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> WELCOME TO McDONALD’S. The 35 million
customers who visit our restaurants every day
a re greeted by more than a million smiling
faces. They belong to the members of the 
c rew and management teams who bring the
M c D o n a l d ’s brand to life in more than 100
countries around the world, just like at this
restaurant in Caracas, Ve n e z u e l a .
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F O RWARD-LOOKING STATEMENTS. C e rtain forw a rd -
looking statements are included in this annual
re p o rt. They use such words as “may,” “will,”
“expect,” “believe,” “plan” and other similar 
t e rm i n o l o g y. These statements reflect manage-
m e n t ’s current expectations and involve a num-
ber of risks and uncertainties. Actual re s u l t s
could differ materially due to changes in: global
and local business and economic conditions; 
legislation and governmental regulation; competi-
tion; success of operating initiatives and adver-
tising and promotional eff o rts; food, labor and
other operating costs; availability and cost of
land and construction; adoption of new or
changes in accounting policies and practices;
consumer pre f e rences, spending patterns and
demographic trends; political or economic insta-
bility in local markets; and currency exchange
r a t e s .
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