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Y
um! Restaurant is a

Uick-sgin2JOF global

Service Testaurant

KFC, Pizza H
restau‘rants in India
2za Hut is drivin .
Successfully repositiongd\i’tum' S growth in India. Pizza Hut has
dining restaurant it self from a fast food joint to a casual
items and 75 fooq. . h an enlarged menu. Its menu has 30
Xperience ;;s that dlngrs can choose from. Its
a choice of what th Characterized by customers having
ey Wﬁg; tt?1 eat, rather than by speed and
itself as g _g L€ case when it had positioned
fast food joint, At Pizza Hut outlets, custompers spend
4 Sg_ aI multi-course meal, and they
spe , Ingle meal. Since the customer is
Sge:g::g :liggttzi!:ettal' amount of time at the outlet, and is also
at Pizza Hup o ly large sum of money, ambience and service

: ave been {efurblshad. Employees have been
" dining. It has also invested to make
the d i inati
imag:‘;‘f’fa";gsff f'(;rcl)zggiueg;e. .Itt :ac? lo work hard to shed the
. oS —i i
lighting to ity 2nd o ad to change everything from
g KFC first entered India in 1995, but it was forced to retreat

ue to protests from Swadeshi groups. It came back in 2004,
aqd has ppened a large number of outlets across the country.
It. Is growing at a fast pace, and is present in all formats - mall,
airport, drive-through. More than a million customers visit these
outlets every month, and a customer spends around 100 every
time he has a meal at KFC. KFC advertises profusely, and it
reserves 5 per cent of its revenue for advertising and other
forms of promotion.

KFC's positioning is slightly ambiguous. Yum! is trying to
position it between food sold on stalls in the streets and fine-
dining restaurants. It is trying to cater to the middle segment of
the proverbial 'pyramid’. KFC is trying to stradsile _between street
food and fine-dining restaurants, because it discovered that

hour enjoyi
may spend upto ¥600 ojn i

less frequently, but they visit fast-service restaurants where
they can have meals at reasonable rates. But when the economy
is doing well, they stop eating from the stfalls in the streets, and
visit fast-service restaurants to have their meals.

Most fast-service restaurants focus on providing large
variety of snacks on their menu, and KFC does the same. But,
it is also experimenting—it has introduced chilled beverages
called Krushers in 3 variants of crunchy, sm.oothle.s and
!‘s arklers. Customers have liked Krushers, and it 'contrlputgs
iaﬁnost 10 per cent to its revenue. Like McDonald's, WthICh is
| { its main competitors, KFC wants to serve customers
‘?hr:ae\n(r)hole day. It already caters to lunch as well as dinner and

 QUESTIONS
o Y 1.

segments be clearly defined?

Should Yum! Restaurant go the McDonald's way—designing products
2 pricing low to serve Indian pockets? Or should it retain b

when the economy is not doing well, diners visit restaurants ~ Investments in supply chain.

with McDonald's, becau

Do the three chains of Yum! Restaurant serve three differen: s

thening its snacking portfofiq,
o 5"%?3 third chain under its portfaj
is Taco Bell, which was launched i,
India in March, 2010. Taco Bell offers
Mexican fast foqd such as burritog,
tacos, quesadillas and toppg
nachos. Taco Bell offers food that is 4
contrast in texture and flavours, whicp,
strikes a chord with the youth who segk

‘ o Bell tastes difffarent, and its meny
same t1g "ﬁrﬁnfg&dtﬁt ;Eiik beyon‘d traditional snacks like
EL?;T;:;S 1%?«,0 Bell specializes in Mexican fast food, and hence

imi umber of customers. Hence, Tacg
it appeals to only @ limited n D O aducts A roasonag

Bell will operate only in large Clat KFC. Yum! has tweaked the

. h those
t;;nc;ed.nzndrig;esyorf"f’rfg cuisine of TaC_O'BeII based on consumer
fe:debzck Fits menu includes the chain's trademark crunchwrap

and grilled stuffed burrito. Now, footfalls exceed 2000 customers

° da)E;ut vum! is worried—customers do not spend lavishly at
fast-service food outlets, and therefore the' average b_||| size is
e average bill size by offering more

low. Yum! is trying to increas _
items on its rrr}:enu. It has added more vegetarian snacks on

' nd is trying to move Pizza Hut's menu beyond
gi';fasaff nplgstaas—in Meghope that customers will order more
items if they have longer menus to choose from. Yum! is
increasing the number of outlets in the cities in w!uch it is
present and is focused on increasing footfalls. Openmg more
stores in the cities in which it is present, will allow it to leverage
the supply chains that it has set up in these cities—supply
chain of food is expensive to set up. It has plans to add more
than 1000 new outlets by the year 2015—for successful fast
food chains' revenues are proportional to number of outlets.

Yum! will need capital to expand—it takes around 2.5 crore
to open a KFC store, and around ¥1.7 crore to open a Pizza Hut
store. It is more expensive to open a KFC outlet because its
equipments are more expensive, and space for sitting has to
be provided. All Yum!'s outlets are earning profits. It is important
to remember that in fast food business, outlet profit is relatively
easier to achieve, but chain's profits are delayed due to heavy

Yum! is doing well, but it has seen turbulent times. KFC
had to retreat because some Swadeshi groups protested
against it establishing base in India. Pizza Hut was perceived |
to be too expensive, and hence customers did not patronize it |
in the initial years. With Taco Bell, the company is judging
consumer reactions to the Mexican platter. The organized quick--
service-restaurant market is stilf nascent in India, and more

. players will expand the market in malls and high streets.

However, specialized chains may not be competing directly

se of a difference in the scale of

operations, and also because McDonald' icing is ver
different from that of Yuml's ey S prlc.mg_ is v y

égments? Can these thr:éé d_ifferent_

suit the Indian baiate ahd'

the distinctive taste of its products?

Scanned with CamScanner



