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Pizza is more than merely pizza.  The process of ordering and 
consuming pizza has established itself as a cultural norm in 
modern society.  Pizza Hut launched in 1958, permanently 
positioning its brand in the minds of Generation X as well 
as their offspring— millennials. Pizza Hut is responsible for 
inspiring a new culture of ordering pizza in 1994, with the first 
online purchase in history being a Pizza Hut pizza. 

Pizzaz Advertising introduces the “There For You” campaign 
that engages the consumer in their convenient digital ordering 
experience.

The “There For You” campaign is multifaceted, highlighting 
Pizza Hut’s digital ordering experience to showcase how 
Pizza Hut is always “There For You.” Pizzaz Advertising merges 
everyday life with the digital world, while also implementing 
various outlets of limitless opportunities.

Every aspect of our campaign is rooted in extensive research. 
We tested our creative concepts, conducted focus groups and 
in-depth interviews, analyzed secondary research and hosted 
sampling events. Pizzaz Advertising guarantees a six-month 
campaign that will succeed.



Climate

Pizza Hut was founded by Dan 
and Frank Carney in 1958. 

The only restaurant that has dine-in, delivery and 
carryout locations.

In 1994, a Pizza Hut pepperoni pizza was the first purchase 
ever made online.

In 2014, Pizza Hut rebranded and introduced a new menu 
that provides the option of two billion combinations, as 
well as Skinny Slice Pizzas, with five new recipes with fewer 
than 250 calories per slice.

Pizza Hut is committed to providing a vast variety at an 
affordable price. 

Pizza is a $36 billion-per-year industry. Pizza is America’s No. 1 dinner 
choice in the United States. Evolving from the traditional phone call 

order, pizza is now available to order online or at your fingertips, 
on the app or mobile site. Millennials order food 3.4 times per 

week, totaling approximately $174 billion monthly. They 
shop, consume media, talk to friends and network — 

all online, while remaining brand loyal. Pizza is a 
convenient meal option at an affordable price.

Company  
Overview

The largest pizza company in the world, 
Pizza Hut, employs over 160,000 people in 
more than 11,000 restaurant and delivery 
outlets worldwide.
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Papa John’s

Domino’s

Little Caesar’s
Papa John’s was the first pizza chain to offer online 
ordering in 2001 and was the first to adopt a 
mobile app. Nearly 50 percent of their orders are 
online or through the mobile app. While Papa 
John’s is the most expensive pizza, their rewards 
program and frequent customer incentives  work 
to keep the price down.

Last year, Little Caesar’s, the smallest of the 
major chains, surpassed Domino’s in product 
awareness because of their advertisements. 
However, Little Caesar’s did not surpass Pizza 
Hut and Papa John’s. The boost in awareness 
attributes to their “Hot-N-Ready” campaign 
launch, which focused heavily on their “Hot-N-
Ready Combo,” available through pick up.

Domino’s has a hold on the young 
adult market. This can be linked 
to their well-designed digital 
ordering systems and its numerous 
partnerships which continue to 
associate the brand with younger 
audiences. Domino’s combination 
of smart marketing and promotion 
mixed with their user-friendly digital 
interface promotes a loyal customer 
base. Their success with the delivery 
tracker is what sets them apart from 
other pizza chains. This draws in 
the 18-to-25-year old market with 
inexpensive, satisfying and convenient 
products. 

Competitive
Analysis

On a national scale, Pizza Hut’s primary competitors are Domino’s, Papa John’s and 
Little Caesar’s. These four chains control the pizza delivery market. Papa John’s 
profits rose nearly nine percent in Q1 of this year, while Domino’s is boasting a nearly 
eight percent rise in profits in this past fiscal year, compared with Pizza Hut’s five 
percent loss in Q1 of 2014.

DOESN’T 
   EXIST
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Do you use coupons?

How much do 
you spend on 
pizza weekly?

84%

16%

Use Coupons

Don’t

44%
Once a 

month

32%
Few times 

a week

14%
Once a week

10%
Other

37%
$24-$50

27%
Under $25

18%
$50-$75

10%
$75- $100

8%Over 
$100

How often do you 
order pizza?

Insights
Based on 1305 surveys, 
when asked...

1305
215
44 

5

Surveys
Secondary Research
Articles

Interviews

Focus Groups

What are your
means of 
ordering food?

Phone
Computer

Mobile Site
App

Facebook

Text
Yelp

3rd Party Delivery
Xbox
Hulu

1640 229 458 687 916 1145

When do you 
order pizza?

3 PM-8 PM

9 PM-11PM

12 AM -4 AM

11 AM-2 PM

5 AM-10 AM

930 744 558 372 186 0
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“ I’m totally on Pizza Hut now. It’s my jam. You gotta get the drizzle.”
- Elliott, 25

“ ”I love every single thing on this pizza, the peppers, the 
jalapenos, everything. - Aaron, 21

We love the Sriracha. The drizzles are delicious.
- Sarah and Derrick, 22

“ ”

This crust is blowing my mind!
- George, 20

“ ”

“ ”I’m, eating the barbeque chicken- its wonderful.
- Rodger, 35

“ No I’ve never ordered from Pizza Hut, but now I am. 
This pizza is delicious!

”
- Claire, 19

Pizzaz Advertising has analyzed 
responses gathered from focus 
groups, executive interviews, 
and product sampling in 
regards to Pizza Hut’s recent 
rebrand. The conclusion was 
that Pizza Hut’s efforts were 
effective in appealing to many 
demographics. Consumers 
between the ages of 18 and 
35 described the website 
and mobile app as visually 
appealing and easy to use. 
Young consumers associate Pizza 
Hut’s brand with affordability, 
variety and a sense of nostalgia. 
Pizza Hut has maintained its 
reputation as premium-quality 
pizza and continues to be a 
household name.

Perceptions
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SWOT
Analysis

Strengths Opportunities

Weaknesses Threats

Brand recognition
20,000+ franchises in the U.S.
Unique menu
Product variety and customization
Superior quality

Poor social media engagement
Poor digital engagement
Lack of visibility, poor digital presence 
Customer service
Lack of brand loyalty 
No delivery tracker

Ninety-three percent of Americans ate pizza in the last month
Pizza industry is a $38 billion-a-year industry

Domino’s is current leader in online pizza ordering
Health food trends

Competitors’ customer service
Competitive pricing

Rising cost of ingredients
Local pizza companies occupy 40 percent of pizza industry

1. Position Pizza Hut as the top choice for customers who order pizza digitally

2. Provide the best digital ordering experience in the category

3. Reach the target of 75 percent of all online/mobile orders by the end of 2015

4. Increase social media engagement by 50 percent

5. Increase digital engagement with social media tactics

Objectives
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Between 4 and 6 million unique monthly visitors to the 
Pizza Hut website 

They have the largest social media followers of competitors

 Pizza Hut has brand partnerships 
with Hershey’s and Pepsi Co.

Pizza Hut is a member of YUM! Corporation



Target
America loves pizza. Within the last month, 93 percent of Americans over the age of 18 have 
ordered pizza. These individuals are defined as Pizza People, with a focus on millennials. The 
median annual income is $25,000 for ages 18-27 and $48,000 for ages 28-36. Pizza People are 
the most diverse generation, with mixed races and heritages. They account for one-in-five same 
sex couples. They are also contribute to the rising rates of bilingualism and college degrees. 

PIZZA 
PEOPLE

MOBILE
MOM

Anna is the master of 
multitasking. She juggles 

her job in sales, marriage, two 
children and her family’s rental 

home. She is a college graduate, 
earning $30,000 a year. Anna orders pizza 

weekly as a family treat, or when she’s in a 
hurry. Her children love the flavor of Pizza Hut’s 

pizza, and she loves the price and convenience. Anna 
and her kids are very tech savvy. Her children love the 

customization feature on the app because it is a fun way for 
them to create their dinner anywhere and at anytime.

GAME
DAYGUY

Audience

(18-35)

(18+)

(24-35)
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Work hard, play 
hard. As a single, young 

professional, Zach, feels he 
has to prove himself by working 

overtime. By the end of the day, the 
last thing on Zach’s mind is cooking. He 

counts on Pizza Hut to deliver his dinner, 
leaving leftovers to reheat while he catches up 

with his fantasy sports teams and social media. 
Earning $45,000 a year and paying expensive city rent, 

Zach takes full advantage of promotions. On Sundays, 
Zach has friends over to watch sports. He uses the Pizza Hut 

app because it does not disrupt his focus on the game.



Stuck in a jam? No worries, Pizza Hut is “There For You!”
Our goal is to optimize the digital ordering experience to add 
clarity to the chaos of everyday life. Our campaign’s theme, 
“There For You” possess an element of comfort and convenience 
to the target’s digital ordering process. Through the repetition 
of the tagline, “There for You,” Pizza Hut’s brand will become 
familiar to consumers, making it their first choice when ordering 
digital. “There For You” combined with the implementation 
of our character, Pete, adds a relatable face to the currently 
characterless pizza industry. Utilizing that advantage creates a 
memorable advertisement that propels Pizza Hut into the future 
and creates a long-lasting campaign that adds to the identity of 
Pizza Hut.

MEET 
PETE

Pete is the face of Pizza Hut. He reminds the consumer of the simplicity of online 
ordering, bridging the gap between physical and digital realities. He is relatable, 
dependable and helps integrate Pizza Hut into the consumer’s busy, everyday 
life. Pete represents the theme of our campaign, “There For You.’’ He makes 
his appearance in stressful situations and comforts customers while 
highlighting the simplicity of the Pizza Hut app. Pete builds brand loyalty 
and gives consumers a personal connection to Pizza Hut.

      Pizza was there for me 
during finals when I was up 
until 2 A.M.  Made  me feel 
me right at home. Claire, 19

“ “

“ Pizza is always there for me, 
through the good and bad times.”

Ben, 25

“Pizza for life.”Aaron, 22

      Pizza is literally always there for me. When you have boy problems, 
friend problems, with pizza there are no problems.               Marion,22
“ “

   It’s easy and it’s inexpensive! When you’re sad 
you don’t want to cook anything, when you want 
to celebrate, pizza is always the right choice.

““
Adam, 20

     Pizza Hut is there for me on Saturday 
nights, when my friend hold out on me. 
Pizza is always there for you.

Shannon, 21

“ “Big 
Idea
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PAST
PETE

0 5% 10% 15% 20%

Geico

Progressive

AT&T

Allstate

Energizer

Dos Equis
The Most Interesting 

Man in the World 

Bunny

Mayhem

Lily
Store Manager 

Flo

Gecko

Percentage of Sales Increased One Year After Implementing a Brand Character.

15.4%

7%

4.3%

3.1%

3%

1.9%

Percentage of Sales Increased One Year After 
Implementing a Brand Character

Our Pete is a modern version of Pizza Hut’s former brand 
character, Pete, who served as Pizza Hut’s advertising 
mascot in the 1960s and 70s. The Pete of Now is a nostalgic 
reference to Pizza Hut’s past and will appeal to consumers 
who associate Pizza Hut with their childhood.

Pete will guide the consumer into Pizza Hut’s digital realm while 
maintaining a relatable personality. Implementing a successful 
brand character has never been easier than today with the help of 
social media and accessibility to digital platforms.

Millennials are the most ethnically and racially diverse generation, 
and minorities are highly engaged online. Research reveals to us 
that choosing a young African American male to portray Pete will be 
relatable to younger generations and respected by older generations.

Why
Pete?

The pizza industry lacks a brand character; therefore, 
the creation of Pete differentiates Pizza Hut from its 
competitors. Our research has proven that the use of a 
brand character in advertising helps improve visual content 
marketing, social media campaigns and overall digital and 
social media engagement.

THE
OF

PETE
NOW
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2. Morgan is doing laundry 
when her son’s helicopter 
crashes into her head. 

3. Pete shows up to remind 
her she should simply order a 
pizza. 

4. Zach is caught in an 
awkward situation that ends in 
a shouting match. 

5. Pete shows up to rescue 
Zach from his unfortunate 
situation. 

6. Jeremy finds out his friends 
are bailing on a costume party. 

7. Pete shows up to comfort 
him and offer up a better time. 

1. Pete walks down the street as 
the narrator introduces him.

8. Pizza Hut and Pete are 
always “There For You” 
download the app or visit 
PizzaHut.com today!

Creative The digital and television commercial is the first glimpse the consumer gets of Pete. The commercial 
introduces our audience to Pete in various situations where Pete shows off the simplicity of the app so that 
pizza can be “There For You.” The commercial presents over-dramatized situations that relate to each of our 
target audiences. Each situation will attract our target audience using humor, and through Pete’s reminder, 
direct them to the mobile site, app or website. From beginning to end we illustrate Pizza Hut’s importance in 
everyone’s lives, because pizza is always “There For You.”
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Just because the team lost, doesn’t mean you can’t win —  Pete 
is there to cheer up your game day blues! Game Day Guy 
understands that winning isn’t always guaranteed but finds 
comfort in creating a personal win in the palm of his hand.

All these hands and no help — Pete is there to tell Mobile 
Mom not to fret about making dinner, the last thing on 
her to-do list.  She can clean, use the app and relieve some 
stress all through the convenience of digital ordering!

A sold out show doesn’t mean the end of 
this couples date night — Pete is there 
to keep the romance alive! Creating a 
personal pizza together reminds them that 
Pizza Hut’s digital ordering experience will 
always be there for them.

Creative “There For You” advertisements will establish Pete in the minds of the target audience as a reliable person who 
directs the target to the digital ordering process. These ads can also be converted into print advertisements. Pizzaz 
Advertising chose to include a hispanic-focused advertisement because over 38 million Americans speak Spanish 
and millennials are the most ethnically diverse generation. We included a LGBTQ advertisement due to the 
comfortability and acceptance of the homosexual community amongst millennials — 2 out of 5 millennial couple 
identifies with the LGBTQ community. Pizzaz Advertising caters to all Pizza People.

Cramming for multiple tests on limited time 
can be overwhelming — Pete is there to relieve 
the stress! Our college coed understands that 
time is precious and appreciates the agility of 
Pizza Hut’s digital ordering during her time 
crunch.
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Seasonality
35,000,000

30,000,000

5,000,000

15,000,000

10,000,000

20,000,000

25,000,000

JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER

Pizzaz Advertising estimated a budget of approximately $131.8 million to 
spend over the course of six months, in which we will aim to increase the 
number of Pizza Hut app downloads and digital orders.  Our media plan 
is strategically tailored to the seasonality experienced in yearly pizza sales 
across the United States.  We will increase Pizza Hut’s digital engagement 
amongst millennials through the integration of traditional and nontradi-
tional media. To achieve this, our strategy takes on an aggressive digital 
and web-based advertising plan, with a large contingency to allow Pizza 
Hut to continue serving coupons, doorhangers and newspaper inserts in 
local communities.

To convert current Pizza Hut phone order to digital orders, we will raise 
awareness of the advantages of Pizza Hut’s online ordering system through 
mostly non-traditional media. Awareness of price, quality and convenience 
will lead to consideration of product purchase. We will target and retarget 
the audience through each stage of the consumer decision making process. 
We will then lead these consumers from purchase consideration to Pizza-
Hut-brand digital loyalty using multiple touchpoints based on recorded 
lifestyle and purchasing habits.

Media 
Overview 
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Media 
Objectives 3.  Increase Pizza Hut online and mobile ordering sales from 43 percent to 75  

     percent — 32 percent increase — of all orders by the end of 2015

2.  Provide the greatest digital ordering experience in the category

1.  Position Pizza Hut as the top choice for customers who order pizza digitally



Television
 39.98%

Digital Display
20% Digital Other

20%

Festivals
6.07%

Product Placement
2.28%

Contingency
3.03%

Mobile
2.28%

Boys and Girls Club
1.81%

Public Relations
1.52%

Radio
2.48%

Social Media
0.55%

Media Mix

1.  Pizza Hut’s 2014 sales totaled an estimated $5.7 billion — 14.79 
percent of total U.S. Pizza Sales.
2. Pizza Hut’s 2014 online sales totaled about $2.451 billion — 43 
percent of total Pizza Hut sales — or $204.25 million in monthly sales.
3. Based on an average $20 online order, we estimate that Pizza Hut has 
10,212,500 monthly online sales.

OUR
GOALS

In order to reach 75 percent of total sales, 
Pizza Hut needs to sell $356.25 million or 
17,812,500 online pizza orders per month. 

Product Placement $3,000,000
Mobile $3,000,000 
Boys and Girls Club $2,380,000 
Public Relations $2,000,000 
Social Media $730,000

Budget  
Rationale
We estimated a budget of $131.8 million for July through December 
for 2015 for our “There for You” campaign. Based on the increase in 
Pizza Hut’s media spend from 2012 to 2013, we estimated a 3.4 percent 
budget increase annually, making the total advertising spend for 2015 
approximately $263 million.

This is an increase of 7.6 million online orders per month or 
91.2 million additional orders by the end of December 2015.

TV $52,700,000

Digital Other $26,360,000
Digital Display $26,360,000
Festivals $8,000,000
Contingency $4,000,000
Radio $3,270,000
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Budget
Breakdown

Total Budget
$131,800,000



Higher cost per action (CPA) for new customers.

 There are four different CPAs to consider:
  Pizza Hut spends an average of 92 advertising cents per order on  
  current customers.
  Pizza Hut should expect to spend roughly $4.61 — 5 times more   
  — to convert a  phone order to an online order.
  Pizza Hut should expect to spend roughly $5.54 — 6 times more   
  — to convert a competitor’s online customer.
  Once converted, Pizza Hut should only expect to spend the 92   
  cent CPA.

 If Pizza Hut increases frequency by 25 percent, we will spend    
 $28,186,500.00 for 30,637,500 additional orders.

 Once Pizza Hut optimises its current customer base, we can then spend   
 $46,140,350.88 on 10 million phone to online conversions and    
 $11,473,149.12 on 2,072,147 online competitor conversions.
 
 Once customers are converted, we can then spend $46,000,000.00 on 50   
 million online orders.
 
 This will total out $131.8 billion budget and exceed the goal of 9.2   
 million new online orders.

4.

3.
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Highly monitored and optimised.
Pizza Hut should be a Share of Voice 
leader in a highly competitive market.

Digital has easiest conversion and most metrics.2.

1.

Pizza Hut’s goal to increase 2015 digital sales by 32 percent 
is a highly aggressive goal, so we have allocated an equally 
aggressive digital budget. Our budget is based on the following:

Digital Budget 
Rationale

Domino’s currently outspends Pizza Hut’s digital 
advertising budget 5 to 1.
Domino’s spent $15.8 million in 2014 — 8.3 percent of 
their total budget — on digital display alone.

It can be inferred that Domino’s spent about $31.6 
million, or roughly 20 percent of the total advertising 
budget, on total digital advertising.

Twenty percent of Pizza Hut’s roughly 265 million 
dollars total advertising budget would be 52.6 million 
dollars, or $26.3 million over 6 months.

Domino’s $31.6 million in total digital advertising is a 
maintenance number and launch levels should be 50 
percent higher. This means that the $2.6 million spent 
per month should be $3.9 million for the 6 month 
launch period, or a total of $23.4 million total. This 
gives us a similar figure to our 26.3 digital budget.

Pizza Hut can Domino’s spending this by flooding 
the digital space with high frequency. This is why 
we duplicated the 26.3 digital budget for display and 
non-display.



3/22/15 1

Net Cost
Cost per Unit 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 Total Impressions Total Frequency Total Cost

2128432956 375 $52,700,000.00
$150,000.00 1411550889 233 $34,950,000.00
$125,000.00 716882068 142 $17,750,000.00

54793414564 320 $3,270,050.00
103.5 KISS FM - Chicago $362.00 6351600 80 $28,960.00
100.3 Z-100 - Jersey City/New York $1,405.00 12926000 80 $112,400.00
My 93.1 FM - Las Vegas $94.00 1386400 80 $7,520.00
96.7 KISS FM - Austin $84.00 1284480 80 $6,720.00

$100.00 54654600000 22308 $2,230,800.00
Major Pizza Hut Cities 97.3 KLSX FM - Los Angeles $1,083.00 50269998 446 $483,018.00

99.1 KODA FM - Houston, TX $264.00 23914966 446 $117,744.00
98.5 WPOW FM - Miami, FL $194.00 17421652 446 $86,524.00
96.1 WKST FM - Philadelphia, PA $383.00 20329572 446 $170,818.00
98.9 WZKF FM - Louisville, KY $53.00 4929896 482 $25,546.00

Cost per Thousand Total Impressions Total Frequency Total Cost
$2.00 13180000000 $26,360,000.00

1054400000 $2,108,800.00
527200000 $3,163,200.00
527200000 $2,108,800.00
527200000 $19,019,753.86

406980447170 $26,360,000.00
Digital Video Youtube $9.00 200000000 $1,800,000.00

Hulu $27.00 126000000 $3,402,000.00
Search Retargeting $5.00 554000000 $2,770,000.00
Online Radio Pandora $20.00 292900000 $5,858,000.00

Spotify $12.00 200000000 $2,400,000.00
IHeartRadio $20.00 100000000 $2,000,000.00

Cost per Click Total Impressions Total Frequency Total Cost
Product Ads Amazon $0.53 4207547170 $2,230,000.00
Paid Site Search Google $0.01 400000000000 $4,000,000.00

Cost per Unit
Sponsored Article/Video Buzzfeed $20,000.00 Festival Back to school Festival Halloween NYE 1200000000 5 $100,000.00

Cost per Thousand
Shoper Taregted Xbox $18.00 100000000 $1,800,000.00

$3.00 1000000000 $3,000,000.00
Food Urbanspoon 87248000 $261,744.00

Yelp 87248000 $261,744.00
Grub Hub 87248000 $261,744.00

Sports NFL Mobile 57047000 $171,141.00
ESPN Fantacy Football 50335000 $151,005.00
Yahoo Fantacy Sports 50335000 $151,017.00

Games Trivia Crack 87248000 $261,744.00
Candy Crush 87248000 $261,744.00
Fruit Ninja 87248000 $261,744.00
Clash of Clans 87248000 $261,744.00

Shoper Taregted Shazam 87248000 $261,744.00
Tinder 87248000 $261,744.00
TV Guide Mobile 57047000 $171,141.00

156655000 $730,001.70
$2.14 120655000 $258,201.70

$11.59 20000000 $231,800.00
$0.00

$15.00 16000000 $240,000.00
247000000 $2,000,000.00

4000000 $2,380,000.00
30000000 $3,000,000.00

Cost per Unit
$2,000,000.00 1275775000 4 $8,000,000.00

*Costs are planning rates only and subject to change based on placement and negotiations.  Budget: $131,800,000.00
Impressions: 479,795,724,690

Spend: $127,800,051.70

$7,800,000.00

$13,192.00
$32,555.00

$4,876.00 $3,922.00 $3,922.00$3,922.00 $4,876.00

$22,440.00
$13,192.00 $13,192.00$16,490.00$16,490.00

$27,576.00 $26,044.00 $26,044.00 $26,044.00$32,555.00

$35,650.84

$36,900.00

$112,269.24

$92,055.00 $92,055.00
$17,952.00 $17,952.00 $17,952.00$22,440.00

$46,125.00$36,900.00

$35,650.84

$36,900.00$46,125.00

$35,650.84
$39,750.50
$35,720.38

$37,050.00

$40,260.00
$112,269.24 $140,336.55

$49,648.00
$44,563.55

$40,296.00 $40,260.00 $50,325.00

$39,718.40
$44,563.55

$39,718.40

$40,260.00

$40,260.00
$40,260.00

$50,325.00
$50,325.00

$50,325.00

$40,260.00 $50,325.00
$50,325.00

$49,648.00

$50,325.00

$39,718.40

$40,260.00

$40,260.00
$40,260.00
$40,260.00

$50,325.00

$50,325.00
$50,325.00

$50,325.00

$40,260.00
$40,260.00
$40,260.00

$40,260.00
$40,260.00
$40,260.00

$50,325.00
$20,130
$20,130

$40,260.00
$40,260.00

$40,314.00
$40,314.00
$40,314.00

$50,325.00

$40,314.00

$40,260.00

$40,260.00
$40,260.00
$40,260.00
$40,260.00
$40,260.00

$40,260.00

$50,325.00
$50,325.00
$50,325.00
$50,325.00

$40,302.00
$40,260.00

$50,325.00
$50,325.00

$50,325.00

$40,314.00
$40,314.00

$40,314.00
$40,314.00

$40,260.00
$40,260.00

$40,260.00

$40,296.00 $40,260.00
$40,290.00

$40,314.00 $50,325.00 $40,260.00 $40,260.00 $50,325.00 $40,260.00

$4,426,762.85 $4,341,477.84 $4,341,449.76 $5,387,328.85 $4,341,450.84

$523,380.00 $654,225.00 $483,120.00

$461,520.00

$276,912.00
$3,521,529.84

$615,384.92 $769,230.70 $615,384.92

$276,984.00 $276,912.00 $276,912.00 $276,912.00$346,140.00 $346,140.00

$344,076.92 $344,076.92 $344,076.92 $344,076.92$426,846.15 $426,846.15

$429,700.00 $429,600.00 $429,600.00 $429,600.00$525,750.00 $525,750.00

$346,176.00 $346,176.00
$800,496.00 $800,469.00 $1,000,566.00 $800,469.00

$11,800,000.00$17,300,000.00

$590,354.00$597,416.00$481,314.00$488,834.00
$4,000,000.00
$7,800,000.00 $7,800,000.00 $11,550,000.00

$597,416.00
$4,000,000.00$5,750,000.00$4,000,000.00

$615,383.84

$362,826.00 $523,524.00

$369,216.00

$615,384.92

$405,538.48
$4,055,384.80

$276,912.00

$901,200.00

$307,760.00 $307,680.00 $307,680.00 $307,680.00$384,600.00

$1,126,500.00
$369,216.00$369,312.00 $369,216.00

$452,925.00

$4,055,385.00 $4,055,385.00

$901,400.00 $901,200.00

$5,069,230.00

$384,600.00

$5,069,230.00$4,055,385.00 $4,055,385.00

$769,230.70

$405,538.48
$608,307.72

3rd Quarter 4th Quarter
July December

$1,126,500.00$901,200.00

$343,200.00

OctoberAugust September

$2,757,661.46

Contract

Cable Television
Broadcast Television

November

$461,520.00

$11,800,000.00 $11,800,000.00

$276,912.00 $276,912.00

$324,430.76
$486,646.14

$2,757,661.46$3,244,307.60

Tactic
Television (100% :30s)

$77,976.00

$13,968.00

$4,028.00

$514,716.00

IHeartRadio National

Festival Publicity

$19,008.00

Other Digital

Mobile (Banner Only)

Radio (100% :30s)

Festivals

Public Relations

Digital Display

$343,200.00$429,000.00

Product Placement

$324,430.76
$486,646.14

$324,430.76

Boys and Girls Club Strategic Alliance Partnership

Social Media $112,520.88 $140,336.55 $112,269.24

$324,430.76

$324,430.76
$486,646.14

$405,538.48
$3,447,077.08

$324,430.76 $405,538.48
$608,307.72

Millennial Overlay/Shopper Targeted
$324,430.76

$2,757,661.46
Hispanic Overlay

Family
Sports

$324,430.76
$486,646.14

Snapchat

Facebook
Twitter
Instagram

$343,200.00 $343,200.00$429,000.00
$73,644.00 $73,644.00 $73,644.00

Flowchart 
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Our strategy is to target our segmented audiences through our designed media mix at their preferred media source. In doing so, we will create 
brand loyal consumers who spread the word about their position experiences. The Consumer Decision Journal is a dramatization of each target 
audience and their conversion to a Pizza Hut customer.

AWARENESS CONSIDER OPINION PURCHASE LOYALTY
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Consumer Decision Journey

 “Watching @
WalkingDead_
AMC. Anyone else 
see that hilarious @
pizzahut commerical? 
Literally, I’m dying. 
#thereforyou “

“So stoked to see all my 
faves at @lollapolooza. 

I’m gonna try to win 
some free tickets from 
Pizza Hut. #broke 

#pizzahugs”

“#IsItFridayYet? 
Getting through this 

boring lecture with this 
@pizzahut@BuzzFeed 
quiz. Apparently I’m 

#ImSpicy”

“Can’t stop thinking 
about that 7-alarm 

ordering @pizzahut. 
Those peruvian cherry 

peppers tho... 
#ImSpicy”  

“@pizzahut coming in 
clutch! I had 

@samsmithworld’s 
pizza before his set. 
AMAZING, just as 

heavenly as his voice. 
Thanks, Pizza Hut!”

“Just saw 
@pizzahut’s new 
commercial on 
@SportsCenter... LOL! 
That dude got caught so 
hard. I wish Pete could 
rescue me when 
life gets awk.”

“Well we lost, but we’ll 
get em next season. I 

saw @pizzahut’s 
disappointing season 
ad on 

@BleacherReport 
before, Pizza Hut 

already knew man.”

“@pizzahut ads kept 
popping up today and 

my @YahooFantasy 
team killed it tonight! 
It’s a sign. Maybe I 

should add Pete to my 
lineup lol.”

“Swamped at work. 
Nothing but boring 

meetings. I really 
don’t feel like cooking 
tonight... 

@pizzahut’s calling my 
name!”

“@superbowl party 
tonight.. PIZZA HUT 

FOR EVERYBODY 
@pizzahut 
#thereforyou”

“I slipped on 
Jack’s racecar 
doing laundry 

the mom from the @
pizzahut commerical. 
I need Pete to save 
my day!”

“Saw @pizzahut’s ad on 
@cafemom, 

sometimes I wanna 
pull my hair out just 

like her! Anyone else 
doing the

 #MakePeteAPizza 
contest? I need ideas!”

“@pizzahut has skinny 
pizza?!?! I love that I 

can diet and still have 
my favorite foods! 
Only 250 calories per 

slice?!?!?! So excited to 

“On yelp looking for a 
place for date night, 

and saw a 
@pizzahut ad... What 
a great idea so the 

sitter doesn’t have to 
cook!!!”

“Everyone go vote for 
“Momma Knows Best” 

pizza on @pizzahut’s 
#MakePeteAPizza 
facebook page! I made 

top 3!!! Vote, vote, 
vote!!!!!!”
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Millennials rely heavily on social media for finding news, following 
trends and giving feedback. Twenty-five percent of millennials share 
online shopping content to their social networks; a rate of nearly four 
times that of the average user. Use of Facebook, Twitter, Pinterest, 
Instagram and Snapchat platforms in our campaign will be based 
around promotions to increase brand awareness and visibility for all 
general sales incentives as well as any specific campaign events/contests. 
Most of the content will be unpaid, yet engaging content.

Pizza Hut currently spends 90 percent of its advertising funds on 
television advertising. Although this reaches a large target, it comes at 
a price of almost $225 million annually. We recommend that Pizza Hut 
continue its television branding with 30-second spots featured on a 
variety of top-rated cable and broadcast channels, including Univision, 
for a similar reach with a lesser price.
Commercials will air beginning in August — for back to school / 
fall lineup — and running through the end of the year, increasing in 
frequency before music festivals and during November’s sweeps week.

Ninety percent of online Americans listen to AM/FM radio. 
Our radio spots will be strategically placed in the major cities 
surrounding the music festivals we’ve invested in, and used 
throughout the campaign for brand maintenance. The spots 
will be day parted and aired during PM drive time— the busiest 
time for pizza orders. We have also focused directly on the top 
radio stations in United States with a large number of Pizza Hut 
locations. There are over 65.2 million Americans each week 
listening to traditional radio and the ROI brings in an average 
of $6 for every $1 spent.
 •iHeartRadio has 858 broadcast radio stations, serving  
 more than 150 United States markets with a total of 245  
 million monthly listeners. It has the largest reach of any  
 domestic radio company.

AMC: The Walking Dead
FOX: Bob’s Burgers, Empire
FX: The League
CC: Workaholics
UNI: Mi Corazón es Tuyo

NBC: The Tonight Show with Jimmy  
            Fallon, The Voice
ABC: Modern Family, Scandal
CBS: Big Bang Theory
ESPN: Pardon the Interruption,      
             Sportscenter

Netflix, America’s most popular paid online streaming site, does 
not have any typical advertising spots, leaving Netflix Original 
Series a virtually untapped market. These programs are among 
some of the most popular shows for millennials with 76 percent 
of Netflix subscribers 18 to 34 tuning in. We are using product 
placement to infest the ad space and reach the 60 percent of 
millennials who pay to stream shows and movies online. 
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Digital display is the most basic form of digital advertising. This is an 
inexpensive tool to increase brand awareness and drive leads, and is 
the backbone of the digital portion of our campaign. The Millennial 
Overlay display frequency will be spiked in August and September to 
reflect the back-to-school season and place Pizza Hut in the forefront of 
millennials’ food cravings.
 Family: Parenting Magazine, Café Mom
 Sports: Bleacher Report, Yahoo Fantasy Football, ESPN
 Hispanic Overlay: Latina Magazine, Chci Millennial
 Millennial Overlay/Shopper Targeted: CNN, AOL and Affiliates,  
 The Huffington Post, Ebay, Walmart, Target, Yelp, People of  
 Walmart, The Chive, Stumbleupon, Upworthy, Out Magazine,  
 Advocate, Soundcloud, The Onion, Blogspot, Wordpress,   
 Overstock

With 71 percent of Buzzfeed’s content viewed via mobile device 
and approximately 200 million unique visitors monthly, Buzzfeed’s 
team will create custom social content such as quizzes and lists 
appealing to our target, as well as increasing app and online traffic 
for Pizza Hut. Buzzfeed articles are typically bought in bundles of 
5 and easily shared with a relatively viral lifespan that can be re-
upped during peak promotion periods. 

Fifty-three percent of online Americans listen to Internet radio. 
Pandora, Spotify and iHeartRadio video, banner and radio spots will 
be day parted to engage listeners during the workday and evenings. 
Our research shows that 80 percent of all online radio listeners are 
millennials between the ages of 18 and 34. These ads will be placed 
on both websites and mobile apps, redirecting consumers to either the 
app download or online ordering site.
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Digital
Display

Online
Radio

Buzzfeed

Fifty percent of millennials watch videos multiple times a 
day, mostly via mobile device. Fifteen-and-30 second pre-roll 
and in-video advertisements will be placed on both YouTube 
and Hulu day parted between 2 and 8 p.m. These ads will run 
continually throughout our campaign as digital maintenance, 
with frequency increasing in September, October, November 
and December during the peak months of our campaign. Hulu’s 
ad frequency will also be increased during sweeps week in 
November. The use of Hulu and YouTube enable quick and easy 
sharing of advertisements.

Hulu &
Youtube

Media 
Strategy 



Sponsorships

Austin City Limits 
•Austin, TX 
•October 2-4, 9-11 
•450,000 attendees
•Austin has the 
  highest concentration  
  of millenials.

3. 

iHeart Radio Festival 
•Las Vegas, NV 
•September 19-20 
•25,000 attendees
•The festival covers over  
   800 of the nation’s most  
   popular radio stations. 

2. Lollapalooza 
•Chicago, IL 
•July 31-August 2 
•Over 300,000  
   attendees
•The average age of  
   attendee is 24.

1. 

NYC New Years Eve 
•New York, NY 
•December 31 
•1 million attendees
•There are more than  
   1 billion views on   
   television.

4. 

1. 

3. 

2. 

4. 
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Over the course of six months, Pizza Hut’s music-based sponsorship 
and unique digital engagement will encourage millennials to 
download the app through Pizza Playlist and a festival wide scavenger 
hunt, “Hunt for the Hut” — Hunt for the Hut explained further on 
page 21.  
Pizza Playlist, a three-pronged tactic incorporating the app, sampling 
and social media promotion, will take place during the time period 
of the sponsored events. The headliners for the sponsored events 
will create and name their own pizza, showcasing the two billion 
options Pizza Hut offers. On the app, the Pizza Playlist feature will list 
artists and their pizza with a one-click option to add the pizza to the 
customers cart.

On the app, the Pizza Playlist feature will list artists 
and their pizza with a one-click option to add the 
pizza to the customers cart. During the festival, the 
pizza the artist created will display on the monitors 
prior to their set, while Pete and festival volunteers 
pass out samples to the crowd. This encourages the 
attendees to post, like and share their experience. 
The artists can choose to post on their social media 
outlets about their personal pizza. Pizza Hut will 
post on their social media outlets the artist’s pizza 
to encourage everyone to check out the Pizza 
Playlist on the Pizza Hut app. 



Instagram is one of the top media outlets used 
by millennials daily. In order to increase digital 
engagement and gather user-generated content, 
Pizza Hut will hold an Instagram contest. This 
contest will allow Pizza Hut customers to uniquely 
express moments when pizza has been there for 
them. It is inspired by the hashtag #pizzahugs and 
will be promoted on the Pizza Hut website and app, 
encouraging customers to feel connected with each 
other.

Pizza Hut values their two billion options in pizza combinations; therefore, 
our nationwide Facebook contest will aim to take customization one step 
further. The “Make Pete a Pizza” contest will promote digital engagement 
while flawlessly reaching our base target audience. Seventy-one percent 
of online adults use Facebook, 90 percent  of millennials can be found on 
Facebook and 66 percent of millennials follow brands on social media. 

Like the “Pizza Hut Flavor of Now” Facebook page
Pizza ideas are submitted through a portal on Facebook or pizzahut.com 
Pizza ideas must have the following: 
• Any variation of: one crust type, one sauce flavor, unlimited toppings, one 
drizzle flavor and one crust flavor 
• A creative name for the pizza 
• Two-hundred character caption as to what inspired your pizza decision or 
story
• Enter contact information
• Review and agree to terms and conditions page 

Social Media
Contests
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1. Follow @pizzahut on Instagram 
2. Upload photo containing: 
 •Pizza Hut pizza or an object containing brand logo
  •Someone hugging Pizza Hut object or another person
3.  Caption must contain #pizzahugs and @pizzahut must be tagged

Pizza
Hugs

Contest
Rules

Hunt
for
theHut

Millennials value unique and personal experiences at 
music festivals and music based events. Pizza Hut will 
host a festival-wide scavenger hunt titled, “Hunt for 
the Hut”, at its sponsored events. “Hunt for the Hut” 
will encourage app downloads and interaction and 
allow customers to have a meaningful experience.

Contest
Rules

Through the app contestants will receive a clue 
— a picture of the object to be found and hints of 
location —every hour during the event
Contestants hunt for object in picture
First contestant to find the object will be rewarded with a prize and free slice 
of pizza

Make
Pizza
Pete a

Contest
Rules

1. Download Pizza Hut app to access the “Hunt for the 
Hut” feature

2.

3.
4.

1.
2.
3.

Hunt
for
theHut

Pizza
Hugs

Make
Pizza
Pete a

The top three finalists will have 
their pizza added to the Pizza Hut 
menu for a year, with the grand prize 
winner also receiving $1 million.

The winners will receive two VIP 
tickets to a Pizza Hut sponsored music 
festival or event; airfare and room 
accommodations will be included. The 
winning photo will be featured on Pizza 
Hut’s Instagram, Twitter and Facebook.

The winners of this contest will 
receive potential prizes of free pizza, 
Pizza swag, Pizza Hut coupons or 
even cash, while also being featured 
on Pizza Hut’s social media outlets.

Prizes



Redbox
Redbox is a popular movie rental company with 
millennials. With an easy-to-use digital display and 
consistent pricing for newly released rentals, Redbox 
makes it wildly convenient for millennials to quickly grab 
a movie. Watching movies is an activity that is closely 
associated with eating pizza, which would capitalize Pizza 
Hut’s popularity with millennial demographic through a 
pre-existing social norm.

Outerwall Inc., the owner of Rebox, partnered 
with the Yum! corporation in 2012 through 
Starbucks. The existing relationship would 
create ease for Pizza Hut to partner with Redbox 
and  initiate cross promotions through coupons.

Boys and 
Girls Club
The Boys & Girls Club of America are currently partnered 
with the Yum! Corporation through the Taco Bell Foundation 
for Teens. They have given the Boys & Girls Club more than 
$35 million, making it the largest BGCA’s largest supporter 
of teens to date. There are 4,100 Boys & Girls Club locations 
across the US, in total servicing 4 million children and teens 
every year.  This partnership will not only establish a national 
relationship with BGCA, but also allow Pizza Hut to impact 
communities across the country on a grassroots level.  Also, 
50 percent of millennials stated that they were more likely to 
buy products from socially responsible companies; therefore 
partnering with BGCA would be a logical step. 

Pizza Hut will be “there for” the Boys & Girls Club through a 
Strategic Alliance Partnership. This would entail a multi-year, 
multi-million dollar partnership that would strengthen the 
Yum! Corporations existing relationship with BGCA. 

Pizza Hut’s partnership will directly fund BGCA’s My.Future 
program, providing club staff with fun and engaging projects 
to help youth understand how to use and consume media 
responsibility. They also assist youth in identifying and 
developing digital interests while they earn certifications as 
progress is made.

Partnerships
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“It definitely makes a difference to me if a 
company gives back to the community. I actively 
try to spend money with comapnies who care.” 
-Brianna, 21



Be
fo

re
Although ordering digitally is more convenient, 
people still choose to call in their order. People 
like to ask questions about a product pre 
purchase — 89 percent of millennials trust 
recommendations from an employee more 
than claims on advertisements. The live chat 
portion of the digital ordering process will 
address the concern from customers who 
ordered via mobile site or app.

Live Chat

Website 
Recommendations

The Pizza Hut application, mobile site and main site — though unique and 
accessible — have some features that could be tweaked to create the ultimate 
customer experience. Here are some suggestions to give Pizza Hut a sharper edge: 

Af
te

r
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•Tailor the site 
so that it will 
not be visually 
overwhelming while 
viewing on smaller 
screens, like fourth 
and fifth generation 
iPhones.

•The character 
limitation in delivery 
instructions should 
have a higher 
character limit.

This low 
cost service 
will operate 
with current 
employees, 
eliminate 
unnecessary 
phone 
conversations 
and increase 
digital orders 
and customer 
satisfaction.

•Similar to the app,   
place the sign-up   
process at the very end  
of the order instead of 
the beginning.
•When creating your 
pizza, a running 
total should be made 
visible throughout the 
process. 
•Give customers the 
option to go back and 
add to their order once 
they have reached the 
checkout page.
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Text Delievery
When will your pizza be 
There For You? Pete will 
tell you!

To position Pizza Hut 
as the No.1 choice 
for millennials who 
order digitally, Pizza 
Hut will compete with 
the Domino’s Tracker. 
We propose that Pizza 
Hut implement a text 
alert program once the 
customer’s pizza is out 
for delivery. The text 
would be sent from Pete, 
and be personalized 
with a new joke per day. 

• When building your own pizza, create page-by-page categories — scrolling throughout      
    the customization process can be tedious.
• Instead of the sign-up process being at the beginning of the ordering process, presenting  
    it at the end would give users more incentive to create an account once their order is   
    built.
• The deals section of the app should have an option to go back. 
• Giving the customer the option to put in their university campus building or suite         
    number for an office building along with a current location option would make for a   
    smoother delivery process.

App
Recommendations
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Through this system, phone numbers of loyal Pizza Hut 
consumers will now be accessible to Pizza Hut, where 
future text promotions can be utilized.



Measurement

Concurrent and post-testing will ensure that strategic communication tactics achieve the objectives. 
Concurrent testing will follow sales reports, audience impressions and impact through the duration of the 
“There For You” campaign.  These testing methods are evaluated through email interviews, online surveys 
and quality control audits to monitor awareness, perception and consideration of the Pizza Hut products. 

Post-testing will run at the beginning of the New Year, marking the end of the campaign. It will measure 

attitudes, sales and accounts registered. Recognition tests on the digital media will be most valuable for 
There For You.”

Television
Traditional radio
Social media contests
Digital display

Use of online deals
Festival attendance
Digital sales

Capture
INCREASE AWARENESS and CONSIDERATION

Clicks through

Social engagement

Use of hashtag
Rise in app downloads

Convert
INCREASE INTERNET and CHANGE PERCEPTION

Media impressions
Festival attendance

Social media contest
Membership activity

Increase in memberships

Unique page visits
Increase in online sales

More millennials view
Pizza Hut as a convenient

and premium dinner option

Evaluation

Retargeting via push
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1. 3. 5.Radio Digital Social Media
Goal: Build awareness of Pizza Hut’s 
digital ordering systems

KPI: Number of impressions

Pitfalls: Noise; Inactive listening 

Solutions: Engaging content and 
promotions

Goal: Inform audience of product 
benefits; increase brand visibility 

KPI: Bounce rate; per click;  number 
of views; web analytics; app 
downloads; number of online orders 

Pitfalls: Noise; inactive listening 

Solutions: Engaging material and 
high frequency

Goal: Increase follower engagement; 
inform consumer of product benefits 

KPI: Number of shares, likes, mentions, 
retweets, use of hashtag; web analytics 

Pitfalls: Content may be overlooked

Solutions: Direct interaction with  
followers; use of social media platforms 
as a customer service facilitator 

Evaluation
4. Television

Goal: Build awareness of Pizza Hut’s 
digital ordering systems; increase 
positive perception and consideration; 
increase confidence in consumers

KPI: Number of impressions 

Pitfalls: Muted; skipped; Noise 

Solutions: Engaging/entertaining 
commercials; high frequency during 
peak campaign months
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2. Partnerships/PR
Goal: Increase brand visibility; 
increase positive perception and 
consideration

KPI: Number of digital orders; app 
downloads; Impressions

Pitfalls: Content may be 
overlooked

Solutions: Direct interaction with 
consumers; engaging content
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