelligent bin that sorts, compresses and segregates waste into four fractions – paper, glass, plastic, cans. An innovative, user-friendly 
device that teach employees and office guests how to properly segregate waste

Plastic reduction

Recycling

Beverage traysPaper towels Toilet paper

Milk in a carton

Salad bowls Cutlery

McFlurry cups Paper straws

Paper ice cream cups

2022

2023

2021

2020

Paper lids

Shake cups

Balloon sticks

2021

Coming soon

Coming soon
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McDonald’s Polska is one of the companies supporting the campaign “Green Ribbon #For The Planet”, the 
inauguration of which takes place every year during the World Environment Day, and is organised by the 
UNEP/GRID Warsaw Centre.
In the second edition of the “Climate Leadership powered by UN Environment” program, we developed new 
mechanisms in the area of waste management and circular economy, with simultaneous support for local 
communities.
UNEP/GRID Warsaw is also the initiator of the SDGs Partnership “Together for the Environment”, in which we 
have been participating since 2018, supporting the implementation of environmental Sustainable Develop-
ment Goals of the United Nations.

Our work has been recognised:
• We test our solutions and subject them to public opinion. In 2021, we entered the 20th edition of the Eko-

laury competition, i.e. an award granted by the Polish Chamber of Ecology, which rewards organisations for 
pro-ecological solutions and activity.

• In this jubilee edition, we received two awards in the Waste Management and Circular Economy categories.

Good practice

Thank you for each correctly sorted burger packaging, 
straw and cup. But of course we know that not all of 
our waste ends up in appropriate containers. The fate 
of packaged products ordered through the McDrive 
line, or simply taken to go, remains a challenge.

At McDonald’s, we take responsibility for them.
In October 2021, the EcoHeroes project was launched, 
which we are implementing with our partner Planet 
Heroes. McDonald’s employees along with neighbo-
urs, residents of the places where the restaurants 
are located, and our guests organise waste collec-
tions in their neighbourhoods – in forests, parks 
and squares. As a result, everyone can enjoy a cle-
aner neighbourhood, free from used packaging, and 
the collected waste is sorted and processed. With 
this, we want to inspire others to act together. We 
believe that circular economy is not only about thin-
king about the planet, but also about involving the 
community, which is very inspiring with regards to 
ensuring proper ecological behaviour. EcoHeroes is 
part of our long-term closed-loop strategy, which 
we want to continue developing.

We cooperate with many entities who collect municipal 
waste from restaurants. According to the regulations, 
they are obliged to register waste in the BDO (Product, 
Packaging and Waste Management Database).

One of the EcoHeroes missions was a 
response to the city’s suggestions and 
tidying up the Romantic Beach in Warsaw.

The partner of the EcoHeroes campaign is Pla-
net Heroes, a global eco-crowdfunding plat-
form whose goal is to clean up the planet. Pla-
net Heroes is present in 24 countries. Planet 
Heroes’ mission is to create a global community 
that lives up to McDonald’s values. EcoHeroes 
and McDonald’s know that people can do great 
things but must work together.

Did you know…

569
organised
collections

4,000
60-litre bags
of waste

Approx. 

2,500
participants

Approx. 

As of May 2022

EcoHeroes in numbers
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• The franchise is payable, it is associated with the necessity to incur one-off expenses and monthly fees 
throughout the term of the contract.

• Franchisees are required to reinvest in their restaurants in the event of any innovations introduced by the 
corporation.

• The franchise is always granted to one person per restaurant. Each subsequent restaurant is a separate 
franchise agreement.

• McDonald’s Polska’s Development Department is responsible for finding and purchasing locations for 
restaurants.

Worth knowing:

In May 2022, franchisee Hristof Hanko opened the 500th McDonald’s restaurant in Poland, designed in the Luna style

Our franchisees
Over 90% of McDonald’s restaurants in Poland are managed by franchisees, i.e. independent 
local entrepreneurs. This means everyday involvement in the functioning of the restaurant, 
managing a team of several dozen or even several hundred people, and active work for the bene-
fit of local communities. McDonald’s is a leader and precursor of franchise in Poland, which is 
based on a proven business model that brings satisfaction and benefits to Polish entrepreneurs.

This is what’s involved in running a McDonald’s 
restaurant for:

• Operating under the McDonald’s brand but on a self-employed basis.

• Devoting maximum time and effort to running a restaurant.

• Operation within strictly defined rules, procedures and recipes.

• Ownership of restaurant equipment.

• Supplying restaurants with products, packaging and cleaning agents from suppliers indicated by McDonald’s.

• Employment of a team based on an employment contract.

• Pay McDonald’s monthly fees for the entire term of the franchise agreement.

• Training franchisees to prepare them for running a restaurant.

• Ongoing consultations and assistance for franchisees in running the restaurant.

• Training for franchisees and their managers, constantly updated training materials for employees.

• Initiating nationwide marketing and digital programs and campaigns.

• Support by offering the services of specialised communication agencies and in the area of public relations.

• Access to reliable sources of supply subject to constant quality control, as well as a network of service companies 
and service providers.

Franchisees

McDonald’s
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Currently, our franchisee community consists of 80 
people from all over Poland. Each of them, regardless of 
the number and size of restaurants, is equally important 
to us and can count on help in running a business. In this 
report we cannot present each of our franchisees, but the 
contribution of every one of them to the development of 
our business is invaluable.

Representatives of McDonald’s corporation regularly meet with the entire system – franchisees, restaurant employees, suppliers
and business partners

McDonald’s has always focused on ensuring the highest level of cooperation with its franchisees, 
offering not only a proven business model, but also support at every stage of business. It is ex- 
tremely important for us to build relationships based on mutual trust and the highest ethical 
standards, and to work together to build a brand reputation.

Meet our franchisees

Tomasz Wąsik
owner of three McDonald’s restaurants, which he took 
over from his dad, Jacek Wąsik 

My adventure with McDonald’s began in the 
1990s, when my dad opened the fi rst restaurant in 

Kraków. I was 8 at the time and it had a huge impact on 
me. I spent my weekends and days off  at the restaurant 
and already at that time I said that when I grow up I will be 
the owner of a McDonald’s. I returned to those dreams in 
2018 when the topic of continuing our business under the 
McDonald’s banner came up. I decided to give it a try and 
applied in the “Next Generation” process.

I was accepted and the process of transferring the fran-
chise was preceded by a training during which I learned 
about the functioning of the restaurant from the inside. 
The succession was divided into stages – restaurants are 
handed over in a fi xed order and time. I could count on 
McDonald’s support all the time – people were helpful at 
every stage, I also gained a lot of knowledge that was use-
ful when implementing my own ideas. In 2020, the fi rst 
restaurant I took over achieved one of the best results in 
Poland in terms of increasing in the daily number of cars 
served through the McDrive line. 

Of course my father is very supportive. We understand each 
other well and have similar expectations. The teams I have 
worked with are well trained and motivated to work. Work-
ing with them is pure joy. The team knows what to 
expect from me and knows my expectations.

Dariusz Linert
currently runs six restaurants and is a leader
in ecological changes among franchisees

I became interested in pro-environmental chan-
ges in my restaurant actually for quite ordinary 

reasons – on the one hand, I was looking for savings, and 
on the other hand – I needed new sources of energy.
At the moment, I have photovoltaic installations in four 
restaurants. Currently, they meet about 15% of the annual 
electricity demand, although I am sure that the potential 
of this solution is much greater – more energy can be 
obtained, for example, by roofi ng the parking section with 
panels. I also plan to build my own photovoltaic farm con-
nected to wind installations and energy storage - this 
investment will fully cover the energy demand in my 
restaurants. I also want energy from my own production 
to fully provide “fuel” for electric cars that are used in my 
company. In the next three years, I will replace all fl eet 
cars with electric ones. The annual savings for the com-
pany by not purchasing gasoline will be signifi cant. I will 
gradually give up fossil raw materials that provide energy 
to my restaurants. I am glad that working with McDonald’s 
allows you to think ahead and introduce new 
technologies to obtain electricity.

O U R  C O M M U N I T I E S O U R  C O M M U N I T I E S

For more inspiring franchisee 
stories, please visit
the website:
https://mcdonalds.pl/o-mcdo-
nalds/nasi-franczyzobiorcy/

See more online
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At McDonald’s, we listen to the voice of local commu-
nities, including critical opinions. For 30 years of our 
operation, we have faced difficult situations, including 
accusations of littering the area or opening restaurants 
in unwanted places.

Each such opinion is important to us, and where pos-
sible, we try to solve the problem. One example is our 
campaign of collecting waste from the area surrounding 
the restaurants described in the “Our Planet” chapter. 
We are also open to dialogue with residents. Before build-
ing a new restaurant, we explain to interested parties 
how it will work and present its impact on the life of the 
neighbourhood.

Izabela Orzeł
franchisee with over 20 years of experience

I believe that McDonald’s is not only a restau-
rant, it is a meeting place where residents can 

enjoy themselves. Before there were many shopping 
malls in Lublin, people flocked to us, and not just for a 
meal. Before the pandemic started, they would come 
to the Vivo shopping centre and had a great time 
together drinking our coffee. I think we are a friendly 
company, a place you want to return to again and again. 
We are also involved in the local community and are 
committed to helping those who need it most.

The pandemic was a difficult time for the 
entire catering industry. At McDonald’s, we 
got through it with the entire team, support-
ing our franchisees, employees, suppliers and 
guests. In the uncertain time of the pande-
mic, we have taken many activities to ensure 
the safety and comfort of our guests through 
take-out orders.

In 2020 we launched the McDelivery service 
in 88 restaurants, and sales in this chan-
nel increased by 360%. We achieved effi-
ciency thanks to cooperation with the largest 
meal suppliers – Glovo, Uber Eats, Stava and 
Pyszne.pl. In our 150 restaurants, we give our 
guests the opportunity to choose the plat-
form through which they can order food from 
the nearest McDonald’s.
We also offered deliveries in smaller cities 
thanks to our cooperation with the local 
logistics operator – Stava.

Good practice

Global Brand, 
local Influence
Each of the several hundred McDonald’s restaurants in Poland is part of the local community.  
Our franchisees have been proving for years that they want their restaurants and presence in 
a given location to be more than just a place with good food.

When preparing the report, we asked franchisees to 
present a list of their activities supporting the local 
community. In response, we received several hundred 
activities carried out in 2021 – from a small basketball 
tournament and renovation of the common room, 
through gifts for local cyclists and the organisation of 
an ecological competition, to supporting a local festival 
and buying outfits for footballers. Franchisees initiate 

their own campaigns or respond to the needs reported 
by local communities.

Small and large campaigns addressed to many groups 
prove that “Together we can do more”, and what counts 
at McDonald’s is the strength of good neighbourly rela-
tions. Some of the activities were one-off, others are 
held on a regular basis.

Selected areas supported by franchisees:

social education

sports

environmental protection culture

healthpublic space

Ronald McDonald 
House Charities
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McDonald’s Polska donated PLN 2.37 million to the 
Ronald McDonald House Charities in Ukraine. We have 
introduced the Ukrainian Burger to the menu of restau-
rants in Poland. From the sales we transferred funds to 
the Ronald McDonald House Charities in Ukraine, obta-
ining the above-mentioned amount. The funds were 
used for humanitarian aid, mainly for the purchase of 
shelf-stable food. The RMHC organised approximately 
46,000 parcels for Ukrainian residents.

Working together with the authorities, the RMHC provides 
food parcels to those in need who cannot leave their homes 
in the war zones. To date McDonald’s Ukraine and the local 
Ronald McDonald House Charities donated over 222 tonnes 
of food for humanitarian purposes. Additionally, the RMHC 
donated almost a thousand first aid kits to those in need, 
as well as medicines, medical and hygienic equipment and 
supplies, water and food to hospitals and their patients. The 
Ronald McDonald House Charities continues to operate – it 
is currently running 5 aid programs on the territory of Ukra-
ine, with particular emphasis on providing humanitarian aid.

The Polish Ronald McDonald House Charities, whose 
ambulance provided medical support in Przemyśl, also 
helps refugees and funds beds for parents of children 
from Ukraine being treated in hospitals. It also provides 
accommodation in Ronald McDonald Houses in Poland for 
families of seriously ill children. 

From 23 March to mid-June, the “Maczek” club was open 
at the McDonald’s Training Centre at the Central Station. 
It is a safe and comfortable place for children and their 
guardians waiting at the Railway Station for their onward 
journey. Children staying in “Maczek” could relax, play, take 

part in animations and simple programming classes using 
educational robots. Throughout the 104 days it was open 
“Maczek” hosted 1,700 children from 1,100 families. The 
common room was run together with the Digital Dialogue 
Association – a partner who has many years of experience 
in the implementation of complex educational and anima-
tion projects for children and youth in various age groups.

Iwona Brzózka-Złotnicka
president of the board at digital dialogue association

As an Association, from the beginning of the war in Ukraine, we supported refugees, especially children and 
teens. At the Torwar location, we heard the stories of Ukrainian children and learned to act in this new situation 

with sensitivity. In “Maczek” at the Central Railway Station, we were responsible for taking care of the children staying 
there, providing them with entertainment, animations and – if there was space and interest – learning with the 
use of, e.g. educational robots.

The Ukrainian Burger was very popular in Poland

Aid for Ukrainie
At McDonald’s, we know difficult times are a test of solidarity. In the face of the war in Ukraine, our 
network took unprecedented measures to support our neighbours – both those who remained in 
the country and those who crossed the border of Poland. 

Employees of franchise and corporate restaurants were actively involved in helping the refugees

O U R  C O M M U N I T I E S O U R  C O M M U N I T I E S
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We have also launched a support line for people fleeing 
the war in Ukraine. So far nearly 440 people (including 
over 60 children) have benefited from McDonald’s “We 
are Together” helpline. We focused on helping to obtain 
information, accommodation (60 people found a tempo-
rary home) and jobs. Currently, around 278 people are at 
various stages in the employment process, and 265 are in 
the process of document veification. Some people from 
this group have already joined the restaurant teams in 
Poland.

McDonald’s franchisees also got involved by delivering 
hot meals wherever it was needed – at help points, in-
cluding at the Central Station in Warsaw or in restaurants, 
mainly located near the border or in cities to which most 
refugees were sent. By June 2022 we provided 63,352 
meals.

One such involved franchisee is Robert Grzyb, who mana-
ges three McDonald’s restaurants in Lublin, Zamość and 
Chełm. Due to the location and close proximity to the 
Ukrainian border the restaurants were full of refugees 
already in the first days of the war. They received hot 

meals and drinks from restaurant employees, but also 
the opportunity to rest, use the toilet or access free wi-fi 
around the clock.

Franchisee Barbara Boroń, at the request of the Embas-
sy of Ukraine, organised a fundraiser that raised PLN 
300,000 – all of which was spent to purchase medicines 
for intensive care units in Ukrainian hospitals, including 
in Lutsk and Lviv.

The partner of the day care centre at the Central Railway Station was the Digital Dialogue Association

For 104 days of operation at the 
McDonald’s Training Centre at 
Warsaw’s Central Station, the Maczek 
day care centre hosted 

1,700 children from more 
than a thousand Ukrainian families.

Adam Pieńkowski
managing director,               McDonald’s Polska

10% of our employees in Poland are Ukrainians, which is why we have been helping the victims of war since it 
started. We support those in need not only systematically, creating a relief fund, helpline or day care centres like 

“Maczek”, our franchisees also help, as they once again show that it is precisely in crisis situations when we stick 
together even more and can count on their support.

From March to June, the McDonald’s Training Centre turned into a day care centre for children from Ukraine

O U R  C O M M U N I T I E S O U R  C O M M U N I T I E S
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The Ronald McDonald 
House Charities
The Ronald McDonald House Charities, known all over the world, has been operating in Poland 
since 2002. Its main donor is McDonald’s Polska. The RMHC changed the standards of many 
Polish hospitals, helped many children, parents and local communities. The mission of the 
RMHC is to create, support and implement programs that help children live in health and pros-
perity so that the family can be together. One of its most important programs is the Ronald 
McDonald Houses – free, well-equipped places for families of hospitalized children, in which 
families, living in the vicinity of hospitals, they can rest, prepare a meal, do laundry, and sleep in 
a comfortable setting – just like at home.

In addition to the Houses, the RMHC also runs Family 
Rooms in two hospitals in Poland. Rooms are places where 
we do our best to prevent a child from remembering the 
hospital as a sad place. Children can take classes with mas-
ters in their fields, attend inspiring meetings, volunteer, 
experience different types of education, get involved with 
music, art, theatre and film. The list of activities offered in 
the Room is long.

Delicious oatmeal cookies are on McDonald’s 
menu all year round. Proceeds from their sale 
is donated to the Ronald McDonald House 
Charities.

Good practice

During McHappy Day in 2021, we collected  PLN 2,143,158 for the second Ronald 
McDonald House in Warsaw.

prof. dr hab. n. med. 
Adam Jelonek
honorary president of the board, 
Ronald McDonald House Charities

Allowing the child and parent to see each other 
frequently while continuing the normal daily func-

tion at “home” is something that cannot be overestimat-
ed, especially during long hospitalizations. This gives the 
entire family of the young patient a chance to find 
the balance they need at this difficult time. 

Ronald McDonald Houses are created thanks to the 
commitment of our guests and volunteers. Every year 
we organise the McHappy Day campaign globally. During 
two December weekends, each guest at our restaurants 
can donate to this cause. One zloty from each portion 
of fries sold goes to the RMHC and helps it carry out its 
mission “So that the family can be together”. Every year, 
celebrities and influencers are involved in McHappy Day, 
and many known names volunteer for the RMHC. The sale 
of oatmeal cookies, available at McDonald’s restaurants, 
also supports the RMHC and its mission “So that the fam-
ily can be together”. Guests can also make a donation to 
the RMHC through ordering kiosks in restaurants. In 2021, the Ronald McDonald House in Warsaw opened its doors to 

families of hospitalized children

These Houses help children and families from all over 
Poland who come to the hospital and stay for treatment 
for weeks, months or years. Being away from home for so 
long often makes you feel insecure. To minimise stress 
on the child and parents, the whole family should be 
able to stay together during an illness. The RMHC keeps 
growing thanks to the commitment and regular finan-
cial support of McDonald’s Polska’s franchisees and 
suppliers. The employees, on the other hand, provide 
significant and key support to the RMHC. They shape it 
by fulfilling the roles of dedicated volunteers. The first 
Ronald McDonald House in Poland opened in 2015 at the

University Children’s Hospital in Kraków. Since then,
it has provided support to over 400 families, offering 
them 52,000 free night’s stays. The longest stay of the 
family lasted 382 days. The second house was opened 
in 2021 in Warsaw. The building is located on the cam-
pus of the Medical University of Warsaw, in the imme-
diate vicinity of the Józef Polikarp Brudziński Children’s 
Teaching Hospital. It is a modern, environmentally 
friendly house with 25 comfortably equipped apart-
ments and a spacious common area: a kitchen, dining 
room, family living room, meeting and relaxation area 
and a laundry room.
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Family Rooms at the Children’s Teaching Hospital of 
the Medical University of Warsaw and at the Children’s 
Memorial Health Institute in Międzylesie:
• visited by 6,427 guests,
• 122,642 visits.

Ronald McDonald’s House in Kraków:
• inhabited by 75 families,
• 4,096 nights spent,
• PLN 983,040 is the value of assistance provided

to families,
• 99 volunteers.

Ronald McDonald’s House in Warsaw:
• inhabited by 61 families,
• 2,166 nights spent,
• 115 days was the longest stay at the House,
• PLN 476,520 is the value of assistance provided 

to families,
• 111 volunteers.

The amount of 1% of tax for 2021 in the amount of PLN 
379,648.24 helped fi nance the construction of a Ronald 
McDonald House in Warsaw and the operation of
a second facility in Krakow.

Katarzyna Rodziewicz
president of the board and executive director, Ronald McDonald House Charities

In the life of a young patient, going to the hospital far from home is always the most diffi  cult time. Time and high costs 
of travel, as well as the often impossible to organise long stay in a hotel in a city far away from home, prevent both 

parents from seeing the child often. Such separation is always very painful for the child and the rest of the family and does not 
help with the treatment. That is why in the RMHC Houses we host not only mum and dad, but also siblings or grandpa-
rents. The House gives everyone a sense of closeness and allows them to go on with their everyday family life.

Since 2005, the Ronald McDonald Ronald McDonald 
House Charities also runs the National Program of Pre-
ventive Ultrasounds for Children called “NO more kids 
with cancer”. About 1,200–1,300 children are diagnosed 
with cancer in Poland every year. Detected in the early 
stages of development, they are curable in most cases.
Since 2005, more than 73,000 children have been exam-
ined and over 190,000 ultrasound examinations have 
been performed. In 2021 alone, the ambulance visited 58 
towns, traveled 14,887 km and examined 5,104 children.

The RMHC has two specialised ambulances. Each of them 
has two doctor’s offi  ces and a waiting room. The vehicles 
are air-conditioned and completely independent of exter-
nal energy and water sources.
Mobility allows tests to be carried out close to where the 
children live. The program is nationwide, and the only limi-

tation is the calendar and the availability of dates. Thanks 
to the mobile clinic, this program comes to children.

As a part of oncological prevention, the RMHC also organi-
ses and fi nances training courses on early cancer detec-
tion for primary care and family physicians. Together with 
the International Association of Medical Students IFMSA 
Poland, the RMHC also conducts lectures on “NO more kids 
with cancer – Parents, don’t ignore the symptoms”, It only 
takes 35 minutes for parents and grandparents to learn 
about the early signs of cancer in children so as not to miss 
the fi rst alarming signs. Every company, organisation or 
parent can attend a lecture with the RMHC. The RMHC also 
fi nances and off ers specialist publications for doctors and 
parents devoted to oncological prophylaxis.

RMHC's activities in 2021: Actions  
during the pandemic
The pandemic surprised the whole world – McDonald’s Polska was also surprised. However, it did 
not paralyze our actions – we quickly adapted to the prevailing conditions. We have always at-
tached great importance to safety. Not only in terms of the quality of our products, food prepa-
ration, but also in relation to employees, guests and all people who have contact with the brand. 
However, seeing how many people had difficulties with finding themselves in the new situation, 
which required new behaviours from them, we decided to support our employees and guests in 
communication.

Responding to the challenges of the pandemic, we cre-
ated the platform “It’s all in our hands”, which promoted 
the right habits in the new reality, educated about hand 
hygiene, proper wearing of masks and keeping distance. 
The campaign was targeted especially at the younger 
generation and was supported by a TV spot featuring 
a  famous rapper. We were also targeting our employees. 
The promotional fi lm featured our friend Oliwia from the 
restaurant in Białystok. The material was well received 
and helped increase the sense of security among employ-
ees and guests – their reactions on Tik Tok exceeded our 
expectations.

Observing our guests, we noticed that the pandemic 
aff ected the parents the hardest, who had to explain this 
new reality to their children. The kids didn’t understand 
why they couldn’t shake hands, hug or share a sandwich. 
To explain this new world to them, we created “Fairy 
Tales with a New Moral” based on the famous stories of 
the Brothers Grimm. We wrote them under the watchful 

eye of a team of psychologists, creating morals based 
on the basic principles of safety. For example, in the fairy 
tale “Cinderella who did not go to the ball” the girl no-
ticed that the guests did not wear masks and did not 
keep their distance. Then she remembered the words of 
the fairy who handed her a mask made of golden threads, 
emphasizing that safety was the most important thing. 
All the fi lms are available on McDonald’s Polska YouTube 
channel, and the project involved Anna Dereszowska, an 
actress and mother, who, surrounded by magical crea-
tures, reads our fairy tales with a new moral to the chil-
dren.

During the pandemic, we focused on education, but we 
also wanted activities that would support those most 
in need. We became involved in the nationwide cam-
paign #WzywamyPosiłki, which was aimed at supporting 
hospital employees. In cooperation with our partners, we 
provided Power Meals, thanks to which the medical staff  
had the energy to work. Deliveries were made with the 
support of volunteers and external McDelivery operators, 
and our staff  members included a personal thank you 
with each meal. We completed the campaign with 71,485 
Power Meals, which were delivered to over 50 medical 
facilities throughout Poland. Ultimately, as many as 50 
franchisees and 100 franchise estaurants were involved 
in the campaign.
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98 99

Responsible
marketing
Like every company, we want to advertise our products and encourage guests to visit McDon-
ald’s restaurants. We conduct our marketing activities in a responsible manner and always 
in accordance with Polish law and the principles adopted by McDonald’s Corporation. When 
preparing information and advertising campaigns, we adhere to a global, comprehensive set 
of marketing, advertising, legal and trademark principles.

Our marketing messages:
• are always true and not misleading,

• if possible – promote a balanced, active lifestyle,

• respect the principles of fair competition,

• do not use comparative advertising,

• do not violate privacy,

• do not arouse fear, anxiety or violence,

• do not encourage illegal, dangerous or anti-social behaviour,

• do not represent or imply the use of drugs or alcohol,

• do not promote the overconsumption of food and drink.

During the pandemic, together with the popular rapper Holak, we encouraged young people to wear masks.
In the piece created for the purposes of the campaign, we emphasized that responsible attitudes during
a pandemic, as well as a positive attitude and mutual support, are extremely important, and a real smile can 
be seen even from behind the mask.
In a 30-second spot, we presented the guests and employees of the restaurant chain in masks, from behind 
which you can easily see smiling faces. Holak, as the main character of the spot, prepared a special song for 
the campaign. The text directly referred to diffi  cult times and the need for a responsible approach in caring 
for others.

The spot featuring Holak is available at this link: 
https://youtu.be/1vC63rt6Cr4

Good practice

The “Fairy tales with a new moral” campaign was recognised by both consumers and the communication industry, winning an award in the 
Golden Paper Clips competition

O U R  C O M M U N I T I E S O U R  C O M M U N I T I E S
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In Poland, since 2015, only water, tea or juice have been 
presented as a drink in Happy Meal promotional materials. 
According to global assumptions, by 2022, at least half of 
all children’s meals offered on the menu in restaurants, on 
the screens of order kiosks, on the website, and in mobile 
applications will contain a maximum of:

• 600 kcal,
• 10% of kcal from saturated fatty acids,
• 650 mg of sodium,
• 10 kcal from added sugar.

However, the requirements of the EU Pledge Nutrition 
Criteria provide for the maximum values: 

• 510 kcal,
• 10% kcal from saturated fatty acids,
• 660 mg sodium,
• 18 g of total sugar.

McDonald’s in Poland, by promoting food for children in 
a responsible manner, tries to meet the requirements of 
the EU Pledge and reduce the calorific value of the meal.

We pay particular attention to the issue of marketing acti-

vities targeted at younger guests. From 2010, McDonald’s 

on all European markets apply the Principles of Marketing 

for Children, and from 2012 – the EU Pledge Principles. EU 

Pledge is a commitment by leading food and drink compa-

nies submitted to the European Commission by the World 

Federation of Advertisers. The signatories undertake to 

follow common, voluntary rules ensuring that in their mar-

keting messages they will not undermine the principles of 

a balanced diet and a healthy lifestyle and – as far as possi-

ble – will promote them.

Principles of responsible marketing to minors:
• Advertised meals for children under the age of 12 must meet certain nutritional criteria based on accepted scientific 

evidence.

• McDonald’s does not and will not engage in any communication regarding food in elementary schools, except as 
expressly required or agreed with the school administration for educational purposes.

• All Happy Meal advertisements aimed at children under the age of 12 promote fruit or vegetables and drinks with no 
added sugar. Carbonated drinks with artificial sweeteners are excluded from Happy Meal ads.

• We do not advertise food and drink in the media aimed at preschool children.

• We do not pay for placement or actively seek the placement of our food or drink products in the programming / 
editorial content of any media directed at children to promote the sale of these products.

• We always provide full information on the nutritional value of the product.

• We use our licensed and branded characters (Ronald McDonald, Happy) to encourage sustainable food choices.

We have started the process of withdrawing 
from circulation plastic toys from Happy Meals. 
Paper books have also been available for some 
time now – this is a proposal for our youngest 
guests, the purpose of which is to convey the 
value of reading.
McDonald’s is working to ensure that all toy 
series are made of 100% ecological materials 
by the end of 2025.

Good practice

We try to make sure that our advertising messages 
don’t offending anyone, but not everything always 
goes as planned. In 2021, one of our advertisements, 
in which a couple along with their parents leaves a 
classical music concert and goes to our restaurant, 
outraged one of the viewers. As a result, a com-
plaint was submitted to the Ethics Committee of 
the Advertising Council. The Council decided that 

our advertisement in no way ridiculed people who 
value classical music. At the same time, the Coun-
cil agreed with the viewer that the selection of the 
piece presented in the advertisement during the 
concert – the Leningrad Symphony – in the context 
of the restaurant advertisement, may violate social 
sensitivity. The event ended with an explanation 
issued by the Advertising Ethics Council.

[ G R I  41 7 - 3 ]
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08 Our 
employees
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Category 2021 

Total number of employees broken down by fixed-term employment contract

Office 5

Franchise restaurants no data

Corporate restaurants 1,599

Women 1,059

Men 545

Total number of employees broken down by employment contract for an indefinite period

Office 174

Franchise restaurants no data

Corporate restaurants 1,350

Women 997

Men 527

Total number of employees broken down by employment contract for a trial period

Office 3

Franchise restaurants no data

Corporate restaurants 783

Women 458

Men 328

Total number of employees by type of employment (full-time) 13,682

Office 179

Franchise restaurants 11,526

Corporate restaurants 1,977

Total number of employees by type of employment (part-time) 14,284

Office 3

Franchise restaurants 12,526

Corporate restaurants 1,755

Our employees
McDonald’s in Poland is the people – diverse teams currently working in over 500 restaurants all 
over the country. For 30 years, our brand has been creating stable jobs and providing development 
opportunities for everyone – regardless of gender, age, place of origin or social role. In 2021 the 
McDonald’s team consisted of people from 24 countries, aged 16 (during summer holidays) to 85. 
Over 7% of employees are people with disabilities, and almost 12% are foreigners. Restaurants 
are a friendly workplace for everyone and offer opportunities for development.

Thanks to the scale built over 30 years, McDonald’s is an important and responsible employer in 
Poland. As of 31 December 2021 McDonald’s Polska employed 27,966 workers.

Number of McDonald’s employees in Poland by type of employment and gender, as of December 2021

Category 2021 

Total number of employees 27,966

Women 17,819

Office 103

Franchise restaurants 15,305

Corporate restaurants 2,411

Men 10,147

Office 79

Franchise restaurants 8,747

Corporate restaurants 1,321

[ G R I  1 0 2 - 8 ]

All McDonald’s Polska workers are employed under an employment contract.
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Diversity is our value, reality, strength – we believe in 
it and use it to our advantage. We are open to all diff er-
ences – both those easily visible (such as age, gender, natio-
nality), as well as those invisible at fi rst glance (such as 
gender identity, sexual orientation or religion). Employing 
currently nearly 30,000 people, we consistently adopt 
a “zero tolerance for disrespect” attitude. This applies 
to both guests and employees. At McDonald’s, there is 
no room for insults, comments related to skin colour or 
origin. We react, we give ourselves the right to refuse to 
serve a guest who is hostile to employees. Everyone can 
feel safe with us, no matter who they are.

McDonald’s globally is one of the most diverse organi-
sations in the world. People of various age groups, repre-
senting various ethnic groups, cultures and religions, 
work in our restaurants. In addition, schoolchildren, stu-
dents, university graduates, people without secondary 
and higher education, as well as people for whom McDon-
ald’s is their fi rst place of work fi nd a workplace here. We 
create places of work and meetings open to everyone. 

According to data for 2021, people representing 22 natio-
nalities worked in the Mazowieckie Voivodeship alone.

Diversity is a mutual value that we try to foster every day. 
In order to create places with an atmosphere of openness 
and mutual respect, an idea is not enough. Every day we 
face barriers that are invisible at fi rst glance, often result-
ing from a lack of refl ection, sometimes from a feeling 
of uncertainty, ignorance or fear of being diff erent. We 
realise that only working daily to implement our values in 
life can we achieve lasting change and create open and 
friendly places for everyone.

The questions our employees face are often not easy:
• How should a manager react when he/she hears an 

off ensive comment from a guest directed at a dark-
-skinned employee?

• What locker room can a person use during the gender 
reassignment process to respect that person’s sense 
of identity, and, at the same time, the feelings of the 
rest of the team?

WE USE DIVERSITY
TO OUR ADVANTAGE

Number of McDonald’s employees in Poland
by voivodeship

Franchise
restaurant
employees

Own
restaurant
employees

Office
workers

* including 131
employed in Poland

983
zachodnio-
pomorskie

2,034
91

pomorskie

494
216

warmińsko-mazurskie

498
141

podlaskie

1,616
198

łódzkie

578
98

świętokrzyskie

1,935
794

wielkopolskie

1,258
125

kujawsko-pomorskie

2,090
108

dolnośląskie

319
187

opolskie

3,649
228

śląskie

2,117
259

małopolskie

964
88

lubelskie

721
podkarpackie

704
lubuskie

4,102
1,199
182*

mazowieckie

McDonald’s Corporation
We are involved in a long-term implementation of the Diversity, Equity and Inclusion (DEI) strategy. We follow a 
simple principle – by living in line with our values, we will succeed. This applies to the entire system – employees, 
franchisees and suppliers. Our values also shape how we build the trust of local communities and create friendly 
places for everyone.

Diversity tolerance is a fundamental value. We accept, respect and appreciate contributions from all McFamily 
members. Our doors are open to all guests, employees and members of the local community. This approach is in 
line with the Accelerating the Arches global business strategy.

Pillars of the DEI global strategy:

• Representing the diverse communities in which we operate our restaurants.
• Strengthening the culture of inclusion and belonging.
• Breaking down barriers and translating them into possibilities.

[ G R I  1 0 2 - 41 ]

There are not any collective labour agreements at McDonald’s Polska.

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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Maternity, paternity and parental leave at McDonald’s 
Polska (office and own restaurants)

Division by 2020 2021

Number of employees who were entitled to 
maternity, paternity, parental leave*

men 19 21

women 77 72

Division by 2020 2021

Number of employees who took maternity, 
paternity, parental leave*

men 21 33

women 98 99

Division by 2020 2021

Number of employees who returned to work after 
the end of maternity, paternity, parental leave

men 21 33

women   9    7

* The value in the field “number of employees who were entitled to maternity, paternity, parental leave” is given according to the births
of children in a given year

** The value in the field “number of employees who took maternity, paternity, parental leave” is given according to the use of the leave

[ G R I  4 0 1 - 3 ]

McDonald’s has been implementing a diversity management strategy for several years. Almost 12% of the 
chain’s restaurant employees are foreigners. Thanks to cooperation with the Diversity HUB Foundation, 
McDonald’s created an educational program aimed at limiting discriminatory attitudes and activities.
Additionally, a number of training materials are available – a subpage on the intranet dedicated to office 
employees and franchisees, and e-learning training courses on the training platform.
Moreover, we provide onboarding training for all employees on creating a safe, open and inclusive work 
environment.

Good practice

We also support people with disabilities. In our recruitment 
activities, we remember about their needs, for example by 
providing the option of a sign interpreter in the work tab on 
the company’s website. About 7% of employees working in 
McDonald’s own restaurants are people with disabilities. 

There is one restaurant in the McDonald’s system where 
the staff is largely made up of deaf people. Thanks to inter-
nal educational activities, information is published on the 
McDonald’s intranet on how to behave in certain situations 
in order to meet the needs of each person.

We help answer these questions by:
• training programs at which we present our employees 

with specific solutions that make them sensitive to 
the issues of equality and diversity,

• training in cooperation between generations and 
different cultures, approach to gender identity,

• we teach how to react to aggressive behaviour and 
stereotypes,

• implementing the so-called People Brand Standards – 
a set of rules based on the policy of counteracting 
unequal treatment in the workplace,

• strengthening the SpeakUp Culture and showing why, 
when and how to speak out loud about events that go 
against our values.

[ G R I  1 0 2 -1 2 ]

Since 2020, we have been a signatory of the Diversity Charter. It is an international initiative supported by 
the European Commission, whose presence in Poland is coordinated by the Responsible Business Forum. 
Signatories may be organisations that do not agree to discrimination in the workplace, undertake activities to 
promote diversity and express readiness to engage employees, business and social partners.

Good practice

Our employment structure is very diverse in terms of 
age. Over the last two years, the share of 35+ employ-
ees has increased. In 2021, the oldest employee of the 
McDonald’s restaurant chain was 85 years old, and the 

youngest was 16. Every year, during the summer or win-
ter break, about 1% of our employees are young employ-
ees employed to perform so-called light work.

78% of own restaurant managers
are women

85 is the age of the oldest employee

35% of McDonald’s franchisees are women

12% of our team (office, own and franchise restaurants) is made up of foreigners

7% of our team (office, own and franchise restaurants) are people with disabilities

45% of the company’s management
team are women

16 is the age of the youngest employee

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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The composition of the workforce at McDonald’s Polska in the restaurant section, broken down by citizenship
and type of position

Citizenship Management staff 
(managers and 
assistants)

Mid-level employees 
(hourly managers)

Lower level 
employees 
(employees)

Afghan  –  – 0.04%

Azerbaijani  –  – 0.04%

Belarusian  – 0.61% 0.61%

Egyptian  –  – 0.04%

Ethiopian  –  – 0.04%

Georgian  –  – 0.04%

Indonesian  –  – 0.04%

Indian  – 0.30% 1.91%

Iraqi  –  – 0.04%

Sri Lankan  –  – 0.07%

Nepali  – 0.15% 0.14%

Nigerian  –  – 0.32%

Pakistani  –  – 0.04%

Polish 95.30% 90.56% 90.90%

Russian  – 0.15% 0.22%

Syrian  –  – 0.04%

Tajik  –  – 0.04%

Tunisian  –  – 0.04%

Turkish  –  – 0.04%

Ukrainian 4.70% 8.22% 5.07%

Uzbek  –  – 0.25%

Zimbabwe  –  – 0.07%

[ G R I  4 0 5 -1 ]

Composition of management bodies and employees in McDonald’s Polska in the office setting, broken down by age, 
sex and citizenship 

Age Sex Citizenship

Up to 30 
years old

30–50 
years

Over 50 
years 

old

F M What 
type

Number od 
employees

Managers 0% 81.13% 18.87% 45.28% 54.72% Polish 100%

Mid-level 
employees

7.94% 84.92% 7.14% 61.11% 38.89% Polish 97.67%

100% – – 100% – Polish/
Moldavian

0.78%

– 100% – 100% – Ukrainian 0.78%

100% – – – 100% Kazakh 0.78%

[ G R I  4 0 5 -1 ]

The composition of the workforce at McDonald’s Polska in 
franchise restaurants, broken down by citizenship: Polish 
– 88%, Ukrainian – 8%, Indian – 1%, other – 3%. Through-
out McDonald’s Polska – in the office, restaurants and 
distribution centres, the “Policy of counteracting mob-
bing, discrimination, violence and other inappropriate 
behaviour” is absolutely binding. The Policy guarantees 
employees the right to confidential and anonymous report-
ing of all behaviour raising ethical concerns. Employees 
who make comments in good faith are also guaranteed 
that there will be no negative consequences in relation to 
their report.

Each received notification is carefully examined by 
authorised persons. If the information is confirmed, an 
appropriate note is passed on to decision-makers, and 
professional consequences, including dismissal, are 
imposed on those who have violated the standards of 
conduct.

[ G R I  4 0 6 -1 ] 
In 2021, we recorded one confirmed case of discrimina-
tion and terminated the contract with the perpetrator.

McDonald’s Corporation
In 2018, McDonald’s launched the global Youth Opportunity program, which aims to activate people from excluded 
communities professionally. The activities are aimed at young people starting their professional career, who due 
to their situation have a more difficult start in their professional life. As part of this initiative, we offer a work-study 
program with the Kozminski University (Management in the QSR sector), which to date has given 100 talented 
managers of McDonald’s Polska restaurants a chance to obtain a Bachelor’s degree.

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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[ G R I  4 0 3 - 5 ]  •  [ G R I  4 0 4 -1 ]

Health and safety training takes place at McDonald’s 
in accordance with the requirements of the labour law. 
Meetings for restaurant staff are conducted by a health 
and safety specialist who conducts general training and 
periodic health and safety training. In addition, the restau-
rant management staff conducts on-the-job training for 
employees, during which the employees learn about the 
risks associated with working in a given position, as well 
as with the methods of reducing them and the proper 
use of personal protective equipment. McDonald’s office 
employees receive health and safety training in the form of 
guided self-education, which consists in providing train-
ing materials to people, who, after reading the content 
themselves, update and consolidate their knowledge 
under the supervision of a health and safety specialist.

In 2021, 3,110 of our new employees underwent health 
and safety training, including 1,882 women.

In 2021, 774 people in blue-collar positions were 
trained, 50 in office administration and 324 in mana-
gerial positions. 

[ G R I  4 0 3 - 6 ] 
Employees are covered by basic medical care (primary 
health care insurance). Moreover, each employee may 
benefit from additional medical care, which may also be 
provided to members of the immediate family.
There is also an option to extend employee’s insurance.
All information was communicated to employees in 
restaurants at the time this offer was introduced. We per-
ceive employee safety more broadly than just in the phy-
sical sphere. We also care about the well-being of McDon-
ald’s employees. Thanks to our cooperation with the 
Mental Health Center, we work with specialists in crisis 
interventions. We use workshops and training sessions 
organised by the company, as well as the Mental Health 
Helpline platform.

Every McDonald’s employee in Poland receives information about the employee rights and 
obligations arising from health and safety issues. We clearly inform about the obligation to 
refuse to work in a situation where it would pose a threat to health or life. This also applies to 
other situations when an employee may refrain from work, e.g. lack of protective measures or 
lack of appropriate training for working in a given position.

[ G R I  4 0 3 - 9 ]

Number of 
accidents at work

Number
of man-hours

Indicator of the 
number of accidents 
at work

2018 104 7,055,178.88 14.74

2019 92 5,961,531.71 15.43

2020 46 5,195,522.38 8.85

2021 161 5,093,410.76 11.98

The data is presented using the LTIFR (Lost Time Injury Frequency Rate) indicator 
(number of lost time injuries/number of man-hours).

Types of employee injuries 
in 2021:

bruises
and sprains

other

burns

cuts

fractures

49.18%

26.23%

11.48%

9.84%
3.28%

Health
and Safety at McDonald’s
[ G R I  4 0 3 -1 ]  •  [ G R I  4 0 3 - 2 ]  •  [ G R I  4 0 3 - 3 ]  •  [ G R I  4 0 3 - 5 ]  •  [ G R I  4 0 3 - 7 ]  •  [ G R I  4 0 3 - 8 ]

Work safety at McDonald’s is an issue that cannot be compromised. Safety is a priority for McDon-
ald’s. The health and safety at work in our organisation is guarded by the implemented activities 
based on the requirements of ISO 45001, which define the procedures for identifying hazards, 
planning and implementing corrective actions, health and safety communication, developing 
post-accident activities as well as training and instruction. Occupational health and safety proce-
dures cover 100% of our employees.

All workplaces at McDonald’s have prepared occupatio-
nal risk analysis cards developed using the RISK SCORE 
method consisting of identifying and estimating threats 
and implementing corrective actions. We update the risk 
analysis on an ongoing basis, adapting it to technological 
changes, new devices or changes in procedures. The risk 
assessment revision is also influenced by the accident 

analysis – the type of events at a given position and the 
possible repetition of accident situations. Depending 
on the needs, we introduce changes or new protection 
measures. We also conduct periodic inspections of all 
health and safety and fire protection devices and instal-
lations. They are performed in a timely manner by autho-
rised services.

Our health and safety specialists regularly visit selected restaurants and collect opinions from employees 
and managers on the implemented solutions related to occupational safety.

Good practice

Employees may report any possible threats resulting from working conditions directly to their manager, by 
phone to an employee of the OHS service, by e-mail or via an internal communication platform.

Good practice

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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We realise that for some of our employees McDon-
ald’s is the first place to work. We teach tools for fur-
ther professional development, which is why some of 
our employees at some point decide to develop their 
careers in other industries. Hence the relatively high 
turnover rate in our company. Nevertheless, we strive 
to maintain higher employee retention. We promote 
internal promotions in the organisation, and when 
looking for people for managerial positions or to work 
in the head office, we first offer positions to people 
who already work in our restaurants.

[ G R I  1 0 2 - 2 7 ] 

Relevant economic, environmental and social issues are 

raised at regular board meetings. McDonald’s Polska, 

taking care of the competences of the management 

staff, ensures participation in training courses, seminars, 

conferences and discussion panels.

We make decisions in the organisation on the basis of 

expert opinions prepared by internal and external consul-

tants.

Employee turnover in individual areas of McDonald’s 
Polska in 2021

Office Own 
restaurants

Franchise 
restaurants

Turnover ratio 9.89% 66.37% 86.74%

Total number of departures in 2021 18 2,477 20,862

New employees in 2021 20 3,090 22,300

Total number of employees in 2021 (as of 
31.12.2021) 

182 3,732 24,052

[ G R I  4 0 1 -1 ]

Team development
All people who work at McDonald’s in Poland can count on assistance in the development of com-
petences and comprehensive training. We utilise the expertise of our internal trainers and the 
wealth of external training – both those “tailored” to the needs of our organisation, and open ones, 
where we meet representatives of other companies.

Selected training programs in 2021

• Hospitality Management in the New Reality with 1,271 participants.
• PACE (Performance and Customer Excellence), which is a flexible, data-driven restaurant consulting process – 131 

employees participated in it. This process focuses on the individual needs of each restaurant in order to improve its 
functioning in various areas, as well as addressing points for improvement. 

• As part of the People Brand Standards defining the principles of creating a friendly and safe work environment, both 
employees and managers at all levels have access to the following e-learning training programs:
a) Safety, respect and openness in the workplace – training for employees, 
b) Safety, respect and openness in the workplace – training for managers,
c) Creating a sense of belonging in McDonald’s,
d) Prevention of violence in the workplace.

• Human rights at McDonald’s – the program covered 94 restaurants where at least 1 person completed the training.

1,366 participantsLeadership Basics for shift managers 

1,443 participantsDevelopment of leadership skills on a shift of 

778 participantsImproving the competences of the leader 

259 participantsRunning great restaurants 

Leadership Development Program, including:

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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From 2019 to 2021 we trained over  12,500 people in the Leadership Development 
Program run by the L&D department (Learning & Development). The McCampus platform is 
used by over 24,500 people.

For years we have been investing in the development 
of restaurant management. One example of this is
the Leadership Development Program launched in 
2018. We combine the knowledge acquired in the tra-
ining room with the theory published on online plat-

forms, supplementing it with practice in the restaurant. 
We use the well-known and popular model 70/20/10 
(Practice/Theory/Workshops) and we help participants 
develop both inside and outside the restaurant.

Training materials created by individual McDonald’s departments are available on the internal communication plat-
form, as well as on training platforms: 
• Fred@McD – interactive material in the form of textbooks. Prepared both for the training participant and his 

guardian. Textbooks help participants prepare for the workshop.
• McCampus – employee development assistant. There are e-learning courses for each level of programs and 

information on development progress.

Theory at the service of practice
• Materials created by individual McDonald’s departments are available on the train-

ing platforms (McCampus and Fred@Mcd) and on the internal communication 
platform.

• Coaching “on the job”, that is, practical exercises in the restaurant are held under 
the supervision of the human development manager.

• The restaurant manager supports the management by providing the necessary 
time to learn the theory.

Workshops
• Are conducted by the Learning & Development department or internal trainers.

• Preparation materials for the workshops are available on the training platforms. 
Coaches are responsible for supporting management in the development of 
leadership competences.

Learning through experience
• Developing the skills acquired in the earlier stages requires constant practice.

Maintenance
• Motivating people to constantly improve their competences, new tasks, recog-

nition, noticing.

Training 
for restaurant 
employees
Restaurant employees are trained by McDonald’s coaches. People with high development potential 
can participate in the annual Talent Development Program. This is a several-month training carried 
out by external trainers for those who have the potential to be promoted to the position of restaurant 
manager. In 2021, 50 people participated in the fourth edition.

About 95% of our restaurant managers are promoted from lower positions.

Our restaurant employees who start working at McDonald’s are trained in accordance with the Crew Training 
Program, covering both the production area and the service area. Each training lasts at least two days and is 
conducted with a tablet using the training method – look, try, check. Training is conducted by instructors – 
experienced team members with superior knowledge of operating standards and communication skills. The 
training is confirmed with an entry on the Employee Training Level Card. The training includes on-the-job 
instructions during which the employee learns about the dangers of working in a given position.
We recommend that the training begins with the production area. This allows the newly hired person to famil-
iarize themselves with McDonald’s products. This journey through employee training allows you to learn to 
work in all positions.

Good practice

McDonald’s career path 
Restaurant worker Instructor

Restaurant manager

Hospitality leader

Assistant to restaurant 
manager

Junior manager

Manager

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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Once a year, we conduct talks about career and development paths with our office and own restaurant 
employees. In 2021, 100% of office employees and 94.3% of own restaurant employees participated in such 
talks. This process provides an opportunity to discuss professional aspirations, obtain support on how to 
implement them and develop a plan to achieve the goals set. 

We want people working at McDonald’s to build their careers in our organisation, regardless of whether they 
plan to stay with us for a few or several years. The so-called BEST Action Plan, i.e. an individual development 
plan helps in determining further development steps. It defines which competencies an employee should 
strengthen and what development activities should be undertaken to build a career at McDonald’s. A set of 
expected features, attitudes and competences are determined by the BEST leadership competency model.

Good practice
[ G R I  4 0 4 - 3 ]

Executive competences
• Ensuring consistency of actions with 

objectives, priorities and strategy

Strategic competences
• Planning of future activities based 

on the analysis of facts, data and 
information about the needs of the 
guests

Key Success Indicators
• Curiosity: openness to continuous development, 

regardless of the position held
• Flexibility: in the way of thinking and acting (the 

ability to adapt to changing circumstances), 
noticing patterns and trends (applying them in new, 
unknown situations)

• Perseverance: taking on challenges with energy and 
optimism

• Relationality: building trust and gaining the respect 
of others

Competencies related to team build-
ing and development
• Development of employees and 

teams
• Transparent communication
• Helping others overcome barriers 

to change

Employees’ career paths are varied, non-linear, often 
consisting of several horizontal moves, delegated to 
work in other markets in our segment or in global func-
tions, project and interdepartmental work. The pan-
demic contributed to increased flexibility of work by 
introducing the hybrid mode. We often recruit young 
talents from restaurants for junior positions, giving them 
the opportunity to develop in the corporate structures.
We also work with external specialists, such as Think-
-Tank and the Diversity HUB Foundation, supporting 
employees in the field of mental health and well-being 
(training, team interventions, Mental Health Helpline 
platform).
Our franchisees can also count on comprehensive 
training and support from McDonald’s. Before joining 
the group of franchisees, the candidate undergoes 
practical and theoretical training preparing to run 
a restaurant. The training lasts about nine months and 
is aimed at acquiring practical and theoretical knowl-
edge directly in the McDonald’s restaurant and during 
workshops. The program assumes getting to know all 
positions in the organisational structure of the restau-
rant. The future franchisee plays the role of a regular 
employee, a change manager and acquires knowledge 
in the field of restaurant management. During practi-
cal training in a restaurant, the candidates supplement 
their knowledge in development workshops that focus 
very strongly on the development of leadership com-

petences. The various stages of training in the restau-
rant end with a test verifying the knowledge of proce-
dures and standards.
Additionally, as part of the recruitment process, candi-
dates participate in a two-stage Harrison Assessment 
process examining five key areas of competence nec-
essary for restaurant management. The results of the 
workshops are one of the elements influencing the 
final evaluation of the candidate.
McDonald’s offers its franchisees consultations, 
trainings, workshops and participation in the work 
of working groups, also in the form of multi-month 
development processes. Their goal is to inspire peo-
ple to improve their leadership competences and to 
stimulate reflection on their own management style. 
One example is a series of workshops as part of the 
McAcademy, carried out with the cooperation of exter-
nal partners, including the ICAN Institute. Workshops 
are an opportunity to develop competences in the area 
of innovation, strategic and analytical thinking. Impor-
tantly, the trainings organised by McDonald’s support 
not only the franchisee, but also their management 
staff. Training materials for employees are constantly 
updated and adapted to current needs. Several times 
a year, we organise Inspiring Leadership Session 
trainings to stimulate reflection on your team man-
agement style.

Training for  
office employees
and franchisees 
Office workers can count on a wide range of internal and external training. We organise workshops, 
training sessions, Career Days, coaching and mentoring sessions, discussion and inspirational panels, 
and facilitated meetings. Some of them are one-time meetings, others last several months. Training 
programs are conducted both offline and online, and most of them are closed sessions, conducted 
only for employees of our organisation.

• Creating Feel Good Moments,
• Leadership basics for shift managers,
• Development of leadership skills during shifts,
• Improvement of the leader’s competences,
• Running great restaurants.

Future franchisee workshops:

Franczyzobiorcy
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The annual bonus is calculated as follows: 30% from the implementation of individual goals set for each office 
employee, and 70% from the implementation of the team goal. The basis for calculating the bonus is deter- 
mined by the base salary and the Target Incentive Plan indicator related directly to the level of a given position. 
The value of the ratio is determined on the basis of a salary benchmark. The benchmark is the market median 
and the bonus is paid out in early March.

Good practiceCompensation
[ G R I  1 0 2 - 3 5 ]  •  [ G R I  1 0 2 - 3 6 ] 

At McDonald’s globally we ensure a very solid base for employment – we work for equal pay regard- 
less of gender, origin and age. 

Compensation for McDonald’s office employees, in- 
cluding directors and senior employees, consists of two 
basic components:
• monthly basic salary under the employment contract,
•  an annual bonus depending on the achievement of 

individual goals and the goal of the company as a 
whole. 

The assumptions for determining the amount of both 
components of the remuneration are based on McDon- 
ald’s global standards.

[ G R I  4 0 1 - 2 ] 
All McDonald’s Polska workers are employed under an 
employment contract. In addition to the salary, we offer 
other benefits to employees, such as:
• additional medical care for office employees, 

restaurant managers and managers as well as 
hospitality leaders. In 2021, 967 employees covered by 
a health care plan,

• group life insurance for office workers and restaurant 
managers (238 people),

• financial benefits for all employees in difficult life 
situations. In 2021, 57 people used them.

McDonald’s Compensation Policy
Competition Based on regularly conducted competition research. Allowing us to attract, engage and 

retain employees.

Fair Relevant to role, responsibility, experience, knowledge, skills and performance. In line with 
the principle of equal treatment in employment, i.e. regardless of, for example, gender, age, 
race, disability, religion, and nationality.

Based on results Related to job evaluation, motivating for further action and reinforcing behaviour in line 
with our values.

Understandable Clearly defined and communicated salary policy. We strive for simplicity to ensure 
employees understand what affects their pay.

Compliant Fulfilling all legal requirements.

As a standard, the salary review is carried out once a year

O U R  E M P L O Y E E S O U R  E M P L O Y E E S
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of administrative activities and corporate restaurants. 
Franchisees, on the other hand, are independent entre-
preneurs. The document was prepared in accordance 
with the requirements of the Global Reporting Initiative 
(GRI Standards) – Core compliance option. It covers the 
time period from January 2021 to December 31, 2021. 
However, due to the fact that this is the opening report, 

we also present data from earlier years, which is indi-
cated in the text. In the period covered by the report – 
2021 – McDonald’s Polska did not change significantly 
in terms of its size, structure or form of activity. Star-
ting from the report for 2021, McDonald’s Polska will 
report periodically. The report is also compliant with the 
guidelines of Directive 2014/95/EU.

[ G R I  1 0 2 - 5 3 ]

Contact details for the report:

Katarzyna Kucisz-Rosłoń, corporate relations manager,                 McDonald’s Polska
e-mail: katarzyna.kucisz-roslon@pl.mcd.com

Topic Where is it 
found?

Activities carried out More about 
the activities

Food safety and 
quality

Restaurants and 
supply chain

Detailed rules and guidelines regarding food safety and 
quality are communicated to all stakeholders involved in the 
process. Procedures are linked with training and external 
audits

Our quality and 
taste

Employee safety McDonald’s 
System – 
organisation, 
suppliers, 
franchisees

All employees – at McDonald’s Polska and those employed 
by our franchisees – are subject to a health and safety 
management system that goes beyond the legal 
requirements. Procedures are linked with regular training

Our employees

Waste 
management and 
food waste

Restaurants and 
supply chain

Waste reduction and the introduction of circular economy 
elements are our priorities. Currently, 80% of packaging comes 
from renewable, recycled or certified sources. Our processes 
are optimised to minimise food waste

Our planet

Relationship with 
guests

Restaurants, 
communication 
and marketing 
activities

We conduct constant marketing research, tests of new 
solutions – we encourage guests to contact us and share 
their opinions with us

Our communities, 
Our impact

Management of 
the environmental 
impact in the 
supply chain

Supply chain Sustainable beef, striving for 100% certified raw materials for 
social and environmental sustainability are our priorities

Our planet, Our 
quality and taste

[ G R I  1 0 2 - 5 6 ]
The report has been independently verified by KPMG with a branch in Poland. The auditor’s certificate was attached to the report

[ G R I  1 0 3 -1 ]  •  [ G R I  1 0 3 - 2 ]  •  [ G R I  1 0 3 - 3 ]
Key topics identified as important in the process of engaging internal and external stakeholders and the approach to 
managing them

About the report
[ G R I  1 0 2 -1 0 ]  •  [ G R I  1 0 2 - 2 6 ]  •  [ G R I  1 0 2 - 2 7 ]  •  [ G R I  1 0 2 - 3 2 ]  •  [ G R I  1 0 2 - 4 5 ]  •  [ G R I  1 0 2 - 4 6 ]  •  [ G R I  1 0 2 - 4 7 ]  •  [ G R I  1 0 2 - 4 8 ]
[ G R I  1 0 2 - 4 9 ]  •  [ G R I  1 0 2 - 5 0 ]  •  [ G R I  1 0 2 - 5 1 ]  •  [ G R I  1 0 2 - 5 2 ]  •  [ G R I  1 0 2 - 5 4 ]  

This report is the first sustainable development report of McDonald’s Polska.
It systematizes the data describing the company’s operations, which consists of three areas:

Unless otherwise indicated in the text, the data in the 
report regarding the entirety of operations in Poland, and 
examples of global activities and commitments were 
marked as McDonald’s Corporation.
Within the above areas of the organisation we have pre-
pared information addressing the most important topics 
in the field of sustainable development, which have been 
defined on the basis of the stakeholders’ opinions. These 
issues are described in the document in the section on 
relations with them.
All initiatives implemented by McDonald’s Polska, includ-
ing those in the area of sustainable development, are the 
result of the goals and strategy set by the management 
board and the directors of individual areas.

[ G R I  1 0 2 - 2 8 ]
The assessment of the work of the Management Board 
is made through the prism of “What” and “How”. The for-
mer, i.e. “what has been achieved”, takes into account 
achievements against the set business goals, contribu-
tion to market goals and achievements related to a given 
department.

The second prism, i.e. “how the goals were achieved” 

analyses the issues of individual behaviour and atti-
tudes, taking into account the company’s values, leader-
ship competences and the ability to build and develop 
talents. The last three areas concern the BEST model 
practiced in the organisation.

[ G R I  1 0 2 -1 1 ] 
The organisation takes precautions. When making each 
business decision, both in terms of establishing a new 
relationship and investment, we look for the most optimal 
solutions, maximizing the positive environmental and 
social impact, thereby minimizing the negative impact. In 
addition, we are always guided by a long perspective, and 
not short-term profits, and this is what we pay attention 
to in the analyses prepared for the decision-making pro-
cess. 
We take daily actions on the basis of appropriate powers 
of attorney and on the basis of professional dependen-
cies. This is also how this report was prepared, the con-
tent of which is known and reviewed at all levels of the 
organisation.

The scope of the non-financial report is consistent 
with the company’s financial statements in the area 

Franczyzobiorcyadministrative activities carried 
out within the head office

in Warsaw

corporate restaurants 
owned by McDonald’s 

Polska

franchise
restaurants

A B O U T  R A P O R T A B O U T  R A P O R T
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We have been engaged by the Board of Directors of McDonald’s Polska based in Warsaw, Marynarskiej 15 Street 
(“Company”) to provide limited assurance in respect of the Assured Sustainability Parameters (“Parameters”) as identifi ed 
below for the year ended 31 December 2021. The Assured Sustainability Parameters are included in the McDonald’s 
Polska ESG Report for 2021 for the year ended 31 December 2021 (the “Sustainability Report”) prepared in accordance 
with GRI Standards issued by Global Reporting Initiative (GRI).
The Limited Assurance Sustainability Parameters covered by our limited assurance engagement are:

G E N E R A L  D I S C LO S U R E S :

1 0 2 -1 ;  1 0 2 - 2 ;  1 0 2 - 3 ;  1 0 2 - 4 ;  1 0 2 - 5 ;  1 0 2 - 6 ;  1 0 2 - 7 ;  1 0 2 - 8 ;  1 0 2 - 9 ;  1 0 2 -1 0 ;  1 0 2 -1 1 ;  1 0 2 -1 2 ;  1 0 2 -1 3 ;  1 0 2 -  1 4 ;  1 0 2 -1 6 ;  1 0 2 -1 7 ; 
1 0 2 -1 8 ;  1 0 2 -1 9 ;  1 0 2 - 2 1 ;  1 0 2 - 2 2 ; 1 0 2 - 2 3 ;  1 0 2 - 24 ;  1 0 2 - 2 5 ;  1 0 2 - 2 6 ;  1 0 2 - 2 7 ;  1 0 2 - 2 8 ;  1 0 2 - 3 1 ;  1 0 2 - 3 2 ;  1 0 2 - 3 5 ;  1 0 2 - 3 6 ;  1 0 2 - 4 0 ; 
1 0 2 - 4 2 ;  1 0 2 - 4 3 ;  1 0 2 - 4 4 ;  1 0 2 - 4 5 ;  1 0 2 - 4 6 ;  1 0 2 - 4 7 ;  1 0 2 - 4 8 ;  1 0 2 -  4 9 ;  1 0 2 - 5 0 ;  1 0 2 - 5 1 ;  1 0 2 - 5 2 ;  1 0 2 - 5 3 ;  1 0 2 - 5 4 ;  1 0 2 - 5 5 ;  1 0 2 - 5 6 .

TO P I C  S P E C I F I C  D I S C LO S U R E S :

1 03 -1 ;  1 03 - 2 ;  1 03 - 3 ;  2 0 1 -1 ;  2 0 4 -1 ;  2 05 - 3 ;  2 07-1 ;  3 0 1 -1 ;  3 0 1 - 3 ;  3 02 -1 ;  3 05 -1 ;  3 05 - 2 ;  3 05 - 3 ;  3 05 - 4 ;  3 05 -  5 ;  3 0 6 -1 ;  3 0 6 - 2 ;  3 0 6 - 3 ; 
4 0 1 -1 ;  4 0 1 - 2 ;  4 0 1 - 3 ;  4 0 3 -1 ;  4 0 3 - 2 ;  4 0 3 - 3 ;  4 0 3 - 5 ;  4 0 3 - 6 ;  4 0 3 - 7 ;  4 0 3 - 8 ;  4 0 3 - 9 ;  4 0 4 - 3 ;  4 0 5 -1 ;  4 0 6 -1 ;  41 3 - 2 ;  41 7 -1 ;  41 7 - 3 .

Management's responsibility
Management is responsible for the preparation and presentation of the Limited Assurance Sustainability Parameters in 
accordance with the GRI Standards. These responsibilities include establishing such internal controls as management 
determines are necessary to enable the preparation of the Limited Assurance Sustainability Parameters that are free 
from material misstatement whether due to fraud or error.

Our responsibility
Our responsibility is to express a limited assurance conclusion on the preparation and presentation of the Limited 
Assurance Sustainability Parameters included in the Sustainability Report. We conducted our engagement in accordance 
with International Standard on Assurance Engagements ISAE 3000, Assurance Engagements other than Audits or 
Reviews of Historical Financial Information, issued by the International Auditing and Assurance Standards Board. That 
Standard requires that we plan and perform the engagement to obtain limited assurance about whether the Limited 
Assurance Sustainability Parameters are free from material misstatement.
The fi rm applies International Standard on Quality Control 1 and accordingly maintains a comprehensive system of quality 
control including documented policies and procedures regarding compliance with ethical requirements, professional 
standards and applicable legal and regulatory requirements.

We have complied with the independence and other ethical requirements of the International Ethics Standards Board 
for Accountants’ International Code of Ethics for Professional Accountants (including International Independence 
Standards) (IESBA Code), which is founded on fundamental principles of integrity, objectivity, professional competence 
and due care, confi dentiality and professional behaviour.

Our limited assurance engagement on the Limited Assurance Sustainability Parameters consisted of making enquiries, 
primarily of persons responsible for the preparation of the Limited Assurance Sustainability Parameters, and applying 
analytical and other procedures, as appropriate.

These procedures included:
• Enquiries of management to gain an understanding of internal control system to enable preparation the Sustainable 

Report;
• Interviews with management and relevant staff  at corporate and selected site level concerning sustainability strategy 

and policies for material issues, and the implementation of these across the business;
• Enquiries of relevant staff  at corporate and selected site level responsible for the preparation of the Limited Assurance 

Sustainability Parameters in order to understand the methods of collecting source data and the assumptions used 
regarding the preparation of indicators to be verifi ed;

• Comparing the Limited Assurance Sustainability Parameters to relevant underlying sources on a sample basis to 
determine whether all the relevant information has been accurately and completely included in the Sustainability 
Report;

• Reconciliation of GRI 201-1 indicator to the approved fi nancial statements or Management reports on the Company’s 
operations for the fi nancial year that ended on 31 December 2021;

• Verifi cation of calculation correctness of selected Parameters.

The procedures performed in a limited assurance engagement vary in nature and timing from, and are less in extent 
than for, a reasonable assurance engagement, and consequently the level of assurance obtained in a limited assurance 
engagement is substantially lower than the assurance that would have been obtained has a reasonable assurance 
engagement been performed. Accordingly, we do not express a reasonable assurance conclusion on the Limited 
Assurance Sustainability Parameters.

Conclusion
Our conclusion has been formed on the basis of, and is subject to, the matters outlined in this report.
We believe that the evidence we have obtained is suffi  cient and appropriate to provide a basis for our conclusions.
Based on the limited assurance procedures performed and the evidence obtained, as described above, nothing has 
come to our attention that causes us to believe that the Limited Assurance Sustainability Parameters, as defi ned above, 
for the year ended 31 December 2021, have not in all material respects, been prepared and presented in accordance with 
the GRI Standards.

© 2022 KPMG Advisory Spółka z ograniczoną  odpowiedzialnoś cią  sp.k., a Polish limited partnership and a member firm of the KPMG global 
organization of independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee.

© 2022 KPMG Advisory Spółka z ograniczoną  odpowiedzialnoś cią  sp.k., a Polish limited partnership and a member firm of the KPMG global 
organization of independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee.

Warsaw, 12th December 2022

KPMG Advisory Spółka z ograniczoną
odpowiedzialnością sp.k.
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00-189 Warszawa
Polska

Telephone +48 (22) 528 11 00
Fax +48 (22) 528 10 09
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Indicators Reporting 
level

Page 
number

GRI 102-16 Internally formulated mission or values of the organisation, code of 
conduct and code of ethics 

Full 20, 24

GRI 102-17 Mechanism for providing advice and ethics concerns Full 24

GRI 102-18 The supervisory structure of the organisation together with committees 
under the highest supervisory body which are responsible for making 
decisions regarding economic, environmental and social impacts 

Full 19

GRI 102-19 Delegating powers Full 19

GRI 102-20 Responsibility at the executive level for economic, environmental and 
social issues

Full 19

GRI 102-21 Consultation with stakeholders on economic, environmental and social 
issues 

Full 33

GRI 102-22 Number and sex of members of the highest supervisory / management 
body and its committees

Full 19

GRI 102-23 Chairperson of the highest management body Full 19

GRI 102-24 Nomination and election of the highest management body Full 19

GRI 102-25 Conflict of interest Full 25

GRI 102-26 The role of the highest management body in setting values, goals and 
strategy

Full 124

GRI 102-27 Joint improvement of the knowledge of the managing body Full 115, 124

GRI 102-28 Assessment of the work of the highest management body Full 124

GRI 102-31 Review of economic, environmental and social topics Full 33

GRI 102-32 Role of the highest management body in sustainable development 
reporting

Full 124

GRI 102-35 Remuneration policy Partial 120

GRI 102-36 The process of creating the remuneration policy Partial 120

GRI 102-40 List of stakeholder groups engaged by the organisation Full 33, 34

Indicators Reporting 
level

Page 
number

GRI 101 Reporting guidelines

GRI 102 Profile Indicators

GRI 102-1 Name of the organisation Full 14

GRI 102-2 Basic brands, products and services Full 16

GRI 102-3 Location of the organisation’s head office Full 14

GRI 102-4 Number of countries in which the organisation operates, together 
with the names of those countries where the main operations of the 
organisation are located or which are particularly important with regards 
to the topics related to sustainable development discussed in the report

Full 14

GRI 102-5 Nature of ownership and legal form Full 19

GRI 102-6 Markets served by the organisation taking into account the 
geographical breakdown, sectors served and types of customers and 
beneficiaries 

Full 18

GRI 102-7 The scale of the organisation’s operations Partial 15

GRI 102-8 Total number of employees by type of employment, type of 
employment contract and region, as well as gender

Partial 104

GRI 102-9 Description of the organisation’s supply chain Full 50, 54

GRI 102-10 Significant changes in the reporting period regarding the size of the 
organisation, its structure, ownership or supply chain

Full 124

GRI 102-11 Explanation whether the organisation applies the precautionary 
principle, and if so, how it implements it

Full 124

GRI 102-12 External initiatives, declarations or rules regarding economic, 
environmental or social issues that the organisation has signed or 
follows

Full 63, 108

GRI 102-13 Participation in associations (e.g. industry associations) and national or 
international organisations 

Full 22

GRI 102-14 GRI 102-14 Statement from the top management on the importance of 
sustainable development for the organisation and its strategy

Full 5

[ G R I  1 0 2 - 5 5 ]

G R I  I N D E X G R I  I N D E X
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Indicators Reporting 
level

Page 
number

GRI 103 Management approach 2016

GRI 103-1 Explanation of the topics identified as significant along with an 
indication of the limitations. 2016 GRI

Full 62, 125

GRI 103-2 Approach to topics identifying them as significant Full 62, 125

GRI 103-3 Assessment of the management approach within the topics identified 
as significant

Full 62, 125

GRI 201 2016 economic results

GRI 201-1 Direct economic value generated (revenues) and distributed (operating 
costs, wages, payments to investors and the state, social investments) 

Partial 29

GRI 201-3 Defined benefit obligations and pension plans Partial 29

GRI 201-4 Financial aid received from the government Full 29

GRI 204 2016 Purchasing policy 

GRI 204-1 Percentage of expenditure on local suppliers in main locations of 
operation

Full 50

GRI 205 2016 Anticorruption 

GRI 205-1 Actions assessed in terms of risk related to corruption Full 25

GRI 205-3 Confirmed cases of corruption and confirmed actions Full 25

GRI 207 2019 TAX

GRI 207-1 Approach to taxation Full 23

GRI 301 2016 Materials 

GRI 301-1 Materials used by weight and volume Partial 77

GRI 301-3 Recycled products and their packaging materials Partial 78

GRI 302 2016 Energy

GRI 302-1 Energy consumption in the organisation Partial 70

Indicators Reporting 
level

Page 
number

GRI 102-41 Percentage of all employees covered by collective labour agreements No such 
agreements

106

GRI 102-42 Basics of identification and selection of engaged stakeholder groups Full 33

GRI 102-43 Approach to stakeholder engagement, including frequency of 
engagement by type and group of stakeholders

Full 33, 34

GRI 102-44 Key issues raised by stakeholders in stakeholder engagement 
processes

Partial 33, 36

GRI 102-45 All entities included in the consolidated financial statements or 
equivalent documents

Full 124

GRI 102-46 The process of defining the content of the report and the limits of 
reporting significant aspects

Full 124

GRI 102-47 Significant aspects identified in the process of defining the content of 
the report

Full 36, 124

GRI 102-48 The impact of any changes to the information provided in previous 
reports and the reasons for these changes

Full 124

GRI 102-49 Significant changes compared to the previous periods covered by the 
report regarding the scope and boundaries of aspects

Full 124

GRI 102-50 Reporting period Full 124

GRI 102-51 Date of publication of the last report (that was published) Full 52, 124

GRI 102-52 Reporting cycle (annual, biennial, etc.) Full 124

GRI 102-53 Contact person Full 125

GRI 102-54 Indication whether the report was prepared in accordance with the GRI 
Standard in the Core or Comprehensive option

Full 124

GRI 102-55 Table indicating the place where the indicators are included in the report Full 132

GRI 102-56 Policy and current practice with regard to external verification of the 
report. If such data are not included in the independent assurance 
report, explain the scope and grounds for external verification and the 
relationship between the organisation and the external certifying entity 

Full 125

G R I  I N D E X G R I  I N D E X
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Indicators Reporting 
level

Page 
number

GRI 305 2016 Emissions

GRI 305-1 Total direct gas emissions (Scope 1) Full 64

GRI 305-2 Total indirect gas emissions (Scope 2) Full 64

GRI 305-3 Total other indirect gas emissions (Scope 3) Full 64

GRI 305-4 Greenhouse gas emission intensity Full 66

GRI 305-5 Reduction of greenhouse gas emissions Full 66

GRI 305-6 ODS emission Full 68

GRI 306 2020 Waste 

GRI 306-1 Waste generation as a result of operations and their significant 
environmental impact

Full 74

GRI 306-2 Waste management system Full 73

GRI 306-3 Total weight of waste by type Full 74

GRI 401 2016 Employment 

GRI 401-1 Total number and rates of employment of new employees and 
employee turnover by age group, gender and region

Partial 115

GRI 401-2 Benefits provided to full-time employees not eligible for temporary or 
part-time employees, broken down by main locations of business

Full 120

GRI 401-3 Maternity leaves Partial 109

GRI 403 2018 Safety, working conditions and health promotion 

GRI 403-1 Occupational health and safety management system Full 112

GRI 403-2 Hazard identification, risk assessment and accident investigation Full 112

GRI 403-3 Occupational health and safety services Full 112

GRI 403-5 Training in the field of health and safety and fire protection Full 112, 113

Indicators Reporting 
level

Page 
number

GRI 403-6 Health and safety promotion Full 113

GRI 403-7 Health and safety preventive measures and mitigation of threats in the 
context of business relations

Full 112

GRI 403-8 Employees covered by occupational health and safety management 
systems

Full 112

GRI 403-9 Rate of injury, occupational diseases, lost days and absenteeism, and 
number of work-related fatalities by region and gender

Partial 113

GRI 404 2016 Training and education 

GRI 404-3 Percentage of employees receiving a permanent job evaluation Full 119

GRI 405 2016 Diversity and equal opportunities 

GRI 405-1 Composition of management bodies and staff in categories by gender, 
age, ethnicity and other diversity indicators

Full 110, 111

GRI 406 2016 Counteracting discrimination 

GRI 406-1 Total number of incidents of discrimination and corrective actions 
taken in this regard

Full 110

GRI 413 Local communities

GRI 413-2 Activities with significant potential, negative impact on the local society Full 89

GRI 417 2016 Marketing and labelling 

GRI 417-1 Type of information on products and services required by the 
organisation’s procedures and the percentage of significant 
categories of products and services subject to such requirements 
(origin, composition, disposal method, etc.)

Full 44

GRI 417-3 Incidents of non-compliance regarding marketing communication Full 100

G R I  I N D E X G R I  I N D E X



(c) 2022 McDonald's Corporation. Trademark rights reserved.
McDonald's business partners trademark rights reserved to those partners.






