QSR Competitive Analysis



Burger King Media Spends. Jan — May 2012.
Estimated Value 422 000 USD
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Burger King Media Spends. Jan — May 2012. Monthly split
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McDonalds Spends. Jan — May 2012.

Estimated Value 17 875 000 USD f \j \
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McDonald’s Media Spends. Jan — May 2012. Monthly split
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McDonalds Spends. Jan — May 2012.
Estimated Value 4 400 000 USD
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KFC Media Spends. Jan — May 2012. Monthly split
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Subway Media Spends. Jan — May 2012.

Estimated value 91 000 USD
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Subway Media Spends. Jan — May 2012. Monthly split
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National TV placement. McDonalds placed image copies and
TVCs to support new products (Beef Roll & Ciabatta beef) while
KFC had image copy to support brand image
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Summary and media recommendations @
CURIOSITY

Burger King increased activity in Spring 2012 — the most active period during H1 2012 what helps to
rival with other players. OOH is the most heavy used media. Placement in low activity period will help
to increase traffic to restaurants however being active in hot period allows to defend positions from top
players rushing.

McDonalds — the strongest player in the category. TV is the main media. Its share is ~ 85% of total
budget spends. The widest media mix among all competitors. Promotes product offer and image
advertising as well

KEC has the biggest TV presence in media split — 91%. Since 2012 KFC placed on National TV. Spring
is the most active period during H1 2012. Actively promotes low cost offers in OOH and internet and
has a tendency to young audience.

Subway’s most active period — Jan and Feb 2012. Spring 2012 is the period of low activity in OOH.
Uses franchising proposal to develop chain and expand presence in cities.

« Promotion of special offers

« Continue the indoor strategy

 Activity in cluttered period with high SOV at the exact media

« Campaigns the accent on Wopper to outstand from McD (poster track at the
august campaign)

 Reg TV in main cities — 2013
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Display advertising competitive analysis



In 2012 the category’s ad spending equals to 39 min RUR, 73%
of this amount are McDonald’s expenditures @ Wones

Ad expenditures by advertisers, min RUR Ad expenditures distribution in category (for
the whole period)
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KFS’s and Subway’s investments were more effective than
McDonalds’ since much smaller budgets lead to higher quantity
of impressions
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1. Small budget, high impressions 2. Big budget, high impressions
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The category’s advertisement strategy is placements at social
nets and thematic resources, KFC and Subway focus on

building the coverage at social nets and portals as Burger King
also actively uses entertainment sites
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Burger King

CURIOSITY
WORKS

Burger King used placement only on Vkontate.ru. URL leaded directly to the official
site.

Bce Ha 6bapbekro!
burgerking.ru

BcTpeuaiite B

Merepbypre!
MNonpobyiTe HOBLIM burgerking.ru
Byprep CTerKkxayc
B pecTopaHe «Byprep
KnHrs!

NereHaapHeir Byprep
KHHr, Koponke rpung,
y¥e B BaweM ropoae!

Product campaign targeted to St. Petersburg in march — april 2012
I Product campaign in April — May 2012 (St.-Petersburg, Moscow)



McDonald's
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McDonald's realizes support by means of a contextual advertising by narrow
lists of requests, which are connected with job search. Campaign consists of
small number of requests in a placement.

M.

HALUIA KOMNAHWS! IOYEMY MAKZIOHANAC? HALIIM BAKAHCHH 'BALIA KAPBEPA BONPOCH W OTBETHI

MakaoHanac.

NposepbTe Hac!

=

MAKAOHANAC
l BrULIETCA B TBOWU MUP

L Uses placement on }

Vkontakte.ru

» Pabota MakgoHanbac, pabota ans
CTYyAEeHTOB, rMbkun rpacmk paboTsl etc.

* PaboTta c ru6kmum rpacukom!
MakgoHanac npurnalaeT Ha paboTy.
Monpobyn cebs!

* Pabora B MakagoHanac!
MakaoHanpac npurnawaeT Ha paboTy.
Monpobyn cebs!

* Positions of the special placement

* Yandex.Direct, Google AdWords

Promotion is realizing mainly on positions of the special placement by narrow lists of

requests




KFC CURIOSITY
WORKS
KFC realizes support by means of a contextual advertising by wide lists of
requests, which are connected with job search. Campaign consists of big
number of creatives. -
P » BakaHcuun ctygeHTam rmbknin rpaduk, kfc
Mewo  Pecropausi [Nopantausum || Hosoem| |10 ovnan Passnesenin russia ru, BakaHcum Ans CTy4eHTOB, NMOUCK

BpPEMeHHOI paboTbl, BakaHCUM CTyOeHTam

HEenosnHbIN pabounin geHb etc.

COTPYAHUK pecTopaHa Ha CoTpyAHUK B ocbuc

* Paboraiite Bmecte ¢ KFC!
PaboTta B sspkOM 1 NO3NTUBHOM KonnekTnae!

Onucanue eaxaxcuy *

COoTpYAHUK pecTopaHa — 3TO CTapTOBasA NO3ULUA B Haled KOMMaHWuK,

-
KOTOopaA He TpeGyeT onbiTa paGoTbl 3an0nHMTe 3a;|BKy Ha caunTte
Ecau mut xon. Apyorcenobs — dofipo "
noxcanoeams 6 xonnanuio KFC! 3decs meba xdem unmepecnar paboma, mrozo senewamaeruit u O PaGOTaMTe BMeCTe C KFC!
praeu @ MaKace NEPCREXTANEHAA KAPLEPA, E0AN Y mefa ecmbxenaxuepaaeueambcn emecme ¢
e o e : Passutue. Kapbepa. Ycnex! 3anonHurte
Mouery sma saxawcun nasweaemos unewno max? Boe o 3as1BKy Ha canTte
execme, odnoit komandoit. [Tomozar u noddeprusan dpyz dpyzy, mut nobexdaem emecme!
He d eeds paboma pasnooBpasHan ¥ URMEPECHAR!
bt 20MOBUM uynakoebzeae}n Pupnmennsie baroda KFC, obcayxcusaen nawux Nocmell xaxcduil dens,
umobst onu cebr donzoxcd nnaxadunm x wam o ~nnBQ.
. Mt - panamet zocmeit! A zaaenoe, My paboma MpuxopuTe scezda xopowee el
HacmpoeNueumu 3apaxcaem un scex! Jag me DBGOTaTb! 2a ydosoascmeue,
ot s . naamy u it pocm, ntut Kfc-Fussia.ru it, xomopasr
Eydem AR meba o g -
v * Positions of the special placement
anomam anxemy -
Uses placement on e :
P * Yandex.Direct, Google AdWords

VkO n ta kte .ru Hpmc;::::;;[:ect. K

KFC & Mockee!

Promotion is realizing mainly on positions of the special placement by wide lists of
requests



Subway @
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Subway realizes support by means of a contextual advertising by narrow lists
of requests, which are connected with opening of the restaurant (franchise).
Campaign consists of requests by competitors and small number of creatives.

OTkpo# &
s CBOM pectopaH

» Subway dpaHwmsa, byprep KuHr opaHLnza,
Oyprep KMHI dopaHYan3unHr, KpoLLKa KapToLLKa
dpaHLwwmn3a, etc.

PO

» OTKpbITb cBOE Aeno? Jlerko!
®paHwmsa pectopaHoB SUBWAY.
Pernctpupyntecb n yaHaeTe Kak OTKpbITb
pectopaH

» ®paHwunsa pectopaHoB SUBWAY
Kynute BbirogHo! 3apernctpupymrech u
nony4mnTe 4oCTyn K NOAPOOHBIM MHCTPYKUNSAM

-50%0 Ha C3HABUYM
Subway

* Positions of the special placement

Uses co-promo placement

on Vkontakte.ru

* Yandex.Direct, Google AdWords

Promotion is realizing mainly on positions of the special placement by narrow lists of
requests
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Blogosphere competitive analysis
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Burger King: positive: excellent burgers, opportunity to eat cheaper
(coupons, flyers), negative: some products aren’t so tasty @

https://twitter.com/#!/vkirilichev/statuses/202441240015409152
https://twitter.com/#!/katy krylova/statuses/20234676275578060

Vasily Kirilichev ¥ Follow | &~ 8 .
iichey ﬁ Katy® ¥ Follow A~

B Oyprep kuHre Bce Bce BKyCHO, HO Kode oKazasics

. Ha dpyH3seHcKoM oTKpbLIH Oyprep kuHr. U gaxe
KYTIOH CO CKUJIKOHU JIaJT! Y MeTpO.
85% positive PR B g
reviews

15% negative
reviews https://twitter.com/#!/Sharmaaan/statuses/201687485296820225

https://twitter.com/#!/FlyerUnderFire/statuses/202387951735418 Pa Lisa Komarova ¥ Follow | L
A Alexander Krivonosov ¥ Follow X~ OtMmeHHbIe Oyprepsb! u uyecHas atMmocdepa (@
{ FlyerUnderFir Byprep Kumur) 4sq.com/KZbbOn
Pemmni cyierka nepexycuthb B Byprep Kunre. Kynon ot e kg
Zajl CKUAKY B 50%, moutu 300P. (-: instagr.am/p &4 foursquare
/KphOJDulve/
4~ Reply I Retweet W Favorite https://twitter.com/#!/euroradio/statuses/202377498028277760
https://twitter.com/#!/KouznetsovaV/statuses/2024252627370721 o W Foliow || &~
28 B 2 Dzhuk

B Veronika 2 Fotow Az »euroradio Byprep Kunra, HeaBHO o6bIBas TaM

B MocCKBe U IoeJs1 TaM caMbli BKyCHEHIIIHH Oyprep
Ha 3eMJIe

BOT 0003kato Oyprep KUHT 3a Bce, KpOME BEUHO
HEI0COJIEHHOH KapTOIIKH :[

4~ Reply T3 Retweet W Favorite 4~ Reply T3 Retweet W Favorite



McDonald’s: positive — the most common and well-known, tasty,

not expensive, strict quality check, varied menu; negative — ruins
health, addictive
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http://www.e1.ru/talk/forum/read.php?f=35&t=1884523&i
=1884557&page=0#1884557

http://asaratov.livejournal.com/2715087.htmI?t

50% positive hread=36699599&

SUVIN N reviews
Oara: 26 Map 2012 19:29

50(y negatlve a MHe MarkgoHanbAC HPaBWTCA, U efa ToXe

(o]

Camble BKyCHble rambyprepbl B MakgoHangce ‘ .

reviews
OTBETHTL

http://twitter.com/#!/ildarbr/statuses/192844692835143680

http://twitter.com/#!/tasha_tashata/statuses/1918451317149696 A BbI 3aMeuasn, 94To K caMOU BK}’CHOfI ene

Q0 (6aOyIIKUHBI TPEYTOJTBHUKH, MTANLTBIKA OT AIIOTA)
Max/loHanpac BooDIIE HaeaIbHOE MECTO IS : ”

i TaK He TAHeT Kak K MakaoHanbacy, Kose u
CTYZIeHTOB - €/1a €CTb, 4all, Koe U IP0Y, €CTb,  yymeam! A mouemy?
BaK-dai, emié TaM He KypAT U He IbIOT... )))

http://sup-managed-01.livejournal.com/10916853.html|?thread=3520148

A rge-ToPRE MMcana, YyTo camoneTHanA eaa, NMYyHo ¥ MeHA, acCouunpyeTca C 0TMYCKOM, 3T BO-NEPBbIX ))) A BO-BTOPLIX MHE HE MONaAanoch To, YyTo Bel BLINOXKUAW, NOYEMY-TO A ena Bceraa
O0BONbHO NPECTHYIO NULLY B camoneTax, 6e3 NUWHUX COyCoB W T.M. T.e. NpoayKTel BbiNK, NPoCTOo, 0TBAPEHLI, B CCHOBHOM. [103TOMY HUYEro BpeHO A He 3ameTuna. Jlyywe Obl Bbl nocBATUAN

noct MakgoHanbacy, TaM eaa Ha MHOTo CTPalWHee, 0AHO MHOTOP330B0e MAcno ANA KapTodaHa (py Bbi3bIBAET YKAC, 3 HAreTChl N3 XPALWER 1 Koxxy - Bya!l 11 6eamo3rmble Mamaluy, nanam,
KOTOpbIE BOAAT TyAa AeTell ¢ paHHux net!i!

http://forum.na-svyazi.ru/?showtopic=68185&st=6

15

ena B MakaoHanbAcC - XyTh, HO BCE PaBHO XOUYETCA. M UTO TONbKO Tyaa Aob6aBnaroT Takoro @
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KFC: positive — more natural than McDonald’s, not expensive;
negative - limited product range (only chicken) @ Works ™Y

http://twitter.com/#!/DariaKuzub/statuses/186551161082494976

dyyy, HeHaBKY exy uz # KFC. moena aTux 70% positive

CTPUIICOB, TIOJIOBUHY BBIKHHYJIA, IIEPECOJIEHHBIE, U reviews
nerncyu pas6apiennas. KVIITAWUTE B BYPTEP 30% negative
KHWHTIE, pebsar ‘ reviews

4 Omsetuts ¥ Peteuthyte W B uabpanHoe

- H '
http://twitter.com/#1/f_blog/statuses/1713137554755543 8t5t twitter.com/#!/ru_holmes/statuses/1923280119604183
04 = !
E KEC 5 Kcraty, a KOC Ha mops10K HaTypasibHee e/la 4eM B

beJI /IBa JIOHTePa B yEeSommneieymor. B e wr sompersTabrd))

JKUBOT O0uT! OGeeeeeeeeeeeee(: raocTb Thdy!

http://vi-brunette.diary.ru/p173709658.htm

Tocrte foynMHEra pemmna 3adexaTs B "Byprep-napk” NepeKyCHUTh, T.K. BCe He YCIeny MOKYIaTh MoCcTe MKoIsl. He HpaBHTCA MHe 3T0 MecTo, Ho
TIOMTH TIPHOLIOCH, T.K. TMOOMHM30CTH He ObLI0 HMKAKOTO XOpOIIEro 3aBefleHMA, IZe MOXHO Oblo Obl mepeKyCHTh. JJOBONBHO BHICOKHE IIeHEH! (B
0COOEHHOCTH 10 cpaBHerH:0 ¢ KFC, re o¥eHb BKYCHAaA M JI0BOTLHO HeOporas efla) ¥ yXacHoe KawecTBo MHmu. EM TaM yixe He Nepehle pa3, HO
BHMMO B NIepBhle MeCAIL! II0CTIe OTKPLITHA 0HH elle X0Th KaK-T0 CTapasIkCh, Ceifuac e MOMTHLIH yixac.

http://diesliss.livejournal.com/93055.ht

ml ;
“REC Ha KyiObllieBa HaMHOTO BKycHee M nyylie nodoro Maka B camape. Aa 1 soolLue nyyiwe nroboro GbicTporo gyaa B camape. 40 CUX Nop HE NOHMMaD peHoMeHa Subway B Mupe, caman

KpynHaA CETb, KOTOPAA N0 MOWMM NOHATUAM MMEET CKy.uHeﬁmee MEHHKD.
http://blackinmind.livejournal.com/169478.ht

ml
Kpeuemmrn-bydpdano nemHoro pazouapoeany, sadelieHHad TabacKoepad OCTpoTa oTcyIcTBOoBana, + cyxoearel. B KFC kpreunea BxycHee n

OCTpee Ha ITOPANOK -)
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Subway: positive — not so crowded, you see what the food is
made of, more healthy than McDonald’s; negative — no quality
check and small range of products, too expensive

CURIOSITY
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http://ru-health ife.livejournal.com/2706107.html?thread=,46133179

"™ S ' a cadzeii - Xopomo, 0COGEHHO CBOMMHE CBEXHMMH 0BOMAMH, HHeHKa He 09eHb N0X0Xa Ha HHAEHKY 110
BKYCY, H X71e0, KOTODEIi 0HM TaM NpeJyIaraioT - CTPEMHLIH, II0X0Xe Ha CaM Y0 00LINH Y0 MaprapHHOB VIO 0VIIKY.
$YePHOro MHe He IIpeJTaraiy, IPocTo 0eny:0 O0Y/IKY MOKPAmeHH VIO B CephIH IIBeT. 00CHINaHH VIO CeMeuKaMH ATIA
KpPacoThl. CMOTpe/ia B HHEeTe 0T35IBHI 110 KATITIOPHAM - TOXe He CaMblif 30X. OHH ZIe/Tal0T peKIaMHbIe 3aMaHyXH,
CBA3AHHBIE C 30, HO 3TO He Ha 100% Mpasaa.

http://gail-ukrf.livejournal.com/2623.html 70% positive
reviews

Hauan 7 ¢ cynumnka.OTkpbIn Kpbiweyky. Cynom okasanack Hekaa cybCcTaHuMA COCTOALLaA U3 MYTHOIM BOAWYKN 1 OAMHOKOrO KyCOoUKa AeLeBoi

konbackl.Hy, aymato Geina He Geina.Onpobyto. Mo Brycy noxoxe Ha bynboH U3 bynboHHoro Kybuka B koTopelil Aobasunu Kycouek napanoxa. Moxneban 300/0 negative
3HaYUT A—cyAey BeLLLeCTBO (kpatk To oxoTa). M BoT, HakoHel, npuLLno BpeMA ocHoBHoro bnoaa .

TyT T0 A NOHAN yTO Takoe "XprounTe” 1 "XpHOYNNOBO", Tak cKasatb pacnpobrisan. OKka3anock , YTo TEOPWA O TOM YTO " M3 XOPOLIMX NPOAYKTOB Henb3A reviews
NPUroToBUTE NNoXyr eay” pabotaet He Bcerga

http://mdi.blog.ru/127879907.htm

TTepestii pas a4 cobupan c3HABUY OT HAYANA U AO KOHLA, TAK YTO 3TO AOBOMBLHO 3aHATHO :) LleHer apexeatHete, fion 6ynku caHaeuua nonyudaetes 150p + 4
e3an 0,8n MayHTtur Oero — 60p = 210p 30 NpunuUUHEIM C3HABUY, KOTOPEIM 9 peanbHo yTonun ofeaeHHEIN ronoa. Kadecteo npoaykToe KoHeuHo Ha
BBICOTE, BCE OYeHb BKyCcHO. Boobluem ecem pexkomeHayro Subway no aapeccy: Kueeckas 1.

http://ligaman-de.livejournal.com/109464.ht

ml ; _ -
Kopo4ye DbIN B 3TOM CcabBee. Ha MWUPOBOM ypOBHB ABHO BCe He TaK, KaK Yy Hac B iJapHa>+:one MACa rmagw Mano, Npo3paYyHbin NOMTUK BETHWHBL. NO

CyTh gena uMeem 00bIYHLIN BaToH C ropoi canarta, u Weapo HanoXeHHol ropunLen, 3To N3gel. BTopoi pas3 TyAa He I'IOI"1,£1‘_-," 3a Ty Xe COTKy ny4wie
nepexeatute KOTNETy B NaBalle B "mardﬁyprepe" yepe3 4opory, gaxe gellesne Bblﬁ,ﬂ,eT M KaK MUHUMYM, TaM BKYC MACa bonee ocA3zaem
(Reply) (Parent) (Thread)

http://diesliss.livejournal.com/93055.ht

z s m
a MHe HpaBWuTCA cabBel. OH Kak-TO BbIMAAWUT HaTypanbHO. M €ro AenarT M3 NOHATHLIX MHE BELeW. a TO A4 40 CHMX Nop HE MOry NOHATbL, OTKyAa OepyTcA KOTNeTbl B OMrmakax)
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Summary @ CURIOSITY

Display advertising:

* McDonald’s is the most active advertiser, KFC is the only brand permanently
presented in digital.

» The category has no common strategy of placements but tends to advertise at
thematic resources, mostly job and entertainment.

» Conduction of HR campaigns is popular in the category.

Social nets:

« KFC is the only brand that develops social networks, Subway has inactive
communities.

* Low number and standardization of activities.

» Generally low engagement of participants for the category.



Summary @ CURIOSITY

Context Systems:

McDonald's, Subway, KFC and Burger King have the context advertising
campaigns in 2012.

Burger King used placement on Vkontate.ru. URL leaded directly to the official
site.

Blogosphere:

Burger King: positive — excellent burgers, opportunity to eat cheaper (coupons,
flyers), negative — some products aren’t so tasty.

McDonald’s: positive — the most common and well-known, tasty, not expensive,
strict quality check, varied menu; negative — ruins health, addictive.

KFC: positive — more natural than McDonald’s, not expensive; negative — limited
product range (only chicken).

Subway: positive — not so crowded, you see what the food is made of, more

healthy than McDonald’s; negative — no quality check and small range of
products, too expensive.



