


The goal of this campaign is to:
 -Position Pizza Hut as the top choice for people who 
order pizza digitally
 -Provide the greatest digital ordering experience in 
the category
 -Reach the target of 75% of all orders done online/
mobile by the end of 2015

A World of Possibilities
Pizza Hut has a global presence with locations in over 90 
countries. In 1994, Pizza Hut secured the first online order - 
a large pepperoni, sausage, and mushroom pie that would 
become history. Now, it's time for Pizza Hut to reclaim its 
leading position in both flavor and function. 
Our target for online ordering -- male and female pizza lovers 
18-49 — value three things above all others: time, simplicity, 
and unique experiences. Pizza Hut is well-positioned to offer 
all these benefits and more with a digital ordering experience 
that delivers the world to the customer’s door.

A World of Flavor
Introducing the Global Pizza System -- an online ordering 
campaign that brings adventure and efficiency together for 
the ultimate digital experience. 
With state-of-the-art GPS technology, the Global Pizza 
System alerts customers of the exact time the pizza will 
be delivered or when it’s ready for carry out, giving pizza 
lovers control of their time and an increased sense of trust 
and confidence in Pizza Hut. To enhance the experience 
with a sense of adventure and fun, international pizzas will 
be offered each month to create the Global Pizza System 
experience. Through GPS tracking, an international menu, 
and a sense of adventure, Pizza Hut delivers the world to 
pizza lovers across the U.S.
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Research

Pizza Hut is a global pizza giant with annual sales of 
$12 billion. Opened in 1958 with a $600 loan, brothers 
Frank and Dan Carney established the first Pizza Hut in 
Wichita, Kansas. The franchise grew quickly,  opening 
its first location east of the Mississippi river only eight 
years later in Athens, Ohio. The company has since 
expanded internationally with locations on every 
continent. 

In 1977, Pizza Hut was purchased by PepsiCo and it 
remained under PepsiCo’s control until it was sold to 
Yum! Brands in 1997. 

Today, Pizza Hut offers a wide selection of foods, in 
addition to pizza: salads, breadsticks, desserts, pastas, 
and (with the acquisition of Wing Street) chicken wings. 
In an effort to rebrand in 2014, Pizza Hut introduced  
special crust seasonings and drizzle sauces to apply 
over the top of the pie. Though they offer many food 
deals, most are available only through online ordering or 
via the phone app.

Pizza Hut offers flexibility in dining and ordering, as 
most locations offer carry-out or dine-in options that 
competitors don’t or can’t offer. Pizza Hut also paved 
the way for online ordering. In 1994, the first online food 
order (from any company ) was placed through Pizza 
Hut’s website.  With the success of online ordering and 
the growth of smart phones, Pizza Hut developed its first 
app in 2009. In 2013, they introduced Xbox ordering. 
These two strategies have not been as successful as 
Pizza Hut’s web-based ordering platform.

Company History



Research
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The main national competitors of Pizza Hut are 
Domino’s, Papa John’s, and Little Caesars. It is 
important to note, however, that locally-owned and 
operated pizza restaurants have a high loyalty rate in 
local markets. 

Domino’s 
Domino’s is a carryout and delivery-only business. 
The new Pizza Theater store design may offer a 
small casual dining area, though the emphasis will 
be on carry out. Besides pizza, Domino’s also offers 
a variety of sides and desserts, drinks, sandwiches, 
pastas, chicken, and dipping sauces. They have 
created fun and unique ways to order pizza; their 
website has a tracker app that tells you what stage 
your pizza is in (prep, cooking, delivery, etc) and 
their phone application has voice ordering. Domino’s 
marketing efforts involve sports and cause. There 
are two budgets for advertising: franchise and 
company-owned. Combined, the advertising budget 
is typically just under $250 million. Domino’s operates 
domestically through a network of 4,596 franchise 
stores and 390 company-owned stores, located in the 
contiguous United States.
Annual Sales: $1.99 Billion

Papa John’s 
Papa John’s is a delivery and carryout only business. 
Their menu is limited to pizza, dessert items, bread 
sticks, drinks, and chicken products. They offer a 
rewards program that tracks purchases, offering a 

chance to earn complimentary pizza. Papa John’s 
engages heavily in cause and athletic-oriented 
marketing. They are a major sponsor of the NFL, giving 
Papa John’s an advantage with sports fans. The media 
budget for Papa John’s is about $56 million. 
There are 4,428 Papa John’s restaurants in operation, 
including 723 company-owned and 3,705 franchised 
restaurants serving all 50 states and 34 countries. 
Company-owned restaurants include 191 restaurants 
operated under four joint venture arrangements and 58 
units in Beijing and North China.
Annual Sales: $1.6 Billion

Little Caesars 
Little Caesars is a carryout only business. They offer 
pizzas, breadsticks, sodas, and chicken wings. Their 
big draw is ready-to-purchase pizzas starting at only 
$5. Their main sports marketing focuses on amateur 
hockey. They also participate in cause marketing. Little 
Caesars has a $121 million budget for advertising and 
operates 3,673 stores, 85% of which are franchised.
Annual Sales: $3.1 Billion

Competitive Analysis



SWOT Analysis

SWOT 
Analysis

Strengths Weaknesses

Opportunities Threats

• First online product ordered
• #1 Pizza chain in the US with the
 most locations
• Affordable pricing
• New and exciting flavor options
• Mindful of consumer—introduced
 new Gluten Free option new Gluten Free option
• Global presence—international flavor

• Even though the largest pizza 
chain in the US, not #1 in online 

orders and sales
• Large corporate chain, perceived

as untrustworthy and low quality
• Lack of investment in technology

             • No way of tracking orders              • No way of tracking orders 
                               and deliveries

• Millenial market’s love of adventure, 
learning, technology
• Famillenial market’s focus on the
growth and education of their children
• Proliferation of entertainment devices, 
gaming devices etc., appropriate for co-branding
partnershipspartnerships
• Technological advances in communication
devices, and quick adoption by millenials 
• Advancements in tracking technology

• Strong competition from other 
pizza chains—Domino’s, Papa John's

Little Caesars
• Strong competition from Mom and 

Pop Pizza restaurants
• Others have implemented a tracking app 

on their on their Websites
• Others have better deals offered

on their Websites and in-store
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Research

Primary Objectives:
Determine pizza eating behavior of the “Millennial” 
Discover key motivators to drive them to order online

The Results:
Ready to Order Online

• Most prefer to order delivery. 
• When ordering carryout or delivery, more than half 
preferred to order from a local establishment over a 
chain restaurant.
• Most use a restaurant’s web site, second choice is a 
mobile app.
• 90% of respondents agreed online ordering is reliable 
and safe. 
• Respondents order online for convenience and elimination 
of verbal communication. They are more likely to order online 
with a special deal. 
• 80% were interested in knowing exactly when their pizza 
would be delivered or ready to pick up through use of a 
GPS App. 

In Summary
Our research shows that an average pizza lover is an 
educated, younger adult who prefers to order online. 
Pizza is a staple in their diet and they usually order on the 
weekends as they work full or part time. The majority of 
our respondents are interested in a GPS that alerts them 
to when their pizza is due to arrive or when to leave their 
homes to pick up their pizza.

Secondary:
It’s an Online World
• People who order online are also more likely to respond to 
promotions. 
• Average online buyer spends $2 more than one who orders by 
phone or in person.
• Majority of online orders are made by younger consumers, who’ve 
grown up with new technology, but older consumers also want to 
order online.

No talk. More profits
• Fear of embarrassment during offline orders lead consumers to 
alter what they want. 
• Online ordering removes the awkwardness of placing complex—
and indulgent—orders 
• Online anonymity leads to 21.4 percent more profits per customer. 

Primary & Secondary Research

Survey Respondent Profile:
1000 Respondents

Gender Neutral Millennial, 52% Male/48% 
Female

College Educated 
Employed full time or part time 

Annual income of $50-$99K
Suburban 

Single, living with a partner or roommate



An appetite for APPS
• About 69 percent of consumers order food online using 
a mobile device.
• Restaurant specific app downloads are on the rise. 
• Consumers exposed to mobile advertisements are more 
likely to purchase. 

The competion is driving technology
Dominos invested in technology to advance the online 
experience.
Domino’s online pizza tracker and Dom mobile ordering 
app originated in the company’s digital futurists.
The company has adopted a Silicon Valley-style, fail-fast 
approach to rolling out new products.

But the tracker doesn’t always deliver
• “The Tracker is a fraud,” claimed a Domino’s customer. 
• The Domino’s Tracker cannot accurately predict 
delivery time. 
• The Domino’s Tracker can mislead the status of a 
delivery, since it is not designed to inform customers that 
an order has failed. 

On time and Online delivers
• In the UK, Dominos uses GPS devices to locate 
customers.
• TrackMyPizza.com, a startup company, provides the 
technology to enable customers to track their pizza in 
real time. 
• TrackMyPizza.com removes the uncertainty from a pizza 
lover’s life. 
• Establishments who have used this technology saw 
online orders increase 100%.

A focus group of pizza lovers was held over a two hour 
period, consisting of 3 females, aged 21, 35, and 43 and 
3 males aged 21, 26, and 35.

Online Ordering?
For comfort and ease: it’s easier to go online and pick 
out exactly what they want without the hassle of talking 
to someone. One respondent said her children (aged 8 
and 15) order online because they get it exactly how they 
want it. The mother in the group knew about the Book-It 
program. When we described a similar idea called Map-It 
(where children learn about the countries in the Pizza Hut 
Global campaign through their schools), it received 95% 
positive feedback.
 
Global Pizza System (GPS)
Waiting for a delivery or determining when to leave for carry 
out are annoyances. All respondents endorsed the idea of 
a GPS that told them exactly when their delivery would be 
at their door or ready for pick up. Not only increasing their 
control of time, but adding confidence by being “in 
the know”.
 
#GlobalHut:
The Pizza Hut hashtag, #GlobalHut, was described as 
a six month digital campaign that brings flavors from 
six countries to Pizza Hut customers. Included was an 
incentrive to win a trip to one of the featured countries. 
The group liked the idea for multiple reasons: it brings 
international flavors to customers that wouldn’t otherwise 
have access, drives online ordering with a chance to win a 
trip, and connects with other cultures through the love 
of pizza.

Secondary Research & Focus Group



Summary:
Pizza Hut first introduced online ordering in 1994. The first 
product ordered online was a slice of pepperoni from Pizza Hut. 
Although first to market, it fell behind the technology curve. The 
goal is to create a second-to-none digital ordering experience, 
driving revenue and increasing customer satisfaction. By the end 
of 2015, 75% of all orders will be completed online or through a 
mobile device. 10% of the media budget will be allocated to the 
production of the creative assets.

Target Market:
Pizza Hut is a top competitor in the pizza industry, and 
reaches a broad audience. This campaign will focus on a 
selected segment, including current and prospective Pizza 
Hut customers:  

  - Game Changers: 
 Men/Women 18-34 year-olds with special    
emphasis on Male millennials aged 18-34. 
  - Family Adventurers: 
 Men/Women, 18-49 Famillennials

These demographics use technology to seamlessly blend 
work and life. They are the game changers, just starting life 
and ready for a long list of “firsts”: marriage, children, jobs, 
homes. Super-connected and tech savvy, their world is both 
physical and virtual. Relationships include, not only those in 
the physical world, but also those that exists on the 
computer or mobile phone. 

Objectives:
• To increase downloads of the Pizza Hut app.
• To increase online/mobile ordering by 32% so that by the end of 
December 2015 75% of all orders will be placed via online/mobile.
• To increase awareness of Pizza Hut’s online and mobile app 
ordering service.
• To position Pizza Hut’s mobile app/online ordering service as 
the top choice for millennials, moms, and gamers.

Key Messages:
Primary Message: Pizza Hut online ordering experience, 
the Global Pizza System (GPS), gives the exact time a 
pizza will be delivered or ready for pick up – giving the 
customer real time info, so he or she can get on with 
real life.

Secondary Message: Pizza Hut not only gives you control 
of your time, it provides an adventure in Global flavor, 
bringing tastes from around the world to customers in the 
US with the #GlobalHut promotion.

Media:
The intent of this brief is to focus on the online ordering 
campaign. Ads will be placed in various forms, such as 
radio ads, print publications, TV commercials and online 
platforms. Proposed outlets include:

• Social Media (Facebook, Twitter, Instagram, etc.)
• TV / Video
• Radio 
• Print 
• Online: websites, mobile, game consoles
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Creative Brief
Creative Strategy & Assets



#GlobalHut

A World of Flavor
…and a World of Pizza Hut

Concept:  Creating a sense of adventure, we will offer a world 
of pizza flavors to Pizza Hut customers. When the customer 
goes online or on app, a “country flavor of the month” offer will 
appear. The customer clicks through to a landing page where 
they can select from a choice of two pizzas that Pizza Hut offers 
from the featured country.  Fun facts about the country will also 
be presented. This campaign will run for 6 months featuring 2 
pizzas (one meat and one vegetarian) from a different country 
each month. 

Education: Similar to the “Book It” program, the #GlobalHut 
campaign will offer “Map It”. Schools can partner with Pizza 
Hut and their online campaign that promotes global 
understanding, geography, and world history.  Students 
will go online and learn about the country that Pizza Hut 
is “travelling” to that month. “Map It” will include games, 
informational videos, and 
interactive quizzes that will result in a free pizza coupon. 
Reward Program: Each time a customer orders an 
international pizza online, they will be entered to a win a 
trip to one of the featured global destinations. The more 
orders they place online, the more chances they have to 
win a trip.

Creative Strategy & Promotions

Szechuan Stir
Fry

France
Pizza

Italy
Pizza

Mexico
Pizza

Truffle, Steak
& Frites 

Carne Asada
Chimi Churri

Prosciutto &
Mushroom

Greece

Feta and Tomato 

Gyros

Pizza
India

Paneer & Veggie 
Tandoori Chicken

Pizza
China

Ginger Soy &
Sweet Potato 

Pizza

Brie ElotesMargherita
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Creative Strategy & Assets

Global Pizza System (GPS)

Concept:  It’s not enough to track your pizza until it “is out 
for delivery.” The Millenials value their time and appreciate 
technology. Whether in the middle of an intense game of 
FIFA on Xbox1 or getting ready for a birthday party, they will 
now have control of their time, by knowing exactly when the 
pizza is ready for pick up or will be delivered. The Global 
Pizza System GPS app will show the delivery enroute with an 
exact time of arrival. The GPS app will push a notification to 
the customer when it is time to leave to pick up their pizza—
fresh out of the oven and no waiting.

Creative Strategy & Promotions



More Dough for Your Dough Rewards Program

Concept: Pizza Hut’s More Dough rewards program could 
offer just a basic rewards program -- buy a pizza, get a point, 
after 10 points earn a pizza. $100 spent for one free pizza?  
No.  We propose the “More Dough for your Dough” 
rewards program. 

This rewards program allows customers to accumulate points 
based how much dough (each dollar) you spend at Pizza 
Hut. Because Pizza Hut offers more than just pizza. 
Beverages, bread sticks, pastas, desserts, calzones 
AND pizza. 

For every dollar spent, a customer receives 100 points. 
These points can be used to purchase anything on the menu. 
The point range for products will differ depending on how 
much the item costs. This provides the opportunity to offer 
other promotions, such as coupons; electronics; Pizza Hut 
merchandise or items such as a reusable pizza box or 
refillable soft drink cup. 

Not only do you get more dough for your dough, there are 
levels to achieve. New players to the program are “pizza 
preppers,” who receive 100 points per dollar they spend. 
Next level is  “pizza cooks.” Then with the highest level 
reached are the “ Bonafide Pizza Masters.”  At each  level 
customers receive 10% extra points .  

Included are monthly promos, for example “If you buy the 
new pretzel crust pizza you get DOUBLE the points!”  or “If 
you buy a 2 litter of Coke you will receive 250 extra points!” 
The options are endless. 

For example, if the total bill is $17.39 -- 1700 points are 
awarded. 

 •For signing up, you are awarded a points package.
 •As you buy Pizza Hut products online, you gain more  
 points.
 •These points are used on the Pizza Hut website in   
 lieu of actual money. 
 •Basic premises: 
 $1 = 100 points, X amount of points = free items. 

More Dough for your Dough!  
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Creative Strategy & Assets

Game Changer Partnership

Concept: Pizza Hut will partner with Sony® and enhance their 
partnership with Microsoft®, to offer the Global Pizza System 
as a preloaded app on all gaming consoles. This app will 
allow the gamer to order a pizza without leaving the gaming 
environment. The app will alert the gamer when the pizza will 
arrive, allowing them to focus on the game and plan when to 
pause or quit.The Global Pizza System is a game changer, 
allowing the gaming community more control over their 
performance and strategy.

Pizza-Pack Promotion

Concept: Pizza Hut will begin offering a special for their 
customers, aged 21 and over. With an online order, of age 
customers can choose to have a six-pack of beer or bottle of wine 
delivered to their homes. Delivery of beer is legal in many local 
jurisdictions across the country. Delivery drivers will use a digital 
device to confirm age upon delivery. If the customer can’t produce 
age verification, the alcohol is not delivered and deducted from the 
total bill. 

Creative Strategy & Promotions



TV/Video # 1 - A Trip to Italy

SFX: Swipe sounds

Close up of fingers swiping 
on a smartphone. We see 
the Pizza Hut ad under the 
fingers. 

Man:(jubilantly) Just 
enough time...

SFX- Man starts humming 

Music: Ca Plane Pour Moi

Zoom in on ETA: 20 min-
utes. Man looks directly 
into camera.

Music: continues

Man jumps into shower 
and closes map shower 
curtain.

Music: continues

Cut to Italy. Gondolier rows 
boat with beautiful female 
passenger.

Music - continues

Cut to the man trying to 
mirror the leaning tower 
of Pisa, Michael Jackson 
Style.

SFX: GPS notification; 
shower ending noises

Cut to a man wearing gog-
gles and a snorkel,  swim-
ming in Trevi Fountain. 
Man scoops up coins and 
jumps out of the fountain 
as police see him. He real-
izes he is naked. He hears 
a GPS notification, and 
realizes he’s actually in the 
shower.

Pizza Guy: Anything else I 
can do for you?

Man moves toward door, 
glances at phone, sees 
pizza ETA of 20 seconds.

Man: Nope, this should do 
it!

Man opens door just as 
pizza guy is about to 
knock. Man takes pizza.

Pizza Guy: Arevaderci

Cut to shot of man still 
holding trevi coins. Hands 
them to pizza guy as tip.

Pizza guy smiles and walks 
away.
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Creative Strategy
TV/Video #2- “Ferris Bueller” Orders a Pizza

SFX: Sound of hitting an 
app on the phone 

Close-up of Pizza Hut 
app. Finger presses 
delivery buttom.

Zoom out and you see 
a man wearing shirt with 
French flag. Man puts on 
white and black leather 
jacket (similar to Ferris 
Bueller’s). Takes French 
Bulldog wearing a beret 
for a walk. He looks at 
the Globa Pizza System 
(GPS) app and sees that 
he has 23 minutes until 
his pizza arrives.

SFX: Dog barking 

Man walks dog down the 
street. Dog gets loose.
Man chases after. 

SFX: Pizza Hut noise 

Music: The English Beat 
- March of the  Swivel-
heads 

Scene cuts and shows 
that the pizza is cooked 
and boxed. Then the 
delivery driver gets in 
the car and turns on the 
radio.

Music: continues

Split screen - and you 
see the delivery driver 
driving to man’s house /
man is chasing dog.

Music: continues

Man catches dog and 
recieves a notification 
that his pizza is 5 min-
utes away. Man and dog 
race toward the house,  
running through neigh-
bor’s yards and jumping 
over lawn furniture.

Music: pauses 

Man and dog pass two 
girls who are sunbath-
ing. The man looks at 
the app and sees that he 
has 2 minutes before the 
delivery driver is at his 
house. He stops and in-
troduces himself to girls.

SFX: Beep from phone

Man gets a notification 
that his pizza is one 
minute away. Man starts 
running.

Music: continues

Music: continues

The man jumps over 
one last obstacle. Scene 
slows down. Driver’s 
frame doesn’t slow down 
Delivery driver pulls into 
the driveway.

Split screen merges. 
Driver at man running 
dramatically in slow 
motion. Man sees driver 
and stops. Man pays 
driver, takes pizza and 
walks inside. 



TV/Video # 3 - Pizza Across Generations

Music: Time Won’t Let Me

Split screen shows two 
different women; one in the 
1950s (black and white), 
the other in 
modern times (color). They 
are finishing chores.

Music: continues

Both go to work. One types 
on a typewriter, the other 
on a tablet.

Music: continues

The work day is over. Retro 
woman flips through phone 
book and uses phone to 
order pizza.
Modern woman uses Pizza 
Hut GPS app.

Music: continues

Retro woman starts long 
commute home. 
Modern woman stuck in 
traffic, but doesn’t mind 
due to Pizza Hut GPS app 
alerting to delivery time of 
25 minutes. 

Music: continues

Retro woman still on way 
home. Modern woman 
arrives home with time 
to spare, relaxing on the 
couch.

Music: continues

Retro woman finally home 
as angry 
delivery man waits at door. 
Modern woman sets table 
as Pizza Hut GPS alerts 
her to 5 
minutes ETA.

Modern Woman: Grandma!

Music: continues

Retro woman walks to front 
door and opens it. Split 
screen merges, turns to 
color. Retro 
woman begins to age. 
Modern woman walks 
towards Retro woman who 
is now older, and hugs 
her. They sit down and eat 
together.

Music: continues

Text comes onto the 
screen over the Pizza Hut 
logo. 
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Creative Strategy & Assets
Print Ads

• To introduce the new #GlobalHut 
promotion and the Global Pizza System. 

• Positions Pizza Hut as the only restaurant 
that gives you an exact delivery or pick-up 
time.

•  Communicates the international aspect 
of the #GlobalHut promotion. No delays.

www.pizzahut.com

Introducing Pizza Hut’s International Menu.  
Delivered on time. Every time.

The flavor of the world has now landed at your local Pizza 
Hut. And our new Global Pizza System (GPS) gives you 
the exact time your pizza will be delivered or ready for 
pick up. 

Download the Pizza Hut APP or go online to explore our 
new international experience. Order online for a chance to 
win your own global adventure.



Print Ads

• To introduce the new #GlobalHut 
promotion and the Global Pizza System.

• Positions Pizza Hut as a trusted 
restaurant that understands how 
important your time is.

• Communicates the ease and 
convenience of ordering online with 
the Global Pizza System, especially 
important to the busy millennial who is 
always on the run.

Introducing Pizza Hut’s International Menu.  
Delivered on time. Every time.

The flavor of the world has now landed at your local Pizza Hut. And our 
new Global Pizza System (GPS) gives you the exact time your pizza will 
be delivered or ready for pick up. 

Download the Pizza Hut APP or go online to explore our new 
international experience. Order online for a chance to win your own 
global adventure. 

www.pizzahut.com
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Creative Strategy
Print Ads

• To introduce the new #GlobalHut 
promotion and the Global Pizza System.

• Positions Pizza Hut as a company that 
cares, not just about the quality of service 
and food, but about the quality of time —
your time.

• Communicates the importance of time 
with family and how the Global Pizza 
System can save you time with loved 
ones.



Radio Ad & Outdoor

The “No Sweat” billboard will be placed on highways 
throughout the United States. These locations aim to target 
consumers on their way home from various activities which 
reminds the consumer that dinner is only a click away with 
Pizza Hut’s new Global Pizza System mobile app.   

Billboard:

No sweat .
Delivered on time. 

Every time.

Production
Client
Pizza Hut

Writer: AAF
Date: 03/20

Page 1 of 1

Bienvenue à Pizza Hut: Pizza Hut
(30 sec.)

 
  MUSIC:  French accordian music (cafe music)
 
SFX:	 	 Door	bell	rings,	feet	shuffling	across	the	floor,	people	chatting	in	the	back	 	
	 	 ground	Door	opening	sound.

Voice 1:  Hello!

Voice 2:   Bonjour! (French)

Voice 3:   Ni’hao! (Mandarin)

Voice	4:		 	 Hola!	(Spanish)

Voice	5:		 	 Namaskāra!	(Hindi)

Voice 6:   Ciao! (Italian)

Voice	7:		 	 Ya!	(Greek)

Voice 1:   Welcome to Pizza Hut’s new world of international

	 	 flavors.	With	pizzas	delivered	from...

Voice 2:  France!

Voice 3:   China!

Voice 4:   Mexico!

Voice 5:   India!

Voice 6:   Italy!

Voice 7:   Greece!

Voice 1:   The world is yours to order. Order online for a chance to win your own Global  

	 	 adventure.	Use	our	new	Global	Pizza	System	and	follow	your	pizza	in	real		 	

  time on it’s journey to your front door. 
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Creative Strategy & Assets
Online, Mobile App & Social Retargeting

Online Banner Ad:

Social Retargeting Ad:

Mobile App: Global Pizza System (GPS)



Social Media Plan
Social Media Strategy:

By using Facebook, Twitter, and Instagram, Pizza 
Hut will continue to reach their target audience by 
actively engaging them in their posts. Each day 
of the week will have its own theme.This will allow 
followers to look forward to seeing the content for 
their “favorite” day on Pizza Hut’s social media 
platforms. The following table displays the day 
of the week, the theme, and what each post will 
consist of.This will actively engage our target 
audience of millennials and famillennials. 

Pizza Hut’s objective is to increase online 
ordering. In order to do this, they need to reach 
their audience online or through their mobile 
devices so they can proceed to action by 
downloading the app or visiting the site to order. 
It is important to track the analytics for each 
posting; Facebook and Twitter allow the 
business to use this. Although Instagram does 
not have a tab for analytics there is an 
independent app, InsTrack, which can be used 
for tracking.

By following this social media post plan, Pizza 
Hut will be able to catch the attention of their
target audience and additional followers. Since 
Pizza Hut will not only talk or post about pizza, 
they will include interesting travel facts 
about the countries involved within the 
#GlobalHut Campaign. This will allow followers 
to engage which will result in them being more 
actively involved and loyal to Pizza Hut and the 
online/mobile app ordering system.

Social Media Platforms:
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Media Strategy & Plan

1. Reach 80% of 18-49 year old 
male and female millennials through 
increased digital investment, paired with 
partnership promotions, and investment 
in cable and broadcast television.

2. Reach 65% of 18-49 year old male and 
female famillennials.

3. Reach target audiences while they are 
active in a mobile/online environment.

4. Reach the gamer target in-game 
through partnerships with the most 
popular gaming platforms.

Media Objectives:

Television
27.4%

Online
26%

Partnerships
16%

Print: 

Magazine 

11% 

Newspapers 

2%

Direct 
Response: 
6.99%

Radio 
6%



Television: 27.4%
Pizza Hut consumers watch a variety of broadcast and cable 
channels. Advertisements would be placed across these platforms. 

Online: 26%
According to AdMall, Pizza Hut’s pizza lovers consume more 
media online compared with other Pizza Hut customers who report 
television as their top media choice. Therefore, a large 
percentage of the budget was also allocated to reach them while 
they are on their computers, tablets, and mobile devices. Ads will 
focus on search, social, in-game and banners on popular sites -- 
where millennials live. 

Partnerships: 16%
Committed gamers eventually need to eat, so when they pause for 
food, Pizza Hut will be there, with apps pre-loaded into PlayStation, 
as well as Xbox.

Print: Magazine 11%; Newspapers 2%
According to data found on AdMall, magazines have a high 
reaction rate for pizza lovers and pizza hut customers. AdMall 
states that magazine advertising has led to action and starts an 
online search. Campus newspapers were chosen to reach the 
game-changing 18-24 year old millennials, avoiding the wasted 
distribution of other daily and community newspaper. 

Direct Response: 6.99%
Direct mail will reach 15 million households, catching the interest of 
both budget-minded famillennials and other millennials. Package 
inserts will arrive with textbooks rented from Chegg, reminding 
college students that dinner or a snack is just an app download 
away.

Radio: 6%
Radio flights will pulse in the top 55 markets reaching our audience 
when they are out and about.

Out-of-Home: 5%
Billboards will remind pizza lovers to order before they get home 
or to the party. Transit shelter ads in high traffic areas will remind; 
movie theater ads will target millennials where they play and beer 
aisle end caps will reach the target when they are ready to order.

Media Strategy:



24

Media Strategy & Plan

Pizza Hut
2015 Media Plan Flowchart

2015 BROADCAST WEEKS NOVEMBER
SUNDAY START DATE 28 5 12 19 26 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20
MEDIA

1. BROADCAST
ABC

   CBS
   NBC
   FOX

2. CABLE
ABC Famliy
A&E
Adult Swim
AMC 
BET Network
Bravo

CBS Sports Network

Comedy Central
Discovery Channel
E! Entertainment Televison Inc

   ESPN
   ESPN Deportes
   Fox College Sports
   Fox Sports
   FX
   Lifetime 
   MLB Network
   MTV
   MTV2 & MTVU
   NFL Network

TBS
TLC 
TNT

   USA
   WGN America

3. SPOT TV (LOCAL CHANNELS)
    6 P.M. News & 10 P.M. Newscasts 

4. MAGAZINES (Print and/or Digital)
     ESPN The Magazine

DECEMBERJULY AUGUST SEPTEMBER OCTOBER



2015 NOVEMBER
28 5 12 19 26 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20

4. MAGAZINES (Print and/or Digital)
     ESPN The Magazine
     Game Informer 
     Maxim
     Nylon
     Nylon Guys
     People
     Sports Illusrated
     Vice 

5.. OUT-OF-HOME
     Billboards
     Transit Shelter
     Movie Theater Advertisements
     Grocery Store Beer Aisle End Caps 

6. NEWSPAPERS
   University/Campus Newspapers  (500 College Papers)

7. RADIO
     NY, LA, CHI, MIA, ATL (Plus 50 Other Markets)
     
8. ONLINE/DIGITAL
    Buzzfeed Movement (Native Advertising Movement)
    Facebook Retargeting & FB Ads
    Facebook Log-Out Ad
    Huffington Post Online (NEW)
    Hulu
    Internet Banner/Box Ads for Select Print Mags & TV above
    In Mobile App Advertisements
    Pandora
    Search Engine Marketing
    Sirius Radio
    Spotify
    Twitter Trend + Follow Up Tweet
    Vice Magazine Online (NEW)
    Yahoo Takeover 
    YouTube Takeover Package

9. PARTNERSHIPS/SPONSORSHIPS
    Partnership with Microsoft Xbox & Sony Playstation
    Partnership with Chegg Textbook Rental

11. DIRECT MAILINGS

DECEMBERJULY AUGUST SEPTEMBER OCTOBER
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Evaluation & References

Evaluation:
Objectives:
1. Position Pizza Hut as the top choice for customers who order pizza digitally
2. Provide the greatest digital ordering experience in the category
3. Reach the target of 75% of all orders done online/mobile by the end of 2015
Evaluation Techniques:
1. Increase Website Traffic, Increase App Traffic, GPS Pizza Delivery 
Tracking, Quick and Easy Ordering Process
2. Increase Website Traffic, Increase App Traffic, GPS Pizza Delivery 
Tracking, Online Ordering Accuracy and Efficiency
3. Increase Website Traffic, Increase App Traffic, GPS Pizza Delivery 
Tracking, Promotional Offers/Contests for Free Vacation
Potential Results:
1. Pizza Hut will be placed as the top choice for customers who order pizza 
digitally because of enhanced Ordering Process and GPS Tracking Service.
2. Pizza Hut will provide the greatest digital ordering experience in the 
category because of its accuracy and efficiency, as well as the GPS 
Tracking Service that will be included.
3. Pizza Hut will transition the majority of its orders from calling in to online/
mobile ordering by the end of 2015 by increasing traffic to Pizza Hut’s app 
and website with promotional offers, discounts and the new GPS PIzza 
Delivery Tracking feature.Increased revenue (associated with the increase in 
online orders)
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Azzip
ADVERTISING
AZZIP Advertising is a creative team 
full of young and innovative minds, 
who have long mastered the art of 
technology and digital media. (who 

have the art of technology and digital 
media on our side). Here at AZZIP, 

we strive to put you first and achieve 
the objectives set out before us - and 
when it comes to the pizza industry, 
we know it forwards and backwards.

 ketplace.com/news/drivers-using-gps-systems-at-dominos-pizza-uk/
Maul, K. (2013, June 3). Chegg Uses Data To Connect College Students With  
 Brands. Retrieved March 7, 2015, from http://adexchanger.com/data- 
 exchanges/chegg-uses-data-to-connect-college-students-withbrands/
McGee, M. (2008, February 1). GPS Comes To High-Tech Pizza-Delivery  
 Tracking. Retrieved March 17, 2015, from http://www.informationweek. 
 com/gps-comes-to-high-tech-pizza-delivery-tracking/d/d-id/1064076
More Consumers Order Food Online Using a Smartphone or Tablet. (n.d.).  
 Retrieved March 16, 2015, from http://www.clickz.com/clickz/  
 news/2239608/more-consumers-order-food-online-using-a-smart 
 phone-or-tablet
Pricing. (n.d.). Retrieved March 10, 2015, from https://retargeter.com/pricing
 SRDS-AdSlot Digital Database. (n.d.). Retrieved March 10, 2015, from  
 http://next.srds.com/nmp?newsess=y
Top Ten Most Downloaded Android Apps 2014. (2014, January 28). Retrieved  

 March 24, 2015, from http://alltoptens.com/top-ten-downloaded-an 
 droid-apps/
Top Grossing iOS Mobile Gaming Apps in the United States as of 
 February 2015, Ranked by Daily Revenue (in U.S. dollars). (n.d.).  
 Retrieved March 11, 2015, from http://www.statista.com/statis  
 tics/263988/top-grossing-mobile-ios-gaming-apps-ranked-by-daily- 
 revenue/
Top Grossing Apps Leaderboard - Google Play metrics from AppData   
 LLC. (n.d.). Retrieved March 24, 2015, from http://www.appdata.  
 com/leaderboard/android _store_apps?id=881-top-grossing-apps
Top Grossing Android Apps. (n.d.). Retrieved March 24, 2015, from https:// 
 play.google.com/store/apps/collection/topgrossing/
York, E. B. (2009). Why pizza giants want customers to click, not call,   
 for delivery. Advertising Age, 80(14)


