INTEGRITY
PLAYBOOK:

THE “HOW” OF JACK
(aka CODE OF CONDUCT)*

*This document used to be called the “Code of Conduct,” and that's what it's still called at most companies. We're not “most companies.” Darin’s introduction
explains why we’ve changed the name. But we’ll still occasionally call it the “Code of Conduct,” so that regulators and others who want us to be like “most companies”
don’t get too confused. As a general rule, we feel pretty strongly about behaving ethically and not confusing regulators.
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NOTE FROM DARIN HARRIS, CHIEF EXECUTIVE OFFICER & DIRECTOR

Welcome to our new Integrity Playbook. It's designed to help you deal with those tough situations where figuring out the ethical answer isn’t
necessarily easy, clear, or obvious. This Playbook doesn’t have all the answers or address all possible ethical issues that you might encounter as
you carry out your responsibilities... it can’t do that. But it's a resource designed to answer many of these questions, to refer you to other helpful
resources and — most importantly — to give you the tools to think through ethical challenges properly.

Why are we calling this our “Integrity Playbook”? | suspect you probably think of it instead as our Code of Conduct, which is how it's been known for
the past several years. But “Code of Conduct” isn’t quite right. A “Code” is generally thought of as a collection of rules or laws. Ethics is different.
Ethics is about values, not rules. To me, a conversation about ethics doesn’t belong in a document called a “Code.”

Once upon a time, this document was simply called “Trust.” This captures much more closely what this Playbook is all about, but it’s still not quite
right. Trust is something we want to earn from our stakeholders, but it doesn’t offer guidance on how to earn it. Stated perhaps too bluntly, it's
not hard for bad actors to earn the trust of people by simply saying things their audience wants to hear. That trust may not be justified, but it is
nevertheless quite real.

This is where “integrity” comes in. The focus of “integrity” is on adherence to moral and ethical principles. When people act with integrity, the right
kind of trust happens. Where “trust” is all about the what, “integrity” is all about the how. That's why | like the idea of grounding this document —
right down to its subtitle (“The “How” of JACK”) — in the concept of integrity.

The integrity of our Company and of our Jack in the Box® brand has been and remains the key to our past, present, and future success. Because
we are the stewards of our reputation, each of us has personal responsibility to act with integrity and thereby earn the trust of everyone with whom

we deal. | know | can count on you to continue to do so.

Thank you!
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SOME QUICK NOTES BEFORE WE BEGIN

This Integrity Playbook applies to each of us, regardless of whether we work in our Corporate offices, in our field offices, in Jack in the Box
restaurants, or from home. It applies to members of senior management, and it applies to our Company’s Board of Directors. And while they are
not strictly bound by this Playbook, we expect others with whom we do business, including franchisees and suppliers, to understand the standards
of integrity by which we do business and to act accordingly. Each of us is an ambassador for our Company and for the Jack in the Box brand.

A NOTE TO OUR FRANCHISEES

When your guests visit one of your restaurants, they don’t necessarily know (or care) whether it's owned by a franchisee or by the Company. This
means that your actions and behavior, and the actions and behavior of your employees, impact the reputation of the entire brand. It's therefore
in our mutual interest that your guests’ experiences are consistently greatones.

Even though you and your employees aren’t employees of Jack in the Box Inc., you're the face of the Jack in the Box brand in your dealings and
interactions with your guests and your community. That's why our agreements with you contain provisions requiring not only that you comply
with all laws and regulations, but also that you do nothing to harm the goodwill and reputation of the Jack in the Box brand. For these reasons, we
expect you to read and understand this Playbook, and to rely on its guidance in ensuring that your actions are consistent with the expectations
spelled out in our agreements with you.

You're also welcome to adopt this Integrity Playbook for your own operations if you’d like. If you elect to adopt this Playbook for your own operations,

your employees should understand that you, and not Jack in the Box Inc., are their employer, and that they should reach out to the appropriate
manager of your organization, rather than to the corporate resources identified in this Playbook, if they have any questions or concerns.
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INTRODUCTION

Ever since Jack in the Box served its first hamburger in 1951, our Company has built a reputation for quality, value and integrity. The continued
success of our Company and the Jack in the Box brand depends upon our earning and maintaining the trust of our guests and all of our other
stakeholders, including fellow employees, franchisees, suppliers and other business partners, shareholders, and the communities in which we do
business. We earn and maintain that trust by never failing to do the right thing.

Anything we do on behalf of the Company and its brands must be both legal and ethical (these are not always the same thing). This means that we
must comply with both the letter and the spirit of the law, and do the right thing when there are no rules or laws to guide us. Our stakeholders
expect no less from us, and we should expect no less from each other.

This Integrity Playbook describes our expectations of everyone who acts on behalf of, or represents our Company or its brands. It is a guide and
a resource. It's intended as a supplement to, not a substitute for your own good judgment. It should be kept handy and referred to whenever you
have any questions about doing what’s right.

Each of us is expected to read, understand and behave consistently with the letter and spirit of this Playbook as well as all other Company policies,
and to report in good faith any suspected violations. Failure to do so may result in disciplinary action, including losing your job. Consequently, be
sure to consult with your immediate supervisor, the Ethics Office, or the Legal Department if you have any questions about this Playbook or about
what is or is not acceptable conduct.

DIFFERENT RULES ‘ ‘ 6
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HERE’S WHAT THIS PLAYBOOK IS NOT:

« It's not a comprehensive rulebook that covers every issue we are likely to face. You won't find all of the answers here. All employees are
also expected to know and understand our Company policies and any other rules and procedures that you rely on to carry out your
responsibilities. If you have questions about our policies, rules, and procedures (such as where to find them), speak to your boss and they
should be able to point you in the right direction. Or jump on the Hub — most of what you’re looking for can be found there as well.

« It's not a summary of all laws and regulations applicable to the Company or the Jack in the Box brand. Being a California company, we
couldn’t possibly summarize all such rules and regulations. That's why we keep so many lawyers on our payroll. Also because we like them.

* It's not a contract and it doesn’t create a contractual relationship between you and the Company.

Each of us is expected to read, understand and behave consistently with the letter and spirit of this Playbook as well as all other Company
policies, and to report in good faith any suspected violations. Failure to do so may result in disciplinary action, including losing your job. We
may be nice people, but we're not kidding about this. Consequently, if you have any questions about this Playbook or about what is or is not
acceptable conduct, be sure to consult with your immediate supervisor, the Legal Department, or the Ethics Office (which is pretty much just
like the Legal Department, only we frown more and use smaller words in our speaking and writing).

7 DIFFERENT RULES ‘ ‘



INTRODUCTION

Making ethical decisions is a critical part of our day-to-day lives. This Playbook, and the variety of other tools and resources discussed in this
Playbook, are all designed to make this process easier. But perhaps the simplest process can be summarized in this “What Would Jack Say?”
Checklist.

WHAT WOULD JACKSAY?

Whenever you're faced with making an ethically challenging decision, ask yourself the following questions:
e Isitlegal?
* Isit consistent with the letter and spirit of the Integrity Playbook and other Company policies?

«  Would | do it if | knew my spouse, significant other, parents, kids, coworkers, or others whose opinion
and respect | value (like, maybe Oprah) werewatching?

*  Would I be comfortable with people seeing orlearning aboutit on Instagram, Facebook, YouTube /
(orin print versions of publications such as USA Today or Time magazine that geezers like / . '

your Chief Legal Officer still read)?

*  Will | feel good about my decision tomorrow -- some ethics folks refer to this as the “mirror test, v

as in “how will | feel about myself when | look in the mirror after making this decision?”
(Some of us won't look at ourselves in the mirror even under the best of circumstances,
so this test won'’t necessarily work for us.)

If you can answer “yes” to each of these questions, your ethical compass is pointed in the right
direction. But be aware: while this checklistis quite simple, sometimes the ability to answer “yes”
to each of the questions isn’t nearly so simple. We understand this, which is why we have resources to
whom you can turn when faced with a challenging ethical situation. These include the Ethics Office,
the Legal Department, Human Resources, and the Ethics Hotline, as well as your own

supervisor and company management generally.

DIFFERENT RULES ‘ ‘ 8
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OURCOMMITMENTTOOURSELVESANDEACHOTHER

In everything that we do, we must behave in a manner that inspires the trust of our guests, our fellow employees, franchisees, suppliers and other
business partners, shareholders, and our communities.

This means obeying the law. But it also means being familiar with, understanding, and acting in accordance with the letter and spirit of this
Playbook and with Company policies and procedures. Further, it means doing the right thing even where answers can’t easily be found in laws,
in this Playbook, orin our policies and procedures. And it means accepting accountability and responsibility for the actions you take and for the
consequences of those actions.

It also means reporting issues and concerns without fear of retaliation. Accordingly, if you have any questions or concerns about your actions or the
actions of others, we encourage you to speak with your supervisor, other members of management, Human Resources, the Ethics Office, or report
it through the Ethics Helpline. If you report your concerns in good faith, our commitment is to protect you from retaliation. Indeed, anyone who
retaliates or attempts to retaliate in response to a good faith report will be subject to discipline up to and including being fired.

In this incredibly transparent, “big-data” world in which we live, we all still hope and expect that our personal information will be protected from
improper disclosure. For this reason, none of us should collect or maintain personal or confidential information about other employees unlessiit's
necessary for and directly related to our work. And we’re not to share such information with others inside or outside of the Company. Any requests
for such information should be referred to Human Resources or the Legal Department.

DIFFERENT RULES ‘ ‘ 10



OURCOMMITMENTTOOURSELVESANDEACHOTHER

RESPECTING AND VALUING THE THINGS THAT MAKE US DIFFERENT
What does diversity have to do with

running a good business? The different views, backgrounds and experiences of our employees, our franchisees,
our guests, and our other stakeholders make us a better company. We should welcome
and embrace such differences, rather than stigmatize or stiff-arm them. This means that
we won't tolerate discrimination or unwelcome conduct of any kind based upon gender,
sexual orientation, color, race, religion, national origin, age, physical or mental disability
or other such personal characteristics. As we like to say around here, “Different Rules!”
Accordingly, each of us is responsible for helping ensure that equal opportunity exists at
the Company both in policy and in practice.

TREATING PEOPLE FAIRLY AND WITH RESPECT

We are in a service business, so we understand the importance of treating people well —
all people and not simply our guests. This means that we expect everyone throughout our
system to be treated with fairness, respect and dignity.

Consistent with this, we're committed to a work environment that is free from any form
ofharassment. We won’ttolerate behavior that creates anintimidating, offensive, abusive
or hostile work environment. And to be clear, when we say we won't tolerate any form of
harassment, this includes sexual harassment. Such conduct includes unwanted sexual
advances, unwelcome touching, inappropriate sexual jokes or innuendo, and any other
conduct of an unwanted sexualnature.

11 DIFFERENT RULES ‘ ‘



OURCOMMITMENTTOOURSELVESANDEACHOTHER

CREATING A SAFE AND HEALTHY WORK ENVIRONMENT
| have reason to believe a colleague

The Company is committed to the health and safety of our employees, our business has been drinking alcohol on the
associates, and our customers. Each of usis responsible for taking the steps necessary to job. What should | do?
create and maintain a safe and healthy work environment. These include:

« Taking necessary precautions to protect your co-workers and yourselves;

* Immediately reporting accidents, injuries, and unsafe or unhealthy practices or
conditions;

* Immediately reporting acts of violence or physical or verbal threats of violence to your
supervisor, or to Asset Protection, HR, or the Legal Department; Recreational marij uana use has

recently been legalized in our

» Observing facility security procedures and properly using all available security state. | assume this means that

equipment (including wearing your ID badges in a visible way whenever you are in
one of our buildings);

| shouldn’t be concerned if I'm
aware that a colleagueiis lighting
+ Doing your work free from the influence of alcohol, of marijuana, or of any illegal or up during her lunch hour and then

controlled substances that could prevent you from performing your job safely and retu rning to work.
effectively.

Finally, let’s be sure to remember that these responsibilities are not limited to operations
within the four walls of the workplace. Many of you spend time on the road, and you
should carry the safe and healthy workplace attitude with you when you drive, fly or
otherwise travel in connection with your work.

DIFFERENT RULES ‘ ‘ 12



OURCOMMITMENTTOOURSELVESANDEACHOTHER

RESPONSIBILITIES OF MANAGERS AND SUPERVISORS

I’snicetotalkaboutethics,butwe’re
also constantly being reminded Everyone in the organization has a duty to live up to the standards set forth in this
about the importance of achieving Playbook. But, while leadership may have its privileges, people in management and
supervisory positions have extra responsibilities for setting an appropriate “tone at the
usinessresults.lIs this Playbook for i itions h ibilities f i iate h
real,orwill business goals always be top” and “tone at the middle.” This is pretty much the very core of what leadership is all

more important thanethics?

about. So, if you're in a supervisory or management role, you must:

1. Set a positive example, and exhibit the highest level of integrity at all times. Integrity
is contagious, and you must do everything you can to spread it throughout the
organization.

2. Meaningfully and effectively communicate this Playbook to each member of your
staff. Simply distributing the Playbook is not enough. Discuss the Playbook, why it’s
important, and how it should be used. Help bring it to life for your employees by
referring to it when tough questions arise or periodically at staff meetings. Take ethics
seriously but let’s also make it relevant and engaging.

3. Work with HR to ensure that each new hire completes ethics training within 30 days
of hire.

4. Work with HR to ensure that each employee executes the agreement to abide by the
Integrity Playbook.

5. Provide additional information to those whose duties and responsibilities require it.
For example, because of the unique ethical risks associated with procurement and
supply chain functions, officers and supervisors in those functions must make sure
that their employees have all the tools necessary to do their jobs legally and ethically.

6. Be diligent in recognizing signs of illegal or unethical conduct and take appropriate
steps torespond to violations of law, policy or this Playbook, by following the reporting
procedures explained in the last pages of this Playbook.

7. Encourage your employees to ask questions and raise ethical issues, and promptly
actupon any reports, including relaying them to the Ethics Office where appropriate.

8. Take steps to assure that you don’t hire or promote anyone who you have reason to
believe may not live up to our values or ethical standards.
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OUR COMMITMENT TO
OUR GUESTS
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Integrity should be at the heart of every interaction with our guests. This requires more
| saw a Safety problem at one of our than offering delicious, craveable food in a flavorful setting with friendly service. Itrequires
restaurants the other day, but didn’t behaving with the highest level of honesty and integrity. Our guests have many dining
rea"y want to get involved. It wasn’t choices —we want them to feel proud to say that Jack in the Box is one of their favorites.
my area and | was already late for a
meeting, so | didn’t need the hassle.
Am lrightto assume the restaurant’s
management will take care of it?

TRUST AND EXCELLENCE

Trust and Excellence In The Food We Serve

The highest trust our guests place in us is the belief that we’ll provide them with safe,
high quality food. To meet and exceed these expectations, and to earn this trust,
we have developed a comprehensive food safety program. Following our food safety
standards and procedures at all times will protect our guests, and ultimately our
employees, shareholders, and other critical stakeholders. Food safety, therefore, is
the most fundamental ethical responsibility of each employee, whether you work in
the restaurants, visit the restaurants from time to time, or have any responsibilities
that impact our guests or our food. If you fit this description, you must always make
sure that:

You are familiar with food safety procedures relevant to your roles and
responsibilities.

Yourecognizeimproper food safety procedures and correct yourselfand
your co-workers. Don’t cut corners and don’t allow others to take short cuts,

even at the busiest times.

Youdoyour parttoensure we follow procedures (like handwashing, disposal
of expired food, and accurate completion of food safety documentation).
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OUR COMMITMENT TO OUR GUESTS

Trust and Excellence In How We Treat People

Our guests should always be treated as we want to be treated when we go out to eat — courteously, honestly, and respectfully. And just as
we must always respect and value the diversity of our colleagues, we must also do so with our guests.

Trust and Excellence In How We Advertise

Ourreputation depends upon advertising and marketing activities that are always truthful and accurate, and are not deceptive or misleading.
Fun and funny and true and accurate is fine; deceptive and misleading... not so much. These expectations apply whether we are talking about
our own products, services, and activities, or those of our competitors. We demand nothing less because it’s the right thing to do. It's also
(conveniently) the legal thing todo.

If your responsibilities involve marketing or advertising, you need to be familiar with and comply at all times with all applicable laws (federal,
state and local) regarding these practices. Because of the complexity and constantly-evolving nature of consumer protection laws, as well as
the dangers associated with getting them wrong, our marketing and advertising activities should always be reviewed with and by our lawyers
(or as our Marketing friends refer to them, “those killjoys in the Legal Department”).

Trust and Excellence In How We Maintain The Privacy Of Guest Information

As we rely more and more on credit card transactions, customer loyalty programs, and connecting with our guests through social media,
maintaining the trust of our guests requires that we only use guest information for appropriate business purposes. If you pay attention to the
news, you know how dangerous it is for companies to get this wrong (and boy-howdy, do companies ever get this wrong!). Because of these
risks, and because it’s the right thing to do, we’re committed to complying with state and federal privacy laws and protecting the privacy of our
guests and other consumers. Again, any questions you have concerning the appropriate use of guest information should be reviewed with your
friends in the Legal Department. If you don’t have any friends in the Legal Department, you should consider making some; they’re generally
decent company, and they always buy lunch.

DIFFERENT RULES ‘ ‘ 16
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OUR COMMITMENT TO OUR SHAREHOLDERS

Each of us is a guardian of the trust that our shareholders — the Company’s owners —
have placed in Jackin the Box Inc. by investing in the company. We have a responsibility Why isour Corporate Records Pol icy
to fulfill our duties to our shareholders lawfully and ethically. In every action we take on Important?

behalf of the Company, we should ask ourselves whether our actions are ones that we
would be comfortable with as Company shareholders (which many of us are).

CREATING ACCURATE BUSINESSRECORDS

Our shareholders and potential investors depend upon the quality of the information we
provide them about the Company. They also depend on us to make business decisions
based upon reliable information. The integrity of our financial controls and reporting are
therefore of the utmost importance (and when we say “utmost,” you know we’re serious).

For this reason, all of our financial books, records and accounts must completely and
accurately reflect transactions and events, and conform to legal requirements and to our
own system ofinternal controls. You mustneverdo anything that could influence, mislead
or manipulate our auditors, whether internal or external, in order to cause our financial
statements to be misleading in any way.

You must also never make false claims on an expense report or time sheet, falsify quality
or safety results, record false sales or record them early, intentionally understate or
overstate known assets or liabilities, maintain undisclosed or unreported “off the book”
assets, or defer recording items that should be expensed. And you must never create
documents or make entries that intentionally hide or disguise the true nature of any
transaction.

Each of us has a duty to take all reasonable and necessary steps within our areas of
responsibility to provide full, fair, accurate, timely and understandable disclosure reports
anddocuments wherethe contents willbe relied uponas partof submissionsthe Company
or any of its subsidiaries or affiliates make to any federal, state, or local regulator, or will
be communicated to our stockholders or the general public.

There were a lot of big, scary-sounding, even legal-sounding words in this discussion. The
drafters of your Integrity Playbook even understand most of them. But the bottom-line is
simple. Be honest and tell the truth. Easypeasy!
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OUR COMMITMENT TO OUR SHAREHOLDERS

GUIDELINES REGARDING BUSINESSCOMMUNICATION
Someone at CSC did something the

other day that really set me off. | Don’t Be Sloppy or Careless in Creating Business Communications

don’t want to call the jerk, because Always be clear, concise (unless you're our current Chief Risk Officer and Ethics Geek),

: : truthful and accurate when preparing any record or business communication. And again,
phone conversations of this sort unless you're the writer of this tome, please avoid exaggeration and colorful language, and
make me uncomfortable. Can | even if you are the writer of this tome, you and everyone else must avoid guesswork, legal

send him an e-mail to get things off conclusions and derogatory characterizations of people or their motives.

my chest? Be Particularly Careful with Email

Email seems as casual as everyday conversation, yet once created, it can live forever.
Also, once you hit the “Send” button, you lose complete control over where that
email goes. You should exercise the same thoughtfulness and care in creating and
sending an email as you would any document that could become public.

Assume Every Document You Create May Be Made Public

In our increasingly connected, wired, and lawsuit-crazy world, any writing or record
you create — including texts, IMs, emails and even voicemails (which get transcribed!)
— may be publicly disclosed as a result of litigation, government investigations,

or something as increasingly commonplace as leaks (which occur even outside

of Washington, DC). In fact, when creating documents, you should write them as
though you expect them to become public.

RETENTION OF BUSINESSRECORDS

Several legal and regulatory requirements govern how long the Company is expected or
required to retain its business records. In order to meet these requirements, the Company
has developed a comprehensive record retention schedule that covers Company records.
Each of us is expected to understand and comply with the record retention schedule.

Be sure to note, however, that you should never destroy documents in response to or
in anticipation of an investigation, audit or lawsuit. This rule applies even if our record
retention schedule would otherwise call for the destruction of such documents.

If you have any questions about any of this, be sure to speak with our head of Records
Management, who is a veritable font of valuable information about this important topic,
and who is, in general, simply a delightful person to talk to.
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OUR COMMITMENT TO OUR SHAREHOLDERS

GOVERNMENT INQUIRIES AND INVESTIGATIONS
If you receive a government request for Company information, forward it immediately to the Maylaccessthelnternetforpersonal
Legal Department. Franchisees are advised to consult with their own counsel under these use from Company computers?
circumstances. All information provided in response to government requests for information
must, of course, be truthful, complete and accurate. You must never mislead an investigator, and
never alter or destroy documents or records (including electronic records such as texts and email)
in responding to an investigation. People go to jail for such things, including really famous people
in the worlds of finance and entertainment and politics who had awesome (meaning really
pricey) lawyers defending them. (And if really famous people with really pricey lawyers go to
jail for such things, you can be sure that you, too, could go to jail for such things, even if you
have a really pricey lawyer. So, if not doing this because it's wrong doesn’t slow you down
(which would disappoint your Chief Ethics Geek and your colleagues), don’'t do this because
rumor has it that prison isn’t a whole lot of fun.)

PROTECTING OUR ASSETS

Each of us is responsible for protecting and not misusing Company assets. Such assets include obvious
things like cash, equipment, inventory and supplies. But they also include our computers, software,

telephones, and networks. You should only use Company computers and other electronic devices, | volunteer for a local cancer
software, telephones and networks to conduct Company business in accordance with Company awareness and prevention charity.
policy. In no event should you use them to send, receive or access materials that others would find Can | use company equipment to
offensive (you know what we mean), or to download or copy software, media or other legally protected copy fliers for a fundraiser?

works withoutpermission.

The Company has the ability and reserves the right to review Internet searches and email
communications that are carried out on company equipment. So be sure to exercise appropriate
judgmentinyouruseofthesetools. Finally,ourcomputers, software, telephones, mobile devices,and
network should be used in such a way that the security and integrity of the network is protected at all
times. In a nutshell, always practice safe computing. For more information, please referto Company
policies, including the IT Policy Summary and Mobile Device Policy.

Needlesstosay,ifyousteal,embezzle ormisappropriate Company property, youcanbefined,
arrested, orboth. Youcanalsobefired. Also, we’'ll say terrible (true) things aboutyou, and your
awful legend will live on throughout the Company for generations. So that will happen too.
Don't let thathappen.
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OUR COMMITMENT TO OUR SHAREHOLDERS

PROTECTING CONFIDENTIAL AND PROPRIETARY

What do | do if | find confidential INFORMATION

Jack in the Box documents in a

copier or conference room? Information is one of our most valuable assets — one that we all have a responsibility
to manage and protect. If you have access to proprietary information about the
Company, such as sales and profit figures, new product or marketing plans, research
and development ideas or information, and information about potential new markets,
acquisitions, divestitures, business partners, franchisees, and investments, or personal
information of guests or employees, it's your responsibility to keep such information
confidential.

Youmustneveruseany Companyinformationforany purpose otherthanthe performance
of your duties. Note as well that your obligation to protect confidential Company
information continues even after you’re no longer an employee of the Company.

21 DIFFERENT RULES ‘ ‘



OUR COMMITMENT TO OUR SHAREHOLDERS

Intentional Disclosure
You must never disclose any confidential information internally or externally unless:
* Doing so is a necessary part of conducting business on behalf of the Company;
< Disclosure is legally required, or

» Disclosure is made to government entities in response to a lawful request or demand, and is carried out in coordination with the Legal
Department.

Eveninthese circumstances, such disclosure should only occur if appropriate steps are taken to protect and preserve the confidentiality of the
information (such as through entry into nondisclosure or confidentiality agreements).

You must never disclose, either inside or outside the Company, any documents or other information labeled “Attorney-Client Privileged”
or “Confidential Attorney Work Product” (and you must never disclose privileged or confidential attorney communications even if the
communications are not specifically labelled as such) without the approval of the Legal Department. Lawyers get very fussy about such things,
and you really don’t want to have to deal with a fussy lawyer. Just ask the wife of our Chief Legal Officer.

Inadvertent Disclosure

Sometimes, disclosure of confidential information can be unintentional. You have the responsibility to minimize risk of inadvertent disclosure.
For example, don’t work on confidential or proprietary documents if people standing or sitting near you can easily see and read them. You
should avoid discussing confidential Company information in public areas such as airplanes, elevators, or on mobile phones where you can
be overheard. (We've all been exposed to those self-important blowhards who make it a point to speak loudly about business on his or her
cellphone justto make sure that everyone within earshot knows how awesomely successful they supposedly are. Don’t be that self-important
blow-hard.) And don’t even think about discussing confidential information on any type of social media, no matter how restricted you believe
the “group” to be. For more information about this topic, please refer to the Company’s Social Media policy. Evenifdisclosure in such situations
is inadvertent, carelessness with confidential Company information can result in disciplinary action, including possible termination of your
employment.
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OUR COMMITMENT TO OUR SHAREHOLDERS

INSIDER TRADING
| have reason to believe that

someone in my group is trading Our access to confidential and proprietary information also creates insider-trading risks.
in the stock of a business partner Specifically, it's against the law and against Company policy for anyone to buy or sell Jack
based on information that is not in the Box Inc. stock (or the stock of any other publicly traded company) on the basis
public. What should | do? of information obtained through their employment with the Company and not publicly
available to others. “Anyone” means you, your spouse, your best friend, your broker, your
golfingbuddies, your poker pals, your hair stylist, oranyone else you mightintentionally or
inadvertently tip off about non-public information relating to a publicly traded company.
The type of information you should be particularly careful about is information that a
reasonable investor would consider important in deciding whether to buy, sell or hold
onto a stock. The legal term for this type of information is “material information.” But any
non-public information about the Company can create risk and should not be disclosed
to others or be used as a basis for making investment decisions.

People paylargefinesand can(and do) gotojail forinsidertrading. It'sillegal and unethical
and—ifyou’re not already persuaded —it's really easy for federal regulators to detect and
prosecute. Unless you look good in orange or stripes, you like really bland food that must
be eaten with plastic utensils, and your preferred choice of window-treatments is metal
bars, you’d be wise to steer clear of this sort of thing.

In all events, if at any time you’re in possession of non-public information and are unsure
whether or notit’'s material, please be sure to consult the Legal Department for guidance.
For further information on this important topic, please refer to the Insider Trading Policy
and Help document.
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OUR COMMITMENT TO OUR SHAREHOLDERS

WHAT IS “MATERIAL”INFORMATION?

| received a call from someone who said
shewas a college studentdoing research
on Jack in the Box. She was interested in

“Materiality” is a legal concept, but essentially, material information is the sort of information
that a reasonable investor would be likely to consider important in making a decision to

buy, sell or hold onto the stock of a public company. Types of information that could be collectinginformationaboutsales, trends,
considered “material” include (but are not limited to): transactions, development plans and
similar things. A lot of this information
+ Non-public information about sales, transactions, margins or earnings; relates to our strategic plan, which we’ve
» News about acquisitions, divestitures or joint ventures; discussed publicly. Plus, most of the
« New products or concepts: specific information is going to be shared
- Major personnel or management changes; inour quarterly press release or could
« Information concerning important litigation or investigations; and bediscussedinthe webcastthatfollows
+ Changes in suppliers or productrecalls. the press release. Is it okay for me to
provide this information? And one more
This can be complex stuff, and getting this wrong carries significantly negative thing — she offered me $500 for my time
consequences, so if you have any questions whatsoever about whether information is in speaking with her.Does this make a
material and can be shared with others, be sure to reach out to the Legal Department for difference?
guidance.
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My brother-in-law has a business
that would be a great supplier for
Jack in the Box. How can | get him
in the door?

OUR COMMITMENT TO OUR SHAREHOLDERS

CONFLICTS OF INTEREST

You mustacthonestly and ethically in the handling of actual orapparent conflicts between
your personal interests and those of the Company. And you must take reasonable steps
to avoid situations that may create an actual or potential conflict of interest, or which
create the appearance of such a conflict.

WHAT IS A CONFLICT OF INTEREST?

A “conflict of interest” occurs when an employee’s own personal interests interfere
or appear to interfere with the interests of the Company. You should never use or
attempt to use your position at the Company to obtain any improper personal benefit
for yourself, your family, or anyone else. In addition, you should avoid investments
or other involvements that might impair your exercise of independent judgment on
behalf of the Company.

Stated otherwise, you must not have direct or indirect interests in, or relationships with,
any organization that could conceivably (a) hinder your objectivity, independence of
judgment, or conduct in carrying out your responsibilities on behalf of the Company,
or (b) embarrass the Company or otherwise reflect badly on it or the Jack in the Box
brand because of the appearance of a conflict of interest. The appearance of a conflict
can be as harmful as an actual conflict.

EXAMPLES OF POSSIBLE CONFLICTS OF INTEREST
Family Members and Personal Relationships

You must be sensitive to, and avoid both the reality and the appearance of conflicts
of interest. For example, the following situations create concerns about fairness and
objectivity:

* You, your family members or close personal friends own or have significant
investments in:
- Restaurants that compete with Jack in the Box;
- Businesses that sell goods or services to Jack in the Box.
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OUR COMMITMENT TO OUR SHAREHOLDERS

Family Members and Personal Relationships (cont.)

* You encourage our franchisees or companies that do business with Jack in the
Box to buy products or services from you, your family members or close personal
friends.

While it is not automatically prohibited for Jack in the Box to do business with your
family members or close personal friends, if such a situation arises, you should
remove yourself from the process as soon as you learn about it and disclose the
circumstances to your supervisor.

Personal Investments

You should avoid investing in any company that competes with Jack in the Box, or in
any company that does or seeks to do business with us. Relatively small investments
or investments in funds that include such companies will generally not raise concerns.

Financial Obligations

You should not borrow money from or become indebted to any company or person
doing or seeking to do business with Jack in the Box where doing so could create a
risk, or even the appearance, of impropriety or lack of objectivity with respect to your
or their dealings with the Company.

Officers and Directors of Public Companies

Company employees may not serve as officers or directors of public companies
without first notifying and obtaining written permission from our CEO. Officers of
Jack in the Box Inc. may not serve as a director of a public company without prior
approval by the Jack in the Box Board of Directors or its Nominating and Governance
Committee.
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This woman, Danette, who works
in Supply Chain, also owns a
prominent local hotel here in San
Diego with some family members.
I’'ve heard sheencourages suppliers
and potential suppliers to stay

in the hotel whenever they visit,
even though she’s the principal
person who decides whether they
will receive business from Jack in
the Box, and if so, how much. This
seems fishy to me, but | don’t want
to be unfair to her. How should I
think about thissituation?




A supplier that I've worked closely
with over the past few years
came to me the other day with

an exciting business proposition.
He thinks it would be something
that Jack in the Box might be
interested in. But | think it might
be a great personal opportunity
for me, and it’s probably too small
an opportunity for Jack. Can |
suggest to him that he consider
working with me instead of Jack in
the Box on this?

My cousinandlareopeningupa
sushibar(“JackintheBentoBox.”)
Is this a conflict ofinterest?

OUR COMMITMENT TO OUR SHAREHOLDERS

CORPORATE OPPORTUNITIES

Eachofhastheresponsibility toadvance the Company’s businessinterests wheneverthe
opportunity arises. Accordingly, you must not take for yourself (or give someone else) a
business opportunity that you've discovered through your use of or access to corporate
property, information or position, unless the Company has already been offered the
opportunity and has turned itdown. More generally, you must not use corporate property,
information or position for personal gain. And you cannotcompete against Jackinthe Box.

EXAMPLES OF PROHIBITED USES OF CORPORATE
OPPORTUNITIES

» Selling or sharing Company information to obtain an anticipated benefit;

» Converting a Company business opportunity for personal use (as an example,
read the Q &A);

» Selling company property (such as antenna balls or old equipment);

* Acquiring real estate that you know is of interest to the Company;

» Using private information of the Company outside the Company;

» Using private information of the Company in connection with trading or dealing in
commodities, stock or othersecurities;

» Using private information of the Company for publication or as the basis for material
for publication in newspapers, magazines or books.
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OUR COMMITMENT TO OUR SHAREHOLDERS

One of the trickier issues in assuring ethical relationships with business partners is the handling of gifts, favors and entertainment (“business
courtesies”). Business courtesies can help build goodwill and working relationships. But they should not be used to gain an unfair advantage or to
improperly influence business decisions. Business courtesies can create serious ethical risks. And even if ethical concerns are not well founded,
gifts and entertainment can create the appearance of misconduct. Such perceptions alone, even if mistaken, can produce huge problems for you
and for the Company.

What Are Business Courtesies?

You should think of business courtesies as anything of value that has the potential to cause business decisions to be made on grounds
unrelated to their merits. In a purchasing situation, for example, this might be something that could cause someone to make a decision on
a basis unrelated to price, quality or service—or that could create the appearance that the buying decision was made on such a basis. In a
franchising situation, it might be something that would cause us to elect to enter into a twenty-year business relationship with someone for
reasons unrelated to their qualifications to finance or operate Jack in the Boxrestaurants.

Receiving Business Courtesies

Each one of us must actin a fair and impartial manner in all business dealings — this means using our common sense in order to avoid even
the perception that a business courtesy has influenced or may influence our business judgment.

Some Examples of Business Courtesies

A business courtesy may be tangible or intangible, and can include such items as:

- (qifts, meals, drinks, entertainment (including tickets and passes);
« recreation (including rounds of golf and tennis court fees);

e door prizes;

» transportation;

« discounts;

e promotional items, or use of a donor’s time;

* materials;

 facilities or equipment.

And these are just examples. Anything of value can be considered a business courtesy.
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OUR COMMITMENT TO OUR SHAREHOLDERS

GUIDELINES FOR DETERMINING WHETHER TO ACCEPT OR RETAIN A BUSINESS COURTESY

Subject to the limits discussed below, you may keep a business courtesy when acceptance of the courtesy doesn’t create even the appearance of
an improper attempt to influence business decisions.

ACCEPTABLE
BUSINESS
COURTESIES MAY
INCLUDE THOSE
THAT:

Although you may accept limited gifts and entertainment from business partners under the circumstances discussed above,

UNDER NO
CIRCUMSTANCES
SHOULDYOU:
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OUR COMMITMENT TO OUR SHAREHOLDERS

If the guidelines listed are met, and do not give rise to the appearance of impropriety,
you're permitted to receive business courtesies that do not exceed $150 in value (and
do not exceed $250 in value in any calendar year from the same company, regardless of
whether different employees of the company provide the gifts or entertainment). If you
receive an offer of gifts or entertainment in excess of these amounts you must secure
approval in advance and in writing by the Corporate Officer in charge of your function.

If your responsibilities include selecting contractors or vendors, approving franchise or
development agreements, influencing the placement of business, creating specifications
that result in the placement of business, or participation in negotiating contracts, you must
be particularly careful to avoid actions that create even the appearance of favoritism or
unfair influence, or that may adversely affect the Company’s reputation for impartiality and
fair dealing. The best course in such instances is to refuse a courtesy when the Company
is or soon will be involved in a negotiation with the party offering the courtesy, or under
any circumstances that would create an impression that offering courtesies is the way to
obtain business from the Company.

You should avoid a pattern of accepting frequent courtesies from the same persons or
companies and you should refrain from accepting courtesies that you would not feel
comfortable discussing with your supervisor or co-workers.
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One of our Franchise Business
Consultants,Dagwood,recently
was transferred to the San
Francisco market from Tulsa.
Needless to say, the cost of living

in San Francisco is considerably
greater than that of Tulsa. One of
our more generous franchisees

in the San Francisco market is
renting a 3-bedroom apartment he
owns in Pacific Heights (the most
expensive neighborhood in the city)
to Dagwood for $500 per month

- waaaaay below market (so far
below market that we ran out of
“a”s). Any issues here??




One of our key suppliers was given four
tickets to see a World Series game. He
knows we are about to award a big
contract, and has offered to take me to
the game ifl give his company aninside
line on the business. The tickets aren’t
costing him a thing. This shouldn’tbe a
problem, right?

A franchisee with whom we are currently
in discussions about entering into a
Development Agreement for a new
market, has invited my wife and me to
spend the weekend with his wife and him
in Vegas. We've known this couple for
years,and are close. Any problem?

OUR COMMITMENT TO OUR SHAREHOLDERS

Giving Business Courtesies

* You may not give gifts or entertainment that would be unacceptable for you to
receive under the guidelines and expectations discussed above.

* You may also not give any such gifts or entertainment — regardless of whether
they may be permitted under our Playbook — if such gifts or entertainment would
violate the policies of the recipient’s employer.

* Youshould always use common senseinordertoavoid eventhe appearance that
any gift or entertainment — even gifts or entertainment that otherwise satisfy the
terms of this Playbook — has influenced or is intended to influence the business
judgment of the recipient.

Gifts that Violate our Guidelines

If you receive a gift that violates our guidelines, you're expected to notify the Ethics
Office, and to return the gift with a polite letter explaining our gift policy. If the gift is
perishable oris otherwise impractical to return, you should either arrange to distribute
it to employees or donate it to charity, with a letter of explanation to the donor.
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OUR COMMITMENT TO OUR SHAREHOLDERS

From time to time, the Company deals with government officials in the course of our business (for example, onissues relating to zoning, signage,
inspections or the like). Bribery of government officials is illegal. Perhaps not surprisingly, italso violates company policy. Accordingly, neither you
noranyone acting on behalf ofthe Company may pay abribe. (Thisiswhatyou callasimple declarative sentence.) This prohibitionincludes offering
or promising anything of value, either directly or indirectly, to any government employee in an attempt to improperly influence a decision or to gain
abusiness advantage. (This is not what you call a simple, declarative sentence, butitis nevertheless important.) Violating this policy can resultin
termination of employment, prosecution, and possible time in the crowbar hotel.

We respect your right to engage in political activities of your choosing. When you do so, however, you must be clear at all times that your views
and actions are your own and not those of the Company. Also, you may not use Company funds or resources to support your personal choice of
political parties, causes or candidates. If you're politically involved or expect to become involved in political activities, please consult our Political
Contributions Policy for more information on this topic.
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OUR COMMITMENT TO THE MARKETPLACE

Jackinthe Box has along history of succeeding through honest competition. Butwe don’t
believe in winning at all cost. We must do so honestly, ethically and with integrity. This
means thatwe mustneverengagein manipulation, concealment, abuse of confidential or
proprietary information, misrepresentation of material facts, orin any otherunfairorillegal
competitive practices. This applies whether we are dealing with customers, competitors,
franchisees, suppliers, other business associates, or anyone else we encounter inthe
course of our work.

PURCHASING PRACTICES

We must always observe the highest standards of ethics, fairness and impartiality in our
dealings with suppliers and outside contractors. Purchasing and contracting decisions
must be based on legitimate, defined criteria, including quality, service levels and price,
and not on the basis of personal relationships or on the receipt of gifts or entertainment
from an actual or prospective supplier.

Suppliers and contractors have every right to expect us to honor the terms and
conditions of contracts, to pay in a timely manner, and to protect the confidentiality of
their proprietary information.
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I’ve got a friend - let’s call him
“Tristan” - who works in our
Finance group. Tristan’s been
having some financial problems,
and he’s spoken to two or three
banks about securing loans that
will help him out of his current
personal distress. The thing is,
these same banks are looking to
do business with Jack in the Box,
and Tristanis the guy who decides
whether they will get the business.
This seems wrong to me. Am |

missing something??




Thecompeting burger franchisee
across the street told me that his
franchisor’s marketingfolks have
gone nuts and are trying to get
him to sell 160z. soft drinks for
$.59. He’s worried about a crazy
price war (me too) and asked me

whether I'd agree not to price 160z.

drinks for below a dollar. This is
pretty localized, small potatoes
stuff, so I’'m assuming it’s okay,
right?

OUR COMMITMENT TO THE MARKETPLACE

COMPETITION AND ANTITRUST

The Company believes in competing aggressively in the marketplace. But we understand
that we must compete fairly, ethically, and in compliance with all applicable laws and
regulations. These laws and regulations, which include the federal and state antitrust
laws, are designed to guarantee fair and open competition in business.

Although these laws are lengthy and complex, there are a handful of key things each of
us needs to understand:

* It's against the law to share information or enter into formal or informal agreements
with competitors or potential competitors on issues relating to price, terms of sale,
distribution, or allocation of territories, products, customers, employees or suppliers.

* You should therefore never engage in any discussions, agreements or understandings
with competitors or potential competitors that could be viewed as an effort to (i) fix,
stabilize or control prices; (ii) allocate products, markets or territories; (iii) boycott
certain suppliers; or (iv) refrain from the sale of any product.

* A good rule of thumb is to ask yourself whether what you’re sharing, discussing or
agreeing to with a competitor is the sort of thing you’d normally consider discussing
with someone whose goals and objectives revolve around putting you out of business.
If the answer is no, avoid the discussion.

« If you are unsure, err on the side of not having the discussion. If you're still not sure,
ask the Legal Department.

The penalties for getting this wrong are quite serious, and include hefty fines, brutal
monetary damages, and time in the slammer. So, again, try really hard to make sure you
don’t get this wrong. Failure to comply with the antitrust laws will also result in disciplinary
action, up to and including being promoted to customer (i.e., getting canned).
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OUR COMMITMENT TO THE MARKETPLACE

COMPETITIVE INTELLIGENCE

In the normal course of business, it's not unusual to acquire information about competitors.
Doing so is not, in itself, unethical. Indeed, it's a necessary part of a vibrant, competitive
marketplace. Such information may be collected from a variety of legitimate sources,
including published articles, market analyses, and other public reports and documents.

However, just as the antitrust laws prohibit us from gaining confidential or proprietary
competitive information by being overly friendly with our competitors, other laws prohibit
us from gaining such information by being overly unfriendly through, for example, lying
or engaging in other improper activities. Accordingly, we won't tolerate theft or other
misappropriation of proprietary information belonging to our competitors.

Such activity might include inducing disclosures from competitors’ past or present
employees or franchisees, lying about your own employment status with our Company
to gain the confidence of competitors, or inducing our suppliers to provide confidential
information they have received about competitors’ strategies. In fact, even the innocent
receipt of competitive information that you have reason to believe is intended by the
competitor to be confidential can get you and the Company into trouble.
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I’m about to leave an industry trade
association meeting in Chicago,
but | just noticed that an attendee
from McDonald’s seems to have
accidentally left some papers at
the table where he was sitting.

| may have taken a tiny peek at
them,anditlooks likethey may be
McDonald’s business plans for the
nexttwoyears.Thesedocuments
have all sorts of “confidential”
stamps on each page. This stuff is
gold.lassumelcanuseit right?l
mean, the dope left it there.
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OURCOMMITMENT TOOURCOMMUNITIES

In addition to the responsibilities that we owe to people who choose to do business with us, such as our shareholders, employees, guests,
franchisees, and vendors, we also have responsibilities to people and communities who are impacted by our actions, whether they have chosen
to do business with us or not. In fact, our responsibilities to our shareholders, employees, guests and business partners include the duty to be a
good steward of our communities, our environment, and of people and things that are impacted by our business. Some people call this Corporate
Social Responsibility, but we prefer a simpler term: Corporate Stewardship.

Making a commitment to our communities means more than being philanthropic (although philanthropy is a part of the overall conversation). But
while philanthropy focuses on how we spend money, Corporate Stewardship focuses on how we make money. So, as a business that operates in
communities throughout the United States, we have a duty to behave responsibly towards those communities. We also have a responsibility to
manage our impacts in other communities that our business activities touch — for example farm communities throughout the United States from
which we source our food.

We can and should (and will) pay more attention to these issues as our business grows. Just as our critical business decisions require us to assess
the impact of those decisions on our obvious stakeholders (such as our guests, employees, franchisees, and shareholders), we also try include in
our evaluation of these decisions the social, environmental, and animal welfare impacts of ouractivities.

This is challenging stuff, and it requires us to weigh a number of compelling interests in making business decisions that have varying and often
conflicting impacts on our Company stakeholders. We might not make decisions that everyone agrees with all of the time - this would be an
unrealistic goal. But we always work hard to try to make decisions that are consistent with our purpose, our guiding principles, and our culture.
When we rely on these filters in making these decisions, we can be comfortable that we are doing the right thing.
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ADDRESSING ETHICS AND COMPLIANCE ISSUES

We strive at all times to:

« Encourage employees to report actual or suspected violations of law or of the expectations defined in this Playbook, and other improper or
unlawful conduct;

» Protect employees who report such actual or suspected violations, or other improper or unlawful conduct, from retribution or retaliation for
having done so;

« Take all reasonable steps to respond to all reports of actual or suspected violations, or other improper or unlawful conduct; and

» Assure consistent enforcement of the expectations of this Playbook through discipline of anyone who violates it.

PROTECTING ANONYMITY

It is our policy to take reasonably practical steps to protect the identity or anonymity of any employee who makes a good faith report of an
actual or suspected ethical violation or other improper or unlawful conduct. Though we encourage you to identify yourself, we will work to
protect your anonymity to the extent practicable if you ask us to. Note that we will take appropriate action to discipline anyone who knowingly
makes a false accusation or provides false information in connection with claimed ethics violations.

NON-RETALIATION

No employee may retaliate, directly or indirectly against another employee for reporting in good faith an actual or suspected ethical violation
or any other improper or unlawful activity, or for assisting in an investigation of a report no matter whom the report concerns. Anyone who is
found to have retaliated will be subject to disciplinary action, up to and including dismissal. This means anyone, including company officers.
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ADDRESSING ETHICS AND COMPLIANCE ISSUES

REPORTING PROCEDURES

If a Jack in the Box employee has reason to believe that anyone acting on behalf of the Company has violated the expectations
defined in this Playbook, behaved unethically, or exposed the Company to legal or reputational risks, it’s his or her responsibility
to promptly notify someone - generally the immediate supervisor. Itis the responsibility of each supervisor who receives such
information to promptly relay such information to the Ethics Office. We fully understand that, occasionally, reporting to your immediate
supervisor would be difficult or inappropriate. In such cases, you should seek assistance from other members of management, the Ethics
Office, or appropriate Human Resources personnel. If these are not comfortable alternatives, you can also use our Ethics Helpline.

OUR ETHICS HELPLINE

Although we believe strongly that the best way to address ethics and compliance concerns is with direct, face-to-face communications, typically
with your immediate supervisor or other leader in your organization, we understand that in certain circumstances this simply may not be an
option. Because of this, the Company has established an ethics help line that can be used to report actual or suspected ethical violations, other
improper or unlawful conduct, or concerns regarding accounting, internal accounting controls or auditing matters. Helpline calls can but need
not be made anonymously. The Helpline is for Company employees. Franchise employees should contact the appropriate manager in their
organization.

What you can expect when you call the Helpline:

* You'll be asked to answer a few questions that are necessary to enable the Helpline staff to help you.
« If you don’t want to identify yourself, that’s okay. Helpline staff will take your information and give you a report number and a time to call
back so you can get or give more information.

» The Helpline will be staffed during regular business hours, but you can call any time. After regular hours, you may leave a voice message.
If you leave a message, you will be called back the next day.

« Every issue that is reported by an employee using the Ethics Helpline is investigated.

The Helpline is not intended to provide advice or guidance — you should seek that from your immediate supervisor, or through the Human
Resources Department, the Legal Department or the Ethics Office.
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ADDRESSING ETHICS AND COMPLIANCE ISSUES

Any ethical violations, or any other improper and unlawful conduct, will subject an employee to disciplinary action, which may include reprimand,
demotion or dismissal, and even possibly legal action, depending on the circumstances. Disciplinary measures also can apply to anyone who
directs, approves or condones violations, or has knowledge of such violations and doesn’t move promptly to report and correct them. Further,
disciplinary action may be taken against a violator’s superiors, to the extent that the circumstances of the violation reflect inadequate supervision
or lack of diligence.

Any employee who believes that a waiver of any provision of this Playbook is called for should contact the Ethics Office. You may not engage in any
conduct inconsistent with this Playbook without receiving such a waiver in writing. It's not Company practice to grant waivers from the requirements
of our Integrity Playbook. In the case of directors or executive officers, only the Board of Directors can approve such a waiver, and the company
may be required by law to publicly disclose any suchwaiver.

With the exception of restaurant employees, all employees are expected to read, understand and act in accordance with the letter and the spirit
of the Playbook. All members of the Board of Directors and all full time employees (except non-management-level restaurant employees) shall
certify that they have read the Integrity Playbook, that they understand it, and that they agree to abide by it. Periodic recertification is required of
members of the Board of Directors and management, as designated by the Ethics Office. Failure to certify or recertify may result in discipline up to
and including termination, as appropriate.
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