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1 
Introduction
1.1 This statement has been prepared in support of an application submitted by McDonald’s Restaurants Ltd for a new Drive-Thru McDonald’s restaurant at Dearne Valley Parkway, Birdwell, Barnsley.  The site forms part of the Rockingham Phase 1 development.
1.2 The McDonald’s brand is globally recognised and, the company trades from over 1,280 restaurants across the UK (+90 in ROI) and has a workforce of approximately 125,000 people (+5,000 in ROI). Over 81% of restaurants are operated as local businesses by franchisees.  The restaurants are either located in high streets or town centres; on retail parks (whether in standalone units or in food courts); and standalone ‘roadside locations’.
1.3 McDonald’s has been trading in the UK since 1974.  Expansion of the portfolio was rapid during the 1980's and 90's and McDonald’s is now represented in most major cities and towns in all their differing formats.

1.4 The company has recently been undertaking a thorough review of its portfolio of restaurants and is seeking to increase its representation in certain key locations.  At the same time, McDonald’s has implemented a major brand refresh, both in terms of its product range and the design and fit-out of its restaurants.  This application forms part of that overall strategy. 

1.5 In this case, the application is for a freestanding McDonald’s restaurant and associated works to the site. The proposal, which is for both the sale of food and drink for consumption on and off the premises.
1.6 As part of the application process, pre-application advice has been sought from the local planning authority (Reference 2018/00080/PREAPP). Unfortunately, due to other priorities, a full response was not received prior to submitting this application.  There were responses from a number of consultees, which have been useful for inclusion within this report.
1.7 The design and scope of surveys and reports that accompany the application has been primarily shaped by the original outline permission granted at this site (2015/1118).
1.8 The following documents are submitted with this planning application, in line with the responses form consultations and the outline permission, in conjunction with the relevant policies of the NPPF 2019 and the Barnsley Local Plan, adopted January 2019 and the various Supplementary Planning Documents (SPD):
· Application form and completed certificates;
· The requisite application fee; £2,310.00
· Drawings: 
· 11627_AEW_8415_0001B_Location Plan

· 11627_AEW_8415_0002A_Block Plan

· 11627_AEW_8415_0003_Existing Site Plan

· 11627_AEW_8415_0004B_Proposed Site Plan 

· 11627_AEW_8415_0005_Proposed Elevations

· 11627_AEW_8415_0006_Proposed Floor and Roof Plan

· Existing and Proposed Levels (4200204-4101- Existing Levels & 4200204-100-P1 – Proposed Levels)

· Sequential Test
· Transport Assessment

· Delivery Management Plan

· Travel Plan

· Phase I Desk Study and Phase II Geo-Environmental Site Investigation
· Coal Mining Investigation Report
· Flood Risk Assessment, with details of the Proposed Drainage

· Drainage Maintenance Plan
· Details of the Roof HVAC Plant
· Construction Environmental Management Plan

· BREEAM Pre-Assessment, Materials Life Cycle Assessment (Carbon), LZC Feasibility Report, with details on carbon emissions;

· Details of the Electric Vehicle Charging Points

· Preliminary Ecological Appraisal Report 

· Landscape Plan with details of the Ecological Enhancement;

· Health Impact Assessment (HIA)

· Litter Management Plan

· Odour Control Specification

· Details and Specifications of the Play Frame Equipment, Patio Area furniture, Customer Order Displays (CODs), with canopies and Height Restrictor and Covered Cycle racks.

1.9 The remainder of this statement is structured as follows:
1.10 In Section 2 we describe the proposal, which includes an analysis of the site and the character of the area; the design process and the proposed development.
1.11 In Section 3 we set out the McDonald’s’ operational details in terms of normal hours of operation and servicing; other operational requirements and the extent to which McDonald’s may be able to be flexible in the operation of its standard business model.  

1.12 In Section 4 we consider McDonald’s approach to environmental sustainability including reference to its Corporate Social Responsibility statement, materials sourcing, approach to renewable energy, waste strategy and recycling.
1.13 In Section 5 we consider McDonald’s approach to employment and training and their involvement in the community.

1.14 In Section 6 we highlight the accessibility of the proposal.

1.15 Conclusions have been set out in Section 7.
2. The Proposal
Site Analysis
2.1 The application site forms part of the Rockingham Phase 1 development and is located adjacent to Rockingham Roundabout, which lies north of Dearne Valley Parkway (A6195) and approximately 0.5km east of Junction 36 of the M1. 
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Extract showing the position of the site (NTS)
2.2 The application site is identified on the Policies Map, 2019 as Urban Fabric – Land within the Settlement boundary of Hoyland with no specific allocation.  The site is located approximately 7km south of Barnsley Town Centre and the nearest Local Centre is Hoyland, which lies less than 1km south of the site.
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Extract from 2019 Proposal Map, with red circle identifying the site (NTS)

2.3 In line with local and national policy, a Sequential Test has been submitted, in relation to availability of other suitable development sites for this development, which will provide 65 full and part time jobs to the local area. 
2.4 Whilst not located within the town centre, the proposed site is suitable for the scale of proposed development and will provide a significant investment into the local area which will provide a complementary use and service to the surrounding area.  
2.5 The site contains the characteristics to run a successful drive-thru facility without affecting the vitality and viability of the town centre, the proposed development would include joint trips to the surrounding commercial and wider area, rather than additional trips, thus complying with local policies.  
2.6 Throughout this report, we set out the McDonald’s business model for drive thru restaurants.  This demonstrates that McDonald’s operates a highly efficient business model and that the footprint and plot size requirements are the minimum necessary to deliver the restaurants.  Indeed, various case law has stipulated that proposals cannot be segregated and as such this proposal needs to be suitably located for a drive-thru function. The proposed site provides sufficient vehicular access which is required for the intended business model.  
2.7 The immediate surrounding area has seen a number of new developments, which stem from the Outline permission granted in January 2015 for a mixed-use development (2014/1055) and later varied and approved in December 2015 (2015/1118).

2.8 Application Reference 2015/1118 related to “Variations of conditions 3, 4, 6, 10 and 12 of App 2014/1055 – Formation of access roadway and associated infrastructure (Full). Outline planning application for phased, mixed-use development comprising employment uses (B1bc/B8 with ancillary office B1a), hotel (C1) and /or car showroom/garage (sui generis/B2) and food and drink (A3, A4, A5) with associated infrastructure.”
2.9 Within the supporting information associated with this application, drawing 1146-105K highlighted the application site as Employment Uses, B1bc & B8 or Hotel C1 or Car Showroom Sui Generis Use (19m to ridge above FFL) and outside the “Good Neighbour Zone”.
2.10 The application site forms the last area that is currently undeveloped, within the Rockingham Phase 1 development, with the neighbouring plots having been developed with a range of employment uses to the north and northwest of the application site and drive thru restaurants and a pub/amenity restaurant to the west, which were approved as reserved matters applications.  Residential units lie west of the Rockingham Phase 1 development.
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Extract from Google Streetview
2.11 This full application relates to a drive thru restaurant and whilst the Use Class Regulations were updated in September 2020, to ensure that that the parameters of the outline permission (2015/1118) were incorporated within the design process, the use class from 2015 – A3/A5 was reviewed.
2.12 Condition 6 of the outline permission includes maximum floor space of each use class stating. “The development hereby approved shall not exceed a maximum of 18,400sqm of floorspace of which a maximum 2,280sqm (12%) may be food and drink (A3/A4/A5) uses……”

2.13 As stated above, three neighbouring developments have been built, which fall within these uses within the parameters of the outline application, which equate to 1,763.5sqm.

· 2015/1047 - Erection of a pub/amenity restaurant and associated landscaping - 1,157 sqm
· 2016/0083 - Erection of a split A3/A5 unit – 431.5 sqm
· 2017/0276 - Construction of restaurant with drive through facility and associated parking and landscaping – 175 sqm
2.14 The proposed GEA is 371sqm, thus the total floorspace will fall within the parameters of Condition 6.
2.15 The proposed development has considered the natural constraints of the site, including the changes in levels and access, to ensure that the proposal will fit into the area, in line with the outline permission conditions of 2015/1118.  Supplementary reports have been included to support this application, to demonstrate how any potential impacts can be mitigated, as summarised below: 
· Condition 5 – Details of the Finished floor levels have been included with Existing and Proposed Levels (4200204-4101- Existing Levels & 4200204-100-P1 – Proposed Levels)
· Condition 7 – Drainage Management Plan and Flood Risk Assessment (FRA) includes details of the proposal and the maintenance requirements and frequencies, in relation to all criteria of the condition, except the timetable of implementation.
· Condition 10 – Details of trips have been included within the Transport Statement

· Condition 12 – A Construction Management Plan has been submitted with details of the various criteria listed.

· Condition 13 – A Travel Plan has been submitted to support this application.

· Condition 16 – Details of the foul drainage has been included within the FRA and Proposed Drainage Plan.  The Water Authority approval will run parallel with the planning process.
· Condition 18 – An Ecological Assessment has been included with the submission, with biodiversity mitigation included within the landscape plan.

· Condition 10 – A Landscape Plan has been submitted to support this application.

· Condition 21 - Phase I Desk Study and Phase II Geo-Environmental Site Investigation has been submitted.

· Condition 23 – This site lies outside the “good neighbour zone” indicated on drawing 11462 105 REV K.

· Conditions 26 and 27 – Details of the BREEAM Pre-Assessment, AP Report and Design Stage Assessment Survey, with details on carbon emissions has been submitted.

2.16 Furthermore, the Coal Authority has highlighted that the application site falls within the defined Development High Risk Area and has requested a Coal Mining Risk Assessment (CMRA) during the pre-application consultation process, which has been submitted.

2.17 The access to Rockingham Phase 1 Development is via the Rockingham roundabout of Dearne Valley Parkway (A6195) and Sheffield Road. Cars will enter via this access and take the entrance to the drive-thru lane at the south of the site. The drive-thru lane extends to the west of the building, with car parking located to the north. 

The Design Process

2.18 In considering the design principles for this development, McDonald’s design team have taken into account the site specific design background of the local environs; the proposed use of the building as a restaurant; the amount of development proposed in relation to the surroundings; how the layout proposed fits within the urban grain; how the scale of the proposal sits within the site and relates to the urban form in the surroundings; and the overall appearance of the scheme including the soft landscaping proposed.

2.19 The footprint of the building has been designed to meet operational requirements as a freestanding McDonald’s restaurant, both for customers to eat within or outside of the building, or to take away from the premises.
2.20 Within the public part of the building are the dining area, counter and a corridor leading to male/female/disabled toilets.  The non-trading part of the property comprises of the kitchen and service counters, an office, drive thru booths (for payment and collection on the drive thru lane), a staff room, staff changing rooms, store, gulley, external store, freezer and chiller rooms and corral area.
2.21 McDonald’s Restaurants have long been considered one of the major influences in the quick service industry, constantly re-inventing themselves to the ever-changing public and social values/needs. Whilst not a planning issue, the proposed interior of the restaurant will provide a distinct modern feel with the exterior of the building reflecting this change in retailing.

2.22 The internal customer seating area has been carefully considered in relation to the predicted peak trade levels expected at the store. The floor space has a direct influence on the number of parking spaces required and the size of the kitchen thus predetermining set features of the development proposal.  These requirements can then be assessed against the considered site judging if such a location is suitable for the proposed operation of the restaurant from the outset.

2.23 If the initial volumetric design considerations all work and meet the operational requirements of McDonald’s, the proposed detailed design and planning work begins.
2.24 The “amount” of development proposed, (based on the operational characteristics of the specific restaurant) is then tailored to the site-specific circumstances and where relevant, the retail hierarchy of the surrounding commercial developments, all of which results in the final “amount” and volume of the proposed development.
2.25 The layout of the site is again partially controlled by the operational requirements of the new store, but of course the local circumstances and location of the site in relation to the surrounding area is key to the success of this proposal.
2.26 The layout considerations of the drive-thru lane and the entrance to the store need to be carefully considered in relation to access and organisation within the site, resulting in the final layout selected. The key layout influence on the final design has therefore been the location of the building within the subject site.  This influences the remainder of the built form, from car parking and landscaping to bin stores.
2.27 Each of the subservient design considerations take their lead from the location of the building and the surroundings and have direct influence on the final layout proposed.  These include:

· 
The bin store has been located within an enclosed area away from locations where they could be perceived to have an adverse impact on neighbours.  

· Disabled parking, Part M Building Regulations, has been located as close as possible to the pedestrian entrance to the building providing flush and level kerbs.  

· The patio has been located as close to the restaurant entrance as possible in order to limit the distance people carry trays.
· Safety barriers have been included in potential conflict areas within the development separating vehicle movements and pedestrians.

· Car park lighting and railings segregating outside seating areas are proposed. This assists in providing a safe local environment for both adults and children. 
· Easy and logical layout for customers using the drive-thru lane with clear directional signage.
2.28 Other standard elements, such as children’s play frames and fast forward lanes in the drive-thru lane, as well as pedestrian access are considered, in context to the site and the surrounding area, to establish positioning or suitability for the site.  Each of the above factors has been considered and, where necessary, the scheme has been revised to provide the final layout presented.

2.29 We have detailed above how the size of the store is determined; thus, the scale of the final design has a direct relationship to the size of the restaurant proposed.  There are two main considerations that influence the proposed design of the store:

· Corporate image
· Surrounding urban form
2.30 There is no doubt that corporate image plays an important role in the design characteristics of the building.
2.31 The restaurant and use proposed aims to create and reinforce McDonald’s new brand environment for customers and visitors which attracts people to McDonald’s Restaurants.  That said, other design considerations have also influenced the building.
2.32 McDonald’s have developed a wide variety of buildings during the past 45 years and their style is constantly evolving to reflect changes in architectural style and influence. While the company respect the heritage of their older buildings and the association of that built form with their brand, the style and methods of construction allow future alterations and modernisation of stores to be made over time.  The proposed building carries forward this view and whilst reminiscent of McDonald’s past architecture the proposed building has evolved to better integrate with the surroundings and reflect a new contemporary palette of high-quality materials. Integration does not of course mean that the building should echo the surrounding built form, but compliment that which is present and still fit with the urban grain. 
2.33 In keeping with the holistic design approach, the palette of materials selected for the building are modern and directly connected to the brand message.  Colours proposed are natural and neutral, and materials used are particularly high quality.  By using dark grey, timber effect aluminium and natural stone colours, the aim is to achieve a subtle natural feel to the building. The materials are a combination of mixed timber effect, contemporary grey block and stone effect panels all of which will provide both durability and future flexibility.
2.34 The proposed building has a distinctive glazed customer area which has been orientated to address the main frontage of the site.  This allows views into the bright and lively customer area providing and adding to the local urban form with the key active frontage. 
2.35 The dining area benefits views both into and out of the building, promoting natural surveillance by customers and staff alike. The drive thru lane is operated via staff located in service windows, thus covered by natural surveillance.  
2.36 The building footprint and site has been designed to minimise any potential hiding spaces and lighting proposed has been designed to avoid any dark spots.
2.37 Internally, the design concept is to create a bright, lively, modern and contemporary feel for visitors to the restaurant.  The proposed design achieves this through the colours and materials used. This in turn echoes McDonald’s brand image of a modern restaurant facility, achieving the design goals of the restaurant.
2.38 Landscaping is an integral element of the design of any McDonald’s store. The design philosophy of the landscaping reflects that of the building adding a modern and contemporary twist to the site appearance.  Whilst this may not be reflective of the surroundings, the design approach selected will create an interesting and vibrancy of style, forming a location of outstanding character. 
2.39 The materials used have been specifically limited to achieve this design style including the planting palette and materials used in the hard surfacing, the patio area and outside seating.  Reference is taken from the building and the materials used in its design.  This assists in providing a link from the external environs to the internal design of the store and confirms the holistic approach.
2.40 The outdoor area is landscaped and will provide an attractive outdoor space that includes furniture for dining outside on the patio.  In brief it incorporates:
· Hard landscaping areas with paving, including tactile paviours at pedestrian crossing points and railings to protect customers in the patio area from vehicles in the circulation areas.

· Planting species which will be located so as not to hinder site security, retaining views into the restaurant building.  It will enhance and soften the relationship between the building and the surrounding area and provide a high-quality setting for the restaurant.

· Seating will be provided within a patio area close to the entrance to the restaurant retaining dedicated pedestrian routes to and from the main doors.

· External lighting will be provided to assist the visually impaired, and increase the safety and security of the restaurant, but will also be designed to minimise the visual impact on the wider area.
2.41 McDonald’s will employ local contractors to maintain and manage both hard and soft landscaped areas on a regular basis.  The overall external appearance of the store is an important element and maintains and adds to the customers’ experience, and ultimately to the success of the restaurant.
2.42 Whilst the effective operation of the restaurant is key for both customers and McDonald’s, location and orientation of the building within the site is finitely controlled by the surrounding uses, built form and local environs.
The Proposed Development

2.43 Through the above design process, the proposed development comprises a modern freestanding single storey McDonald’s restaurant with drive thru facility (Class E/Sui Generis), car parking, landscaping and associated works, including customer order displays (COD) and a play frame.  Provision is made for take away customers, both from the counter and from the drive-thru lane.
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Example of the building approaching from the West on Dearne Valley Parkway (without the Patio Area at the front)

2.44 The restaurant has a GEA (including the corral and freezer chiller) of 371 sqm, and the GIA is 350 sqm, with a dining area or 80sqm.
	Key Areas
	Size

	Dining Area
	80 sqm

	Ancillary Public Area
	53.8 sqm

	Kitchen, Counter and Booths
	92.9 sqm

	Staff Areas and Storage
	93.8 sqm


2.45 The proposal includes 52No. car parking spaces, inclusive of provision for 3No. accessible bays and 2No. grill bays.  Furthermore, there are 3No motorbike spaces and 7No Sheffield customer bike stands under lightwood cycle shelter, for an overall provision of 14 cycle spaces, in accordance with the Council’s standards, and further referenced within the Transport Statement.
2.46 The Technical Officer for Pollution Control highlighted that 10% of parking needs to be installed with Electric Vehicle Charge Points (EVCP), in line with the Sustainable Travel SPD, 2019.  Whilst, the overall carpark provision at this store is 51No spaces, the parking requirement for this store is 38No spaces, in line with the Parking SPD, 2019, as identified in the Transport Statement.  The additional spaces allow for sufficient circulation of the car park for servicing of the store.  Thus, the overall requirement for EVCP is 4No. spaces.  The proposal includes 2No. EVCP and 4No. passive EVCP bays, which will have sufficient infrastructure that the EVCP can be installed, in line with the market demand.
2.47 The customer seating area comprises 97No. covers for visitors to eat their meals within a relaxed modern environment. The dining area will include a variety of seating types and table sizes tailored to the customers' needs.
2.48 This application includes the introduction of a fast forward lane, which will allow for a customer to pull forward to a third booth, if there is a small delay in the order, rather than driving through to the Grill Bays.  This allows the traffic flow to be retained through the drive-thru lane.  

2.49 An external play area, which will sit on the new patio area, with facilities for younger customers to climb and explore.  The structure is 3.5m high with a standard implementation footprint of 19.2m2.
2.50 The drainage techniques have been included within the Flood Risk Assessment.
2.51 Details of the odour control and maintenance schedules have been included with the application, which are in accordance with The Department for the Environment and Rural Affairs document –‘Guidance on the Control of Odour and noise from Commercial Kitchen Exhaust Systems’ - Section 4.7.5 - air is ejected vertically via an high velocity terminal at roof level, which ensures effective dispersal of odours into the atmosphere.
2.52 During the pre-application consultation period, the Designing out Crime Officer had highlighted some possible mitigation measures for the site.  The McDonald’s team have subsequently met with them on site (09/09/2020) to discuss and ascertain working directly with the South Yorkshire Police on this aspect, inclusive of CCTV and possible other measures, which will be finalised directly.
2.53 There is a large corral at the north east of the building, where all the rubbish is stored and managed for recycling in large containers, as shown on drawing 11627_AEW_8415_0006_Proposed Floor and Roof Plan.  This process is further reviewed in Section 4 of this report.  There is access via double doors for the delivery lorries and an internal door, which links the corral to the main restaurant for the crew members.  The corral is configured to optimise waste management, with a refuse compactor on site, to minimise the journeys required to remove the waste.
2.54 The corral is sited in an enclosed area integral to the building, so that the bins and storage containers will not be on view to the general public, with a dedicated entrance to ensure that the refuse and recycling operation can be affectively managed, with no impact to the overall aesthetics of the building, as shown on drawing 11627_AEW_8415_0005_Proposed Elevations.
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Visual of the Proposed building (Rear and Elevation on to the car park)
2.55 The Ecological Enhancement features identified within the design phase of the proposal, including invertebrate boxes and pole mounted Kestrel Box, have been incorporated within the Landscape Plan (16860-VL_McD_L01D).
2.56 Pedestrian access point has been introduced adjacent to the vehiclular access to ensure the safe passage of pedestrians from the surrounding footpath network to the restaurant entrance and patio area, this will assist the customers who have arrived on foot.
3. The McDonald’s Operation
3.1 The McDonald’s operational requirements has a direct correlation to the proposed location, size, format and layout of the design.

3.2 McDonald’s freestanding restaurants ideally operate 24 hours per day and 7 days per week, although there is some flexibility where specific amenity issues dictate otherwise.  The peak periods are usually lunchtimes, followed by evenings and breakfasts. 
3.3 To ensure uniformity throughout the world, all franchisees must use standardised McDonald’s branding, menus, design layouts and administration systems.
3.4 Servicing of the restaurant is undertaken by a dedicated distributer – Martin Brower, and will take place approximately 3 times per week, lasting between 15 - 45 minutes depending on the delivery required.  

3.5 Martin Brower has a delivery fleet of over 150 vehicles and services all McDonald's restaurants in mainland Britain.  Servicing McDonald's restaurants while they are open is a common practice and doesn't present any operational difficulties. Delivery times at lunch time (12:00 and 14:00) are avoided to minimise any delays in delivery, but this can be adapted to suit any site, i.e. control of delivery times in sensitive locations. Martin Brower uses a sophisticated computerised planning tool (Paragon) which enables the requirements for individual delivery destinations to be set and ensures that they are complied with on every occasion the delivery is planned. These utilise a multi-temperature vehicle which allows all the store’s requirements of frozen, chilled and ambient products to be delivered in one visit reducing the overall number of deliveries each restaurant receives and further reducing carbon emissions from deliveries for each store.  The restaurant will be allocated a 2-hour delivery slot, and the delivery will be planned within this.  Notification of the planned delivery time is e-mailed to the restaurant two days before delivery.  On the day of the delivery the GPS system linked to Paragon will automatically e-mail the restaurant 30 minutes prior to the vehicle’s arrival.
3.6 A representative from Martin Brower will visit the site prior to any new store opening and assess the designated delivery area. Any special requirements will be communicated to their transport and scheduling department but can be printed on to every delivery note taken by the drivers if necessary. 
3.7 Through this process of prior assessment and notification, Martin Brower and McDonald’s are able to arrange the best time for delivery at that restaurant, notify the restaurant of an accurate arrival time and, if necessary, ensure that any measures required within the parking area are employed in good time for the delivery arrival.  Typically staff at restaurants would put out their empty cages and bun trays (returns) to cordon off part of the car park (if deemed necessary by the Transport Assessment) for delivery before the visit to ensure that the vehicle can easily access the site and thus prevent problems within the site. 
Anti-social behaviour
3.8 The restaurant shall maintain a strict protocol for ensuring noise and disturbance is kept to a minimum. All shift managers shall receive conflict resolution training sufficient to ensure they can deal effectively with noise or anti-social behaviour. 
3.9 External complaints are also taken extremely seriously, and in extreme cases the restaurant manager will liaise with the Council and Police to discuss noise and behavioural mitigation measures if the current proposal is not effective. The restaurant management is keen to work in partnership with the local Police in order to prevent crime and disorder in the local area, this will include such tasks as providing witness statements to the Police in the event of disorderly behaviour, as well as providing CCTV footage for evidence.
3.10 The management team are trained to monitor the car park consistently, to ensure that customers who cause any undue disruption or noise are asked to leave the premises immediately, or if necessary, the Police will be alerted.  Further to this, the restaurant operates an extensive digital CCTV system with external cameras to monitor and deter anti-social behaviour. 
3.11 The CCTV system can also be used to capture footage of customers’ vehicle registration plates, in the event that they act in an anti-social manner or litter on the site. This footage can then be passed on to the Police or local council for further action.  Incidents of anti-social behaviour are kept to an absolute minimum through strategies such as staff training in dealing with issues, liaison with community police officers and use of CCTV cameras where necessary.
Nutrition
3.12 There are few restaurants in the country who can claim to have made so many positive changes to support healthier lifestyles.  McDonald’s believe that the lessons they have learned in making these changes can be used to support a wider drive to reduce obesity.
3.13 McDonald’s strongly believe that a business of their size has a responsibility to use its scale for good. As a consumer driven business, they work extremely hard to understand the lives of their customers, particularly families, and the role that food and drink plays for them. As a result, we are uniquely placed to help customers make informed choices and think carefully about the nutritional information we provide. 
3.14 McDonald’s customers are increasingly health conscious and careful about what they eat. Therefore, McDonald’s goal is to help them understand what they are consuming and to assure them that the ingredients have been sourced responsibly. When it comes to their food, they believe their role is to make it easier for customers to balance health, taste and value. That is why McDonald’s have built their strategy on three core principles: choice, information and improving the nutritional profile of existing products. That means:
· Providing people with a range of food that allows them to make a choice appropriate for any occasion, whether that is a treat or a healthy everyday option. 
· Providing Information to help customers understand what they are eating.  
· Reformulating their food products to reduce saturated fat, sugar and salt, while not compromising on flavour.
3.15 McDonald’s are proud of the impact they have already had in helping customers better understand their choices. McDonald’s have been providing customers with nutritional guidance for over 30 years and have included calorie information on their menus since 2011, at the time becoming the largest company in the sector to ensure customers have access to visible calorie information. Calorie information is clearly displayed under each item on the digital screens within McDonald’s restaurants and on their website and click and collect app and this information allows customers to select an order that fits with their own dietary plans and nutritional requirements. The information also allows customers to personalise the items in their order, such as replacing a hash brown with a fruit bag at breakfast or fries with a salad at lunch.
3.16 Reformulating existing items on the menu has been another area of investment. 54% of McDonald’s menu is classified as non-HFSS (not high in fat, salt or sugar) and 89% of items on their core food and drink menu contain under 500 calories. Over the last 5 years McDonald’s have removed 655 tonnes of fat, 266 tonnes of saturated fat, 157 tonnes of salt and 2,257 tonnes of sugar from the menu. 
3.17 The Happy Meal has also evolved. Today, 72% of items on the Happy Meals menu are non-HFSS, and in 2014, McDonald’s trialled “Free Fruit Fridays” resulting in 3.7 million portions of fruit being handed out.  As a result of that trial, discounted fruit is now available with every Happy Meal and in the last 12 months over 4 million Happy Meals were sold with a Fruit Bag or Carrot Sticks.
3.18 Recent years have also seen the introduction of new menu items. Porridge, salads and grilled chicken wraps now sit alongside menu items McDonald’s has traditionally been famous for, such as Chicken McNuggets, the Big Mac and the Fillet-O-Fish.  
3.19 Products classified as high in fat, salt or sugar - according to the UK Nutrient Profiling Model - are never marketed to children across any media channel, at any time of day. Since 2007, adverts featuring a Happy Meal have included food and drink such as carrot sticks, fruit bags, milk or water, and we restrict out-of-home advertising to avoid being within 200 metres of a school – double the industry standard. But McDonald’s also believe that advertising and marketing can play an important part in driving behaviour change. It can increase information and transparency, nudge customers towards certain food choices, and support further reformulation by driving sales.  
3.20 A recent initiative has highlighted this potential. In December 2017, McDonald’s launched their ‘Meals Under’ 400 calories and 600 calories offer, and in the past 12 months have seen a 102% rise in the number of side salads being purchased with a meal instead of fries. In total, there are over 400 ‘Meals Under’ bundle options for customers to choose from.
3.21 McDonald’s investment in digital self-order screens has also supported their customers in making informed choices. Since their introduction, and a review of how they present their menu, they have seen 1.3 million bottles of water purchased instead of a sugary drink and 1.4 million more Fruit Bags bought with a Happy Meal.  
3.22 McDonald’s have also changed their menu to reflect a growing desire from customers to see a greater number of vegetarian options. In 2019, they launched the Vegetarian Happy Meal Wrap and Spicy Veggie Wrap at 209 calories and 364 calories, respectively. Both items are not high in fat, sugar and salt and are Vegetarian Society Accredited. Their introduction means they are now better equipped to meet the requirements of this growing consumer trend.  
3.23 Demand for a wider range of options such as meat-free meals is growing, as is the customer expectation that Government and businesses will help them make informed food choices. McDonald’s will continue to lead the way by evolving their menu, ultimately working towards making quality, affordable food even more available in future.
Noise and Odour Mitigation
3.24 McDonald’s recognises the potential impact of noise and cooking odours on local amenity.  In response to these impacts, McDonald’s utilises an air extraction system which incorporates built-in Hi-Catch filters, which removes 98% of airborne grease at source. 
3.25 The importance of minimising noise is emphasised to staff, and ‘considerate neighbour signs’ and an Environmental Manual and audit systems are used to manage noise in the longer term.  McDonald’s can also employ a range of site-specific noise mitigation measures in response to amenity issues, if these are necessary. 
4. McDonald’s approach to the Environment & Sustainability 

4.1 At McDonald’s the overarching goal in terms of environmental and social policy is continuous improvement.  By implementing this approach, the aim is to achieve its mission of being the UK’s favourite family restaurant.  McDonald’s strive to achieve recognisable environmental sustainability through the measures identified below.  To assist with achieving its objectives, audit and training programmes have been developed, which are applied to all restaurants.
4.2 The design of the new building has been directly influenced by the solar path. The height of glazing and depth of the design elements allow the natural sunlight to be used to maximum advantage, which assists with the internal lighting of the restaurant and heat retention when cooler outside.  Conversely, when outside temperatures are warmer, the roof is designed to provide external shading which reduces internal solar gain.
4.3 The principle entrance to McDonald’s restaurants are designed to act as a ‘wind lobby’ the purpose of which is to reduce heat exchange thereby allowing the restaurant to remain warm in winter months and cool in summer months.  In doing so, this reduces as far as possible the need for internal temperature controls.  Furthermore, the external shell is designed to prevent air leakage and achieve the U-value required by current building regulation standards.
4.4 All restaurants have within them a sophisticated building management system to operate lighting, heating and air conditioning.  Low energy LED lighting systems are used in nearly all units.  McDonald’s kitchen appliances have standby reminders and we have introduced a metering system which measures the amount of electricity used in every half hour of the day. Restaurant Managers receive daily graphs to help them make energy saving adjustments. McDonald’s has improved its energy efficiency (measured as customers served per kWh of energy) by 22% between 2008 and 2012 and is continuing to make further efficiencies.

Renewable Energy
 
4.5 All new drive thru McDonald’s restaurants are supplied with electricity from 100% renewable sources, generated off site.  This far exceeds any potential on-site renewable generation. The supply is from a variety of sources, provided by Npower and is guaranteed until 2035.
McDonald’s “Gold Standards”

4.6 McDonald's have assessed their existing restaurants with environmental and energy consultants, ECOFYS, to investigate improved performance of the existing and new restaurant buildings. This has resulted in McDonald's setting Green building guidelines. This is a McDonald's European initiative and some elements are less appropriate to the UK, for example, solar impact reducers.  Initially a benchmark for existing stores was established and standards set for remodelling existing stores and new buildings, which are referred to as "silver" and "gold" standards.  
4.7 The silver standard was the original minimum requirement for refurbishing existing restaurants and proposed new stores and was the original mandatory target for all stores.  This includes:
· Lighting - rationalisation of lighting and reductions in required lux levels, including replacement of any tungsten filaments with compacts; installing sensor and photo-controlled lighting both within and outside of the buildings.  This includes re-lamping existing stores with the most energy efficient lamps available for the existing fittings.
· Water - Auto shut-off taps fitted to wash-hand basins in addition to flow control limited to 6l/min; replacement of urinals with waterless units and flush reduction measures fitted to cisterns where possible (5l flush). In addition, systems are leak checked with hot water temperatures reduced to a maximum of 60 degrees C. Pipes are checked for missing insulation.
· HVAC - Automatic closures fitted to all internal doors and draft-proofing fitted or repaired to all doors and windows, including the use of energy save reminder stickers in the back of house area. Fan units are controlled so that they are not required to run when ventilation is not required, and room sensor positions are checked and moved if necessary.
· Refrigeration - Improved air circulation provided to freezers where possible and "door open" alarms fitted to freezer/chillers.

4.8 The silver standard has now been superseded and application of the McDonald's gold standard is now the minimum requirement for refurbished stores and new builds.  The gold standard includes measures outlined in the silver standard above in addition to the following:
· System optimisers - minimum two of the following three items to be installed;
· Centralised electronic control panel for management of HVAC; extract fans; and internal and external lighting (including signs) all based on time, temperature and light levels;

· Gas condensing boiler with 90% energy efficiency. Electric only if gas not available;

· Heat recovery fitted to HVAC to provide minimum 50% of dining area demand;

· System economisers - All of the following are being considered as part of a rolling review and will be tested in the near future, unless restricted by local regulation; 

· Power factor correction equipment fitted minimising reactive energy consumption;

· WC's fitted with dual flush of 4.5l and 3l flushes (unless external drainage requires greater volume);

· Monitors fitted to plant with EFF1 rating;

· Variable speed drives fitted to HVAC plant;
· Solar impact reducers (where average daytime temperature (May to September) exceeds 24 degrees, the following are fitted as standard; 

· Sunshades to roof-top HVAC;

· 50% solar energy rejection and 90% infra-red rejection film fitted to all windows and screens;
· Consumption reducers - fitted on a site by site basis;
· Economiser fitted on HVAC to optimise "free heating/cooling";

· 90mm thick insulation panels fitted between grills and reach-in freezers;
· Install voltage control equipment where supply exceeds required voltage

4.9 Materials for the building have been selected to provide the required aesthetics combined with maximum durability and robustness. Whilst it could be argued that there is embodied energy absorbed into some of the products selected, it is envisaged that the requirement for replacement, maintenance and repair will be minimal during the building lifecycles, thus providing a good low level of energy input over the whole lifecycle.
Waste and Use of Recycled Material in Construction
4.10 Materials used for construction of the restaurant are suitable for recycling, and include aluminium clad panels, stone shields and concrete foundations.  Furthermore, concrete used for the external sub-base and foundations will be formed from recycled aggregates.

4.11 Materials for the building are selected to provide the required aesthetics combined with maximum durability and robustness. Whilst it could be argued that the embodied energy absorbed into some of the products selected, it is envisaged that the requirement for replacement, maintenance and repair will be minimal during the building lifecycles, thus providing a good low level of energy input over the whole lifecycle.
Suitable Urban Drainage System 

4.12 Responsible management of water is achieved through a variety of approaches. The implemented approach to the site drainage strategy will be reviewed during the design process. Measures to improve water usage, such as waterless urinals, are being utilised at a number of restaurants. In addition, the implementation of Environmental Biotech drainage systems, which will improve the quality of discharge water.

Minimising Transport Impacts and Reducing Carbon Dioxide Emissions

4.13 Cooking oil from restaurants is recycled into biodiesel using local collectors.  The biodiesel is then used as fuel by McDonald’s vehicles.  Biodiesel is now being used in all delivery trucks and results in a carbon saving of 8,200 tonnes per annum. Corrugated cardboard, some plastics and food waste are also back hauled using their distribution company, thereby negating the need for separate collection vehicles.

Waste Management

4.14 The McDonald’s Waste Management Strategy is based upon the hierarchy: Design, Reduce, Reuse, Recycle and Disposal.  Waste minimisation is promoted, for example, through the re-design of bun tray liners and specifying the use of light-weight bin liners.  Food wastage is minimised through the use of a computer system that monitors the amount of food served at given times of the day, resulting in more accurate preparation and ordering of stock.  
4.15 To further minimise waste, McDonald’s has joined the Valpak distributor take back scheme, which ensures that redundant equipment is recycled with accredited companies.
Recycling Strategy and use of Recycled Materials.
4.16 McDonald’s is committed to using recycled materials wherever possible, throughout the business. In the UK, approximately 90% of McDonald’s food packaging is made from renewable sources. Recycled paper and virgin fibres from certified sustainable forestry sources represent around 55% and 69% respectively of the renewable resources used. All of McDonald’s napkins and cup carriers are made from 100% recycled paper. The majority of the boxes used to package hot food (such as Big Macs®, Filet-o-Fish®, Chicken McNuggets®, Apple Pies, French Fries, and Happy Meal® boxes) are made from 72% recycled fibres. 

4.17 In 2019, the business took a number of steps to continue to lead when it comes to sustainable packaging and further address the issue of reducing plastic across the supply chain:  

· McFlurry Lids – the removal of plastic lids from McFlurry will see 385 tonnes of plastic removed from the supply chain each year.

· Salad boxes – the move to fibre based salad boxes last year will also see 105 tonnes of plastic removed annually, and the new salad boxes can be recycled with any other paper.

· Straws: Last year paper straws were rolled out across the entire estate - which can now be recycled with paper cups.

· Coffee cup recycling: Developed a process with suppliers James Cropper and Veolia to ensure that coffee cups can be recycled. There are recycling units in all Experience of the Future restaurants.

· McFlurry cup recycling: McFlurry cups can be recycled along with other paper cups in one of the many recycling points that has been established across the country through the collaboration of retailers including Pret a Manger, Costa and McDonald’s restaurants.

· Packaging recycling: 22k tonnes of outer packaging cardboard is recycled from restaurants every year - zero waste to landfill.

· Plastic: Now only 8% of the packaging used for McDonald’s products is made from plastic, with the majority already being made from fully certified fibre.

4.18 McDonald’s UK has a long-term goal to send zero waste to landfill by reducing operational waste, recycling as much as possible, and diverting the remainder to a more sustainable solution.  
4.19 In order to increase recycling rates further, new customer recycling stations are being installed in all new restaurants. The recycling stations will allow customers to separate paper cups, plastic bottles and cups, and decant liquids. The cups will be sent to a specialist paper cup recycler and the plastic will be recycled along with the plastic from the kitchens. With good levels of separation, McDonald's new waste procedures could generate a recycling rate of up to 65%, exceeding the European target.
4.20 Currently, McDonald’s collects cardboard for recycling from more than 95% of their restaurants, which diverts over 13,000 tonnes of cardboard per year from landfill. Delivery vehicles carry recyclable materials on return trips, backhauling over 80% of all cardboard. 
Litter

4.21 McDonald’s is committed to tackling litter in as many different ways as possible.  It is company policy to conduct a minimum of three daily litter patrols, whereby employees pick up not only McDonald’s packaging, but also any other litter that may have been discarded in a 150m vicinity of a restaurant. This may be expanded to suit local needs.

4.22 Litter bins are provided outside all restaurants, and packaging carries anti-littering symbols to encourage customers to dispose of litter responsibly.  Anti-littering signage is displayed within restaurants and car parks, and support is given to Keep Britain Tidy, Keep Wales Tidy, Keep Scotland Beautiful, Keep Northern Ireland Beautiful and Capital Clean–up.

4.23 McDonald’s is a founding member of Keep Britain Tidy’s Love Where You Live anti-littering campaign. The company organises regular clean-up events in local communities and raises awareness of the anti-littering message through its 1,280 UK restaurants. This has seen McDonald’s carry out over 3,000 events across the country involving over 50,000 volunteers. Individual restaurants also undertake their own anti-littering initiatives, such as litter picking sessions in local parks and open spaces with local community groups.

4.24 A majority of McDonald’s restaurants have a ‘Planet Champion’ who has the responsibility to help raise awareness of ways to be more environmentally friendly. The little changes that these Planet Champions have introduced have made a huge difference to reduce the energy that McDonald’s use. Planet Champions are also responsible for organising litter events alongside the local community.

5.  Employment, Training & the Community
5.1 McDonald’s employs around 125,000 people across the UK, with a mix of all ages and life stages.
5.2 People are at the heart of the business and, as a responsible and proud employer, McDonald’s are committed to investing in them.  To ensure the needs of all staff are met, and so attract and retain the best talent, the range of employment options has been expanded. In 2017, the Guaranteed Minimum Hours Contracts (GMHC) was rolled out to all UK restaurants, following a pilot project in 2015. 
5.3 This followed an extensive consultation with staff, including workshops between July and December 2017 that were attended by both restaurant crew and managers. These contracts mean that hourly paid employees are now offered a choice over whether they want to stay on a flexible contract, or swap it for a GMHC, where they would retain all their terms and conditions. The GMHCs currently guarantee a range of time commitments, from 4 to 40 hours with breaks factored in. Employees can top these hours up if they wish and the contracts are offered in line with normal working hours
5.4 Reward and recognition for McDonald’s employees and their contribution is a key priority. To help ensure they can attract and retain the best people, there are regular reviews of pay, benefits and training opportunities. 
5.5 The proposed restaurant is expected to employ more than 65 full and part time staff, primarily from the local area.

5.6 McDonald’s is committed to be a valued and responsible member of communities in which it operates. Alongside strong staff training programmes and environmental initiatives McDonald’s also supports Ronald McDonald House Charities (RMHC) and encourages young people to lead more active lives.


Training 
5.7 McDonald’s commitment to staff education incorporates both internal training programmes and externally recognised qualifications.  The McDonald’s training philosophy centres on career long learning – “from the crew room to the boardroom”.  McDonald’s is recognised as a “heavy lifter” by the Work Foundation as it recruits on the qualities not the qualifications of applicants. 
5.8 McDonald’s also provides an internal management training programme, which upon successful completion, allows the candidate to progress to Business Manager or Operations Consultant. Nine in ten of the Business Managers started with McDonald’s crew members and a third of the executive team started their career in one of the restaurants, as did many of the franchisees
5.9 Crew members also receive on-going training of which regular assessment forms a part. The ratings from these assessments are then discussed at each employee’s Performance Review. McDonald’s invest more than £43 million in training each year and those employed at the proposed restaurant would be given the chance to undertake training and development including the opportunity to gain nationally recognised qualifications in hospitality, literacy and numeracy
5.10 Key to delivering this is the company website for employees – “ourlounge.co.uk”, which acts as a support facility allowing online shift scheduling, providing career advice and an online learning programme. Critically, McDonald’s was given official awarding status by the Qualifications and Curriculum Authority in 2008, which affords the ability to develop and award its own nationally recognised qualifications.  The first qualification that McDonald’s offered is a Level 3 Diploma in Shift Management, which over, 8,700 Shift Managers have completed to date. 
5.11 From May 2017 McDonald’s began offering a new suite of qualifications providing flexible development routes throughout an employee’s career, including:
· A level Two Apprenticeship which is aligned to the entry level Crew role.  
· A level Three Apprenticeship which is aligned to the Shift Management position.
· A Level Six (BA Hons) Chartered Manager Degree Apprenticeship at Level Six which is aligned to their career path to become a Business Manager with Manchester Metropolitan University.
· Stand-alone Maths and English qualifications delivered by specialist teachers for Apprenticeship applicants without the necessary Maths and English skills to go straight onto an Apprenticeship. 
5.12 McDonald’s has an ambitious apprenticeship scheme and at the close of National Apprenticeship week 2020, McDonald’s celebrated reaching 300 Apprentice graduates. For 2020 alone, there are over 700 apprentices in learning, and one of the programs has received extensive recognition at the 2019 School Leaver Awards

5.13 As part of the global goal to remove the barriers to work for young people, McDonald’s have been working closely with Youth Employment UK and in November 2018 were awarded the YEUK Youth Friendly Employer Award. This is a quality kitemark that assesses organisations against the best practice framework. The award supports organisations to embed a youth-friendly employment culture to help create a motivated and diverse future workforce.  
5.14 McDonald’s have also continued to be recognized in 2019/20 by both the Times top 100 Graduate Employers and the Guardian UK300 Top Graduate Employers. 
5.15 The UK 300 lists the top 300 graduate employers, as voted for by students. An independent survey of university students is conducted to capture their opinions and attitudes towards employers and job hunting - 74,746 students and graduates responded. McDonald’s are listed 227th, 
5.16 The Times Top 100 Graduate employer rankings are compiled from interviews with over 19,000 graduates who left university in 2018, who were asked: "Which employer do you think offers the best opportunities for graduates?". More than 70,000 copies of The Times Top 100 Graduate Employers directory are distributed free-of-charge to student job hunters at fifty key universities across the country. Listed 88th this year.

5.17 McDonald’s have also been awarded at the School Leavers Awards 2019.  These awards celebrate the top employers for school and college leavers who offer the best UK apprenticeships and school leaver programmes; as well as those who excel in areas such as job satisfaction, career progression, training and company culture. This year we won in the following categories:

· Top Employer for School Leavers

· Top Employer - Small School Leaver Intake

· Top Employer - Hospitality & Tourism

· Best Job Satisfaction

· Best On-the-Job Training

Supporting the community

5.18 McDonald’s is committed to be a valued and responsible member of communities in which it operates. Alongside strong staff training programmes and environmental initiatives McDonald’s also supports Ronald McDonald House Charities (RMHC) and encourages young people to lead more active lives.
5.19 McDonald’s has a track record of enabling and encouraging young people to participate in sports, including a long tradition of supporting community football and Olympic sponsorship.
Football
5.20 Over the past 17 years, McDonald’s has been the Official Community Partner of the four UK Football Associations, providing financial support to improve the standards and growth of grassroots football across England, Scotland, Wales and Northern Ireland. Local employees and restaurants have also been involved.

5.21 McDonald’s Club Twinning was launched in 2008 and there are now over 900 restaurants twinned with local clubs, providing coaching and business support as well as providing thousands of players with donated kit and equipment. This partnership is set to continue.  

5.22 In March 2019, McDonald’s announced that they would be renewing their role as Official Community Partner of all four UK Football Associations for another four years.

5.23 This new programme has a target to provide 5 million hours of fun football for children across the UK by 2022 and to give over 500,000 children the chance to try football for the first time through the Fun Football ‘turn up and play’ sessions, Festivals and Activity Books, the majority of which are free to the public. Aimed at introducing 5-11 year olds to football for the first time, the programme will include introductory drills perfect for children with no footballing experience. 
5.24 McDonald’s have also launched an app with the Football Association, SuperKicks, with over 150 skills and drills to help children and their parents get stuck in to football anywhere, and an Activity Book to help children aged 5-8 chart their progress. 
5.25 The ongoing partnership will help ensure that McDonald’s can continue having a role in encouraging young people to have a lifelong love of sport and an active lifestyle.  To-date, the programme has included: 

· Training over 30,000 new qualified grassroots coaches 

· Supporting over 10,000 grassroots clubs via the UKFA’s club and league accreditation programmes

· Providing over 250,000 new football kits to kid’s teams across the UK

· Recognising over 5,000 local football volunteers, clubs, and projects to date via the nationwide Grassroots Football Awards programme


Ronald McDonald House Charities
5.26 Ronald McDonald House Charities (RMHC) is an independently registered charity which helps support families while their children are in hospital or a hospice. This is a difficult time for children and parents alike. The whole family is anxious, although parents often try and stay strong for the child's sake. What RMHC does is take away the inconvenience and expense of having to find accommodation near where their child is being cared for. It's an invaluable service.  Not only does it save parents considerable expense, but it also helps them focus on the care of their child. 
5.27 McDonald’s has been supporting RMHC for over thirty years. The first family House was established in 1974 in Philadelphia, USA. The idea spread, and in 1989, RMCC – Ronald McDonald Children's Charities – was founded in the UK. Early in 2006, this became RMHC as it is known today. It now provides 29 sets of family rooms in 15 houses across the country – all in, or in close proximity to, the grounds of UK hospitals and hospices. By 2016, the UK Houses had supported and given a place to stay to more than 60,000 families, helping to make the toughest times just that little bit easier.
5.28 The charity’s biggest source of income comes from the collection boxes in McDonald’s restaurants, through which customers give millions of pounds each year. In 2017, McDonald’s donated £3 million from collection boxes.  In 2019, the option of donating to RMHC via the in-store kiosks was introduced, which has significantly increased the amount donated by customers.
 
5.29 Besides giving the Charity access to its customers, McDonald’s provides direct support in the following ways:

· Portions of the annual operating costs for Ronald McDonald Houses are funded by McDonald's and owner/operators of McDonald's restaurants. 

· Franchisees partner with local Houses for promotional and fundraising events. 

· McDonald’s employees are dedicated fundraisers and volunteers. 

· Owner/operators participate in local management boards.
5.30 In 2017, a new 30-bedroom Ronald McDonald House was opened in Cardiff.
Farm Forward
5.31 As a big customer of British and Irish farming, McDonald’s buy quality ingredients from over 17,500 British and Irish farmers.  Farm Forward was launched to help create a sustainable future for these farmers and aims to address some of the challenges facing the sector.  It is built around five core commitments: championing quality produce; improving animal welfare standards in the supply chain; work and training opportunities for young people in farming; helping make environmentally friendly improvements to farms; and sharing knowledge within the industry.

5.32 In 2013, McDonald’s became the first large high street restaurant chain to use 100% RSPCA assured approved pork from British farms across its entire menu. They also use 100% Free Range eggs across the menu, for which a Compassion in World Farming Good Egg Award was won in 2015. 
5.33 Since the launch of Farm Forward, McDonald’s has funded a number of research projects to help farmers improve animal welfare on their farms. This includes FAI research to prove the welfare and economic benefits of providing tree cover to encourage free-range hens to roam freely outdoors, and to highlight the importance of early detection in tackling dairy cattle lameness. McDonald’s has made this research available free of charge to farmers across the UK. 

Local economic output

5.34 In Yorkshire and Humber, McDonald’s generated £305 million in economic output in 2017. The proportion of this economic output generated through expenditure with businesses in the region is greater than in other areas of the UK. McDonald’s source a range of food products from the region such as beef, pork, potatoes, and dairy products. Local farmers also benefitted from £37 million of income as a result of McDonald’s spending in 2017. Firms involved in the construction and refurbishment of their restaurants are also located in the area. 
6
Accessibility
6.1 Accessibility has been designed to meet the requirements of the Building Regulations 
6.2 Public access into the building shall be open during hours of restaurant ‘in-store’ trade, with the principle entrance being in the form of automated sliding doors via a windlobby. This provides a convenient access for all pedestrians. Safety sensors will be fitted to ensure that the door does not close against pedestrian traffic. 
6.3 The dining area is designed to best meet the aims and objectives of the Equality Act by providing a varied level of service to suit the widest possible range of needs. A variety of seating is provided both at ground and first floor level with high and low tables and a mix of fixed and loose seats. Floor and wall materials have been chosen not only to reflect McDonald’s brand but to provide good levels of contrast between surfaces for users with visual impairment. Circulation routes are provided throughout the seating area to promote access for all, including wheelchair users.
6.4 Due to operational and equipment constraints it is not possible for McDonald’s to provide a fully accessible counter, however a full access policy is in place throughout the company for members of staff to provide assistance to any customer who may require such. ‘Assisted access’ points are clearly signed within the dining area for customers to raise the attention of staff in such circumstances.
6.5 WC provision will be provided for customers of the restaurant with the space, layout and provision of these designed to meet the requirements of Approved Document M of the Building Regulations and shall generally include:
· Light action privacy bolts and lever action fittings where possible;
· Doors capable of being opened outwards in an emergency;
· Sanitary fittings that contrast visually with the wall/floor finishes (which shall also contrast);
· Emergency alarm systems within the accessible toilet;
· Grab rails and clear manoeuvring spaces;
· Flushing mechanisms shall be located on the transfer side of the accessible WC.
6.6 All corporate, directional or information signage has been designed in accordance with the recommendations of the Sign Design Guide and with reference to current good practice guidance and to give clear directions, information and instructions for the use of the building.
6.7 Visual and audible emergency warning alarms are to be provided.
6.8 Colour schemes will be chosen throughout in line with “Building Sight” principles. The building is well lit through a combination of natural lighting and supplemented with artificial lighting to provide a full spectrum.
7. Conclusion 
7.1 The relevant planning policy at national and local level have been reviewed and are supportive of proposals to develop a McDonald’s restaurant, with associated works at Dearne Valley Parkway.
7.2 Sustainable development lies at the heart of local and national policy and the various measures and incentives highlighted in Section 4 demonstrate that the parameters of these policies have been met.  This is further demonstrated within the BREEAM documentation submitted to support the application.
7.3 The application site relates to the final part of Rockingham Phase 1 development and provides a complementary use to the rest of this development and falls within the parameters of the conditions included on the Outline Permission 2015/1118.
7.4 The proposed development will provide over 65 jobs for the community. Details have been provided on McDonald’s efforts to provide opportunities for skills and training through their internal management training programme. Staff are given the opportunity to gain naturally recognised qualifications in hospitality, literacy and numeracy. 
7.5 The supporting information submitted with this application shows the analysis carried out within the design process, to ensure that the necessary mitigation could be designed into the proposal and submitted as part of this application.
7.6 Sufficient parking has been provided at the restaurant with accessible parking located as close to the restaurant entrance as possible. McDonald’s actively encourage more sustainable methods of transport which have been detailed in the accompanying Travel Plan.
7.7 The design and layout of the proposal is appropriate in the area. Natural and neutral colours and materials will be used on the building and throughout the scheme to ensure the site integrates easily with the surroundings. 

7.8 The site represents an appropriate location for a drive-thru restaurant, which will be well placed to offer refreshments to passing customers and those in the surrounding area.

7.9 In light of the above, we trust officers are able to support the application. 
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