
Since 1997 certain menu items have become 
firm favourites with the UAE consumer. Through 
careful product testing these categories have 
been expanded upon to provide consumers 
with more of what they want. The additions of 
Boneless Shanghai Wings, Quesadilla Explosion 
Salad and Fajita Trio, complement more time-
honoured, traditional dishes such as Classic 
Nachos, Classic Combo Fajitas, South Western 
Cobb Salad and, the dessert lovers favourite, 
Molten Chocolate Cake.

Menu variety has remained high on the agenda 
to make the brand more accessible to a wider 
audience. The popular Guiltless Grill section has 
been expanded with the introduction of a ‘New 
You’ feature menu card offering a variety of low 
carb’ and low fat dishes. 

To continue to keep the brand fresh and 
interesting the culinary team at Chili’s work 
tirelessly to create a pipeline of new and 
innovative dishes. These are researched and 
tested, with the most popular items rolled 
into restaurants throughout the UAE. The new 
‘Fire Grilled’ specialties launched in June 2007 
provides a fine example of Chili’s devotion to 
product development and customer satisfaction.

RECENT DEVELOPMENTS
As recognised market leaders in the casual dining 
category, Chili’s acknowledge the need to grow 
through investment and innovation in order to 
stay ahead of the competition. This philosophy 
has manifested itself in a variety of ways over the 
past few years, one of which is the opening of 
the nineteenth restaurant in the UAE.

An important 
milestone was the 
launching of Chili’s new 
brand campaign which 
made its debut on 
television, in cinemas and 
also in-store. Coinciding 
with this branding 
campaign was the launch 
of Chili’s new website 
www.chilisme.com which 
is designed to give 
web surfers up to date 
information about Chili’s 
and its menu.

As part of Chili’s 
ongoing commitment 
to the local community 
they sponsored the UAE 
Basketball Academy by 
delivering meals suited 
to the participants’ 
sports diet on a daily basis. Jawann Oldham, 
the famous NBA player, founded the Basketball 
Academy in Dubai in 2007 in order to encourage 
young basketball talents and share with them 

his years of professional 
basketball expertise.

PROMOTION
Chili’s connects with 
existing consumers and 
reaches out to its potential 
new audience through 
regular promotional 
campaigns that reflect 
a ‘fun, fresh, flavourful’ 
positioning. This brand 
essence describes every 
aspect of a visitor’s 
experience, from the 
welcome received at the 
door to the ambience 

created within the restaurants and the quality of 
food served. 

Advertising material focuses either on 
strengthening the awareness and affinity towards 
the brand or on introducing new product news. 
Radio and print media are both used extensively 
to ensure that the message reaches the target 
audience and that the brand enjoys top of mind 
awareness within the category.

The first-ever fully fledged radio competition 
run by Chili’s was launched on English, Arabic 
and Indian airwaves simultaneously over a period 
of two weeks. The competition challenged 
consumers to “Create your own Fajita” and 
produced results.

Chili’s also ran a lunch-focused promotion 
featuring lowered prices and food portions 
for those customers who prefer a smaller         
meal at lunchtime.

BRAND VALUES
The Chili’s brand theme is focused on quality. 
With quality food, quality beverage and quality 
service delivered in a friendly, casual atmosphere. 
Chili’s embodies the casual dining experience.

www.chilisme.com

Things you didn’t know about
chili’s

Chilli’s has restaurants in 24 countries worldwide.

In reality, there is not an apostrophe in the Chili’s 
name. Instead the apostrophe is represented by a 
pepper – “CHILI-pepper-S.”

A ‘Chilihead’ is a customer, fan and/or employee        
of Chili’s.

The North American restaurant’s name is ‘Chili’s Grill 
& Bar’, not bar & grill because, at Chili’s, their grilled 
items are what make them unique.

Chili’s sell annually 15 million hamburgers, 3.5 million 
‘Awesome Blossom’ appetisers and one million 
gallons of chilli.

When the first Chili’s opened in 1975 the ‘Old Timer’ 
sold for $1.50.

The ‘Awesome Blossom’ was introduced by Chili’s in 
1990. The now-famous appetiser is a fresh whole 
onion, which is sliced to ‘blossom’, hand-battered 
and then fried and served with Chili’s special sauce.

Chili’s ’Guiltless Grill’, introduced in 1993, was one of 
the first lower-fat, lower-calorie menus available for 
health-conscious consumers.

Over 70,000 people are now members of the Chili’s 
My Space page.

Chilli’s featured as the central theme in an episode of 
the hit mockumentary ‘The Office’, where it was 
referred to as “the new golf course, it’s where 
business gets done”.
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MARKET
The casual dining restaurant market in the 
UAE has grown to become one of the most 
competitive throughout the Middle East and 
internationally, and Chili’s has grown with it. 
Consumers in the UAE are faced with literally 
hundreds of casual dining choices in every 
conceivable style of food. These daily choices 
include a bevy of local brands, a plethora of 
hotel restaurants and numerous American brands 
besides Chili’s. With great food quality, reasonable 
prices, attractive ambience and table service, casual 
dining has a strong appeal to UAE consumers. 

The Chili’s franchise is owned and operated in 
the UAE by Emirates International Restaurants 
(EIR), part of the Saleh Bin Lahej Hospitality 
Division, that operates a growing portfolio of 
brands across the region.

The company opened its first Chili’s in 
Dubai in May 1997 to an overwhelming market 
response. In just ten years EIR has steadily built 
the brand by opening Chili’s restaurants across 
the UAE at an average rate of almost two 
restaurants per year. 

Chili’s operates more than 50 restaurants 
throughout the Middle East (GCC plus Egypt  
and Lebanon).

ACHIEVEMENTS
Chili’s is proud of being the largest Southwestern 
chain in the UAE with nineteen restaurants in the 
country including new restaurants in Jumeirah 
Beach Residence and Khalidiya Mall in Abu 
Dhabi. Chili’s is also proud of being awarded 
the Superbrand title for the fifth consecutive 
time. Chili’s has reached, with its partners, a 
total of 50 restaurants throughout the MENA 
region and celebrated this achievement in 
Dubai with the whole Chili’s family.  Chili’s has 
run its first regional TV branding campaign 
and the commercial was shot in Chili’s Beach           
Road location.

HISTORY
From humble beginnings as a small Dallas 
restaurant in 1975, few would have predicted 
Chili’s to become the mighty international 
phenomenon it is today.

Originally created as a hamburger restaurant/
chilli house themed with traditional South 
Western flair, Chili’s was able to create a niche 
product by serving quality home cooked food in 
a casual, friendly environment.

By keeping the menu simple Chili’s have 
not only kept their customers happy but are 
able to serve outstanding food in generous 
quantities. Classics such as the ‘Old Timer’ (a 
half pound hamburger topped with lettuce, 
tomatoes, pickles, onions and mustard) and 
the ‘Bowl of Red’ Texas-style chilli proved a 
massive hit with their local audience. The décor, 
complete with decorated tiles, colourful posters 

and unique collectables, 
was complemented by 
enthusiastic staff who helped 
create a festive atmosphere 
like no other. Beverages 
were all served in mugs and 
food in baskets, giving Chili’s 
that true ‘Americana feel’…
Texan style! 

By 1980 guests were 
flocking to Chili’s to 
indulge in their favourite 
mouth watering burgers 
and tantalising chilli, while 
revelling in the fun filled 
atmosphere. It was this 
popularity that soon caught 
the eye of restaurant tycoon 

Norman Brinker. Brinker, one of the restaurant 
industry’s pre-eminent leaders, purchased the 
company in 1983 and by 1986 had taken Chili’s 
public. He moved quickly to franchise the 
brand throughout selected states maximising its 
penetrative influence on the casual dining market 
and in the process feeding a nation of hungry 
baby boomers eager to satisfy their cravings for 
good food and good times. However, with the 
American economy booming and disposable 
incomes skyrocketing, the consumers desire 
for diversity was ever increasing. Chili’s moved 
quickly to diversify its menu adding Fajitas 
and Baby Back Ribs. Such vision and market 
awareness allowed Brinker to take Chili’s global. 
Despite the economic uncertainty of the 1990s 
Chili’s was able to successfully expand across 
the US, Canada, the Middle East, Europe, Latin 
America and Australia.

2009 sees Chili’s as an international stalwart 
of casual dining. It has over 1,100 restaurants 
worldwide in 24 countries. Despite its huge 
global presence, constant expansion is an ever 
present theme. Its food, beverages and service 
are constantly diversifying to act, rather than 
react, to continually evolve with consumer trends 
and demands. It is this market awareness and 
commitment to customer satisfaction that not 
only makes Chili’s the benchmark of casual dining 
but the epitome of a true Superbrand.

PRODUCT
Chili’s is justifiably proud of their distinctive 
product mix. The culinary department is 
dedicated to introducing new and innovative 
dishes which keep the core offering fresh       
and exciting. 
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