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1. Background
In Pakistan’s fast-food industry, KFC and Cheezious are two leading players targeting the same customer segment—urban youth and families who enjoy fried chicken and fast-food meals.
However, their pricing strategies and brand positioning differ significantly.
· KFC is an international brand known for global quality standards, heavy advertising, and premium pricing.
· Cheezious, a local Pakistani brand, has emerged as a strong competitor offering budget-friendly meals and localized flavors catering to price-sensitive consumers.
2. Price Comparison
	Menu Item
	KFC (PKR)
	Cheezious (PKR)
	Difference

	Zinger Burger
	690
	490
	200 less

	Zinger Combo (Burger + Fries + Drink)
	1,050
	750
	300 less

	2 Pcs Chicken with Fries
	890
	640
	250 less

	Family Meal (4 burgers + fries + drinks)
	4,000
	2,800
	1,200 less


Observation: On average, Cheezious prices are 25–35% lower than KFC’s comparable items. This price gap is significant for middle-income consumers and students — a large portion of Pakistan’s fast-food market.
3. Reasons for Price Difference
1. Brand Positioning:
· KFC positions itself as a global premium brand with international appeal.
· Cheezious positions itself as a local value brand focused on affordability and taste.
2. Cost Structure:
· KFC bears higher franchise fees, royalties, and import costs for ingredients and packaging.
· Cheezious relies on local supply chains and locally sourced ingredients, reducing operational expenses.
3. Marketing Expenses:
· KFC invests heavily in traditional and digital media advertising.
· Cheezious uses targeted digital marketing, influencer collaborations, and social media virality—lower cost, high engagement.

4. Operational Scale:
· KFC maintains standardized international processes and staff training, which increases cost.
· Cheezious operates with more flexible local management, adjusting to consumer affordability trends.
4. The Buycott Opportunity
sFollowing global and national movements to boycott Western brands due to sociopolitical concerns, many Pakistani consumers have started preferring local alternatives a phenomenon known as a “buycott” (buying local to support national brands). During this time KFC reduced their prices and offered equivalent prices to the Cheezious. Based on the above description, answer the following:
Q.1 How do you describe the situation as the potential opportunity for Cheezious in local market?
Q.2: What are the suitable strategies for the Cheezious to exploit the opportunity of making stronger brand reputation and Image?


