UCCAEAOBAHUSA, KOTOPDIE
PABOTAIOT HA MPUBbIAD.
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PocT HauMHaeTcs ¢ NOHNMaHUSA ﬂOTp96VITe.I1$I

JNlyywe noHnmaTb NnoTpedbuTens

UeM yBneveH n YTo ABMXKET NOTPeOUTENEN, U HE TONBbKO B MPUNOXEHME K ee BHe
aoma

LLnpoknun cnekTp pbiHKa

He 3ambIKaTbCs TONbKO Ha KPYMHbIX UrpoKax, HO BKIIOYaTb U HALLX N HOBbIE
TpeHabl (Hanpumep, OocTaBKa)

PokKyc Ha gencTBUA

Pa6ouune cTpaternv ansa obecnedvyeHns pocTa, a He NpPocTo TeopeTnyeckune
HaxodKa U Cepun «Hemnsioxo Bbl 3HaTb»




Tekywime notpebHocTH (need states) B nMTaHUU BHe gomMa

C6anaHcup
BeicTpbIn B3atb OBaHHasaA n
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KapTa pbiHKa

PbIHOK NUTaHuA
BHe goma
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7 cermeHToB

MECTHO n YAOBHO

HpaBsiTcsi HOBblE BKYCbl U KyXHU U B
MOCTOSIHHOM MOWCKE Yero-To HOBOTO
J1oBSAT BKYCHO NOECTb.

TREND SETTERS

3HaloT BCé 0 nocnegHux TpeHaax B
TexHonornsax u ege. Jiobno ectb BHE
[OMa 1 HOBUHKW. 300poBbe U 06pas
KuBy 6bICTPO 1 HE 3aMopayMBatoch Ha
‘ JKM3HU BaXKHbI.
eny. Jliobrnio fast food, motomy 4to Tam o
BCE MOHATHO U NPUBbLIYHO, HAAEXHO U
CbITHO.

COLMANBHO
OTBETCTBEHHbIE CEMbU

Tio6sT nobanosaTk AeTen, HO
3[10pOBbE — MMaBHbI NPUOPUTET.

BepsT B HE06X0AMMOCTb aKTUBHOIO
obpasa X13HY 1 NOMOLLb 0BLLECTBY.

CEMBbW HA BIOIKETE

BbIiTK noecTb — 3TO BO3MOXXHOCTb
n BaTb AETEN, HO CTOMMOCTb

c:l\ella:ﬂiloB:)KHﬂ; KeWTe(:);ﬁ‘.) HGOJEI:IOGHT
ELEEpL R, (ol (I e 3n0poBbe 1 30K — rmaBHOE B 3KU3HU.
3HAKOMOTO ¥ MO YAAYHOW LiEHE. O6palLaloT BHUMaHMe Ha
VIHTPEeOMEHTbI U MPOUCXOXAEHME
npoaykToB. Eqa ans nogaepxkanus
KOHTaKTOB C CEMBEW U APY3bSMU.




7 cerMeHTOB: geTtanu

Segment Headlines

» Value fast food and
its consistent and
familiar tastes

* Don’t think too
much about food or
nutritional profile —
it just needs to be
tasty and filling

* Lead a hectic,
dynamic lifestyle
and is a thrill
seeker, preferring
change over
routine

» Often eat on the go
and values
convenience

Segment Size: 9%
McD Pref Index: 111

Segment Headlines

» Enthusiastic about
all types of food

* Place high
importance on the
dining experience
(ambiance,
environment, etc.)

» Often go to trendy
new places

* Friends and family
often ask for
opinions on places
to eat

» Willing to spend
money on food
they enjoy

« Spend time with
family/friends
during meals

Segment Size: 17%
McD Pref Index: 114

TREND SETTERS

Segment Headlines

Prefer to buy
organic, locally
sourced foods

Adopt new super
foods into diet

Eat healthy and
exercises often

Consider
themselves foodies
and like visiting
trendy restaurants

Quick adopters of
new technology

Want to live a
lifestyle that
impresses others

SOCIALLY CONSCIOUS

FAMILIES

Segment Headlines

* Goes out to eat to
treat their children

High focus on
health, wellness,
and exercise

Faith and
spirituality plays a
large role

Highly committed
to the local
community —
volunteer and
patronize brands
that give back

Prefer to buy
organic, locally
sourced foods

BUDGET-ORIENTED
FAMILIES

Segment Headlines
* Goes out to eat to

treat their children
Budget conscious
Consider
themselves
uncomplicated

Don’t invest much
time or thought into
food

Prefer to not eat
fast food

Prioritize spending
time with family

Seek familiar tastes
and flavors

LOCAL
CONVENIENCE
SEEKERS

Segment Headlines

» High focus on
saving time and
convenience

Prefer to get in and
out quickly when
buying food
Usually seek
familiar tastes —
stick to a routine

Prefer to not eat
fast food

Budget conscious
and chooses price
over brand

HEALTH FANATICS

Segment Headlines

* Have a holistic
view toward
wellness/ well-
being, including
health, exercise,
and diet
Willing to spend
more on foods with
clean ingredients
and higher quality
Like to socialize
when eating out
Place high
importance on
atmosphere,
ambiance, and
service
Prefer to not eat
fast food

Segment Size: 23%
McD Pref Index: 106

Segment Size: 16%
McD Pref Index: 109

Segment Size: 10%
McD Pref Index: 113

Segment Size: 15%
McD Pref Index: 84

Segment Size: 10%
McD Pref Index: 51

McD $ Share Index: Index of McDonald'’s share of dollars spent for that segment versus the overall market
McD Preference index: Index of how well McDonald’s meets needs versus other brands used




7 cermeHTOB: aemorpadus

SOCIALLY CONSCIOUS

* Avg. Age: 33
Income Pb‘5k

Avg. Age: 32
Income: P56k °

Urban 90%,
Suburban 6%,

Urban 89%,
Suburban 6%,

Urban 89%,
Suburban 9%,

Rural 3% Rural 4% Rural 5%
« Kids in HH: 34% » Kids in HH: 53% » Kids in HH: 51% .
« Life Stage:  Life Stage: * Life Stage: .
Millennials 61%, Millennials 59%, Millennials 51%,
Gen X 29%, Gen X 31%, Gen X 32%,

Boomers 10% Boomers 18%

Boomers 10%

O Benhavior
» |[EO Spend:
P82,427

IEO Spend
P84,828

IEO Spend:
P53,227

Wallet 23%

Wallet 30% WaIIet 26%

Avg. Age: 40

WaIIet 23%
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FAMILIES

Income P71 k

Urban 88%,
Suburban 6%,
Rural 6%

Kids in HH: 89%
Life Stage:
Millennials 30%,
Gen X 53%,
Boomers 17%

IEO Spend

P104,682

BUDGET-ORIENTED
FAMILIES

* Avg. Age: 41
. Income P59K

Urban 88%,
Suburban 7%,
Rural 6%

« Kids in HH: 88%

 Life Stage:
Millennials 25%,
Gen X 58%,

Boomers 17%

IEO Spend
P47,692

WaIIet 29%

LOCAL
CONVENIENCE
SEEKERS

Avg. Age: 38
Income P55k .

Urban 90%,
Suburban 5%,

Rural 5%
* Kids in HH: 38% .
 Life Stage: .
Millennials 43%,
Gen X 33%,

Boomers 24%

IEO Spend
P39,829

Wallet 19%

P42,257

* Avg. Age: 43
Income 256k

Urban 88%,

Suburban 7%,

Rural 5%

Kids in HH: 36%

Life Stage:

Millennials 29%,

Gen X 33%,

Boomers 38%

IEO Spend

WaIIet 11%

Segment Size: 9%
McD Pref Index: 111

Segment Size: 17%
McD Pref Index: 114

Segment Size: 23%
McD Pref Index: 106

Segment Size: 16%
McD Pref Index: 109

Segment Size: 10%
McD Pref Index: 113

Segment Size: 15%
McD Pref Index: 84

Segment Size: 10%
McD Pref Index: 51

McD $ Share Index: Index of McDonald'’s share of dollars spent for that segment versus the overall market
McD Preference index: Index of how well McDonald’s meets needs versus other brands used



OpanBepbl BU3NTOB

SOCIALLY BUDGET- LOCAL
BUDGET BASICS TREND SETTERS CONSCIOUS ORIENTED CONVENIENCE
FAMILIES FAMILIES SEEKERS

To satisfy hunger .
Delicious foods/beverages .

Convenient location .

To satisfy a craving O

Choices in terms of what O
to eat/drink

Wanted to relax
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To bond with others

Green shading indicates rank order from 15t to 51" most important by segment; only differentiated statements that had a rating of at least 10% shown “




YTo moxeT noacTerHyTb BUSUTHI
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SOCIALLY BUDGET- LOCAL
BUDGET BASICS TREND SETTERS CONSCIOUS ORIENTED CONVENIENCE HEALTH FANATICS
FAMILIES FAMILIES SEEKERS

Lower prices

New menu items

Healthier menu items for
adults

New value menus

Healthier menu items for kids

© @000

More deals/coupons

More dessert options

More side dish options O
Local sourcing of ingredients

Nothing O

Digital
ordering/paying

Top Ways To Encourage More McD Visits

@O

Better interior

Other Differentiated Ways To - .
Ability to customize

my food

Encourage More Frequent McD
Visits

More bakery options

Green shading indicates rank order from 15t to 5t most important by segment; only differentiated statements that had a rating of at least 10% shown e




TecTnpoBaHue cTpaTern4eCKnNxX KOHUenumm
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SOCIALLY BUDGET- LOCAL
TREND SETTERS CONSCIOUS ORIENTED CONVENIENCE
FAMILIES FAMILIES SEEKERS

@ Natural 43% 48% 52% 40% 40% 57%
=
S GMO free 36% 42% 47% 49%
m
% Hormone free 36%
o}
= Antibiotic free 35%
8,
285
= O
) Natural 39% 42% 46%
L C O
m==
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Concept 1 42% 45% 34% 46%
Concept 2 35% 55% 51% 51%
Concept 3 26% 44% 50% 42%

37% 39% 41%

Concept 4
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Concept 5

Only health benefits that had a rating of 35% or higher shown
Highlighting on concept ratings indicate high interest vs. the overall sample (index of 120 or higher) or low interest vs. the overall sample (index less than 80) | 9



BbiBOoAbI

1) BaHble CerMeHTbl VS. HE BaXKHble

2) O6uwue gopaveepsbl

3) OOwme noaxonbl K yryyLlLeHUIo N pasBUTUIO

4) Hawnbonee nogxogsuwime cTparermdyeckne KoHuenumm

PoKyC Ha rmaBHOM

PacnpeneneHne pecypcos

PocT npogax

Jlyqwinnm BosBpat Ha
NHBECTULINU



Bonpocbl U AuUCKyccusa



