Council of Better Business Bureaus
Children’s Food and Beverage Advertising Initiative
McDonald’s USA Support
Updated February 2010

Entity Covered by Pledge: McDonald’s USA, LLC (“McDonald's”)
1 McDonald’s Plaza
Oak Brook, IL 60523
Name of Person(s) Responsible for Overall Implementation of the Pledge:
Neil Golden, Senior Vice President of Marketing, McDonald’s USA
Brand/Product Line Covered by Pledge: McDonald’s Food and Beverages
McDonald’s believes that it can play a role in helping our customers achieve a balanced,
active lifestyle. McDonald’s is pleased to offer a variety of menu options for our
customers. To that end, we continually evaluate our menu, looking for ways to serve the
products that fit into our customers’ lives. For example, our expanded menu choice
means that we offer hamburgers, chicken, apple slices, fruit and yogurt parfaits, and
salads, as well as water, apple juice, milk, orange juice and iced tea.
We also provide information to help our customers achieve their well-being goals. Our
website, tray liners, brochures, toll-free hotline, and much of our food packaging,
including Happy Meal® packaging, contain nutrition information about our products.
From time to time, our Happy Meal packaging also includes well-being messages and
activities.
McDonald’s is proud of our long heritage of responsible communication with our
customers, especially children, and continues to play a leadership role in the
development of standards that govern advertising for children and adults. McDonald’s is
an active member of the Children’s Advertising Review Unit (“CARU”) Supporter’s
Council and participates in the CARU self-regulatory program.
In November 2006, McDonald’s announced its support of the Council of Better Business
Bureaus (“CBBB”) Children’s Food and Beverage Advertising Initiative (“CFBAI”) that
was developed by an industry task force whose members included McDonald’s and
other food companies.
McDonald’s is pleased to present our support of this initiative. Because McDonald’s
updates its business practices as appropriate, from time to time, we may amend our
support, in consultation with the CBBB, upon 30 days written notice to the CBBB.
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McDonald's Pledge:
Advertising Messaging.
100% of McDonald's National Advertising 1 primarily directed to children under 12 years
old 2 will further the goal of healthy dietary choices by advertising products that represent
healthy dietary choices. McDonald's will achieve this objective by only featuring in
National Advertising 3 primarily directed to children under 12 years old meals that meet
the following nutritional criteria: any advertised meal must provide no more than 600
calories; and no more than 35% of calories from fat, 10% of calories from saturated fat,
and 35% total sugar by weight (“Advertised Meals”). The Advertised Meals and
nutritional information for these meals are set forth in Appendix A.
In addition, McDonald's will distribute advertising that prominently includes
“healthy lifestyle messages” designed to appeal to children. Exhibit B sets forth
examples of such advertising.
By type of media, McDonald's support of the CFBAI will be as follows:
Television. All McDonald's National Advertising on television
primarily directed to children under 12 years old will feature
Advertised Meals. In addition, some of McDonald’s National
Advertising will promote “healthy lifestyle messages”.
Radio. All McDonald's National Advertising on radio primarily
directed to children under 12 years old will feature Advertised
Meals.
Print. McDonald's generally does not utilize print media in its
National Advertising primarily directed to children under 12 years
old.
Third-Party Internet. All food in McDonald's National Advertising
on third party internet sites primarily directed to children under 12
years old will be Advertised Meals or components of those meals.

1

“National Advertising” shall include any commercial message paid for and approved by McDonald's USA
and its affiliates, in television, radio, print, internet, video and computer games, DVDs, cell phones, PDAs or
word of mouth advertising that is disseminated to all or a substantial portion of the United States. National
advertising does not include point of sale materials (i.e., menus, tray liners, kiosks, signs, food wraps, boxes,
bags, packages).
2

Advertising primarily directed to children under 12 years old means: 1) media purchased according to
Nielsen standard demographics for audiences under 12 for television and internet and media purchased
according to Arbitron standard demographics for audiences under 12 for radio; or 2) media purchased for
any program or website where the audience generally consists of 30% or more of children under the age of
12 years.

3

Measured in gross rating points at the time the advertising is purchased, for successive one-year calendar
periods beginning January 1, 2008.
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McDonald’s - Owned Websites. All food on pages of McDonald's
owned websites that are primarily directed to children under 12
years old will be the Advertised Meals or components of those
meals. In addition, McDonald's will distribute materials on its
websites that include “healthy lifestyle messages”.
Video and Computer Games. All food in McDonald's National
Advertising in video and computer games rated “Early Childhood”
or “EC”, or in video and computer games that are age graded on
the label or packaging as being primarily directed to children
under 12 years old, will be Advertised Meals or components of
those meals.
DVDs. All food in McDonald's National Advertising in DVDs of G
rated movies that are primarily directed to children under 12 years
old, and other DVDs whose content is primarily directed to
children under 12 years old, will be Advertised Meals or
components of those meals.
Cell Phones and PDAs. All National Advertising on cell phones
and personal digital assistant devices that is primarily directed to
children under 12 years old, will include the Advertised Meals or
components of those meals.
Word of Mouth Advertising. All word of mouth National
Advertising that is primarily directed to children under 12 years old
will include the Advertised Meals or components of those meals.

IMPLEMENTATION SCHEDULE: McDonald's commitment with respect to Television,
Radio, Print, Third-Party Internet and McDonald's-Owned websites was effective starting
January 1, 2008. McDonald's Commitment with respect to Video and Computer
Games, DVDs, Cell Phones, PDAs and Word of Mouth Advertising was effective starting
January 1, 2010.
*****
Use of Licensed Characters. McDonald’s will limit its use of third-party licensed
characters, celebrities and movie tie-ins in paid advertising primarily directed to children
under 12 to the promotion of “healthy dietary choices.” 4 McDonald’s will limit its use of
third-party licensed characters, celebrities and movie tie-ins on McDonald’s owned
websites primarily directed to children under 12 to the promotion of “healthy dietary
choices” or “healthy lifestyle messages.” McDonald's intends to accomplish this
objective by utilizing licensed characters, celebrities and movie tie-ins primarily in
conjunction with Advertised Meals or components of those meals.
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As stated in the CFBAI principles document, this does not apply to the use of licensed characters on
packaging, provided the packaging does not appear in advertising directed to children under 12.
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IMPLEMENTATION SCHEDULE: McDonald's commitment is effective starting January
1, 2008.

*****

Product Placement. McDonald’s will not pay for or actively seek to place its food or
beverage products in the program/editorial content of any medium primarily directed to
children under 12 years old for the purpose of promoting the sale of those products.

IMPLEMENTATION SCHEDULE: McDonald's commitment is effective starting January
1, 2008.

*****
Use of Products in Interactive Games. In any interactive game primarily directed to
children under 12 years old where McDonald’s food or beverage products are
incorporated into the game, the interactive game will incorporate or be accompanied by
products representing “healthy dietary choices” or “healthy lifestyle messaging” as
defined by the CFBAI.

IMPLEMENTATION SCHEDULE: McDonald's commitment is effective starting January
1, 2008.

*****

Advertising in Schools. McDonald’s will not advertise food or beverage products in
elementary schools. However, McDonald’s provides educators with curriculum materials
and activities that address children’s well-being. 5

IMPLEMENTATION SCHEDULE: McDonald's commitment is effective starting January
1, 2008.

5

As stated in the CFBAI principles document, this limitation will not apply to displays of food and beverage
products, charitable fundraising activities, public service messaging, or items provided to school
administrators.
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Appendix A
Supporting Data For Healthy Dietary Choices
A. THE ADVERTISED MEALS
•

4-piece Chicken McNuggets Happy Meal, Apple Dippers with low fat caramel dip and
a jug of 1% low fat white milk.

•

Hamburger Happy Meal, Apple Dippers with low fat caramel dip and a jug of 1% low
fat white milk.

The McDonald's 4-piece chicken McNuggets provides approximately 53% of a child's
daily needs for protein, based on the Institute of Medicine of the National Academies
Recommended Dietary Allowances for children ages 4 to 8 years.
McDonald's hamburger provides approximately 63% of a child's daily needs for protein
and 15% of a child's daily needs for calcium, based on the Institute of Medicine's of the
National Academies most recent Recommended Dietary Allowances for children ages 4
to 8 years. McDonald's hamburger is also a good source of calcium and iron.
McDonald's Apple Dippers are an excellent source of vitamin C. Each bag provides
more than ½ cup of fruit, contributing to the United States Department of Health and
Human Services (USDHHS) and United States Department of Agriculture (USDA)
Dietary Guidelines for Americans 2005 goal of consuming 2 cups of fruit per day.
The 1% low fat white milk is an excellent source of calcium and vitamin D as well as a
good source of vitamin A. Each 8- ounce McDonald's 1% low fat white milk jug
contributes to the USDHHS and USDA Dietary Guidelines for Americans 2005 goal of
consuming 2 cups of milk per day for children 2 to 8 years old and 3 cups of milk per day
for children 9 to13 years old.

B. INGREDIENT LISTS
Chicken McNuggets®:
White boneless chicken, water, food starch-modified, salt, seasoning (autolyzed yeast
extract, salt, wheat starch, natural flavoring (botanical source), safflower oil,
dextrose, citric acid, rosemary), sodium phosphates, seasoning (canola oil, mono- and
diglycerides, extractives of rosemary). Battered and breaded with: water,
enriched flour (bleached wheat flour, niacin, reduced iron, thiamin mononitrate,
riboflavin, folic acid), yellow corn flour, food starch-modified, salt, leavening (baking
soda, sodium acid pyrophosphate, sodium aluminum phosphate, monocalcium
phosphate, calcium lactate), spices, wheat starch, whey, corn starch. Prepared in
vegetable oil (Canola oil, corn oil, soybean oil, hydrogenated soybean oil with TBHQ and
citric acid added to preserve freshness). Dimethylpolysiloxane added as an
antifoaming agent. CONTAINS: WHEAT AND MILK.
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Apple Dippers:
Apples, calcium ascorbate (a blend of calcium and vitamin C to maintain freshness and
color).
Low Fat Caramel Dip:
Corn syrup, sweetened condensed milk (milk, sugar), high fructose corn syrup, water,
butter (cream, salt), sugar, salt, disodium phosphate, artificial flavors (vanillin,
ethyl vanillin), caramel color, pectin, potassium sorbate (preservative).
CONTAINS: MILK.
1% Low Fat Milk Jug:
Low fat milk, vitamin A palmitate, vitamin D3. Contains 25% of the Daily Value of vitamin
D.
Hamburger:
Beef Patty: 100% pure USDA inspected beef; no fillers, no extenders. Prepared with grill
seasoning (salt, black pepper).
Regular Bun: Enriched flour (bleached wheat flour, malted barley flour, niacin, reduced
iron, thiamin mononitrate, riboflavin, folic acid, enzymes), water, high fructose corn
syrup,sugar, yeast, soybean oil and/or partially hydrogenated soybean oil, contains 2%
or less of the following: salt, calcium sulfate, calcium carbonate, wheat gluten,
ammonium sulfate, ammonium chloride, dough conditioners (sodium stearoyl lactylate,
datem, ascorbic acid, azodicarbonamide, mono- and diglycerides, ethoxylated
monoglycerides, monocalcium phosphate, enzymes, guar gum, calcium peroxide, soy
flour), calcium propionate and sodium propionate (preservatives), soy lecithin.
CONTAINS: WHEAT AND SOY.
Ketchup: Tomato concentrate from red ripe tomatoes, distilled vinegar, high fructose
corn syrup, water, corn syrup, salt, natural flavors (vegetable source).
Mustard: Distilled vinegar, water, mustard seed, salt, turmeric, paprika, spice extractive.
Pickle Slices: Cucumbers, water, distilled vinegar, salt, calcium chloride, alum,
potassium sorbate (preservative), natural flavors (plant source), polysorbate 80,
extractives of turmeric (color).
Onions: Chopped onions.

C.

PRINCIPLES GOVERNING McDONALD’S PRODUCTS ADVERTISED TO
CHILDREN UNDER 12 YEARS OF AGE

As part of its commitment to the Council of Better Business Bureaus Children’s
Food and Beverage Advertising Initiative, McDonald’s pledges that it will limit its National
Advertising to children under 12 for McDonald's food to responsibly portioned meals
limiting fat, saturated fat, and total sugars. That is, each Advertised Meal will provide:
•

No more than 600 calories per meal;

6

•

No more than 35 percent of calories from fat;

•

No more than 10 percent of calories from saturated fat; and,

•

No more than 35 percent total sugars by weight.
1. McDonald’s Principles Are Consistent With the Dietary Guidelines.

The USDHHS and USDA Dietary Guidelines for Americans 2005 (“Dietary
Guidelines”) provide science-based advice to promote health and reduce risk of major
chronic diseases through diet and physical activity. 6 The Dietary Guidelines provide
guidance on total calorie intake levels for various population groups. The Dietary
Guidelines also recommend overall limits on fat, saturated fat, and sugar. We have
looked at the Dietary Guidelines as a primary source of our internal nutrition standards.
For example, the Dietary Guidelines recommend a calorie range for “sedentary,”
“moderately active” and “active” boys and girls ages 4 through 13 years of 1,200 – 2,600
calories per day. McDonald’s restaurants and meals appeal to a range of families and
their children. Consequently, for purposes of this pledge, we have established as our
internal benchmark an average total daily caloric intake for children 4 – 8 and 9 - 13
years old of 1800 calories (reflecting an average of recommended calorie limits for all
age groups across all activity levels of boys and girls 4 – 13 based on the Dietary
Guidelines).
The Dietary Guidelines recommend that children between the ages of 4 and 18
years should limit their calories from fat to no more than 35 percent of their daily diet. In
addition, the Guidelines recommend a ceiling of 10 percent of calories from saturated fat
for all Americans. With respect to sugars, the Dietary Guidelines recommend that added
sugars be “kept to a minimum.”
McDonald’s principles for the Advertised Meals are consistent with the Dietary
Guidelines. The McDonald’s limits on fat and saturated fat (35 percent and 10 percent
of calories, respectively) track the specific recommendations set forth in the Guidelines.
McDonald’s 35 percent by weight limitation on total sugars ensures a relatively minimal
level of added sugars. Significantly, the McDonald's meals meeting the fat and calorie
limitations of the principles invariably derive most of their sugars from foods in which
sugar is naturally present, i.e., milk and fruit. The 600 calorie limitation imposed by the
McDonald’s limitations ensures that the Advertised Meals do not contribute more than
1/3 of the average total calories children should consume per meal.
2. McDonald’s Principles Are Consistent With the Government Standards.
Responding to the growing concern about obesity in school children in the United
States, the United States Department of Agriculture has called on schools to take a
leadership role in helping students make healthy eating and active lifestyle choices. The
agency has established the HealthierUS School Challenge, which, among other things,
provides specific Criteria for Sales/Service of À La Carte and/or Vended Items sold at

6

For a complete copy of the Dietary Guidelines for Americans 2005, go to
www.healthierus.gov/dietaryguidelines.
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schools during the school day. 7 Those criteria expressly incorporate the “35-10-35”
criteria as a “catch-all” standard for a la carte and vended items sold at elementary
schools. In the absence of general standards for meal-type products, we are applying
the “35-10-35” standard to the combination of items McDonald’s sells as a meal. We
note that the HealthierUS School Challenge program also sets a general calorie limit of
200 calories for à la carte and vended items. We have considered this limit in adopting
as our internal standard a 600 calorie limit for a children’s meal, based on an average
1800 calorie daily diet.
Each Advertised Meal consists of an “entrée” or “main dish,” a “side dish” or
“dessert,” and a “beverage.” Each Advertised Meal will, in its entirety, meet the “35-1035” criteria for fat, saturated fat, and total sugars. And, at 600 calories or less, the
Advertised Meals are consistent with the 200 calorie limit per item provided in the
HealthierUS School Challenge program.
3. McDonald’s Principles Are Consistent With Portion Control.
Each Advertised Meal constitutes “portion control,” because it provides the three
elements of a meal in a constant format subject to an overall calorie limitation. By
limiting the total calories of the Advertised Meals to 600 this ensures that the meal does
not contribute more than 1/3 of the 1800 total calories children should consume in a day.
D.

EACH ADVERTISED MEAL MEETS THE NUTRITIONAL CRITERIA AND THE
PRINCIPLES.

Advertised Meals must provide no more than 600 calories, no more than 35% of calories
from fat, 10% of calories from saturated fat and 35% total sugar by weight.
The following chart sets forth the nutritional values of the McNuggets Advertised Meal:

FOOD ITEM

WEIGHT

CALORIES

TOTAL
FAT/FAT
CALORIES

SAT FAT/
SAT FAT
CALORIES

SUGARS

SODIUM

4-piece CHICKEN
MCNUGGETS®

64g

190

12g/110

2g/20

0g

400mg

APPLE DIPPERS

68g

35

0g/0

0g/0

6g

0mg

LOW FAT
CARAMEL DIP

21g

70

.5g/5

0g/0

9g

35mg

1% LOW FAT
MILK

249g

100

2.5g/20

1.5g/14

12g

125mg
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For a complete copy of the HealthierUS School Challenge, go to
teamnutrition.usda.gov/HealthierUS/index.html.
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TOTAL

402g

395

15g/135

3.5g/34

27g

560mg

The McNuggets Advertised Meal meets the requirements of the nutritional principles
outlined in McDonald’s pledge. Specifically:
• Approximately 34 percent of the total calories are derived from fat;
• Approximately 9 percent of total calories are derived from saturated fat;
• Approximately 7 percent of the total weight of the product is made up of sugars;
• The total calories provided by the meal are 395.
Accordingly, the Advertised Meal meets the “35-10-35” criteria and is well under 600
calories.
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The following chart sets forth the nutritional values of the Hamburger Advertised Meal:

WEIGHT

CALORIES

TOTAL
FAT/FAT
CALORIES

SAT FAT/
SAT FAT
CALORIES

SUGARS

SODIUM

HAMBURGER

100g

250

9g/80

3.5g/31

6g

520mg

APPLE DIPPERS

68g

35

0g/0

0g/0

6g

0mg

LOW FAT
CARAMEL DIP

21g

70

.5g/5

0g/0

9g

35mg

1% LOW FAT
MILK

249g

100

2.5g/20

1.5g/14

12g

125mg

TOTAL

438g

455

12g/105

5g/45

33g

680mg

FOOD ITEM

The Hamburger Advertised Meal meets the requirements of the nutritional principles
outlined in McDonald’s pledge. Specifically:
•
•
•
•

Approximately 23 percent of the total calories are derived from fat;
Approximately 10 percent of total calories are derived from saturated fat;
Approximately 8 percent of the total weight of the product is made up of sugars;
The total calories provided by the meal are 455.

Accordingly, the Advertised Meal meets the “35-10-35” criteria and is well under 600
calories.
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Appendix B
Examples of Healthy Lifestyle Messaging

The following are examples of McDonald's advertising that prominently includes
“healthy lifestyle messages” designed to appeal to children. Since McDonald's
advertising changes over time, these messages will also change over time.
A. PASSPORT TO PLAY
To help motivate and engage children in physical activity and to encourage healthy
dietary choices, McDonald's created a unique and engaging physical education
curriculum program called Passport to Play. Students are active and learn about
other cultures by playing games from other countries. The curriculum was reviewed
by teachers, physical activity experts, district curriculum directors, and experts at
Baylor College of Medicine in Houston. It is supported by the United States Olympic
Committee and the National Association for Sport and Physical Education. In
addition, students learn about “good for you” snacks from each country they visit, for
example, avocado and fruit salad from Thailand. All program materials are free of
charge to educators and organizations and can be found on
www.passport2play.com. We provided the CBBB with copies of the program
materials
B. ONE MINUTE TO MOVE IT
In connection with the “Madagascar: Escape to Africa” McDonald's Happy Meal
program, McDonald's encouraged children to engage in physical activity in its “One
Minute to Move It” program. This program included a television commercial and an
online digital experience that encouraged children to see what a difference a minute
will make. The online program included an Activity Generator, One Minute to Play It
and One Minute to Dance.

C. SHREK “GO FOR THE GREEN” PROMOTION
McDonald's celebrated the arrival of the “Shrek the Third” movie with its “Go for the
Green” message. The campaign included a Shrek Happy Meal featuring Chicken
McNuggets, Apple Dippers and low-fat milk. Shrek was featured on the packaging
for the milk bottles and the Apple Dippers.
In addition, the Shrek cast starred in McDonald's innovative on-line kids program
dedicated to children’s well-being. The site was designed to stimulate imagination
and physical activity through online games and energetic, offline activities and
challenges. As children completed each activity, they earned points redeemable for
digital downloads such as sound mixers, screensavers and IM buddy icons.
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