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THE FALL OF AHERO

YOUTH DRIFT

27%

20%

CREATE A CAMPAIGN TO REVAMP THE BIG MAC
FOR GEN Z & MILLENNIALS.

MAKING IT THE GO-TO BURGER FORGEN Z

AND MILLENNIALS.

20% 15%

DECLINING ROLE FADING COOLNESS



SAUDI YOUTH ARE FIERCELY LOYAL TO LOCAL BRANDS, AND THEY OPENLY

EXPRESS THEIR PREFERENCES ON SOCIAL MEDIA.
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MCDONALD’S RESONATES WITH THEM BECAUSE IT GOES BEYOND
BEING JUST A MEAL. IT’S A PLACE WHERE SOCIAL LIFE,
EXPERIENCES, AND CONNECTIONS COME TOGETHER.

N
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> Authenticity Sells: How To Market To \

Millennials And Gen-Z,

The key lies in creating authentic, unpolished content that
showeases your business's personality. Think of a casual phone video
of your daily operations, a snapshot of your staff's camaraderie or a

quick update about your local sourcing—these feel far more genuine

\ than a glossy advertisement. /
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BUT LOYALTY ALONE ISN’'T ENOUGH, THEY VALUE AUTHENTICITY
AND RESPOND TO BRANDS THAT TRULY UNDERSTAND THEM.
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THEY SHARE THIS LOVE ONLINE, TALKING ABOUT THEIR FAVORITE MEALS,
LIKE CHOOSING CHICKEN OVER BEEF, OR HOW A VISIT BRINGS COMFORT

DURING FINALS.
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FOR THEM, MCDONALD’S FITS SEAMLESSLY INTO EVERYDAY LIFE,
OFFERING MOMENTS OF ENJOYMENT, CONNECTION,
AND MOST IMPORTANTLY, FAMILIAR COMFORT.
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THE BIG MAC IS SEEN AS A CLASSIC
BUT OUTDATED BURGER, TO SAUDI
GEN Z, WHO ARE HEAVILY
INFLUENCED BY ONLINE FOOD
TRENDS.

BIG MAC ADS, OFTEN MISS

SAUDI YOUTH CULTURE, WHO FAVOR
CULTURALLY AUTHENTIC BRANDS.
CAMPAIGNS THAT LACKLOCAL
RESONANCE RISK BEING IGNORED.

ARE FAMILY-FOCUSED AND
CAREER-BUILDING.

THEY GREW UP WHEN THE
BIG MAC WAS THE

ICONIC BURGER TO EAT

70%

MILLENNIALS
(26-40)

AS OF MAY 2025, SAUDI ARABIA'S POPULATION IS 36.96 MILLION,
BASED ON DATA COLLECTED BY THE GMI TEAM.

DIGITAL NATIVES,
MOBILE-FIRST.

THEY’RE A NEW GENERATION
WHO HAVEN'T EXPERIENCED
THE BIG MAC’S GOLDEN
POPCULTURE ERA.



COMPETITIVE MATRIX (GLOBAL SCALE)

POSITIONING

STRENGTHS

WEAKNESSES

MARKETING
STYLE

PRICE TIER

FOOTPRINT

MCDONALD’S

BURGER KING

VALUE, FLAME-GRILLED

PROMOTIONS, NETWORK

INCONSISTENT QUALITY

EDGY, PLAYFUL

LOW-MID

WIDE

WENDY’S

SHAKE SHACK

PREMIUM FAST-CASUAL

MARGINS,
BRAND DESIRABILITY

HIGH PRICE

LIFESTYLE-DRIVEN
CAMPAIGNS

HIGH

MODERATE

FIVE GUYS

IN-N-OUT

CULT REGIONAL

LOYALTY,
CONSISTENT PRODUCT

VERY
LIMITED GEOGRAPHY

WORD-OF-MOUTH

MID

REGIONAL (US WEST)

JOLLIBEE




POSITIONING

STRENGTHS

WEAKNESSES

MCDONALD’S

AL BAIK

LOCAL FRIED CHICKEN

CULTURAL LOYALTY,
PRICE-VALUE LEADERSHIP

LIMITED OUTSIDE GCC

HERFY

KFC

GLOBAL
CHICKEN SPECIALIST

BRAND RECOGNITION,
MENU ADAPTATION

STRONG LOCAL CHICKEN
RIVALS

DOMINO’S

JOLLIBEE

BURGER/CHICKEN
FAMILY

DIASPORA APPEAL,
FAMILY-ORIENTED MENU

SMALL MENA FOOTPRINT



MARKET STANCE

NATIONAL PRIDE
BRAND, ICONIC
FRIED CHICKEN
CHAIN, DEEPLY TIED
TO SAUDI CULTURE.

STRENGTHS

LOYAL

CUSTOMER BASE.
AFFORDABLE PRICING.
STRONG EXPANSION
MOMENTUM ACROSS
KSA AND GCC.

¢

WEAKNESSES

LIMITED MENU
VARIETY COMPARED
TO OTHER QSRS.
EXPANSION PACE
SOMETIMES

SLOWER THAN
CONSUMER DEMAND.

~

VISUAL STYLE

RED AND WHITE
BRANDING, BOLD
CHICKEN IMAGERY,
FAMILY ORIENTED
VISUALS.

COMMUNICATION STYLE

COMMUNITY
FOCUSED TONE
THAT EMPHASIZES
PRIDE, FAMILY, AND
TRADITION.
CAMPAIGNS OFTEN
TIED TO NATIONAL
OCCASIONS AND
RAMADAN.

KEY HIGHLIGHT

ITS ROLE AS THE
OFFICIAL FOOD
PARTNER OF THE
FORMULA1

SAUDI GRAND PRIX
LIMITED EDITION
MEALS TIED TO THE
ESPORTS WORLD CUP.

AL BAIK




MARKET STANCE

EVERYDAY SAUDI
BURGER BRAND,
ACCESSIBLE,
AFFORDABLE, AND
FAMILY FOCUSED.

STRENGTHS

LARGEST SAUDI QSR
BURGER FOOTPRINT.
FULL BAKERY SUPPLY
CHAIN GIVES A COST
ADVANTAGE.

WEAKNESSES

OUTDATED
COMPARED TO
MODERN
COMPETITORS.
STRUGGLES TO
CONNECT WITH
YOUNGER

DEMOGRAPHICS.

VISUAL STYLE

BRIGHT BLUE

AND YELLOW
BRANDING, CARTOON
MASCOTS, FAMILY
FRIENDLY COMBO
IMAGERY.

COMMUNICATION STYLE

STRONG PRESENCE

IN MALLS AND
HIGHWAYS, HEAVY
USE OF BILLBOARDS.
FOCUS ON SEASONAL
FAMILY BUNDLES LIKE
RAMADAN AND
NATIONAL DAY.

KEY HIGHLIGHT

COLLABORATION
WITH ONE PIECE,
ALONGSIDE THE
LAUNCH OF HERVICO,
STRENGTHENING
BRAND PRESENCE
BEYOND QSR.




MARKET STANCE

SAUDI BORN FAST
CASUAL CHAIN
KNOWN FORITS
BREAKFAST
SANDWICHES AND
LUNCH MEALS.

STRENGTHS

OWNS THE
BREAKFAST AND
LUNCH DAYPARTS
WITH

STRONG DEMAND
FROM COMMUTERS
AND STUDENTS.
LOYAL CUSTOMER
BASE IN URBAN
AREAS.

9995
KUDU

WEAKNESSES

WEAK POSITIONING IN
DINNER AND

EVENING OCCASIONS.
LESS EFFECTIVE
BRAND STORYTELLING
COMPARED TO

NEWER PLAYERS.

VISUAL STYLE

ORANGE AND BROWN
PALETTEWITHA
REFRESHED MODERN
LOOK.

VISUALS EMPHASIZE
FRESHNESS AND
SANDWICHES.

COMMUNICATION STYLE

MESSAGING CENTERS
ON FRESHLY MADE
MEALS AND EVERYDAY
CONVENIENCE.

USES OOH AND
SNAPCHAT FILTERS TO
TARGET MORNING
COMMUTERS AND
STUDENTS.

KEY HIGHLIGHT

PARTNERSHIP WITH
THE HIT SAUDITV
SHOW SHABAB AL
BOMB TO BOOST
CULTURAL
RELEVANCE, AND
COLLABORATION
WITH TEAM FALCONS
IN ESPORTS THROUGH
THE SPECIAL
“FALCONS BOX” MEAL
TARGETING GEN Z.

KUDU




MARKET STANCE

TRENDY SAUDI
BURGER CHALLENGER

WITH A STRONG GEN 2z

AND YOUTH FOCUS.

STRENGTHS

DIGITAL

FIRST PRESENCE WITH

STRONG VISIBILITY
ON TIKTOK AND
SNAPCHAT.

HIGH CULTURAL
RELEVANCE WITH

SPORTS, GAMING, AND

POP CULTURE TIE INS.

WEAKNESSES

SMALLER FOOTPRINT
WITH JUST OVER

100 OUTLETS.

LOWER FAMILY

APPEAL COMPARED TO

AL BAIKOR
MCDONALD’S.

VISUAL STYLE

MINIMALIST RED AND
WHITE BRANDING
WITH BOLD
TYPOGRAPHY AND
STREET CULTURE
INSPIRED ADS.

COMMUNICATION STYLE

AGGRESSIVE USE OF
INFLUENCER
MARKETING AND
VIRAL CHALLENGES.
FREQUENT TIE INS
WITH FOOTBALL AND
ESPORTS TO DRIVE
YOUTH ENGAGEMENT.

KEY HIGHLIGHT

LAUNCH OF THE
HABHARIZZR BURGER,
CREATED USING THE
LOCALLY FAMOUS
SHAQRA PEPPER
KNOWN FORITS
EXTREME SPICINESS.




MARKET STANCE

MODERNIZED
SAUDI SHAWARMA
BRAND THAT
COMBINES

LOCAL ROOTS WITH
FAST CASUAL
POSITIONING.

STRENGTHS

AFFORDABLE MENU
AND STRONG SAUDI

CULTURAL IDENTITY.

RAPID EXPANSION
WITH AROUND 150

OUTLETS ACROSS THE

KINGDOM.

|
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7 shawarmer

WEAKNESSES

NOT A CORE BURGER
COMPETITOR.

WRAPS AND CHICKEN
SANDWICHES.

SEEN AS NICHE
COMPARED TO
BROADER QSR
PLAYERS.

VISUAL STYLE

BRIGHT ORANGE
BRANDING WITH
PLAYFUL VISUALS AND
CULTURAL HERITAGE
REFERENCES.

COMMUNICATION STYLE

COMMUNITY
FOCUSED TONE
THAT EMPHASIZES
PRIDE, FAMILY, AND
TRADITION.
CAMPAIGNS OFTEN
TIED TO NATIONAL
OCCASIONS AND
RAMADAN.

KEY HIGHLIGHT

COLLABORATION
WITH POWER ESPORTS
TO ENGAGE SAUDI
GAMING AUDIENCES,
INTEGRATING THE
BRAND INTO

ESPORTS CULTURE
AND STRENGTHENING
ITS DIGITAL

FIRST POSITIONING.

SHAWARMER




AS A RESULT:

SAUDI CONSUMERS LEAN MORE
TOWARD CHICKEN THAN BEEF
AND MOST

LOCAL COMPETITORS FOCUS
ON CHICKEN, WHILE ALSO
TAPPING INTO GAMING,
E-SPORTS, AND
ENTERTAINMENT TO ATTRACT
CUSTOMERS.
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HOWEVER

BIG MAC FEELS OUTDATED

YOUTH SEE IT AS A “CLASSIC,” BUT NOT ALIGNED WITH THEIR LIFESTYLE OR ONLINE FOOD TRENDS.

LACK OF CULTURAL RESONANCE

OUR GOAL IS TO SHOW THAT THE BIG MAC IS MORE
THAN JUST A CLASSIC BURGER, IT’S A TRENDY,
LOW SOCIAL CURRENCY LOCALLY-INSPIRED ICON THAT CONNECTS WITH

PEOPLE’S EVERYDAY MOMENTS
BIG MAC ISN’'T GENERATING ONLINE BUZZ OR SHAREABLE MOMENTS.

GEN Z WANTS TRENDY, “INSTAGRAMMABLE” FOOD — BIG MAC DOESN’T DELIVER.

MISSED OPPORTUNITY WITH NOSTALGIA



WHAT'S
OUR ANSWER?







THE NEW BIG MAC MEAL

THE BIG MAC BECOMES A "KEY" TO
UNLOCK REAL WORLD EXPERIENCES,
CREATING NEW EMOTIONAL BONDS
BETWEEN PEOPLE AND THE BIG MAC.
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"THE BURGER THAT OPENS DOORS

"THE BIG MAC IS YOUR KE



THE BURGER THAT
OPENS DOORS.
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BUT THE KEY TO WHAT?



Enter Your Key!

WFE’LL GIVE OUT REWARDS THAT NOT
ONLY BRING PEOPLE TOGETHER
OVER A BIG MAC, BUT ALSO GIVE

THEM SPECIAL ACCESS TO
DIFFERENT EVENTS HAPPENING
ACROSS KSA DURING THE
CAMPAIGN.



TIMELINE

10 weeks - Nov 3™ — Jan 9"



EVENTS

WTA FINALS ISLAMIC SOLIDARITY GAMES BENAVIDEZ VS YARDE
NOV 3-8 NOV 7 - 21 NOV 22



EVENTS
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JEDDAH WINTER WONDERLAND WBC BOXING GRAND PRIX RIYADH SEASON ZONE -
FINALE WONDER GARDEN
JANUARY 2026

DEC 10-31
DEC 20



Objective

Formats

Our full funnel approach

s comenon Conenion S
Reintroducing the Big Build emational connection and Drive purchases and participation, Cultivate strong loyalty by offering
Ma< a3 an iGonic classic curiosity, consistent value and personalized
that evokes nostalgia touches
and connects That inspire customers to return
generations.

Sotial media teaser
and revealer

Collectible items

Food truck pop up

Events partnerihips

Ergaging social media
cantent

Diriwe thru

collectibles push




TVC AWARENESS

A TEENAGER DISCOVERS A GLOWING DOOR THAT ONLY UNLOCKS
WITH A BIG MAC, TRANSPORTING HIM INTO A WORLD OF SHARED
MEMORIES WITH FRIENDS AND FAMILY. THE FILM CLOSES WITH:
“THE BURGER THAT OPENS DOORS. THE BIG MAC IS YOUR KEY.”



TVC AWARENESS

SCENE 1 SCENE 2 SCENE 3



TVC AWARENESS

SCENE 4 SCENES5 SCENE 6



TVC AWARENESS

SCENE 7 SCENE 8



POP UP TRUCK CONSIDERATION

THE MCDONALD’S POP-UP TRUCK WILL BE AVAILABLE AT KEY EVENTS AND POPULAR SPOTS, WITH ITS SCHEDULESHARED VIA THE
MCDONALD’S APP AND SOCIAL MEDIA TO BOOST VISIBILITY AND ENGAGEMENT.




HUBS

JEDDAH ART PROMENADE RIYADH BOULEVARD CITY JEDDAH WATERFRONT



FOOD TRUCK EVENTS

WTA FINALS
NOV 3-8

BENAVIDEZ VS YARDE
NOV 22




EVENTS
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JEDDAH WINTER WONDERLAND WBC BOXING GRAND PRIX RIYADH SEASON ZONE -
FINALE WONDER GARDEN
JANUARY 2026

DEC 10-31
DEC 20



TONE

FUN, FRIENDLY, PERSONALISED WHILE
HAVING A FOMO TONE/VIBE.

PRE-EVENT NOTIFICATION

‘JEDDAH, SOMETHING BIG IS ROLLING
IN FOR WINTER WONDERLAND! THE
BIG MAC TRUCK WILL BE AT
JEDDAHSEASON STARTING DEC 10.
DON’T MISS YOUR CHANCE TO TASTE
NOSTALGIA AND GRAB EXCLUSIVE
REWARDS!”

POP UP TRUCK
APP PUSH

NOTIFICATION
STRATEGY

EVENT DAY NOTIFICATION

“IT’S ON, [CUSTOMER NAME]! THE BIG
MAC TRUCKIIS LIVE TODAY AT WINTER
WONDERLAND, JEDDAH. COMEGRAB
YOUR BIG MAC, UNLOCK REWARDS,
AND MAKE YOUR VISIT
UNFORGETTABLE!”

POST-EVENT NOTIFICATION

“SHUKRAN, JEDDAH! THANK YOU FOR
MAKING THE BIG MAC TRUCK A
HIGHLIGHT OF WINTER WONDERLAND.
WE’LLSEE YOU NEXT AT RIYADH IN
JANUARY.”



POP UP TRUCK APP PUSH NOTIFICATION STRATEGY

GEOFENCING FOR BIG MAC TRUCK ACTIVATION

GEOFENCING FOR BIG MAC TRUCK

ALREADY IN MCDONALD’S APP (FOR DELIVERY).
REPURPOSED FOR TRUCK ACTIVATIONS.

ENTER GEOFENCE — GET INVITE NOTIFICATION.
REDEEM CODE IN APP FOR REWARDS.

EXIT GEOFENCE — GET THANK-YOU MESSAGE.

REWARDS MAY INCLUDE

REWARDS & REDEMPTION SYSTEM

A DEDICATED REDEMPTION SECTION WILL BE
ADDED TO THE APP.

USERS CAN ENTER THE CODES THEY RECEIVE
WITH THEIR BIG MACS DIRECTLY INTO THIS
SECTIONTO REDEEM REWARDS.

COUPONS AUTOMATICALLY ADDED TO THEIR
IN-APP INVENTORY FOR FUTURE USE.
SPECIAL EVENT PASSES FOR MCDONALD’S

SPONSORED ACTIVATIONS
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MUPI BILLBOARDS

NextiStop: Murjan Street

Catch the Big Mag Truck
Nov 20-22
2 weeks away!




EXCLUSIVELY AVAILABLE THROUGH THE DRIVE-THRU, OUR LIMITED-EDITION COLLECTIBLES
ARE ONLY OFFERED WHILE SUPPLIES LAST, DRIVING URGENCY AND TRAFFIC







PINS MOCKUP
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PR KEY PARTNERSHIPS

[0

TIME OUT RIYADH

ITISALEADING LIFESTYLE AUTHORITY COVERING
RIYADH’S FOOD SCENE AND EVENTS. A TRUSTED
VOICE FOR FOOD AND

DINING RECOMMENDATIONS, HOSTS ANNUAL
RESTAURANT AWARDS WITH MAJOR SPONSORS.

SCENE

Saudi

SCENE NOW SAUDI

FOCUSES ON SAUDI ENTERTAINMENT AND POP
CULTURE TRENDS. THIS MEDIA CHANNEL COVERS
LOCAL ENTERTAINMENT THAT RESONATES WITH
YOUNG SAUDIS.



MEDIA OUTLETS
RECOMMENDATIONS

TARGETS ENGLISH-
SPEAKING MILLENNIALS
AND SAUDI YOUTH (5-
10M AUDIENCE)

ARAD
NEWS

SAUDI’S FIRST ENGLISH
NEWSPAPER WITH 40+
YEARS CREDIBILITY

S G
Saudi Buzette

ONE OF LARGEST
ENGLISH NEWSPAPERS
IN SAUDI FOR 30+ YEARS



PR TACTICS AND TOOLS

RETRO PHOTO CONTEST

SCENE NOW SAUDI FEATURES “THEN VS NOW”
BIG MAC MOMENTS (NOSTALGIA-DRIVEN) AND
WILL PUBLISH A NEWS ARTICLE.

INFLUENCER MEDIA EVENTS

INVITE INFLUENCERS AND PRESS TO THE
ACTIVATION EVENTS AND (@AZIZTIME,
@EMADCOOKING) FOR TASTE TESTS.

PRESS RELEASE:

ANNOUNCE BIG MAC ACTIVATIONS,
TIE-INS WITH INFLUENCERS, AND
EVENTS VIA ARAB NEWS

AND SAUDI GAZETTE. THIS WILL ASSIST
IN MEDIA COVERAGE AND EXPAND
REACH.

MELTWATER:

USE THIS TOOL TO MONITOR KEY METRICS (TO
TRACK MEDIA COVERAGE AND PUBLIC
SENTIMENT)



AWARENESS

LoHSaHLY%: |

-« TikTok
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SOME BEHIND THE SCENES OF THE PRODUCT (BIG MAC) SUPERIORITY.
BIG MAC.
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: d" TikTok

@theoriginalcaribbeanking

SUPERS: “TOLD THEM THERFE’S A MCDONALDS'S TRUCKIIN
TOWN”
“OH SO LIKE, WE CAN GET CHICKEN NUGGETS?”

“#HOLLYAIRBALL’ (WE SHOWCASE MULTIPLE SHOTS ALL ABOUT
BIG MACS /SO THE TRUCK SOLELY SELLS BIG MS)

CONSIDERATION



CONSIDERATION

T ]_
. . Ja
“*MY. THERAPIST{SAID)YO

o
SHOULD CHASE WHAT'YOU|LOVE'*

Ribs Burger,

' TikTok

@champers_bad_segeberg

HOLDING THE BIG MAC AND SUPERS: 99 PROBLEMS /1 OBJECTIVE :BUILDING
WAITING IMPATIENTLY (COULD SOLUTION : THE BIG MAC EMOTIONAL CONNECTION WITH
TWIST IT AND THE CASHIER EATS THE AUDIENCE

IT AT THE END)



CONTENT CREATION CONVERSION

o TikTok

@thatmissingshot

o' TikTok

@foostlb

KIDS HANDS (TO SHOW HOW THE BIG MAC IS

HIGHLIGHT NOSTALGIA) PERFECTLY HANDED OVER
ASMR VIDEO

WITH BIG MACS ALL OVER

THE TABLE
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@independentactress
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SUPERS:“FRIDAY EVENING, BIG MAC AND TRENDS TO FOLLOW AND ATTRACT
SUNSETS” GENZ’S ATTENTION
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CONTENT CREATION

Theburger,that
opensdoors




INFLUENCER ACTIVATION
TEASER

IDEA

SELECTED CREATORS POST

TEASER STORIES TO SPARK CURIOSITY
ABOUT THE BIG MAC’S NEW PACKAGING
& COLLECTIBLES.

CLOSE-UP SHOTS OF PACKAGING EDGES,
WITHOUT FULLY REVEALINGIT.

#BigMacKSA

AWARENESS

BLURRED OR PARTIALLY COVERED
COLLECTIBLES IN HAND.

TEXT OVERLAYS

“SOMETHING’S DIFFERENT”

“SAME TASTE. NEW LOOK.”



AWARENESS

CONSIDERATION

INFLUENCERS FILM ENGAGING UNBOXING VIDEOS THAT
SHOWCASE THE NEW PACKAGING AND THE EXCLUSIVE
COLLECTIBLES.

INCLUDE GENUINE REACTION MOMENT TO DRIVE
EXCITEMENT.

EXECUTED THROUGH VERTICAL VIDEOS (TIKTOK, INSTAGRAM REELS).

THIS WOULD DRIVE CURIOSITY AMONGST CONSUMERS AND
ENCOURAGE THEM TO PURCHASE.



NAIF AL-SWAILM

FOOD BLOGS AND REVIEWS

< naif_hd

Naif Al-swailm

| ; 907 182K
&‘:"- posts followers
|

INSTAGRAM: NAIF_HD
ENGAGEMENT RATE: 0.13%

Blogger
@ gu)bﬁ bl e

TIKTOK: NAIF_HD
ENGAGEMENT RATE: 1.17% NaifHD

237 387.5K
Following Followers Likes I




RECIPES AND FOOD CREATIONS

INSTAGRAM: M30OOII
ENGAGEMENT RATE: 0.49%

TIKTOK: M300IIL_
ENGAGEMENT RATE: 2.66%

GEladll Sles

975 575K

posts followers

Chef

guball Lo

= Lol

® ol

See translation

(f) linktr.ee/moathalfaddaghi

ok 1241 ilas
@m3oo0ii @

167

529.7K
Followi Followers



AHMED AZIZ

CHEF AND FOOD BLOGGER

aziztime

Ahmed Aziz
INSTAGRAM: AZIZTIME @ S5 Giiiers ks

ENGAGEMENT RATE: 0.17% Chef

Jaw! Zubll Llzo

Jeddah - KSA more

See translation

2? linktr.eefaziztime1 and 1 more

TIKTOK: AZIZTIME
ENGAGEMENT RATE: 0.56%




FOOD CHALLENGES AND RESTAURANT
VISITS

INSTAGRAM: HUSSAIN.SALLAM
ENGAGEMENT RATE: 0.15%

TIKTOK: HUSSAIN.SALLAM
ENGAGEMENT RATE: 2.72%

< hussain.sallam

S7S @ Lwoww

2,848 3.3 M 126
posts followers following

£ @s7s.shop
™ YouTube + S7S -

(2 youtu.be/O2Hd2u02Vw4

S7S Q@ Luaw
@hussain.sallam @

6.2M 101.1M

i' 0 | oQwers | | KES



U CAN

CONTENT CREATOR
AND FOOD BLOGGER
< u_can2030
B [ ki il
INSTAGRAM: U_CAN2030 (g 643 619K
posts followers

ENGAGEMENT RATE: 0.72%

. 59w gilo
See translation
2? linktr.ee/U_can2030

TIKTOK: U_CAN2030
ENGAGEMENT RATE: 4.02%

4.2M




CHEF AND FOOD BLOGGER

INSTAGRAM: EMADCOOKING
ENGAGEMENT RATE: 1.4%

TIKTOK: EMADCOOKING
ENGAGEMENT RATE: 4.82%

< emadcooking

-é o=aly olac

474 811K
posts followers

Reel creator

Cooking... | think @&

For business inquiries:
+966580787555

ijoeleyc[@joesa.co more

(2? www.emadcooking.online

Oly slas

455 1.4M

1,180

following

24.8M




INFLUENCER ACTIVATION CONSIDERATION
BIG MAC ROADSHOW

SHOWING UP AT THE LOCATION, FILMING
CONTENT THAT HIGHLIGHTS THE THEME,

THE NEW PACKAGING, THE FOOD MAKING
PROCESS, AND ENCOURAGING

CUSTOMERS TO SHOW UP BEFORE IT’S TOO LATE

INFLUENCERS WILL PARTICIPATE IN THE FOOD

TRUCK POP-UP IN TWO WAYS THE INFLUENCER PARTICIPATES IN THE FOOD

TRUCK FOR ONE DAY, WHEREBY

THEY JOIN THE EMPLOYEES IN SELLING THE
BURGERS AND INTERACT WITH THE
CUSTOMERS. THEY WILL POST ON THEIR SOCIAL
MEDIA THAT THEY WILL BE

PARTICIPATING PRIOR..



CONSIDERATION

CONVERSION

IINFLUENCERS FILM A CASUAL MUKBANG-STYLE EATING SESSION, EITHER
IN THEIR CARRIGHT AFTER THE DRIVE-THRU OR AT HOME.

THE VIDEO FOCUSES ON CLOSE-UP SHOTS OF THE BIG MAC, FRIES, COKE,
AND THE NEW PACKAGING WHILE CAPTURING REAL REACTIONS AND
COMMENTARY.

THE VIDEOS CAN BE FILMED IN TWO STYLES:

ASMR, BOOST WATCH TIME TikTok
AND ENGAGEMENT .

CHAT, WHERE THE INFLUENCER CAN TALK
ABOUT THEIR DAY, SUBTLY INTEGRATING
THE BIG MAC AND DISCUSSING THE NEW BIG
MAC CAMPAIGN.
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MCDONALD’S FOOD TRUCK EVENT PLAN

Month

Nov

Nov

Dec

Dec

Jan (early)

Event

WTA Finals

Benavidez vs

Yarde - “The Ring

IV”

WBC Boxing Grand

Prix Finale

Winter
Wonderland
(Jeddah Season)

Riyadh Season
Zone

(Boulevard/Wonde

r Garden)

Location

Riyadh (Kingdom
Arena area)

Riyadh (ANB

Arena)

Riyadh

Jeddah

Riyadh

Duration

6 days (Nov 3-8,
2025)

1 day (Nov 22,
2025)

1 day (Dec 20,
2025)

3 weeks (Dec 10-
31, 2025)

1 week (Jan 3-9,
2026)

Vendor Fee
Estimate (USD)

$1,500 - $3,000

$500 - $1,000

$500 - $1,000

$3,000 - $5,000

$1,500 - $3,000

Ops Estimate
(USD)

$2,000 - $4,000

$1,000 - $1,500

$1,000 - $1,500

$4,000 - $6,000

$2,000 - $4,000

Total Estimate
(USD)

$3,500 - $7,000

$1,500 - $2,500

$1,500 - $2,500

$7,000 - $11,000

$3,500 - $7,000

Truck Timeline

Entire tournament
Nov 3-8

Nov 22 only

Dec 20 only

Run Dec 10-31

Jan 3-9 residency



PRODUCTION BUDGET ALLOCATION

Category

Truck Purchase + Customization

Truck Vendor & Operational Fees

Collectible Toys (70,000 units @
$3-$4)

Influencer Collaborations (6 mid-
to-high tier)

Production & Creative
(Digital/Social Content)

TV Ad (35 sec)

Contingency (10%)

TOTAL

Low Estimate (USD)

$80,000

$17,000

$210,000

$30,000

$20,000

$40,000

$50,000

$447,000

High Estimate (USD)

$90,000

$30,000

$245,000

$45,000

$30,000

$60,000

$50,000

$500,000

Notes

GCC supplier benchmark for
experiential food truck.

Permits, staffing, fuel,
maintenance.

Premium collectible-grade quality.

$5k-$8k per influencer (GCC
market rates)

Cross-platform content
production.

Broadcast-quality spot, aligned
with GCC costs.

Fixed buffer for unexpected costs.



- OBJECTIVE: BUILD AWARENESS, DRIVE ENGAGEMENT, AND MAXIMIZE CONVERSIONS FOR MCDONALD’S IN SAUDI ARABIA.
- DURATION: (10 WEEKS) NOVEMBER 1TO JAN 9TH
- FUNNEL STRATEGY: AWARENESS (25%) CONSIDERATION (30%) CONVERSION (45%)

- BUDGET ALLOCATION:

- OOH: $75,000 > AWARENESS + CONSIDERATION (3 WEEKS EACH)
. TV:$50,000
- DIGITAL: $1,395,000

1.AWARENESS: $375,000 (3 WEEKS)
2.CONSIDERATION: $455,000 (3 WEEKS)
3.CONVERSION: $565,000 (4 WEEKS)

TARGET AUDIENCE
- PRIMARY AUDIENCE - GEN Z (16-24)
« DEMOGRAPHICS: URBAN YOUTH IN RIYADH, JEDDAH, DAMMAM; STUDENTS, EARLY-CAREER PROFESSIONALS
- PSYCHOGRAPHICS: TREND-DRIVEN, FOMO-PRONE, SOCIAL SHARERS, LOVE GAMIFICATION & EXCLUSIVITY (E.G., BIG MAC KEY GIVEAWAYS)
« INTERESTS: FAST FOOD, FOOD CHALLENGES, POP CULTURE, VIRAL TRENDS, NIGHTLIFE, MUSIC EVENTS



TARGET MARKET

SECONDARY AUDIENCE — MILLENNIALS (25-34)

DEMOGRAPHICS: YOUNG PARENTS, WORKING PROFESSIONALS IN URBAN AREAS

PSYCHOGRAPHICS: NOSTALGIA FOR MCDONALD’S, CONVENIENCE-FOCUSED, FAMILY-ORIENTED

INTERESTS: FAMILY OUTINGS, YOUTUBE/FACEBOOK CONTENT, PROMOTIONS & LIMITED-TIME OFFERS

PLATFORM SPENDS \ STRATEGIC RATIONALE:

SNAPCHAT & META: THE MAIN FOCUS

WE’RE INVESTING $470,000 IN SNAPCHAT AND $465,000 META IN ALL STAGES BECAUSE THEY OFFER THE WIDEST REACH AND ADVANCED

TARGETING. THIS HELPS US CONNECT WITH A LARGE, DIVERSE AUDIENCE—ESPECIALLY YOUNGER USERS ON SNAPCHAT AND BROADER

DEMOGRAPHICS ON META. THESE PLATFORMS ALLOW US TO DELIVER PERSONALIZED ADS, RETARGET AUDIENCES, AND OPTIMIZE

CAMPAIGNS IN REAL-TIME FOR THE BEST RESULTS.

« YOUTUBE & TIKTOK: TELLING OUR STORY

- WE’RE PUTTING $135,000 INTO YOUTUBE AND $180,000 INTO TIKTOK. VIDEO CONTENT IS HIGHLY ENGAGING AND HELPS US BUILD BRAND
AWARENESS AND STRONGER CONNECTIONS. THESE PLATFORMS LET US SHARE COMPELLING STORIES THAT CAN GO VIRAL AND SUPPORT
BOTH IMMEDIATE GOALS AND LONG-TERM BRAND GROWTH.

« X(TWITTER): QUICK & RESPONSIVE

- WITH $95,000 FOR X, WE’'RE TARGETING REAL-TIME CONVERSATIONS AND ENGAGING WITH OUR COMMUNITY. IT’S A QUICK, FLEXIBLE
CHANNEL TO CREATE BUZZ, RESPOND TO MARKET TRENDS, AND HIGHLIGHT KEY MOMENTS LIKE LAUNCHES OR ANNOUNCEMENTS.

« TV & BILLBOARDS: BUILDING TRUST & VISIBILITY

- WE'RE SPENDING $50,000 ON TV AND $75,000 ON BILLBOARDS TO BOOST OUR CREDIBILITY AND REACH A MASS AUDIENCE. TRADITIONAL

MEDIA HELPS US APPEAR MORE ESTABLISHED AND TRUSTWORTHY, COMPLEMENTING OUR DIGITAL EFFORTS WITH BROAD AWARENESS.



ESTIMATED RESULTS (AWARENESS - $375,000)
CPM AVG: $1.5-2.0

ESTIMATED IMPRESSIONS: ~ +350M

KEY DRIVERS: YOUTUBE, TV, INSTAGRAM

ESTIMATED RESULTS (CONSIDERATION - $455,000)
CPE AVG: $0.35

ESTIMATED ENGAGEMENTS: ~ 1.28M

KEY DRIVERS: SNAPCHAT, TIKTOK, INSTAGRAM

ESTIMATED RESULTS (CONVERSION - $565,000)

CPA AVG: $5

ESTIMATED CONVERSIONS: ~200,000 ORDERS

STRONGEST DRIVER: SNAPCHAT + FACEBOOK RETARGETING



1. FUNNEL STRUCTURE

Awareness $375K

Considerat
ion

$455K

Conversio
N

$565K

Prospectin
g

Lookalikes

Retargetin
g

Reach

Traffic

Conversio
ns

Impression
S

CTR(click-
through-

CPA(cost-
per-
acquisition

3. RECOMMENDED PLACEMENTS PER FUNNEL STAGE

AWARENESS

(~350M+
Impression

(~1.28M
engageme

(~200K
conversion
S)

YOUTUBE PRE-ROLL, TIKTOK IN-FEED, X PROMOTED TREND, IG REELS,

FACEBOOK VIDEO FEED

CONSIDERATION

INSTAGRAM REELS & FEED, TIKTOK IN-FEED, SNAP DISCOVER,
YOUTUBE IN-FEED, FACEBOOK FEED

CONVERSION

INSTAGRAM STORIES, FACEBOOK STORIES, SNAPCHAT ADS (STORY
+FULLSCREEN), TIKTOK SPARK ADS, FACEBOOK CLICK-TO-WEBSITE

2. PLATFORM & CAMPAIGN SETUP

(HOW CAMPAIGNS ARE STRUCTURED ACROSS PLATFORMS)
TIKTOK: 3 CAMPAIGNS (ONE PER STAGE), 1 AUDIENCE EACH
META (INSTAGRAM & FACEBOOK): 3 CAMPAIGNS EACH (ONE
PER FUNNEL STAGE)

SNAPCHAT: 3 CAMPAIGNS (ONE PER FUNNEL STAGE)
YOUTUBE: 2 CAMPAIGNS (AWARENESS AND CONSIDERATION)
X (TWITTER): 3 CAMPAIGNS ONE PER FUNNEL STAGE)

4. OPTIMIZATION HIGHLIGHTS

FUNNEL-ALIGNED AUDIENCES TO ENSURE EFFICIENT SPEND

— PROSPECTING FOR AWARENESS, LOOKALIKES FOR CONSIDERATION,
RETARGETING FOR CONVERSION

PROSPECTING: TO REACH W USERS WHO HAVEN’T ENGAGED WITH THE
BRAND YET.

LOOKALIKES: TO TARGET USERS SIMILAR TO PREVIOUS ENGAGERS TO
BUILD INTEREST.

RETARGETING: TO FOCUS ON HIGH-INTENT USERS WHO’VE
INTERACTED WITH THE BRAND.

REAL-TIME OPTIMIZATION BASED ON PLATFORM-LEVEL KPIS
— TRACK CTR, CPC, AND VIDEO COMPLETIONS PER PLATFORM AND
REALLOCATE SPEND TO TOP-PERFORMING CHANNELS AND CREATIVES

INCREASED INVESTMENT DURING 7 PM-2 AM IN CONVERSION PHASE
— BASED ON SALES BEHAVIOR, THAT’S WHEN BIG MAC ORDERS PEAK
GOAL: 350M+ IMPRESSIONS, 1.28M+ ENGAGEMENTS, 200K
CONVERSIONS



APPENDIX




INFLUENCER PRESENCE (PAST MONTH SCAN - TIKTOK)

AFTER FILTERING TIKTOK CONTENT FROM THE PAST MONTH,

| FOUND ONLY A SMALL NUMBER OF MCDONALD’S-RELATED POSTS
FROM INFLUENCERS:

NANO INFLUENCER / UGC: GIGL.TASTEST

MID-TIER INFLUENCERS: )i ,,illaxill glasyll sus ,u50,)1 dg>
959 | uoLYI pslinse

MACRO INFLUENCER: ,is3u ooyl sus

MEGA INFLUENCER: J>b FOOD

FROM BOTH MY OWN SCAN AND A SAUDI TEAMMATE’S
PERSPECTIVE, THERE’'S NO STRONG OR CONSISTENT INFLUENCER
COLLABORATION PRESENCE FOR MCDONALD’S KSA.

EVEN REGULAR FOLLOWERS OF LOCAL FOOD CREATORS REPORTED
NOT RECALLING ANY RECENT MCDONALD’S PROMOTIONS IN
THEIR FEEDS.

NO RECENT INSTAGRAM INFLUENCER COLLABORATIONS WITH
MCDONALD’S KSA WERE FOUND, SUGGESTING LIMITED PRESENCE
ON THIS PLATFORM FOR INFLUENCER-LED FOOD

CONTENT.

THERE’S LOW ORGANIC BUZZ FOR THE BIG MAC.

WE CAN FILL THAT GAP BY MAKING BIG MAC CONTENT THAT USES TRENDING
FORMATS (BEHIND-THE-SCENES, IN-CAR REACTIONS, DRIVE-THRU POVS,
BURGER-MAKING SHOTS).



MCDONALD’S KSA HAS COLLABORATED WITH
INFLUENCERS IN THE CONTEXT OF A
MINECRAFT-RELATED CAMPAIGN.

HOWEVER, THESE INFLUENCERS WERE NOT

FOOD BLOGGERS OR RESTAURANT REVIEWERS — THEIR

USUAL CONTENT DOES NOT FOCUS ON F&B. THE MOST POPULAR MCDONALD’S KSA CONTENT WAS SHORT FORM
FOR PRODUCT-FOCUSED CAMPAIGNS (E.G., BIG MAC), VERTICAL VIDEO, PRIMARILY TIKTOKS AND INSTAGRAM REELS.
PARTNERING WITH KSA-BASED FOOD REVIEWERS, SHOWCASING SEASONAL MENU ITEMS, HUMOR, AND ASMR-STYLE
LIFESTYLE CREATORS, AND RELATABLE UNBOXINGS.

EVERYDAY PERSONALITIES COULD CREATE STRONGER IN CONTRAST, THE MINECRAFT-THEMED CAMPAIGN WITH NON-F&B
AUTHENTICITY AND DRIVE MORE INFLUENCERS (6 VIDEOS RANGING FROM 57K TO 661K VIEWS) ACHIEVED

PRODUCT-SPECIFIC UGC.

MANY COMMENTS ON INFLUENCER POSTS FEATURING
MCDONALD’S KSA REFERENCED THE ONGOING BOYCOTT,
HIGHLIGHTING CONSUMER SENSITIVITY AROUND

THE BRAND



LEVERAGE SHORT-FORM VIDEO: FOCUS ON TIKTOK AND
INSTAGRAM REELSWITH EYE-CATCHING,

FAST-PACED FOOD SHOTS, CHALLENGES, OR
“FIRSTREACTIONS.”

TURN SOCIAL INTO COMMERCE: INCLUDE CLEAR
CALL-TO-ACTIONS OR SWIPE-UPLINKS, IF RELEVANT—TO
ENHANCE DISCOVERABILITY AND DRIVE CONVERSIONS.
SPEAKTO GEN Z WITH AUTHENTICITY: MAKE CONTENT
RELATABLE, FUN, ANDGENUINE, THINK LOCAL HUMOR,
BITE-SIZED REVIEWS, OR BEHIND-THE-SCENESKITCHEN
MOMENTS.

BEHIND-THE-SCENES AT MCDONALD’S

SHOW BURGER ASSEMBLY, FRESH INGREDIENTS, AND
TEAM ENERGY.

WORKS WELL AS A FAST-CUT REEL/TIKTOK WITH
TRENDING AUDIO.

DRIVE-THRU POV

RECORD THE FULL ORDERING & RECEIVING EXPERIENCE
(POV FROM INSIDE THECAR).



Branded Keywords(For Generic
Appendix) : Keywords:

big mac 1000 burger 110000
STHCREN IS _ _ . 70 fresh burger 2900
mcdonald's menu price saudi arabia 380 burger restaurant near me 1900
chicken burger med 210

_ burger in saudi arabia 1300
[chicken big mac 320
big mac sauce 210 best burger near me | 720
modonald’s chicken burger . £10 beef burger 1000
hamburger cheeseburger big mac whopper 170 burger joint 290
big mac calories 140 burger joint near me 210
[calories in a big mac 140 good burger joint near me 20
medonald's big mac 140 beef burger near me 320
nutrition big mac 140 best beef burger 40
chicken big mac medonald's | 70 bast beef bu rger near me 10
modonald chicken big mac 70 chicken burger 1900
big mac recipe .u uee 50 chicken burger near me 190
how to make big mac sauce a0
mcdonald big mac meal 40 Surger jeccah 720
big mac how many calories | 30 burger shop near me 390
price of big mac 0 burger restaurant rivadh 480
bie mac price kea 20 burger places 260




Branded
Keywords

Generic
Keywords(Arabic)

(Arabic):
K ey Search Volume
e 2900
St s 480
Sl 2 040 480
Zhe o by 390
e mes dory 390
ol Jle me 210
o e 2o 170
o0 g0 Sl e 140
Ll ms pns 110
Sl s dpry e 30
e o JAllsSle 40
a8l by ,s 2900
3 Tooga) 3205950 pars 2400
23 305450 peys 320
2u) 24 30y iSle Bt 210
23l B JullgaSle by 170
2025 JulyShe bys 50
il 2y 30GgiSle Dass 40
e Sl 8100
e Sl dpary 880
oS e 2y 480
el Sl 2l 480
Lo St o 20
JalaaSle po A 40

pre 368000
ey pnkis 74000
LTLTY Vo e 50
SIgau yomp palae 40
sy Juiadl 2400
2Ll oy Lndl 1900
s osllae Lad 1600
B (8 oy Juiadl 1300
! (3 o Juiad! 320
o) 3 s Jd 320
e e 880
Zloed oy 12100
> s e 390
AL mlas o Jand! 170
Tlea sy dag 920
2L s Jaindl 1900
B 3y Juadl 1300
e Sl 720
3 OS5l Ay 30
i e e >0
UL pod sy malae 70
oo oy derg 50
2L Y o e I 30




WE’RE NOT SELLING
BURGER, WE'RE UNLOCKING
MEMORIES.

Food isn't just about taste, it's
about the environment and the
people you share it with.

That's why the Big Mac must go
beyond the tray: it becomes a
key to real experiences.



	Let’s Mac It
	Happen
	Index
	THE FALL OF A HERO​
	YOUTH DRIFT

	17%
	2022

	27%
	2025
	20%
	13.3%
	2022
	2025
	2022


	20%
	15%
	DECLINING ROLE
	FADING COOLNESS



	OUR ROLE​
	CREATE A CAMPAIGN TO REVAMP THE BIG MAC
	FOR GEN Z & MILLENNIALS.
	MAKING IT THE GO-TO BURGER FOR GEN Z
	AND MILLENNIALS​.

	​
	SAUDI YOUTH ARE FIERCELY LOYAL TO LOCAL BRANDS, AND THEY OPENLY EXPRESS THEIR PREFERENCES ON SOCIAL MEDIA.
	​
	BUT LOYALTY ALONE ISN’T ENOUGH, THEY VALUE AUTHENTICITY
	AND RESPOND TO BRANDS THAT TRULY UNDERSTAND THEM​.
	MCDONALD’S RESONATES WITH THEM BECAUSE IT GOES BEYOND BEING JUST A MEAL. IT’S A PLACE WHERE SOCIAL LIFE, EXPERIENCES, AND CONNECTIONS COME TOGETHER.​
	​
	THEY SHARE THIS LOVE ONLINE, TALKING ABOUT THEIR FAVORITE MEALS, LIKE CHOOSING CHICKEN OVER BEEF, OR HOW A VISIT BRINGS COMFORT DURING FINALS​.
	​
	FOR THEM, MCDONALD’S FITS SEAMLESSLY INTO EVERYDAY LIFE,
	OFFERING MOMENTS OF ENJOYMENT, CONNECTION,
	AND MOST IMPORTANTLY, FAMILIAR COMFORT.
	WHILE MANY LOVE MCDONALD’S FOR ITS COMFORT AND FAMILIARITY, SOME FEEL THE BIG MAC IS OLD-FASHIONED AND LESS CONNECTED
	TO THEIR LIFESTYLE.​

	70%
	MILLENNIALS (26–40)
	30%
	THE BIG MAC IS SEEN AS A CLASSIC BUT OUTDATED BURGER, TO SAUDI GEN Z, WHO ARE HEAVILY INFLUENCED BY ONLINE FOOD TRENDS.
	BIG MAC ADS, OFTEN MISS
	SAUDI YOUTH CULTURE, WHO FAVOR CULTURALLY AUTHENTIC BRANDS. CAMPAIGNS THAT LACK LOCAL RESONANCE RISK BEING IGNORED.​
	AS OF MAY 2025, SAUDI ARABIA’S POPULATION IS 36.96 MILLION, BASED ON DATA COLLECTED BY THE GMI TEAM.​



	COMPETITIVE MATRIX (GLOBAL SCALE)​
	MCDONALD’S
	GLOBAL MASS-MARKET​
	SCALE, DIGITAL, VALUE​
	PERCEPTION
	AS LOW-END​
	CONSISTENT + CELEBS​
	LOW–MID​
	LARGEST GLOBALLY​

	BURGER KING​
	VALUE, FLAME-GRILLED​
	PROMOTIONS, NETWORK​
	INCONSISTENT QUALITY​
	EDGY, PLAYFUL​
	LOW–MID​
	WIDE

	WENDY’S​
	FRESH BURGER QUALITY​
	SOCIAL VOICE, GROWTH​
	SMALLER FOOTPRINT​
	WITTY, SOCIAL​
	MID
	GROWING

	SHAKE SHACK​
	PREMIUM FAST-CASUAL​
	MARGINS,
	BRAND DESIRABILITY​
	HIGH PRICE​
	LIFESTYLE-DRIVEN CAMPAIGNS​
	HIGH
	MODERATE

	FIVE GUYS​
	CUSTOMIZABLE VALUE​
	QUALITY, CUSTOMIZATION​
	LIMITED GLOBAL SCALE​
	SIMPLE, CUSTOMIZABLE​
	MID–HIGH​
	LIMITED​

	IN-N-OUT​
	CULT REGIONAL​
	LOYALTY,
	CONSISTENT PRODUCT​
	VERY
	LIMITED GEOGRAPHY​
	WORD-OF-MOUTH​
	MID
	REGIONAL (US WEST)​

	JOLLIBEE​
	LOCAL FLAVORS, FUN​
	RAPID EXPANSION, FAMILIARITY​
	WESTERN MARKET AWARENESS LOW​
	CULTURAL STORYTELLING​
	MID
	PHILIPPINES + INTL​


	COMPETITIVE MATRIX (MENA REGION)​
	MCDONALD’S
	MASS-MARKET QSR LEADER​
	SCALE,
	MENU DIVERSITY,
	DELIVERY NETWORK​
	SEEN AS
	LESS PREMIUM​

	AL BAIK​
	LOCAL FRIED CHICKEN​
	CULTURAL LOYALTY, PRICE-VALUE LEADERSHIP​
	LIMITED OUTSIDE GCC​

	HERFY
	LOCAL BURGER/QSR​
	SCALE IN KSA,
	COST ADVANTAGE​
	LOWER INTERNATIONAL RECOGNITION​

	KFC
	GLOBAL
	CHICKEN SPECIALIST​
	BRAND RECOGNITION, MENU ADAPTATION​
	STRONG LOCAL CHICKEN RIVALS​

	DOMINO’S
	PIZZA DELIVERY​
	DIGITAL ORDERING LEADERSHIP,
	DELIVERY SPEED
	LIMITED DAYPART REACH​

	JOLLIBEE
	BURGER/CHICKEN FAMILY​
	DIASPORA APPEAL, FAMILY-ORIENTED MENU​
	SMALL MENA FOOTPRINT​

	NATIONAL PRIDE BRAND, ICONIC
	FRIED CHICKEN CHAIN, DEEPLY TIED TO SAUDI CULTURE.​
	LOYAL
	CUSTOMER BASE.​
	AFFORDABLE PRICING. ​STRONG EXPANSION MOMENTUM ACROSS KSA AND GCC.​
	LIMITED MENU VARIETY COMPARED TO OTHER QSRS.​
	EXPANSION PACE SOMETIMES
	SLOWER THAN
	CONSUMER DEMAND.​
	RED AND WHITE BRANDING, BOLD CHICKEN IMAGERY, FAMILY ORIENTED VISUALS.​
	COMMUNITY
	FOCUSED TONE
	THAT EMPHASIZES PRIDE, FAMILY, AND TRADITION.​
	CAMPAIGNS OFTEN TIED TO NATIONAL OCCASIONS AND RAMADAN.​
	ITS ROLE AS THE OFFICIAL FOOD PARTNER OF THE FORMULA 1
	SAUDI GRAND PRIX LIMITED EDITION MEALS TIED TO THE ESPORTS WORLD CUP.

	AL BAIK
	EVERYDAY SAUDI BURGER BRAND, ACCESSIBLE, AFFORDABLE, AND FAMILY FOCUSED.
	LARGEST SAUDI QSR BURGER FOOTPRINT.​
	FULL BAKERY SUPPLY CHAIN GIVES A COST ADVANTAGE.
	OUTDATED
	COMPARED TO MODERN COMPETITORS.​
	STRUGGLES TO CONNECT WITH YOUNGER DEMOGRAPHICS.
	BRIGHT BLUE
	AND YELLOW BRANDING, CARTOON MASCOTS, FAMILY FRIENDLY COMBO IMAGERY.

	HERFY
	STRONG PRESENCE
	IN MALLS AND HIGHWAYS, HEAVY USE OF BILLBOARDS.​
	FOCUS ON SEASONAL FAMILY BUNDLES LIKE RAMADAN AND NATIONAL DAY.
	COLLABORATION WITH ONE PIECE, ALONGSIDE THE LAUNCH OF HERVICO, STRENGTHENING BRAND PRESENCE BEYOND QSR.
	SAUDI BORN FAST CASUAL CHAIN KNOWN FOR ITS BREAKFAST SANDWICHES AND LUNCH MEALS.
	OWNS THE BREAKFAST AND LUNCH DAYPARTS WITH
	STRONG DEMAND FROM COMMUTERS AND STUDENTS.​
	LOYAL CUSTOMER BASE IN URBAN AREAS.
	WEAK POSITIONING IN DINNER AND
	EVENING OCCASIONS.​
	LESS EFFECTIVE BRAND STORYTELLING COMPARED TO
	NEWER PLAYERS.
	ORANGE AND BROWN PALETTE WITH A REFRESHED MODERN LOOK.​
	VISUALS EMPHASIZE FRESHNESS AND SANDWICHES.
	MESSAGING CENTERS ON FRESHLY MADE MEALS AND EVERYDAY CONVENIENCE.​
	USES OOH AND SNAPCHAT FILTERS TO TARGET MORNING COMMUTERS AND STUDENTS.
	PARTNERSHIP WITH THE HIT SAUDI TV SHOW SHABAB AL BOMB TO BOOST CULTURAL RELEVANCE, AND COLLABORATION WITH TEAM FALCONS IN ESPORTS THROUGH THE SPECIAL “FALCONS BOX” MEAL TARGETING GEN Z.

	KUDU
	TRENDY SAUDI BURGER CHALLENGER WITH A STRONG GEN Z AND YOUTH FOCUS.
	DIGITAL ​
	FIRST PRESENCE WITH STRONG VISIBILITY ON TIKTOK AND SNAPCHAT.​
	HIGH CULTURAL RELEVANCE WITH SPORTS, GAMING, AND POP CULTURE TIE INS.
	SMALLER FOOTPRINT WITH JUST OVER
	100 OUTLETS.​
	LOWER FAMILY APPEAL COMPARED TO AL BAIK OR MCDONALD’S.
	MINIMALIST RED AND WHITE BRANDING WITH BOLD TYPOGRAPHY AND STREET CULTURE INSPIRED ADS.
	AGGRESSIVE USE OF INFLUENCER MARKETING AND VIRAL CHALLENGES.​
	FREQUENT TIE INS WITH FOOTBALL AND ESPORTS TO DRIVE YOUTH ENGAGEMENT.
	LAUNCH OF THE HABHARIZZR BURGER, CREATED USING THE LOCALLY FAMOUS SHAQRA PEPPER KNOWN FOR ITS EXTREME SPICINESS.

	BURGERIZZR
	MODERNIZED
	SAUDI SHAWARMA BRAND THAT COMBINES
	LOCAL ROOTS WITH FAST CASUAL POSITIONING.
	AFFORDABLE MENU AND STRONG SAUDI CULTURAL IDENTITY.​
	RAPID EXPANSION WITH AROUND 150 OUTLETS ACROSS THE KINGDOM.
	NOT A CORE BURGER COMPETITOR.
	WRAPS AND CHICKEN SANDWICHES.
	SEEN AS NICHE COMPARED TO BROADER QSR PLAYERS.
	BRIGHT ORANGE BRANDING WITH PLAYFUL VISUALS AND CULTURAL HERITAGE REFERENCES.
	COMMUNITY
	FOCUSED TONE
	THAT EMPHASIZES PRIDE, FAMILY, AND TRADITION.​
	CAMPAIGNS OFTEN TIED TO NATIONAL OCCASIONS AND RAMADAN.​
	COLLABORATION WITH POWER ESPORTS TO ENGAGE SAUDI GAMING AUDIENCES, INTEGRATING THE BRAND INTO
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