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EXECUTIVE SUMMARY
With over 15,000 stores worldwide, Pizza Hut has been the long-standing leader in the 
pizza delivery industry for the past 57 years. However, while the industry as a whole is 
seeing consistent and significant increases in digital sales, Pizza Hut’s revenue growth 
pales in comparison to its primary competitors: Domino’s and Papa John’s. 

When we were given the case study and asked to boost digital orders, the company 
was still employing the familiar “Red Roof” logo and the “Make It Great” slogan. Two 
months later, in November 2014, Pizza Hut launched a national brand repositioning 
called “The Flavor of Now.”  The repositioning encompassed a new logo, a redesigned 
website, and a launch of various campaign elements. Most importantly, Pizza Hut 
disrupted the status quo of the pizza delivery industry by revitalizing their product 
offerings to create the most colossal menu in the history of pizza – a menu with two 
billion combinations. 

Strong repositioning driven by game-changing product innovation has created 
an opportunity to increase sales by shattering the cultural belief that delivery is 
synonymous with cheese pizza. However, Pizza Hut moved too quickly. A society 
that believes cheese pizza will always be “The Flavor of Now” reacted with shock and 
resistance. The shift needs to be gradual; it cannot happen overnight.

“Make it Great”

“Flavor of Now”

Driven by this insight, our creative and tactile approach encourages the 
exploration and trial of Pizza Hut’s new flavors through an enhanced interactive, 
digital experience. 
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“When I was younger and my family would have ‘Pizza Night,’ we always got cheese.  
When someone says ‘pizza,’ that’s just what comes to mind.” (Female, 34)

“Everyone loves cheese pizza, so there’s no need to rock the boat by changing 
things.” (Male, 32)

“I don’t want to be the guy who messes things up by trying to get complicated 
pizzas. The safe thing to do is get cheese because no one will complain.” (Male, 25)

1

1
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RESEARCH OVERVIEW
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THE TARGET

“THE FLAVOR OF NOW”

THE DIGITAL ORDERING EXPERIENCE

While the general pizza consumer ranges from ages 18 to 64, we 
focused our marketing efforts on 18 to 54-year-olds with an emphasis 
on millennials. With such a large target, we needed to develop a better 
understanding of Pizza Hut customers – who they are, how they order, 
and what matters to them in a pizza delivery brand.

Our primary challenge was to surpass competition on the digital front by 
further developing “The Flavor of Now” marketing efforts that optimize 
the digital ordering experience. To answer this challenge, we took into 
account three specific areas of focus:

We simplified these challenges into three main objectives: win 
preference, improve perception, and gain reach that converts 75 percent 
of Pizza Hut customers to use online/mobile channels.

We studied the opinions and critiques of Pizza Hut’s mobile application 
and website in comparison to more successful digital experiences to gain 
insights on our target’s perception of the new digital ordering systems.

By launching “The Flavor of Now” and releasing a series of commercials 
with a vastly different tone than past campaigns, Pizza Hut’s drastic 
change in positioning came as quite a surprise to pizza eaters 
everywhere. To better understand what people thought of the new 
look, the outrageous pizza names, and unorthodox ingredient 
combinations, we took an in-depth look at the overall reactions to the 
repositioned Pizza Hut.

THE CHALLENGE:
Position Pizza Hut as the top choice for customers 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

“It is far and away our biggest advertising and marketing initiative. 
I see us talking about flavor for a long time coming.” 
- Carrie Walsh, Chief Marketing Officer of Pizza Hut 2
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TARGET SUMMARYTARGET SUMMARY

Pizza is one of the most beloved and pervasive foods across all age groups, 
so it was necessary to find a way to differentiate our broad target of 18 to 
54-year-olds, which consists of approximately 75,358,000 pizza eaters in 
the U.S. The first step was to study our target’s delivery habits, consumption 
patterns and overall reactions to the recent menu expansion by conducting in-
depth interviews, ethnographies, focus groups, and surveys. 

88%

uNAWARE OF PIZZA HuT’S 
TWO BILLION OPTIONS 4

82%

uNAWARE OF “THE
 FLAVOR OF NOW” 4

NO MATTER HOW YOU SLICE IT
SWOT ANALYSIS

One universal truth existed as a central thread across our target:
people don’t experiment with pizza delivery.3

From the pickiest eaters to the most adventurous “foodies,” people are unified 
in their belief that pizza delivery is not something to get adventurous or creative 
with. Instead, the “comfortable” choice is made, with heavy influence from 
habitual decision-making and cultural norms that pigeonhole pizza to familiar 
and uninventive flavors. Pizza delivery carries with it an inherent risk — if you 
don’t like it, you can’t send it back. Because of this, consumers will resist 
“The Flavor of Now” and choose the flavor of always: cheese. 

Although the target as a whole doesn’t currently experiment with pizza delivery, 
we identified three subsets based on their potential willingness to explore Pizza 
Hut’s new options.

“I don’t feel comfortable committing to an entire pizza. If I don’t like it I’m stuck 
eating eight slices.” (Male, 27)

WOuLD TRY A 
NEW CRuST 4

77%

68%

WOuLD TRY A DRIZZLE 
OR A NEW INgREDIENT 4

71%

WOuLD TRY A
 NEW SAuCE 4

High brand equity
Two billion pizza combinations
15,000 locations worldwide
Strong corporate structure and 
financial backing 
Large social media following

Available market share 
from fast-casual, highly 
customizable competitors
High technological innovation 
in pizza delivery market
Pizza ingrained in American 
culture

Low awareness of 
customization options 
amongst consumers
Lack of loyalty program
Diminishing growth rates
Inconsistent brand messaging

Market shift towards fast-casual 
Delivery services distributing food 
from non-delivery restaurants 
Consumer preferences towards 
organic, healthy alternatives
growth of regional chains

STRENGTHS

OPPORTUNITIES

WEAKNESSES

THREATS

Segmenting consumers based on willingness to experiment 
allowed us to differentiate key problems, defining characteristics, 
and messaging goals across this broad target.
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TARGET SEGMENTS

4

They order cheese pizza without giving it a second 
thought. They’ve been brainwashed since youth 
that pizza delivery is free from innovation. Although 
open to experimenting with foods outside of pizza 
delivery, delving into Pizza Hut’s new menu is only 
considered with heavy persuasion and promotion.

SEGMENT 1: CHEESE PIzzA, PLEASE!   

KEy ProblEM: STuCk IN A ROuTINE

This segment will be the last to adopt any new 
flavors and the most difficult to convince to try them.  
Once they change their behavior, it signals that 
culture has shifted to embrace “The Flavor of Now,” 
and that cheese pizza is no longer the flavor 
of always.

The “Pie-Curious” are prepared to embrace innovative 
flavors, but only to a certain degree. They purchase 
more flavorful pizzas than “Just Cheese, Please!” 
but have a compilation of trusted ingredients they 
stick to. 

SEGMENT 2:  PIE-CURIOUS

KEy ProblEM: RISk-AVERSE

Promotions and free trials will be vital to persuade 
this segment. Once comfortable with the new 
options, they will take Pizza Hut’s new flavors to 
another echelon of acceptance.

The fearless. They boldly step into uncharted flavor 
territory and blaze a trail for others to follow. Never 
satisfied with the same order twice, the “Flavor 
Crusaders” push food exploration to the extreme.

SEGMENT 3: FLAVOR CRUSADERS

KEy ProblEM: AWARENESS 

They are the innovators and early adopters that will 
drive Pizza Hut’s new flavors into modern culture 
because of their natural willingness to experiment.

REACH

ENCOURAGE

PERSUADE

1 large cheese pizza
1 medium pepperoni pizza +

+
+

1 large Pan pizza
chicken

spinach
pineapple

TYPICAL ORDER TYPICAL ORDER
1 medium Meat Lover’s pizza
1 large pepperoni pizza

TYPICAL ORDER

After establishing our distinct target segments, we wanted to study the 
perception and behavior of pizza consumers in their natural environments.
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We took a look at what was trending 
across the platforms consumers 
interact with most – social media. 
While the defining characteristics 
of social media are attraction and 
retention of visitors, the means of 
providing this experience are shifting. 
Sites are becoming specialized 
and streamlined to emphasize 
convenience, simplicity, and speed.

Although participants enjoyed the 
visual appearance of Pizza Hut’s 
new website and app, they felt these 
three key elements were absent 
from the online ordering experience.

Illustrations of the trend:

“If I’m ordering a pizza, it’s because 
I want it fast and easy.”  (Male, 33)

“I should have just made an 
account. It would have been faster.” 
(Male, 28)

“This is kind of overwhelming.”
 (Female, 28)

“It’s obviously better than sitting at the computer, looking at the menu or talking 
on the phone and the person gets confused. [The app] is straight-forward.” 
(Female, 22)

TRENDS ONLINE

Say it in 140 characters or less

Say it in a picture

Say it in a six-second video

Say it once in 10 seconds 
or less

Get a date in a swipe

Make instant connections

MAKE YOURSELF AT HOME
We wanted to observe the pizza delivery process in its optimal ordering 
environment – the home. Conducting ethnographies provided an unobtrusive 
look into consumers’ ordering habits and their experience with Pizza Hut’s 
website and mobile application. Participants responded positively to the 
visual elements of the new design, citing approval towards the clean look and 
intuitive home page. New menu offerings intrigued participants, but they felt 
overwhelmed by the complexity of the pre-set pizzas and sheer vastness of 
customization options. 

After researching the 
components of the ideal digital 
experience, we evaluated Pizza 
Hut’s current positioning.

While ordering digitally increased our participants’ awareness of new 
flavors, participants still embraced conventional orders for the same 
reason they choose pizza delivery in general: convenience, simplicity, 
and speed. In order to resonate with consumers, the digital experience 
must reflect the values of pizza delivery.
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POSITIONING
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Pizza Hut has the opportunity to own the flavor niche, but the ever-changing 
messages in the promotions leave us confused and unsure of what the brand 
position truly means.

Today’s society expects personalized experiences in every aspect of life, from 
technology to education. Differentiating products and services allows customers 
to get exactly what they want and need. Millenials especially have come to 
expect personalization in all aspects of their lives thanks to technology and 
social media networks, all of which are adaptable to their specific needs.12

Including the customer in the product design process increases the perception 
of added value, especially if that process is simple, convenient, and quick. 

IDENTITY CRISIS

By trying to live in every space at once, inconsistent positioning has led the brand 
to thrive nowhere at all. 

GETTING PERSONAL

WHY PERSONALIzATION?

PIzzA HUH?

THE COMPETITION

OWN YOUR SPACE

Pizza Hut has something no one else does – the ability to customize flavor to 
anyone’s preference.  Personalization is a space that Pizza Hut can dominate, 
and, in turn, change the culture of pizza delivery as we know it.

We knew personalization was and is an emerging trend, so we 
wanted to see if it would make sense for pizza delivery if we 
removed the financial risk.

MISguIDED MESSAgINg 5 uNSPorTSMANlIKE CoNDuCT 6

PIzzA PoETry? 
FINgEr FooD? 7

THE WroNg 
KIND oF DEbATE 8

#lASTMINuTElovErS 9

We’ve been tracking Pizza Hut’s recent promotions for ‘The Flavor of Now’ and 
the brand as a whole, and we’ve found inconsistencies in strategy. Consumers 
do not know what to think of Pizza Hut because the brand is trying to live in too 
many different realms, creating an unstable image.

To create a unified and effective message, Pizza Hut needs to avoid 
disjointed messaging and focus on promoting what differentiates them 
as a brand: exploring innovative flavor options will enhance your pizza 
delivery experience.

In comparison, we also took a look at our main competitors, who are obviously 
owning a niche and using it to own a distinct space within the marketplace. Papa 
John’s clearly owns sports,10 while Domino’s is monopolizing technology.11
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THE FIND YOUR FLAVOR EXPERIMENT
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WEEK TWO ($)

WEEK THREE ($)

“I honestly didn’t even check the new recipes since I was ordering while 
driving, I just went straight for the ‘create-your-own’ pizza option.”
(Female, 23)

“I wasn’t too sure what to expect, considering I never order Pizza Hut, 
but I was really surprised. I also really liked how you could have these 
new crust flavors.” (Female, 22)

Key Takeaway: Participants experimented with different flavors, but 
did so by personalizing their pizza.

“[I] would have never tried this pizza without participating in this 
experiment. kids loved the pretzel crust.” (Male, 32)

WEEK ONE ($)
Order any kind of pizza from Pizza Hut using the website or 
mobile application. 

Key Takeaway: The baseline is personalized pizzas.

Order from Pizza Hut’s “New Recipes,” “Skinny Pizza,” or 
“Flavor Pioneers” menu using the website or mobile application.

Order any kind of pizza from Pizza Hut using the website or
mobile application.

Key Takeaway: They were more excited about individual flavor 
components of the pizza rather than the entire pizza itself.

100%

80%

It wasn’t until after the experiment that we realized we fell into the same trap 
Pizza Hut had; we assumed people needed to be told what flavors to like. It 
wasn’t about giving them flavor – it was about letting them choose it. gradually. 

70%
ORDERED

“CREATE-YOUR
-OWN”

“If I was going for one of these crazy 
toppings options, I would build my own 

[pizza] and put what I want on it.” 
(Female, 21)

ONLINE FOCUS GROUP
From our research, we knew the majority of our target would be 
hesitant or unwilling to try Pizza Hut’s eight new preset pizzas. Our 
next step was to see if increasing awareness and reducing risk by 
covering the cost would be enough to change the target’s behavior 
and lead them to order the new menu options.

The study spanned over three weeks in which 10 participants 
were asked to order three separate times via the website/app.
Each participant was required to discuss their pizza ordering 
experiences by posting in a private Facebook group.
To reduce the cost-associated risk, we provided cash 
compensation for the first two weeks.

 When risk was removed from the ordering experience, 
participants were more willing to try new flavor combinations.
Customers want to try the new flavors on their own terms. 
They don’t want anyone, including Pizza Hut, to tell them what      
presets to order or what flavors to try.
Awareness is a vital component in creating enthusiasm for 
new flavors.
Forcing customers to make large changes quickly doesn’t
have a lasting effect; smaller steps are necessary to create
lasting change.

GOAL

HYPOTHESIS

METHODOLOGY

CONCLUSIONS

Our goal was to test the effect trial has on willingness to 
experiment with new flavor presets.

By removing risk from the ordering experience, participants will 
be more willing to experiment with new flavor presets.

ORDERED
“CREATE-YOUR

-OWN”

ORDERED
PRESETS
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ONE SMALL BITE
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To transition people from the comfort of cheese pizza to 
exploring the options that Pizza Hut provides, we conducted 
an experiment to break the barriers holding people back from 
new flavors in small, manageable steps. 

We assembled Pizza Hut’s new crusts, drizzles, and sauces 
in sample-size portions for a taste test. our goal: increasing 
awareness of the new flavor options and decreasing the 
perceived risk of trying them.

Located at a high-traffic area of a university campus, we 
offered our samples to people who passed by while also 
informing them of the vast array of flavor options available.  
After trying a number of samples, participants were presented 
with a short survey to determine their thoughts on the new 
flavor options.

EMBRACING FLAVOR ONE STEP AT A TIME 

Our findings from this experiment forced 
us to examine all of the work we completed 
thus far and distill it into a precise strategy 
for Pizza Hut.

87%

PLEDgED TO BE MORE 
OPEN TO OPTIONS WHEN 

ORDERINg DELIVERY PIZZA 4

68%

DID NOT kNOW 
THE NEW OPTIONS 

WERE AVAILABLE AT 
PIZZA HuT 4 

72%

uSuALLY 
ORDER CHEESE/

PEPPERONI 4

90%

WOuLD BE WILLINg TO
 TRY SOMETHINg NEW ON

 THEIR PIZZA 4

“Normally I order Domino’s, but I really like these new flavors 
and options from Pizza Hut. I’m definitely going to explore 
these options in the future.” (Female, 52)

We created online buzz for the event by encouraging 
participants to take photos with an Instagram frame 
and post them to social media using the hashtag 
#OneSmallBite. 

“I think tasting it will help me work up the courage to order it 
next time.” (Male, 31)

Increases exposure and reduces perceived risk 13

Allows consumers to feel confident in future purchases 14

Allows consumers to give feedback
Increases long-term sales of new products, as well as 
established ones 15

Convinces consumers to switch pizza brands or draw them 
into the category and encourages purchase
Establishes brand loyalty over time 16

BENEFITS OF A TASTE TEST

“I’ve never tried any of the crusts before, but I’m definitely 
getting the pretzel crust next time.” (Female, 22)
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zERO TO ONE HUNDRED

WHEN TRYING TO SHIFT
A CULTURAL NORM...

“The Flavor of Now” aims to break away from boring, predictable cheese pizza. 
Historically, being adventurous with pizza starts and stops with conventional 
toppings like mushrooms or pepperoni.

So the question is: How does Pizza Hut slowly transition its customers from 
boring and safe pizza to the endless combinations of “The Flavor of Now?” 

Experimentation in restaurants is easy for consumers because if the food 
doesn’t taste good, it can be sent back. This is not true with delivery.

Pizza Hut took the first step into a brave flavor frontier by providing customers 
with a sweeping range of new options. But they transformed flavor from zero to 
one hundred virtually overnight, and society wasn’t ready.

BIG
CHANGE.

SMALL STEPS  
MAKE FOR 

“WHEN I THINK oF PIzzA - IT’S CHEESE. When you 
start adding anything else it becomes a different meal 
altogether.” (Female, 34)

“When I want to 
order pizza...

I WANT 
PIzzA.  
Why did you have to 
get weird flavors?”  
(Female, 26) 

“Why would I change 
my order if I know I love 
pepperoni pizza? I want 
what I know.” (Male, 19)

“Don’t try to force these 

crazy pizzas 
on me when all I want 
is cheese - why would 
they think a pizza like the 
‘Pretzel Piggy’ is a good 
idea?” (Female, 51)

“you DoN’T ExPErIMENT 
WITH DElIvEry – it’s comfort food – you 
want something you know is good.” (Male, 22) 

“Maybe if they gave me 
an opportunity to test 
the new pizzas for $3-
$4 dollars, otherwise 
I’M NoT goINg 
To ExPErIMENT 
FroM My uSuAl.” 
(Male, 22) 
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MISSING LINKS
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FLAVOR BOX1

2

By offering an opportunity to taste all the new 
crusts, sauces and drizzles, customers can explore 
“The Flavor of Now” one step at a time.

When placing an order online, customers will 
receive a free “Flavor Box.” This promotional 
period will last through the first three months of 
our campaign. Thereafter, the “Flavor Box” will be 
available for $2.99.

With Starbucks level-up loyalty club totaling nearly nine million 
members, we knew the addition of a similar program would serve as a 
valuable tool in generating more online orders.17

FREQUENT FLAVORTHE FLAVOR OF NOW

We recommend three main additions to “The Flavor of Now” repositioning 
efforts, all of which are designed to address the key problems within each 
of our target segments. Introduced to consumers gradually through each 
phase, these additions will help create brand loyalty throughout their own 
personal flavor adventure. 

For every 100 points earned, customers will receive one free pizza. As 
consumers continue to accumulate points, they’ll begin to earn different 
titles and receive regular rewards that can be used with every order.

Our upgrades to the Pizza Hut app begin with the “Frequent Flavor” 
loyalty program. With a plain cheese pizza starting at 10 points, the 
loyalty program is designed to keep customers hungry for more. 
Members are given one point for every addition they make – be it a 
crust, sauce, or topping – rewarding them for trying new things at their 
own pace.

Created specifically to break the routine and reduce risk for 
the “Cheese Pizza, Please!” and “Pie-Curious” segments.

“The Flavor of Now” is a great direction for this brand. It sets Pizza Hut apart from its 
competitors in a distinct way. Therefore, our approach does not interrupt this effort. 
Instead, we’re simply taking it back to the beginning and guiding customers step-by-
step towards “The Flavor of Now” through gradual experimentation with new flavors. 
To do this, we’re breaking our six-month campaign period into four, six-week phases, 
creating an environment that allows them to adapt at a comfortable pace. 
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CREATIVE STRATEGY
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To help customers explore all their options, 
we’re making personalization the focus of 
the Pizza Hut app and website. Where before 
there was an endless scroll of options, now 
each part of the selection process is broken 
down onto a single screen, creating a less 
intimidating, more user-friendly experience. 
“Create-Your-Own” is now the first option 
under the pizza tab.

We know friends don’t always agree on 
flavor, which is why groups often settle on 
cheese when ordering together.

knowing all target segments value convenience, simplicity, and speed, upgrades to the interface make 
exploration easy by taking customers step-by-step through every part of the ordering experience.

Halfsies isn’t always the best way to split 
the price when ordering with others, so 
we’re letting customers decide what’s fair 
with “Slice the Price.” This feature gives 
“Frequent Flavor” members the ability to 
not only share a delicious pizza, but the 
cost of it too.

Pizza Hut says “settle no more” with the 
“Flavor Filter.” After selecting favorite 
toppings in the settings menu of the app, 
the customer can choose the friend’s 
username they’re sharing with, and any 
non-mutual toppings will be filtered out. 
This makes two billion options a lot easier 
to digest.

At check out, consumers can now choose 
to “Slice the Price” of their meal with 
anyone else that has a “Frequent Flavor” 
account. Recipients will be prompted by a 
push notification to accept the charges.

PERSONALIzATION THE FLAVOR FILTER SLICE THE PRICE

3 USER EXPERIENCE
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PHASE ONE
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PHASE ONE: JULY 1 - AUGUST 17

Phase one is all about introducing our tool that breaks two 
billion options into bite-sized pieces – the “Flavor box.” 

Messaging 
in this phase 
revolves around 
a risk-free trial 
of this new 
world of flavor 
consumers have 
never known. 
All marketing 
efforts drive 
them online to 
sign up for the 
loyalty program 
and claim their 
free “Flavor Box.”

FLAVOR ON WHEELSA RISK-FREE INTRODUCTION
To increase awareness, we’re putting 
flavor on wheels with Pizza Hut’s  
two food trucks. They’ll start a 
continental U.S. tour that runs through 
all four phases of our campaign, running 
special promotions along the way. 
@FLAVORonWHEELS on social media 
lets consumers know when flavor has 
arrived in their city.

[Flavor on Wheels Twitter][Flavor on Wheels Food Truck]

COMMERCIAL #1: TURN UP THE FLAVOR

Commercial opens with a line of people holding closed pizza boxes in front of him/her. In stop-motion style, the first person opens their box, revealing a flavor-filled pizza, and music plays. Three more people 
do the same to create a melody, but when the fifth person opens their box revealing a cheese pizza the music stops. Everyone turns and the cheese pizza box closes. Flavor-filled boxes start up again and the 
music continues. Cheese opens and stops the music once more. Everyone turns again. Cheese box closes and flavor-filled boxes continue the music. A “Flavor Box” appears, followed by Pizza Hut’s logo while 
the music continues.
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CLAIM YOUR FLAVOR
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PHASE ONE: JULY 1 - AUGUST 17

PIZZAHUT.COM

FLAVOR BOX! 
SAUCES, AND DRIZZLES WITH OUR NEW 
TRY ALL OF OUR CRUSTS,

FREE WITH ANY ORDER ON OUR APP OR PIZZAHUT.COM.

X

PIZZAHUT.COM

PIZZAHUT.COM

UNBOX THE FLAVOR
YOU’VE BEEN MISSING! 

Messaging across all 
media visually showcases 
the individual elements 
inside the “Flavor Box.”

PHASE ONE MEDIA

TV
Radio
Direct Mail
In-Store
Rich Media
Social Media
On-Hold Phone 
Message

[Flavor Box Tweets]

[Direct Mail]

[Rich Media Banner]

[Spotify Banner]

“Pizza Hut is doing big things. So big, even your playlist wants to stop and take a listen. We’re 
bringing flavor to where it’s never been before and upping the standards of what pizza should 
be. It’s time to set your own rules and turn old favorites into new favorites. Put a spin on the 
classics by adding a new crust like our toasted cheddar or a drizzle of our signature balsamic. 
The flavortunities are endless! Try all our new crusts, sauces, and drizzles with a free ‘Flavor Box’ 
when you order on our app or online at pizzahut.com. See you on the flavor side!”

SPOTIFY RADIO SPOT
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IN-STORE
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PHASE ONE: JULY 1 - AUGUST 17

Window posters, table tents, and coupons attached to receipts will drive consumers 
online to take their first step towards a more flavorful futures. We’re targeting Pizza Hut 
consumers because their move towards experimenting with “The Flavor of Now” will be 
less of a leap than to those already loyal to another brand. 

Hey you, calling to order a pizza? That’s cool. But you know what’s cooler? If you order online or 
through our app you’ll receive a free “Flavor Box.” What’s a “Flavor Box,” you ask? It’s a full of our 
delicious new crusts, sauces and drizzles, like toasted asiago, creamy garlic armesan and honey 
sriracha that will help to flavor-up any order! Wait you’re still on the phone? Well that’s cool too! Enjoy 
your pizza and don’t miss out on the delicious new menu options with “The Flavor of Now.” Explore 
them all at pizzahut.com.

ON-HOLD PHONE MESSAGE

IN-STORE PROMOTIONS

[Table Tent]

[Posters][Coupon Receipt]

For customers who order over the phone, we’ve created an on-hold message 
that encourages them to order online. 

Copy like “Small Changes” catches the 
attention of the “Cheese Pizza, Please!” 
segment in their normal routine.
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PHASE TWO
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PHASE TWO: AUGUST 18 - SEPTEMBER 30

FIND ALL 20 TOPPINGS

We know our strongest influencers are our closest friends. Since 
flavorful pizza has been kept a secret for so long, we’re rewarding 
people for helping us spread the message that “The Flavor of Now” 
has arrived. By sharing an invitation to try the “Flavor Box” through 
social media with 10 friends, a second checkmark will be earned.

To familiarize customers with all of Pizza Hut’s toppings, we’re introducing them one at 
a time with “Find All 20 Toppings.” Hidden throughout social media, web banners, and 
Pizza Hut’s website, 20 toppings will rotate throughout the “Hu(n)t,” each with a code to 
be entered in the app. Consumers simply click the image to launch the app screen and 
the code will be saved automatically, or they can take a screen shot and type in the code 
later. Loyalty members will receive a free “Create-Your-Own” pizza after finding all 20.

SHARE THE FLAVOR

“The Pizza Hu(n)t” is an interactive scavenger hunt-like checklist that 
guides customers through all the things “The Flavor of Now” has to 
offer, step-by-step. Successful completion could mean winning free 
pizza for a year. We start it off simple. All you have to do to earn 
your first checkmark is sign up for the “Frequent Flavor” club, if you 
aren’t a member already.

VIDEO: INVITATION TO FLAVOR

The “Frequent Flavor” club isn’t the only way we’re encouraging 
customers to break free of basic cheese for “The Flavor of Now.” 
Phase Two introduces “The Pizza Hu(n)t.”  

THE PIzzA HU(N)T

[The Hu(n)t Landing Page]

[Online Hidden Toppings]

[Shareable Video]

[Your Collection]

[Snapchat]

Finding all the toppings generates awareness for our 
“Flavor Crusaders” in an adventurous way we know they love.
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THE PIzzA HU(N)T 
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PHASE TWO: AUGUST 18 - SEPTEMBER 30

TOP THAT

LOOKS GOOD.BACK

LET’S GET STARTED.
CHOOSE YOUR CRUST FLAVOR.

A SWEET HEAT FUSION OF REAL HONEY
AND THE INTENSE HEAT OF RED CHILI PEPPER.

HONEY SRIRACHA

TOP THAT

CONGRATULATIONS!
YOU BEAT THE DELIVERY TRUCK.

TOPTHAT253

CLICK OR USE THE CODE BELOW TO REDEEM 
FREE DELIVERY ON YOUR NEXT ORDER.

TOP THAT

READY TO TOP THAT PIZZA?BACK

YUM, LOOKS DELICIOUS.
NOW SELECT YOUR SAUCE.

A BRIGHT, SLIGHTLY SWEET TOMATO SAUCE
LIGHTLY SEASONED WITH GARLIC AND ONION.

PREMIUM CRUSHED TOMATO

TOP THAT

BACK TO MENU

SORRY, BETTER LUCK NEXT TIME.

BUT DON’T POUT,
 YOUR PIZZA IS HERE!

MY FLAVOR OF NOW TOP THAT
Now that customers have had 
an opportunity to explore the 
crusts, sauces, and drizzles and 
are simultaneously exploring all 
the toppings, the next checkmark 
asks them to become a bit more 
adventurous. By creating their own 
“My Flavor of Now” menu, they’ll 
make six unique pizza orders and 
will be rewarded with a seventh 
pizza for free.

App games are already a popular part 
of our consumers’ culture,18 so creating 
one that offers rewards seemed like a 
natural fit. To make waiting for the pizza 
to arrive as fun as ordering and eating it, 
we’re closing the gap with a fifth and final 
element of “The Pizza Hu(n)t.” “Top That” 
is a game where selecting a character 
means selecting a crust and sauce, and 
customers have to catch the toppings to 
fill up their pizza. 

But watch out for footballs and robots! 
They’ll knock your freshly-found flavor 
right off! A truck at the top of the game 
shows how far away the delivery vehicle 
is from the customer’s house. And as 
an added bonus, if a customer beats the 
game before the pizza makes it to their 
house, they’ll get free delivery on their 
next order!

[My Flavor of Now Menu] [Top That Game App]

[Top That Game Web]
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EXPLORE LOYALTY PHASE TWO: AUGUST 18 - SEPTEMBER 30

TV
Radio
Direct Mail
In-Store
Rich Media
Social Media
On-Hold Phone 
Message
E-mail Blasts

COMMERCIAL #2: EXPLORE “THE FLAVOR OF NOW”

Spot opens on phone displaying the Pizza Hut app in stop-motion style. Welcome screen pops up from the loyalty program and person checks the sign up box. Shot follows hand as it makes a fist. Another 
hand in a fist appears and both open to reveal ingredients. One hand opens with a pieces of spinach and the other has a Peruvian cherry peppers. Hands close to a fist again and re-open, now with pepperoni. 
Hands drop ingredients on to a pizza. Hands close again and open up with different ingredients, then drop them again. When they fall there is a plain pizza catching them and moving to catch toppings and 
avoid robots and footballs. Falling toppings stop and hands rotates pizza 180 degrees where two other people take a third of the pizza to share. When pizzas are all taken the pie chart from “Slice the Price” will 
appear, showing different amounts of money for each portion. Pie chart disappears as each element of “The Pizza Hu(n)t” checklist appear. The screen goes black then Pizza Hut’s logo and website are shown.

[Rich Media Banners]

[E-mail Blasts]

The messaging in Phase 
Two focuses on exploration, 
promoting each element 
of the “Hu(n)t.” Marketing 
efforts encourage 
consumers to join the 
“Frequent Flavor” loyalty 
club and earn extra rewards 
by participating. 

PHASE TWO MEDIA
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EXPLORE LOYALTY

18

PHASE TWO: AUGUST 18 - SEPTEMBER 30

[Posters]

[Direct Mail]

[Table Tent]
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PHASE THREE

MONTH OF FLAVOR

PHASE THREE: OCTOBER 1 - NOVEMBER 15

POINTSARE UP

&

FLAVOR

FRIDAY
CELEBRATE A MONTH 

OF FLAVORSIGN UP AT
PIZZAHUT.COM

FLAVOR FRIDAY
DOUBLE
THE POINTS.
HALF THE 
PRICE.

CELEBRATE A MONTH 
OF FLAVORSIGN UP AT

PIZZAHUT.COM

Phase Three is all about National Pizza Month, and we’re celebrating with the 
#MonthofFlavor. Now that consumers have received a risk-free introduction 
and we’ve encouraged them to slowly explore all their new pizza-bilities, it’s 
time to celebrate “The Flavor of Now!”

                              Members receive double points on orders placed  
                              via the app or on pizzahut.com.

                              The first 100 “Frequent Flavor” members to order 
                              online get a free Amazon.com movie rental with  
                              any order over $20.

#MOVIEMONDAY

#FLAVORFRIDAY

[Direct Mail]

Marketing efforts in the month of October will not only celebrate “The Flavor of 
Now,” but everyone’s individual flavor, too. Exclusive promotions will begin for 
our newfound “Frequent Flavor” members, continuing to drive them online. The 
first two weeks of November will run less frequent messaging in anticipation of 
the Phase Four launch.

[E-mail Blast] [Rich Media Banners]

TV
Radio
Direct Mail
In-Store
Rich Media
Social Media
On-Hold Phone 
Message
E-mail Blasts

PHASE THREE MEDIA

At this point, the cheese pizza culture is shifting. Special promotions create 
additional incentives for all three target segments to continue to explore. 
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MONTH OF FLAVOR
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PHASE THREE: OCTOBER 1 - NOVEMBER 15

DOUBLE

 WE WERE NEVER GOOD AT MATH.

TASTE THE     FLAVORFRIDAY REWARDS ON OUR APP OR AT PIZZAHUT.COM

HALF THE

#

PRICE.

THE POINTS.

STEP ASIDE,
MONDAY BLUES.
AND MAKE ROOM FOR
MOVIE MONDAYS.

CURE YOUR CASE OF THE MONDAYS WITH A FREE MOVIE DOWNLOAD 
FROM AMAZON PRIME. 100 LUCKY PEOPLE WIN WITH ANY ORDER 

OF $20 OR MORE MADE ON OUR APP OR AT PIZZAHUT.COM  

STEP ASIDE,
MONDAY BLUES.
AND MAKE ROOM FOR
MOVIE MONDAYS.

CURE YOUR CASE OF THE MONDAYS WITH A FREE MOVIE DOWNLOAD 
FROM AMAZON PRIME. 100 LUCKY PEOPLE WIN WITH ANY ORDER 

OF $20 OR MORE MADE ON OUR APP OR AT PIZZAHUT.COM  

HAS NO PLACE IN THE 
MONTH OF FLAVOR.
BUT TOASTED ASIAGO CRUST DOES.

EXPLORE 31 DAYS OF DEALS ON THE PIZZA HUT APP OR AT PIZZAHUT.COM

PLAIN PIZZA Media will increase during the last 
week of October, leading up to our big 
day in the “Month of Flavor” that lands 
on the second most popular day for 
pizza delivery – Halloween.19 

TOP THAT

73,380 LEVEL 8

[#FlavorFriday Posters]

[#MovieMonday Instagram] [#MovieMonday Poster] [Halloween Instagram][Halloween Twitter]

[Top That Game]

HALLOWEEN PROMOTIONS

Special additions will be made to the 
“Hu(n)t” during the week of Halloween, 
including “The Pumpkin Hu(n)t” and a 
spooky version of the delivery game. 
“Frequent Flavor” members that find 
five pumpkins across all digital media 
will receive free delivery on Halloween. 
This is also the day that five “Frequent 
Flavor” members who have completed 
the “Hu(n)t” will be selected at random 
to win free pizza for a year.



PHASE FOUR PHASE FOUR: NOVEMBER 16 - DECEMBER 31

THE GIFT OF FLAVOR

SEASONAL 
RENDITIONS
Phase Four features a holiday 
reboot in the spirit of gifting 
flavor. Two holiday versions of 
our “Top That” delivery game 
and themed ads will help 
spread holiday cheer and the 
flavors that go with them.

At this point, flavor is in full 
force and consumers are 
well aware of what individual 
ingredients make up their 
new favorites. So now, the 
messaging will revolve 
around sharing the flavor, with 
promotions for larger groups 
like “12 Days of Pizza.”

21

From Phase one to Four, we brought 
customers back to the beginning, 
and took them to “The Flavor of 
Now,” one step at a time. Through a 
risk-free introduction, an interactive 
digital experience, and rewards for 
exploring new options, culture will 
have shifted, making plain pizza a 
thing of the past. America will be 
ready to ring in the New year with a 
new view of pizza delivery.

TOP THAT

54,425 LEVEL 6

[Novmber-Themed Top That]

NOVEMBER.
THANKFUL FOR FLAVOR THIS

 WELCOME IN 30 DAYS STUFFED WITH BACON AND CHEESE, 
FREQUENT FLAVOR MEMBERS. 

SHARE THE FLAVOR WITH FRIENDS. 
BECAUSE IT WOULDN’T BE THE HOLIDAYS WITHOUT THEM.

Share what’s flavor-worthy.
FORWARD TO A FRIEND!

Keep up with us on social media! 

Refer a friend to have more to be grateful for.
Refer a friend to our Flavor Club and get 20% off your 
next order.

THIS NOVEMBER:

Pizza Happy Hour from 4 - 7 PM
Get $5 off any online order on Cyber Monday, November 
30th. Use the code: BV84FQ.

Upgrade to bacon cheese stuffed crust for free.
Use the code: HZ98Y5.

[November E-mail Blast]

12 DAYS OF PIZZA.
KICK OFF THE HOLIDAYS WITH

IT’S GOOD TO BE A FREQUENT FLAVOR MEMBER. 

20
DECEMBER

Spread the cheer!  
FORWARD TO A FRIEND!

Keep up with us on social media! 

21
DECEMBER

22
DECEMBER

23
DECEMBER

24
DECEMBER

25
DECEMBER

26
DECEMBER

27
DECEMBER

28
DECEMBER

29
DECEMBER

30
DECEMBER

31
DECEMBER

PIZZA HUT IS CELEBRATING

 WITH EXCLUSIVE PROMOTIONS JUST FOR YOU! 
UNWRAP FLAVOR WITH 12 DAYS OF DEALS. 

 THE SEASON OF GIVING

Start the celebration with 20% off any 
online order!

Two is better than one! Buy one large pizza, get a 
second one free!

Everything is better with a little company. Get a 
free side on any online pizza order.  

Make your day a little sweeter with a free 
Ultimate Hershey’s chocolate chip cookie.

Eat pizza, be merry! Triple your points on any 
online order!

Unwrap the flavor! 50% off your entire order! 

Get three free toppings with any online order!

Dunk into flavor! Get free cinnamon sticks with 
any online order!

Make tonight a pizza night! Get $5 dollars off any 
online order.

Give your pizza a holiday sidekick! Free 
breadsticks with any online order! 

Cheers! Free 2-liter soda with any online order!  

End the year with flavor! Free delivery with any 
online order!

[December E-mail Blast]

HAVE YOURSELF 
A MERRY LITTLE PIZZA
WITH DICED ROMA TOMATOES
AND BALSAMIC DRIZZLE. 

GET ONE LARGE PIZZA AND GIFT A SECOND ONE FREE 
WHEN YOU ORDER ONLINE AT PIZZAHUT.COM

[Holiday Posters]

TOP THAT

18,763 LEVEL 2

[Winter-Themed Top That]

TV
Radio
Direct Mail
In-Store
Rich Media
Social Media
On-Hold Phone 
Message
E-mail Blasts

PHASE FOUR MEDIA HAVE YOURSELF 
A MERRY LITTLE PIZZA
WITH DICED ROMA TOMATOES
AND BALSAMIC DRIZZLE. 

GET ONE LARGE PIZZA AND GIFT A SECOND ONE FREE 
WHEN YOU ORDER ONLINE AT PIZZAHUT.COM
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MEDIA OVERVIEW 

BUDGET BREAKDOWN

VEHICLE

DIGITAL

SOCIAL
MEDIA

BROADCAST
TV

RADIO

PIzzA TRUCK TOUR

#MOVIEMONDAYS

IN-STORE PROMOTUON

DIRECT MARKETING

CBSsports.com

Facebook

ABC Family

X

X

X

X

X
X
X

X

X
X

X

X

X
X
X

X

X

X

X

X

X
X

X

X

X
BBCAmerica.com

Instagram

FOX

Spotify

CHEESE PIzzA, PLEASE! PIE-CURIOUS FLAVOR CRUSADERS

THE BIG PICTURE   
Our media plan not only creates the greatest digital experience 
in the category to move over 75 percent of all orders online, but 
positions Pizza Hut as the ultimate innovator of pizza delivery. While 
competitors continue to live in the world of sports and technology, 
our media showcases one simple thing – the actual pizza.

Our creative efforts have been designed to specifically address 
key problem areas within each of the three segments, and our 
media plan does the same.

We looked at typical media consumption habits of each 
segment and found outlets that resonated with each of 
their unique lifestyles. 

DIGITAL/SOCIAL/
DESIGN: 26%

PROMOTIONS/
PR: 13%

PRODUCTION/
MISCELLANEOUS: 2%

TV/RADIO: 49%

IN-STORE/DIRECT 
MARKETING: 5%

CONTINGENCY: 5%

[This chart displays a sample of key media]
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SEGEMENTED MEDIA STRATEGY
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CHEESE PIzzA, PLEASE!   PIE-CURIOUS FLAVOR CRUSADERS
The “Cheese Pizza, Please!” segment is the largest. 
They are also the most disinterested in trying 
something new with pizza delivery. Our media 
strategy will change that by reaching them where 
they are, encouraging them to consider change, and 
persuading them to try something new.

The “Pie-Curious” segment avoids taking risks with 
their pizza. They only experiment with flavors they’re 
comfortable with and know they like. Our media 
strategy will make them aware of the variety of options 
available and will also break down the perceived risk 
of innovative flavors.

“Flavor Crusaders” view food as an adventure, but 
“The Flavor of Now” is not on their radar. Our media 
strategy will change that by exposing them 
to Pizza Hut’s two billion possible combinations. 
The media mix for this segment leans towards 
more innovative placements.

Compared to the other two segments, “Cheese 
Pizza, Please!” relies most heavily on peer influence 
to guide their decision-making.20 To effectively 
persuade this segment to break from their routine, 
we’ll maximize Pizza Hut’s presence across media 
dominated by user influence through paid and 
organic posts on Facebook and Twitter.

We encourage this segment to start small and work 
their way towards “The Flavor of Now” by reaching 
them in the places they spend most of their time 
(social media, radio, and in-store). This segment is 
the most likely to redeem coupons,20 so we created 
direct mail to drive them online to cash in on the 
benefits of flavor exploration.

Messaging for the “Pie-Curious” will encourage 
the addition of new crusts, sauces, drizzles, and 
toppings by making the exploration of flavor a 
comfortable experience. TV spots running on ESPN 
complemented by email blasts and social media 
promotions will encourage this segment to explore 
Pizza Hut’s new options, turning unfamiliar flavors 
into new favorites. Continual repetition across 
broadcast and digital channels that the “Pie-
Curious” favor will make them aware of their lack of 
diversification and motivate them to experiment with 
“The Flavor of Now.” 

Since “Flavor Crusaders” naturally enjoy adventure, 
we don’t need to convince them to try new things. 
The goal is awareness; we want to maximize reach 
by utilizing uncommon media channels. These 
outlets allow us to target the wide variety of this 
segment by catering to their distinct tastes. We 
reach the “Flavor Crusader” through media like 
BBCAmerica.com and the late-night television 
program Adult Swim. These vehicles reflect this 
segment’s values in being 
diverse, unique, and 
ahead-of-the-
curve.20

A pervasive media mix will reinforce our message and 
educate this segment about the new flavor options. 
Since 36.8 percent of this target segment consists of 
parents with children under 17,20 relevant TV channels 
like ABC Family will frequently run our commercials, 
letting them know their pizza routine is in a rut.

Because this segment contains the highest index of 
sports enthusiasts and music lovers,20 we’re running 
rich media banners on CBSSports.com and FOX 
Network, along with multiple MTV homepage takeovers. 
Recurring digital ads in places they frequently 
visit remind them that flavor experimentation isn’t 
synonymous with risk.

REACH

ENCOURAGE

PERSUADE

KEy ProblEM: STuCk IN A ROuTINE KEy ProblEM: RISk-AVERSE KEy ProblEM: AWARENESS 

Messages in our strategically designed media plan will reach at least 
71 percent of consumers across all three of our key segments.
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MEDIA PLAN
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We examined a variety of factors to 
calculate Pizza Hut’s budget.

BUDGET 

Total Budget: 
$112,434,763

Our findings show that in past
years, Pizza Hut has spent between 
$200-250 million annually on 
marketing communications.2 For 
our six-month initiative, we aimed 
to create a budget that aligned with 
previous spending trends.
Traditional media is a necessary 
component because it draws 
consumers online from offline and 
reinforces our digital message.  It 
comprises 49 percent of our budget 
due to inherently high costs .

Research was conducted on other 
multi-national corporations and 
competitors to compare spending. 
We also examined manufacturing 
costs, production costs, and CPMs 
to calculate an estimated budget 
for this initiative across a six-
month timeframe.21, 22

We set aside a contingency of $1 
million to allow for adjustments 
during the marketing initiative 
as necessary and an additional 
contingency of $5 million to 
continue ongoing branding efforts.

Phase one: 7/1-8/17
Flavor BoxKey Message Loyalty Program National Pizza Month Flavor Your Holidays

$300,000

$10,635,300

$1,016,600

$9,669,100

$28,708

$25,000

$55,000

$4,109,340

$9,669,100

$28,708

$5,000

$5,000,000

$26,403

$15,000

N/A

$13,895,746

$1,806,000

$1,062,600

$1,456,700

$37,936

$1,500,000

$25,000

$200,000

$3,298,320

$2,427,600

$531,720

$5,479,600

$26,658

$190,000

$17,000

N/A

$4,846,140

$26,373,900

$43,574

$1,000,000

$900,000

$5,000,000

$75,000

$500,000

$250,000

$8,000

$900,000

Phase Two: 8/18-9/30 Phase Three: 10/1-11/15 Phase Four: 11/16-12/31 Cost

$112,434,763

App
Game

Packaging

VEVO on YouTube

Spotify

Hulu.com

MTV.com

BBCAmerica.com
CBSsports.com

Pandora

USAToday.com

Adwords

Twitter Account

Los Angeles

Social Media

Snapchat Account

Dallas

Email

Daily Brand Initiatives

Contingency
Costs

Production
Costs

Media 
Planning 
Costs

Window Posters

Direct Mail

Facebook Page

New York

TV Commercials

Instagram Account

Chicago

Digital

Table Tents

On Hold Recording

Miami

Media Planning Contingency

Check Slips

Coupons on Boxes

PR Efforts

Amazon Instant Video

Investment in Brand Tracking

ABC Family

Adult Swim

FXX
MTV

ESPN

FOX

ToTAl buDgET

Contingency

Production

Direct Marketing

In Store Promotion

brand Tracking

Movie Mondays Promotion

Pizza Truck Tour

local radio

Television

owned Media

Search Marketing

Digital

Flavor box

App/Website Development

Production
Costs



CAMPAIGN EVALUATION
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Monthly evaluations will be conducted on the following 
touchpoints throughout the duration of the six-month initiative:

CAMPAIGN OBJECTIVES
Position Pizza Hut as the top choice for customers who order pizza 
digitally by increasing consideration to order digitally.
Provide the greatest digital ordering experience in the category 
by improving perception of the digital ordering experience.
Reach the target of 75 percent of all orders done online/mobile by the end 
of 2015 by converting and retaining digital ordering behavior.

Coupling the profit from the “Flavor Box” and new trial of “The Flavor 
of Now” offerings, we estimate a 53 percent roI from the $113 million 
media plan and $214 million in additional profit. Our six-month campaign 
will generate approximately 3.06 billion impressions. 

As seen in the media mix and budget, we recommend utilizing a brand tracking 
company to continually monitor the effectiveness of our messaging and media 
placements with our target. These results, coupled with our own moderation of 
our campaign evaluation metrics, will allow us to optimize media placements 
and creative messages to ensure that the “Flavor of Now” initiatives provide 
equally impactful and efficient results.

The media plan we created is all-encompassing. However, we recognize 
potential weaknesses and opportunities for optimization. While our continuous 
media approach may seem costly, this strategy is the most effective way to 
reach all three segments with higher frequency and repetition, ensuring our 
call-to-actions are not lost among the recurring ads of our competitors. 

DIGITAL

TRADITIONAL

MEASURING SUCCESS

Percentage of digital orders completed online/mobile 
Number of app downloads 
Use of hashtags across all social media channels: 
#MovieMonday, #FlavorFriday, #MonthofFlavor, and #FlavorofNow
Engagement rates on social media posts through likes, retweets,
commernts, shares, etc.
Click-through-rates for Google Adwords and digital media
Pizza Hu(n)t participation rates

Overall revenue and market share increases 
Qualitative and quantitative brand tracking within each target segment
Media placement GRPs
Impressions and units sold from the Pizza Hut “Flavor on Wheels” food truck tour
Coupon redemption rate from digital, direct mail, and box coupons

Our primary research 
confirmed that 68 percent of 
individuals who sampled the 
“Flavor Box” would be likely 
to try items from the “The 
Flavor of Now” menu. Within 
that group, 50 percent plan 
to try new toppings, drizzles, 
or crusts, 30 percent plan to 
try the new breadsticks, and 
20 percent plan to order from 
the “new recipes.” 4 These 
figures lead us to estimate an 
additional $134 million in 
profit over the course of the 
six-month initiative. 

We predict over 39 million customers will order the “Flavor Box” during the six-
month initiative, generating approximately $119 million in sales and almost 
$80 million in profit. The “Flavor Box” will also lead to additional trial and 
increased sales from “The Flavor of Now” offerings. 
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