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Chicken New Factory Launch Project
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Chicken Market Size
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Breaded Chicken Market over view

•Koki is the market leader of total breaded chicken market by 59%.
•Attyab is the follower in Breaded chicken market by 23%
•Three chefs is the follower by 10%.

It means that the three above companies have 93% 





Breaded Chicken Market over view



Halwani Chicken STP

Qualitative & Quantities 
( Stage)
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Halwani Chicken Profiling
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Halwani Chicken Main Consumer
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Chicken Consumption Frequency
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Panne Consumption Patterns
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Halwani Chicken

Not goog
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money
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Panne 1KG – 49 L.E

Nuggets 400 gm–21 L.E

Nuggets 800 gm-43 L.E

Nuggets1KG – 49 L.E

More than half respondents perceive that Nuggets and Panne current prices are of Good value for Money . 
Significantly higher among middle aged (31-40 years old) and Cairo residents
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Chicken Packaging

Plastic 



Chicken Packaging
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Chicken Ranking Media Effect 





Chicken Brands 

Competitors Analysis
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Koki Brand Persona 

brand imagery

• Gender: Female
• Age: 40 - 80
• Profile: 

• Chubby
• beautiful and 

elegant
• Famous 
• Generous 
• All social classes
• sociable

Driven by the 
femininity of the 
character, logo 
and slogan

Driven by the 
heritage of brand 
and long 
existence in the 
market.

 ھضیباھتولاح و اھتقاشر ىلع ھظفاحم سب هریبك تس ىدق ىكیلعام ىدھتا ضرا ای ةیشام ىھ و لوقتب و بعشلا ةماع نم ھعولد تس
عمسم اھمسا و ةروھشم ھظبلكمو ھنایلم



Breaded Market Competitors over view

Koki value added products sales volumes reached the level of 000 tons monthly
with volume market share around 00%. 

Koki succeeded in creating a trusted relationship with its consumer during the last
period when they launched Koki Secrets & Koki chicken strips. Secrets range 
were not successful at all in spite it was built on an advertising campaign 
which koki communicated early last year and the campaign already ongoing 
till Q1 2015 but I think Koki chicken strips succeeded because it’s a high 
demand variants from the consumer and it’s a very trendy product .

Koki 
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Attyab Brand Persona 

brand imagery

• Gender: Male
• Age: 40-50
• Profile: 

• Strong 
personality

• Prestigious
• Experienced
• Formally 

dressed
• Honest

Derived from the 
perception that 
males are usually 
more 
experienced in 
cooking and are 
professional chefs 

Old age derived 
from the level of 
high experience

Brand premium 
positioning and 
low level of 
communication

سانلا نع دیعب وھ سب موزللا نع هدایز يقارقوسلا ىف ھناكم تبثا و ةربخ هدنع ناشلع50 نسلالجار اونوكیب مھلك تافیشلا  رطشا ناشلع لجار



Breaded Market Competitors over view

Attyab the second player, Attyab value added products sales volumes reached the level 
of 0000Tons during last year and in average month 000tons monthly with volume market 
share around 00%. 

Attyab’s market share was 00% during 2014, they get 0% from the market share lost by 
Three chefs. Although Attyab’s retreat in their quality ,. During 2014 Attyab had 
decrease in spite of its quality and we discovered this point during the group discussion 
which was in the U & A research. 

Attyab
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3 chefs Brand Persona 

brand imagery

• Gender: 3 Males
• Age: 40-50
• Profile: 

• Mature
• Specialized
• Experienced
• Confident 
• Successful
• Serious 
• Formally 

dressed

Derived from 
advertisements 
logo and slogan

Old age derived 
from experience 
in category and 
long existence

وربكیبو نیریغص امھو نم نلاعا هدنع تانلاعلاا للاخ نم سانلل ھسفن فرعی فرعیب
ىتقولد ھیاغل شاع شنكم حجان شم ولھسفن يف قثاو جتنملا



Three chefs the Tired player, Three Chefs value added products sales volumes 
reached the level of 000Tons during last year and in average month 000tons monthly 
with volume market share around 00%. 

Three Chefs , is on decline on its share due to an internal and external political circumstances 
,and due to the relation of the brand name along with Mo’men , and due to the 
quality retreat and decline on the last period as well the lower packaging material
and making a pane pack “2 kilos ,and 2 .5 kilos”.   

Three Chefs 

Breaded Market Competitors over view



Halwani Chicken SWOT



Halwani Chicken STP

Segmentation
• Demographic:
• Kids’ products segment which targeting kids with funny shapes, eye-catching 

colorful pack (maybe with gift inside in the feature) it that could easily attract kids 
like (funny nuggets, and chicken fingers).

• High quality product segment is targeting Housewives A/B class who is looking for 
gourmet breaded chicken products like (Chicken strips, breast grilled, breast fillet 
breaded, chicken fingers, …)

• Behavioral:  
• Great changes in purchasing behavior attitudes because of price inflation, affected 

negatively on the purchasing power .thus consumer are now looking for value for 
money products but they accept a little bit high price (the expected criteria not 
more than 5 L.E vs. the market leader Koki and the second player Attyab).

• We also segment the market based on consumer health conscious, we are 
planning to introduce a healthy products that targeting more health conscious 
consumers like Grilled Chicken and Chicken strips lightly like Tayson products in 
USA.)

•



Halwani Chicken STP

Targeting
• Halwani decide to target different market segments as follows: 
• Halwani is targeting mainly Housewives between 25-50 years A/B 

class.
• Value added products are targeting housewives who are looking for 

high quality, easy to cook meal.
• Kids range is targeting new generation of consumer in order to gain 

more product loyalty.
• Family meal is targeting housewives who are looking for chicken 

value for money with abundant volume with a very reasonable 
affordable price.

• Healthy breaded variants & Grilled products are targeting healthy 
conscious consumer who are looking for healthy food away from 
additives and fat free. Premium price products are targeting A class.



Halwani Chicken STP

Positioning

• Halwani will turn the frustration of the Egyptian Consumer in the 
breaded chicken to a strength points by: 

• Changing the Taste and creating new recipes contains all the Consumer 
expectations. 

• Selecting the best type of Breading. 
• Produce new products from the chicken category, Healthy and achieve 

the A class requirement and did not find yet in the market. 



Expected Chicken Market Map



Marketing Objectives

• Achieve sales volume 000 ton by end of 2015 (from Sep till Dec 2015).

• To achieve 00% market share from the breaded chicken at the end of 2015.

• Launch aggressive campaign to generate the awareness about our new breaded 
chicken line starting from the back to school till end of Dec & we are planning to 
continue during 2016 to gain our expected market share.

• Achieve sales volume 0000 ton in Modern trade & 0000 ton carting by end of 2016 .

• To achieve 00% market share from the breaded chicken at the end of 2016.

• Design all advertising messages based on consumer research feedback.

• Train merchandiser able to deal with consumer with a professional way as well 
optimizing our display.

• Achieve distribution with 100 % coverage by the end of 2016.



Marketing Strategies

Existing
Products

New
Products

New 
Market

Existing
Market

Market 
Penetration

Market 
Development

Product 
development

Differentiation 



Breaded Chicken 
Potential Areas of Development

PromotionsPrice

PlaceProduct



Breaded Chicken 
Potential Areas of Development

Taste Areas of Potential 

1

Taste:
• Real Chicken Taste

• High level of 
Crunchiness/Crispness

High Quality Breading 
Golden color after fryer. 

New/ Innovative Flavors 

Product



Halwani Chicken Life Cycle



Place

Modern trades: Our target favors the hyper markets as it provides the right 
conditions for storage plus that guarantee that the products are freshly 
produced with long expiry dates 
However the small super markets (specially in Cairo) are as well visited for 
breaded chicken purchase in addition to home delivery.

Presentable storage and display for the products which is of high 
importance for our target to see clean fridges containing our products 
in an attractive and appealing form. 

Breaded Chicken 
Potential Areas of Development



DISTRIBUTION

Factory

Distributors

Wholesalers

Supermarkets and 
Discounters

Modern Trade Outlets

> 40m

Consumers

To establish proper coverage and 
reach the consumer, we need:

1. A System

2. Pricing 
Structure

3. Consumer 
Demand

PU
SH

High Turnover 
Plus Margins

PULL

Loyalty

IMC Campaign

Direct Direct Direct

Upper

Egypt

Breaded Chicken 
Potential Areas of Development



38%

C.Zone/Frontier Delta Greater Cairo Upper Egypt

5% 25% 29%

Alex

3 %

Delta is the most populated area of Egypt

Population Breakdown



Egypt’s Outlets and Numeric Distribution
Region Population % of Population

Greater Cairo 17,826,324 23.0%

Alex 4,262,817 5.5%

Canal Zone 2,092,655 2.7%

Delta 28,212,095 36.4%

Upper Egypt 23,174,221 29.9%

Others 1,937,644 2.5%

Total Egypt 77,505,756 100%

Trade Channel # of stores

Pharmacies 23,141 

Supermarkets 717 

Large Groceries 11,199 

Small Groceries A 44,731 

Small Groceries B 164,615 

Haberdasheries 39,534 

Kiosks 26,440 

Total Egypt 310,377 



Price for sure is an important attribute for stimulating the purchased 
decision, however our target are welling to pay extra money (5 to 7 LE) 
for higher quality than what is provided in this category.

Price
Price Policy 

Pricing objectives and strategies 

Product quality leader Prime product (premium 
Quality / premium price)

Introduction Stage (2015)

Breaded Chicken 
Potential Areas of Development



Promotions Promotions-
Are important to encourage the trial of a new product in this category.

Extra quantity is the most favorite promotion along with free packs of 
different breaded chicken variant.

Breaded Chicken 
Potential Areas of Development



U & A



360 Campaign



360 Campaign



360 Campaign
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360 Campaign
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