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Moments Framework Cheatsheet Day-to-Day Moments*

15%  
Brand   
Moments 
Dressing up for  the 
occasion 

Occasions: Grimace’s 
Birthday, Big Mac 
Anniversary, Camp 
McDonald’s, Deals 
stuck in Time, etc.

15%  
Partnership 
 Moments 
Sharing the pen   

Share the pen: Famous 
Orders, CPFM Meal, 
Verdy, etc.

Day-to-Day Moments are the most common occurrences of the brand and play a pivotal role in building 
memory structures with our Fans. These Moments stand for the majority of interactions with our brand; 
they can still be surprising, but are closer to our core identity. Though they are closer to the core of the 
brand, new techniques can add fresh dimension and dynamism.

SurprisingFamiliar SurprisingFamiliar

.

70% Day-to-Day Moments 

Adding dimension & dynamism  

Sustaining: Core, Core Packaging, POP, Daily App Deals, LTO’s, 
Always-on, Corporate communication, etc.

The Moments Framework is the most essential, new strategic element  
in our Brand Identity. It demonstrates how our design tools are used across 
all moments. It ranges from Day-to-Day Moments, over Brand Moments,  
to Partnership Moments.



Voice

Tone of Voice

Masterbrand Overview Cheatsheet Day-to-Day Moments*

We believe there is 
a McDonald’s Fan in 
everyone.  

So everything we do 
is rooted in how our 
Fans interact with the 
brand. There’s huge 
power in the small 
truths our audience 
already knows: the 
moments, memories, 
rituals, behaviors that 
make this brand so 
special.  

We call these Fan 
Truths, and they are at 
the heart of our brand. 
There are hundreds of 
Fan Truths just waiting 
to be told. 

Key distintive assets 
that will be covered 
in the Masterbrand 
Cheatsheets: 

- The Golden Arches

- Sonic Identity

- Color

- Typography

- Food Photography

- Lifestyle Photography

- Illustrations

Our personality 
defines how our 
brand shows up in 
the world.

What makes a Fan Truth
Fan TruthsOverview Personality

Our brand promise is at the heart of everything we do.

Making Delicious, Feel-Good Moments Easy for Everyone.

Our creative principles guide our thinking and approach.

Continue to express the bold, 
simple essence of McDonald’s.  
If it doesn’t add, take it away. 
Negative space is a positive. We 
don’t follow category norms; 
instead, we define them.

Lean more into the future 
nostalgia that Gen Z yearns for, 
while also building new, modern, 
globally relevant memory 
structures. Continue to find ways 
of adding a playful wink that 
surprises and delights. 

Be flawesome and celebrate 
simple moments and 
imperfections that speak on a 
personal rather than corporate 
level. Play with context, scale, 
contrast, balance, movement  
and energy.

 Confidently  
 humble 

 Familiar yet  
 surprising 

 Flawesome 

new new

new

It is critical that this voice is consistent 
throughout all of our channels. From social, 
through to retail and campaigns. 

Authentic Witty

Thoughtful Optimistic



The Golden Arches Cheatsheet Day-to-Day Moments*

Golden Arches Day-to-Day Moments with the Golden Arches

We use our Golden Arches for everyday, functional communications and in straightforward, yet inspiring ways.  
Where the message needs to be more bold or resonate specific messages, some liberties can be taken, but we 
always start with the core Golden Arches: key word being “Golden.” And remember to always follow the Three 
Golden Rules (see next page). 

We all know the feeling of the Golden Arches. They are so 
much more than a logo, they are our brand beacon, an iconic 
asset and equity, and the inspiration for our Brand Identity.



The Golden Arches Cheatsheet (continued) Day-to-Day Moments*

Approval process

Please follow the below approval process: For the purpose of ensuring compliance and protecting the Golden 
Arches logo, you must gain Global Brand Marketing and Global Marketing/IP legal approval when treating the 
Golden Arches. Approval is required at concept stage, and for close-to-final assets. 

See detailed approval process here:  
https://me.mcd.com/guidelines/masterbrand/the-golden-arches

Perspective

Cropping

Repetition

Staging

Dimensional

Motion

new

Three Golden Rules

Keep these three rules in mind 
to ensure our Golden Arches 
stay iconic and unmistakable.

Note: The Three Golden Rules 
apply to all three types of 
Moments.

When referring to our brand 
icon in copy, we always say “the 
Golden Arches”, not just the 
“Arches”. The “Golden” is part 
of the brand icon name and is 
why we don’t allow it to appear 
in other colors.

Clearspace

Note:  The Golden Arches do not 
require ® or ™, except within our 
corporate website and similar 
applications.

Do not violate clear space rules. Do not use the Golden Arches 
too close to type, without proper 
clearspace.

X2X

2X

Clearspace is equal to the width of 
one leg of the Golden Arches.



Watchouts Cropping allowed for Day-to-Day Moments

Exception: Alternative crops 
may be used in photography. 
However, artwork must be 
approved by the Global Brand 
team.

When the Golden Arches are 
less obvious because of extreme 
cropping, reinforce the brand by 
using the Golden Arches mark or 
the Token. Required on out-of-
home activations only.

Do not crop treated Golden 
Arches in Brand or Partnership 
Moments.

Use the provided artwork to 
ensure consistency and maintain 
the integrity of the Golden 

Do not change the provided art 
work for the cropped Golden 
Arches.

Do not use animated or bouncing 
Golden Arches for still uses. They 
are reserved for animation.

Do not use use on backgrounds 
that compromise the legibility of 
the Golden Arches.

Do not cover the Golden Arches.

Do not flip the Golden Arches.

Do not apply drop shadows to 
the Golden Arches.

Do not use the Golden Arches as 
a mask for images or textures.

Do not treat the Golden Arches 
beyond recognition.

Do not use colors other than 
Gold for the Golden Arches.

Do not rotate the Golden Arches

Do not use a dated version of the 
modern Golden Arches.

Do not use the Golden Arches as 
letters or numbers.

Do not warp or stretch the 
Golden Arches (including in 
motion and animation).

Four cropped sets of the 
Golden Arches are available for 
download.

The Golden Arches Cheatsheet (continued) Day-to-Day Moments*



The Token Scale and placement Best practices

Scale and placement of the Token are flexible depending on context.  
Legibility of the Token ensures that our brand is immediately identifiable.

Use the Token in places where greater contrast  
and visual impact are needed.

Clearspace is equal to the distance 
between the leg of the Golden 
Arches and the edge of the Token.

Just right 

The Token provides contrast 
against the background image.

Just right 

The Token supports the Golden 
Arches and provides contrast.

No contrast 

The Golden Arches are difficult 
to see against the background 
image.

No contrast 

At small scale the Golden Arches 
get lost on white backgrounds.

The European Green Token is 
available for use in European 
Green markets only.

We use the stand alone Golden Arches wherever 
possible. In instances where scale, legibility and 
contrast pose challenges, use the Token as a 
stand in for our iconic Golden Arches.

Minimum height

Print 6 mm 
Digital 25 px

Place the Token in one of the 
corners of a layout.  

The exact corner placement and 
positioning within the quadrants 
are flexible, as indicated here. 
The preferred placements are 
bottom left or top right.

Note: The Token no longer requires ® or ™, except within our corporate 
website and similar applications.

The Golden Arches Cheatsheet (continued) Day-to-Day Moments*



Sonic Identity

Sonic Identity Cheatsheet Day-to-Day Moments*

Five-Note

This is our evergreen sonic asset.  
The visual and audio in this Day- to-Day asset should not be changed.

In Day-to-Day Moments, we make sure to use our 
Sonic Identity in its pure form where it feels the 
most applicable. It can be used in both visual and 
audio ways:

Visual: Lean into our iconic assets to create unmistakable 
expressions of our sonic identity for Day-to-Day Moments.

Audio: The mnemonic serves as an audio cue and sign-off to build 
brand recognition with our Fans.

Beyond our visual world, how we 
sound is just as important in the 
worlds that we look to build. The five-
note is one of our most overlooked 
equities, while being one of the 
most impactful. Its primary purpose 
is to serve as a moment of brand 
recognition at the end of work, but 
it can be brought to life in creative 
ways. Because it’s so iconic and 
recognizable, it gives us the freedom 
to reimagine it for the worlds we 
create. What it’s important is to make 
sure it maintains some connection to 
the original.

new new



Tagline Day-to-Day Moments with the Tagline Details for Day-to-Day Moments

Tagline Cheatsheet Day-to-Day Moments*

Our tagline is a powerful asset—it’s 
instantly recognizable, warm and filled 
with meaning to our Fans. It’s almost 
as recognizable as our Golden Arches, 
which is a pretty big deal. In fact, 
according to a recent WARC study, a 
brand’s tagline is the second-most 
powerful asset to drive brand growth. 
We still need to make sure to use it 
with purpose, as overuse will diminish 
its meaning.

A custom piece of artwork set in Speedee, it is most found capping 
a meaningful experience: whether it be an end tag on a commercial 
or on our packaging. Since it is punctuating other content and 
experiences,  it doesn’t need to be rendered or treated in any special 
way.  It shows up here just as its joyful, iconic self.

Make sure our tagline is used with purpose. Overuse will diminish its 
meaning. Showin’ it can be more powerful than sayin’ it.

Note: We want to encourage you 
to use “i’m lovin’ it” (or an approved 
local translation, if applicable for 
your market) for your TVC/OLV end 
cards, as shown here. The Tagline 
must sit centered below the Token. 
Please consult with your local Legal 
counsel which Tagline version is 
approved for your market.

Clearspace is equal to the height 
of the “o” of the word “lovin’.”

Minimum height

Print 3 mm 
Digital 8 px



Wordmark Day-to-Day Moments with the Wordmark Details for Day-to-Day Moments

Watchout  for Day-to-Day Moments

Wordmark Cheatsheet Day-to-Day Moments*

The Golden Arches welcomes Fans 
from afar, and our Wordmark greets 
Fans at the door. The custom set of 
type is an iconic secondary mark.

Everyone knows our name — we don’t always have to say it. Though it 
looks a bit like Speedee, note that this is a custom wordmark.

Our Wordmark is mostly reserved for horizontal restaurant fascias and 
corporate applications.

Make sure our tagline is used with purpose. Overuse will diminish its 
meaning. Showin’ it can be more powerful than sayin’ it.

Do not lock the 
Wordmark up with the 
Golden Arches.

Do not treat the 
Wordmark in any way.

Do not type out the 
Wordmark in other 
fonts, including 
Speedee.

Clearspace is equal to the height 
of the “o” of the McDonald’s 
Wordmark.

Color  

The Wordmark is only ever 
used in black or white.

Minimum height

Print 3 mm 
Digital 8 px



Color Cheatsheet Day-to-Day Moments*

Color Brand palette

Functional palette - limited use

Our brand is Golden: a color that 
captures a sense of authenticity and 
warmth that comes with not only 
eating at a McDonald’s, but interacting 
with our brand as a whole. 
Our palette is bold, simple and unmistakable. In Day-to-Day Moments, 
we focus primarily on our iconic core colors—Gold, Red and White to 
build familiarity. But, it’s not just the hues that are special: it’s also the 
proportions. Allowing for negative space reinforces our joyful simplicity. 
When the occasion calls for it, we can also use product-inspired colors.  

In Day-to-Day Moments, we can introduce Product IP colors when spotlighting 
a specific product.

Do not use Product IP colors in a way that leaves the product being featured 
ambiguous or unrecognizable. See the examples below for watchouts.

Do not use the wrong 
colors or too much of 
just one color.

Do not mix colors from 
different products 
together.

Do not introduce colors 
that are not associated 
with a product or the 
brand.

McDonald’s Gold
PMS
Coated 1235 C
Uncoated 122 U
CMYK 0.29.96.0
RGB 255.188.13
HEX FFBC0D

McDonald’s Red
PMS 2035 C
CMYK 0.100.95.0
RGB 219.0.7
HEX DB0007

McDonald’s 
European Green
PMS 350 C
CMYK 66.0.72.70
RGB 38.79.54
HEX 264F36

Inspired by melted cheese and crispy fries, our McDonald’s Gold is tasty, 
cheerful and bright.

Our use of Red is akin to our iconic fries dipped in ketchup.  
With our Red, a little goes a long way.

European Green is only available for use in existing European Green markets,  
the Token, and existing activations such as restaurant facias.

Using Product IP colors in Day-to-Day Moments

Watchouts



Accent colors

Color Cheatsheet (continued) Day-to-Day Moments*

Usage and Proportions

Accents of Red (or European Green) can be added through various 
techniques.

Primary color proportion 

While Gold is our primary brand 
color, it’s the combination and 
proportion of our colors that makes 
us unmistakable and visually 
distinctive.

Although we are a Golden brand, 
Red plays an important role. Be sure 
to include an accent of Red  in the 
Brand experience.

Accent color usage depends 
on your region. Some markets 
in Europe use European Green, 
whereas the rest of the markets 
use Red.

Not every single application will 
have the same balance of color. The 
overall color proportion of our brand 
includes plenty of breathing room 
with lots of Gold, and splashes of Red 
or (European Green) accents.

The length of consumer engagement informs our overall approach to color

Length of consumer engagement



Typography Use of Speedee

Typography Cheatsheet Day-to-Day Moments*

One global font. One global voice. 
Inspired by the Golden Arches, our 
brand font Speedee adds a touch of 
personality to everything we say. 

We always use Speedee for everyday, functional communications and in 
straightforward and clear ways.  In instances where the message needs 
to be more bold or resonate specific messages, some liberties can be 
taken to add dimension to the type, but we always start with Speedee.  

Typesetting

Limited use Print application

Digital application

Line spacing

Highlighting

Speedee Regular is great for subheads. 
Use Speedee Bold for emphasis.

Speedee Regular and Light are 
perfect for body copy and other 
applications where we’re conveying 
lots of information at once.

Though Speedee Bold is highly 
legible, it can be difficult to  
read in large amounts. Use Bold  
in body copy only for emphasis. 

Keep headlines 
short and sweet.

This leading is 
much too tight.

The leading is 
just right.

This leading is 
too spaced out.
Comfortable line spacing  
is important for legibility 
and consistency.

Italics are used for Latin 
words, movie titles, etc. 

Speedee Condensed is only for func-
tional purposes such as legal.

  On internal communications,  
McDonald’s Gold can be used  
as a highlight color to create 
hierarchy and add emphasis.

Core use of Speedee

Illustrative use of Speedee

new new



Feel-Good Design Legal Information Cheatsheet

This document contains exclusive, confidential and proprietary
information of McDonald’s Corporation and its affiliates and is intended
for distribution only to the McDonald’s System, including McDonald’s
employees, franchisees, agencies, licensees, suppliers, distributors
and affiliates, for use only in connection with McDonald’s business
and solely for the benefit of McDonald’s. The material contained in
this toolkit may not be copied, reproduced, disclosed or distributed
to anyone outside of the McDonald’s System without the prior written
permission from the McDonald’s Legal Department. 

ANY UNAUTHORIZED USE, COPYING OR DISTRIBUTION OF THIS
MATERIAL MAY LEAD TO CIVIL AND CRIMINAL PROSECUTION.

Advertising Clearance
Please contact your local McDonald’s country attorney, McDonald’s
Co-Op Attorney, or if no other counsel is available the McDonald’s
Corporation Global Legal Marketing/ Intellectual Property legal team
for legal clearance of any advertising materials to be used in your local
market, including television commercials, radio commercials, online
advertising, packaging and point of sale materials.

Local Activation
Please remember to work with your local legal counsel in customizing,
clearing and implementing any of the activation ideas suggested in
this toolkit in order to ensure that you are in full compliance with all
applicable laws. The activation ideas included in this toolkit have not
been cleared and/or legally reviewed for all laws with in all markets,
regions, cities and/or municipalities.

Important legal terms 
and conditions

Trademarks
The materials in this toolkit may include trademarks, slogans and
logos that are for ideation and discussion purposes only and that have
not been legally cleared for use in your market. Please contact Julie
Arizzi of Global Legal Marketing/ Intellectual Property legal team
(julie.arizzi@us.mcd.com) to confirm whether the proposed trademark,
slogan or logo is available for use in your market.

Use of Fonts
All fonts, including fonts that appear in printed materials, on packaging,
and on-screen in apps, websites, digital menu boards and other digital
media are generated by software code, and the software code may be
protected by third-party copyright. In order to use software code for
fonts, you may need to obtain a commercial use license from the font
owner, which will typically appear as a click-through agreement when
you attempt to download the font code. Often these click-through
agreements cover only personal or internal business use and not
external commercial use.

It is important that you consult with your local legal team to review
the terms and conditions of any such license agreements to make sure
that the license covers the way in which the font will be used. Whenever
possible, you should use a font for which McDonald’s already owns
unlimited global usage rights, such as Speedee. If you have any questions
concerning the use of fonts in digital media, please contact Eric
Gallender, Global Legal Marketing/ Intellectual Property legal team.

© 2024 McDonald’s
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