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Health bug attacks fast-food earnings
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will have three stores open by
February next year and then intends
to sell franchises.

Like Subway, Zero’s will market
itself directly to the health-conscious.

Dawkins says Zero’s has several
types of sub containing just 5 grams
of fat. The advertising hasn’t started
yet, but the health card is sure to be
played in a big way.

In its advertising, Subway brags
about its 6g-fat subs. The most recent
clip features a man dining at an opu-
lent restaurant. He can eat here, the
ad goes on to explain, because he had
Subway for lunch.

Subway struggled during its early
years in New Zealand but now sales
are ‘“‘very good’”, says Mark
Rutherglen, the co-founder of the
New Zealand franchise.

He won’t be drawn on figures, but
when asked if the chain was knock-
ing on KFC’s door, said: “Definitely.”

KFC - formerly Kentucky Fried
Chicken — has tried to embrace the
revolution but had an early hiccup in
the United States.

Ads which implied its foods would
help consumers eat better and lose

. weight were investigated by the Fed-

eral Trade Commission.

The Wall Street Journal reported
the commission sent a civil subpoena
asking the chain to explain and
justify the health claims in the ads
KFC ended the promotion.

In New Zealand, a smaller but
similar kerfuffle erupted over
McDonald’s ads featuring Olympic
cyclist Sarah Ulmer. A complainant
to the Advertising Standards Com-
plaints Board believed the ads — in
which Ulmer promotes chicken

burgers, salads and cheeseburgers —
misled viewers.

The complaint was not upheld.
The board found the ads were pro-
duced with “a due sense of social
responsibility”.

McDonald’s marketing manager
Ian Sutcliffe says the company is
simply a tall poppy for uninformed
consumers to attack.

He says Ulmer approached the
chain because she had watched its
move to more nutritional food and
wanted to help. “She ain’t doing it for
the money,” he said.

At a symposium on child obesity
last month executives for KFC,
McDonald’s and Coca-Cola fronted to
say they believed they were scape-
goats for the problem.

But whether that’s true is almost
an aside. Customers are clearly vot-
ing with their feet, and a perception
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that the chains’ food is unhealthy is a.
powerful force. Over the last two
years McDonald’s suffered. Then,
says Sutcliffe, “it was like a hght
went on”.

Salads were introduced along
with healthy products. New Zealand
McDonald’s customers can expect
muesli in the new year.

Advertisements such as the one
featuring Ulmer were introduced
and customers’ perceptions of the
brand were shifted. The share price
has shown a dramatic recovery.

KFC is promoting its chicken sub
product.

Meanwhile, sub sandwich stores
are popping up like mushrooms.
Says Morris: “At a more fundamen-
tal level, people are still eating [KFCG
and McDonald’s products] ... but E
just don’t think they rea]ly want any.
more.’ N





