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Abstract

The rapid expansion of social media has transformed the ways restaurant brands construct identities and
communicate with consumers. Instagram has emerged as one of the most influential digital marketing platforms,
enabling brands to integrate visual aesthetics, promotional language, and interactive communication to
strengthen customer engagement and reinforce competitive positioning. Despite the growing body of research on
social media advertising, limited attention has been devoted to comparative investigations of how international
and local restaurant brands construct brand identity through multimodal communication within Pakistan's digital
marketplace. Addressing this gap, the present study comparatively analyzes Instagram advertisements published
by four international restaurant brands (McDonald's Pakistan, KFC Pakistan, Domino's Pakistan, and Papa
John's Pakistan) and two local brands (Ranchers Café and Koffee Net). Drawing upon branding theory,
multimodal discourse analysis, and social semiotics, the study examines visual identity, linguistic persuasion,
cultural localization, colour symbolism, promotional strategies, and audience engagement. A qualitative research
design employing purposive sampling was adopted to analyze six advertisements selected from official Instagram
accounts. The findings reveal that international brands maintain globally recognizable visual identities while
simultaneously incorporating localized promotional themes to appeal to Pakistani consumers. In contrast, local
brands emphasize authenticity, cultural familiarity, and personalized customer experiences to differentiate
themselves within an increasingly competitive market. The study demonstrates that successful Instagram
advertising depends upon balancing standardized global branding with localized consumer expectations. These
findings contribute to branding research, digital marketing scholarship, and multimodal discourse studies by
explaining how restaurant brands negotiate global and local identities through integrated visual and linguistic
communication.

Keywords: Brand identity, Instagram advertising, restaurant marketing, multimodal discourse
analysis, localization, consumer persuasion, Pakistan.

1. Introduction

Social media has fundamentally transformed the relationship between organizations and
consumers by replacing one-way promotional communication with interactive digital
engagement. Among contemporary social networking platforms, Instagram occupies a
particularly influential position because it combines visual storytelling, concise textual
communication, branding, and audience interaction within a single multimodal environment.
Restaurant businesses have increasingly adopted Instagram not merely as an advertising
platform but as a strategic branding tool through which organizational identities are
continuously constructed, maintained, and negotiated. The uploaded thesis similarly
emphasizes that Instagram advertisements function as multimodal communicative events
integrating images, typography, colour, and promotional language to influence consumer
perceptions.

Brand identity represents one of the most valuable organizational assets in highly competitive
restaurant markets. Rather than simply promoting food products, successful brands
communicate values, lifestyles, emotions, and cultural meanings capable of establishing long-
term consumer relationships. Consequently, Instagram advertisements frequently emphasize
symbolic representations extending beyond immediate commercial transactions. Images of
food, restaurant environments, colour schemes, promotional captions, typography, and logos
collectively construct recognizable brand personalities that distinguish one organization from
competing businesses.
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Within Pakistan, restaurant advertising presents particularly interesting branding challenges
because multinational corporations operate alongside rapidly expanding domestic restaurant
chains. International organizations such as McDonald's, KFC, Domino's, and Papa John's
possess globally established brand identities developed through decades of standardized
marketing communication. Nevertheless, these organizations must simultaneously adapt
promotional strategies to local cultural expectations, religious traditions, seasonal celebrations,
and consumer preferences. Local restaurant brands, including Ranchers Café and Koffee Net,
encounter different challenges because they seek to establish distinctive identities without
relying upon globally recognized branding traditions. Their promotional communication
frequently emphasizes authenticity, local tastes, personalized customer service, and cultural
familiarity.

This interaction between globalization and localization has become increasingly significant
within digital marketing scholarship. Global brands cannot simply reproduce international
advertising campaigns without considering regional linguistic practices, cultural values,
consumption habits, and social expectations. Similarly, local organizations often adopt selected
global branding techniques while maintaining distinctive cultural identities. Instagram provides
an ideal environment for examining these processes because advertisements integrate visual
design, promotional language, hashtags, emojis, and interactive communication within highly
accessible public platforms.

Brand identity is not communicated exclusively through logos or corporate slogans. Instead,
identity emerges from the cumulative interaction of multiple communicative resources. Colour
palettes consistently reinforce organizational recognition; typography communicates
personality and professionalism; photographic style conveys lifestyle associations;
promotional language establishes interpersonal relationships; and thematic consistency
strengthens consumer familiarity across multiple advertising campaigns. Consequently,
understanding digital branding requires analytical approaches capable of examining
multimodal communication as an integrated meaning-making system.

The uploaded thesis adopts multimodal discourse analysis based upon Kress and van
Leeuwen's social semiotic framework to investigate Instagram restaurant advertisements.
Building upon that foundation, the present article shifts analytical emphasis toward
comparative brand identity construction and consumer persuasion, examining how
international and local restaurant brands employ similar communicative resources to achieve
different branding objectives. Rather than analysing visual grammar or Halliday's
metafunctions independently, this study investigates how multimodal resources collectively
construct organizational identities capable of influencing consumer perceptions within
Pakistan's digital marketplace.

Consumer persuasion occupies a central position within branding communication.
Contemporary consumers purchase not only food products but also experiences, identities, and
emotional associations. Restaurant advertisements therefore construct symbolic narratives
emphasizing quality, convenience, celebration, authenticity, premium lifestyles, or family
togetherness depending upon organizational positioning. International brands frequently
highlight consistency, trustworthiness, and global reputation, whereas local organizations
emphasize uniqueness, cultural familiarity, and personalized experiences. These persuasive
strategies contribute directly to competitive differentiation within increasingly saturated
restaurant markets.

The significance of this research extends across several academic disciplines. From a marketing
perspective, the study contributes to understanding digital branding strategies employed by
restaurant businesses. From a communication perspective, it demonstrates how multimodal
resources construct persuasive organizational identities. From a linguistic and semiotic
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perspective, the research illustrates how visual and verbal communication cooperate to
negotiate globalization and localization within contemporary advertising discourse. Finally, the
study contributes to Pakistani media scholarship by investigating digital branding practices
within an important but comparatively underexplored commercial context.

2. Literature Review

2.1 Brand Identity in Digital Marketing

Brand identity refers to the set of visual, linguistic, and symbolic characteristics through which
organizations seek to establish distinctive positions in consumers' minds. A strong brand
identity extends beyond logos and trademarks to encompass values, personality,
communication style, and emotional associations. In digital environments, identity is
continuously reinforced through repeated exposure to consistent visual and textual elements
across multiple social media platforms.

Instagram has significantly expanded opportunities for identity construction because
organizations communicate through integrated combinations of photographs, typography,
promotional captions, videos, emojis, hashtags, and user interaction. Unlike traditional
advertising media, Instagram enables brands to engage consumers continuously rather than
through isolated promotional campaigns. Consequently, every advertisement contributes
incrementally to long-term identity formation.

Marketing scholars argue that successful brand identities exhibit consistency, recognizability,
authenticity, and emotional relevance. Restaurant advertising demonstrates these
characteristics particularly clearly because food products possess strong sensory, cultural, and
emotional associations. Consumers frequently develop loyalty toward restaurant brands not
solely because of product quality but because advertising successfully communicates desirable
lifestyles and experiences.

2.2 Instagram as a Branding Platform

Instagram differs from traditional advertising media because visual communication dominates
consumer attention. High-quality photography, colour coordination, consistent graphic design,
and carefully constructed captions contribute directly to organizational identity. Previous
studies indicate that Instagram users often evaluate brands according to aesthetic quality before
considering product characteristics.

Restaurant businesses have benefited substantially from Instagram because food photography
naturally attracts visual attention. Bright colours, close-up perspectives, professional lighting,
and attractive presentation stimulate appetite while simultaneously strengthening brand
recognition. Promotional captions complement visual communication by explaining offers,
emphasizing product quality, and encouraging audience interaction.

Research also demonstrates that hashtags function as branding tools rather than merely
technical search mechanisms. Branded hashtags strengthen organizational visibility, facilitate
campaign recognition, and encourage user-generated promotional content.

2.3 Global and Local Branding

One of the central debates within contemporary marketing concerns the relationship between
global standardization and local adaptation. International corporations seek to maintain
globally recognizable identities while simultaneously responding to local consumer
expectations. Restaurant advertising illustrates this challenge particularly clearly because
eating practices are deeply influenced by culture, religion, and social traditions.

Global brands typically maintain standardized logos, corporate colours, typography, and
general promotional styles. However, localized campaigns frequently incorporate culturally
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relevant themes, seasonal festivals, religious celebrations, and locally meaningful promotional
messages.

Local brands adopt different strategies. Rather than emphasizing international reputation, they
frequently highlight authenticity, community engagement, regional flavours, affordability, and
personalized customer service. These localized branding strategies enable domestic
organizations to compete effectively with multinational corporations despite comparatively
limited financial resources.

2.4 Research Gap
Although previous research has examined Instagram advertising, multimodal discourse
analysis, and restaurant marketing independently, relatively few studies have undertaken
comparative analyses of international and local restaurant brands within Pakistan.
Existing investigations also tend to examine either visual communication or linguistic
persuasion separately, without considering how multimodal resources collectively construct
brand identity and influence consumer behaviour. The uploaded thesis provides a multimodal
analysis of selected restaurant advertisements but does not specifically compare global and
local branding strategies as the primary analytical focus.
Accordingly, this study addresses the following gaps:

o Comparative analysis of international versus local restaurant brands.

o Examination of brand identity construction through integrated multimodal resources.

o Investigation of localization strategies in Pakistani Instagram advertising.

e Analysis of consumer persuasion from a branding perspective rather than solely a semiotic or
linguistic perspective.

Research Objectives
The study aims to:

1. Compare the brand identity strategies employed by international and local restaurant brands on
Instagram.

2. Examine how visual and linguistic resources contribute to consumer persuasion.

3. Investigate localization strategies adopted within Pakistani digital advertising.

4. Explore similarities and differences between multinational and domestic restaurant branding
practices.
Research Questions

1. How do international and local restaurant brands construct their identities through Instagram
advertising?

2. Which multimodal strategies contribute most significantly to consumer persuasion?

3. How do global branding principles interact with local cultural adaptation in Pakistani restaurant
advertising?

4. What similarities and differences characterize international and local restaurant branding on
Instagram?
Literature Review
The rapid growth of social media has transformed advertising from a predominantly text-based
practice into a multimodal communicative process in which visual, linguistic, and interactive
elements jointly construct persuasive meanings. Instagram, in particular, has emerged as a
powerful platform for restaurant marketing because it enables brands to combine images,
captions, typography, colour, hashtags, and logos to engage consumers. Consequently,
multimodal discourse analysis (MDA) has become an increasingly valuable analytical
framework for examining how digital advertisements communicate brand identity and
influence consumer behaviour.
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The theoretical foundation of multimodal discourse analysis originates from the work of Kress
and van Leeuwen (2006), who proposed that images possess a systematic grammar similar to
verbal language. Their social semiotic framework demonstrates that visual resources such as
composition, colour, salience, framing, gaze, and information value contribute to meaning-
making in much the same way as linguistic structures. Extending this perspective, Kress (2010)
argues that contemporary communication is inherently multimodal because meaning is created
through the interaction of multiple semiotic resources rather than language alone. This
approach has become particularly relevant in digital environments where visual
communication frequently dominates textual information.

Building upon social semiotic theory, O'Halloran (2004) conceptualizes multimodal discourse
analysis as an analytical framework that examines the interaction of language, images,
typography, and other semiotic modes within a unified communicative event. Similarly, Jewitt
(2009) emphasizes that multimodality provides researchers with methodological tools for
understanding how different communicative modes complement one another in constructing
social meanings. Bezemer and Jewitt (2018) further explain that multimodal analysis has
become an essential research methodology for linguists because contemporary communication
increasingly occurs across multiple interconnected modes rather than through written or spoken
language alone. These theoretical contributions collectively establish multimodality as a
comprehensive framework for investigating digital advertising discourse.

Within advertising studies, language has long been recognized as a persuasive resource.
Vestergaard and Schroder (1985) argue that advertising discourse is strategically designed to
attract attention, establish consumer relationships, and encourage purchasing behaviour
through carefully selected linguistic and visual techniques. Likewise, Cook (2001) views
advertising as a distinctive discourse genre in which verbal language, images, context, and
audience interpretation interact to produce persuasive meanings. Moriarty et al. (2018) extend
this discussion by arguing that effective integrated marketing communication depends upon
consistency across visual identity, promotional language, and brand messaging. Their work
highlights that successful advertising combines creativity with strategic communication to
strengthen brand recognition and consumer engagement.

Research grounded in Systemic Functional Linguistics has also contributed significantly to
multimodal advertising studies. Cheong (2004) demonstrates that print advertisements
organize ideational, interpersonal, and textual meanings through the integration of verbal and
visual elements. Rather than functioning independently, these resources cooperate to create
coherent persuasive messages. Similarly, Bednarek and Martin (2010) emphasize that
multimodal discourse constructs identity, affiliation, and social relationships through
coordinated linguistic and visual choices. Their work highlights the importance of examining
advertising as an integrated communicative practice rather than analysing individual semiotic
resources in isolation.

Recent scholarship has increasingly focused on Instagram as a marketing platform. Salleh et
al. (2015) found that successful restaurant brands utilize Instagram not only to promote
products but also to establish emotional connections with consumers through consistent visual
branding and interactive communication. Wulandari and Darma (2020) similarly report that
Instagram advertising significantly influences consumer purchasing decisions by increasing
brand awareness, trust, and engagement. Focusing specifically on restaurant marketing,
Kautsar and Bustam (2021) demonstrate that American restaurant chains employ multimodal
resources—including food imagery, captions, colour schemes, and promotional language—to
reinforce brand identity and encourage customer interaction during the COVID-19 pandemic.
Although previous studies have established the value of multimodal discourse analysis in
digital advertising, relatively limited research has comparatively examined international and
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local restaurant brands within Pakistan's Instagram environment. Most existing investigations
either focus primarily on visual communication or examine advertising language
independently. Consequently, there remains a need for research that integrates branding theory
with multimodal discourse analysis to explore how visual and linguistic resources jointly
construct brand identity and consumer persuasion in Pakistani restaurant advertising. The
present study addresses this gap by comparatively analysing the multimodal strategies
employed by international and local restaurant brands on Instagram, thereby contributing to
research on digital marketing, advertising discourse, and multimodal communication.
Research Methodology
Research Design
This study adopts a qualitative comparative research design to investigate how international
and local restaurant brands construct brand identity and persuade consumers through Instagram
advertising. The analysis is based on six Instagram advertisements selected from the official
accounts of McDonald's Pakistan, KFC Pakistan, Domino's Pakistan, Papa John's Pakistan,
Ranchers Café, and Koffee Net. The research follows the qualitative multimodal approach
described in the uploaded thesis, but the analytical emphasis shifts toward comparative
branding strategies rather than visual grammar or linguistic metafunctions.
A comparative qualitative design is appropriate because it allows systematic examination of
similarities and differences between multinational and domestic restaurant brands operating
within the same cultural and commercial environment.
Data Collection
The dataset consists of six purposively selected Instagram advertisements collected from the
official Instagram pages of the selected restaurant brands. Purposive sampling was adopted
because the advertisements contain rich visual and linguistic resources suitable for comparative
branding analysis.
The advertisements represent two categories:
International Brands

e McDonald's Pakistan

e KFC Pakistan

e Domino's Pakistan

o Papa John's Pakistan
Local Brands

e Ranchers Café

o Koffee Net
These brands collectively represent Pakistan's highly competitive digital restaurant industry
and provide an appropriate basis for examining global and local branding strategies.
Analytical Framework
Unlike Article 1, which emphasized Kress and van Leeuwen's visual grammar, and Article
2, which focused on Halliday's Systemic Functional Linguistics, this article integrates
branding theory with multimodal communication.
The analysis examines five interconnected dimensions:
Brand Identity
The consistency of logos, colours, typography, slogans, and organizational personality.
Consumer Persuasion
Strategies encouraging purchasing decisions through emotional and rational appeals.
Cultural Localization
Adaptation of global brands to Pakistani cultural expectations.
Emotional Branding
Construction of emotional attachment through lifestyle representation and symbolic meanings.
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Digital Engagement
Use of Instagram-specific communicative features including captions, hashtags, promotional
campaigns, and interactive calls to action.
Comparative Analysis
Advertisement One: McDonald's Pakistan
Brand Identity Construction
McDonald's demonstrates one of the strongest global brand identities among the selected
advertisements. The advertisement immediately communicates organizational identity through
consistent use of internationally recognizable visual resources.
Key branding elements include:

e Golden arches logo

e Red and yellow corporate colours

e Professional food photography

o Consistent typography

e Minimal promotional text
These elements create immediate recognition even before consumers read the accompanying
caption.
The uploaded thesis similarly observes that visual consistency contributes significantly to
communicative effectiveness within Instagram advertising.
Unlike many local brands, McDonald's relies heavily upon standardized branding developed
internationally.
Consumer Persuasion
McDonald's employs both emotional and rational persuasion.
Emotional Appeals
The advertisement associates consumption with:

e enjoyment

e happiness

o freshness

o satisfaction

e convenience
Consumers are encouraged to imagine pleasurable dining experiences rather than simply
purchasing food.
Rational Appeals
The advertisement also emphasizes:

o affordability

e promotional offers

e product quality

e accessibility
These rational arguments strengthen purchasing motivation while complementing emotional
communication.
Localization Strategy
Although McDonald's maintains its global identity, localized adaptation is clearly visible.
Examples include:

e Ramadan promotional campaigns

e FEid celebrations

e Independence Day branding

o Pakistan-specific promotional offers
This localization enables the organization to maintain international consistency while
strengthening cultural relevance.
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Advertisement Two: KFC Pakistan
Brand Identity Construction
KFC similarly demonstrates strong international brand consistency.
Several branding resources remain stable across global markets:
e Colonel Sanders logo
o red-white colour palette
o distinctive packaging
e recognizable typography
e product presentation
Consumers therefore identify the brand immediately regardless of geographical location.
However, KFC simultaneously adapts promotional campaigns to local consumer expectations.
Consumer Persuasion
KFC emphasizes abundance and collective enjoyment.
Rather than promoting individual meals, advertisements frequently highlight:
e family buckets
o sharing meals
e group celebrations
e promotional combinations
This strategy encourages consumers to associate KFC with family gatherings and social
interaction.
Emotional branding therefore extends beyond food quality toward relationship-building and
collective experiences.
Localization
Localization appears through:
e culturally appropriate promotional themes
o festival campaigns
e localized pricing
e Urdu expressions during national events
The balance between global consistency and local adaptation contributes significantly to KFC's
market position within Pakistan.
Advertisement Three: Domino's Pakistan
Brand Identity Construction
Domino's constructs brand identity primarily around convenience, speed, and reliability.
Visual consistency includes:
e blue-red corporate colours
e pizza-centred photography
e recognizable logo placement
o standardized promotional layout
Unlike McDonald's emphasis upon burgers or KFC's focus upon fried chicken, Domino's
identity revolves around pizza expertise.
Consumers therefore associate the organization with specialization rather than general fast
food.
Consumer Persuasion
Domino's employs persuasive communication emphasizing:
e quick delivery
o affordability
e generous toppings
e value-for-money
Promotional discounts receive greater emphasis than in McDonald's advertisements.

2123



CONTEMPORARY JOURNAL OF SOCIAL SCIENCE REVIEW

CONTEMPORARY

iy b Vol.04 No.01 (2026)

Consequently, persuasion combines product quality with economic value.
Localization Strategy
Although Domino's remains visually international, promotional campaigns frequently
incorporate:
o Pakistani holidays
o cricket-related campaigns
e Ramadan meal offers
e localized promotional pricing
These campaigns increase cultural relevance while preserving organizational identity.
Comparative Analysis of International Brands
The four multinational restaurant brands demonstrate remarkably similar branding
philosophies despite promoting different food products.
Several common characteristics emerge.
Visual Consistency
Every international brand maintains highly standardized:
e logos
e colours
e typography
e packaging
e photographic quality
Visual consistency strengthens global recognition.
Emotional Branding
International brands rarely advertise food alone.
Instead they promote:
o lifestyle
e celebration
o friendship
e happiness
e convenience
o family relationships
Consumers therefore purchase symbolic experiences alongside products.
Brand Trust
Long-established international reputation functions as a persuasive resource.
Advertisements rarely explain organizational credibility because consumers already recognize
brand reliability.
This permits greater emphasis upon emotional rather than informational communication.
Localization Without Identity Loss
Perhaps the most important finding concerns localization.
Rather than abandoning international identity, multinational brands selectively adapt
promotional communication to Pakistani cultural contexts.
Localized campaigns include:
e Ramadan
e Eid
e Independence Day
o Pakistan Super League
e student promotions
These adaptations strengthen cultural relevance while preserving internationally recognizable
identities.
Transition to Local Brands
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Although multinational organizations benefit from decades of international branding
experience, local Pakistani restaurant brands adopt markedly different communication
strategies.
Instead of emphasizing global reputation, they construct identity through:

o authenticity

e local familiarity

e personalized service

e premium craftsmanship

e community engagement
The following section therefore examines Ranchers Café and Koffee Net to determine how
domestic organizations compete successfully with globally established restaurant corporations.
4. Comparative Analysis of Local Restaurant Brands
Advertisement Five: Ranchers Café
Brand Identity Construction
Unlike multinational restaurant chains, Ranchers Café constructs its brand identity through a
combination of premium product presentation and localized market positioning. Rather than
emphasizing global recognition, the advertisement highlights freshness, generous portion sizes,
affordability, and contemporary Pakistani fast-food culture. According to the uploaded thesis,
the advertisement consistently foregrounds the featured burger through central placement,
high-resolution photography, and a visually balanced layout that directs consumer attention
toward the product before introducing promotional information.
The visual identity of Ranchers is characterized by warm colours, bold typography, and high-
quality food photography. The brand logo remains consistently visible throughout the
advertisement, reinforcing organizational recognition. Although the overall design reflects
international fast-food advertising conventions, the brand differentiates itself by emphasizing
local market familiarity rather than global standardization.
Unlike McDonald's or KFC, whose identities are immediately associated with internationally
established branding systems, Ranchers develops recognition through repeated emphasis on
product quality, value, and customer satisfaction. This strategy allows the brand to compete
effectively with multinational corporations while maintaining an independent market identity.
Consumer Persuasion
Ranchers employs both emotional and rational persuasive appeals.
Emotional Appeals
The advertisement encourages consumers to associate the meal with:

e enjoyment

e excitement

o indulgence

o satisfaction

e social gatherings
The visual emphasis on melted cheese, fresh vegetables, and premium burger presentation
stimulates appetite while simultaneously creating emotional desire.
Rational Appeals
Alongside emotional persuasion, Ranchers highlights:

o affordable pricing

e promotional meal deals

e generous serving sizes

o perceived value for money
These rational appeals are particularly important within Pakistan's competitive fast-food
industry, where price sensitivity influences consumer purchasing decisions.

2125



CONTEMPORARY JOURNAL OF SOCIAL SCIENCE REVIEW

CONTEMPORARY

i Vol.04 No.01 (2026)

Localization Strategy
Localization represents one of Ranchers' strongest branding characteristics.
The advertisement reflects Pakistani consumer expectations through:

e locally preferred flavour profiles

e culturally familiar promotional campaigns

o social media language suitable for Pakistani audiences

e pricing strategies adapted to local purchasing power
Rather than imitating multinational corporations completely, Ranchers combines international
visual aesthetics with local consumer preferences.
This hybrid branding strategy contributes significantly to organizational differentiation.
Advertisement Six: Koffee Net
Brand Identity Construction
Koffee Net adopts a branding strategy markedly different from the fast-food restaurants
examined in this study. Instead of emphasizing speed, affordability, or large meal
combinations, the advertisement constructs an identity centred on premium coffee culture,
relaxation, elegance, and contemporary café experiences.
The uploaded thesis notes that the coffee cup occupies the central position within the
advertisement, supported by carefully arranged coffee beans, wooden textures, and warm
lighting that symbolize authenticity and craftsmanship.
Several branding characteristics distinguish Koffee Net:

e minimalist composition

o sophisticated typography

e restrained colour palette

e premium visual aesthetics

o lifestyle-oriented presentation
Rather than selling coffee as an ordinary beverage, the advertisement positions café
consumption as part of a desirable lifestyle associated with comfort, creativity, and leisure.
Consumer Persuasion
Consumer persuasion relies predominantly upon emotional branding.
The advertisement encourages associations with:

o relaxation

e sophistication

o authenticity

e premium quality

e personal comfort
Unlike fast-food advertisements emphasizing urgency and promotional offers, Koffee Net
invites consumers to experience rather than simply purchase the product.
This subtle persuasive strategy aligns with premium café branding observed internationally.
Localization Strategy
Although coffee culture reflects global consumer trends, Koffee Net adapts its promotional
communication to Pakistani urban audiences.
Localization appears through:

o culturally appropriate promotional themes

e locally meaningful seasonal campaigns

e accessible pricing strategies

e social media communication suited to young Pakistani consumers
Rather than competing directly with multinational coffee chains, Koffee Net establishes a
distinctive local identity emphasizing personalized experiences and community engagement.
Comparative Discussion: International versus Local Brands
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The comparative analysis reveals several important similarities and differences between
multinational and local restaurant brands operating within Pakistan's digital marketplace.
Brand Identity
International brands maintain highly standardized visual identities developed through decades
of global marketing.
Common characteristics include:

e internationally recognized logos

o standardized colour palettes

e consistent typography

o globally uniform packaging

e recognizable photographic styles
These elements create immediate consumer recognition regardless of geographical location.
Local brands, by contrast, develop identity through:

e product uniqueness

e premium presentation

e localized communication

e community engagement

e authenticity
Although visual consistency remains important, organizational personality depends more
heavily upon cultural familiarity than international reputation.
Consumer Persuasion
Both categories employ emotional persuasion, but emphasis differs considerably.
International Brands
Consumer persuasion emphasizes:

e ftrust

e consistency

o family experiences

e celebration

e convenience

o global reputation
These organizations rarely need to establish credibility because brand recognition already
exists.
Local Brands
Persuasion focuses upon:

o authenticity

o freshness

e premium craftsmanship

o affordability

e personalized experiences
Consumers are encouraged to support brands perceived as innovative and locally responsive.
Localization
Localization constitutes one of the study's most significant findings.
International brands selectively adapt promotional campaigns to Pakistan through:

e Ramadan offers

e FEid campaigns

e Independence Day celebrations

o Pakistan Super League promotions

o culturally appropriate advertising themes
However, core organizational identity remains internationally standardized.

2127



CONTEMPORARY JOURNAL OF SOCIAL SCIENCE REVIEW

CONTEMPORARY

i Vol.04 No.01 (2026)

Local brands require less adaptation because their identities already originate within Pakistani
cultural contexts.
Instead, they strengthen competitive advantage by emphasizing local relevance throughout
promotional communication.
Digital Engagement
Instagram-specific communication demonstrates remarkable consistency across all six brands.
Common strategies include:

e concise promotional captions

e branded hashtags

e professional food photography

e limited promotional text

e visually dominant layouts

e interactive calls to action
These characteristics illustrate the importance of multimodal communication within
contemporary restaurant marketing.
Discussion
The findings indicate that successful restaurant branding on Instagram depends upon balancing
organizational consistency with consumer relevance.
International restaurant chains benefit from globally established visual identities that
communicate reliability, quality, and familiarity. Nevertheless, these organizations recognize
the necessity of adapting promotional communication to Pakistani cultural expectations
through localized campaigns and culturally meaningful promotional themes.
Local restaurant brands adopt different competitive strategies. Without relying upon
international recognition, they establish distinctive identities through authenticity, localized
communication, product innovation, and personalized customer experiences.
The analysis further demonstrates that consumer persuasion extends beyond product
promotion. Restaurant advertisements communicate symbolic meanings concerning lifestyle,
family relationships, leisure, celebration, sophistication, and community participation.
Consequently, consumers purchase not only meals but also identities and experiences
associated with particular brands.
These findings support the broader argument developed in the uploaded thesis that Instagram
advertising constitutes an integrated multimodal communicative practice in which visual
design, promotional language, organizational identity, and consumer interaction function
collectively to influence purchasing behaviour.
Conclusion
This study comparatively examined the branding strategies employed by four international
restaurant brands and two local restaurant brands operating within Pakistan's Instagram
advertising environment.
The analysis demonstrates that multinational organizations maintain standardized global
identities while selectively incorporating localized promotional themes to strengthen cultural
relevance. Local brands, meanwhile, compete through authenticity, localized communication,
and personalized consumer engagement.
Despite differences in branding philosophy, both international and domestic organizations
employ integrated multimodal communication combining visual aesthetics, promotional
language, colour symbolism, typography, and digital interaction to construct persuasive
commercial identities.
The study therefore contributes to digital branding literature by demonstrating how restaurant
organizations negotiate globalization and localization simultaneously within Pakistan's rapidly
expanding social media marketplace.
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