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POLITICS, LOBBYING AND DONATIONS
We support your right to participate in the political process as you see fi t. Your 
decision whether or not to contribute time, money or resources of your own to any 
political activity is entirely personal and voluntary. The Company will not compensate 
or reimburse you for private contributions.

Additionally, while engaging in the political process, you must make it clear that 
your views and actions are your own and not those of the Company. To protect our 
employees from unsolicited political pressure, we do not allow active campaigning 
for candidates or issues not related to our business on Company premises or on 
Company time. 

Employees are not permitted to represent the Company in political activities without 
specifi c clearance from the Company’s government relations department or general 
counsel. All contributions to political parties or candidates by or on behalf of the 
Company must be made with the approval of the Company’s government relations 
department or general counsel.

From time to time, the Company may decide to engage in lobbying activities in 
support of or in opposition to issues that aff ect our business. Lobbying may only 
take place with the approval of the general counsel or the government relations 
department. Using Company facilities, property or logos for political purposes is 
not permitted.   



CODE OF BUSINESS ETHICS AND CONDUCT | 23 

Government contracting: a special set of rules
If your job involves any type of business arrangement or contract with any 
governmental agency or entity, such as the military, you are required to know and 
comply with the laws and rules that specifi cally regulate such business arrangements. 
If you have any questions or uncertainty about these issues, please contact the legal 
department.

GOVERNMENT INVESTIGATIONS AND INQUIRIES
Committing to uncompromising levels of accountability and integrity means that 
we cooperate with all appropriate government investigations and inquiries. Every 
employee must follow established Company procedures regarding routine inquiries 
such as tax audits, workplace safety inspections and wage and hour audits. If you 
receive any inquiry, request or subpoena at work or home regarding Company 
matters, you must contact a lawyer in the legal department immediately. The law 
and this Code prohibit the making of any false or misleading statements in a lawsuit, 
investigation, application, fi ling or other similar situation.

INTERNATIONAL TRADE REGULATIONS 
Driving growth and profi tability by being a world-class franchisor also means 
that we must understand and comply with the laws and regulations relating to 
trade embargoes, boycotts and other restrictions involving foreign countries and 
businesses. Because laws relating to these issues are very complex, you must obtain 
approval from the general counsel before agreeing to any type of trade restriction. 

New country entry
There are many laws that aff ect doing business in a country for the fi rst time. The 
Company’s chief executive offi  cer must approve all new country entries, including 
restaurant expansions, new franchisees and other commercial transactions in a new 
country. You must also consult with a lawyer in the legal department about other 
required transactional procedures, approvals and due diligence requirements, including 
those in the new country entry and international business transactions policy.
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WE LOVE WHAT OUR BRANDS STAND FOR 
AND SO DO GUESTS
Our trademarks (for example, BURGER KING®, TIM HORTONS®, POPEYES®, 
WHOPPER®, TIMBITS® and LOVE THAT CHICKEN!®) are among our most important 
Company assets. They not only distinguish us from our competitors, but they also 
represent our hard-earned reputation for the highest quality food, restaurants 
and services.  

It is up to each and every one of us to protect the Company’s trademarks and 
domain names. To facilitate a consistent process for trademark and domain name 
clearance, the Company has established a global trademark and domain name 
registration and maintenance policy. Any use of the Company’s trademarks or 
domain names by employees, franchisees, agencies or authorized vendors must 
be submitted to the legal department for approval prior to use. To obtain updates 
regarding newly-authorized trademarks, logos and taglines, including whether they 
require a trademark designation, please contact a lawyer in the legal department.

OUR FRANCHISEES: IT’S ALL ABOUT RESPECT
Franchised restaurants are owned and operated by independent business persons. 
Our franchisees are an important part of our plan for success. Great franchisees 
who operate great restaurants mean more guests – and more visits. Our mission is 
to continue to build and maintain great relationships with the best operators in the 
business and always, without compromise, to treat them fairly and respectfully. It 
is also crucial that each of you conduct these relationships in accordance with the 
contracts between the Company and our franchisees. Special attention should be 
paid to the following:

The basis of a solid franchising relationship is recognizing that our franchisees, the 
people who invest in and operate restaurants all over the world, are our customers. 
The future of our Company depends on their success. We must not only recognize 
each party’s rights and duties under existing franchise agreements and laws, but also 
understand that we are here to fi nd ways to do things diff erently to make them better 
and support our franchisees, just like we respond to the needs of guests.

Life is too short 
for small dreams



CODE OF BUSINESS ETHICS AND CONDUCT | 25 

In certain countries, the Company must follow strict legal guidelines when a new 
or successor/renewal franchise is off ered or an existing franchise is transferred or 
terminated. If we do not comply with these guidelines, it may result in costly lawsuits, 
as well as civil fi nes and potential criminal prosecution.

Any fi nancial information given to a potential franchisee, developer or purchaser of 
a restaurant must be provided in compliance with applicable laws and with guidance 
from the legal department.

Franchises are granted for specifi c locations. No one other than the chief executive 
offi  cer of the Company is empowered to grant exclusive territorial rights. You may 
not discuss exclusive area, market or territorial rights with franchisees or prospective 
franchisees unless authorized by the chief executive offi  cer of the Company.

Questions about any of these issues should be referred to a lawyer in the legal 
department.
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WE BELIEVE THAT THE DELICIOUS, AFFORDABLE, AND 
CONVENIENT MEALS GUESTS LOVE CAN ALSO BE 
SUSTAINABLE
As one of the largest restaurant companies in the world, it is both our responsibility 
and opportunity to advance the issue of sustainability in the food service industry. In 
this regard, all aspects of our operations must be conducted in compliance with all 
applicable federal, provincial and state laws and regulations, as well as Company 
policies and procedures, pertaining to protection of the environment.

Company policies and procedures related to the environment are intended to 
promote identifi cation of opportunities to minimize our Company’s impact on the 
environment when making business decisions. Policies and procedures are reviewed 
regularly with the need for continuous improvement and employees are encouraged 
to make recommendations and report instances of non-compliance. 

Our food and drinks: not only great value for the money, but also the 
highest quality
Guests deserve nothing less than hot, fresh, high-quality food. In addition to meeting 
all quality standards, our products must be formulated, prepared and served in full 
compliance with all food, health and consumer protection laws. We must be sure 
that all product inspections, testing and related documents are accurate, timely 
and complete.

Aff ordable meals should also include real, high-quality ingredients. For us, real 
ingredients mean no colours, fl avours or preservatives from artifi cial sources. That’s 
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why our brands are working to remove ingredients from artifi cial sources from our 
food menus.

We are committed to providing guests with a variety of menu choices and 
continuously improving the nutrient profi le of our existing menu options. We also 
believe it’s important to provide guests with the information they need to make 
informed choices and are committed to improving access to nutrition information. 
We strive to make detailed nutrition, ingredient and allergen information increasingly 
accessible within our restaurants, as well as our mobile and online platforms.

WE RESPECT GUESTS AND CELEBRATE THEIR DIFFERENCES
We are a diverse group of hard-working, good people with a diverse group of guests 
who deserve our best at all times. That’s why we pledge to respect guests every day. 
We will not tolerate any mistreatment of a guest, including mistreatment based on an 
individual’s race, gender, colour, age, religion, national origin, ability/disability, sexual 
orientation, any other protected status or any other factor.

A SAFE AND SECURE ENVIRONMENT
Doing what’s right means ensuring that our offi  ces, restaurants and other Company 
facilities are always clean and safe. Our employees are entitled to nothing less. We 
take steps to prevent workplace accidents by following established safety policies 
and procedures, complying with the Company’s safety programs and strictly 
adhering to occupational safety and health regulations. Each of us plays a critical 
role in maintaining the quality and safety of the conditions in each Company facility.

Our commitment to safe workplaces means that under no circumstances will the 
Company tolerate any acts of harassment, discrimination or violence or other 
inappropriate or aggressive physical or verbal behaviour. This includes, but is not 
limited to, threatening or harassing remarks or comments, physical assaults or 
damage to another’s property. All complaints will be investigated in a timely manner 
and kept in strict confi dence. Any information shared about an incident or about 
a complaint will not be disclosed except when needed to protect an employee, 
investigate, take corrective action or as otherwise required by law.

Our commitment also means that the use, sale, possession, distribution, manufacture 
or transfer of illegal drugs on Company property or on Company time is strictly 
prohibited. Firearms and other weapons are not allowed on Company property 
unless applicable law provides otherwise.

For additional information, please refer to the Company’s specifi c policies related to 
health and safety.

If you have any questions about or know of any safety, health or environmental 
problems or violations, immediately contact your supervisor, the people department, 
risk management (insurance) department or a lawyer in the legal department.
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HIRING PRACTICES
Each person hired by the Company must have a valid authorization to work in their 
country of employment. Hiring managers must follow local immigration laws and 
the Company’s administrative procedures when processing government forms and 
documents related to employment. The Company also requires that all employees 
pay special attention to laws, rules and regulations that apply to the employment of 
minors. We have specifi c Company policies regarding these activities. If you have any 
questions regarding minors, please contact the people department or a lawyer in the 
legal department.  

Fraternization and employment of relatives 
We place great importance on teamwork. To build a strong team, everyone must feel 
they are being treated fairly and consistently. Otherwise, team morale suff ers. 

When there is a personal or family relationship between employees, especially if 
there is also a reporting relationship, it can create a perception that an employee 
might receive preferential treatment or favouritism. That is why we prohibit managers 
from directly or indirectly supervising any employee with whom they have a personal 
relationship. We also require all personal relationships between employees to be 
disclosed to the People team or our chief ethics and compliance offi  cer, to ensure 
that protocols are put into place to prevent the relationship from improperly 
infl uencing sound, objective business decisions. If such a relationship exists or 
develops, it must be disclosed to your people business partner or the chief ethics and 
compliance offi  cer, who will work with your management team to determine whether 
a change in reporting relationship or other action is required.

We discourage family relationships between employees, even if there is no direct or 
indirect reporting relationship. People department authorization must be obtained 
before making any such hiring, promotion or assignment decision.

For additional information, please refer to the Company’s confl ict of interest policy.
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COMMUNICATING WITH THE OUTSIDE WORLD
For both business and legal reasons, we need to send a consistent global message 
about the Company and our future plans to our shareholders, franchisees, guests and 
the public at large. That’s why we have a centralized corporate communications team 
responsible for giving each brand one “voice” worldwide. Our global communications 
must be consistent. If the media or any outsider contacts you for information about 
the Company (such as a position on a public issue, Company activities, legal matters 
or financial information), please explain that Company policy does not permit you 
to comment. Requests for information from financial and security analysts should 
be referred to the Company’s investor relations department. Requests for all other 
information should be directed to the Company’s communications department.

All public statements on behalf of the Company or any of the brands, including those 
made on social media, public speaking engagements and media interviews, whether 
“on the record” or “off the record,” must be approved in advance by the Company’s 
legal and communications departments. There are no exceptions to this policy.

For all other social media activities and engagement, consider whether or not you 
should disclose your affiliation with RBI or any of its brands, employees, suppliers or 
contractors. The Company encourages you to disclose your affiliation; however, please 
use your sound judgement  and remember to be truthful, ethical, act responsibly and 
in accordance with the Company’s corporate values and beliefs. Before posting or 
making any public statement, consider whether you could potentially damage the 
Company’s reputation or goodwill of any of its brands. If you are uncertain, you 
should not make the posting or feel free to contact a member of the Company’s 
communications department. Lastly, never disclose any confidential information and 
please make sure to disclose that any comments or posts are your opinion and do not 
necessarily represent the views of the Company or any of its brands.

WRAP-UP
The standards in this Code are general in nature and do not address each and every 
situation that you may confront. Remember, in difficult or uncertain situations, it is your 
responsibility to ask for guidance.

We take no ethical  
shortcuts of any kind




