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about our report

4

As McDonald’s Turkey, we continue to communicate our economic,
environmental and social performance to our employees, customers,
business partners and other stakeholders in this second edition of our
sustainability report.
We designed this report, which we intend to publish on a regular basis,
as a communication tool to share every year the steps we take to manage
our business impacts.

Scope of Our Report

We convened with our senior management in a strategy
workshop, and we reviewed the sustainability issues that
we need to primarily manage. While determining these
issues, we examined all our restaurants and the entire
process from supply to the delivery of the product to our
customers in Turkey without any limitations.
The information in this report represents our performance
from January 1, 2013 to December 31, 2013 unless
otherwise stated.

Principles of Our Report

We based our report on the standard disclosures
and related performance indicators of the GRI Global
Reporting Initiative G3.1 Sustainability Reporting
Guidelines. Our report is coherent with GRI’s materiality,
stakeholder inclusiveness, sustainability context, and
completeness principles.
www.globalreporting.org

Our Next Report

We plan to issue our 2014 sustainability report in 2015.
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message to our
stakeholders...
Esteemed Stakeholders,
At McDonald’s Turkey, the way we do business involves value creation through
sustainability-oriented management as well as profitability. As we deliver on our
commercial promises to our shareholders, we conduct all our activities through an
approach that prioritizes our social and environmental responsibilities.
2013 was a dynamic period for McDonald’s Turkey. As we achieved nearly 30% growth
with the addition of our new restaurants and products, we have also discharged our
social and environmental responsibilities, continuing to generate value that would
benefit all our stakeholders, particularly for our employees, customers, and the
communities in which we operate.
Thanks to its sales volume and the sectors with which it collaborates, McDonald’s
Turkey assumes a major role in Turkey’s national economy. In 2013, too, we continued
to source 99% of all products and packaging materials offered at our restaurants
locally, from Turkish suppliers. Our business volume with our
suppliers increased by USD 13 million reaching to USD 108 million.
In 2013, the number of our restaurants increased
by 12% to 231 while the ratio of our franchisees increased
by 7% to 54.
6

Our Social Performance

Looking after the health, safety, and happiness of
our employees and guests is a key aspect of our
social performance. We believe that the happiness
of our employees is a foremost prerequisite for
satisfying our customers. We are aware that we will
achieve our goals together with our employees
whose energy empowers us. We derive our
strength from the transparent work environment
we have created together with our employees, who
have adopted the global and local McDonald’s
standards and our innovation-oriented approach.
We closely follow our employee satisfaction
and invest in their development. In 2013, our
investments in training stood out.
Food safety is the top goal of McDonald’s’
standards. We prepare all our products from
the fresh, premium ingredients. We trace all of
the ingredients in our products in their journey
from the field or farm where they are produced
until the moment they are placed on the trays
of our customers. To ensure a balanced diet for
our customers, we provide them with top-quality,
delicious product alternatives to meet their
personal nutrition needs.
Another leg of our social performance is our work
to contribute in the community. With more than
USD 1.5 million we transfer into the efforts of
the McDonald’s Children Charity, we had nearly
200,000 children benefit through our furnishing
projects for family rooms, hospital primary
education classrooms, hospital playgrounds,
and children’s units in hospitals. After Diyarbakır,
Şanlıurfa, Mardin, and Gaziantep, we brought the
Eye Health and Success in Education Project to
Adıyaman in 2013.

Our Environmental
Performance

We manage our environmental impact by making
efficient use of energy and water, and disposing
of our waste in the best way possible. Thanks to
the measures we have taken at our restaurants,
both our electricity and water consumption grew
in parallel with the rate of increase of the number
of our restaurants over the reporting period. The
frying oil we use at our restaurants was taken out
of use and handed over to a licensed waste oil
collection firm in line with all the quality criteria
set out in the Turkish Food Codex. Additionally,
we had 42% of our packaging waste collected
by the licensed firm on our behalf. This amount
is documented, also indicating how they are
recovered in the certified recycling facilities.
Dear Stakeholders,
We believe that we contribute in all our
stakeholders through this report in which we
convey our responsible and sustainable way of
doing business through model practices.
We will continue our determination to
accommodate the requests of all our stakeholders
based on the McDonald’s Values, McDonald’s
global vision, and Anadolu Group business
principles, and further extend our corporate
responsibility approach, keeping up with our
sustainability work in the coming periods as well.
We hope that you will examine our
sustainability report, which we have designed
as a communication tool, and share with us any
questions and suggestions you may have.
Kind regards,
Dilek Dölek

Managing Director
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facts &
figures

about
McDonald’s

Turkey...

9

corporate profile...

we serve for

in

at

years

cities

restaurants and

27 39 231

10

14

with approximately

McD Cafés®

5

thousand

employees and

McD Café®
Products
29 Beverages
17 Desserts

a daily average of

with a

thousand

ratio of owner
operators.

300 23%
customers

Restaurant Products

Restaurant Management

14 Beef sandwiches
5 Chicken sandwiches
3 Salads
6 Snacks and side dishes
9 Breakfast menus
15 Beverages
14 Desserts

54 Franchisees
177 Anadolu Restoran
İşletmeleri Ltd.Co.
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sustainability profile...
economic

99%

Ratio of locally sourced
ingredients and
materials served in our
restaurants

12

108

100

USD million

USD million+

Annual business volume with
our suppliers

Total amount of investment
made by our suppliers
in Turkey to date

social

15,000+

Total employment we generate
together with our suppliers

1.5

USD million
Community investments by
McDonald’s Children Charity

environmental
Recovery ratio of the frying oil
we used

200

thousand children
in 22 cities

Number of children reached
through McDonald’s
Children Charity

30%
38%

40%

42%

Recycling by the licensed
institution in proportion to
our packaging waste

2011

2012

2013
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restaurants and cafés

Distribution of McDonald’s restaurants in Turkey
Kırklareli
Edirne

Bartın
101

2

Kocaeli
7 Sakarya
3

Yalova
3
Çanakkale
1

Balıkesir
2

Manisa
1

Zonguldak

Bursa
9

Düzce

Bilecik
1
3

Kütahya
1

8

Bolu
1
Ankara
18

Çankırı

Samsun
3

Kırıkkale

Denizli
2

Burdur

Isparta
1
Antalya
13

Konya
2

Aksaray

Tokat
Yozgat

Sivas
1

Kayseri
3

1

Malatya
1
1

Karaman

Adana
5

Mersin
4

McD Café®

A coffee chain which operates in more than 1,300 restaurants across 32 countries,
McCafé® started its operations in Turkey in 2012 as McD Café®.
Our experienced baristas use carefully selected, perfect 100% Arabica coffee beans for each
cup of coffee served to our customers with a flawless balance of consistency, aroma, and
temperature at the McD Café®s.
With the addition of our newly launched McD Café®s that started to serve as corners at
McDonald’s restaurants in İstanbul, Ankara, Antalya, and Adana to provide customers with
pleasurable time and to introduce them to a genuine and quality coffee experience,
the number of McD Café®s reached 14 in 2013.
14

Ordu

Amasya

Çorum

Afyon
2

11
Aydın
5

Karabük
1

Sinop

Kastamonu

Osmaniye

Hatay
3

Gaziantep
3
Kilis

Artvin
Rize

Trabzon 3

Giresun

Ardahan
Kars

Bayburt

Erzurum
1

Erzincan
Tunceli

1
Adıyaman

1

2012

Bingöl

Van
Bitlis

Diyarbakır
1

Batman
1

Siirt

Hakkari

Mardin
1

Sabiha Gökçen Airport
Levent
Torium Shopping Mall
Sultanahmet
Merter
Süreyyapaşa
Başakşehir

2013

Ataşehir
Ankara Batıkent
Acıbadem
Gültepe NEF
Antalya Cumhuriyet
Adana Galleria
Şekerpınar
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management
approach...

At McDonald’s Turkey, we conduct all our operations in line
with our vision of generating value for all our stakeholders,
in compliance with our ethical standards, and in full awareness
of our social and environmental responsibilities.

17

Communication award from USA
goes to McDonald’s Turkey’s
first sustainability report

LACP Spotlight Awards Platinum
Award, USA, 2013/14
Best Sustainability Report
McDonald’s Turkey Sustainability
Report 2012
18

In April 2014, McDonald’s Turkey 2012 Sustainability
Report received 99 points over 100 in an all-sector
assessment at the ‘2013/14 Spotlight Awards’
organized by the League of American Communications
Professionals (LACP) and won the the top prize, the
Platinum Award, as the Best Sustainability Report of
the world. LACP jury entitled our report as the 10th
best communication material among 1,500 entries
around the world.

McDonald’s values
We place the customer satisfaction at the core of all we do...
Our customers are the reason for our existence. Our goal is to offer quality, service, cleanliness
and value for each and every customer, each and every time.

We are committed to our people...

We provide opportunity and nurture talent. We develop leaders and reward achievement.

We believe in the McDonald’s System...

McDonald’s business model, depicted by our ‘three-legged stool’ of owner/operators, suppliers, and company
employees, is our foundation, and balancing the interests of all three groups is the key.

We operate our business ethically...

At McDonald’s, we hold ourselves and conduct our business to high standards of fairness, honesty, and integrity.
We are individually accountable and collectively responsible.

We give back to our communities...

We act as a responsible corporate citizen and a good neighbour where our restaurants are located.
We help our customers build better communities, support McDonald’s Children Charity,
and leverage our scope and resources to help make the world a better place.

We grow our business profitably...

McDonald’s grows steadily in all the regions in Turkey. This requires a continuous focus on our customers
and the healthy structure of our system.

We strive continually to improve...

We are a learning organization that aims to anticipate and respond to changing customer, employee
and system needs through constant evolution and innovation.
We are always innovative and pioneering.
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The reason McDonald’s is preferred
by millions around the world is the
McDonald’s Standards that were set
by Ray Kroc in 1954. Since then, each
step taken to improve the McDonald’s
system has been shaped around these
standards. Implemented the same way
at all restaurants around the world,
these standards are what distinguish
McDonald’s.

Customer Satisfaction

In addition to all our practices supporting McDonald’s
Standards, we comply with environmental and animal
health and welfare standards as part of our corporate
responsibility by, conducting comprehensive controls.
We serve our customers in person and monitor our
performance on the satisfaction index to maximize
our customer satisfaction.

Customer Satisfaction Opportunity Index

As of the end of 2013, our index improved by nearly
3 percentage points year-on-year to nearly 10.4%.
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McDonald’s standarts

How do we ensure?
QUALITY

By our traceable practices that ensure superior food safety from
the field to the tray

SERVICE

By being fast, accurate, friendly

CLEANLINESS

By the cleanliness of our employees, restaurants, and their
environment

VALUE

By serving fresh, warm, and delicious products in an enjoyable
atmosphere, and at great value

TRANSPARENCY

By our sustainable practices across our entire value chain

LEADERSHIP

By our innovative practices in all areas of the industry

21

corporate governance...
According to 83% of our employees that participated in our sustainability survey...
‘‘McDonald’s Turkey manages all its business processes in accordance with the corporate
governance principles of transparency, fairness, accountability, and responsibility.’’

Ethical Business Practices

Responsible Marketing

McDonald’s and Anadolu Group’s Employee
Hand Books (working principles) lay out the
responsibilities and codes of conduct for all
employees. The handbook sets out rules that
regulate the relations of our employees with all
stakeholders.

In accordance with the The Golden Arches Code,
which is applicable in all McDonald’s offices and
restaurants worldwide, as well as the Anadolu
Group codes of conduct, we observe the principles
of responsible marketing and communication, and
exercise self-control in line with these standards.

The handbook is delivered to every new employee
and explained in detail during orientation given by
our Human Resources Department. Furthermore,
regulations relating to corporate and employee
rules are made available to all digitally.

In all our communication efforts, we pay
utmost attention to avoid promoting excessive
consumption of our products, and adhere to the
message and visual usage standards and principles
set out by McDonald’s global organization in our
communication activities that aim children. (Global
Children’s Marketing Guidelines)

In addition to the information on the codes
of conduct in the Anadolu Group Employee
Handbook, a complaint reporting mechanism
is also available to address ethical issues. In the
process defined within the scope of the NonCompliance Reporting Regulations, all employees
are encouraged to report any improper practice
they encounter across the company or at any other
Anadolu Group company to the Head of Company
Ethics Committee via email, mail or private line.
Non-compliance issues are tackled under the
headings of illegal practices, violation and abuse
of Anadolu Group and corporate procedures,
unethical practices, and wastefulness. The NonCompliance Reporting Regulations also cover the
suppliers as stakeholders.
22

strategic
sustainability
topics

During the reporting period, we reviewed our
sustainability impacts along our value chain
through the strategy workshop organized with the
participation of our senior management as well
as the sustainability survey, which was open to all
employees.
At the strategy workshop with our managers, we
examined and prioritized each topic of strategic

importance to our company separately in economic,
environmental and social context. Considering
the feedback we received from our employees,
we updated the McDonald’s Turkey Sustainability
Matrix. In the next reporting period, we intend
to include our suppliers and customers as well
as our internal stakeholders to the stakeholder
participation process.

McDonald’s Materiality Matrix
(Anadolu Restoran İşletmeleri Ltd. Co.)
HIGH

• FOOD SAFETY
• HEALTH &
Influence on stakeholders’

(Assessments and Decisions on McDonald’s)

SAFETY

• GIVING BACK TO SOCIETY

• EMPLOYER OF
CHOICE

• WATER
• SUPPLY CHAIN

MANAGEMENT

MANAGEMENT

• CONTRIBUTIONS TO
ECONOMY

• BALANCED

NUTRITION

• ENERGY

EFFICIENCY

• WASTE

MANAGEMENT

LOW

Significance of Impacts for McDonald’s
(Reputational, Regulatory, Financial, Operational)

The top right vertices of the table feature the topics that are of greater importance for both our stakeholders and our company, and that
could have a direct and significant impact on our company’s legal, financial, and operational performance, and therefore, its reputation.
These constitute the topics of the relevant sections of our report and we explain our company’s performance in detail with data.
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communication with our stakeholders...
According to 80% of our employees that participated in our sustainability survey...
‘‘The regular communication platforms through which McDonald’s Turkey can learn about
the ideas, recommendations or expectations of its priority stakeholders are adequate.”

We describe our stakeholders as the people,
groups or institutions that may be affected by our
operations and have an impact on our business
with their decisions. As McDonald’s, we inform
our key stakeholders about our operations and get
their opinions on various platforms.

At the sustainability strategy review workshop,
organized with the participation of our senior
management, we reviewed all of our stakeholders
and prioritized them in line with our strategic
issues. Via our sustainability awareness survey, we
contacted our employees who are foremost among
our key stakeholders, and asked their opinions
about the sustainability impacts of our company.
We included these under the relevant topics of the
report.

MEMBERS OF THE MEDIA

EMPLOYEES

GOVERNMENT, REGULATORY BODIES,
LOCAL ADMINISTRATES

CUSTOMERS

SUPPLIERS
FRANCHISEES
SHAREHOLDERS

McDONALD’S CORPORATION
SOCIAL MEDIA USERS

McDONALD’S TURKEY

NON-GOVERNMENTAL ORGANIZATIONS

POTENTIAL EMPLOYEES,
STUDENTS, INTERNS

UNIVERSITIES AND ACADEMIC COMMUNITY

24

Our Stakeholders and Communication Platforms

25

sustainability impacts on
our value chain

SUPPLY OF
INGREDIENTS
Supply Chain Management
Contribution to Economy

PRODUCTION OF
INGREDIENTS
Food Safety

26

PREPARATION OF
PRODUCTS
Employee Health
and Safety
Water Management
Energy Efficiency

SERVING
THE PRODUCTS
Food Safety
Employee Health
and Safety
Waste Management

CONSUMPTION OF
PRODUCTS
Balanced Nutrition

POST-CONSUMPTION
Waste Management

MANAGEMENT
Corporate Governance
Contribution to Economy
Employer of Choice
Giving Back to Society
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our economic
performance...

We supply 99% of the product and packaging materials we offer at McDonald’s
restaurants locally, from suppliers established in Turkey. McDonald’s plays an
important role in developing the local suppliers to create a competitive edge
in production standarts globally.

29

McDonald’s system and
contribution to economy...
McDonald’s makes significant contributions to the
economies of the countries in which it operates
due to its large sales volumes and its business
relations with numerous industries. McDonald’s
supplies products and services from various
business partners operating in various fields
ranging from food producers to architects, farmers
to construction firms.
In 2013, we continued to procure 99% of the
products and packaging materials served at

our restaurants from local suppliers in Turkey.
Our annual business volume with our suppliers
reached USD 108 million in 2013.
In 2013, the number of our restaurants increased
by 12% to 231 and the number of our franchisees
by 7% to 54. In 2013, we grew almost by 30% and
we were recognized as the country that achieved
the greatest increase in its restaurant sales among
the 37 countries in the APMEA (Asia, Pasific, Middle
East and Africa) region.

Firms that invested in Turkey thanks to
McDonald’s;
McCormick - Sauce supplier
East Balt - Bun producer
HAVI - Logistics service

Milk and Dairy Products (million liters)
4.7
4.61
4.6

4.5
4.45

Use of Ingredients (Tons)

4.4
2012

2013
9,000

4.3

2012

8,708

2013

7,930
6,500

Buns (million units)
53.95

4,500
3,054

3,673

60

48.47
45

1,552

2,500

1,730
770

POTATOES

30

983
15

MEAT

0
CHICKEN
SALAD

2012

0
2013
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Best Franchisee of the Year at
McDonald’s from Turkey…
At The Golden Arches Award, which has selected
the best McDonald’s restaurant franchisees since
1976, franchisee Zekai Avcı stood out among
30,000 McDonald’s franchisees, and was given
the Best Franchisee Award for his performance in
2012 – 2013.

The Golden Arches Award

is given in consideration of a set of criteria including
the achievement of sustainable sales growth and
profitability in the market of operation, high level
customer satisfaction, acting in accordance with the
understanding of giving back to the community,
and sustaining trust in the market established by
McDonald’s.

‘‘What distinguishes McDonald’s from other franchisers is its genuine franchising system and the
infrastructure it offers, which supports and develops the franchisees in every aspect starting from the
beginning of technical training. I have received full support in every sense of the word from the first
day I became a part of the McDonald’s system. Accordingly, McDonald’s Turkey has had a significant
contribution in the Golden Arches Award I won.”
Zekai Avcı, McDonald’s Franchisee (Alanya-Antalya)
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supply chain management...
According to 73% of our employees that participated in our sustainability survey...
‘‘McDonald’s Turkey’s efforts in informing and increasing awareness on human
rights, employee health,job safety anfsecurity among its suppliers are sufficient.”

At McDonald’s Turkey, which expands the vision
and raises the standards of its industry as a
leading brand, we work with suppliers that have
the potential to meet the global conditions set out
by McDonald’s in terms of production technology,
food safety, and management approach.
In every country in which it operates, McDonald’s
chooses its suppliers among the best firms of the
respective country. Some of criteria we set our for
our suppliers include: having a corporate structure,
adherence to values and principles, an awareness
of social responsibility, having in place HACCP
(Hazard Analysis and Critical Control Points)
product reliability systems, compliance with
financial expectations, and scoring above 85% in
the quality results in independent audits.
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We invariably implement the Supplier Code
of Conduct, which applies to all McDonald’s
restaurants worldwide, also in Turkey, collaborating
with all our suppliers in compliance with the same
standards regardless of whether they provide
services directly or indirectly. At McDonald’s we
conduct supplier quality inspections in each
product category for our approved suppliers as well
as audits that control their practices across various
topics such as working conditions, environment
and employee welfare.

Main Suppliers of McDonald’s Turkey (Food)

Main Suppliers of McDonald’s Turkey (Non-food)

33
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our social

performance...
The most important aspects of our social performance are to ensure the wellbeing, health and safety of our employees and support their development,
ensure customer satisfaction, and engage in efforts to contribute in the
community via the McDonald’s Children Charity.
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employee health and safety...
According to 82% of our employees that participated in our sustainability survey...
‘‘The importance placed in ensuring employee safety and health conditions
and the preventive actions taken by McDonald’s Turkey are adequate.‘’

In order to ensure the health and safety of our
employees, we conduct risk analyses at all our
restaurants and offices. We identify the risks
associated with each restaurant’s location,
architectural conditions and its layout, take
separate precautions for each, and prepare and
implement action plans accordingly.
In line with standard McDonald’s practices,
technical job trainings are delivered in detail and

systematically by our in-company trainers. Two
of the four basic trainings delivered to everyone
from induction regardless of their position and
department, include Restaurant Safety and Security
and Cleaning, Sanitation and Safe Food trainings.
We measure the results of these trainings with
Safety and Security Station Investigation Control
Report after the trainings. Annually, approximately
5,000 employees receive 25,000 hours of training
on these topics.

Age Distribution of Our Employees 2013

Our Employees

FEMALE

MALE

FEMALE

MALE

60

56,2%

45

32%

26,8%
30

68%

12,2%
15

4,4%
0,2%
-30

0,2%
0

30 - 50
50+
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employer of choice...
According to 77% of our employees that participated in our sustainability survey...
‘‘Trainings and programs that support the personal development provided by
McDonald’s Turkey to its employees are adequate.’’

Human resources is the most valuable asset
for McDonald’s. Employee satisfaction is key to
our ability to have fully satisfied customers. Our
Human Resources Department regularly holds
internal customer satisfaction surveys within the
framework of the principle of confidentiality and
devises action plans according to the results.
To this end, Hewitt conducts a satisfaction survey
bi-annually among head office staff and restaurant
managers while IRI Consulting conducts another
survey among the restaurant staff on an annual
basis.

2013 (IRI)
Restaurant Staff
Satisfaction Score:

88.6%

2013 (IRI)
Restaurant Management Team
Satisfaction Score:

89.8%
38

Advantages of Working at McDonald’s
Ability to Socialize While Working
Our employees find the opportunity to be part of a
fun, dynamic, and friendly working environment as
part of a larger team with flexible working hours.
Suitable Employment Opportunities
for All Age Groups
The McDonald’s system offers employment
opportunities for men and women of all ages.
Currently, employees between the ages 16 and 57
work at our head office as well as many units of our
restaurants.
Equality of Opportunity
Our female and male employees recruited at the
same management level are offered identical
opportunities. As a part of the mentally disabled
program launched in 2006, we employ persons
with minor mental disabilities at the McDonald’s
restaurants.
Contribution to Private Pension Plans
We make an additional contribution equivalent to
2% of each employee’s salary in his or her pension
plan. In 2013, we allocated a budget of TRL 217,000
for the pension plans of 96 of our employees.

Career Opportunities
Working at McDonald’s means having a safe
work environment and career opportunities for
the future. Those currently working in executive
positions in various departments at McDonald’s
Turkey office also include those who started
professional life at McDonald’s restaurants
as team members. Throughout their careers,
personal performances of McDonald’s employees
are reviewed for promotions, rewards and other
privileges.

Personal and
Professional Development Opportunities
Training is a foremost consideration in the
McDonald’s system. Each McDonald’s employee
attends various training programs both before
starting work and during his or her career. Team
members start their professional life at McDonald’s
with restaurant orientation. This is followed by the
so-called star system —a training system where any
improvement inknowledge and performance is
rewarded with career advancements.
39

Breakdown of our Trainings

Our Investments in Training
Our company acts to take training the first step
to ensure internal customer satisfaction and
service quality. We know that conscientious
employees, contented guests, increased sales
and safe restaurant operations will be the result
of investment in the training of our employees.
Accordingly, we continuously improve the technical
and personal development trainings we offer to
our employees and executives of all levels.

(All restaurant staff)

40.2
40

30.5

40%

PERSONAL
DEVELOPMENT

60%

TECHNICAL

McDonald’s Turkey Training Team
and HR Leadership Awards

Average Hours of Training

38

(All restaurant staff)

30

McDonald’s Turkey’s Training Team won the Training
Team Award in the assessment made among the 37
markets in the APMEA (Asia, Pacific, Middle East,
and Africa) region. In 2013, McDonald’s Turkey was
also given the HR Leadership Award.

20

10

2011

0

2012
2013

The average hours of training provided to our
employees increased during the reporting period.
The average time allocated in the restaurant for the
professional trainings of a restaurant manager is
approximately 158 hours.

“We do our utmost for the development of all
our employees. Each McDonald’s employee goes
through several professional trainings in various
stages of his/her career. With our training programs,
we boost the personal and corporate productivity
levels of our employees and aim to improve their
vision. These awards we won attest the success
of the McDonald’s Turkey organization in this vast
region as well as the recognition it received.”
Dr. K. Mehmet Büyükçolak,
Director, McDonald’s Human Resources
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McDonald’s Leadership Academy
Our Human Resources Department
gathered its efforts in the field of training
under the McDonald’s Leadership
Academy. Based on the McDonald’s
Leadership Academy curriculum, a
restaurant manager receives a total
of 615 hours of training including
in-company trainings and Sabancı
University’s Versatile Leadership
Program until he/she reaches this
position.
Through the in-company trainings, our managers
receive trainings on several topics including
Coaching and Consultancy, Communication,
Conflict Management, Shift Management and 12
Systems, Safe Food, 7 Habits of Effective Leaders,
Prestigious Workplace, Understanding Your Work,
Guest Satisfaction and Recovery, Staffing and
Retention, People Appreciation, Business Plan,
Creation-SWOT Analysis, Action Plan Creation,
Communication with Superiors in order to support
their competences.

Sabancı University
Versatile Leadership Program
In order to further equip our managers who
successfully complete their in-company training
and get appointed as restaurant managers., we
provide them with trainings including Motivation
of Self and Others, Value Oriented Marketing,
New Generation Customers, Marketing the
Future, Strategic Team Work and Value Oriented
Supply Chain within the scope of the Versatile
Leadership Program. The main aim of the program
is to enrich their perspectives and managerial
approach. Trainings last four months and include
four different modules. We aim to train all of our
restaurant managers through the McDonald’s
Versatile Leadership Program, which will continue
beyond 2013 and graduate its third group of
students in the first half of 2014.
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615 Hours of

Theoretical and Practical Training
Restaurant Manager
Restaurant Management Team
Shift Manager
Department Manager
Team Trainer
Restaurant Crew

42

Restaurant Management

130 Hours

Restaurant Systems Management

288 Hours

Shift Management

60 Hours

Department Management

60 Hours

Team Training

35 Hours

Station Tasks

42 Hours

(Think Big - Write the Future)
In 2013, we conducted a values study together
with Prof. Ferruh Uztuğ of the Faculty of
Communication Sciences of the Anadolu
University and his team. Through the field study
we carried out, we conducted search conferences
with more than 200 McDonald’s employees
working in different positions and regions. Our
restaurant staff, head office staff, franchisees, and
employees working in the franchisee restaurants
participated in these meetings. The findings were
evaluated and calibrated at the search conferences
and assessment meetings held together with
McDonald’s Turkey senior management.
Our bi-annual HR Summit that has been held since
the establishment of McDonald’s Turkey to share
our goals and strategies was convened in 2013 in
Antalya and the obtained results were shared at
this meeting.

410 people including Anadolu Group Chairman
Tuncay Özilhan and Retail Group President Serdar
Bölükbaşı as well as our Restaurant Management
Team and head office staff attended the meeting,
which was planned under the title ‘Think Big; Create
the Future’ with the theme of ‘Entrepreneurship’.
In addition to instilling team spirit in our employees
and boosting their motivation, the most important
topic shared at the meeting was the values we
would focus on towards achieving our targets
as McDonald’s Turkey. These targets, which also
overlap with the global McDonald’s values were
categorized under the headings; We place our
people at the core, We are one, We are the humble
leader of our category, We are competitive, We are
open and transparent.
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food safety...
According to 97% of our employees that participated in our sustainability survey...
‘‘McDonald’s Turkey’s systems in place to provide reliable food are adequate.’’

At McDonald’s, we carefully prepare our
products from the freshest, premium
ingredients. In order to keep the food
safety under control at our restaurants,
we systematically check all the products
in several control stages. We guarantee
our quality through these controls
starting from the time when the product is
supplied as raw material until it is served
in the restaurant. For each of nearly
450 products consumed at McDonald’s
restaurants, we conduct meticulous
controls in all stages of the production
process to ensure food safety, cleanliness
and hygiene standards.
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The source, origin, history, and the conditions and
method of preparation of all products served at our
restaurants are being registered and all products
from meat to sauce may be traced step by step at
any moment from the early stage of production
until served on the tray. Within this framework, we
ensure product safety with HACCP (Hazard Analysis
and Critical Control Points) at the producer firms
and McHACCP practice exclusive to McDonald’s
restaurants.
In addition to our collaboration based on a long
history and mutual trust with our producers,
we also examine all products at their various
stages through both planned and unannounced
visits made by McDonald’s Quality Assurance
Department. In addition to our controls, we
provide further guarantees for food safety through
the inspections conducted by international,
independent food control firms.

Halal Food

We use the fully controlled and approved farms of
Pınar Et to procure our beef and of Banvit to procure
our poultry products, all of which are slaughtered
in accordance with Islamic methods.

McDonald’s Turkey Receives Food Safety Award
McDonald’s Turkey received the highest grade in
the MEA (Middle East and Africa) region in the
supplier infrastructure quality controls and given
the Food Safety Award. The regional Food Safety
Award is given to the team that works solely with
approved McDonald’s suppliers, follows up the
controls of its suppliers, and ensures the safe
delivery of the most appropriate products for
McDonald’s customers.

“A healthy diet must be based on food safety. As you know, the McDonald’s criteria on food safety and
quality, which have been developed and perfected over decades, reflect the most advanced approach
of the industry to health and hygiene. McDonald’s is not only a fast service brand that provides solely
qualified and delicious products, but also represents a culture of quality and safety. This culture, which also
sets a model for other sectors, is a reflection of the general way of doing business here at McDonald’s.”

Galip Albayrak

Director, McDonald’s Supply Chain Management
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balanced nutrition...
According to 70% of our employees that participated in our sustainability survey...
‘‘McDonald’s Turkey’s corporate image in the society is a restaurant that offers
options for balanced nutrition for people of all ages.”

In Turkey as well as in the other McDonald’s restaurants, we expand our menu selections,
offering our guests new, high quality alternatives with superior food safety that meet
their personal nutrition needs. We regularly improve our products in terms of quality,
flavor, and value.
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The steps we have taken in
terms of balanced nutrition:

Nutritional Values Table

We reduced the amount of salt used in our
products in Turkey by 20% as well.
We shared on our website the seven
different balanced menus we created using
McDonald’s products for each day of the
week.
As a part of balanced nutrition, we launched
our Light&Active program in Turkey. Every
year, we either introduce new additions
to the low-calorie product portfolio in this
group or replace some products with new
ones.
We diversify our breakfast menus with new
varieties; we offer delicious and nutricious
breakfast products prepared using egg,
which has a prominent place in nutrition as
one of the richest protein sources.
We announce the nutrition values of all our
products on our website, tray mats and the
nutrition brochures at our restaurants.

Nutritionally Balanced Menus

Nutrition Equivalence Chart

Calorimeter
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giving back to society...
According to 74% of our employees that participated in our sustainability survey...
‘‘Investments and efforts of the McDonald’s Children Charity across Turkey are
adequate in terms of meeting our company’s social responsibility.”

At McDonald’s, success means more than achieving commercial goals such as
profitability and growth, but also giving back to the society in which we operate.
McDonald’s is a responsible member of the society and each McDonald’s restaurant
is a good neighbor in the area in which it is located; such as taking part in the projects
that benefit the society. We provide support across several fields from health to sport
on both local and international levels.
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McDonald’s Children Charity

McDonald’s is the major supporter of McDonald’s
Children Charity, which operates in Turkey as
a local chapter of RMHC’s (Ronald McDonald’s
House Charities) global organization. In line
with the charity’s mission, we provide support for
the projects in hospitals across Turkey’s several
provinces to help sick children and their families to
have a more comfortable experience throughout
their inpatient care.
Since the foundation of McDonald’s Children
Charity in 1999, we have completed 43 projects
in the childcare units of 29 hospitals in 22 cities,
from İzmir to Van and Adana to Trabzon. To date, we
have reached out to more than 200,000 children
and transferred in excess of USD 1.5 million in
cash or in kind through the Charity, which has
implemented projects across Turkey for children’s
welfare and happiness.

Projects Completed by the End of 2013
4 Family Rooms
3 Inhospital Primary Education Classrooms
6 Hospital Playgrounds
25 Furnishing of Children’s Services
5 Eye Screening Project

Through the Eye Health and Success in Education
Project, we have conducted the eye screening of
tens of thousands of elementary school students
in Şanlıurfa, Diyarbakır, Mardin, Gaziantep, and
in 2013, Adıyaman. Going forward, we intend to
reach approximately 20,000 students in every
academic year as part of the project.
The 43rd project of the Charity was completed
in 2013 with the furnishing of the Pediatric
Hematology and Oncology Service at Bolu İzzet
Baysal University’s Health Research and Application
Center; we furnished all patient rooms in the eightroom service in line with the hospital’s needs. We
furnished the children’s playground, laundry room
and kitchen for the mothers accompanying their
children as well as the on-call doctor and nurse
rooms.
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McDonald’s Children Charity Receives “Hearts & Hands”
and “Kim Hill” Awards from RMHC
With its project to build and furnish the
Developmental Pediatric Service of Şişli Etfal
Hospital, McDonald’s Children Charity received
the grand prize given by RHMC at its international
conference organized in Chicago.
At the award ceremony for the Hearts & Hands,
which is given bi-annually by RMHC under four
different categories, the McDonald’s Children
Charity was also given the most prestigious award
of RHMC, the ‘Kim Hill’ award, the winner of which
is selected by its 1,200 representatives from 44
countries all over the world. These RHMC awards
are given to programs that respond to children’s
critical needs most effectively.

The Şişli Etfal Hospital Developmental Pediatric
Service, which was built and furnished by
McDonald’s Children Charity help children,
most of whom were diagnosed with prenatal
developmental problems, receive early
intervention for their recovery. Only in 2013, 1,500
children benefitted from the program.

“RMHC Hearts & Hands and Kim Hill Awards offer us an amazing opportunity to learn about and
encourage the best practices within the RMHC system. Local organizations offer yet another fine
example of the programs that help bring healthcare services to which have children with health
problems.
J.C. Gonzalez-Mendez
RMHC President
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Ronald McDonald House Charities (RMHC)

A non-profit organization established in 1975
in Philedelphia, RMHC creates, develops, and
supports projects that offer direct benefits for
children’s welfare and happiness. Thanks to
its global network of its local extensions in 58

countries and territories, RMHC supports children’s
access to quality healthcare services worldwide
with millions of dollars in donations in three
main programs including the Ronald McDonald
House®, Ronald McDonald Family Room®, and
Ronald McDonald Care Mobile®.
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our
environmental
performance...

We manage our environmental impact by using energy and water efficiently
and properly disposing of our waste. To reduce our impact, we constantly
monitor our operational activities and identify areas that require improvement.
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energy efficiency...
According to 62% of our employees that participated in our sustainability survey...
‘‘Energy efficiency is the most important environmental impact that needs to be
managed by McDonald’s Turkey.’’

Electricity is the foremost energy source used by
McDonald’s in its operations in Turkey. We use
electricity in interior and exterior lighting of our
restaurants as well as for kitchen equipment,
treatment systems, air conditioners, freezers and
deep freezers. In the event of a blackout, we use
generators that run on diesel.
We have replaced all our kitchen equipment
including grills, fryers, and freezers with highly
energy efficient models. We also switched from
traditional to LED lighting in all our newly opened
restaurants, which cut down our electricity
consumption used in lighting by 45%.
Electricity Consumption (MWh)
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We also started to use a new type of climatization
equipment with lower energy consumption and
emission rates at our new restaurants. The new
equipment’s energy saving is approximately
25% more than the older ones. Furthermore, we
also apply heat insulation at our new restaurant
building constructions.
We organize trainings in order to raise awareness
among our employees and conduct a semi-annual
energy survey. 97 of our company restaurants
purchase their electricity from EnerjiSA, which
generates more than 50% of its electricity from
renewable sources.
In the reporting period, despite the 12% increase
in the number of our restaurants we boosted our
energy consumption only by 11% thanks to our
saving measures.

water management...
According to 63% of our employees that participated in our sustainability survey...
‘‘Efforts by McDonald’s Turkey to make economical use of resources such as
electricity, water, natural gas, and fossil fuels is sufficient.’’

The most intensively used natural resource in
our restaurants is water. In addition to its use
for general purposes, we also use it to prepare
sparkling drinks, ice, coffee and cocoa. We use
the reverse osmosis filtering system to clean the
tap water from any pollutants harmful to human
health, such as heavy metals that might be coming
from the water mains. We make sure that our
water purification system is periodically checked
on a monthly basis and chemical analyses are
conducted on the collected water samples

In 2013, too, we continued to use infrared fittings
in the personnel basins of our newly opened
restaurants while using devices that would reduce
the amount of running water. During reporting
period, our water consumption increased by 14%
in parallel with the 12% increase in the number
of our restaurants. In the coming periods, we will
continue to take the measures that would keep the
rate of increase in our water consumption below
that in the number of our restaurants.

Water Consumption (m3)
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waste management...
According to 66% of our employees that participated in our sustainability survey...
‘‘Efforts by McDonald’s Turkey to reduce environmental pollution and
manage solid waste are sufficient.’’

Our restaurants mainly produce oil and packaging
waste. Our packaging waste is collected by ÇEVKO
while two different licensed firms collect our frying
oil waste.
The frying oil we consume at our restaurants is
used within the limits set for all quality criteria as
set out in the Turkish Food Codex. These oils are
disused before the criteria limits are exceeded and
delivered to the licensed oil waste collection firms.
The licensed organization we work with collects on
our behalf 42% of our packaging waste and certifies
that it is recycled in approved recycling facilities.

At all of our restaurants, we put the water used for
cleaning purposes in the sink through oil retainers,
which helps us retain the oil and dirt in our water
waste, thereby contributing in the protection of the
environment.

Non-hazardous Wastes (Tons)
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appendix...
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social performance indicators...
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* Reportable Accidents: Work-related accident that leads to more than 3 days of absence from work
**Accident Frequency: Number of accidents per one million work hours
A.F. = Total number of accidents / (Total number of employees x 300 days x 7.5 hours) - (Total number of absent days x 7.5 hours) x 1.000.000
n.a. = not available
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environmental performance indicators...

MEMBERSHIPS
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GRI APPLICATION LEVEL SERVICE ICON

GRI CONTENT INDEX / Profile Disclosures
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GRI PERFORMANCE INDICATORS
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T: +90 (212) 336 34 00
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Call Center
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www.facebook.com/McDonaldsTurkiye

Corporate Communications
Deputy Manager
Şule Abra
T: +90 (212) 336 34 00
sule.abra@mcdonalds.com.tr

www.mcdonalds.com.tr

www.linkedin.com/company/mcdonaldsturkiye

REPORTING CONSULTANT
Sercom Consulting
Elif Özkul Gökmen
T: +90 (533) 648 07 40
elif@sercomconsulting.com

www.youtube.com/user/McDonaldsTR
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DESIGN
t2 Tasarım
Tarkan Erbek
T: +90 (532) 424 21 54
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LEGAL DISCLAIMER
The information and analyses provided in McDonald’s Sustainability Report (Report) is based on reliable resources at the time of its content development, and the
aim of this report is only provision of information.
The company, its managers, employees and other parties who worked on the production of the report, cannot be held responsible for any damages, loss, costs or
expenses arising from the use of information provided in this report.
All rights reserved. McDonald’s in Turkey (Anadolu Restoran İşletmeleri Ltd. Co.) owns the copyright of all materials presented in this report.
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