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To unleash iconic work.

We both believe: To be a practical, useful, clear and simple

: : communications model for client and agency.
That a brand as big as McDonalds should only
have the best advertising. To be referred to regularly, and gladly.

To focus thinking and effort while at the same

That Creativity Is our most powerful weapon, . . o
time liberate and inspire.

That a big idea can change everything.
: ’ w . ’ i 5 _F _g To help develop sharper, more powerful
That if an ad isnt Creative, it isnt selling.

The content Of thls That great aduertisiﬁg =nkectiobsana gptiing ?‘::l)rzfsglﬁ:a cornmon understanding of what the
Creative Framework /7 /i oovel oo The | Momsmmman
iS 1000/0 pure bEEf_ We both want the same thing: Creative ZD;:SE;ZEIEDEFQE?” Rersanaingeiwhal
It is endo rsed For us all to do the best work of our lives. Framework To shiare the best exarnples of MeDonalds

advertising and show how it should be done.

To make us learn from these ads and judge our
future ideas against them.

and supported by both > exists:
McDonald's and DDB. = |

_ To manage expectations of the final
Pierre Woreczek

Chief Brand & Strateqy Officer, McDanald's Europe Creative work.

To save time and money.
‘_.“f,@,l ; To make the ads - and life - simpler, easier and
i

more enjoyable.

Richard Russell ; .
McDonald's European Creative Directar, DDBE Europe To unleash iconic wark.

RULES ARE GOOD.

Boring bul important small prinl. This Creative Framework is designed to apply to all countries, no matter what their unique cullure or requirements may be. McDonald's is a universal
brand and its advertising should be universal too. This Framework allows us to create work that can travel; work that can be gleefully borrowed or adapted by any other market around
the world. There is no reason at all why this can't happen. We just need to stick to this simple Framework based on pecple, food and universal truths, and then apply the highest standards
of thinking and execution,
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Together we are
good food,

good people,
good neighbour.

Good food with unique, iconic tastes; real,
proper ingredients, and the choices you want.

Good people whom we champion and
treat right, and are part of the reason you
go to McDonald’s.

A good neighbour who does what he can for
both the community and the planet.

A company that is fundamentally good.
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This i1s our broader purpose. Qur brand ambition.

It is how we want our custorers and people to
know us. It will govern how we behave and drive
our decisions as a company.

It is a statement of principle to live by, and live
up to, rather than a marketing line - meaning

it does not play a direct role in our advertising.
But all our work should feel like it could come
from a company that has such a purpose.

Increasingly, our advertising messages should
reflect this brand ambition. We must build trust
in McDonald’s by giving people the evidence
that proves these six words are true.

Together we are good food, good people, good
neighbour is not the empty claim of a huge
corporation. It is not there just to make it

look like we care. It is what we believe.

A belief that we have run with, and built on,
and taken to places that Ray Kroc could never
have imagined. It is a philosophy that drives
our thinking and actions in a hundred ways;
the results of which would make many a
McDonald's sceptic think again.

Together.

It's a slushy word, but this idea of
“togetherness' is truer and more powerful
than you might realise. Being together is not
just an internal rallying cry; it affects more
of our behaviour and communications -

and our customers behaviour - than you
might be aware of,

Together happens every single day in our
restaurants, when millions of people spend
time together chatting, laughing, connecting...
and loving our food. It is why we are visited by
people of all ages, types and backgrounds,
who sense McDonald's is a place where they
are free to be themselves. It s why our
restaurants have become a kind of "hub’
where people can meet and gather; a familiar,
trusted place that will be open when others
are closed. It is why we champion families and
are glad to be known as a family restaurant.
And it is proved every two years at major
football tournaments, when fans from one
country sit side by side with rival fans.

Together is perhaps best known through

the Ronald McDonald Houses, which help
concerned parents stay closer to their sick
children by providing over 7,200 rooms
worldwide every night. It is being part of, and
giving back to, the community - from local
partnerships to team sponsorships; from
school support to disaster relief. It is using your
size and influence to encourage your suppliers
to work in a more sustainable way. Or not work
with us at all. On a smaller scale, it’s being re-
sponsible for the area outside our restaurants
by patrolling daily for litter, whether it's our litter
or not. And it is why we helped train the thou-
sands of volunteers at the 2012 London Olym-
pics. The same volunteers who most people
agree were the unsung heroes of the Games,
and the glue that held everything together.

Together is why we advertise in the social space
and seed compelling ideas that can connect

us all. It is why we write so many great people
stories in our TV ads. And, of course, it is all

of our Creative agencies producing a collective
body of irresistible work that sells our food,
builds our brand and spreads the McDonald's
message.



Firstly, an

important question:

How might we

make ourselves a
stronger brand in the
consumer’s mind?
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How can we make sure our brand is not

too soft"and that our communications arent too
nice ? How might we give our brand more power
and presence, rather than one that just informs
and entertains? Our ads will always have the
human touch, but do we need more?

We are storytellers, and the best storytellers
make people think. While we stand for
simple, easy enjoyment, we still need to
provoke thought, change minds and stimulate
action, even as we entertain. Our advertising
task is much maore than just presenting our
menu items and nutritional stories. As a
brand, we must get across our beliefs too.

We need to talk to people better.

We need to find the power of our own voice.

What is our voice?
What do we believe?

Well, it starts from the truth of the company.
McDonald’s was born out of a wish for
democracy, and a fair deal for all. Ray Kroc,
the founder of McDonald's, felt it was wrong
that restaurants only came in two forms:

Fancy food that was expensive.
Poor quality food that was cheap.

He wanted to provide people with something
new, and something good, that everyone could
appreciate;

Quality food at affordable prices.

Right from the word go, Ray Kroc wanted to do
the right thing, in the right way. He wanted all
who worked for McDonald's to understand that
they were doing something good by offering

a new kind of food and experience. Sixty years
later; this Is still what we believe in.

Our journey together. For good.

Whether it's what we serve, who we are, or how
we behave as a company...

...together we are good food, good people, good
neighbour.
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i'm lovin'it

This is the brand line that our customers
see - our longest-running campaign line and
the sign-off to every single ad. It's the
thought that captures how people feel about
McDonald's.

It's also the test by which every idea must

be judged.

i'm lovin'it doesn't just refer to the burger in the
ad, or the promotion, or the value promise, or
the quality commitment... it refers to the idea in
the ad too.

If people’s response to the ad itself isn't

im lovin'it then we have failed. |t means our
ad wasn't fresh enough; human enough;
witty enough; engaging enough.

i'm lovin'it is both simple and powerful but,
after being seen a thousand times over
many years, it can only keep its truth and
power by genuinely delivering on the emotion
it describes.

If the ad isn't great, we are letting the line,
and the brand, down.

A polite but firm reminder:

i'miovin’it”



McDonald's the brand offers
simple, easy enjoyment.
St

McDonald's advertising must offer
simple, easy enjoyment.

The advertising must reflect the
positioning of the brand.

Threewords that l'ead Which means it must be enjoyable
to a Sim ple ' logical (as well as hard-working).

The McDonald's promise:

and . - bl. ._. I.l. | Which means it must contain ideas /
and ina rglla e Para el thoughts /stories / humour / images /
W|th thQWﬁrk- headlines that are engaglng and entertaining.

Which means that a McDonald's print ad
cannot ever be just a picture of the food
and its name and a background picture.
And a TV ad has to be as enjoyable and
as smart as the show it interrupts.

And a digital activation must be effortlessly
rewarding to participate in.

Cantidentinl Forinternal purposssonty 10




Outward expression
I'm lovin' it
End benefit

Simple, easy, enjoyment

Broader purpose

Together we are
good food

good people
good neighbour

...........

B S

The
company
vision:

To be our customers
favourite place and way
to eat and drink.

The
communications

vision:

To create
our customers
favourite ads.




17 Co

nfidential Far inlernal purposes anly

The McDonald’s
tone and feel.

Simple. Easy. Enjoyable.

Strong and confident.

An insightful observer of life and people.

A natural enthusiasm for things.

An underlying decency and warmth.
A local sensibility.

A celebration of good food.

Makes you smile.

Occasionally makes you think.

McDonald’s is

a natural

part of the fabric
of our lives.

This is the great truth of the brand. McDonald’s
already plays a real, meaningful part in the lives
of millions of people. It already fits right into the
rhythm of our customers lives. [Every day, our
34,000 restaurants serve 69 million customers
in 119 countries throughout the world.)

This great truth allows us to create natural,
effortless people stories, centred around
McDonald's, without it feeling forced or fake.
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Yes, butisita
McDonald's ad?

Sowhat is a
McDonald’s ad?

Our aim is not to write great ads.
It is to write great McDonald's ads.

Every time we have an idea we must
stand back from it and ask:

Yes, but is'it a McDonald's ad?

The following quote is a few years old but,
as a description of our Creative intent,
It's hard to beat:

“Wherever our advertising appears, it must be

graphically, literally, musically and cinematically
recognisable as a quality effort. It must reflect
a rare and perceptible sensitivity to the times in
which we live, the people to whom we are
talking and the impression we leave on them.
And it must have character that immediately
identifies it as McDonald's advertising - a tone
of voice, a look and an underlying decency

and warmth that others cannot copy because
they do not feel it as we do.”

Faul D. Schrage. McDonalds International
Marketing Conference, Chicago 1775.

“An underlying
decency and warmth
that others

cannot copy because
they do not

feel it as we do.

A McDonalds ad should make you feel good. It
should have a spirit, a warmth and a positivity
that is engaging and infectious. You should

be glad you saw it, both for what it said and
how it said it.

Leave the cool and flashy ads to others.
McDonald's advertising should have a heart.
Because when we do it supremely well - with
invention and wit and charm - it makes

for the most powerful, memorable ads of all.



STRUCTURE

WITHOUT AN ORGANISING
STRUCTURE AT THE HEART

OF ALL OUR PROJECTS

WE ARE NOTHING
ITIS THE ALLOWS THE

STEATRE MAGIC

TO HAPPEN




McDonald’s

are storytellers.

This has always been
the case, and it is more
important than ever.
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People stories.
Food stories.
Company stories.
Authentic stories.

Stories that make you smile.

Stories that make you nod in recognition.
Stories that make you think again.
Stories that make you hungry.

We have stories to tell, and these stories will be
the deciding factor in what people think of us.

If people dont know how much we care about
the quality of our food...if they don't know how
tasty our new McWrap is... if they have forgotten
just how special a Big Mac is...if they dont know
what we stand for beyond our burgers...

then it is because we haven't told our stories
well enough.

‘We like people.

And we relish the chance to observe them, and
celebrate them, in our ads.

The best McDonald’s Creative people are the
ones who have empathy with the McDonald's
consumer. Who can put themselves in their
place, and know how they think. Creative people
who are fascinated by the human condition in
all its absurdity, complexity and glory... and
can't wait to try and bring some of this to life in
a McDonald’s ad.

As the man said, we are a people business.

We are here to make people happy, and deliver
on their needs. Our food is not just fuel.

It appeals to people on a deep, emotional level.
5o should our advertising. Our casting should
reflect who our customers really are and
create a connection that is genuine. Our ads
should touch you, tickle you and delight you.

They should win people's hearts.

20



The Four Pillars.

Each pillar focuses on one marketing
challenge, leading to single-minded
communications strands dedicated to
a specific issue or opportunity.

To-drve trust in To drive affinity

our brand for our brand
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The Four Pillars.

Each pillar has a focused role for

communications, which guides our approach
to each task.

Marketing plans
relating to Brand.

Naturally, there are many stories we could
tell throughout the year, but we cant media
support all of them.

Matching our calendar stories with the
brand perceptions we need to improve will
allow us to decide which topics we should
focus on. This way we can more easily decide
what's most important and how we should
weight them.

While we still want to sell as much food as we
can, the biggest Issue we face |s brand health.

In other words, Brand beats Promaotion.



Good food,
good people, good neighbour

The Pillars are an organising framework /alu Jariety = Favourite
designed to help give order and balance to our CONSUMER 1SSUE CONSUMER 1SSUE : CONSUMER ISSUE
communications plans. They help us manage ' ' s 4
brand perceptions over the long term whilst
driving sales in the short term, and provide
guidance for all our daily communications
questions.

MARKETING OBIECTIVE MAEKET G OBIECTIVE MARKETING OBJECTIVE

ROLE FOR 0L OR 1R a rf::]:”l? IF__L'F' 1an
COMMUNICATION
COMMUNICATION COM ; R

The Four Pillars.

All McDonald's communications tasks can be
grouped under four core Pillars. These Pillars RO PROPOSITION
make sure we focus on the aspects of our ' '
brand that are the most important and relevant
to our customers and on the key brand issues

we face: the brand affinity Issue as well as ' EXECUTIONAL TONE
EXECUTIONAL TONE EXECUTIONAL TONE

FROPOSITION

EVIDENCE

perceptions of our Food and Integrity.

The Four Pillars created by Leo Burneft UK

20 Canfidential Farinlernal purposes anly
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Using the Four
Pillars to generate
the right briefs.

The Four Pillars can help us to define the
direction for a brief,

In general it is quite easy.

EVMs ask for a Value brief. A Big Mac will be
informed by the Favourite Pillar

But what about the Happy Meal? Does it come
under Value, or Favourite, or even Trust?

In this case, we need to decide by our
communication abjective.

Do we need to reinforce the affordability of the
Happy Meal in order to reward families?

Then its Value.

Do we need to reassure mums about our
commitment to constantly improve the
Happy Meal?

Then it's Trust,

Do we need to strengthen the emotional
bond between families and the McDonald’s
experience?

Then it's Favourite.

Has the time come
to re-think

our approach to
the different
pillars?

The secret of success is NOT to keep doing
things the way we always have, even when we
do it well. In order to stay ahead of the pack

we need to look at ways to make our messaging
more powerful and explicit. New ways of
tackling traditional tasks.

At the very least, we must ask the right
questions and consider the answers carefully.

However we do it, isn't it time we got smarter?
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Trust.

Is @ smarter, more thought-provoking approach
to Trust needed?

Over recent years, consumer scepticism about
the quality of our food and our corporate
behaviour has become ingrained in mainstream
culture. There is a greater awareness and
distrust of big business, and the digital age
has meant that personal comment, company
stories, etc., can spread easily and colour
opinion.

So when it comes to building deserved trust

in the McDonald's brand, our ideas have to
work harder than before. They have to be
unignorable and thought- provoking, yet be
delivered with a soft power. We have to strike
the right tone or risk being dismissed.

Many of these stories have been told before -
yet they have not landed in any meaningful way
in the mind of the consumer - so we must find
new ways of telling them.

How do you make someone believe something
they don't wish to be true?

You have to do more than just present a fact.
You have to win people over and prove that
you are telling the truth.

Favourite.

Is @ smarter, more product-focused approach to
Favourite needed?

The emotional bond with our customers,
while still strong, Is not developing at the pace
we expect.

s it time to make the ads for our Core products
and services more emotive and effective?
To re-energise, as well as remind?

Take the Big Mac. Should we treat it like a brand
in its own right? Do we develop a bespoke
creative approach that is consistent across all
markets? At the very least, surely we should

be creating more insightful and impactful
strategies to leverage our most famous menu
asset?

Saometimes, our Favourite ads don' feel like
they sell’ the Favourite. It is not enough to just
tell a great human story that features the Core
item. It needs to ‘star’the Core item. It needs to
make you re-appraise and reconsider the real
value of that item. Just because a commercial
shows someone using a drive-thru doesn't
mean were selling’the reasons why drive-thru
Is such a convenient and satisfying way of
enjoying @ McDonald’s.

32
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Value.

Is @ smarter, more explanatery approach to
Value needed?

Due to the economic crisis, inflation, increasing
life expectancy, etc., people have less money
to spend.

If, in three years' time, we were to ask them,
‘which brands supported you best during the
difficult economic times?’, what should we be
doing now to ensure that McDonald's is one of
their answers?

Do we need more explicit messaging about the
beliefs and principles behind our prices?

How can we better commmunicate our wish

to help our loyal customers through difficult
times? Shouldn't we be expanding the money’
conversation with our customers?

Just doing ad after ad about menu items with
a low price tag does not communicate the
thinking and reasoning behind those prices.

We must give the ‘why, and not just the 'what!

Variety.

|s @ smarter, more brand-conscious approach
te Variety and Food Events needed?

We don't always think of our Variety activity

as having a role to play in building our brand.
Sometimes it feels like the monthly menu item
and its ads just have to make a quick splash

In a short period, and they have done their job.
But the stature of the Food Event and the
stature of its ads are essential to presenting
our brand in the right way.

The Food Events we support should feel
significant and long-lasting in both flavour concept
and ads. It is only when both are focused and
iconic that we are helping to build equity.

We do this well with a Food Event like Great
Tastes of America - the ads seem to have a
greater stature and presence that matches the
Iconic status of the American flavours concept.
But we should aim to do this more often.

Variety is an important piece of the bigger
puzzle to build the brand.

aa
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The importance of the
creative brief.

The creative brief is vital. It cannot be paid too
little attention, nor so much that it runs to

ten pages. Even if time is short, it can never

be left out of the process. [And creative work
should never be used to test’ a brief. Either the
objective and message is clear and wanted,

or it isn't. To wait and see what you get wastes
time and money, and disrespects the creative
brains who have worked on it ]

The brief Is the starting point for everything and
without a clear strategic objective, understood
by all and approved at the highest levels of both
client and agency, the creative work doesn't
stand a chance. When judging an idea there are
only two questions to ask, and in this order;

ls it on-brief?
ls it good? (Original; relevant; clear;
motivating; on-brand; etc)

If there is confusion over the first question,
then theres no point even asking the second.

We say again: the creative brief is vital.
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The importance
of insights.

As a brand, we are talking to people all the
time, about a lot of things. They will only listen
If we can make our messages resonate.

Insight strategies display perceptive, relevant,
volume-driving thinking — with a compelling
human insight at the heart.

Uncovering simple human truths and digging
deeper for honest insights is the key to making
our products and stories more meaningful.
Deep down, we know this to be true, but we do
not commit to discovering these insights
regularly enough. It's time to stop just talking
about them and start building their creation
Into our processes properly.

Please note:

A great insight can occur at any point in the
creative process. Frequently, the insight that
unlocks the big idea is not in the brief,

but is unearthed by the Creatives as they think
around the problem. We should all take
responsibility for insight creation.

Whatever pillar your
message sits in, an idea
with an insight at the
heart of it will unlock a
better emotional
connection. It just will.

VALUE. Only insights can bring our Value to life
and give an emotional hook to a rational price.
|f we want to be seen as a real ally of our
customers we must explore the human benefit
of low price and show people that we know
what's on their mind. Just writing the price big
does not do this.

TRUST. Endlessly repeating the same old facts
about our guality has not built the trust in our
brand that our actions deserve. Only a smarter,
more insightful approach to our truths and
stories will create re-appraisal.

FAVOURITE. People are too familiar with our
classic food. We need to remind people why
they love them. A powerful insight can provide
an angle on our core products that can put
them front of mind again and trigger even
greater appreciation.

VARIETY. Our rich advertising history has
shown that we can write great ads for

our promotions and food events without
necessarily attaching an insight. But we still
need them. Our food will always taste better if
we can add a juicy insight to the crisp lettuce,
succulent beef and tangy teriyaki sauce.

Have we mentioned how impartant insights are?
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So how do you

go about uncovering
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real insights?

insight — the ability to perceive clearly or deeply;

a penetrating and often sudden understanding,
as of a complex situation or problem.

insight - (the quality of having] an
understanding of something, the capacity
to understand hidden truths, especially
of character or situations.

insight - grasping the inner nature of
things intuitively; instinctive knowing
[without the use of rational processes).

It is a hidden truth, expressed In a startlingly
original way, about why people think, feel or
behave in a certain way, which then creates
an ‘a-ha! [a surprising moment of clarity and
recognition .

What really counts
as an insight?

Observation is not Insight.

Observation is fact.

I'm not satisfied with my job. —

Cleaning the house is hard work. —

——

NO:

Observation.
Conventional wisdom:.
What consumers say.
What consumers do.

YES:
Insight.
Answers the question why?

Why consumers say that.
Why consurners behave that way.

Insight is feeling.
| never thought Id end up like this.

Cleaning the house keeps me from the
things | really love: my family.



From TASK to IDEA.

TASK. Always start with a clearly defined
task that can be solved by the means of
communication.

TRUTH. Dig to find [through data, research,
discovery, etc.) a brand, product or human
truth [i.e. fact] that is relevant to your task.

INSIGHT. Take the truth and keep on asking
why until you arrive at a different view on It
A real insight will instantly make you think
differently about a product, service, brand

and what it can do for you.

IDEA. Bring the insight to life in a creative
and impactful way.

Little girl. Canada.

TASK:

Remind families why McDonald's is their

favourite place to eat and drink.

TRUTH:

Kids love to go to McDonald's with
&

their parents.

INSIGHT:

McDonalds 1sn't just a place for food and
drink — it's also where life happens.
IDEA.

For the first time, a father finds the words to
tell his daughter what she means to him.

Lunch break. USA.
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lLunch breaks for office workers have
turned into working lunches.

INSIGHT:

Deep down, most office workers would
love to reclaim their lost lunch break.
IDEA.

Say it loud; say it proud. Its my lunch

and Im going to take it.

Breakfast. Russia.

TASK:

Introduce Russians to McDonalds breakfast
as a modern way to start the day.

TRUTH:

Breakfast is the most important

meal of the day.

INSIGHT:

Were no good at anything until weve

eaten a proper breakfast.

IDEA:

As people buy their breakfast at McDonald's,
they reveal how much they need it.
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Creativity
in advertising.
Whatisit?

An idea that brings to life a message in such

a way that it makes both the idea and the
message irresistible.

Before we go on, let us all agree.

A creative idea is not an extra idea that
Isn't needed.

It is not something that will make the ad
more complicated for consumers.

[t will not get in the way of the product.

[t is the only thing that will sell our food
and drink.

It is the only thing that will build brand
affinity.

All around the world, we have seen

that our most outstanding creative
advertising gets significant business
results. Creativity is nota nice to have’
it 1s @ must. The exciting pursuit of
ideas is officially expected of all of us.”

Figrre Woreczek,
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Bill Bernbach. is more volatile, unpredictable and thrilling than
it has been for years.

Our ideas are in the hands of our customers
now, and more than ever they will have to

prove their worth by provoking action beyond

just purchase. And whether we are good
or bad, people are going to have their say

So lets be good




“...they won't

listen to you If

youre not
Interesting...and
you wont be

ot wallpaper that no one will pay any attention

Can Mcnonald’s .*_.r:-_.T'r:i;; IS }’:-Ll-;-?l.fail‘_'—;&':.!‘!{_‘: ru_ cares r L“--U;:‘i.i .
advertising, So it doesnt matter how delicious
ma ke peo pl.e l.l ke the new burger looks...or how interesting the
advertiSIn 3 ain’? promotional concept oridea Is... or what
g g . great value the new Meal Deal Is... or how
I reassuring the 100% beef fact is... NOBODY [S
We will reap the

AYING ANYATTENTION! Nobody is listening

rewd r'dS if we Cdn. t‘.lli?'.l-;:.!_l.‘_'--"i our ad Is Just one of the hundreds h :
and hundreds of ads consumers are exposed yo u Say t I n g s

to — and ignore — every single day. i m a g i n at i Ve l.y,
originally, freshly.”

Bill Bernbach.

0 if we want consumers to care about
our ads, and notice our messages, and visit
our restaurants more... we had better make
our ads interesting. We had better be one
. = < of the brands Known by consumers for giving
Interesti ng unti |_ them interesting, rewarding ideas that

are worth looking out for. Otherwise, we are

n trouble




“Itisimportant that
people know what
you stand for:

It's equally important
that they know what

you won't stand for.”
Mary Waldrop.

We don't know wha you are, Mary,
but wed have (iked to work with you.
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What's the single most
important factor behind
our creative success?

Set the bar high.

Theres no getting around it. None of this works
unless we apply only the highest standards of
thinking, craft and execution.

It is officially required.
It is officially expected.

The greatest work comes from people whao
refuse to settle for anything less. Who will
not tolerate being average and invisible.
Agency folk, and client folk, who all think the
same thing:

'It's an ad for McDonald's - it cannot go out

the door unless its good enough.”

How do we
feel about awards?

We like them. But we do not obsess
apout them or pursue them te the exclusion
of all else.

We will not expect them or covet them.

We will not write our ads for juries, but for the
consumer. We will not follow ad trends, but
trust that ideas with timeless, universal values,
executed well, will always resonate.

Our ideas will be judged best by the man in

the street. We will create ads that become
famous in the real world and win peoples
hearts. And if they win an award too, then great.
For one night only, we shall drink champagne
out of high-heeled shoes.

And if they don't, then that's fine too. The most
important thing is that the ad met our own
high standards. And if it did, then we shall

just have to celebrate with a McDonald's shake.
(We hear there's a great new flavour this
month.]
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What are the

ingredients for a great

nfidential Far inlernal purposes anly

McDonald's ad?

1. Compelling human insight.

2. Authentic storytelling.

3. Big, single-minded idea.
4. Uncomplicated message.
0. Highly engaging.

6. Real, not surreal.

7. Surprising.

1. Compelling
human insight.

2. Authentic storytelling.

3. Big, single-minded idea.
4. Uncomplicated message.
9. Highly engaging.

6. Real, not surreal.

7. Surprising.

A human understanding based on a simple
truth. An idea about personal behaviour,

not product facts, features or benefits. A life
thought that will strike a chord of recognition,
but still be fresh enough to be worth saying.
Obvious, but not easy to uncover - it should
have the duh’factor [cue slapping of forehead).
A motivating truth that can trigger appraisal
of the message and increase the chances

of action. An idea that seems to speak directly
to the individual.



a. Life behaviour insight.

DDB South Africa. Happy Meal. Make a deal

There are two Print campaign.
kinds Of Compeu"']g Kids put parents under pressure to get them
. . things, most of which you dont want to get.
human insight.

Next time it happens, use the promise of a

make It go away.







with actors.

eo Burnett UK. Brand. Zoo’ TV

A very real believable scenario
featuring character types you dont
normally see in ads. A small boy
has divorced parents. Mum hands
him over Lo Dad for the morning.
|he boy knows hell be going o
McDonalds later, but he hatches a

plan to make the day get even better

Confidential. For internsl purpeses enly

There are two
kinds of authentic
storytelling.

b. Company stories
about how we do things.

Compelling; thought-provaking; reassuring;

surprising; disarming; winning

DOB Sweden Wintes
Original, insightful and thoughtiul spot that
makes you consider in a new way the care and
effort that goes into the preparation of your
food al McDonald's. It reminds us thal winlter is
hard: hard for farmers, and hard for Mothel
Nature, And hard, in particular, for that tasly
little bag of carrots you get for your kids




There are two
kinds of compelling
human insight.

b. McDonald’s
behaviour insight.

DDB Australia. Brand. Bonus Fries TV,
Don't you love it when you find some bonus
fries at the bottom of the big brown bag?

ordidential For mteraal purpeges anly

1. Compelling human insight.

2. Authentic storytelling.

Believable stories that can draw you in and
command your attention, whether their task
Is to amuse, charm, inform or enlighten.

3. Big, single-minded idea.

4. Uncomplicated message.

5. Highly engaging.

6. Real, not surreal.

7.Surprising.

There are two kinds of
authentic storytelling.

a. People stories
with actors.

Authentic characters who can win your heart
and make you smile.

No clichés or stereotypes.

Believable situations with moments of human
fallibility and imperfection.

People with character and personality who
you'd like to know in real life, or eat next to in

McDonald's.

Sharp dialogue that fizzes and crackles.
Inventive scenarios that build and crescendo to
a satisfying conclusion.

Stories that haven't been told before, spun

with a lightness of touch.

Stories with humanity that stay with you.
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1. Compelling human insight.

2. Authentic storytelling.

3. Big,
single-minded idea.

A fresh, original solution that feels
somehow special and important. An idea
that stays focused throughout the execution.
A thought that 1s capable of extending
across different executions and touch
points without being diluted or confused.

4. Uncomplicated message.

9. Highly engaging.

6. Real, not surreal.

7. Surprising.

i IrTkernad purposes only

Leo Burnett UK. Happy Meal. Happy Box TV,

A magical infectious spot that reflects the
genuine joy that all kids feel towards that iconic
red box.Take six giant, playful happy boxes...
and hundreds of wide-eyed kids... and let the
cameras roll.

1. Compelling human insight.
2. Authentic storytelling.
3. Big, single-minded idea.

4. Uncomplicated
message.

A thought about McDonald's that is easy

to grasp and appreciate. A message that isnt
hidden within the Creative idea or complicated
by other unnecessary information.

An ad that makes it effortless for people

to understand what we are talking about,

5. Highly engaging.
6. Real, not surreal.

7. Surprising.

TBWA Spain. EVM. Crush'TV.

Sweet, simple and to the point. A boy grows up
with a huge undeclared crush on a girl at his
school. Finally, his great moment arrives; she
comes up to him as he eats his McDonalds
take-away and asks if she can have one of his
fries. But he doesnt have any! He just bought
a burger, If only he'd bought an EVM - burger,
fries and drink for not much.
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1. Compelling human insight.
2. Authentic storytelling.

3. Big, single-minded idea.
4. Uncomplicated message.

5. Highly engaging.

6. Real, not surreal.

Nething can happen in a McDonalds
Core Product ad that couldn't happen in
real life. For these kinds of messages
anything weird or unreal is not on-brand.

We do not do them, no matter how
much fun they might seem.

Within the Favourite Pillar, whenever we

write people stories for TV, this is the

golden rule that makes a McDonalds ad a
McDonald's ad. This is what separates

us from our competitors and elevates our
advertising. Let them do the silly stuff.

Let them be quirky and fleeting and superficial.
We shall be the authentic ones speaking

to peoples hearts and funny-bones in a more
meaningful, memorable, powerful way.

7. Surprising.

nfidential Far inlernal purposes anly

Why?
We want people to do more than just buy
McDonald's. Or like McDonald's.

We want people to believe in McDonald's.

To believe in our food; our quality; our decency;
our people. To believe that while we are big, we
also try to offer the best experience and do the
right thing.

So we need people to believe in our ads too.
And the more real and authentic they are,
the more chance we stand.

[Variety Pillar ads are different. These ads can
be any kind of execution. In Variety we need
the creative freedom to do whatever is needea
to bring the Promotion or Food Event to life.]

The following four
ads are the kind of
executions that

are NOT right for
McDonald’s
Favourite messages.
We must NOT

write ads like these
anymore.

You'll also notice how its much harder to like
the people in these kinds of ideas.You either feel
nothing about them at all or; as in two of the
four ads, you actively dislike them. This is not
good for the brand.



1. Compelling human insight.
2. Authentic storytelling.
3. Big, single-minded idea.

4. Uncomplicated message.

9. Highly engaging.

Executions that get noticed

and then hold the attention.
Considered creative solutions that
break through by entertaining

and evoking real emotions. No one
seeks out advertising, so we have
to win people over with the
engaging excellence of our ideas.
The more engaging our ideas,

the more we create affinity for the
brand, and the more we drive
preference for McDonald's.

6. Real, not surreal.

7. Surprising.

DDB USA. Brand. Joe and Frank' TV

Beautifully written story of two old guys in
McDonald's and the stylish older lady they take
a shine to. Funny, sassy dialogue between

the two of them, mixed with real humanity in
their tale. You cant help but love it.

DDB USA. Frozen Strawberry
Lemaonade, Lemon-Aid' TV,

A talking lemon tells us how lemons always
get a bad rap and how no one appreciates
thern properly. But now, thanks to McDonald's
Frozen Strawberry Lemonade, everyone

loves them. Great writing. Funny and insightful.

An engaging and unlikely character: A powerful

property for the brand.

TBWA France. Happy Meal. Happy Song TV.

Happy and friends do a song and dance.

This ad is not about having a great idea - it is all
about the execution. It can only be great if craft
and care are given to every single second -
which is exactly what they've done. The song is
infectious and feel-good with real character
and appeal. The dance scenes are rich and
inventive. [he way the boxes move makes you
smile. The whole ad is filled with visual and
musical ideas. And only a 90 could do it justice.
Everyone who worked on this ad - client and
agency-went for it. And it shows.



1. Compelling human insight.
2. Authentic storytelling.

3. Big, single-minded idea.
4. Uncomplicated message.
5. Highly engaging.

6. Real, not surreal.

7. Surprising.

This Is, perhaps, the key to everything.

If we want people to notice us and re-appralise

the brand, we are going to have to find fresher,

more surprising creative solutions. The
reassuring familiarity of McDonald's is a big
plus in the high street, but it counts against

us In our ads.

How can we tell authentic and human stories,

but still surprise? How can we tell flavour and
Ingredient stories In unexpected ways? How can
we tell quality and trust stories that provoke
thought? How can we engage in a new fashion?

We have to do things that arent normally done.
Tell stories that arent normally told.

Use media that isnt normally used. Of all the
questions we should ask of our ideas,

1S 1T SURPRISING? s the biggest.

&9 Confidential. Forinternal purposes only.

BETC Furo RSCG France. Brand

Lome as you are [V

If you are a restaurant that encourages people
to Come as you are' then you have to put your
money where your mouth Is. If you'd asked
people which brand would be the one to write a
commerclal about ayoung guys struggle to
tell his parents he Is gay, ten to one they
wouldn't have said McDonald's. This Is the kind
of surprising communication that makes
people re-think the brand and feel it has a
relevance to their lives today.

Does every part of
this list apply to every
brief we are

likely to tackle?

No We should use our juggement as to what

works best where

Clearly, some elements apply everywhere:
Big, single-minded idea.

Uncomplicated message.

Highly engaging.

sSurprising.

But the others need freedom and flexibility.

Compelling human insight and Authentic
storytelling don't generally apply to seasonal
menu items and promotions. (Though there
could be exceptions to that )

Authentic storytelling will lend itself mainly
to TV spots.

Real, not surreal may well not apply to Value
and Varlety tasks.
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The following four ads are the kind of
executions that are NOTright for McDonald's
Favourite messages. We must NOT write

ads like these anymore.

Il

!

young guy wrestles a bear whi
A young guy wrestles a bear while
his friend asks everyone what percentage

of beef is in a one-hundred-percent-beef

McDanald's patty.

A fisherman has his McDonald's
take-away eaten by a shark. Next time,
he lures his nagging wife onto the jetty,
gives her his McDonald's, and walts for it
to happen again.

i [‘LM

As a young guy opens his Big Mac,

buildings and objects around him come

to life and sing the Big Mac

Two all-beef patties... song.

Two rather creepy young kids in a car
make various objects come to life and ask
Are we there yet?. The radio, the toys,

—

a passing bird; they all put pressure on their
parents to stop the car at McDonald's.



In the early 1990s, a well-known professional golfer found
himself waiting on one of the tees during a tournament, while
there was a delay in the group ahead. As it happened, there
was a mobile McDonald’s restaurant in the tented commercial
area nearby, which caught his eye. Unable to resist, he nipped
over and bought a Big Mac. Just as he returned to the tee,
the hold-up cleared and he had to drive off straight away. His
caddie offered to hold the Big Mac while he took his shot.

‘“No way,” said the golfer. “You'll eat it."”
So he used the Big Mac as a tee, to stop anyone taking it.

(This is in the middle of an actual tournament, remember.)

He put the burger down, and placed his ball on top. He then
played a perfect shot, driving the ball miles down the middle
of the fairway... without disturbing the Big Mac at all.

Calmly, he picked up his precious burger, and began eating.

’m lovirY it



A new idea: True stories.

Tl Canfidential For internal purposss anly

A completely new creative approach that can
be adopted across all markets to Increase
affinity for the brand in a believable, lovable
and powerful way.

True stories of real people and the things they
do that entertainingly prove how much they are
loving McDonald's.

Other brands cannot do this. Because other
brands are not loved in the way that McDonalds
is. Millions of people genuinely love our food and
our experience. So let’s find their stories and
turn them into ads.

True stories:
Giving new power to
I'm lovin' it.

im lovin'it has been running for ten years.
This is the perfect way to reignite it.

Here's what we said earlier:

' lovin it is both simple and powerful but, after
being seen a thousand times over many years,
it can only keep its truth and power by genuinely
delivering on the emotion it describes.

Telling true stories can do this.

The stories on the following pages are exactly
the kind of thing we mean, and would make
great TV or Print. Let’s get out there and

find more.



i'm lovin’ it

In 2006, a 23-year-okd staff member in a McDonald’s
restaurant in Cardiff, Wales, won £1.3 million on the
Mational Lottery. He gave up his job... but 18 months
later, he weant back to it.

“They all think I'm a bit mad but | tell them therg’s
more to life than money,” ha said. “l loved working at
McDonald’s before | becamea millionaire and I'm
really enjoyving being back there again.”
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Pwill never forget the day | passed my driving test. Only
minhutes after passing, | went straight to my local
McDonald’s drive-thru. Could there be a more perfect
place to go for your first official journey as a driver?
I’'ve had hundreds of McDonald’s over the years, but

this one was special. | deliberately went round twice;
to get another drink.

Elaine

18



In 1997, Jemimah Thompsett from England got married in the
city of Hong Kong. It was a wonderful day, everything a young
bride would want. Except, at the end of the reception, Jemimah
was starving. (She wasn’t much good with chopsticks and had
only eaten about three prawns all day.)

As everyone left the reception, she announced that she had
to have a McDonald’s. In full wedding dress she walked in and
ordered a Quarter Pounder with Cheese.

“Do you want fries with that?”

(1] I do.!!

'm lovin' it

75 Confidential. For internal purposes only.




TBWA USA. 24-hr drive-thru.
FaVOUl'Ite N Sleeping Baby TV.

One of the all-time great McDonald's ads.

A wonderfully human and inventive idea,
made with love and skill and attention to detail.
In the small hours, a father takes his

baby out in the car to get him to fall asleep.
He visits a 24-hour drive-thru for a
much-needed coffee and Egg McMuffin,

but can't stop for fear of waking the baby.

Not just a brilliant story, beautifully told, but

it makes the crew members human and
likeable too. Some of their observed moments
are a true pleasure. An ad you can watch
again and again.

Memorable, engaging human stories
The best place to tell our compelling stories. [with nothing unreal).

Configential. Forinternsl purposesonly, B2
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_eo Burnett UK. Brand. First Day TV,

Ayoung guy's first day at his new office job.

Come lunchtime, after a bewildering
morning full of a hundred new things to
remember, he needs the familiarity of
something he knows and loves - a Big Mac

Meal. Great writing. Lovely observations.
Terrific storytelling.

Forinternal PUrpoSsEs Gniy

Lec Burnett UK. Happy Meal. Being Six' TV.

There are many things that make the
life of a six-year-old hard, Luckily,
there is also McDonald's and the thrill
of a Happy Meal, which almost makes
up for it. Lovely casting. Perfect music.
And the inspired decision to shoot in
black and white.

Needham, Harper and Steers USA.
Big Mac. Two all-beef patties,

special sauce, lettuce, cheese, pickles,
onions, on a sesame seed bun TV

You woulan't think that an advertising

jingle whose only words were the listed
Ingredients of a hamburger could capture
the imagination of a nation. But that's

what happened in America in 1974.

The genius was In turning the slogan into a
tongue-twister and challenging people

to get it right. And if they could say it in under
four seconds as they ordered in a restaurant,
they got a drink free. All of which turns a
food idea Into a human idea, and shows how
ingredients and food appeal are no barrier to
amazing, effective creativity.




Favourite TV
can also

be Brand TV.

Favourite TV doesnt always have to mean Core

Products. Sometimes anything goes,
|

as long as it feels McDonald's and makes you
feel good about the brand. It doesnt have

to feature any food; it just has to be uniguely

McDonald's and uniguely engaging.

Cossette Canada. Brand. My Little Girl TV,

Peoples lives play out inside McDonalds
restaurants. When youre visited as often as
we are, It cant help but happen. That's why

its okay to write great people stories that dont
sell a particular product. This one features

a father and daughter and tugs at the
heartstrings. [t works beaufifully, thanks to

a killer last line of dialogue.

TBWA Netherlands. Brand. Zorro TV

The truth Is that McDonald's brings people
together. McDonald's is something that
millions have in common. So when a young
boy wants to make friends with the

girl opposite but she doesnt want to do any
of the things he does, theres really

only one last suggestion he can make

Cute, funny and true.

Cossette Canada. Brand. McDonalds? TV

A simple and undeniable demo that proves
how McDonalds really is something we

all share. Real people show how McDonald’s
can create a spark of connection amongst

complete strangers, even in foreign countries.



Variety TV.

Playful, fun messages that reinforce the
theme. Any kind of idea or style, including
animation - but always with a feel-good
McDonalds tone.

..that cut customiers...hair.

TBWA Belgium. Free Coke Glasses

Car Roof TV

Another super-simple idea: glasses on the

roof of a car, vibrating/dancing to the music.

The glasses are the hero.The idea
makes you want them. Hypnotic, appealing
and persuasive. Job done.

Leo Burnett UK. Fruitizz. Fizzy Kids' TV.

Kids jJumping around trying to make the
fruit theyre holding fizzy. Simple and fun.
Human, yet product-focused.

DDB Sweden. Happy Meal Books.

FairyTale’ TV.

One night, Mum tells her little girl a fairy tale.
But she’'s an awful storyteller and it's

an awful story. She really needs the fairy tale
books, free with McDonalds Happy Meals
Another great example of how to give a
promotion a human angle.



Leo Burnett UK.
Great Tastes of America. Road Trip' TV.

A deceptively clever mini-campaign that ties
together a trip round American cities and
their different tastes, with two guys

driving round Britain and stopping at different
restaurants for the different burgers.

Funny little dialogue vignettes, playing off
each city. A great example of how to turn Food
Events into relevant, hard-working people

stories with engaging characters.

GREAT TASTES

America,

_GREAT TASTES |
America)

GREAT TASTES

America

GREAT TASTES

America) "

Variety TV.

They can be people stories If
we want, but we should allow
ourselves to write different

kinds of ideas too.

For instance, a World Cup promaotion will have
so many human emotions attached to it that it
would probably make sense to use people to
Illustrate it, as long as we still have explanatory
cutaways that show the promotion's mechanics.

Whereas a Monopoly promotion may well
require a more graphic visual approach, using
the famous characters from the game, or the
iconic-looking board. For instance, an animated
ad featuring the Dog and the Car going into

a McDonald's that has been added (built] in the
corner of the board sounds like an interesting
start to an idea.

A McXican Burger (hey, good name!] might
have a real human story featuring a manina
McDonald's with a Mexican-type moustache,
being bought the burger by his friend.

While a Hawaiian Burger might have a script
featuring a 6 toy hula girl wiggling her hips
next to the burger and getting progressively
more excited as the voice-over goes through
the ingredients of the burger... in turn, making
her pull off ever more fancy dance moves
and shapes. [Clearly not real life, but fun and
relevant.)
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ValueTV.

Simple, clear and memorable price messages
giving an emotional hook to the rational

price wherever possible. Any kind of (dea or
style, including animation - but always with a

feel-good McDonald's tone.

5 &
Py

DDB Singapore. McValue Lunch.12.01p

Simple and insightful. Two guys wait for

.-

a second outside McDonald's until 12.01
and the McValue promotion starts.

Quietly powerful,

n v

pm

Twoe money-saving tips from McDonald's -
one quir ky ind humMmorous; one a great value
burger. There are many ways to tell a
Value message and within the Value Pillar

" people stories dont have to be authentic
and real. This is surreal and E-IU.}f

but within Value that is still on-branc

DDB USA. Dollar Menu

‘What can | get foradollar? TV

We see how little you get for a dollar in life.
A smart and amusing way of highlighting
just what go ﬂffi ualue a dollar sandwich is from

McUonalds. You cant help but come away

agreeing that Mc [ill:_':r';aa_f: s 1s wallet-friendly.



DDB Sweden. Value Big Deals,
‘Can't Believe TV.

Another ad where it's all aboul the execution.
As a voice tells us about the things that
people once found unbelievable, it draws a
parallel with the prices at McDonald's, which
are still hard to believe. The shooting style is
very home-made and the whole ad feels
very approachable, friendly and un-corporate.
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DDB Denmark. Value Coin Offers.

‘Coinhunters’ Launch TV.

An interactive idea that got thousands of
people hunting and scanning the one million
virtual coins spread across Denmark, to claim
their free menu item. It proved irresistible and
reinforced McDonald's as a value brand.

Trust TV.

Honest, believable and impressive stories of

the good ways Iin which McDonald's behaves.

From food quality... to restaurant cleanliness...
to sustainability... to pride In our people...
to enriching communities... to bettering

the planet.

DDB Norway. Beef Farmers. Journey TV.
A friendly crew member shows us where
McDonald's beef comes from. Literally.

He walks all the way from his restaurant to
the farmer, across rivers and mountains,

In order to Introduce us to him. This ad does a
lot more than just give us a fact. When we tell
our Trust stories with humanity and

charm, they become more believable and
more effective. And It's always good to give our
crew members character, and show that

they are people too.



Leo Burnett UK. Brand Trust.
The A-Zof M'TV.

Kids and adults on a farm give us a
charming tour through a dozen quality and
sustainability stories. By the end, thanks

to the weight of evidence and the engaging,

lo-fi way weve been told them, we are

rethinking our attitude to McDonalds.

[The UK client has said that they didn't need

anyone to remember particular stories,

just take in the breadth of the company’s
actions and our clear commitment to doing
the right thing.] What could have been an
overdose of information is instead compelling

and persuasive.

Confidential, Far internal purpodes only

TBWA France. Happy Meal Nutrition.

‘Happy Box TV.

A surprising story of how your Happy Meal
has changed for the better. A perfect tone of
voice through lovely stop-frame animation as
the box opens, and we see simple drawings
of the differences. The subjects of quality,
sustainability (of both food and toys) and
wholesome options are all covered. Again,
this kind of idea takes bare facts and brings
them to life with real style. It even includes

a neat Value sign-off at the end.

The food.

If we really want to sell our food, rather than
Just show it, we need to think further than just
the visuals.

As well as looking natural and mouth-watering,
McDonalds food should capture the
imagination with insightful, chord-striking
human writing too.

How we bring a menu item to life is as
important as how we light it. If we can talk
about our food in smart, human ways,
with relevance and imagination, then we

are not presenting any old food, but
McDonald's food.

The following commercials are totally
food-focused. But they are clever, witty
and watchable. And they really, really,
really make you want to lick the screen.
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DDB USA. Angus Bacon.

‘Angus Axiom No.11 TV.

With a burger as full of good stuff as the
Angus Third Pounder, it pays to takeyourtime
when looking for the right point of entry.

Ah, the bacon bit... good choice.

al For intertml purposes ondy

DOB USA. Angus Deluxe.

Angus Axion No.16 TV.

A warning to carefully observe the

differences between the Deluxe Angus Burger
and your hand as, in the heat of the moment,
the lines can become blurred and the
consequences painful.

DDB USA. Angus Mushroom.
Angus Axiom No. 57" TV

While eating a Mushroom and Swiss

Angus Burger one may lose the ability to tell
the difference between a simple napkin

and your shirt sleeve. Sadly, the sleeve is not
as effective at removing cheese from about

your face and mouth,

DDB LUSA. Quarter Pounder With Cheese.
‘Mouth’ TV,

If the Quarter Pounder With Cheese

makes your mouth water then you might want
to talk to your mouth - with your mouth -

and tell it to ease up. Just make sure noone's
watching as your Lips move.



DDB Australia. Grand Angus.
A Little Bit Fancy’ TV.
A fancy voice tells us how fancy the

How can we make our Press/Q0H more consistently creative
Grand Angus is and shows us the proof. , and engaging, white still hard-waorking and effective?
The onion is the purple one... .- ‘

F%  Confsfential Forintermal prrposds anly




| Canlidential, Far intarny pur poas onky

Pl'lnt. To start with, we all have to acknowledge one thing:

That the ad on the other page, with a nice picture of the food and a great
creative idea, is selling the menu item better than the ad below, which has
a nice picture of the food, but no idea.

SNACK DELUXE

Yet, every year, we make hundreds of ads like this...

(Y)

i'mlovin’ it

Sausagebaconegg
potatorostiacheese.

All-In-One
Breakfast Wrap

R el wnt]1] Vb Bl Pl Pos s i v i w by i oo vl 2k P dmlaie. © pF10 UG agle

...and hardly any like this.

Print is the ideal place to hero our great food - be it seasonal menu items or
much-loved favourites. But a shot of the food isn't enough. We must have an
engaging idea in there too, to bring the menu concept to life and sell it properly.

We must never again make a Print ad with no idea in it.



2. Have visual ideas.

Here is a striking visual idea from Finland - beautifully simple, clever and rewarding, with the

menu item as the star of the show. (It even has a subtle coffee-in-the-morning message, as it is

There are basically two ways to create great an early morning sky they've used.]
McDonald's food Print. S 0
. .
1. Write engaging GOOD

headlines.

es a headline for a New York Burger, l A I E I |

Here
playing off the famous line New York,
New York. So good they named it twice.

Ll

[New York City is in New York State,

so iIts known as New York, New York.]

The line is doing two things: reinforcing

¥ - Blmiar W el Lo — e b
the New York theme and driving

aste and desire. Not bad for a line
that's also funny and playful.
Every new burger will have a theme

around it —we Just have [0 wriie a

Large Coffee. 1,50 €. imilovin'it




i'miovin' it

| Gherkin or
HOW M 10 Nt we a pPproac N Favourite Print. gherkOUt?

A picture of the food [or service] and an

engaging headline [orvisual idea] based
around an insightful truth that reminds
people why they love it.

Confidaniig! Forinferoal purpesesanly.  10&




iI'mlovin’it

Painfully thick.

Milkshakes. There’s a McDonald's for everyone.

] U1 Wi s

W7 Confidgantial Far internal parposes only

m Il—u—qg—__—b—_inﬂh-.“r

|dea: An office worker gets that mid-afternoon, low-blood-sugar sleepy moment,
and yawns - his arms making a 3 oclock shape. Message: Let McDonalds help
you get through the afternoon with a8 McWrap. Note: What a pity the creative
team made the copy line and food shot so ridiculously small! |t stops a great idea
from being properly effective as persuasive communication. Almost certainly,
they thought the ad stood more chance of winning an award if it was cleaner.
Another reason why we shouldnt care so much about awards.
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An extremely smart ad from Sweden,

and one of the few to really make you think
about what McDonalds offers, and
how their food means something to you.

When you read The world's most famous
hamburger, you work aut for yourself it

must mean the Big Mac. There Iis no other
contender. But you have decided this

yourself, not been told it by the ad.Your opinion
1s confirmed by the red and yellow McDonald's
colours, and reinforced by the end line

‘The world's most famous hamburger restaurant.
After all, who else could that be referring to?

Leading you gently by the hand, the ad has

reminded you how special this iconic burger is.
In fact, it has made you remind yourself.

And then It has one more trick. It gives you the
price of the Big Mac, and makes another
thought occur to you. "You know, thats really not
much to pay for the world's most famous

hamburger, and a sandwich | love.

Even though there is no brand name or
Golden Arches, it 1s actually the most branded
ad McDonalds have ever made... because

It actually makes you think about the branding,
and the brand, and how special the food is,
and what good value it is.

Now that is a hard-working ad.

The world’s most
famous hamburger

This is an American ad from 1978, when they
Introduced the Egg McMuffin. What's great
Is the way it talks to people.There was
obviously some confusion about what was
actually in an Egg McMuffin — was it

only egg? - so they told people about it with
a really distinctive and conversational
headline. This kind of line is very different to
the sort we write today. And the look of

the ad is certainly different too.This ad should
encourage us to find creative solutions that
are a little less obvious and expected.

There's more in
the middle an
Egg McMuffin ==

s =

than an(_ )egg in
theZ > middle of a

muffin.




L L Y T eI

SLU P

Nice try, mom...

Favourite Print can also
be Brand Print.

Favourite Print doesnt always have to mean
Core Products. Sometimes anything goes,

as long as it feels McDonald's and makes you
feel good about the brand. It doesnt have

to feature any food; it just has to be uniquely
McDonald's and uniquely engaging.

HOME DELIVERY CALL 1600-11-00-99 m



Variety Print.

[1)

Jetzt neu: Der Veggieburger.




Value Print.

Frorm the UK, an old ad but a great one
The |ce cream and the 20p prce create
a face'visual that also communicates
taste and emoyment. Simple, clever
hard-working, rewarding and effective
This ad iswhy McDonald's employs the
best agencies

M7 Conlidentizl, Forinerral purposss only,

Always ask:
What is our Value story?

Where possible, we should considerwhether
our Yalue Print deas should explain the
thinking behind our prices and gre our point.
ofview Sometimes there 19 g bigger story
than just the price itself

The Student Loan Menu.

An insightful campaign [overleaf] that

introd uces & helpful value menu for students,
The menu targets students through a flexible
pricing scherme, whch changes throughout
the month depending on the state of the
students finances

O the 25th, when students receive their
loan, prices are at their highest.

They are gradually reduced each week
until the 24th,

The offer is brought to life in a senes of
ilustrated article-like ads that describe
students changing finances — ranging from
a srmorgashord of'bpportL|njt|e5' I weelk
one, to filing for bankruptey' inweek four

it1s3 campagninatl makes SUUDeNs feal that

Mclonalds really ynderstands them

na



Value Print.

A picture of the featured menu item and an
- engaging headline |or visual idea] that
. FREE* COFFEE Fp —— 2 : ' : | ' empnasises the price, which Is strongly

APRIL 30w = FROM v £ COF ; N L., ' R
featured in the ad. [Just writing the price

next to the food is not enough.]

(Y

i'mlovin® it*




THE STUDENT LOAN MENU

You have just received your student loan, and once
again you find yourself conducting the orchestra of
life. Mo money clip in the world can muster the huge
sums of money you have at your disposal. Abraham
Lincoln, Andrew Jackson, Benjamin Franklin - they are
all your friends and never shall you part.

ou refiove your pockets of

change by giving them 1o

the pan flute-playing sireet
musicians and opt to *Donate” whan
recychng cans. You land monay to
Iriends without paying altenton o
wheo borrowed whal. You buy
& pivce of clothing labeled
*dry clean only".

Whaen your mowe urge
beckons you. refrain from
downloading. Indeed, you
pay just as. you're. sup-

n the bar you carslessly abandon | posed to. You are & sterm

the last flat sips of beor in the | as woll as sudden sup- [

beottle 1o teward yoursell with & | porter of copynighl.
new ona, With a pitying smils you Those contribuling to
waltch the other poor saps fondling | culture needlossly neod
thear lukewarm bottles and nervously | to be rewarded for thesr
picking away at the labels. Whare | work, and should people such as
is thoir dignity? On your way home | yoursel, in the top ter of soci- |
you generously tip the cab driver | aty, stop delending that beliel
evan though he knowngly chose | = then who will?

the long waty.

Pl by
AT

You spend your weekday lunches
chisckimg sway at vanous restauranis,
Lunch-bores? Noodles? 1f all seems
like: hazy mamanes of ancther fima,
another you. The new you watch as

NE MOMINnG you even
considar paying the
TV¥-license, althoogh

you quickly diamiss the absurd
notion. Even you have to draw the

the bills dance out of your wallet | Fne somewhaern,
while humming along fo the waltzing On a regular Teesday you find
tuna of your own success. yoursell ehopping al the deli counter
B e 'i TII.I'I' E:ﬂﬂ‘nl?
; ......... Our Price

................... . == Your Hunger

-
r

Mhat is the Studsnt Loan Hepu®

As a student. the current state of your sconomy
greatly controls your way of life — you're sism-
ply Althy rich one wesk to fnd yoursell MNat
broke ths next. That's why we've devised a menu
adapted to the fuctuation of your wallestiy when
you are in the green it costs & little mwore- and
whan vou're in dire straits it's cheaper- This
Way you can always cose to us for a great seal.

The menu that adapts lo fit the state of your wallet

in the grocery store. Garlic mannated
olives, sundried tomatoes and
artichokes all snuggle comfortably
In your shopping baskel. waiting for
~ wll, what exactly? You're not that
pood at cooking to be honest, you
meraly wan! 1o feal ke one of those
bossierous TV-chafs with greasy
bushy hair and bulloned-up shirts
whao yell at people, smoke thair home
butcherad veal over wet codar wood
and maseage organically grown
hedhs into it & meaty and passsonate
tushion.

peaking of buttoned-up
shirts, you decide 's
about time you sort out
& gym membership. You've thought
about it for a long time, just never
& i got round o it You
want a body that
oozeE as  much
ssLcess as the rest
ol you, and mow the
tima has come. You
choose the mosi
expengiva gym, with
the largest number of
trendy Btness classes,
even though ewsealing
in sync with other
peaple & the most
humaliating thing you
know, Considering
how frequently you open
your wallet, howevar, it's mportant
what cands show when you-da.

le quewsng af the ATM
you nofice an axtremaly
good-looking person be-

Hind you, 80 you “lorget” 1o take your
bank staterment, hoping to impresa.
Woalth 18, as overybody knows, a
pownrful nphrodisine.

To further emphasize your opu-
fence 1o visiting friends, you place

See you al McDonalds

Onyour way
home you
generously lip

the cab driver

cven though he
[fenowingly chose

the long way.

anizswe of Connoisseur Magazing in
your bathroom — a bargam from an
antiquarnian bookstore. I1's important
that the mprassion you make on your
friands is.on par with how you view
yourselt,

When your parents call 10 see if you
are getting by you swillly brush away
their concems. You're on your own
now, fending for yoursell. You are
the architoct of your own happiness.
Besides, you have a couple of grea
buginess ideas tucked away that
you'll probably unisash any day now.
You'rs basically just a necktia knot
away from your first million and the
very thought of it makes you gon;

onsidening all of this you
Ct:un“quﬁnllf find it rather

immateral, ke o grain of
sand in your monelary desert, like a
scanty twig on the sturdy tree of your
wizadth, that the Student Loan Menu =
clrrently of its priciest:

-

THE STUDENT LOAN MENU

Suddenly you find your funds don't seemas endless
as they did last week, and slowly your sense of
money's worth is starting to return. Your loud rants
about scrapping all social welfare in favour of
lowered tax on champagne now appear a little rash

in the cold light of reality.

REEK TWO 0F FUUR

NIANCY

ow, whon you go out, you

pay with your credit card so

you don't feel compelled 1o
leava the change on the counter, On
your way home you make surge you
shane a cab wilh athers, even though
it means you have to walk for & ba.
You naturally ensufe you don'l end
up riding shotgun,

You still traat yoursell to the cine-
ma, butl when your fnend lorgats her
wallsd you lend her money for the tick-
ol instead of reating her, Those days
are over, and your subtle attempt 1o
el her is pechaps not so sublie. In
fact, you'rs now Irying to remember
evaryona who borrowed money from
you last woek, and you wrile down
their dabts on-a small place of pa-
por thal you carry with you at all bmes.
You bitterly regrot last week's carsless

a Eamam Frp—
A sl s

and genarous atstemant "oh, it even
o™, How could you say that? Every:
body knows that friends who borrow

mongy are exactly the ones with
whom it never evens out.

ou st eye-
ing th Tup:
parwane

ything about it
You want to stay
i the illusion
ol wealth a
liitter longer,
aven though

it's starting
fo- crumble.

The menu that adapts to fit the state of your wallel

1o cook, drink wine and jusi hang cut.
Somehow you manage (o make youwr
soll hoad of the snacks department.
Vugetable sticks and dip, that's nice
and frezh rfight? And not oo expan:
sive, The voica in your head knows it's
actually mam choap than tasty, but
you Iry to convincs yourgel! that it's
the other way anpund,
You call your parenis. Mot be
cavse you noed anything — on tha
contrary, you'te siill 8 succossful
gingle sailor on the
vast ocean of youe
own  private
BCOROMY,
You simgly
have a feel-
ing 1t maght
be good to
stay in touch.
Yo kniow, just
in casa.

rustrating:
Iy, o of
your bud-
dies reminds you that

You know a mutual frend's birth-
you should day is. coming up. And
save & [itthe. fo matke matiers worss, d's
To cure your &n even number. Do you have
bad consciance & to buy a gift? And if so, how
you Google ar- A much does it have to cost?
ticles aboul SMS o You franticly try fo remember
loans. and indulge in hamos if he got you anything for your

stories. about people far more birthday, and deappointingly

desperate ihan you, reakse tha) he did, And it was &
to spend & Saturday evening in —

Your Economy

e Que Price
=~~~ Your Hunger

Az a students the current state of your sconoay
greatly controls your way of 1ifa — you're sis-
ply filthy rich one week to find yourself fat
broke the next. That®s why we've devized a monu
adapted to the fluctuation of your walleti when
you are in the green it costs a little more. and
when you're in dire straits it's cheaper- This
uay you can always come to us for a4 great meal.

‘ou contemplate malking him
& gelt certificate = jo buy ham
dinner or brunch some day.
That way you can push the prob-
lem ahaad of you, and hopetully yoor
frignd will forget all about it. it's a fifty-

iflusion o
i B e
" e
[El S

y

fitty shit and you wall get outra props
for spending lote of valuable fime
crafting & beautiful card. Personal-
ised gifts aro 50 man these days. Yos,
that's & great idea.

You no longer decide lo press
*Donate” when you recyche. Nol be-
cause you're cheap, delinitely not, It's
just that you're not sure the maoney ac-
tually reachas the peopls who neod it
There's nothing wrang with o it cmt-

lhough you try to put f oul
Aﬂwmm.hnwm

ng upon you that the end of
thay month is protty kar off in elaticn
to your economy, Luckily, the Stu-
dent Loan Menu iz a ittle cheaper this
waok at anly:

See vou at McDonald's
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Trust Print.

Informative, enlightening and persuasive
words on the particular subject or topic, with
an evocative and relevant picture. Headline
ideas, or visual ideas, or both.

At the risk of repeating ourselves:

Our messages are not getting through
and we must think differently. We cant
Just present our truths and stories — we
must sell our truths and stories.

Canfdential For internal porposes onby

The ad on the opposite page is the calm
and measured response that the UK took
to the bad publicity generated by the film

‘Super Size Me. The tone of voice is exactly

right; not outraged and defensive, but
confident, honest and utterly reasonable.

It walks you through the flaws in the film's
premise and tells you surprising and relevant
facts about the McDonald’s menu and its
wholesome options. It makes the film seem
biased and manipulative and makes the
reader feel more respect for the brand than
they might have felt before.

It 1s a classy, persuasive piece of advertising
In the truest sense, and a reminder that
when we talk to people in the right way, there
is no end to the things we can make happen.

[F YOU HAVEN'T SEEN THE FILM
‘SUPERSIZE ME/
HERE'S WHAT YOU’'RE MISSING.

From the familiar logo at the bottom of the
page, you won't be surprised to read that this is
not exactly a rave review of “Super Size Me,
though what may surprize you is how much of
the film we agree with.

Taking the theory that ‘if you eat too many
carrots you'll turn orange” a step further, the film
charts one man’s mission to eat every meal at
McDonaldsforthinty days—ouraverage customer
would take over six years o eat the same amount.
For maximum effect, he reduces his physical
activity right down to the bare minimum. The
effect is indeed quite dramatic. {Apologies for
spoiling the ending, but it’s hardly a cliff-hanger.)
He puts on weight. Lots of weight.

The film is slick, well-made and yes, somewhat
annoyingly, deesn’t portray McDonald’s in the
most favourable light.

And yet, what we do agree with is its core
argument — that if you eat too much and do too
little, it's bad for you.

What we don't agree with is the idea that eating
at McDonald’s is bad for you,

We've always been famous for our Hamburgers
and our Fries, but we wouldn't suggest that they
should be anything other than part of a balanced
diet. A balanced diet that, you may be surprised
to hear, you can increasingly find at McDonald’s,

Ower the last few years, we've added a lot more

variety to our menu. The Premium Salads in
our new Salads Plus™ range count towards two of
the recommended five daily portions of fruit and
vegetables. Our Grilled Chicken Salad typically
has just 295 calories and only 3.6% fat.

And contrary to what you might think from
watching the film, rather than just soft drinks and
shakes, we offer a wide mange that inchides Evian®
natural mineral water and pure orange juice.

It may also surprise you that we are one of the
biggest retailers of prepared fruit packs in the
country. Your children canswap their Fries (now
served with typically 23% less salt) for our Fruit
Bags, or they can opt for a Fruit Shoot from
Foobinsons, organic milk or a fizzy drink. And
you'll be pleased to know our breast meat
Chicken McNuggets” now have less salt.

Of course these are only a few of the changes
we've made, and there are plenty more in the
pipeline. What can’t change overnight is people’s
perceptions, but we would like to think that in
five to ten years time we may be as famous for
our salads, our fruit or our organic food as we are
for our Hamburgers.

For more information on the points discussed

above visit www.supersizeme-thedebate.co.uk

[T\

or call 18705 244 622,




THE STUDENT LOAN MENU

Your economic situation is starting to feel precari-
ous. You're by definition not entirely penniless just
yet, but it's high time to start preparing for the grim
last week of the month. You obviously need to cut
down on expenses, but it's equally important to
create new sources of income.

ou begin by booking up all va:

cant laundry-room slots in the

studunt dorm. These can later
be negotiated with desperate neigh-
bouwrs for a reasonable compensa-
tion, o botile of wing or two, The wina
can also be sobd or traded for other
commaedities with needy friends. You
scour the communal fridge in the
kitchan, With & veteran touch you
let groceries with short cxpiry dates
change places with newer ones from
{he others’ shebvws,

hibe you're &t it, you e

change the light bulbs

in your cwn room for the
row ones that semeons forgot on
tha kitchen counter, Perhaps not the
nicast thing to do, but an act simpla
enough to excuse a5 & practical joke.
should somoon natice,

You obser that your pravicusly well-
slocked supply of commodities
now golely consists of canned
ham, flour, and a bag of curants,
Yal, you recall, isn't the current cu-
linary trend of all TV-chefs to cre-
ale food through which simpla
and clean tasies ane allowed o
domnate? You cannot ac-
lually rememiser arny chal
preaching your partici:
lar assortment of ingrodients,
but then again, you don't
realy watch that much TV,

‘o wondar il t would b

possible to reclaim all the tips

you 80 genorously splurged
out sardier in the month. Finding
ull the: bartendars shouldn'l be sa
hard, and the cab drivers’ phone
numbers are nght there on the re
ceipts. The gralilude and apprecia-
tian you showed through the act of tip-
ping surely sl eounts sven thaugh you
want yout money back, nght?

You get drossod o go out. The
jocket you're woaring was borrowed
from & fnend, and you suddenly re-
call & classmate who only last weak
wondered if it was possible to buy .

——— Your Economy
Sur Prica
== Your Hunger

A% & student, the current state of your econa-
my greatly controls your way of life = you're
sisply flthy rich one week to find yourself fat
broke the next. That's why We've devized a menu
adapted to the fAuctuation of your walleth when
you are In the gresn it costs & little more. and
when you're in dire straits it's cheaper. This
vay you can always come to us for a great sgal.

The menu that adapls to fil the state of your wallel

Ign't theee an urwritten rule dictating
the transference ol ownaership when
you've bomowed somathing for a8 cer
tan length of ima? The sama way you
lose tanancy after sublatting an apant-
ment for a long tme? You decide to
sell the jackel the next fime you see

yoursell in the dooe when you both ex-
i, w0 you can sue him for demage. Mot
bad encugh to be scarmd for ble, but
stll enough to treal yoursell to that
p 1o Brazil you've beon dreaming of,
You decidae against it whon rmembear-
ing that article about the guy wha iost

bath perns and legs and oy gol one
grand in compensation.

You nide the bus to bwn during
nush hour, You do thes bocause it's
the hardest tirme of the day 1o find a
vacart seat. You actenlly take tho
bus gaing the wrong direction, just
o make sure you get the best seat for
th bong ride back.

hen an eldedy man fnal-

Iy gets on, you ofor hem

your seal. Howiver, you
do it in & somewhat submissive and
subdued way, hoping 1o ramend  him
of a helphul Cub Scout. It obvious-
Iy works: he gives you some loose
changs,

You're daing well 81 your evenng
job and your boss compliments your of-
farts. To pomt out the allmportant ink
Ibetwamen parformance and pery. you bell
it sy it in bills, not in words™,

Aher work you meet an cid child-
hood friend. Your goal is 1o
get some free cofies -and
caks out of it, and you pull 4
off by making your old mala
leel guity over the fact thal
Yo rrerver hang out anymone.

ofore falling aslaop
you toy with the idea
of getting back 1o
guthar with your ex. This would
mean spliting the rent and having &
joint food account. You could shways
break it up again on the 25ih, when
the noxd student loan amves. You final-
Iy rajoice af the news that tha Stodent
Lown Mena 8 now even cheaper:

See you at McDonald's

THE STUDENT LOAN MENU

Broke, destitute, skint, penniless, dirt-poor = there | pay hall the bill? You make & mental
are many names for the things we hate. It takes but | N o rase he discussion fhe ned

tima bump in o neighbour,
a quick glance at your bank statement to verify that | "y, 5 e to 1hrow a pary. i
the student loan is long gone. ight sound ike & bad

idea for a penni-

but you had a bunch of people over
this woekend, so there's a good
chance some change might have es: | You remem-
capad the pockete of one of your | berreading ar
Phone-fidding buddies. You recall, wih | i
o maniscule smount of shame, th tima
you found & twenty nofe between the
cushions al a friend's fnend and “foe-
got 1o tall anyone about . You quick-
Iy push this memory aside, conclud-
Ing that in hargh times like thess thera
& no room for legal hase-splitting re-
grarcing who cwni what. Instead, you
consider the option of selling your
bus-pass. You hope that the much
talked ‘about cat-downs in the pulblic
gector have had a welcome effect on
the numbaor of tickat mapoctors.

You move on o trowling your -
cle of fnenda for someocna to’ bormow
money {rom. Prolerably someone with .
paenls och encugh to allow ther | You quickly déduce that he's
childran to live Me unaware ol the | mooching off pour connection.
monthly aggravation of stodent foan’ | Wouldn't it be pefoctly reason-
bving. You obviously make a separate | able to argus that he should

ey Your Economy = 1l supply tho rest Ths results m
sesinsens Qe Price loads of it ever food and alcohol

s Your Hunger that you gracicusly welcome to your

IPPOPP

As a student. the current state of ‘I.rw @cono=
lg ‘greatly controls your way of life — you'ra
simply flthy rich one week to find yourself flat
broke the next. That's why we'wve devised a menu
adapted to the Auctuastion of your wallats when
you are in the green it costs a little sore. and
when you're in dire straits it's cheaper. This
way you can always cose to us Tor a great meal-

The menu that adapls lo fil the stale of your wallel

See vou at McDonalds

Incige's echeingly emply shelves. Tha
party also generales & lucrativa tnp
to fhe recycling station, You flinch
in homor when realising you slmost
pressad the "Donale” bulton and re-
tract your hand ot the spoed of light,
az if burnt by & red hot poker. A week-
onvd tnp to your parents scunda fike
anciher good idea — you're out ol
hath datergent and toilel paper. The
only question is how you're going to
et your parents to com and get you,
80 you don't have to waste money an
fha trip thore,

99
: A harsh limes
: Milke these there
is no room
Jor legal
frair-splitling
recarding
who owns

what,

ou know it's going to be a

elruggle o gel through the

last grem couple of days be-
fore the nect sfudent losn amves
That's why if Téals ke a gifi from
above that the Student Loan Manu
now costs a neghgibila:




Print:
we must be more
original.

This Print ad won a Cannes Gold Lion for
McDonald's in 1991. Today, all round Europe,
we are still creating dozens and dozens

of the same kind of visual coincidence’

[ {
ads every year. | As are nearly all other

CALer [RITF L HE it . CRTL PL T o
advertisers, In all categories.|

Even when they are neat and clever

and work well, it is still the kind of ad that
the consumer has seen a million times
before, making it harder for our message

to cut through and be noticed.

We are also writing lots and lots of logo ads
featuring the Golden Arches. |Here is just

a small selection.] Time and again, we revert to
the age-old idea of making something

else look like our logo. | Or making our logo

look like something else.]

The thinking is understandable

lit immediately brands the ad as

McDonald's ) but it's lazy. Sorry, but it is.

We must find new fresh ways for

our brand to engage in Print.

B tm e Sme o e W

P pe—y e B
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There is one more
reason why we
must stop playing
with the logo.

It is more than
a logo; it is

the McDonald’s
trademark.

Which all sounds very boring, but consider this:

Every time the logo is messed about with or

made to look like something else, or vice versa,

it chips away at McDonald's right to protect it
from infringement by others.

These parties could try to say that it is not an
important element of the McDonala's
Corporation that deserves protection because
McDonald's themselves don't protect it.

Next thing you know there are Golden Arches

everywhere, none of which have anything to
do with McDonald’s.

When you come right down to it, the Golden
Arches are possibly McDonald s greatest
asset...and we are putting them In danger with
our tired, lazy ads.

Finally, is Print
an untapped
opportunity

to drive affinity
further?

As we know, McDonald's is a storytelling
brand, and we have great stories to

tell - so perhaps we should use Print more
often, as an opportunity to talk to people
and engage them?

Print can be a chance for people to get to know
us better; and like us more. A chance

to spend some time in our company; assuming,
of course, that we are an interesting enough
companion. It would be up to us to speak with
a lively mind and a keen wit [and not for too
long) on the things that matter to us: from
McWraps...to drive-thru...to sustainability...

to our fantastic crew members.

Its always good to talk.



T

And while awards are not our main objective,

these are no longer the kind of ads
that win the big gongs at Cannes either.

To repeal: we must find new,
fresh ways for our brand to engage in Print.




People hate ads on the radio. Badly written;
crass and t':lie.:-'hél:_l’; shouty, shouty; sell, sell;
blah, blah.

There are huge rewards and goodwill lying

in wait for the advertiser who takes the trouble
to charm, amuse and entertain on a reqular
basis, over the long haul. You can own the

airwaves if you get it right. You can even make

Na one cares people actually lock ferward to your next spot.

T d Iy R ) ol abBUt adverﬁSin . So let's treat every ad as a brand ad, whatever
meres a thougnt: why dont we make _Il_\fTr,,DOﬂa{d s the only brand PR g message we choose. Whether we're revealing
on radio whose ads are actually liked? And on the a new McWrap, or seeding the idea of

~“rlin it'e avar breakfast at McDonald's, or explaining how
radlo’ Its even our beef is locally sourced, there is no reason
worse. why we can't do it with craft and care and a
twinkle in our eye,
Over time, if we keep our standards high, we
cannot fail to increase affinity for the brand,
and McDonald's will have won a permanent
place in the heart of every grateful listener.
“Thank goodness. Its one of those
McDonald's ads.”

Confidentinl, For intrnal pucposasanty. 134
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It's always good to talk.

Confdsnial Fos nlermal purpodesionly

The ad opposite is a wonderful example of
McDonald’s having an opinion, and a voice, and
how It can lead to irresistible advertising.

A Cheeseburger talks to us. It helps us to
understand why we shouldnt listen to those
people who seem to have turned against
cheese. It explains why a burger with cheese
on is about the greatest thing we could

ever eat. By the end, we can only agree.

As one cornment online put it;
‘If this doesn't make you want to go straight
to your local McDonald's, then nothing will”

Cheese.

A defence.

My name is Cheese. I'm tasty. | have no enemies. Despite this you choose not
10 cat cheese? Not to love cheese? Call me crazy, but whar can be better than
cheese? What can be more sarisfving than ro let your mouth embrace a fresh
cheescburger? Not much, my friends. Nor much.

I contain pickles, onion and kerchup. Nestling inside me is a perfectly
wooked hamburger made from 10e% beef. So what's the problem? What are
vou going to eat instead? What can be better? Baked beans? No, that's what
1 thoughr. A quiche? Hardly. Hor dogs? Don't make me laugh. Whar has
cheese ever done to you? Did you ¢at bad cheese as a kid? Did vou ger biteen
by 4 cheese? The cheese just wants to be caten. So, let it be eaten. Enjoy it
The rasty cheese. The fine cheese. The perfect cheese.

The cheese that makes you go that extra mile. The cheese that makes you
discover life again. The cheese that makes you call your cousing, the ones you
haven't called for years. The cheese thar makes you give a cheerful greering
o that annoying neighbour with the angry dog. The cheese that makes vou
write to the beautiful lost love that you never dared to talk to, way back ar that
discatheque in 1998,

How can that cheese not be for you? 1t melts in vour mouth, for God's sake,
it meles in vour mouth. What more ¢an a human being ask for?

Get a cheeseburger. It's no big deal,

Chcmbm'gcr-: EURD




As we stand knee-deep in new technology,
itching to explore and create, this is the
question we should ask before all others.

We must find the right way to merge the tone
and feel of our timeless brand and its traditional
How sheuld 3 values with the changing ways that people are
_ | - e engaging with content, messages and ads.
McDonald’s d ig ital Looking at two or three screens at once is quite
' P normal. Sharing is an instinctive reaction to

ldea dlffel' fmm something good, and the litmus test for what
everyone else's we create. Big ideas are bigger and more media

neutral than ever.

dlgltal ldea? We take great pains to ensure our ideas in TV,

Print, etc., are ‘on-brand.” We must take the
same care with new media. Yes, we can do
funky things with a digital poster nowadays...
but so can everyone. What funky things should
McDonald’s do? And not do?

Contidantial Forinternal purposnganly, 128




DDB Poland. Breakfast. ‘Alarm’ Radio.

To communicate how breakfast at McDonald's
wakes you up, the commercial sounds like an

alarm. It was booked to play at exactly 7.00am,

7.30am and 8.00am, so when your alarm goes
off you hear another alarm from McDonald’s.
The ad itself simply consists of morning
menu items being said over and over in the
tone and style of an alarm beep.

Script.

ALARM SOUND: ...coffee...coffee...coffee...
coffee...coffee...coffee...coffee..wifi...coffee...
wifi...coffee...wifi...coffee..wifi...coffee...wifi...
coffee...wifi...coffee. .wifl...coffee...mctoast..

wifl...coffee...mctoast...wifi...coffee...
mctoast...wifi...coffee...mctoast...wifi...
coffee...mctoast...wifl...coffee...mctoast...
wifl...coffee.. mctoastwificoffeemctoa
stwificoffeemctoastwificoffeemctoastwificof
feemctoastwificoffeemctoastwificoffeemc
toastwificoffeemctoastwificoffee...
(continues under).

MVO: Nothing wakes you up like
breakfast at McDonald's.

MUSIC: The five notes.

135 Canfidential For internal purposss anly

DDB Sweden. McDrive. ‘Cheeseburger’ Radio.

The word ‘cheeseburger” is spoken like it was
driving towards you, getting louder and louder,
then going past and tailing away. Once again,
the simple ideas are the best.

Script.

MVO 1: CheceececcscecccceccectpopeeeeeeReR
eeeeeeees ebu I QEF rrerrrrrrreerrereers

B R R R

MVO 2: The food you love. Faster.

Welcome to McDonald's McDrive.

DDB South Africa. Store Parties. ‘Billy" Radio.

Script.

MVO: Billy. His parents have never believed in
the word no. And in his five years on earth he
hasn't heard it uttered once. New age parenting,
they call it. Yes, the couch can be a

trampoline... yes, your sister’s hair will look

better short... yes, Woofles is also a motorbike.

There need to be more yeses in the world.
And it looks like they'll all be going to him.

It's Billy
SFX: Doorbell rings.
And yes, he's coming to your child’s birthday party.

Well, why not have it at McDonald’s, where
we'll take care of everything for you?
Visit McDonald’s.co.za for details.

DDB South Africa. Store Parties. Tiffany’ Radio.

Script.

MVO: Tiffany. She's accomplished more pleces

than most artists have in a lifetime. Like the greats,
Michelangelo and Rembrandt, she works best in
hiding, and when all is quiet you know she’s doing
her finest work. What looks like spattered hand
prints are in fact the traces of a prodigy. Red lipstick
and mustard make orange... green jelly and sand
make brown... orange juice and beetroot make...
well, she’s not entirely sure yet, but she’s finding out
right now on a hand-woven Persian carpet.

It's little Tiffany.
SFX: Doorbell rings.
And she's coming to your child’s birthday party.

Well, why not have it at McDonald'’s, where we'll
take care of everything for you?
Visit McDonald's.co.za for details.
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Some guestions we should
De asking ourselves.

And some answers we've
already created.

How might ‘simple,
easy enjoyment’

be delivered in the
social arena,

but still be ownable
by McDonald's?

Its easy to have fun and enjoyable online ideas.

But there must always be something that
makes the enjoyment uniquely McDonalds.

DDB Finland:

Draw French Fries social activation.
Challenge McDonald’s and three friends to a
‘how-long-is-your-French-fry?” competition
The one who pulls the shortest has to buy

a Big Mac Meal for the one who pulls the
longest. A well-observed and ownable piece
of fry behaviour is neatly transferred into

the social space.
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Always ask:
what is McDonald’s
point of view?

We should always be prepared o express our

opinion, whether it's about a burger, a new
menu item or something bigger Like a way
of thinking or a way of behaving. McDonald's
holds a big place in sacely and Il's our
responsibility to speak up occasionally and
say what's on our mind.

Leo Burnett United Arab Emirates

Restaurant event. ‘A Day Offline’ social activahon.

A provocative, but welcome, reminder that
our obsession with our phones, and with
bemng online, 1s alfecting our family
relationships. For ane day only, McDonald's
restaurants become a mobile-free zone; a
haven from online distracltions; a place for
families to recannect through joint aclivities
and quality time.

laé
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How does a
storytelling brand
tell its stories
beyond aTV spot
or apress ad?

Great writing will never go out of fashion.
Talking to people can be even more
satisfying online, as long as we do 50 with
charm and care.

DDB USA- Frozen Strawberry Lemonade
LLemonaid anline extension
Our talking lemon gets to tell us a little more

about his family tree and how he came to meet
up with a strawberry to create McDonald's

delicious Frozen Strawberry Lemonade.

144



How might digital
allow us to have a
welcome presence out
in the real world,
beyond just

our restaurants?

fidental. Forintarnal purposss anly

McDonalds is a part of the landscape and we
are glad it is there. We expect, and like,

to see It around us. Which means we have
more permission than most to bring our
messages Into peoples real physical world,
beyond the confines of traditional media.

DDB Poland: Brand.

‘Train Timetable' digital poster.

A platform timetable tells you when the next

trains are leaving and how long you have to wait.
But it tells you in hamburgers, Cokes and fries.

The longer you have to wait, the more menu
items are shown on screen beside your train,
and the more you think you might just pop in

to McDonald's before it arrives.
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How does a brand
that stands for

Good food.
Good people.
Good neighbour.

behave in
the digital space?

Such a brand should be open and proud
and inviting. And more than happy to engage
In conversation about the way it does things.

DDB Canada: Our Food. Your Questions.
Website and interactive campaign.

http: // yourguestions.mcdonalds.ca/

People are encouraged to ask McDonald's
any guestion they want about their food.
Literally, any question at all. And then they
get an honest answer,




How are we best
using mobile to bring
our brand to life?

Mobile is making our biggest ideas more

practical and achievable, and at the same
time simpler and more irresistible for our
customers.

DDB Sweden: McWraps Launch.
‘Go and get’ mabile app.

Using a map you can find virtual wraps placed
within a 330m radius of a restaurant. If you can
grab’a wrap with your phone and keep holding
it till you get to the nearest store, you get it free.

Let It go and it goes back on the map.
A neat digital extension of the creative idea:
McWraps are too tasty to put down.
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Digital can make
us a more
surprising brand.

Digital allows us to do more unexpected things,

In unexpected places, in unexpected ways.
McDonald's must surprise. We are a cosy,
familiar and loved part of millions of peoples
lives, but we need to keep them on their toes
a bit too.

Predictable 1s only good when eating a Big Mac.

In our ads, it spells invisibility.

DDB Hong Kong: Restaurant re-fit.
Tm amazing' social activation.

An incredibly ambitious and anthemic

Idea that challenges the culturally accepted
notion of how children should grow up.

Young kids in Hong Kong are given a canvas to
express the kind of imagination and creativity
that is normally suppressed In the quest

for the best grades. The canvas? A McDonald's
restaurant. An actual store, theirs to completely
redesign however they see fit. As we said

to them, “If you could build the McDonald's
restaurant of your dreams, what would it be?
If you can dream it, we will build it.” And we did.




“Playing it safe can be
the most dangerous thing

in the world, because “If you are not a risk-taker

youre presenting people you should get the
with an idea they ve seen hell out of business.’

before, and you wont
have impact.”

Ray Kroc, Founder of McDonald's.

Bill Bernbach.
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The final word.
Consistency.

Keeping It up. Again and again and again and
again and again and again and again and again
and again...

Every agency does the odd great ad.

Most brands do the occasional brilliant piece
of work. But rare i1s the campaign that
consistently scales the heights,

Our mission isnt just to keep our finger firmly
pressed on the quality control button...
but to put a heavy brick on it.

Why is consistency
so important?

It 1s only when we are consistently creating
work of the required standard that our
creativity will have its greatest effect.

(Why are Pixar so extraordinary and loved

as storytellers? Not because they tell the
occasional great story, but because they only
tell great stories.]

The only thing stopping us? It's hard.
Or everyone would do it.

We all have to make the commitment to
excellence, from the top down. But with every
executian it gets easier: And then one fine

day, it dawns on you that all this excellence has

become a habit.
That it is automatic.
That there is no stopping you now.

That everyone gets it, and everyone wants it -
McDonald's and DDB - with equal enthusiasm.

And that, good people, is the day we celebrate
by ordering a McFlurry with our Apple Pie.



A Virtuous Cir(:le If we all share the same

creative ambition, then one goaod

fOI' all Of us. thing leads to another.

Shared creative ambition

Better people Better briefs

i'm lovin’ it”

Better results Motivated people

Better work

nfidential Far inlernal purposes anly



