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1. Introduction & Context 
In a 21st century where war on image can build or destroy a brand, where consumers are starting to 
value the environmental and social impact of their consumption, brands need to rethink their value 
position. In a market particularly touched by business ethics and consumer health related concerns, it 
is vital for Burger King to define a brand purpose and a procurement policy aligned with the 
environmental and social expectations of a new generation of consumers. This new generation highly 
values environmental sustainability and social responsibility. The urgency of the situation should not 
be underestimated as we witness today a real shift in the discourse and actions of competitors of the 
industry in France. 
  
This proposal outlines a strategy for Burger King France (BKF) to generate and implement a 
sustainable procurement policy. As described by CIPSi, sustainable procurement relates to:  

- Delivering economically sound solutions 
- Good business practice 
- Socially and ethically responsible purchasing 
- Minimising environmental impact through the supply chain 

 
In the context of French consumer demands for high food quality, organic ingredients, ethical business 
practices, and environmental protection, a functioning and fully implemented sustainable procurement 
policy will be critical to BKF achieving its goal to secure a 10% share of France’s fast food burger 
market by 2020ii.  
 

The Context of Burger King France 

France has the 3rd biggest market in the world for burgers (after the US and the UK), and it is 
continuing to grow. Via a takeover of the classic French sandwich, the fast food burger market is 
projected to increase in France from €1 billion to 7.1 billion between 2018 and 2020iii,  BKF can gain 
tremendously by securing a strong market hold quickly.  
 
Of the 6,000 fast food burger restaurants in Franceiv, McDonald’s dominated the market  in 2017 with 
1,442 of those restaurantsv and profits of €20,252,700vi. At roughly 200 restaurantsvii in the same 
period, BKF has a steep climb to take a larger share of the market, especially as other fast food burger 
chains are jumping into the sector, including the American chain, Five Guys, and BioBurger, the new 
French organic burger chain.  
 
Although McDonalds had a runaway success worldwide in the 80’s and 90’s their numbers started to 
fall in the early 2000’s, especially after a major incident with a protesting sheep farmer named Jose 
Bovéviii. It was at that time the leadership in France saw the business costs of imposing the original 
american branding and company policies on the French market.  Then, McDonalds took the initiative 
to modify the branding and recipes to adapt to the French market, as well as focus on domestic food 
procurementix, x.   
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This is an important lesson for Burger King France, since the brand is returning to the French market 
after McDonald’s transformation à la française. The French have a very particular relationship with 
food, and in light of the very recent uproar against the importation of canadian beef and other trade 
concerns about food qualityxi, any food service company in the country must pay attention to the 
increasingly high expectations as well as the traditional desires of French customers. With their initial 
failure to grab the French market between 1980 and 1997, BKF’s history with the French population 
isn’t strong. Failing to launch a sustainability initiative and adapt to the French market demands has 
the potential to significantly delay BKF’s growth goals. 
 

French Competitors & Their Sustainable Procurement Policies 

In the very large burger market in France, there are table-service restaurants and there are the fast-food 
outlets that serve take-away at relatively low price points. Burger King France is specifically 
competing in the fast-food market, and has three primary competitors: McDonalds, Five Guys and 
BioBurger. Each has a different take on sustainable procurement policies, and each offers lessons BKF 
can learn from to build a successful strategy to win over French consumers.    
 
Generally speaking, over the last decade (and especially after the Bové incident), the marketing 
narrative France’s fast food giants has transformed from “cheap” and “fast” marketing ploys to using 
words like “fresh” and “local”. The shift in consumer demands (eating healthier and supporting the 
local economy) and the growing awareness of the social and environment impact of companies, appear 
to have been understood by the most important of BKF’s competitors in France.  

Five Guys 
First, the american brand Five Guys, a new arrival to the French market, does not have any 
sustainability policy or a procurement policy on their French website. An article about data 
management software for food service highlights Five Guys ability to use technology and data to 
reduce waste, increase efficiency and ultimately reduce their environmental impactxii, however their 
company website highlights no such efforts. What they do indicate on their website is an emphasis on 
food prepared fresh every day, eggs that come from free-range chickens, and beef that comes from 
Ireland. In the long run, Five Guys can be expected to encounter difficulties due to its non-transparent 
sustainable policy. And, while they might see initial success in France, without a sustainable 
procurement policy that sources beef and other ingredients locally, they run the risk of experiencing a 
“Bové” revolt by French consumers.   

BioBurger 

Second, while the new organic burger restaurant BioBurger may not seem on the outset like a serious 
competitor for Burger King, they have set out to explicitly disrupt the fast-served burger market by 
attempting to be as quick and nearly as inexpensive as McDonalds or Burger Kingxiii. Further, they are 
responding to the expectations of a new generation of customers who wish to eat organic and 
responsible. With locally produced organic food that have been procured directly from French 
producersxiv, promises of food that is 99.999999% organice, quick service and dishes accessible at a 
rather low price (around 12 euros for a menu) BioBurger has mastered the art of seducing French 
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consumersxv. Their sustainable procurement plan is integrated into the very fabric of the company’s 
ethos and marketing. BioBurger is harnessing the trend toward organic and have had a strong initial 
success in the French marketxvi. The organic fast food market is exploding in France and as brands 
such as BioBurger begin to gain traction with consumers, customers are already questioning 
“traditional” burger brands such as Burger Kingxvii.   

McDonalds France 
Finally, McDonalds France, BKF’s primary competitor and the leader in fast food burger eateries in 
France, has made tremendous efforts in adapting its procurement processes to support local producers, 
promoting environmentally friendly business practices, and demonstrate their positive impact on social 
and economic issues. They have learned how to adapt to French consumer demands, and in particular 
responded to the public call for McDonalds France to support the French economy. As a result, the 
company now claims that 74% of the food products purchased by McDonald’s France comes from 
french farmersxviii. 
 
Further, McDonalds France has created a website dedicated to their social, economic and 
environmental objectives, allowing tremendous transparency by searching each indicator by region 
and for a given yearxix. The data shared includes: employment standards, greenhouse gas emissions, 
agro-ecology agricultural practices, waste management, water management, energy consumption, 
construction and architecture, governance, nutrition and quality.  
 
In particular, McDonalds France has a procurement policy that is integrated with its sustainable 
objectivesxx,  created in tandem with the Purchasing Department as well as the Environment and 
Sustainable Development Department. As mentioned earlier, a large majority of the food served in 
McDonalds restaurants in France comes from French producers. The company’s work with food 
suppliers has gone even farther to improve production methods on farms to support environmental 
sustainability. These efforts have been conducted with significant stakeholder engagement, and have 
resulted in two important partnership programs: the Young Farmers program, and the Agro-Ecosystem 
Strategy (EAS), which aims to significantly reduce the environmental impact and improve animal 
welfare, while ensuring the economic sustainability of stakeholders in the industry, the quality of the 
products and the supplyxxi.  
 
To capitalize on their new sustainable procurement policy, partnership efforts and other environmental 
efforts, McDonalds has invested in marketing and communications. To encourage full transparency, 
by publishing an annual sustainability reportxxii and many of its Key Performance Indicator on its 
websitexxiii (in French) has allowed the brand to build a unique relationship, based on trust, with its 
customers. The company even went so far as to change the colors of the brand from red and yellow to 
green and yellow, to generate a positive impact with French consumers.  
 
BKF’s ambition to establish itself as a major fast food company in France, and open 600 restaurants 
until 2020, might be endangered by aggressive and innovative competitors who understand the need to 
rethink the fast food industry in France. Today and tomorrow, sustainability is and will be an 
important part of France’s fast food burger business, and Burger King France has a lot to lose by 
missing out on the trend. Feeling the urgency of the situation, we insist it is important BKF starts 
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thinking about its position in a quickly-changing food industry in which sustainability has become a 
core value. 
 

Burger King’s Vision for Sustainability 

The Burger King brand, owned by Restaurant Brands International (RBI), is under the obligation to 
apply RBI’s Sustainability Frameworkxxiv and their Code of Business Ethics and Conduct for 
Vendorsxxv (see Annex). The latter outlines the RBI’s focus areas for integrating social, environmental 
and economic objectives into the procurement process of its affiliates and subsidiaries. These policies 
are well organized and make clear advances toward solid socially and environmentally responsible 
business practices.  
 
Further, Burger King’s corporate website explains the brand’s vision for corporate responsibility, and 
claims their approach is stakeholder driven. The 4 areas of work outlined there are food, people, 
environment and corporate governancexxvi. Burger King Corporate’s vision for corporate responsibility 
is described as suchxxvii:  
 

“As a corporation, we define corporate responsibility as looking beyond a strong bottom line to 
consider the impact of everything we do. It's about doing the right thing as a corporate citizen in 

today's global marketplace while successfully meeting business goals and objectives.” 
 

Burger King is Missing a France-based Sustainable Vision 

In spite of the international brand’s commitments to sustainability, Burger King France doesn’t appear 
to promote either of RBI’s documents, or the CSR policies of Burger King Corporate. BKF’s website 
lacks any mention of corporate responsibility or environmentally sustainable activities. The 
procurement policy of the brand is only mentioned on page 8 of a marketing document to attract new 
franchise owners, in which the company claims that their long-term goal is to source 100% of key 
ingredients from French producersxxviii.  
 
If BKF is in fact implementing RBI’s Code of Business Ethics and Conduct for Vendors or 
Corporate’s sustainable vision, BKF does not communicate on it and has not integrated it into their 
business strategy. Indeed, what could constitute a precious value position does not seem to be 
exploited in any way by the France-based branch of the company. For the long term economic 
viability of the brand and to ensure a firm hold on the French market, aligning business practices with 
new and traditional expectations of French consumers must be taken seriously immediately. 
 
The project outlined in this proposal will provide Burger King France with a strategy not only for 
developing a successful and stakeholder-integrated sustainable procurement policy, but also for 
implementing the new policy across all French franchises.    
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Project Scope  

As Burger King France must abide by Restaurant Brands International’s sustainable procurement 
policy, detailed in the Code of Business Ethics and Conduct for Vendors, this proposal aims to build 
on RBI’s current procurement framework, and adapt it to the French market.  
 
To create a common understanding of the issue at stake, we take our definition of sustainable 
development from “Our Common Future”, otherwise known as the Brundtland Report which was 
published in 1987 by the United Nations. Sustainable development “meets the needs of the present 
without compromising the ability of future generations to meet their own needs." In line with the UN’s 
Sustainable Development Goals, and in order for sustainable efforts to be effective and long-lasting, 
they must focus on three primary aspects: business ethics, the social and the environment. As these are 
the three section headers of RBI’s Code, these are the natural focus areas for our proposal. We propose 
to help Burger King France make more substantial commitments to their environmental practices, 
working conditions standards, and business integrity. 
 

General Goal 

The overarching objective is to provide guidance to Burger King France in the development of a 
sustainable procurement plan, which would improve its commitment to the environment, social 
conditions of its vendors’ workers, and the integrity of its vendors’ businesses in a meaningful and 
measurable manner. 
  

SMART Objectives and Indicators 

1. Aid BK France in the development and implementation of a sustainable procurement 
policy (specific to the BK France brand and context) to be written within 8 months of the 
creation of the Board’s Vison Vision for Sustainability in Procurement. 
1.1.   The sustainable procurement policy will be developed within 8 months of the creation 

of the Board’s Vison Vision for Sustainability in Procurement. 
1.2.   BKF’s new Sustainable Procurement Policy will be fully implemented across all BKF 

locations within 19 months after the policy is approved.    
    

2. Increase BKF’s commitment to sustainability and the environmental by 50% by the end 
of the project as measured by the number of ingredients, goods and services that abide by 
BFK’s new environmental and sustainable standards. 
2.1.   Number of ingredients procured for BKF that abide by BFK’s new environmental 

standards, as measured by third-party verification.   
2.2.  Number of goods procured for BKF that abide by BFK’s new environmental standards, 

as measured by third-party verification.   
2.3.   Number of services procured for BKF that abide by BFK’s new environmental 

standards, as measured by third-party verification.   
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3. Increase BKF’s commitment to ethical and fair working conditions by 50% by the end of 
the project as measured by the number of ingredients, goods and services that abide by 
BFK’s new ethical and fair working conditions standards. 

 
3.1.   Number of ingredients procured for BKF that abide by BFK’s new ethical and fair 

working conditions standards, as measured by third-party verification.   
3.2.  Number of goods procured for BKF that abide by BFK’s new ethical and fair working 

conditions standards, as measured by third-party verification.   
3.3.   Number of services procured for BKF that abide by BFK’s new ethical and fair 

working conditions standards, as measured by third-party verification.   
 

4. Increase BFK’s commitment to business ethics and integrity by 50% by the end of the 
project as measured by the number of ingredients, goods and services that abide by 
BFK’s new business ethics and integrity standards. 
4.1.   Number of ingredients procured for BKF that abide by BFK’s new business ethics and 

integrity standards, as measured by third-party verification.   
4.2.  Number of goods procured for BKF that abide by BFK’s new business ethics and 

integrity standards, as measured by third-party verification.   
4.3.   Number of services procured for BKF that abide by BFK’s new  business ethics and 

integrity standards, as measured by third-party verification.   
  
 
 

2. Project Organization and Structure  

A Proven Framework for Sustainable Business Projects  

While several frameworks for building sustainability into business practices exist, this project follows 
The Natural Step framework (TNS), which is thought to be one of the most understandable and 
effective approaches to sustainable development. TNS has been implemented by many international 
companies including Starbucks, Max Hamburgers and San Pellegrino. The approach is fundamentally 
based on systems thinking, setting ambitious goals, and developing realistic strategies for moving 
forward. TNS uses science as the basis for its four Sustainability Principles, and uses a common 
language and vision among stakeholders to help foster consensus and limit conflicts. This way of 
fostering collaborative partnerships also helps to manage risk.  
  
In line with The Natural Step model, our proposal includes a vision setting activity with the BKF 
Board of Directors, followed by a baseline analysis in assessing Burger King France’s activities 
against sustainability principles and the actions of BKF’s competitors. Ensuring stakeholder 
engagement, BKF will invite working groups on specific themes to develop creative solutions for 
sustainable procurement, including indicators, and short-term and long-term action plans.  
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General Approach 

The task of creating and implementing a sustainable procurement policy for as large a company as 
Burger King France requires a substantial amount of planning and preparation. Given the need for a 
good brand image, and to respond to customer desires for good business practices, the project needs to 
be executed with excellence and care.  
 
To accomplish these aims, and to avoid any downstream negative repercussions, this proposal gives 
heavy weight to internal and external stakeholders throughout the project cycle. Without the 
perspectives of these groups, BKF runs the risk of ignoring important information which could lead 
their policy to be criticized later. By addressing potential concerns from stakeholders BKF is using an 
agile development process to make necessary adjustments and improvements prior to the final launch.  
 
Additionally, the project is designed to facilitate clear communications throughout the process, which 
is essential to the change management process, and to addressing any resistance that might come up. 
Communications helps to bring the whole organization through the project with less conflict or hurt 
feelings. Further, adequate reporting and tracking is woven throughout the project so that there is 
sufficient accountability and oversight to keep the project on task and successful.  
 
Each of these elements (planning, stakeholder engagement, communications and tracking indicators), 
is part of a larger change management strategy that relies on three types of actions: (a) giving clear 
logical directions and being explicit about what the destination looks like, (b) addressing the emotional 
and irrational needs of the stakeholders by building on their competencies and confidence, and 
breaking the steps down into manageable pieces, and (c) creating a structure within which success is 
easier to achieve, and “rallying the herd” by getting more and more people on board at various parts of 
the project.    
 
 

Stakeholder Analysis 

In order for Burger King France to understand and develop a clear picture of the broad scope of 
sustainability issues related to its current procurement policy, it is necessary to identify all 
stakeholders. A clear mapping of the actors which are impacted or have an impact on Burger King 
France’s procurement process serve to identify the most important stakeholders.  
 
To carry out our preliminary analysis, we use the Elios Model as well as the Mitchell, Agle & Wood 
Model. 
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Elios Model 

 
 

Mitchell, Agle & Wood Model 
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Project Structure: Roles & Responsibilities 

Based on the stakeholders analysis conducted, several different groups were identified as holding 
responsibility for the project.  

BKF’s “Board” 

First, Burger King France’s top executives and primary shareholders (hereafter called “the Board”) are 
ultimately responsible for the execution of the project. As Groupe Betrand is the sole owner of the 
master franchise of Burger King in France, their executives are an integral part of BKF’s Board.   

Sustainable Procurement Advisory Committee 

Stakeholder engagement is an essential element that is absolutely necessary for long-term success and 
to maximize efficient use of time and resources. Fully engaging with willing supporters of the 
sustainable procurement process can ensure that the final outcome attends to the needs of various 
stakeholders and will ensure the Burger King France brand and image remain untarnished through the 
implementation and change management process.  
 
In particular, we advise Burger King France to create an Sustainable Procurement Advisory 
Committee. This Committee will be a permanent structure that will provide feedback and advice to the 
Project Management Team and to the staff person that will ultimately be responsible for overseeing 
the policy for the long term. Although they have no control or ultimate responsibility for the 
sustainable procurement policy, by meeting regularly and asking for reports on the progress of the 
policy, they will help hold the company accountable for their actions and act as a support for the 
ongoing maintenance of the policy.  
 
Based on the result of our stakeholder mapping analysis, we advise Burger King France to invite the 
following stakeholders to join the Sustainable Procurement Advisory Committee:  

- 3 representatives of Groupe Bertrand: one finance expert, one procurement expert, and one 
communications expert (one of which should be a top executive of BKF) 

- 1 representative of Naxicap Partners (a major investor in BKF) 
- 1 representative of the BK Franchise owners 
- 1 representative of the current BK suppliers 
- 1 representative of a NGO representing French consumer interests 
- 1 representative of a NGO specialized in environmental impacts of business 
- 1 representative of a NGO specialized in fair trade/labor rights  
- 1 representative of a NGO specialized in responsible corporate governance  
- 1 representative of a French agriculture lobby or union  

  
Those key stakeholders should assure a satisfactory coverage of the issues of BK France’s current 
procurement policy and future risks and opportunities. Their different point of views and interests 
should ensure a constructive dialogue on the possible courses of action to improve the company’s 
procurement process. 
 
Prior to inviting anyone to join the Committee, a detailed analysis of the personalities and 
competencies of the individuals in each stakeholder role will need to be completed. Each person who 
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is ultimately invited to join the Committee must be supportive of Burger King France and its desire to 
create and maintain a Sustainable Procurement Policy. The Consulting Team will work with the Board 
to identify and reach out to specific individuals who would be an asset to the project.  

BKF Sustainability Staff 

It is recommended for the best long-term outcomes that the Board choose one employee (or hire a new 
one) who is responsible for the ongoing maintenance of this policy and its integration into the current 
workings of Burger King France. 

Project Management Team 

The Project Management Team (PMT) will be responsible for the logistics and coordination of each 
phase of the project related to the creation and the implementation of Burger King France’s new 
sustainable procurement policy. The Team will exist only for a defined period of time and will only 
held responsible for managing the project, but not for the ongoing maintenance of the policy.  
 
Based on the result of our stakeholder mapping analysis, we advise Burger King France to invite the 
following stakeholders to join the Project Management Team:  

- a representative from Burger King France’s procurement department 
- a representative from Burger King France’s communications department 
- a representative from Burger King France’s finance department 
- one Burger King France franchise owner 
- one Burger King France senior executive 
- the consulting team 

 
Prior to inviting anyone to join the Team, a detailed analysis of the personalities and competencies of 
the individuals in each stakeholder role will need to be completed. Each person who is ultimately 
invited to join the Project Management Team must be supportive of Burger King France and its desire 
to create a Sustainable Procurement Policy.  The Consulting Team will work with the Board to 
identify and reach out to specific individuals who would be an asset to the project.  

Working Groups 
For the purposes of the project, temporary Working Groups will be created at several different steps in 
order to gather together stakeholders who will be able to give very targeted and specific advice about a 
given topic. These individuals will solely be responsible for engaging in the working groups and 
contributing their knowledge to the topic. They will be selected based on the impact the particular 
topic will have on them, or the influence they have in that specific topic. 

Roles After Project Completion 
After the completion of the project, during the ongoing maintenance of the policy, the Advisory 
Committee or the chosen employee may decide to engage stakeholders further in order to adapt the 
new procurement policy to the local opportunities and risks of the regions where Burger King France’s 
sites are located. 
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3. Project Plan: Phases, Key Steps & Actions 

 
Hereafter are outlined the various steps to creating and implementing a sustainable procurement policy 
in chronological order.  

Preparation Phase 

The Board’s  Commitment & Vision for Sustainability in Procurement 

A firm commitment and ongoing engagement from Burger King France’s top executives and primary 
shareholders (“the Board”) is not only crucial for the long-term success of this project, but also for a 
proper return on the investment in the execution of this proposal. If the project is successful, it can 
have a positive impact on retaining talent, the brand image, and market opportunities. The Board’s 
commitment must include the willingness to change the strategic plan, the mission, values, vision and 
governance of the company to adapt to the new policy. This policy will not be successful without 
policy coherence across all areas of the company.  Once Burger King France’s board has committed to 
creating and implementing a sustainable procurement plan, this project can begin.  
   
The Board will need to take the first step of creating their vision for sustainability within BKF’s 
procurement process. Currently Restaurant Brands International (RBI) has two important documents 
that will inform this vision-setting. As these documents govern BKF’s activities, they are essential 
foundations for the work outlined in this proposal.  
  
The Consulting Team will facilitate two workshops during which the Board will develop and approve 
their sustainable vision for the company’s procurement activities, using the 3 sections of the Code as a 
framework to build from.  
  
Deliverables: 

- Workshop for the Board to develop their sustainable vision for the company’s procurement 
activities. 

- Burger King France will have a written Vision for Sustainability in Procurement that will be 
used by the stakeholders as their guidepost throughout the policy creation and implementation.  

  
Communications: Direct outreach to BK franchise owners, shareholders, investors, vendors and other 
key stakeholders will be necessary at this stage. Concern must be given for the potential for resistance 
to the eventual changes that the new policy will bring. Both clear communications with and the 
explicit involvement of these stakeholders are essential to the success of the change management 
process.  
 

Diagnostic: Sustainability Issues in Procurement 

In order to execute a diagnostic of the issues vendors might face related to working conditions, 
environmental sustainability and business integrity, small working groups will be established by sector 
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of procurement. Consistent with the Board’s Vision for Sustainability in Procurement, each Group will 
ultimately develop a list of priority issues for their sector of activity.  
 
This is a list of suggested Working Groups for various sectors of activity: 

● Non-animal based agriculture goods 
● Animal-based agricultural goods 
● Consumer packaging 
● Delivery/Transport 
● Office supplies 
● Services 

●  Marketing and print materials 
● Machinery/Technology 
● Uniforms 
● Furniture 
● Architecture/Landscaping

  
The Project Management Team (PMT) will identify the objectives, process and rules for these 
working groups. The PMT will use the previously executed stakeholder map to identify the individuals 
and groups that should join a given Working Group. Selected potential Working Group members will 
be approached individually to ensure that those who participate in the groups are supportive of the 
project as a whole and will be a constructive member of the Group. Personal invitations to join the 
Groups will also be important tools to leverage the power of the social relationship and develop a 
foundation of trust and collaboration from the beginning. Three to six meetings will be held with each 
Working Group to determine the current state of affairs in regards to working conditions, 
environmental sustainability and business integrity affecting BKF’s current procurement activities.  
  
Deliverables:  

- Meetings for sector-specific working groups to identify issues related to working conditions, 
the environmental sustainability, and business integrity for vendors, products and services. 

- Burger King France will have a nearly exhaustive written list of issues related to sustainability 
in the procurement process. 

  

Priorities for Sustainability Issues in Procurement Materiality Matrix 

With the list of issues related to sustainability in the procurement process, the Project Management 
Team will consult with a wide net of internal and external stakeholders to conduct an expectations 
analysis that will ultimately result in a materiality matrix. The Consulting Team will coordinate 
surveys and in-person workshops to identify the importance of each issue for each stakeholder group. 
Ultimately the internal and external stakeholder opinions will be mapped to demonstrate visually how 
important various issues are and priorities issues will be easily identified. Outlying opinions will be 
collected to ensure that individuals with specialized information are considered within the context of 
their expertise. 
  
With this matrix the Project Management Team and the Board can identify the final priority issues for 
BKF’s sustainable procurement policy.  
 
Deliverables:  

- Thematic consultation (via survey and in-person meetings) with internal and external 
stakeholders for the purpose of prioritizing the issues that BKF will address in its SPP. 
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- Burger King France will have a materiality matrix identifying the issues that internal and 
external stakeholders have prioritized through the consultation activities.  

- Burger King France will have a final list of the priority issues for the sustainable procurement 
policy. 

Baseline Data 

Prior to creating the policy BKF will be necessary to have a baseline understanding of Burger King 
France’s current level of engagement with working conditions, the environmental sustainability, and 
business integrity for ingredients, other goods and services. Therefore, as is the current policy outlined 
in RBI’s Sustainability Framework, a third party audit as well as product testing will occur to evaluate 
Burger King France’s current status in regard to the issue priorities identified by the Project 
Management Team and the Board. This audit will serve during the policy-creation phase so that the 
company may design policies and select indicators that achieve the targets of increasing the procured 
ingredients, goods and services that abide by the environmental, working conditions and business 
integrity standards in the new BK France Sustainable Procurement Policy. 
  
Deliverable:  

- Third party audit and testing of current ingredients, goods, services and suppliers in regards to 
the priority sustainability issues.  

  

Kick-off & Design Phase  

The Kick-Off Event 
The Project Management Team will host a kick-off meeting with a large number of diverse 
stakeholders broadly involved in Burger King’s procurement to help generate support for the new 
sustainable procurement policy. During this meeting the final list of priority issues for the sustainable 
procurement policy will be unveiled, and the larger goals for the project will be explained. Participants 
will have a chance to ask questions and gain understanding that they can then take back to their 
constituents.  
  
Deliverable:  

- Event to generate support for the policy creation and implementation process. 
  

Designing the Sustainable Procurement Policy  

Ultimately Burger King France’s Sustainable Procurement Policy will be an expansion of the extant 
Code of Business Ethics and Conduct for Vendors. The Project Management Team and the Advisory 
Committee will work together to write a new document using the same broad themes (working 
conditions, environmental sustainability, and business integrity), and in line with the Board of Burger 
King France’s new Vision for Sustainability in Procurement. Three to five meetings will be 
coordinated to finalize the policy wording.  
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As stated at the beginning of this section, by committing to this project, the Board’s expresses its 
willingness to alter the strategic plan, the mission, values, vision and governance of the company to 
adapt to the new policy. At this phase of the project, the board will need to recommit to the project, 
approve of the new Sustainable Procurement Policy and give the mandate to the staff to integrate the 
policy into the fabric of the business.  
 
Deliverables:  

- Meetings to design the new policy. 
- Burger King France’s Board will have and endorse their new Sustainable Procurement Policy. 

  
Communications: The new Sustainable Procurement Policy will be announced to internal stakeholders 
through meetings, outreach and internal communications efforts.  
 
 

Implementation Phase 

There are three essential and consecutive phases of the implementation process: laying the 
groundwork, launching the policy internally, and launching the policy externally.  

Laying the Groundwork & Designing the Evaluation Tool 

The next step in the project will require the Project Management Team to develop a strategy for fully 
integrating the Policy into the company’s systems. This strategy may include altering company’s 
strategic plan, mission, values, vision, governance, and internal policies. The Board and the staff of 
several departments at Burger King France (legal, procurement, accounting, communications, HR, 
etc.) may be engaged depending on their level of involvement in a given policy or governance 
element. These groups will develop elements of a Policy Integration Plan, which will then be 
executed upon Board approval.  
  
The changes to Burger King France that will come from the Policy Integration Plan will need 
significant care in communicating clearly with staff and stakeholders.  
  
To assist the purchasing department in analyzing the ingredients, goods and services the company may 
need to procure, the Project Management Team and the Advisory Committee will work together to 
create a common framework for selecting ingredients, goods, services and suppliers. This evaluation 
tool will be consistent with the Board’s Vision for Sustainability in Procurement and the new the 
Sustainable Procurement Policy.  
  
Deliverables:  

- Meetings and research to develop company-wide policy coherence with the new Sustainable 
Procurement Policy. 

- Burger King France will have a Policy Integration Plan that will outline the exact changes to 
make to their company for best policy coherence.  

- Meetings to design the new evaluation tool.  
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- Burger King France will have an evaluation tool that the company can use to select goods that 
comply with the Board’s Vision for Sustainability in Procurement and their issue priorities.  

  

Launching the Policy Internally 

Working groups will need to be established to manage two elements of the internal policy launch: 
Staff Training & Communications; and Procurement.  
 
The Training and Communications Working Group will first create a strategic communications plan, 
and then a training plan for key internal stakeholders (BK France franchise owners, employees, 
vendors, etc.). Once written, the Working Group will implement their communications and training 
plans.  
 
As part of the training plan, it is suggested that a smartphone application be developed by the IT 
department that will allow internal stakeholders to access a brief training that includes videos, 
information and quizzes. In this manner, on-site employees can be trained during working hours with a 
platform that is accessible to everyone.  
  
The Procurement Working Group (PWG) will include legal, purchasing and accounting staff alongside 
members of the Project Management Team. The PWG will collect data and information, and evaluate 
current suppliers and goods according to the evaluation tool. Suppliers whose products no longer meet 
Burger King France’s expectations will need to be identified, and they will need to be placed into a 
specific program in which they will be offered assistance to meet the new expectations. New suppliers 
will need to be identified, and their products will need to be tested to comply with Burger King 
France’s quality standards as well as their sustainability standards.  
  
Deliverables:  

- Meetings for the Staff Training & Communications Working Group and the Procurement 
Working Group. 

- Training programs will be developed for internal stakeholders, including a smartphone 
application training program for on-site employees.  

- Implementation of the internal communications and training plan.  
- Burger King France will have an approved set of products (and their suppliers) that fit the new 

criteria for sustainable procurement.  
 

Launching the Policy Externally 

The two Working Groups and the Project Management Team will work closely to launch the policy 
and the changes over time. One Burger King France franchise owner with a group of at least 10 
restaurants will need to be identified to implement a test run of the external communications plan and 
the new products. During a 3-month test run phase, the new policies and communications will be re-
evaluated for any necessary changes. Feedback will be gathered from on-site employees, and the 
Project Management Team representatives will visit to conduct their own analysis of the outcomes. 
During this test run phase, it will be essential to respond to the concerns of the selected franchise 
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owner, and his site managers. The Project Management Team will ask key BKF staff to join a 
temporary working group to be attentive to the needs of these sites during this implementation phase. 
The success of the test run at this group of 10 sites, and the ability of the site staff and franchise owner 
to vouch for the policy after the test is complete, will be the two key drivers of success for the rollout 
in the rest of the country.  
 
The Project Management Team will have two additional months to adapt the implementation plan to 
the challenges seen at the test-sites.  
 
Employees at these test sites will receive additional training and support prior to hosting a sort of kick-
off month during which the other franchise owners, sites staff, and other engaged stakeholders can 
visit and learn about how the policy has been implemented so far.  
 
One month after the end of the kick-off month, the policy will be launched at all Burger Kings 
throughout France.  
  
Deliverables:  

➔ Test-run of the communications strategy and the sustainable products at a group of 10 Burger 
King restaurants. 

➔ Training and support for the employees at the 10 test sites. 
➔ Kick-off month at the 10 test sites, hosting BKF stakeholders.  
➔ Rollout the communications strategy and the sustainable products to the remaining Burger 

King restaurants in France.  
 

Project-Based Reporting & Long Lasting Outcomes 
Throughout the project, the Project Management Team will be tracking progress according to a 
GANTT chart (see the Annex), and according to selected indicators. Progress reports will be delivered 
to the Board and the Advisory Committee on a monthly basis. PMT and Working Group meeting 
notes will also be delivered to the Advisory Committee, indicating those individuals who were or were 
not present at the meeting they were invited to. 
  

Project Closure 

Six months after the launch of the policy throughout France, the Project Management Team and the 
Board will review the audit findings that establish whether or not the SMART objectives have been 
reached.   
 
Presuming success, the Project Management Team will host a celebratory event for the members of 
the various working groups involved in creating and implementing the policy. This will be an event 
that will be held in line with the Board’s Vision for Sustainability, and using products that meet the 
company’s new criteria for product sustainability. The audit findings for the SMART objectives will 
be unveiled. 
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Follow up and Reporting after Project Closure 

As suggested previously, we recommend that a full-time employee is appointed to track the objectives 
and indicators of the new sustainability procurement plan. This person would also be responsible for 
the management of the internal audits, as well as act as the point person for the annual external audits. 
We suggest that the Sustainable Procurement Advisory Committee, form in order to guide the policy 
development, should be kept as a permanent fixture to advice Burger King France. The employee 
dedicated to tracking the indicators could work with this Committee on all sustainability issues. 
 
In terms of external audits, once the implementation of the sustainable procurement policy has been 
completed, third party audits and product testing will be conducted on a regular basis. It is 
recommended that the external auditor are contracted for a period of five years, completing one audit 
on an annual basis. The first audit should be three months after launch, so that the information 
generated can be compared with the baseline audit completed during the preparation phase. 
Concerning internal audits, the employee in charge of tracking objectives and indicators will review 
how well the policy is being implemented through internal audits and questionnaires. This person 
should track progress indicators quarterly.  
  
In addition this person should facilitate Burger King in becoming more transparent, staying up to date 
on the changing context in which fast food companies operate and guarantee their public credibility. 
To improve the visibility of their new commitments to sustainable procurement, Burger King France 
may look to their competitors, such as McDonald’s, who has dedicated an independent website to their 
sustainable development goals and their indicators. McDonald’s is a few years behind on publishing 
their reports, which gives Burger King France the opportunity to distinguish itself through timely 
publications on their objectives.  
 
While we hope that Burger King France creates ambitious and clearly defined objectives and 
indicators during the process of developing their new sustainable procurement policy, goals evolve 
over time. We recommend that visions, goals, objectives, and indicators be revisited every three to 
five years.   
 
 

4. Project Resources  

Financial Resources  

The following table outlines expected costs in the development of a sustainable procurement plan. 
Most meeting costs for workshops will be low since there is available space in Groupe Bertrand and 
Burger King France offices. The budget should include travel to meetings by stakeholders located 
outside of the Paris region, as well as travel for staff from Paris region to certain Burger King 
locations outside of Paris.  
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Most working groups and meetings will occur during the work-day and will only include the cost of 
drinks and light snacks. There will be three major events as part of this proposal: the internal kick-off 
event, the on-site kick-off month at the 10 test-sites, and the project closure event.  
 
Other major costs include hiring a third-party auditing agency to evaluate BKF’s current and improved 
procurement activities.  
 
The consultancy fee for a group of 2 consultants specialized in sustainable development practices in 
the private sector is 150,000 euros for 250 days of work over two years. 
 

Budget for the Development of a Sustainable Procurement Policy 

Events and Meeting costs 
● Kick-off event 
● Closure event 
● Catering (approx 5 meetings)  

5,000 euros 

Travel to headquarters or Burger King locations 
● 25 round-trips by train, approximately 100 euros each 
● Hotel costs, per diem  

5,000 euros 

Supplies 
● Internal and external communication materials 
● Paper, pens etc 
● [Variable depending on BKF’s investment in marketing] 

3,000 euros 

Training cost 
● Smartphone training app development by an app development team 

50,000 euros 

Third-party Audit (5 year contract) 
● 1 audit per year (350 hours per year at 260 euros per hour average) 

455,000 euros 

Consultant Costs 
● 250 days over two years, between 2 people  

150,000 euros 

Total 668,000 euros 

 

Human Resources 

The development of a sustainable procurement plan will require the expertise of many stakeholders of 
Burger King France. Close involvement of the Board of Directors will be necessary only during the 
development of the vision. Afterwards, most human resources will depend on the members of the 
Program Management Team. Other than BKF staff, all participants in the Advisory Committee and the 
Program Management Team will be volunteers.  
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In regards to BKF staff, this project will take approximately 25% of the annual time of the 
representatives for the PMT members from the procurement, finance and communications 
departments.  

Intellectual Resources 

In order to fully engage in the improvement of Burger King France’s sustainable procurement, as a 
team we would need access to certain sensitive materials. These documents are necessary to have a 
deeper understanding of Burger King France’s needs and goals. 

- All current vision and mission statements (both external and internal if different) 
- Names and contracts for major suppliers 
- Current procurement plans 
- Indicators for current procurement plan by RBI 
- All budgets concerning procurement 
- Job descriptions and salaries for those to join the PMT and the Advisory Committee 

 

5. Communications Plan  

Internal: Change Management 

This proposal lends heavy weight to internal and external stakeholders throughout the project cycle, in 
order to avoid missing critical information addressing sustainable procurement. The project is 
designed to facilitate clear upward communication throughout the process, which is essential to the 
change management process, and to addressing any resistance. Effective communications will help 
implement the project with less conflict or hurt feelings. Further, adequate reporting and tracking is 
woven throughout the project so that there is sufficient accountability and oversight to keep the project 
on task and successful.  
 
Applying the principles of the Switch Model, we will use clear directions, attention to feelings, and 
environmental changes to help guide the change management process. In our internal communications, 
reports and during project meetings we will we will highlight bright spots, the success stories Burger 
King has previously made under the direction of the RBI Sustainability Framework1 and their Code of 
Business Ethics and Conduct for Vendors. These achievements should be celebrated, but also shown 
how and why these commitments need to go further.  
 
We will point to the destination, the new vision developed by Burger King’s board and Committee, as 
the compass for future action and success, and plan the critical moves to reduce questions about what 
direction the project is headed in. In particular, we will show why Burger King France needs to make 
the change to a better sustainable procurement plan. Since the world is quickly evolving its views on 

                                                
1 Burger King 2016 Sustainability Framework, PDF, accessed March 25, 2019, 
http://www.rbi.com/Cache/1500094564.PDF?O=PDF&T=&Y=&D=&FID=1500094564&iid=4591210 
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private sector responsibility in achieving environmental, social and business integrity goals, we will 
make the case that Burger King France, which is behind its competitors on efforts in these objectives, 
has no choice: they must adapt to the new world and sustainability or be left behind in the French 
market.  
 
To motivate the emotional side of stakeholders, through our communications efforts we will engage 
individuals on a personal level, not only to identify what phase of the change journey they are in (and 
help them move out of the high anxiety zone), but to also find the feelings that will motivate them to 
jump on board with the big changes ahead.   
 
Part of growing the people and building their confidence and skills, we suggest that Burger King 
France wholeheartedly encourage their employees and franchises to get involved in sustainable 
development. While not every employee is involved in procurement procedures at the corporate level, 
BKF should encourage other means of involvement. This could include allowing employees paid-time 
volunteering with local sustainable farms, NGOs or take online classes on sustainability. By becoming 
personally involved in sustainability, employees will be able to live and experience the change that 
will be brought to the company. 
 
Lastly, we will use multiple methods to make the working environment conducive to change, 
integrating sustainability throughout the company and building new habits to help various partners 
succeed. Each of the events integrated into the event will be organized and marketed in such a way as 
to build on the “herd mentality”: to show that already others are involved, so they should be as well. 
By planning these events and the communications carefully, Burger King France can build a 
groundswell of support not only for these new policies, but also for the new branding and image that 
will result from these efforts.   
 

External: Communicating a Brand Vision Based on Sustainability 

Another key factor of the project’s success is external communications. Indeed, informing external 
stakeholders of BKF’s efforts and achievements in bringing more sustainability into the procurement 
policy will help improve the brand’s image and align it with consumers’ expectations. This part of the 
project is of primal importance as it is the step which should allow BKF to capitalize on its new 
engagements and actions toward sustainability by attracting more customers, investors, franchisers, 
etc. In order to size this business opportunity however, the external communication will need to be 
clear and impactful. Because of its still fragile relationship with the French customers, the information 
transmitted by BKF to the external stakeholders will be of crucial importance and therefore need to be 
chosen carefully. 

 
Per BKF’s newly developed Policy Integration Plan, sustainability will be integrated in many (if not 
all) facets of BKF’s business strategy. For inspiration, the following communication strategies aim at 
informing BKF’s external stakeholders of the sustainable procurement project’s goal and benefits and 
create a new image for the brand, better aligned with the customers’ new expectations.  
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First, we propose re-thinking the company’s branding, image and online presence to better reflect their 
new sustainable goals. Aligning these will be one of the best ways to demonstrate to the French market 
that BKF is serious about its sustainable objectives.  
 
Second, implement the “Did you know that…?” plan. The main objective of this plan will be to 
communicate the results of the policy recently implemented to the French customers. This will be 
made through the location of posters in the establishments all over the country, on the walls and 
bathroom doors containing the goals and achievement of the sustainable procurement project, as a 
dynamic way to inform the changes taking place in the Company’s operations.  
 
Third, Burger King France could also create short videos to explain the importance of sustainable 
development and social and environmental responsibility to the clients. Those videos, which would 
include mostly images and cartoons, could constitute a very accessible and easy way for BKF external 
stakeholders to understand the purpose and impact of the sustainable procurement project. They would 
be uploaded on BKF’s official website and its social media web pages (such as Facebook, Instagram 
or Twitter).  
 
Fourth, there could also be some very short educational quiz available on BKF’s official website. The 
questions would include issues on sustainability, BKF’s role in protecting the environment and 
contributing to society, the procurement supply chain, energy reduction, etc. The customers who 
answer all the questions would receive a discount coupon. As a sustainable measure, instead of 
printing it out, the consumers could simply download the barcode on their phone and show it to the 
cashier when they pay for their meals.  
 
Lastly, BKF could take advantage of the low cost of influencer marketing and engage key French 
social media stars in their external communications efforts. Engaging with influencers has shown to be 
an excellent marketing strategy in the contrived word-of-mouth setting of social media. In addition to 
hosting a special influencer-only VIP event during the kick-off month at the 10 test sites, these 
influencers could partner with BKF to produce video and image content that could be used on multiple 
media platforms.    
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As one of the world’s largest and fastest-growing QSR companies, we continue to 
believe that doing the right thing in our business includes acting responsibly towards 
the world around us and supporting positive change in our communities.

For us, success and sustainability go together. Our goal is to grow our business – 
and our Restaurant Owners’ businesses – in a sustainable way. We take that 
responsibility seriously and hold ourselves accountable every day. For these 
reasons and many more, we’re proud to share the  Restaurant Brands International 
Sustainability Framework, which clearly outlines our focus areas and provides the 
foundation upon which we will report on our progress in the future.

Our journey began many years ago. Our brands have been dedicated to acting 
responsibly and supporting local communities since their humble beginnings , not only 
because it is what our  Guests expect of us, but also because it is the right thing to do. 
What we are sharing now is our work to align policies and commitments across our 
brands and how we will continue the great work our brands have already begun. We 

have sharpened our focus by building the processes and discipline needed to ensure 
the shared success of our business and sustainability efforts.

Our key areas of focus include: Food Values, Responsible Sourcing, Best People, 
Communities and the Environment.

 We look forward to sharing our progress in our fi rst full sustainability report in 2017.

On behalf of all of us at Restaurant Brands International, our Restaurant Owners and 
their  Team  Members, I thank all of our  Guests for taking this journey with us. 

At Restaurant Brands International, both of our iconic brands, 
 BURGER KING

® and  TIM HORTONS
®, have a deep history of striving 

to do business the right way. 

 
Daniel Schwartz

CEO, Restaurant Brands International

  Regards,
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About  the BURGER KING
® Brand 

Founded in 1954, the BURGER KING
® brand is the 

world’s second largest quick service hamburger 
chain in the world. The original HOME OF THE 
WHOPPER

® was born out of friendship, original 
thinking and a passion for great-tasting food by 
 co-founders Dave Egerton and Jim McLamore. Their 
mission to infuse fl ame-grilled goodness into every 
burger has defi ned the BURGER KING

® brand for 
more than 50 years. Today, more than 11 million 
 Guests visit BURGER KING

® restaurants every day in 
search of a food experience that is authentic, full of 
fl avour and uniquely individual. 

About  the TIM HORTONS
® Brand

Founded in 1964, the TIM HORTONS
® brand is one 

of the largest restaurant chains in North America and 
the largest in Canada. The iconic Canadian brand 
opened as a coffee and donut shop in Hamilton, 
Ontario, and over the years has expanded its menu 
to include a variety of specialty beverages, baked 
goods, sandwiches and wraps for  Guests to enjoy. 
For more than  50 years, TIM HORTONS

® has focused 
on quality, value,  Guest satisfaction and community 
leadership. Today, the brand serves 8 out of 10 cups 
of coffee in Canada every day and has a growing 
presence in the U.S. and  the Middle East. 

 Restaurant Brands International   is committed to growing the 
TIM HORTONS

® and BURGER KING
® brands by leveraging their 

respective core values, employee and Restaurant Owner relationships, 
and long track records of community support.
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Our restaurants are committed to providing  Guests with high quality and great -tasting food.  We 
aim to provide  Guests with information to make educated choices about their meals 
to fi t their individual lifestyles.

Quality and Taste
Our brands refl ect the choices and tastes of our  Guests by offering 
great -tasting classic products while constantly working on new product 
innovation to meet the needs of our  Guests’ evolving lifestyles.    

 
       Flame-grilled since 1954, the WHOPPER

® 
sandwich is always prepared exactly how you 
like it – with cheese or bacon, with extra onions 

or without tomatoes. Your way to order the W
HOPPER

® sandwich is always the 
best way.

FOOD VALUES

Trust
We maintain high food safety standards across our restaurants and 
supplier base by integrating our food safety programs into  our product 
development and operational procedures. We verify these programs 
through third party audits and product testing   .

Our brands’ world -class food safety systems include Hazard Analysis 
of Critical Control Points  and the Global Food Safety Initiative  in 
Manufacturing. All of our programs are designed to meet or exceed local 
food safety and health department standards, and regulatory law. 

Looking Forward �����Both  the TIM
 HORTONS

® and  BURGER KING
® 

brands will expand their online nutritional inform
ation to all 

country-level websites, so that our  Guests around the world can 
m

ake educated choices in selecting or custom
izing  their m

eals 
to fi t their  individual lifestyles. In the U.S., the  BURGER KING

® brand is 
a member of a self-regulatory initiative 
administered by the Children’s Food & 

Beverage Advertising Initiative      . The goal of this initiative is to use advertising to help 
promote balanced dietary choices for children.    

    Detailed nutrition, ingredient and allergen 
information is provided through many of the 
BURGER KING

® websites as well as the 
TIM HORTONS

® website.  Where available, 
nutrition information can also be obtained from 
in-restaurant Nutrition Guides and accessed via 
the mobile app. The online nutrition calculators 

 on these websites help Guests make informed decisions about their food and meal 
choices by allowing for advanced planning,  customization of core menu items and 
nutrition calculation.  

   A lot of love goes into crafting each and every 
cup  of  TIM HORTONS

® coffee. In fact, we’ve been 
obsessing over the details since our fi rst opening  

in 1964. From sourcing high quality beans to roasting under the watchful eye 
of coffee masters  – we do it all to ensure each cup tastes true to the blend 
you love. 
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Beef Sustainability
At Restaurant Brands International, our  brands have made beef sustainability an 
important area of focus.     

In 2016, Restaurant Brands International became a member of the Global Roundtable 
for Sustainable Beef . Beef is a main ingredient for  BURGER KING

® – the  Home of the 
Whopper ®  – and the  Global Roundtable for Sustainable Beef is uniquely positioned 
to address issues relat ed to beef sustainability through actionable projects and 
initiatives with measurable outcomes. 

In Canada, TIM HORTONS
® is a member of the Canadian Roundtable for Sustainable 

Beef. The value of collaboration in defi ning sustainability for beef as well as the need 
to facilitate ongoing dialogue on this important topic has been clear.

Both memberships will allow our company to expand the multi-stakeholder dialogue 
and collaboration across the global supply chain on sustainable beef.  

The continuing work of both the Canadian and Global Roundtables for Sustainable 
Beef will allow for future goal setting in the area of beef sustainability.

 

Restaurant Brands International is committed to responsible 
supply chain practices across our business.

Our philosophy is simple: integrity, honesty and compliance with the law are not optional. When it comes to ethics there is no 
compromise.   Our commitment to sustainability is supported through our vendor codes of business conduct.   These codes are 
built on the principles of respect, fairness and business ethics, with regulatory compliance being a minimum standard of doing 
business with us.

When it comes to sustainability, we are focused on the commodities that generate the greatest impact along our supply chain. Between our two brands, 
the main commodities that rest at the heart of our business are beef and coffee.

RESPONSIBLE SOURCING

Looking Forward �����Throughout the next year, we will work 
with the  Global Roundtable for Sustainable Beef, as well as the 
Canadian Roundtable for Sustainable Beef and other relevant 
stakeholders, to plan our path forward in the area of beef 
sustainability.
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 The Tim Hortons Coffee Partnership  helps improv e the 
lives of coffee farmers   by empowering them  with the skills 
they need to succeed , benefi ting their families and the 
entire community  .

Tim Hortons Coffee Partnership
The Tim Hortons Coffee Partnership was established in 2005, with a goal of  improving 
the lives of coffee farmers, their families and the entire community within the regions 
where we source coffee for  TIM HORTONS

®. Its philosophy is consistent with the 
brand’s long history of giving back to communities.

To date,  TIM HORTONS
® has worked with over 6,300 farmers and their families, 

infl uencing the lives of an estimated 31,500 people in project communities located in 
four countries: Brazil, Colombia, Guatemala and Honduras. 

By bringing together  suppliers, non-governmental organizations and, most 
importantly, the farmers themselves, the Tim Hortons Coffee Partnership enables 
farmers to acquire the skills and tools they need to improve the economic, social and 
environmental aspects of their businesses.

Tim Hortons Coffee Partnership Program Highlights:  

•  The total number of farmers participating in the Tim Hortons Coffee 
Partnership increased from 1,097 farmers in 2010 to over 6,300 by 2015.

•  From July 2014 to July 2015, farmer technical training programs provided 
more than 34,000* points of contact.  

•  From 2005 to 2015,  TIM HORTONS
® invested  approximately  $9 m

illion  into 
the Tim Hortons Coffee Partnership. 

*  This number refl ects cumulative participation of farmers; one farmer may have participated in fi ve 
different training programs and would represent fi ve points of contact.

Since its inception, the Tim Hortons Coffee Partnership has taken a grassroots 
approach that embraces sector collaboration in order to contribute to positive change. 
This has allowed for the partnership’s projects to scale beyond what could be 
accomplished alone. 

For example,  TIM HORTONS
® has a four-year partnership with the Trade Facilitation 

Offi ce Canada  with a goal to make a difference in the lives of coffee farmers 
in Guatemala and Honduras.  Between 2014 and 2018, the  Trade Facilitation 
Offi ce Canada will contribute  $3.4 million from the Government of Canada and 
TIM HORTONS

® will provide  $2.25 million in funding for partnership projects.   

 

 Looking Forward      In 2016, the goal of the Tim
 Hortons 

Coffee Partnership is to reach m
ore than 

7,500 farm
ers and provide a m

inim
um

 of 
50,000 points of contact, im

pacting an estim
ated 

37,500 people in project com
m

unities.  

RESPONSIBLE SOURCING
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Sow Housing
    Restaurant Brands International is committed to working with 
suppliers, researchers and the pork industry to improve the welfare 
of sows by transitioning to more humane forms of housing.

   Looking Forward ���� Restaurant Brands International is com
m

itted to 
sourcing pork globally only from

 suppliers that do not use gestation 
stalls, and we aim

 to accom
plish th is goal in North Am

erica by 2022.                 

 Cage-Free Eggs
In early 2016, we released our commitment to sourcing cage-free 
eggs.  Restaurant Brands International is committed to transitioning to 
100% cage-free eggs globally – and will accomplish th is goal for our 

U.S., Canadian, and Mexican      BURGER KING
® and TIM HORTONS

®  locations by 2025.  

  Antibiotics
We recognize the important and delicate role that antibiotics play 
in animal wellbeing and human health. Antibiotics are sometimes 
required to control and treat disease.  We require our suppliers to 

purchase products only from farmers that administer antibiotics in a judicious and 
responsible manner when treatment is necessary, in keeping with veterinary and 
regulatory requirements.  

Looking Forward ����In order to continue to evaluate the use  of 
antibiotics within our supply chain, we are assem

bling a working 
group  including suppliers  and academ

ics  to seek opportunities 
for further com

m
itm

ents in this area. W
e will release additional 

inform
ation with respect to the use of antibiotics in late 2016.

 Responsible Sourcing Commitment s

Deforestation
Part of  Restaurant Brands International’s commitment to responsible sourcing is to 
work toward the elimination of deforestation throughout our supply chain. As part of 
this work, we released initial commitments on deforestation related to palm oil in our 
Palm Oil Sourcing Policy  in 2015. 

  Palm
 Oil  

Currently, all palm oil sourced supports the production of Roundtable 
on Sustainable Palm Oil  certifi ed sustainable palm oil through the 
purchase of GreenPalm certifi cates. By 2020, all palm oil sourced, 

as well as palm oil and palm kernel oil used as an ingredient in our branded products, 
will be from suppliers who can verify sustainable production. 

To learn more about our commitments, please see our Palm Oil Sourcing Policy.  �     

  Fiber-based  Packaging
Both of our brands use  fi ber-based material in their packaging, 
such as paper and cardboard. It is important to   Restaurant Brands 
International that all of our brands’ fi ber-based packaging items 
become certifi ed to standards that promote sustainable forest 

management. These standards include the Programme for the Endorsement of Forest 
Certifi cation , Forest Stewardship Council  and Sustainable Forestry Initiative .

Looking Forward ����  Restaurant Brands International is com
m

itted 
to sourcing  all  fi ber-based packaging  from

 certifi ed sustainable or 
recycled sources for both brands by 2020. 

RESPONSIBLE SOURCING

Animal Welfare
At Restaurant Brands International, animal welfare is an issue of importance for 
us and our stakeholders, including our Restaurant Owners, suppliers, and  Guests. 
 Restaurant Brands International’s commitment is to improve animal welfare throughout 
our global supply chain. While we are not directly involved in the raising, handling, 
transportation or processing of animals, we consider animal welfare to begin on the 
farm and to apply to all aspects of farm animal care within our supply chain.
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 Our Values
 We have very big dreams for our company and 
aggressive goals for employees.

 We set clear company objectives to support 
employees  in achieving their goals. Employees of 
 Restaurant Brands International and its  affi liates 
 are in turn accountable to our shareholders and to 
our company as a whole.

 We vest individuals with the power to achieve their 
goals  in a sustainable way; we don’t cut corners. 
We foster a culture of ownership, where we are all 
charged to make  a difference.

 We reward exceptional performance.

 We are motivated and excited by the challenges 
we face. We persist through the ups and downs 
and celebrate  our successes and achievements. 

At  Restaurant Brands International, we may have two iconic brands 
but we have one amazing culture that is supported by our values .

BEST PEOPLE

Days In Restaurant
At  Restaurant Brands International, an essential component to supporting 
employee engagement is fostering  a company-wide understanding of how we 
interact with the most important part of  our business: our  Guests. Every year, 
each employee of  Restaurant Brands International  and its affi liates around  the 
world experiences two days working as a  Restaurant  Team  Member in either a 
 TIM HORTONS

® or BURGER KING
® restaurant.   

Global  Talent Development Programs
We understand the importance of recruiting and retaining top talent. We do so 
through  two competitive programs offered  at the corporate offi ces of  Restaurant 
Brands International and  its affi liates .

       The Leadership Developm
ent Program

  offers new graduates the opportunity 
to take on real-world challenges by tackling projects at Restaurant Brands 
International or one of its affi liates that are critical for success.  

The MBA Leadership Program
  is an opportunity for successful applicants 

to explore fl  exible career paths at Restaurant Brands International or one of its 
affi liates, limited only by their own ambition and performance.

Sum
m

er Internships within each of these programs provide top undergraduate 
and MBA students with hands-on learning at Restaurant Brands International or 
one of its affi liates, allowing students to gain further insight into their potential 
career paths as they continue their education. Interns who demonstrate strong 
performance have the potential to be offered entry into either the full time 
 Leadership Development Program  or  MBA Leadership Program.
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  Employee Training and Engagement 
at  Restaurant Brands International 

BEST PEOPLE

Training
Problem

 Solving Methodology (PSM) ensures that our efforts generate real 
breakthroughs that address the root causes of our toughest problems. Our various 
PSM trainings use classroom courses, interactive exercises and projects, as well 
as coaching, to develop problem -solving expertise among  employees of  Restaurant 
Brands International  and its affi liates.   

•  W
hite Belt – Two-day program focused on process identifi cation, mapping, and 

continuous improvement

•  Yellow Belt – One-week course focused on remediating challenging business 
problems by identifying root causes with statistical tools and action planning as 
part of the problem -solving cycle

 •  Green Belt – Advanced techniques in process improvement and design and 
root cause problem -solving delivered through intensive one-on-one coaching 
over 3–4 months

•  Black Belt – Application of Six Sigma methods to solve complex quantitative 
business problems and mentorship of Green and Yellow Belts 

Engagem
ent

At  Restaurant Brands International, we also conduct an annual employee 
engagement survey for all employees of  Restaurant Brands International and 
its affi liates on all aspects of their work. We look at what we’re doing right and 
opportunities for improvement. We then develop action plans and set initiatives 
for the following year. This methodology helps us be accountable to develop  
our company as well as employees. We follow up on progress throughout the year 
by working with focus groups, conducting short surveys , and holding Town Halls, 
where employees can voice concerns and propose solutions to the challenges 
we face.

As important as it is to recruit employees who embody our values, it is equally 
essential to track employee engagement and training to ensure that everyone has 
the tools they need to succeed.

Looking Forward ����In 2016, all corporate em
ployees of  Restaurant 

Brands International and its  affi liates will be trained in the W
hite 

Belt program
 to increase the problem

 -solving expertise throughout 
our com

pany.
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COMMUNITIES

Our two iconic brands,  BURGER KING
® and  TIM HORTONS ®, 

have a long history of giving back to communities.  

Overview
 TIM HORTONS

® proudly supports communities , and 
the Tim Horton Children’s Foundation is the  brand’s 
largest community investment. The Foundation was 
established in 1974 in Tim Horton’s memory to 
honour his love for children and desire to help those 
less fortunate. All Foundation camp experiences are 
provided at no cost to campers or their families.

 

Programs
Sum

m
er Cam

p Program
 TIM HORTONS

® Restaurant Owners help to select 
children aged 9–12 from their local communities to 
participate in a 10-day summer camp experience or a 
7-day winter session during the school break in March. 

Schools & Com
m

unity Groups
Throughout the fall, winter and spring, the Foundation serves children and youth aged 
8-18 for a camp experience lasting 3–7 days in length. 

This program includes a signature model entitled the Com
m

unity Leaders Program
. 

This  program involves two four-day camp experiences during the school year, in 
addition to individual goal -setting initiatives and service projects that build capacity 
and youth engagement.

 Youth Leadership Program
This program is for past participants 
aged 13–17 and takes place over fi ve 
summers. During their 10-day session, 
participants develop leadership and life 
skills, gain insight into their personal 
development and set goals for the future. 

 Carolee House Bursary Program
Graduates of the Youth Leadership Program are eligible for fi nancial support through 
the Foundation’s Carolee House Bursary Program. Since the inception of this bursary 
program in 2002, more than  $6 million has been distributed to  Youth Leadership 
Program graduates in pursuit of their post-secondary goals.

Stay Connected & Be Inspired
 

The Foundation served m
ore 

than  5,600 children  through 
 the Sum

m
er Cam

p  Program
 

in 2015. 

The Foundation served  m
ore 

than 11,000 children and 
youth through  the  Schools & 
Com

m
unity Groups   Program

 
in 2015.

  In 2015, the Tim
 Horton Children’s Foundation served m

ore than 
17,500 children and youth.      

  In 2015, TIM HORTONS
®  Guests and 

Restaurant Owners from
 across 

North Am
erica helped raise m

ore 
than $12.4 m

illion  for the Foundation 
on Cam

p Day.   

More than 900 young people 
benefi tted from

 the Youth Leadership 
Program

 in 2015.
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BURGER KING
SM Scholars Program

The Foundation’s fl agship  BURGER KING
SM Scholars program provides scholarships 

to deserving students in North America. Since it began in 2000, the Foundation 
has awarded m

ore than 26,800 students with $28.3 m
illion (USD) in 

scholarship grants. 

Every year, BURGER KING
® Restaurant Owners support this program through 

in-restaurant fundraising , which are the largest fundraisers for the Foundation. 
Every dollar raised in these campaigns gets reinvested to directly help students in 
our communities.

Overview
Named after  BURGER KING

® brand co-founder James “Jim” W. McLamore, the  
BURGER KING

  McLAMORE
SM Foundation   helps build  brighter futures through education 

and providing hardship assistance to members of the  BURGER KING
® family. 

COMMUNITIES

 Room  to Read
Since 2012, the Foundation has partnered with Room to Read   to bring libraries, 
schools, literacy programs and children’s books to students throughout South Africa, 
Tanzania, Zambia, India, Cambodia,  Sri Lanka and Nepal.    

  More than 83,000 students are learning and reading books in their own 
language, m

aking literacy m
ore attainable and achievable in these com

m
unities.      

 

 The  BURGER KING
  McLAMORE

SM Foundation’s 
mission is to  make a positive impact in communities 
around the world.           

   Active in 33 countries, the Foundation 
has provided close to $30 m

illion 
(USD) to support education program

s 
around the world.  

 Community Learning Centers
In Latin America and the Caribbean, the Foundation brings literacy to  underserved 
communities through its partnership with TECHO, a youth-led organization focus ed 
on eradicating poverty by building homes and learning centers   .   

   

Learn More & Build Brighter Futures W
ith Us
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Global Days of Service
The  Restaurant Brands International Global Days of Service is an initiative to encourage all employees of  Restaurant Brands 
International and its affi liate s to go out into their communities, together, to serve in an education-related cause or complete 
a volunteer project. The goal of  each Global Day of Service is to  have employees volunteer and serve their communities for the 
same cause, making a unifi ed impact  as one company.

  In 2015, more than 1,000 corporate employees of Restaurant Brands International and its affi liates served their communities 
through this initiative in North America. Across Canada, more than 700 employees volunteered with the Tim Horton Children’s 
Foundation, and in Miami more than 300 employees impacted the lives of over 3,000 students.           

    

In 2015, the  TIM HORTONS
® 

Sm
ile Cookie program

 
helped raise approxim

ately 
$6.3  m

illion for   m
ore 

than 400 local charities 
across Canada.     

 In 2015, the TIM HORTONS
® Tim

bits 
Minor Sports Program

 supported 
m

ore than 317,000 children playing 
m

inor sports.    

   The  TIM HORTONS
® Smile Cookie program is a very unique way to fundraise for 

charities across Canada and the United States.  Each year, for one week during 
September,  TIM HORTONS

® restaurants sell special Smile Cookies and donate 
100% of the proceeds  from the sale of these cookies to local charities, hospitals 
and community programs.

BURGER KING
SM Financial Scholars Program

The BURGER KING
SM  Financial Scholars Program was launched in 2012, in partnership 

with EverFi, an innovative company that designs interactive digital learning modules 
and brings them into schools with support from external funding. The program

 
provides fi nancial literacy training to students in the Miam

i-Dade County area 
and has reached close to 15,000 students since being launched.

 TIM HORTONS
® Scholarship Program 

Designed to recognize  TIM HORTONS
®  Restaurant  Team  Members, this scholarship 

program emphasizes the importance of education, community service and leadership. 
In 2015,  TIM HORTONS

® provided a total of  220   $1,000 scholarships to 
Restaurant Team

 Mem
bers and their fam

ily m
em

bers. 

                      BURGER KING
® In-Restaurant Fundraisers

Many BURGER KING
® Restaurant Owners fundraise for local charitable 

organizations. The largest fundraisers have  been in support of the Jimmy Fund, 
benefi tting the Dana-Farber Cancer Institute, and the Veterans of Foreign Wars 
UnMet Needs Campaign. Other organizations that BURGER KING

® Restaurant 
Owners support include the American Diabetes Association, March of Dimes, 
Muscular Dystrophy Association and Toys for Tots, among many more.

COMMUNITIES

 TIM HORTONS
® Timbits Minor Sports Program 

The  TIM HORTONS
® Timbits Minor Sports Program is a community-oriented 

sponsorship that provides opportunities for kids aged four to nine to play house 
league sports. The philosophy of the program is not based  on winning or losing, 
but on learning a new sport,  making new friends and just being a kid.       

  Along with our Restaurant Owners, we believe we have an 
important role to play in the communities where we live and work.     
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THE ENVIRONMENT

 In North Am
erica, there are new energy and water conservation 

standards for newly built and rem
odeled BURGER KING

® and 
TIM HORTONS

® restaurants. 
     Some highlights of standards that our brands use in different combinations 
throughout regions of North America include:

• LED  lighting fi xtures  
• Motion sensors  for lighting
•  Clerestory windows at drive-thrus for more effective use of daylight 
•  High effi ciency rooftop units for heating and cooling
•   Roof materials with high refl ectivity to reduce the “heat island” effect and 

energy used for cooling 
•   Low-fl ow plumbing fi xtures       

         

Looking Forward ���� The BURGER KING
® brand will be updating its 

restaurant landscape guidelines in 2016 to include an increased 
focus on water conservation, including a requirem

ent to transition 
to the use of native plant species.     �                     

      �    Looking Forward  ���� Our restaurants –  working toward better  practices requires planning and good data. That’s why in  2016  we are  gathering 
data on the energy  and water  use in our brands’ North Am

erican restaurants  .  Developing a better understanding  of our energy and water 
consum

ption will help us to identify   areas  for im
provem

ent.  

At  Restaurant Brands International, we understand that changes in the 
environment need to be managed and we embrace our responsibility to 
do our part with respect to energy, water and waste .

  * Source: Based on data provided by the U.S. Energy Information Administration (Oct 2015).

 Vertical toasters have now 
been installed  in all corporate  
BURGER KING

® restaurants, 
which has resulted in the 
savings of  5,475 kW

h per 
toaster per year.      

  Each participating BURGER KING
® 

restaurant saves  nearly  30,000 kW
h 

per year using a new energy 
m

onitoring system
. That’s enough 

energy to power  approxim
ately 4 to 5 

Am
erican hom

es* for each one of 
these restaurants for an entire year.     
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As we strive to reduce  waste , one of the most important areas of action is tackling 
the waste generated at our brands’ restaurants. We are working towards this 
objective by seeking out new opportunities for reduction, reuse and recycling 
initiatives and improving our waste management practices in our brands’ 
restaurants and our corporate facilities.

Waste Innovation
 BURGER KING

® restaurants in North America have been focused on reducing waste 
associated with food and food production. One initiative that has been implemented 
in a number of  BURGER KING

® restaurants is to recycle used cooking oil. Participating 
restaurants recycle over 6,500 tonnes of used cooking oil each year, most of which is 
converted into biodiesel to help offset the use of traditional carbon-intensive fuels. This 
initiative reduces emissions equivalent to an estimated 3,175 family cars per year*. 

Highlights from Manufacturing and Distribution
In 2015, the  TIM HORTONS

®  coffee roasting facilities continued to make progress in 
fi nding new ways to divert waste from landfi lls.

With a great deal of innovation, the Ancaster facility achieved a waste diversion rate of 
93%. The team even found a way to recycle  a metalized plastic fi lm that had proven 
diffi cult to recycle in the past. In 2015, nearly 15 tonnes of this material was recycled 
into a form of plastic that can be used for products such as landscape edging. This is 
just one example of recycling post-consumer material into new products, or “closing 
the loop” on waste.

             

Following a strategy im
plem

ented in 
2015, the Guelph Distribution Centre 
in Ontario, Canada, now recycles m

ore 
than  12.2 tonnes  of plastic m

uffi n trays 
per m

onth.

 The Debert Distribution Centre in 
Nova Scotia, Canada, recycled m

ore 
than 22.6 tonnes of boxboard, 
corrugated cardboard and plastic 
shrink wrap com

bined in 2015.

*  Source: Emissions based on input from the National Biodiesel Board.

THE ENVIRONMENT

Waste Reduction
At  TIM HORTONS

®, waste reduction efforts include providing ceramic mugs, plates and 
bowls to dine-in   Guests in standard restaurants. Restaurants also provide a 10-cent 
discount incentive to  Guests when they use travel mugs for hot beverage refi lls. 

In instances where packaging and other waste cannot be reduced or avoided,  
TIM HORTONS

® is committed to working together with Restaurant Owners, stewardship 
organizations and municipalities to increase access to programs that divert these 
materials and keep them out of landfi lls. These include recycling programs for 
cardboard, beverage containers (bottles and cans), paper packaging and hot beverage 
cups. Composting programs are also key to waste diversion of coffee grounds and other 
organic waste. 

  



This Sustainability Framework has outlined our areas of focus and priorities for the near future. We will further demonstrate our commitment to sustainability by issuing our fi rst full 
report on progress in 2017 that will follow the Global Reporting Initiative guidelines. 

Although the journey before us will often be challenging, we will continue to work hard while acting responsibly and doing the right thing for our  Guests, our business, our 
employees, our communities and our planet.  

To learn m
ore about our brands, please visit:

www.bk.com
www.timhortons.com

  Our Journey Begins Here 



 

 

 
 
 
 
 
 

 

RESTAURANT BRANDS INTERNATIONAL  

OF BUSINESS  
ETHICS AND CONDUCT 

 

for Vendors 
  



 

 

  At RBI, we are committed, very simply, to "doing what's right." 
This means that everything we do to drive our key business 
strategies must be done with the highest standards of ethics, 
honesty and integrity. Our philosophy is simple: integrity, 
honesty and compliance with the law are not optional. When it 
comes to ethics, there is no compromise. 
 
RBI is a global citizen. We live and work alongside our 
constituents, and value their interests as our own. Fundamental 
respect for all people, and our planet, guides our corporate 
conscience. RBI is committed to diversity and inclusion, dignity 
for all workers along our entire supply chain, food safety and 
animal welfare, sensitivity towards the environment, and a 
spectrum of civic and charitable priorities that promote our 
shared future in the communities we serve. 
 
We also believe that our Vendors should observe the same 
philosophy in their actions and relationships affecting the RBI 
System. We appreciate that these Vendors are independent 
businesses that manage their operations and their employees 
in their sole discretion. We also recognize that our Vendors may 
operate in areas of the world where legal and cultural norms 
differ from ours. Even so, our Vendors provide the ingredients in 
our food, the equipment used to make it and many other critical 
inputs into our business. That’s why our commitment to “doing 
what’s right” simply can’t be achieved without the same 
commitment from them. That’s also why RBI has established this 
Code – to set forth the basic requirements that must be met by 
all Vendors. 

When we say “Code”, we are referring to this Code of Business Ethics and Conduct 
for Vendors. References to “RBI”, “us” and “we” mean Restaurant Brands International 
Inc. and its affiliates and subsidiaries. When we refer to the “RBI System”, we mean 
RBI and the system of restaurants operating under the Tim Hortons® and Burger 
King® brands around the world. When we refer to “Vendors”, we mean the vendors, 
suppliers and other third parties approved to do business with the RBI System, and if 
those Vendors use subcontractors to provide goods or services to us, then the term 
“Vendor” also includes those subcontractors. 

 T H E  C O D E  



 

 

  

Compliance with this Code is each Vendor's individual 
responsibility. It is also the responsibility of Vendors to ensure 
that their employees, officers, agents and subcontractors 
(including sub-assembly factories) comply with this Code. 
Accordingly, we recommend that Vendors regularly 
communicate this Code and its requirements to all parties who 
perform work on behalf of the Vendor for the RBI System. 
 

The provisions of this Code are intended only to confirm the basic requirements 
that must be met by Vendors to the RBI System and does not create third party 
beneficiary rights of any kind for any third party. The requirements set out in this 
Code operate in addition to, not in lieu of, obligations set forth in any agreements 
between a Vendor and RBI or its agents.  
 
In addition, Vendors are expected to observe the basic principles set forth in 
RBI’s Code of Business Ethics and Conduct for Non-Restaurant Employees, 
which is designed to ensure compliance by RBI employees with ethical 
guidelines and applicable laws and regulations (a copy of which is available on 
www.rbi.com). Vendors that have their own code of conduct for employees can 
meet this requirement through compliance with their own code, provided that it 
embodies the same philosophy and basic principles as RBI’s. 



 

 

 
 
 

 INTEGRITY  
 
 
Compliance with Laws and Industry Standards. Vendors are required to operate in full compliance 
with all applicable local and national laws and regulations in the jurisdictions in which they do 
business, including those relating to labour and employment, health and safety, human and civil 
rights, food safety, animal welfare and the environment.  Where industry standards are more rigorous 
than legal requirements, Vendors are expected to comply with the higher standard. 
 
Anti-Bribery and Corruption. Vendors must not pay bribes, accept kickbacks, engage in extortion, 
fraud or embezzlement, or take any other action that would violate, or cause RBI to violate, the 
Corruption of Foreign Public Officials Act (Canada), the Foreign Corrupt Practices Act (U.S.) or any 
other applicable anti-bribery or corruption laws or regulations.  
 
Conflict of Interest. Vendors are expected to disclose to RBI any existing or prospective situation 
that presents an actual conflict of interest or that could have the appearance of a conflict of interest, 
in relation to its role as a Vendor to RBI. This includes situations in which an RBI employee or 
contractor has an interest in, or economic ties with, the Vendor’s business, or otherwise attempts to 
obtain personal benefit by virtue of his or her position.  
 
Gifts and Entertainment. Working together means that there may be instances in which our Vendors 
engage in business-related entertainment with RBI employees or other representatives of the RBI 
System. There may also be instances in which small gifts or promotional items may be exchanged 
in the normal course of business. Such activities may be acceptable as long as they are reasonable, 
both in cost and scope, are conducted in the best interest of RBI in connection with RBI business 
and are not intended or expected to, and do not, influence RBI's business-related decisions.  
 
Confidential Information. In the course of their business relationship with RBI, Vendors may gain 
knowledge of, or receive access to, confidential information belonging to RBI. This includes 
information of a sensitive or proprietary nature, trade secrets and other non-public information. 
Vendors are required to safeguard and maintain in strict confidence all confidential information of 
RBI and must not disclose RBI’s confidential information to other parties, except as authorized in 
writing by an officer of RBI or when disclosure is required by law. In meeting this requirement, 
Vendors are expected to use at least the same degree of care to prevent unauthorized disclosure 
as the Vendor would use in respect of its own confidential information. In no event may a Vendor or 
any of its employees or agents take for themselves opportunities that are discovered through the 
use of RBI’s confidential information or use RBI’s confidential information for personal gain. Vendors 
are reminded that their obligations to RBI in respect of confidential information extend even after 
their business relationship with RBI has ended.  
  



 

 

Data Security. Vendors who receive access to sensitive information belonging to RBI or its 
employees, franchisees, guests or business partners are required to take all steps necessary to 
maintain the security of that data. Vendors are required, at a minimum, to comply with all applicable 
data security laws and regulations, and prevailing industry standards.  Upon request, Vendors 
should be prepared to share with RBI their data security policies and procedures and any applicable 
business continuity plans or practices.  

Intellectual Property. Any use of RBI’s trademarks, logos, domain names or other intellectual 
property by Vendors must be submitted to RBI’s Legal Department for approval prior to use. Vendors 
are also expected to respect RBI’s intellectual property and take steps to prevent its misuse.  
 
 

 
 
Food Values. We are committed to providing our guests with high quality and great-tasting food. Our 
unwavering commitment to food safety and food quality requires that our Vendors share in that 
commitment. At a minimum, Vendors must meet product quality and food safety standards 
mandated by applicable laws and regulations, must comply with RBI’s product quality and food 
safety requirements, and must meet or exceed industry standards for product quality and food 
safety. 

The Environment. At RBI, we embrace our responsibility to the environment, we are committed to 
doing our part with respect to energy, water and waste, and we expect our Vendors to do the same. 
All Vendors are required to comply with applicable local and national laws and regulations in relation 
to the protection of the environment. Vendors are also encouraged to establish procedures to 
manage, measure and, where possible, reduce factors related to their environmental impact, 
including energy usage, fossil fuel usage, water usage, wastewater and solid waste (including by-
products and hazardous waste), air emissions (including greenhouse gases) and handling of 
hazardous substances, and to provide reports on such procedures to RBI as RBI may request.  

Responsible Sourcing. We believe in responsible sourcing at all levels of our supply chain. Our 
commitment to responsible sourcing is demonstrated, in part, through our participation in beef 
sustainability initiatives and our establishment of the Tim Hortons Coffee Partnership. Our 
commitment also extends to improving animal welfare and working toward the elimination of 
deforestation. Further information about these initiatives and our commitment to responsible 
sourcing is available in our Sustainability Framework and in a number of other policy documents 
available on www.rbi.com. We expect Vendors to assist us in meeting our commitment to responsible 
sourcing. Upon request, Vendors are required to provide clear, timely and accurate reporting to RBI 
regarding the origins and facilities within their supply chain. Vendors are also encouraged and, in 
some instances, expected to demonstrate their own commitment to responsible sourcing by 
participating in initiatives and roundtables, and by putting into effect transition plans aimed at 
aligning their operations with RBI’s responsible sourcing commitments.1  

                                                      
1 In addition, Vendors approved to do business within the Burger King® System in the United States are subject to the terms 
of the Supplemental Policy Statement for Florida Tomato Growers attached as Appendix A to this Code. 



 

 

 CONDITIONS  
 
 
Wages and Benefits. Vendors must compensate their employees by providing wages, benefits and 
overtime premiums that meet or exceed the minimum legal requirements in the jurisdiction in which 
the Vendor is doing business, or the local industry standard, whichever is greater. If local laws do 
not provide for overtime pay, hourly wage rates for overtime must be at least equal to the rates for 
the regular work shift. Vendors must pay their employees in a timely manner, accounting for all hours 
worked, and must communicate to their employees the basis upon which their compensation was 
calculated. 

Working Hours. Vendors are expected to carry out their operations in ways that limit overtime to a 
level that ensures humane and productive working conditions. Vendors are required to follow all 
applicable national and local laws and industry standards pertaining to the number of hours and 
days worked by all employees who perform work for the RBI System.  Where there are no applicable 
laws, a workweek should be restricted to 60 hours, including overtime, except in emergency or 
unusual situations, and employees should be allowed at least one day off every seven days.  

Forced Labour. RBI believes that employment should be freely chosen. Accordingly, RBI has zero 
tolerance for involuntary labour of any kind, and will terminate its business relationship with any 
Vendor who uses involuntary labour or purchases from any subcontractor who uses involuntary 
labour of any kind. In addition, Vendors must not subject their employees to any restrictions on their 
freedom of movement unrelated to the conditions of their employment, including requiring their 
employees to surrender any government-issued identification, passports or work permits as a 
condition of employment.   

Child Labour. Vendors must comply with all applicable child labour laws, including those related to 
minimum age, hiring, wages, hours worked, overtime and working conditions. The minimum age for 
full time workers must not be less than 15 years of age, except as permitted in accordance with 
International Labour Organization practices.  

Diversity, Discrimination and Harassment. RBI values, honours and respects differences and 
diversity in its employees, franchisees, guests and Vendors. RBI expects Vendors to provide a work 
environment that offers equal opportunity to their employees and that is free from unlawful 
discrimination or harassment – one in which each employee is treated with dignity and respect. No 
form of discipline involving corporal punishment, abuse or harassment (whether psychological, 
sexual or verbal) is permitted, and disciplinary measures must comply with local laws and 
internationally recognized human rights.   

Freedom of Association. Vendors must respect the rights of their employees to associate, or not 
associate, with any group, and must comply with local laws regarding employees’ rights to freely 
join and form workers’ organizations.  Vendors must not threaten, penalize, or discriminate against 
employees based on union membership, or make employment conditional on relinquishing union 
membership or an agreement not to join a union. 



 

 

Health and Safety. Vendors are expected to provide all of their employees with a safe and healthy 
working environment and, where provided, living environment. Vendors must comply with all 
applicable laws regarding working conditions, including workplace health and safety, sanitation, fire 
safety, risk protection, and electrical, mechanical and structural safety. At a minimum, Vendors must 
provide potable drinking water, clean and accessible restrooms, adequate lighting and ventilation, 
fire and emergency exits, essential life safety equipment, emergency aid kits and access to 
emergency medical care. In addition, Vendors should establish their own health and safety policies 
and should take all reasonable steps to implement adequate health and safety measures to protect 
workers from workplace accidents and injuries.   

Employment Status. Vendors are required to comply, and to ensure their employees’ compliance, 
with all applicable immigration laws and regulations, and must only employ workers who are legally 
authorized to work in the jurisdiction in which the Vendor operates. Vendors are expected to verify 
their employees’ work authorization status, and to maintain records to support their verification.  
 
 

 

Acknowledgment. As a condition of doing business with the RBI System, each and every Vendor 
must comply with this Code. Vendors agree that providing goods or services to the RBI System 
constitutes an acknowledgment by a Vendor that it understands the requirements set forth in this 
Code, is in compliance with all requirements of this Code, and will continue to comply with such 
requirements during the time it is an active Vendor to the RBI System. 
 
Audits and Records. Vendors are expected to maintain appropriate records to demonstrate their 
compliance with this Code. RBI shall have the right to monitor compliance with this Code, including 
the right to conduct, or have its designee conduct, unannounced inspections of Vendors' facilities 
and records, and the right, in connection with such inspections, to conduct interviews of the Vendors’ 
employees. If RBI determines that any Vendor has violated this Code, RBI may terminate its business 
relationship with the Vendor or require the Vendor to implement a corrective action plan. 
 
Reporting Violations. Vendors are responsible for promptly reporting to RBI any known or suspected 
violations of this Code or the RBI Code of Business Ethics and Conduct for Non-Restaurant 
Employees, including any violations by an employee, officer, agent or subcontractor of RBI or a 
Vendor. To report a violation, please call RBI’s ethics hotline at 1-866-897-9770, or write to RBI’s 
chief compliance officer at 226 Wyecroft Road, Oakville, Ontario, Canada L6K 3X7.



 

 

 

 
 

BURGER KING CORPORATION (BKC) SUPPLEMENTAL POLICY STATEMENT 
FOR FLORIDA TOMATO GROWERS 

 
 

BKC Vendors are required to abide by all applicable laws, codes (including the Code) and 
regulations, including, but not limited to, any local, state or federal laws regarding wages and 
benefits, working hours, equal opportunity, and worker and product safety. BKC reserves the right, 
as a condition of continuation of approval, to conduct (or have its designee conduct) periodic, 
unannounced inspections of Vendors, their subcontractors and the facilities and business practices 
of each to verify compliance with these standards. In addition, BKC strongly encourages Florida 
Growers in the tomato industry to provide working terms and conditions similar to those provided by 
employers outside of the agricultural industry, and will conduct business with those Florida Growers 
that demonstrate consistent adherence to these higher standards. 
 
In the event BKC and/or the Coalition of Immokalee Workers ("CIW") receives a credible complaint1 
from a tomato Harvester alleging conduct by a Florida Grower that violates any applicable laws, 
codes (including the Code) or regulations, BKC and CIW will work together to investigate the 
complaint with no undue delay, and if it is determined that there are reasonable grounds to believe 
that a violation has occurred, BKC may revoke a Vendor's approved status unless the Vendor ceases 
to do business with that Florida Grower. BKC and CIW will also jointly refer the complaint to the 
applicable state or federal enforcement agency. If the applicable enforcement agency determines 
that a violation has occurred, and BKC and CIW determine that the violation was serious or 
systemic2, BKC will revoke a Vendor's approved status until such time that the Vendor remedies the 
situation to the satisfaction of BKC and CIW; provided that BKC shall have a reasonable time to 
transition purchases from that Vendor to provide for a sufficient supply of tomatoes for its business. 

                                                      
1 A credible complaint – The complaint, which cannot be anonymous but can protect the identity of the Harvester(s), should, 
through a description of the facts, indicate how relevant laws, codes (including the Code) or regulations have been violated. 
2 A serious or systemic violation – Violations listed in section 4 (Zero Tolerance) of the Agreement between BKC and the CIW 
dated May 23, 2008, shall constitute a non-exclusive list of serious or systemic violations. 


