




A CRYPTIC MISSIVE WENT OUT LAST SPRING TO 
all 3.6 m i l l i o n people w h o f o l l o w McDonald's 
on T w i t t e r . The t w e e t read, s i m p l y : " 1 0 0 % 
Fresh Beef+John Goodman = ASMR(ish)" 
and i n c l u d e d a l ink t o a v ideo. In t h e s p l i t -
screen c l i p , t h e Big Lebowski and Roseanne 
s t a r s tares i n t o t h e camera a n d — s o m e w h a t 
u n n e r v i n g l y — w h i s p e r s a carnal ode t o t h e 
f a s t - f o o d g i a n t ' s Q u a r t e r Pounder b u r g e r , 
accompanied by t h e sounds and visuals o f 
an a p p e t i z i n g - l o o k i n g p a t t y s izz l ing on t h e 
g r i l l . "Hey, you," Goodman m u r m u r s i n t e n t l y . 

"McDonald's new f r e s h - b e e f Q u a r t e r Pounder 
is h o t t e r and ju ic ier . I t ' l l leave you speech
less. I can a l m o s t f e e l t h a t j u i c e s i z z l i n g . . . . 
Oh baby, t h e m e l t e d cheese is h u g g i n g every 
corner o f t h a t g r i l l e d p a t t y . . . . That cheese 
is so h o t , so melty . " II ASMR videos, named 
f o r a u t o n o m o u s sensory m e r i d i a n response, 
t y p i c a l l y s t a r c a r e f u l l y p r i m p e d y o u n g 
w o m e n t a p p i n g on o b j e c t s and w h i s p e r i n g 
i n t o h i g h - e n d m i c r o p h o n e s w i t h t h e i n t e n t 
o f c r e a t i n g a pleasant f r i s s o n in v iewers , 

whereas th is one featured a large m a n w a x i n g 
near pornographica l ly about a burger. But the 
spot was a v i ra l h i t , quickly racking up more than 
3 m i l l i o n views. I t was t i m e d to the arr ival—at 
every one o f the res taurant chain's 14,000 U.S. 
outposts—of fresh, never-frozen beef patties i n 
its s ignature Quarter Pounder burgers, a change 
that execs say has been as seismic for the com
pany as the i n t r o d u c t i o n of al l-day breakfast, i n 
2015, or even the d r i v e - t h r o u g h window, w h i c h 
McDonald's began e x p e r i m e n t i n g w i t h i n 1975. 

(The n e w p a t t y is also available i n the chain's 
more p r e m i u m Signature Crafted Recipes l ine o f 
burgers, but not yet i n Big Macs or its basic ones.) 

Over the course of i n t e r v i e w s w i t h five top 
executives, I never once heard anyone m e n t i o n 
Shake Shack (110 U.S. locations) or In -N-Out (334 

restaurants) by name, but McDonald's has clearly 
been s t u d y i n g these chains—both of w h i c h serve 
fresh beef—along w i t h the ir m i l l e n n i a l custom
ers w h o don't find frozen patties appetizing. "We 
were hear ing f r o m consumers tha t o u r burger 
wasn't good enough, and we've seen a lot o f trends 
a r o u n d expectations of h i g h qual i ty , " says the 
company's new chief m a r k e t i n g officer, M o r g a n 
Flatley w h o arrived at McDonald's f r o m PepsiCo 
a year ago. "To be able to deliver that at the speed 
and scale of McDonald's was a unique opportuni ty 
for us," she says. 

Fresh beef is just one e lement o f a massive 
t r a n s f o r m a t i o n under way at McDonald's. Steve 
Easterbrook—aMcDonald's veteran w h o had also 
r u n B r i t i s h c a s u a l - d i n i n g chains PizzaExpress 
andWagamama—was elevated i n 2015 f r o m chief 
b r a n d officer to CEO at a t i m e of real crisis. The 
chain had been suf fer ing losses for six s tra ight 
quarters, w i t h net income d o w n 15% f r o m the 
year before. The iconic BILLIONS SERVED s igns 
didn' t quite start r o l l i n g backward, but between 
2012 and 2016, McDonald's forfei ted a s t u n n i n g 
500 m i l l i o n transactions i n the U.S., both to its 
typical competitors and a n e w w a v e of fast-casual 
spots l ike Shake Shack and Sweetgreen. "We'd lost 
a m e a n i n g f u l connect ion w i t h customers," says 
Easterbrook, w h o sounds a b i t l ike a y o u n g e r 
Michae l Caine. "They weren't excited about w h a t 
we were doing, and that w o u l d be fa ir ly universal 
o n a global basis. So we ra l l i ed a r o u n d a t u r n 
around p lan . " McDonald's stock is up 60% since 
Easterbrook took over, b u t i t has listed d o w n w a r d 
for m u c h of 2018 as same-store U.S. sales g r o w t h 
has cooled f r o m 4.5% to 3%. Consumers and in¬

a vestors alike are d e m a n d i n g more. 
* N o w t h e c o m p a n y a n d i t s f r a n c h i s e e s — 
5 owner-operators w h o t y p i c a l l y s i g n a 20-year 
I agreement for each restaurant and contro l more 
I t h a n 90% of the U.S. chain—are e m b a r k i n g u p o n 
I i t s b iggest i n n o v a t i o n test i n years w i t h the 
1 r o l l o u t o f the new Quarter Pounders. Can a com-
1 pany that's famous for its predic tab i l i ty succeed 
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i n se l l ing a fresh-beef h a m b u r g e r — w i t h all the 
logist ical and food-safety risks that entails—at 
the scale, speed, and price its customers expect? 

^ ^ ^ • ^ ^ ^ HE BRAND-NEW HEADQUARTERS 

9 o f M c D o n a l d ' s , a n i n e - s t o r y 
v open-plan office tower, are i n 

the rising Chicago neighborhood 
I o f the West Loop. F r o m 1971 

^ * u n t i l th i s past June, the c o m 
pany operated out o f a park l ike campus i n sub
u r b a n Oak Brook, I l l ino is , 20 miles outside o f the 
city. Now it's on a stretch of West Randolph Street 
that is currently Chicago's hottest restaurant row. 
"We felt l ike i t w o u l d get us closer to our custom
ers, closer to the compet i t ion , closer to the trends 

that are shaping society," says Easterbrook. Plus, 
he notes, it's good for recrui t ing: "The talent tends 
to be l i v i n g d o w n t o w n . " The y o u n g corporate 
employees t o t i n g Sweetgreen bags back across 
the street to t h e i r office d u r i n g a recent l u n c h 
hour—because w h o can eat McDonald 's every 
day?—demonstrate tha t Easterbrook's p l a n is 
already t a k i n g h o l d . Several t o l d m e excitedly 
about the expanded l u n c h options the new HQ 
w i l l provide. 

The McDonald's café i n the lobby of the b u i l d 
i n g has one feature y o u w o n ' t f i n d a n y w h e r e 
else: a ro ta t ing selection of regional i tems f r o m 
outposts a r o u n d the w o r l d , i n c l u d i n g a spicy-
chicken s a n d w i c h f r o m Hong Kong. The l i m i t e d 
avai labi l i ty o f these i tems has t u r n e d out to be 

a c a n n y m a r k e t i n g move, s p a r k i n g a f l o o d of 
social m e d i a interest and press coverage, b u t 
the space is also, clearly, a test lab. M e n u chief 
L inda VanGosen, w h o jo ined McDonald's f r o m 
Starbucks last year, w o r k s closely w i t h chefs 
and food scientists at McDonald's suppliers and 
keeps a close eye o n food trends, w h i c h have to 
reach a certain level o f mass appeal to make sense 
for McDonald's. She and her team also conduct 
e t h n o g r a p h i c research, i n c l u d i n g s h a d o w i n g 
customers to see h o w McDonald's fits in to their 
lives, and take w h a t VanGosen refers to as food 
safaris, eat ing their w a y across America . " I f we 
w a n t to find great coffee, w e ' l l probably go to the 
West Coast," she says. "For burgers, it's probably 
somewhere i n the South." 

A key ins ight she's learned is that w h a t con
sumers say they w a n t , and w h a t they actual ly 
buy, are t w o di f ferent th ings , w h i c h presents an 
interest ing challenge. "That's k i n d of the secret 
sauce," VanGosen says. "What's an e m o t i o n a l 
need y o u can answer?" 

The company had been receiving consistent 
feedback f r o m a wide range of consumers i n recent 
years—both via focus groups and f r o m unsolicited 
comments—that its beef patty, the cornerstone of 
its business, was subpar. But figuring out exactly 
w h a t customers f o u n d u n s a t i s f y i n g took t i m e . 
Eventually, McDonald's determined that the burger 
was too d r y and d i d n ' t arr ive h o t enough, and 
executives discerned that the culpr i t i n both cases 
was the f lash-freezing process the patt ies had 
been subjected to. "We looked at a lot o f t h i n g s -

raw mater ia l , fat con
t e n t , g r i n d — f o r t h e 
r ight taste and textural 
elements," VanGosen 
says, n o t i n g that th is 
w o r k began wel l before 
her arr ival . 

They found that the 
patty i tself didn ' t have 
to change, just the way 
it was handled. Keep
i n g the meat fresh and 
c o o k i n g each b u r g e r 
to order improves the 
eating experience i m 
mensely. "The g a m e 

changer t u r n e d o u t to be serving i t hot o f f the 
g r i l l , " she says, a d d i n g t h a t the never - f rozen 
patties cook i n 60 to 80 seconds—about a m i n u t e 
faster t h a n frozen ones—which also helps offset 
the added t i m e i t takes res taurant w o r k e r s to 
start cooking each burger as soon as it's ordered. 
McDonald's declines to reveal the costs associ
ated w i t h the new patty, beyond saying that i t is 
not appreciably more expensive to produce t h a n 
the frozen version, and that consumers won' t see 
an increase i n price. " I haven't seen data on this , 

THE COMPANY HAS 
HOMED IN ON ITS 
ESSENTIAL PRODUCT: 
A HAMBURGER, THE 
BIGGEST, BURGERIEST 
HAMBURGER 
MCDONALD'S SELLS. 



IN CRAFTING THE NEW 
QUARTER POUNDER, 

MCDONALD'S HAS 
SUBTLY IMPROVED THE 

ENTIRE SANDWICH, 
ADJUSTING GRILL 

TIME AND THE BUN-
TOASTING PROCESS. 

but i f I had to guess based on other restaurants, 
I d say i t costs McDonald's a l i t t l e m o r e , " says 
i n d u s t r y analys t M a r k K a l i n o w s k i , o f K a l i n -
o w s k i Equity Research. "But we're get t ing a lot o f 
evidence that they are se l l ing w e l l . " Ka l inowski 
says that the average McDonald's does twice the 
business of an average 
B u r g e r K i n g or W e n 
dy's. (Wendy 's , w h i c h 
has l o n g served never-
frozen patties, recently 
took the o p p o r t u n i t y to 
m o c k i t s b i g g e r c o m 
peti tor on Twitter: "Hey 
@McDonalds, heard the 
news. Happy #Nat iona l 
FrozenFoodDay to y o u 
f o r a l l the f r o z e n beef 
that's s t i c k i n g a r o u n d 
i n your cheeseburgers.") 

M c D o n a l d ' s b e g a n 
test ing fresh-beef Quar
ter Pounders nearly t w o 

years ago at res taurants i n Tulsa, O k l a h o m a , 
and Dallas, markets selected because they are 
serious burger country. The response was con
clusive: More than 90% o f customers d i s t inc t ly 
preferred the new burger. It's been a h i t w i t h crit
ics too. "The meat was tender, i t tasted fresh and 
delicious, w i t h that classic w h i f f o f black pepper 
McDonald's uses," said one Food & Wine review. 
"To boot, there was a nice b i t of char around the 
edges. S imply put , there was no d i s g u i s i n g the 
fact that th is meat is a fa i r ly s igni f icant upgrade 
f r o m McDonald's as usual . " 

I n a d d i t i o n to taste, today's restaurant-goers 
increas ingly care about the provenance of the 
food they consume. At Sweetgreen (91 locations), 
for instance, an employee wr i tes the names o f 
the farms that suppl ied the season's ingredients 
on a chalkboard i n the restaurant. Shake Shack 
publ i shed a cookbook last year that h i g h l i g h t s 
its local purveyors . W h i l e moves l ike these are 
impossible at the scale of McDonald's, the cha in 
has been t a k i n g gradual steps i n these upstarts ' 
d i r e c t i o n . The c o m p a n y c o m m i t t e d i n 2016 to 
u s i n g exc lus ive ly cage-free eggs by 2026. I ts 
ch icken is n o w free of most ant ibiot ics , w h i c h 
has been the p o l i c y i n the U.S. since last year 
( t h o u g h t h e H u m a n e Soc ie ty t h i n k s these 
changes don't go far enough) . McDonald's also 
recently announced it w o u l d stop u s i n g plastic 
straws i n the U.K. by 2020 and begin test ing al 
ternatives i n the U.S. Generally, the company has 
become more transparent about its sourcing i n 
the post-Fast Food Nation era, d i s tanc ing i tself 
f r o m the i n d u s t r i a l food processes i t f o r m e r l y 
employed that had so disgusted consumers, i n 
c luding incorporating " p i n k slime"—beef castoffs 
treated w i t h a m m o n i a — i n t o its burgers. 

. * - • « ' > »5*., 

But fresh beef is many orders o f m a g n i t u d e 
more cha l leng ing t h a n any m e n u update thus 
far, and more s igni f i cant to the company over
all . "We t h o u g h t , H o w do we m a k e the biggest 
dif ference to the most customers i n the short
est poss ible t i m e ? " says Easterbrook. Rather 
t h a n p l a y i n g defense against crit ics by a d d i n g 
a heal thful—and potent ia l ly u n p o p u l a r — o p t i o n 
to the m e n u , the company has h o m e d i n on its 
essent ia l p r o d u c t : a h a m b u r g e r , the biggest , 
burgeriest h a m b u r g e r McDonald's sells. 

N A LATE-SPRING TUESDAY, 

n o t l o n g after the n e w p a t t y 
b e g a n b e i n g served n a t i o n 
wide , Christa Small, one o f the 
company's top operat ions ex
ecutives and the person whose 

t e a m was responsible for c o m i n g u p w i t h the 
procedures that make fresh beef possible, visits 

a McDonald's near the old campus i n Oak Brook. 
It's hard to imagine anyone you'd t rust more w i t h 
the task of m a k i n g sure the biggest restaurant 
c h a i n i n the w o r l d can safely sell a p o t e n t i a l l y 
p a t h o g e n - c a r r y i n g product to m i l l i o n s o f cus
tomers a day. Small is f r i e n d l y but intensely fo
cused, w i t h a t iny Golden Arches p i n on her lapel. 
She's w o r k e d for McDonald's her ent i re career, 
b e g i n n i n g w i t h a "crew m e m b e r " pos i t ion at a 
restaurant i n suburban Chicago, fo l lowed by a 
corporate i n t e r n s h i p the s u m m e r before her 
f reshman year at Univers i ty of M i c h i g a n , where 
she s tudied electrical engineer ing (she also has 
a master's i n c o m p u t e r eng ineer ing) . She has 
served i n a w i d e var ie ty of roles at the company, 
f r o m the IT depar tment to h e l p i n g develop the 
automated beverage machine. 

Food safety, especial ly i n the w a k e o f Chi -
potle's disastrous E. col i outbreaks i n 2015 and 
2016, w h i c h h u r t both its business and its brand, 
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is c lear ly a p r i o r i t y for McDonald 's . The c o m 
pany's suppliers have spent around $60 m i l l i o n 
to enhance e q u i p m e n t and systems, i n c l u d i n g 
new refr igerat ion and food-packing technology. 
(Lopez Foods, w h i c h supplies restaurants i n the 
Texas and Oklahoma region, led the p i l o t p r o 
g r a m to develop a process to produce, pack, and 
ship fresh patties.) The d i s t r i b u t i o n centers and 
cold trucks were also revamped, to ensure that 
the patties w o u l d be kept appropriately cool yet 
at no p o i n t be exposed to freezing temperatures, 
render ing the whole fresh-meat i n i t i a t i v e moot . 

The m a i n equipment investment McDonald's 
franchisees have had to make for the fresh-beef 
s w i t c h is a squat, t w o - d r a w e r refrigerator. ("Do 
[franchisees] l ike w r i t i n g b i g checks?" Easter-
brook asks. "Of course they don't! But i f there's a 
s t rong business case b e h i n d i t , they ' l l na tura l ly 
w a n t to invest .") Small's g r o u p also developed 
n e w " s m a l l w a r e s " for the process, i n c l u d i n g 

trays and tongs that are only used w i t h the new 
patties. Mos t crucially, she and her team devel
oped a mandatory c u r r i c u l u m for the h a n d l i n g , 
cooking, and serving of fresh-beef patties. "It's 
the m o s t intensive t r a i n i n g process we've ever 
done for a new p r o d u c t , " she says. "We real ly 
w a n t to make sure we m a i n t a i n our reputat ion 
i n regards to food safety." 

I n c r a f t i n g the n e w Quarter Pounder, M c 
Donald's has made subtle i m p r o v e m e n t s to the 
e n t i r e s a n d w i c h , a d j u s t i n g g r i l l t i m e a n d the 
b u n - t o a s t i n g process, for example. But the b ig 
gest change is i n the labor process to prepare 
i t . McDonald's swi tched f r o m batch cook ing to 
p r e p a r i n g each Quarter Pounder w h e n ordered. 
This r e q u i r e d f u n d a m e n t a l sh i f t s i n k i t c h e n 
c u l t u r e and t r a i n i n g . " I t takes t h e m a m i n u t e 
to u n d e r s t a n d that I w a n t t h e m to react as soon 
as a customer orders ," Small says o f employees. 
" I w a n t y o u to get the pa t ty d o w n , I w a n t y o u to 

White Castle 
Slides Into 
New T e r r i t o r y 

Privately held White Castle, which 
operates nearly 380 restaurants in 
the U.S., launched an experiment 
this past spring that's in some ways 
even more radical than fresh beef: 
It began testing a $1.99 Impossible 
Slider, bui l t around a highly con
vincing plant-based patty made by 
Impossible Foods that chars and re
leases juices upon cooking. 

The Run-Up 

White Castle marketing head 
Kim Bartley became interested in 
meat alternatives a few years ago 
and asked the chain's director of 
innovation and head chef to keep 
an eye out . "They brought the Im
possible to me and I was blown 
away," she says. White Castle and 
Impossible Foods worked on the 
pa t ty t h r o u g h o u t 2017; wi thin 18 
months of Bartley's f irst taste, the 
slider was on test-market menus. 

The Rollout 

The Impossible Slider, released 
Apri l 12 in 140 outposts in New 
York, New Jersey, and Chicago, was 
aimed less at vegetarians and veg
ans than the more than 26% of 
Americans looking to eat less meat. 
Unlike the beef sliders, which are 
steam gri l led, the Impossible Slider 
is cooked to order on the gri l l . Each 
sandwich takes around three min
utes to prepare. 

The Response 

Social media lit up w i t h posts 
about the burger. " I can't even 
tell you the mult iple on social," 
says Bartley, who notes the chain 
has also recently scored buzz via 
its new uniforms, designed by 
New York fashion label Telfar. 
White Castle declined to release 
sales figures but says the test more 
than doubled sales goals; the chain 
is hoping to add more markets 
soon. Meanwhile, McDonald's tells 
Fast Compony that it is investi
gat ing the idea of selling a plant-
based burger, and KFC announced 
that it's working on vegetarian 
fried chicken, which it plans to start 
test ing in the U.K. this year. —JR 
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act w i t h a sense o f urgency. W h e n y o u have to 
change the behaviors o f hundreds o f thousands 
of people, that's n o t a s m a l l t h i n g . " 

To demonstrate, Small takes me to the other 
side o f a McDonald's counter and asks an associ
ate for a Quarter Pounder. As soon as the order 
enters the system, a cowbell sound—unique to the 
new burger—alerts the g r i l l cook, w h o pulls on a 
fresh pair of blue gloves and grabs a patty f r o m a 
sterile bag contained i n a blue t u b i n the special 
fridge, w h i c h is labeled RAW FRESH 

B E E F ONLY/SOLO CARNE. F R E S C A 

CRUDA . (The c o m b i n a t i o n o f the 
plastic bag and the plastic t u b pro
vides t w o l ines o f defense against 
the escape of "purge," w h i c h is the 
u n a p p e t i z i n g w o r d for the juices 
t h a t the r a w b u r g e r releases i n 
the packaging. "That's where your 
m a i n r isk o f cross-contaminat ion 
is," says Small.) As the g r i l l cook's 
burger h i t s the g r i l l , he lowers a 
c lamshel l top, w h i c h flattens the 
patty and allows i t to cook on b o t h 
sides at the same t i m e . I n another 
area o f the k i tchen , the prep team 
pops a b u n i n the toaster and, as 
soon as it's ready, applies c o n d i 
ments . W h e n the p a t t y is done, the c l a m s h e l l 
automatical ly floats open. The g r i l l cook seasons 
the burger w i t h salt and pepper and passes i t o n 
a t ray to a short conveyor belt, where the prep 
squad unites the patty w i t h the b u n and condi
ments and packs i t all i n a cardboard box. The 
whole process takes less t h a n two minutes . A n d 
the finished product? I t is, indeed, hot ter and 
juicier. John Goodman's whispers are not lies. 

Barry Diller 

(Continued from page 70) 

p o s i t i o n , y o u have to do i t , b u t i f y o u do i t con
sistently, I t h i n k it's the d e f i n i t i o n o f a p o o r l y 
managed company. 

Tinder, and its cofounder Sean Rad, emerged 
from an incubator that you funded and fos
tered. What do you think about incubators as 
an approach to finding and nurturing talent? 

W e l l , they ' re i n h e r e n t l y c rapshoots . They're 
speculations, and you're really not looking for the 
k i n d s o f ratios y o u s h o u l d look for i n d i r e c t l y 
managed businesses. I f you're rat ional and objec
tive, you know that a great m a n y of t h e m w i l l fai l . 
Every once i n a w h i l e , though, s o m e t h i n g good 
happens. Tinder is an example o f that. 

You have a long history of mentoring women. 
Is this something you've done consciously? 
I 'm l u c k y I never made any d i s t i n c t i o n . Why, I 
can't really tel l you . I just d idn ' t . 

The new beef patties have a 14-day shelf l i fe 
f r o m the t i m e they are f o r m e d at one of the com
pany's meat purveyors u n t i l the m o m e n t they're 
served. But there are m a n y factors tha t could 
prevent t h e m f r o m get t ing to a customer at al l . 
The refrigerated trucks McDonald's uses, for i n 
stance, are constant ly t empera ture -moni tored : 
I f the in ter ior temperature goes even one degree 
too h i g h or low, the e n t i r e l o a d is d i s c a r d e d . 
There's also, for the first t i m e , a quest ion o f sup

ply. A f t e r a l l , g r o u n d 
beef is a seasonal ag
r i c u l t u r a l p r o d u c t , 
a n d e v e n i f y o u are 
o n e o f t h e b i g g e s t 
p u r c h a s e r s o f i t o n 
the planet, as M c D o n 
ald's is, y o u s t i l l need 
to p l a n ahead for the 
a r r i v a l o f b a r b e c u e 
season. "We're c o m 
p e t i n g w i t h r e t a i l o n 
f r e s h beef , a n d w e 
need to m a k e sure w e 
c a n access t h e s u p 
pl ies w e need , " says 
M a r i o n G r o s s , t h e 
head o f the U.S. s u p 

ply cha in and a 25-year veteran o f the company. 
"This is new for us, and we're c o m i n g i n t o o u r 
first g r i l l i n g season a n d it's g o i n g to test the 
robustness o f o u r s u p p l y c h a i n . But so far, so 
g o o d ! " To better ant i c ipate p u r c h a s i n g needs 
across the ent ire business, Gross's group is mak
i n g s i g n i f i c a n t inves tments i n c o m p u t e r l earn
i n g and researching e m e r g i n g technology l ike 
the blockchain . "We're l o o k i n g at al l those k inds 

I AC has a number of women running portfo
lio companies, such as Vimeo CEO Anjali Sud 
and The Daily Beast CEO Heather Dietrick. 
Do you think they run their companies dif
ferently? Yes. 

How so? They are w o m e n , not men . 

But they have to perform or they wouldn't get 
to stick around. I d i d n ' t say that they p e r f o r m 
better or worse. That's r i d i c u l o u s . But w h e n y o u 
say, "Do they r u n t h e m d i f f e r e n t l y ? " Yes, they 
are a d i f f e r e n t gender. You can be n e u t r a l about 
[gender] i n terms o f m a k i n g choices, b u t there 
are gender differences, and I t h i n k that's good. 

I imagine that politicians solicit you all the 
time for money. Yes. 

Do you see any breakout talents in politics 
today? Are there people who could, were they 
not in politics, thrive at IAC? Few, I 'm afraid. 

Is that because politics and business require 
different skill sets or energy levels? It's l ike the 
difference between educators and film stars. I 

o f t h i n g s seriously," she says, "so w e can better 
manage the data we have." She adds, l a u g h i n g , 
"We have a lot o f data." 

McDonald's has put all of this energy into fresh 
beef because i t really needs the burger to succeed. 
The chain's s ta lwart ly low prices are the result o f 
razor-thin margins and massive sales volume, so 
keeping costs d o w n and get t ing more customers 
t h r o u g h the doors—or onto its h i g h l y regarded 
o r d e r i n g app—is p a r a m o u n t . To t h i s e n d , the 
company announced another step i n its ongo
i n g res t ruc tur ing i n June, c losing regional field 
offices and fur ther s h r i n k i n g the management 
structure. A l l to ld , i t plans to reduce expenses by 
$500 m i l l i o n by the end of 2019. A n d it's begun 
l o o k i n g i n t o a host o f potent ia l new of fer ings , 
f r o m plant-based meat alternatives (like the I m 
possible Slider that W h i t e Castle has begun test
i n g i n certain markets; see sidebar) to restaurants 
that recognize diners u p o n enter ing and p r o m p t 
t h e m w i t h their favorite orders. "Customer expec
tations are ever increasing," Easterbrook notes. 
" W h a t used to be convenient 10 years ago, those 
rules get r e w r i t t e n based o n the Amazons and 
Ubers and the Netflixes. Just because we're large 
doesn't m e a n we have to be slow." 

A b o u t a m o n t h i n t o the fresh-beef r o l l o u t , 
t h i n g s are d e f i n i t e l y b u s t l i n g d u r i n g the d i n 
ner r u s h at a McDonald's o n Manhattan's Upper 
West Side. A few m i n u t e s after a touch-screen-
kiosk order for a Quarter Pounder w i t h Cheese is 
placed, a y o u n g female employee br ings i t to m y 
table. Have th ings been busier since the rollout? 
"Oh yeah," she says, already speeding back to the 
counter. "Everybody tells me h o w m u c h they love 
this burger." IB 
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mean, they're the other sides o f the hemisphere. 
There's n o t h i n g i n c o m m o n . 

What about media and technology, two worlds 
where you have a lot of experience. Do you 
think the talent requirements there differ? 
Generally, yes. Technology is zeros and ones and 
an a f f i n i t y for that . A n d a narrat ive storyteller is 
very m u c h the opposite o f that. There's no com
m o n a l i t y there. There's more a magnet repellent. 

Tech and media companies seem to want to 
collaborate, but it seems like the pairs that 
succeed are the exceptions, not the rule. It's 
hopeless. Col laborat ion is hopeless. I t doesn't 
m e a n one can't buy the other, b u t I w o u l d not put 
t h e m i n the same room. 

What turns you off when you're talking to 
a potential job candidate or young person? 
Someone w i t h too m a n y specific goals. 

What advice would you give people early in their 
career? Is there anything that you would tell 
young readers of Fast Company? Yes. Begin. 99 
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"CUSTOMER 
EXPECTATIONS ARE 
EVER INCREASING," 
SAYS CEO STEVE 
EASTERBROOK."JUST 
BECAUSE WE'RE LARGE 
DOESN'T MEAN 
WE HAVE TO BE SLOW." 
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