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And, as many consumers get back to 
business as usual and work to re-establish 
their daily commuting routines, the time is 
ripe to not only convert new customers, but 
to retain and sustain too. 

Chester’s Chicken, a royalty-free quick-
serve restaurant concept with 1,200 active 
locations and more than 70 years of proven 
success, has managed to stay relevant and 
evolve with the times. It continues to off er 
high quality, great-tasting fried chicken and 
maintains an aggressive growth strategy. 
Today, the brand is focused on new product 
development, streamlining the supply chain 
and creating a more robust support system 
for existing franchise partners. 

WHAT’S DRIVING THE GROWTH? 
The most important diff erence between 
Chester’s and many other chicken franchises 
is that Chester’s hand-breads and fries its 
fresh chicken in stores every day. Its chicken 
tenders are also twice the size of many 
competitors, and its specially marinated, 
fresh chicken is double-breaded using an old 
family recipe. Chicken off erings include bone-
in chicken, tenders, bites and sandwiches. 

There are several other factors at play 
that have contributed to an elevated in-
store experience, too. Those factors include 
enhanced marketing and training tools for 
franchisees as well as an updated, simple-yet-
eye-catching logo of the lovable “Chester the 
Chicken” mascot. 

IT’S A CHALLENGE THAT JUST ABOUT 
EVERY FOODSERVICE PROVIDER IS 
WORKING TO OVERCOME:
growing food sales in an ever-increasing 
competitive market. But for many operators, 
keeping sales up is all about keeping things 
fresh. That includes fresh ingredients 
and high-quality off erings—two things 
discriminating consumers demand. 
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Visit www.chesterschicken.com 
to learn more about what 
Chester’s is doing to help drive 
sales in a competitive market.

That growth has delivered benefi ts to 
Chester’s operators, too.

“Chester’s has had a major impact on my 
food business and is being very well received 
at our location. I love sales, but I love profi t 
even more and chicken is paving the way for 
a very profi table food business in Oxford,” 
says Dennis M. McCartney, Director of 
Operations, Landhope Farms in Oxford, Pa. 

Before partnering with Chester’s, 
Landhope Farms’ sales were about $15,000 
per month. After it entered into a Chester’s 
partnership, sales catapulted to a little over 
$44,000 per month. Year-over-year, that’s a 
196% increase in chicken sales. 

Beyond its chicken sales, within the past 
18 months, Chester’s has also introduced 
a new a new line of award-winning dipping 
sauces and homestyle sides (mac & cheese, 
mashed potatoes with roasted chicken gravy 
and green beans), launched new branded 
packaging and overhauled its in-store design. 
The brand wanted to create a bolder, more 
contemporary image, giving operators a store 
design that’s bright, clean and will stand out. 

Over the decades, Chester’s has become 
a nationally-recognized brand with a 
dedicated following among truckers, road-
trippers and fried chicken connoisseurs 
alike. All procedures and products are 
pressure tested, and Chester’s has done 
its due diligence with multiple equipment 
manufacturers. Chester’s continually 
negotiates competitive pricing with suppliers 
on behalf of its franchisees and is building a 
reliable supply chain network. 

So, when convenience retailers choose 
to partner with Chester’s, they can focus on 
executing and driving profi tability. The bottom 
line? GROWTH IN A COMPETITIVE MARKET.

“ CHESTER’S HAS HAD A MAJOR 
IMPACT ON MY FOOD BUSINESS AND 
IS BEING VERY WELL RECEIVED AT 
OUR LOCATION. I LOVE SALES, BUT 
I LOVE PROFIT EVEN MORE AND 
CHICKEN IS PAVING THE WAY FOR A 
VERY PROFITABLE FOOD BUSINESS.”
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