
Restaurant Brands for G
ood 2021

24

In This Section

Our Objectives and Our Progress 25

Our Objectives 
and
Our Progress



  Our Tim Hortons, Burger King and Popeyes restaurants 
worldwide are subject to rigorous food safety 
inspection on a regular schedule.

  Plant-based burgers1 have now been introduced at 
Burger King in 70 markets.

  We are developing targets to improve the nutritional 
profile of menu options served at our restaurants 
around the world.

  An online nutrition information platform has been 
implemented for Burger King in the US and Canada 
and is being developed for Tim Hortons and Popeyes. 

  As an original member of the U.S. Children’s Food & 
Beverage Advertising Initiative and European Union 
(EU Pledge) programs, Burger King only advertises 
meals and products to children under the age of 12  
that meet established nutrition criteria in each 
respective geography.

  Our suppliers are required to be certified under the 
Global Food Safety Initiative (GFSI).

Food Safety
We provide guests around the world  
with safe, high-quality and great-tasting 
food, by maintaining industry-leading 
standards for vendor quality standards  
and food safety.

  In the US, Burger King has banned more than  
120 ingredients from the food menu, and is working 
toward offering a permanent food menu that is free 
of colours, flavours and preservatives from artificial 
sources, where possible.

  For Popeyes US, all chicken and eggs for batter  
come from Americans farms; red beans are grown  
in Colorado, Nebraska and Wisconsin.

  At Popeyes globally, chicken is marinated for at 
least twelve hours in bold and flavourful Louisiana 
seasonings, freshly breaded, then hand battered and 
fried with a crispy shatter crunch.

  Tim Hortons Canada is committed to brewing original 
blend coffee every twenty minutes and introduced 
freshly cracked eggs across the country in 2021.

  •In the US, the Whopper sandwich is always made  
to order, and tomatoes and onions are cut fresh  
every day. 

  At Tim Hortons Canada, milk, cream, butter, cheese, 
eggs, as well as potatoes for hash browns and wedges 
are sourced from within Canada.

1.  Patty made from plants, and cooked on the same broiler as beef 
patties. Contains mayo. May vary by market.

2.  Miami and Toronto Restaurant Support Centres, Tim Hortons Distribution 
Centres and Manufacturing Centres, and Burger King, Popeyes and  
Tim Hortons corporate-owned restaurants in North America as of  
Dec. 31, 2021. 3.  Certified sources defined as sources certified by at least one of the 

following certification bodies: Forest Stewardship Council (FSC), Program 
for the Endorsement of Forest Certification (PEFC) or Sustainable 
Forestry Initiative (SFI).

4.  As defined by the World Health Organization in Critically Important 
Antimicrobials for Human Medicine 6th Revision 2018.

5.  Based on 2021 volumes.
6.  Progress and conversion rates have been delayed because of the 

impacts of COVID-19 and other supply chain factors.
7.  Europe defined as excluding Russia & CIS.
8.  All palm oil directly sourced by the BURGER KING®, TIM HORTONS® and 

POPEYES® brands, and approved food products with greater than 1% 
palm oil/palm kernel oil as an ingredient, excluding third party branded 
products, as well as cooking oil and food products sold in Turkey.

Food
Serving high-quality and great tasting food every day

  In 2019 we joined in the launch of a three-year 
grasslands restoration program with Cargill and  
the World Wildlife Fund.

  In 2021, we joined the Supplier Leadership on Climate 
Transition consortium to engage and assist suppliers in 
accelerating climate action by addressing their own 
Scope 3 emissions.

  In April 2022, we announced our support of a  
five-year regenerative agriculture program in the 
Southern Great Plains with Cargill and the National  
Fish and Wildlife Fund.

  As of May 2022, we’ve purchased renewable  
energy certificates to cover 100% of 2021 electricity  
use for directly-controlled and our corporate owned  
or leased2 operations in North America.

  In May 2022, we purchased 40 Tesla Model 3 electric 
vehicles that will function as a pilot to validate their 
operational effectiveness within our car fleet.

  In 2021, we audited our global procurement practices 
against ISO20400 standards and are building 
frameworks for key commodities to embed sustainability 
as a key aspect of our procurement requirements.

  Our European7 and African markets are already 
compliant with our sow housing commitment today.

  As of today, the chicken used in approved products 
for both Burger King and Popeyes US is now raised 
without the use of antibiotics important to human 
medicine as defined by the World Health Organization.4 

  We established global broiler chicken key welfare 
indicators which will be used to measure farm-level 
welfare outcomes and will work with our suppliers to 
establish data collection and drive progress over time.

  In 2021, 87% of the palm oil within the scope of our  
Palm Oil Sourcing Policy8 was RSPO certified Mass 
Balance or better.

  Tim Hortons partners with Enveritas, who verifies  
100% of coffee purchases each year under a set of 
Social, Economic and Environmental standards that 
confirms responsible and ethical sourcing.

  In 2021 we worked with a US supplier to pilot a range 
of farm-level environmental enrichments in a test 
environment. Based on positive results to date, we are 
exploring next steps for testing at scale with US suppliers.

  Today in Australia, New Zealand, and the UK, whole 
eggs used at Burger King are produced by laying hens 
reared in cage-free systems.

  As of early 2022, pilot testing of reusable and 
returnable takeaway packaging has taken place  
at select Tim Hortons and Burger King restaurants  
in Toronto, Vancouver, and New Jersey.

  Over 75% of the fibre-based guest packaging across 
RBI comes from recycled or certified3 sources today.

  Cumulatively across Tim Hortons Canada and  
Burger King markets in Europe and China, an estimated 
1 billion traditional plastic straws will be avoided 
annually through transitions to alternative materials 
implemented in 2021.

Planet
Continuously reducing our environmental footprint

  Joining Burger King, Popeyes has phased out EPS 
foam from centrally-managed approved guest 
packaging globally as of Q2 2022.
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Supporting people and enhancing livelihoods

High-Quality Ingredients

Our brands continue to make substantial 
changes to their menus to embrace and 
promote high-quality, freshly prepared 
and locally sourced food.

By 2025:
•  Popeyes US is working towards banning 

120 artificial ingredients and offering a 
menu that is free of colours, flavours 
and preservatives from artificial sources, 
wherever possible.

Improving Choice, Nutrition,  
and Transparency

It’s important for guests to feel good 
about our food. We are working to provide 
guests with balanced menu options and to 
equip them with the information to make 
educated choices about their meals to fit 
their individual lifestyles.

Ongoing Goals:
•  Around the world, our brands have 

continued to expand options for guests 
looking for plant-based menu items.

•  We are targeting a 10% sodium reduction 
across our permanent à la carte Burger 
King US menu items that contain more 
than 2,000 mg sodium.

•  The Burger King brand remains committed 
to ensuring we advertise menu items that 
provide families with options suitable for 
even our youngest guests.

Our Workplace and Culture

We value an employee experience  
that empowers and inspires hard-working, 
good people. Our efforts to create an 
environment that brings out the best in 
every team member are ongoing and a 
priority across all levels of our organization. 

Ongoing Goals:
•  We offer continuous learning 

opportunities for our people throughout 
their career journey — through on-the-
job training, professional development 
programs, upskilling, formal education 
and on-demand resources.

•  We create a positive environment where 
people are competitively rewarded 
for their contributions, are given 
opportunities to lead, take risks, create 
and innovate. As a result, we're an agile 
company that always values the insights 
of our employees. We listen to feedback, 
take action and make adjustments to 
continuously offer a good experience and 
help drive the success of our teams.

•  Our wellness approach addresses the 
whole person. Financial, mental, and 
physical health are important for us 
to thrive and be at our best. We have 
various offerings around the world to 
support our people.

Diversity and Inclusion

We are committed to making our company 
more diverse; to creating a culture of 
inclusiveness and belonging where we 
demonstrate the importance of diversity; 
and we do not tolerate harassment, racism 
or bias.

Ongoing Goals:
•  We continue to review and update our 

Commitment to Diversity, which includes  
10 actions for becoming more diverse. 

•  We aim to continue achieving a score 
of 100% for RBI in the Human Rights 
Campaign Corporate Equality Index 
(CEI), recognizing the Best Places to Work 
for LGBTQ+ Equality.

  As of 2022, achieved a score of 100% in the Corporate 
Equality Index (CEI) for three years in a row.

  We care deeply about engagement and feedback.  
In 2021, we were recognized as a Great Place to Work 
in the US, Canada, Switzerland, and Singapore. We 
also were recognized as a Canada Great Place to 
Work: 2021 Best Workplaces in Retail and Hospitality.
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 Ongoing    Achieved

  During Camp Day 2021, restaurant owners and  
guests raised $12.4 million CAD for the Foundation —  
a major part of the nearly $22.5M CAD raised by the 
Foundation during the year. More than 300,000 youth 
from disadvantaged circumstances have been helped 
by Tim Hortons Foundation Camps over the past  
four decades.

  In 2021, over 290,000 youth registered to be supported 
by Tim Hortons restaurant owners through the Timbits 
minor sports program across Canada and the US. 

  Since its inception in 2005, the Burger King Foundation 
has supported nearly 300,000 children and families 
through education programs and employee 
emergency relief grants.

   Since 2000, Burger King has provided $55 million USD 
in scholarships to over 48,000 deserving high school 
seniors and Burger King corporate and franchisee 
employees, through the Burger King Scholars Program.

  A record-breaking $12.2 million CAD in just one week 
for more than 635 charities, hospitals and community 
groups in Canada and the US, during the 2021 Smile 
Cookie Campaign.

  Tim Hortons owners also raised nearly $600,000 CAD 
by selling a limited-edition Choose to Include donut, 
where 100% of the proceeds were donated directly  
to Special Olympics Canada to help empower over 
41,000 athletes to reach their full potential — in sport, 
and in life.

  In 2021, Popeyes purchased the cash equivalent  
of one million nuggets in gift cards from nugget 
competitors (including their own), to donate through 
The Popeyes Foundation to Second Harvest Food 
Bank Feeding South Louisiana. The initiative was 
created in hopes that the gesture would serve to make 
“piece” and say goodbye to the chicken wars across 
competitor brands.

  $1.6 million CAD was raised during the 2021 Orange 
Sprinkle Donut campaign in support of residential 
school survivors in Canada.

  At Tim Hortons, we know the power of teamwork. 
Restaurant owners and donation vehicles drop  
off free coffee and baked goods to thank and 
recognize those who serve our communities. In 2021, 
we proudly served over 500,000 individuals and nearly 
6,000 organizations.

  Established in 2017, the Popeyes Family Fund has 
provided more than $450,000 USD in grants impacting 
over 500 restaurant team members.

  As of March 2022, the Popeyes Foundation had 
officially donated over $1.2 million USD directly to 
support No Kid Hungry.

  In 2021, Tim Hortons donated over $215,000 CAD to 
the Hockey Canada Foundation’s Hockey Is Hers 
program, focused on recruiting and retaining girls in 
hockey, the development of female coaching, and 
supporting Canada's National Women's Team. 

Supporting Communities

Our brands and restaurant owners are 
committed to contributing time, talent  
and funds to build up the communities  
they serve.
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Climate Action

As one of the largest quick-service 
restaurant companies globally, we have 
an opportunity and an obligation to 
address climate change head on and  
our ambition is to become a part of  
the solution.

By 2030:

•  Reduce absolute Scope 1 and 2 
greenhouse gas emissions by 50%. 

•  Reduce Scope 3 greenhouse gas emissions 
intensity by 50% per metric ton of food and 
per franchise restaurant.

•  Transition 72% of corporate truck fleet  
to electric models. 

•  Transition 100% of our corporate car fleet 
to electric models. 

•  Procure renewable energy for 100% of 
electricity use for our directly-controlled  
and corporate owned or leased  
operations globally.

•  Procure 50% of electricity used globally 
by franchise restaurants from renewable 
energy sources.

•  Develop, formalize and incorporate green 
building standards into new build and 
remodelled restaurants.

By 2050:

•  Achieve net-zero emissions.

Packaging and Recycling

Packaging helps us serve our guests the 
food they love and working closely with 
suppliers, we are innovating to reduce 
our use of packaging, transition to more 
sustainable materials and help our guests 
to reuse and recycle.

Ongoing Goals:
•  Increase the use of reusable packaging 

alternatives.

•  Find opportunities to reduce material 
volume through innovative design and 
restaurant policies.

•  Increase the use of renewable and 
recycled materials.

•  100% of fibre-based guest packaging  
to be from recycled or certified sources.3

•  Reduce problematic or unnecessary 
plastics — those which are difficult to 
recycle or compost due to their format, 
composition, or size.

•  Work to make our guest packaging 
reusable, recyclable, or compostable 
within the markets in which we operate 
around the world.

By 2022:

•  Fully eliminate the use of expanded 
polystyrene (EPS) foam from approved 
guest packaging.

By 2025:

•  By end of 2025, phase out intentionally 
added PFAS from guest packaging.

•  By end of 2025, recycle guest  
packaging in restaurants globally,  
where commercially viable and  
where infrastructure is available.

Responsible Sourcing

We’re working to responsibly source  
the food we serve, which extends to  
our supply chain and the people, land  
and animals that may be impacted by  
our business.

Ongoing Goals:
•  We will remain committed to good 

antibiotic stewardship and reducing 
antibiotics important to human medicine 
(as defined by the World Health 
Organization4) in our chicken and beef 
supply chains.

•  Tim Hortons is committed to strengthening 
its approach to ethically sourcing coffee  
by partnering with Enveritas.

•  We aim to source pork raised without 
the use of gestation crates for pregnant 
sows for regions representing ~93%5 of 
our global pork requirements in the near 
future6, and in remaining markets by 2035 
or sooner.

2024:
•   In the US and Canada, we are working 

towards increasing broiler chicken welfare 
outcomes in line with the five freedoms  
and five domains of animal welfare.

2025:
•   We aim to use cage-free eggs in North 

America, Western Europe, Latin America, 
Australia and New Zealand representing 
~94%5 of our global egg requirements, and 
in remaining markets by 2030.

2030:
•  We aim to eliminate deforestation as 

defined by the United Nations Food and 
Agricultural Organization from our global 
supply chain.



www.rbi.com/sustainability

http://www.rbi.com/sustainability



