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1. Introduction 
The fast food business has been known for a long time as a business that always brings money (Nagarajan and co, 2017, p. 142). At the same time, competition there is fierce (Warsi and Nisa, 2005, p. 13) and one of its biggest disadvantages is that most of the popular fast food products usually have substituted (Thornton and co, 2009, p. 76). 
Such products are indeed the burgers (Farooqui and Alwi, 2019, p. 90). So, can a burger be unique or it is something so trivial that it makes no sense to make a distinction between the brands?
2. Main body 
2.1. KFC Business and the burgers 
KFC is an American multinational company, a fast food chain, that is known mostly by its fried chicken products (kfc.co.uk, 2022). It has been established in the thirties in the United States and has started franchising in the fifties (kfc.co.uk, 2022). Now it has franchising stores worldwide and it operates in more thsn 150 countries across the globe where franchisers are committed to prepare and sell the products of the brand, aligning to its high quality standards and making it a preferable place to eat both for locals and tourists.
The success story of the KFC brand is mostly attributed to his energetic founder, colonel Sanders, who managed to put in use old recipes from its home state of Kentucky, giving a close to the gourmet taste of the products, considered to be fast food. So, these recipes, rich in spices and herbs, are what brings the memorable taste of the KFC products (kfc.co.uk, 2022).
In the UK, it is amongst the favourite brands when it comes to fast food. Its most popular products are the chicken strips and fillets, usually coming in the iconic bucket. Although the strips and the fillets are what people associate usually with the KFC brand, its burgers are quite popular as well (kfc.co.uk, 2022).
The case with the KFC burgers is quite tricky from a market point of view, as – compared to the fillets and the strips which are considered among the unique fast food products from the big brands as they have no popular substitutes – burgers are done by almost all fast food chains, including McDonalds, Burger King, etc. So, dealing with the burgers of KFC is the goal of the actual analysis and it will be done through focusing on the demand and market equilibrum of KFC burgers in the UK and the elasticity of demand there.
2.2. Demand and Market equilibrium 
In the UK market the brand sells several types of burgers. There are currently six types of burgers sold there each on the relevant price (kfc.co.uk, 2022):
· Fillet Burger for 3.99 pounds
· Fillet Tower Burger for 4.99 pounds
· Zinger Burger	for 3.99 pounds
· Zinger Tower Burger	for 4.99 pounds
· Zinger Stacker	 for 5.49 pounds
· Mini Fillet Burger for 1.99 pounds
The first thing that makes an impression in such a price list is the brilliant differentiation in the prices of the burgers; basically it means that the brand offers burgers for every pocket, cheaper and more expensive, depending on how hungry and how rich the client is. This is a very good idea of business point of view and gives maybe the strongest competitive advantage to the brand: it can offers similar products on various prices which can satisfy a wider range of potential customers who want to taste a burger. 
Let’s see how it works regarding the biggest competitor of KFC in terms of burgers in the UK, the fast food chain McDonalds. Unfortunately, compared to a brand like McDonalds, which can be considered its biggest competitor in the UK in terms of burgers, KFC offers less burger options. McDonalds offers more than ten types of burgers ranging from 0,99 pounds for the Mayo Chicken to 4,49 pounds for Double Quarter Pounder with Cheese (mcdonalds.com, 2022). So, in matters of price options, KFC still stays far from the McDonalds. Fortunately, now KFC ranges higher than McDonalds as a favorite dining brand of the Brits, although mostly thanks to the chicken meat products, the strips and the fillets (Statista.com, 2022).
Overall, when people go to have a fast food meal, they rarely choose only a burger and add some complements to it, such as a salad, or French fries, or at least a drink. In terms of complements, KFC offers multiple options such as fries and beans, that are most convenient to be ordered together with a burger to garnish the meal or just clients can order various burger meals, instead of a burger. At KFC the prices of complements range between 0,99 pounds and 1,99 pounds, called sides and dips usually. McDonalds offers as complements just salad and fries and prices top to 1,69 pounds; so, although the price advantage stays again in McDonalds, the choice one is for KFC.
Considering these two main things, it can be concluded that KFC positions in a considerably stable situation on the market in the UK, compared to its main competitor regarding the burgers, McDonalds. So, it can keep its business in certain equilibrium, but must stay aware and take measures to boost its burgers sales.
In the same time, when considering the market equilibrium, some key factors that are now investugated only in the context of the KFC must be considered:
· Price of substitutes in the ingredients for the burgers: in the whole global situation nowadays, it may be expected that the price of the substitutes will increase, especially the ones that are grain related. In the case of the burgers, these are the buns used as main ingredient to prepare them, due to the global grains crisis, caused by the war between Ukraine and the Russian federation. The meats for the burgers can possibly also increase as prices, or at least, the expenses for its baking, due to the rise in energy prices.
· Price of complements for the burgers: the complements for the burgers are mostly related to the spices, sauces and dips. Probably, due to the rise of fuels prices, their price will increase as well, as the transportation costs for them will get higher. So, here should be though over any potential strategies to rely mostly on local complements and spices to be harvested, just prepared according to the original recipes.
· Consumer income: due to the rising inflation, the incomes of the people from the middle class, who seem to be the biggest consumer of the KFC products, are decreasing. So, the brand may find itself in a situation to revise potentially the prices in the aim to respond to the economic crisis and not to lose more customers in favor of cheaper burgers chains like McDonalds.
· Consumer tastes and preferences: the burgers at KFC have build their fans base thanks to the unique recipes they follow and thanks to its unique fried chicken taste; so, revising potentially recipes in aim to cut costs may be disastrous and should be done wisely.
· Consumer expectations of price: due to the economic downturn globally, it is possible to foresee that consumers may start to expect lower prices or just to jump over cheaper competitors like McDonalds. That is why KFC should consider any potential solutions that can let it to reduce a little bit the prices at least until the end of 2022 to show solidarity with its customers in the overall dramatic energy crisis and inflation.
· Demographics: the demographics for the brand reveal that its restaurants are mostly visited by customers in their active working age and teenagers. However, the brand sees a drop in profits in the last years in the UK, and this loss is mostly attributed to the distribution crisis, caused by the COVID pandemic (Bighospitality.co.uk, 2022). Now, regarding the rise of energy prices, although the pandemic related distribution crisis seems almost over, the energy one will probably hit the fast food brands, so KFC must be ready and think over solutions to minimize the risks. 
All the factors considered, together with the comparison with its main competitor McDonalds, show that KFC UK must tailor measures both to cut costs for its burgers in the aim to reduce a little bit the prices in the shadow of the national economic downturn and to think over ways how to promote more intensively these particular products. Of course, many people love them now and are their keen fans that keep the demand stable and the market in equilibrium, but the analysis suggest indeed that the KFC burgers have a market potential that can be further exploited.
2.3. Elasticity of demand
The elasticity of demand shows how the demand towards a particular product can change when it occur a change in the income of the customers and a change in the price of the product itself (). Some factors that are mentioned to influence strongly the demand can be outlined as following:
· The substitutes available; 
· The essence of the product itself, considered as a necessity or as a luxury;
· Proportion of the income spent on the product;
· The time spent since the last change in price.
Interpolated in the case of the KFC burgers, the elasticity of demand can reveal interesting patterns:
· The substitutes available: unfortunately, as discussed above in the comparison with its biggest rival, McDonalds, it can be noticed well that the burgers of McDonalds, considered as potential substitutes of the KFC burgers, are sold on lower prices. The difference is not dramatic and is around 10 %, but it is in favor of the McDonalds and it makes sense for KFC to think over strategies on how to cut this difference or, at least, to minimize it. Not to forget the global economic crisis, caused by the war in Eastern Europe, that influenced the UK economy as well; so, it can be expected that customers become more sensitive to minor differences in prices.
· The essence of the product itself, considered as a necessity or as a luxury: indeed the food is a necessity, so the KFC burgers seem to be considered mostly as a necessity. At the same time, for some people whose incomes do not let them to make food choices, based mostly on preferences, these burgers can be started to be considered as a luxury; a small peanut bar or a chocolate one from any popular supermarket, for example, is often up to five times cheaper than a burger. So, here the key is that the burgers remain to be considered by more people as a necessity and by fewer people as a luxury; it indirectly again refers to the incomes of the middle class who is the biggest consumer of fast food.
· Proportion of the income spent on the product: the income spent on the product is not significant, mainly for the people who work, as the national living wage gravitate around 9.50 up to 10.00 pounds per hour. A price of an average burger there is around 3 to 5 pounds which basically means around 20 to 30 minutes of work and it is not much. At the same time, for consumers who have been affected by a job loss or are living on social secirity pay, it can make a difference. 
· The time spent since the last change in price: the last change in prices of the KFC burgers occurred in 2021, so a year ago and it means that basically enough time has passed, so consumers won’t be so sensitive to a potential price change. At the same time, if now the brand decides to pull the prices up, it will probably have a negative impact over the consumers, as incomes are not rising fast enough in the shadow of the inflation. So, in the aim to boost its performance, the brand should potentially consider measures to cut a little bit the prices in the aim to sell more.
The overall analysis on the elasticity of demand for the KFC burgers reveals that it is not so large; the market conjuncture is not favorable for potential price rises even for the big fast food chains who have big turnovers, because their customers come mainly from the middle class and below it and those social groups are mostly affected by the present crisis. Unfortunately, the national economy did not have enough time to recover from the coronavirus pandemic; almost immediately after it, the war between Ukraine and the Russian federation happened and, as a consequence of it, the energy crisis which led to a new economic downturn across the globe. 
In this sense of thoughts, KFC must think over solutions on how to cut costs on the products it sells. As the elasticity of demand is not so big, such measures like price reductions can appear as good drives for exploiting the full potential of the burgers as products on the market. Cutting costs can pass through using more locally harvested ingredients for the burgers, searching for less expensive substitutes for the ingredients that won’t impact the recipes too much. At the same time, measures like finding less expensive channels for advertising and marketing can reveal as a good measure to cut costs. 
The situation of economic downturn can even offer opportunities to KFC to rebrand its burgers like products that are more affordable while keeping the same unique quality and taste KFC is known for. At the same time, initiatives that aim to show solidarity with the community, such as small donations, charity events, etc. Thet can also be appreciated, and may be even combined with a small price reductions of around 5 %, e.g., that will close a little bit the gap between KFC and McDonalds while still keeping the good name of the brand and adding a sign of solidarity. 
In these turbulent times even small gestures matter and, shown by a big business, they give a good and memorable example. Those who do it now will be at least remembered as brands that do not remain detached from their customers, but are ready to support and success together, letting to their fans to continue profit on the great taste, but on more affordable prices and while supporting communities. The communities are the drive for businesses and what makes them exist; no matter how big they are, they are part of them.
Conclusion 
In conclusion it can be reiterated that – although the fast food business is very hard (Allahar, 2015, p. 185) – it makes sense to be unique as a brand there (Jafari and co, 2013, p. 79). KFC burgers definitely deal well with the fierce competition in their sector and they overall manage to make a difference, but often the prices give a competitive advantage to substitutes of their competitors. However, trying to keep a balance between price and quality, that is how KFC build their army of burger fans who consider their burgers as unique, tasty and something that worth the money. 
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