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About Kokoriko

Established in 1969 in Bogota, Colombia, Kokoriko has
become the largest and most successful QSR chicken brand
in the country.

The Objectives

Kokoriko management sought to optimize the brand’s
menuboards to increase business performance and improve
the customer experience. Specific objectives were to:

* Increase sales of individual meals
e Improve sales during weekday afternoon and evening

dayparts

» Improve ease and speed of customer navigation and
ordering

The Solution

Kokoriko partnered with King-Casey to develop a
menuboard improvement strategy that would help
Kokoriko realize their business objectives. King-Casey
followed a structured approach (see next page) that ensures
real, measurable improvement.

Menu Strategy. The process started with the creation of

a solid menu strategy. King-Casey worked hand-in-hand
with Kokoriko’s senior management to develop a strategy
document that identified and prioritized the business goals
as related to the food and beverage products offered.

Menuboard Architecture. The next step was to develop
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BEFORE: Kokoriko's dual menuboards were confusing to customers. They looked
different, and each contained some of the same as well as different items.

the menuboard architecture. King-Casey developed a new
menuboard architecture strategy specifically designed to
achieve the business objectives in Kokoriko’s new menu
strategy. King-Casey developed a strategic menuboard
schematic to guide the creative execution development of
the new Kokoriko menuboard. The schematic illustrates
the menuboard’s organization, layout, product placement,
space allocation and key communications.

Menuboard Design. The last step was the development

of the enhanced menuboard design. This step creates

the look and feel of the menuboard. Key elements of
Kokoriko’s new menuboard design included a new layout
based on product sales and margin objectives, better use of
menuboard “Hot Spots” (based on customer flow and line-
up) and increased use of images with high appetite appeal.

Results and Roll-Out

The enhanced menu and menuboard strategies were tested
in Kokoriko’s stores. The following key results were
achieved in test market:

* Significantly increased sales of individual meals

*  Considerably improved sales during weekday afternoon
and evening dayparts

Increased speed of service and customer throughput

Based on the successful test market results, Kokoriko’s new
menuboards are being rolled out within the system.
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AFTER: A single new menuboard focuses emphasis on individual meals and
positions them in the lefi-hand Hot Spot. Simplified communications and better use
of food and beverage images improves ease and speed of ordering and customer
throughput.
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