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Now more than ever, technology is being implemented into each part 
of everyday life. The pizza industry is no exception. With Millennials 
and GenXers as the primary purchasers within this industry, Pizza Hut 
understands the importance of reaching this target within the space they 
occupy on a constant basis. With digital ordering available and the industry 
quickly adapting to this growing trend, Pizza Hut is faced with bringing their 
categorical dominance into the digital ordering space. Pizza Hut’s objectives 
for this campaign are to position Pizza Hut as the top choice for customers 
who order pizza digitally, provide the greatest digital ordering experience in 
the category and increase digital ordering from 43 percent to 75 percent 
of all orders.

Pizza Hut offers a wide variety of ingredients with targeted deals over a 
digital ordering space. The target, however, does not recognize Pizza Hut 
as providing the quality experience they desire to complement their busy 
lifestyles, creating a disconnect between the experience Pizza Hut offers and 
the target.

Therefore, a deep level of primary research was implemented to understand 
the target at their core. After conducting nearly 25 hours of in-depth 
interviews within the target, an overwhelming desire for a social, digital 
experience was discovered that caters to their fast paced habits and is 
focused around deals, technology and quality. Utilizing a stream-lined ordering 
process, while focusing on the target’s overall pizza experience is key. 

The creative strategy is focused on the target experiencing digital ordering in 
an active way to compliment their busy lifestyles. Adapt will effectively utilize 
the $77 million budget by using an array of strategic media placements, direct-
to-consumer advertising, non-traditional media and integrated marketing 
communications. These tactics will be used to increase awareness and use of 
digital ordering, as well as brand awareness of Pizza Hut’s digital experience 
within the target. 
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Pizza Hut was the first player in the digital ordering 
game with the first online order ever. Though they 
took the first step in this trend, they must now 
face the threat of competitors offering innovative 
and interactive digital ordering experiences. With 
multiple consecutive quarterly losses in market 
share, Pizza Hut needed to refocus its marketing 
efforts to accommodate the changing industry 
trends. Pizza Hut’s current weaknesses lie in key 
assets lacking top-of-mind positioning for a digital 
ordering experience among consumers.
Pizza Hut holds the consumer experience as their 
core focus. Pizza Hut thrives on offering consumers 
great-tasting products and exciting promotions. 
With the Flavor of Now campaign, Pizza Hut has 
developed an innovative and targeted approach 
for consumers to experience their wide variety 
of products. By expanding upon this opportunity 
through updating their key assets and rebranding 
their entire image, Pizza Hut has pushed for creating 
an emphasis in the digital ordering space.

domino's
Domino’s is the second largest pizza chain in the world, holding about 9.4 
percent of the overall pizza sales in the U.S. In February 2015 they dropped 
“pizza” from their name to better associate their other menu items. Domino’s 
offers ordering by phone, online and through their mobile app. In 2008, they 
were the first to offer “Pizza Tracker” technology, giving customers more 
engagement in the ordering and delivering process. This past year they have 
introduced Dom, a voice ordering system. 

papa john's
Papa John’s is the third largest pizza chain in the world, holding about 6.5 
percent of the overall pizza sales in the U.S. They offer traditional phone 
ordering, as well as digital ordering online and through a mobile app. Papa 
John’s ranks number one in overall customer satisfaction among all other major 
pizza chains. Through partnerships with the NFL, Live Nation and Coca-Cola, 
they have expanded their brand through sports fans, music lovers and general 
consumers. In 2010, they released their loyalty rewards program called Papa 
Rewards where consumers can earn points towards free pizza.

little ceasars
Little Caesars is the fourth largest pizza chain in the world, holding about 4.5 
percent of the overall pizza sales in the U.S. They provide a low-price alternative 
to the competitors, as well as only offering carryout. Their recent marketing 
efforts have been humorously targeted around anti-digital ordering efforts. Their 
promotions for “Hot and Ready Pretzel Crust Pizzas” were ranked number one 
in brand memorability among the target. 

independent pizza shops
 Though large pizza chains are strong direct competitors, the overall market is mostly made up of 
independent and smaller chain pizza restaurants. Of all pizza stores in the U.S., 75 percent are independent 
and small chain pizza restaurants control about 64 percent of all U.S. pizza sales. Fast-casual and made-to-
order options appeal to the more health-conscious consumer and influence market share. The problem many 
smaller competitors face is lacking infrastructure to offer digital ordering systems to compete with large 
competitors. However, loyalty among smaller local chains is much higher among many consumers. With less 
overhead they often flourish in offering premium ingredients, sourcing food from local suppliers and creating 
a unique consumer experience. 

industry analysis
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Digitally accessed value
Deals today go hand-in-hand with pizza sales. In the pizza 
industry, digital deals have become a major focus, as consumers 
have become more value-conscious. Offering systems of deals 
and rewards create a sense of value in purchase for consumers. 
Papa John’s has a rewards program. This program has helped 
lead Papa John’s to tie Pizza Hut for the number one spot in 
customer satisfaction. Pizza Hut now offers an array of deals, many 
exclusively online like the $11 any pizza deal. Offering exclusive 
premium deals and rewards programs are necessary elements to 
increasing success of digital ordering among consumers.  

Digital Ordering
Pizza Hut currently employs a multifaceted system for digital 
ordering. The online Pizza Hut consumer purchases pizza 
more frequently and has a higher average total bill than offline 
consumers. Digital ordering offers more precise and efficient 
interactions for both Pizza Hut and their consumers. With 
consumers having more fast-paced and digitally-focused lifestyles, 
ordering systems must follow these same trends. With competitors 
offering online features such as tracking systems or voice ordering 
capabilities, Pizza Hut’s systems seem less advanced to users.  
Existing on the forefront of technology while highlighting ease and 
convenience will be necessary to the success of this campaign.

Variety of flavors
The current Flavor of Now campaign has positioned Pizza Hut 
as more than just pizza in response to new market trends. As 
competitors like Domino’s try to distance themselves from a 
primary pizza focus, Pizza Hut has added emphasis on items like 
pasta, wings, sandwiches and bold new ingredients and toppings. 
With new products, Pizza Hut now offers over two billion unique 
pizza options. Papa John’s has focused marketing efforts around 
“better ingredients, better pizza” to connect with quality-driven 
consumers. With Pizza Hut’s Flavor of Now rebrand, they have 
attempted to capitalize on this new market value surrounding 
flavor. All of these marketing efforts aim to please younger 
Millennial-based consumers, who are more focused on quantity 
and quality of ingredients, more specifically flavor. 
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This campaign will focus on a target of Millennials and GenXers between 18 years old to 49 
years old, including both males and females of all ethnicities. This campaign will be targeted 
toward technology- focused consumers who exhibit fast-paced and busy lifestyles. With 
this wide target in mind, consideration of their different media habits as well as technology 
tendencies are crucial for this campaign. This Millennial and GenX segment constitutes 
roughly 130 million people in the U.S. The target’s active and busy lifestyles require them 
to stay constantly connected and adapting to new technology.  They share one common 
characteristic: digital connectivity. Within the target, 77 percent own a smartphone. Millennials 
and GenXers are also 45 percent more likely than the average consumer to be happy with 
using a mobile app for a service. The target consumes and shares media content more than 
any other age group, and are 34 percent more likely than the average consumer to post online 
about products and services they use. Millennials are also the drivers behind the current flavor 
category, favoring bold, spicy and adventurous flavor combinations. This segment has the most 
potential to utilize digital ordering with Pizza Hut under the new Flavor of Now campaign. 
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target analysis
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Gadget Gurus
This segment has a high concentration of Millennials 
who are operating on multiple tech-devices, are 
frequently getting together socially and are playing 
games online together. They operate on most forms 
of technology and are very likely to interact online. 
Of Millennials, 87 percent use between two and 
three tech-devices on a daily basis. Gadget Gurus 
are frequently connected to their mobile devices for 
reason ranging from consuming social media content 
to watching live streams of gaming.  Millennials 
are 68 percent more likely to visit or use social 
networking sites on mobile platforms. Gaming is a 
major focus for leisure time among Gadget Gurus. 
Of Millennial males, 62 percent are playing digital 
games in their leisure time. In comparison, to 48 
percent of female Millennials are playing digital 
games. Over 40 percent of Millennials play games 
online. In fact, 81 percent of all Xbox Live users are 
Millennials. About 51 percent of those considered to 
be frequent gamers purchase pizza four to six times 
a month. This group is made up of pizza influencers, 
purchasers and users.

Primary Psychographics

The Sports Fans 
This segment is a very social group that frequently 
watches and attends sporting events. It is no 
argument that pizza pairs well with sports. Sports 
Fans have active interests, centered around watching 
and playing sports. Nearly 21 percent of the overall 
target attends sporting events. About 52 percent 
of the overall target watches sports on television, 
while 61 percent of men in the target watch sports 
on television. Of those in the target who watch 
sporting events on television, 64 percent have also 
had pizza/pasta at multiple times in the past month.  
Sports fans exist in a range of areas, including those 
who participate and view sports ranging from 
professional to nonprofessional. Of the target, 54 
percent consider themselves big fans of the NFL, and 
45 percent of men in the target consider themselves 
big fans of College Football. This group is made up of 
pizza influencers, purchasers and users.

Families 
This value-conscious and quality-focused segment 
is driven by their children. This segment is also 
the most financially stable of the psychographic 
segments. Over 63 million parents exist within 
the target, which accounts for nearly half of the 
overall target. This segment of purchasers is family- 
focused and has a very busy active lifestyle, with 
children often acting as the influencers and users. 
Of American families with children, 68 percent of 
occasions with pizza involved their children. This 
segment is also deal-driven, as 55 percent of women 
in the target with young children say they will 
gladly switch brands to use a coupon.  These same 
women are 43 percent more likely than the average 
consumer to be interested in receiving coupons 
on their cell phones based on location. Of parents 
within the target, 36 percent said they only make 
online purchases when they have a coupon. They 
are also health-conscious and consider the quality of 
foods when making purchase decisions. Of parents 
in the target, 56 percent say they check quality of 
ingredients in food products before they buy them. 
Families are the oldest of the subcategory groups, 
and they are 22 percent more likely than the average 
consumer to purchase pizza.
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primary research
Research was solidified with 40 in-depth interviews that lasted 30 to 45 minutes 
each, totaling nearly 25 hours of qualitative research within the target. Utilizing 
in-depth interviews was crucial in gaining a more meaningful understanding of 
the target’s perception of the digital ordering process and Pizza Hut overall. 
They offered significant insight into how different segments of the target interact 
with the process of ordering pizza, as well as motivation behind making purchas-
es. The research showed that consumers within the target were technology-, 
convenience-, social- and deal-focused.

Technology

Convenience 

Social

value

“[I order] when my wife is too busy or my kids have a late night 
sporting event.”

“I’m not just eating a whole pizza by myself; it’s always with 
someone else.”

“[I order pizza] often for a sporting event, like watching a Hawks 
or a Bulls game.”

“I order pizza if we have people over to the house or if we are 
having a movie night and just want some food to relax 
for a night.”

“I feel like any really good pizza deal will convince me to order 
online.”

“ [I would order online] If they had an incentive, like if you ordered 
online so many times there was a discount.”

“I like to see all the offers online that aren’t promoted when you 
call you in.”

“[I’ll download an app for] rewards. Some kind of thing where if 
you download the app you get some kind of coupon or reward or 
points.”

“When you order online there are better offers so it is a better 
deal.”

“[I order pizza during] video game tournaments that I have with 
my friends. When I have friends over, in general, but specifically 
during tournaments.”

“Football games are my most common time for me ordering 
pizza.”

“It is easier to order online when I have to personalize big orders 
because everyone wants a different topping.” 

“ We usually get the same type of pizza and its easy to just plug 
in what we want and it saves our card info and address so it takes 
only a few seconds to order.”

“Usually calling in and ordering with the kids is hectic.  Ordering 
online lets me do it at my own pace.”

“I don’t like calling because I get placed on hold a lot, or they mess 
up my order.”

“I like that it saves your credit card and you can just log into the 
account and order pizza at any time.”

“I’ve only tried ordering pizza online once, but the site was too 
confusing, so I ended up calling. If a system is too confusing, I won’t 
use it.”

“I enjoy ordering online because my order comes in on time, and I 
like tracking because I like to know where my things are.”
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It's about 

Technology
The target is digitally connected at all points of their 
day. Offering an ordering experience that matches 
the digital lifestyle of the target offers the ease 
and convenience that they need. When ordering 
digitally, consumers don’t want a challenge. With the 
target’s fast-paced lifestyles, inaccurate technology 
is unacceptable for consumers. Interface on digital 
ordering systems is crucial to success of digital 
ordering. Streamlining the experience so consumers 
can easily create and submit unique orders 
is necessary.

It's About

Social 
The act of eating pizza is a social activity for 
consumers. From the in-depth interviews with the 
target, it is clear that the pizza experience is a social 
experience. Whether they are ordering pizza for 
the big game or picking it up on the way home from 
soccer practice, this target loves to gather together 
for a flavor experience. Each segment has active 
lifestyles highlighted with active interests. This target 
is a social group that thrives in digital interaction. Of 
the target, 71 percent are interacting with brands 
through social media, and they are 30 percent more 
likely to engage with brands through social media 
than the average consumer. 

It's About

 value
Online ordering offers a more extensive range of 
deals. Consumers know this and are more inclined 
to try new experiences for better deal options. 
The target is financially motivated. If they feel like 
they are receiving a better deal, they will be more 
satisfied with placing an order. Rewards programs 
and digital deal systems are important in the eyes of 
consumers because it builds a sense of loyalty and 
brand connectivity around the digital 
ordering experience.

It's About

 flavor 
When looking at the pizza industry, offering a wide variety of flavor is crucial 
for the target. They desire an extensive range of options to fit their lifestyle. 
Focusing on flavor in relation to the digital ordering experience will provide a 
connection with the target by communicating the vast flavor potentials with 
Pizza Hut. Showcasing these unique flavors will be important, as 73 percent of 
consumers focused on an appetizing appearance. The market has mandated an 
increased need for variety, quantity and quality of pizza ingredients. Flavor is 
essential for this target.  

7

Key insights

It's about 

convenience
With the target leading busy lifestyles, providing a convenient method to meet 
their pizza ordering needs is key to developing a strong and positive consumer 
relationship. Multitasking is everyday life for the target. They don’t have time to 
fit any inconvenience into their busy schedules, especially something as mundane 
as placing a pizza order. From in-depth interview responses, it is understood 
that 75 percent of participants discussed ease and convenience as a determining 
factor for how they order. Breaking this barrier of inconvenience within digital 
ordering and creating an ease of access leads ordering pizza away from being a 
hindrance and more of a solution.
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Big Idea

Make a Flavor Play
The Flavor Play campaign will act as a campaign extension that 
showcases how the ease, convenience and efficiency of Pizza Hut’s 
digital ordering technologies connect Pizza Hut’s services with 
consumers’ busy lifestyles. It also showcases how digital ordering is 
an active, convenient improvement on the ordering process. Making 
a Flavor Play is the act of making a digital order.
 
Friends and family alike enjoy the flavors of Pizza Hut in order 
to celebrate the extraordinary as well as the everyday. However, 
18-year-old to 49-year-old consumers need a high-quality ordering 
experience that caters to their habits. Ordering digitally is an active 
way to access the flavors of Pizza Hut’s menu. It’s not just ordering 
online. It’s making a Flavor Play.

Conative 
Motivate consumers 
to download Pizza 
Hut’s digital ordering 
applications on their 
personal devices, 
and to select digital 
ordering methods 
over traditional 
methods when 
interacting with 
Pizza Hut.

Affective 
Convince the target 
that making a Flavor 
Play is not just about 
using new, trending 
technologies, but 
about actively 
ordering and 
receiving Pizza Hut 
on their terms.

Cognitive
Communicate the 
ease, convenience 
and efficiency of 
online ordering 
and introduce the 
concept of Flavor 
Play to the target 
market.

Claim Support
The concept of Flavor Play will be a logical fit as a campaign extension with the target 
market, due to their lifestyle focuses and trends. A large portion of the target is focused 
on flavor. Pizza Hut’s updated menu places an emphasis on this, so the word flavor 
reminds the target of this and creates a mental association between Pizza Hut and flavor. 
Additionally, the target has an interest in digitally focused and active concepts. Gadget 
Gurus and sports fans carry an association with the word “play” due to their lifestyle 
trends, so this will help the target form a closer bond with the active concept of Flavor 
Play. This active concept and the accompanying executions also apply to the busy lifestyles 
of families, leading these target segments to hold Pizza Hut at top of mind for digital 
ordering systems. 
 
This will be a campaign extension based on the Flavor of Now, rather than an entirely 
new campaign. Pizza Hut is still in the middle of their groundbreaking and costly rebrand, 
which places a greater focus on quality of ingredients and flavors. With this in mind, 
accomplishing objectives based around digital ordering will be best suited through 
extending Pizza Hut’s current campaign efforts and visual style.

consumer promise
Pizza Hut’s digital ordering systems provide a way for consumers 
to access all of Pizza Hut’s flavors in a manner that fits their 
technology-infused and social lifestyles. By making a Flavor Play and 
ordering digitally, consumers will be able to have a more rewarding 
ordering experience.

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 percent of all orders done 
online/mobile by the end of 2015

1
2
3

business objectives

positioning

Digital ordering is less prone to user error than phone 
ordering.

Digital ordering offers increased ease, convenience 
and efficiency, better deals and the ability to access 
Pizza Hut flavor at any time.
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Execution Tone/Manner
The Flavor Play campaign extension will showcase the product features 
and benefits of Pizza Hut’s digital ordering systems, while simultaneously 
highlighting the lifestyle benefits of making a Flavor Play anytime, 
anywhere. Executions will be centered around relatable visuals and copy, 
focusing on the ease and convenience of digital ordering, as well as the 
central concept of making a Flavor Play using Pizza Hut’s digital ordering 
systems. The call to action, embodied by the concept of Flavor Play, will 
be for consumers to download Pizza Hut’s digital ordering apps and utilize 
digital ordering. This messaging will effectively address the three 
business objectives.

This campaign extension uses relatable themes to showcase situations in 
which digital ordering is the most convenient way to go about placing an 
order. Executions also showcase the use of digital ordering through visuals 
and copy, stressing the use of Flavor Play as a colloquialism for the decision 
to utilize these technologies.

Visual Engagement:
Each image will showcase the 
Flavor Play button logo, a 
mobile or online order in the 
process of being placed and 
aspects that will appeal to the 
separate targets.

Headline: 
The headlines will introduce 
and reinforce the concept 
of Flavor Play to the reader. 
This, coupled with the visuals, 
will draw in the consumer 
and lead them to associate 
the concept of Flavor Play 
with the targeting that was 
depicted or other similar ones.

Digital Ordering 
Visual: 
Each execution will feature 
a medium through which 
consumers will be able to 
digitally order from Pizza Hut. 
Phones, tablets and computers 
are all of the most common 
methods for digital ordering, 
so those will be focused on in 
the visuals.

Copy: 
The copy for the executions 
will promote the excitement 
and convenience of making 
a Flavor Play, and highlight 
how it represents a positive 
element for the consumer 
ordering experience.

means 
NEVER PAUSing

FOR FLAVOR.

Making a

flavor play
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updated app

OPENING SCREEN
The app will feature the Flavor Play logo on the 
opening screen to create the connection to the 
consumer that they are making a Flavor Play by 
ordering digitally. The consumer will then tap the 
Flavor Play logo to continue into the home screen.

FLAVOR POINTS REWARD SCANNER 
Flavor Points will be Pizza Hut’s rewards 
program focused on creating an incentive for 
ordering digitally by tracking the Flavor Plays 
a consumer makes. The rewards program will 
incorporate a camera-enabled scan feature 
that can be used on specific Flavor Play logos 
placed at certain events and on pizza boxes. 
After consumers scan one of these specific 
logos, points will be added to their mobile 
app account leading to a promotional item or 
discount for reaching a designated point goal. 
Points are also earned with any digital order. 
Of people who scan a QR code or other tag, 52 
percent are within the target. Millennials are 
also 53 percent more likely than the average 
consumer to scan a QR code or other tag. 

The current Pizza Hut app will retain its current 
features, while adding key new features to allow 
users to experience the Flavor Play campaign 
extension. The app will introduce consumers to a 
new interactive rewards program feature utilizing 
scan software, as well as providing a quick order 
feature for purchasing the traditional American pizza 
favorites. For simplification of payment among Pizza 
Hut consumers, the app will utilize Apple Pay and 
Visa Checkout technologies. 

FAST FLAVOR 
With the Fast Flavor feature, consumers will be given a 
quick-order option for digital orders of cheese, sausage, 
pepperoni and supreme pizzas, as well as breadsticks 
and cinnamon sticks from the app’s menu bar. This 
allows the target to quickly order traditional pizzas for 
parties, events or gatherings where Pizza Hut’s wide 
variety of options may get in the way and slow the 
digital ordering process. 

HUT LOVERS EMAIL NOTIFICATION
The Pizza Hut app will utilize Pizza Hut’s loyalty 
program Hut Lovers to send targeted messages to 
users that are opted into receiving messages via email 
and text message. These messages will notify users 
of their Flavor Points, as well as current promotions 
where the points can be used.
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Internet 
The Flavor Play campaign extension is rooted in digital media to assure an increase with online 
ordering and the market share. Wide-reaching vehicles like Yahoo! and Pandora will be used to 
reach the target audience. Through billboards on Yahoo! and Pandora, the campaign extension 
will introduce the target different points of entries to order online. Yahoo! reaches over 38 
million homepage viewers within a month, 68 percent of which are between 18 years old to 
44 years old. Women within the Gadget Gurus segment would be the listener for the ads on 
Pandora. The internet radio site reaches eight million people in that segment within a month. 

Twitch and IGN will appeal to the Gadget Gurus segment who are more likely to order while 
watching and playing video games. IGN currently ranks as the number one premium gaming 
site reaching men 18 years old to 34 years old. The campaign extension will have ads placed on 
their websites with billboards, animated skins and auto-pushdowns.

Pizza Hut will sponsor the popular e-sports streaming website Twitch. Flavor Play pre-roll 
ads will be played before the top streamed games that maintain the highest total viewership: 
League of Legends, Defense of the Ancients (Dota) 2 and Counter-Strike: Global 
Offensive (CS:GO).

To increase share with the Sports Fans segment, the Flavor Play campaign extension will have 
ad placements on ESPN, Bleacher Report and Yahoo! Sports websites. These are ranked as the 
top three most popular sports websites. 

Hulu will be utilized to reach the Families segment by allowing digital ordering through an 
in-stream purchase unit, as well as ad choices to select and watch. With 82 percent of users 
between 18 years old to 49 years old and 35 percent of those users being parents, Hulu will be 
able to reach nearly 61,000 users within the target. 

SEO
With search engine optimization (SEO), the Flavor Play campaign extension will further 
solidify the word flavor and Pizza Hut together in the target’s mind. The goal of SEO will be to 
purchase specific combinations of words that could be associated with Pizza Hut and flavor. To 
account for errors the campaign extension will purchase similar misspelled words.
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Mobile
Nearly 77 percent of the target uses a smartphone and 34 percent 
uses smartphones as their primary access point to the internet. 
Mobile tactics will include a combination of mobile banners, video and 
rich media units on apps and mobile web. 

Of those using apps on their smartphones, 80 percent are within the 
target. Mobile ads will be app-integrated product placements as well 
as pre-roll videos. Those within the target are 35 percent more likely 
to be satisfied with seeing ads within apps.

Geo-fencing
Geo-fencing is a smartphone feature that uses GPS to assign 
geographical borders and send push notifications to the 
device when the user enters or leaves the fence. Nearly 40 
percent of the target likes to receive coupons on their mobile 
device based on their location. The Flavor Play campaign 
extension will use geo-fencing to effectively communicate with 
users who have opted-in on the Pizza Hut app for deals and 
notifications. The campaign extension will have these placed 
within Pizza Hut stores in the top DMAs.

Sponsored Apps 
In order to better reach the target segments on a mobile 
platform, The Flavor Play campaign extension will sponsor 
several mobile apps. Specifically, the campaign extension 
will sponsor The Weather Channel app, the ESPN mobile 
app and the ESPN Fantasy Football app. The target makes 
up 66 percent of ESPN’s users. Sponsored apps can lead 
directly to app downloads and
 product purchases.

12

ONLINE
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The Flavor Play campaign extension will run a social media hashtag campaign called 
#FlavorPlayMoments on Facebook, Twitter and Instagram. Pizza Hut social media 
followers will be able to take pictures of celebratory moments from everyday 
victories and post them tagging the Pizza Hut social media account and by using 
the hashtag. Pizza Hut will then feature the photos on the microsite. The Pizza 
Hut microsite is a landing page to display Flavor Play related content, as well as 
the user-submitted content under the #FlavorPlayMoments. Users will then be 
able to vote on individual images to be featured on the weekly Top 10 Flavor 
Play Moments. Participants will be able to vote for up to ten different Flavor Play 
Moments, adding Flavor Points directly to their Pizza Hut accounts. The winners of 
the Weekly Top 10 Flavor Play Moments will be awarded additional Flavor Points, as 
well as a Pizza Hut $50 gift card.

Twitter 
Nearly a billion people are users of Twitter 
and 63 percent of them are the target. The 
Flavor Play campaign extension can position the 
#FlavorPlayMoments heavily within the target 
market by using Twitter. Tweets would include deals 
and fun visuals.

Instagram
Instagram boasts a visual experience for their 75 
million daily users, and 78 percent of them are the 
target. Of people between 18 years old and 34 years 
old, 37 percent use Instagram. In the past year, 
Instagram has gained more than 10 million visitors. 
The Flavor Play campaign extension will be elevated 
by Instagram because their users are highly engaged 
with organic posts. Instagram currently has an 
average engagement rate of 3.31 percent.

YouTube
With over 65 percent of users between 18 years old 
and 34 years old, YouTube reaches more U.S. adults 
18 years old to 34 years old than any cable network. 
About 60 percent of the target has visited YouTube 
in the past 30 days. The Flavor Play campaign 
extension will use in-search video advertising 
to promote Pizza Hut’s video posts. With these 
promotions, the target will see posts from Pizza Hut 
at the top of the search results page. These searches 
are specifically targeted by purchased key words.

facebook
Facebook reaches over 90 million viewers that are 
within the target. The target is 30 percent more 
likely to connect with a brand on social media than 
the average consumer. About 71 percent of the 
target visited Facebook within the last 30 days. The 
campaign extension will use sponsored posts to 
increase Pizza Hut’s share on Facebook. 

13

social media

ABOUT RESEARCH creative tacticsApp imc media Evaluation



The Flavor Play campaign extension will utilize television for its 
extensive reach and targeted show choices. Fall football gives 
a great chance to reach the Sports Fans and Families segments 
during “Sunday Night Football” and “Monday Night Football” on 
NBC. “Sunday Night Football” was ranked as the number one 
program for adults 18 years old to 49 years old with “Monday 
Night Football” close behind. Sports Center will also have spots 
in relation to the sponsorship with ESPN. On CBS, “The Big Bang 
Theory” provides the campaign extension the opportunity to 
communicate Flavor Play to the target with product placement. 
The show is number one on CBS with a rating over four for adults 
18 years old to 49 years old. The product placement would have 
the cast of the show using their phones to order and eat Pizza Hut 
pizza. Of the target, 11 million watch “The Walking Dead,” making 
this an important placement in reaching each of the segments. 
For Gadget Gurus, 6.5 million watch “Gotham,” 3.8 million watch 
“The Flash” and 2.8 million watch “Arrow.” The Families segment 
watches shows such as “MasterChef Junior,” “The Middle” and 
“New Girl.” Of the segment, 7.7 million watch “The Middle,” 5.1 
million watch “MasterChef Junior” and 2.8 million watch 
“New Girl.” 

For the Flavor Play campaign extension, the television 
advertisement will communicate the active and convenient aspects 
of Pizza Hut’s digital ordering and the act of making a Flavor Play. 
This scene is targeted toward the Sports Fans segment, specifically 
the moment when the consumer chooses to make a flavor play and 
order Pizza Hut. The execution places the consumer in a sports-
centered scenario, and shows the use of Pizza Hut’s mobile app in 
an exciting and engaging way. Throughout the campaign extension, 
other segment-targeted executions will be placed in specific 
media vehicles.
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television

Fade in, background music, man 
holding mobile phone while friends 
watch sporting event on couch speaking 
indistictly. Man searches for Pizza Hut 
app. 

As man opens Pizza Hut app and 
presses the flavor button, friends on 
couch cheer in excitement over game. 

Zoom into mobile phone screen. “Most 
Valuable Player” appears on screen. 

Cut to first person view of man 
reaching out of view and returning 
with a Pizza Hut pizza Box. Fade out 
background music. 

Cut to screen with the Pizza Hut logo. 
The Flavor Play button presses down 
as The Flavor Play mnemonic plays 
and make a flavor play fades into 
screen with #FlavorPlayMoments in the 
bottom corner of screen. 
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Gas Stations 
During the Flavor Play extension, Pizza Hut will reach the target 
audience with 15 and 30 second ad placements at gas stations in 
the top 30 DMAs. About 78 percent of the viewers are between 18 
years old and 49 years old. The target is 28 percent more receptive 
to ads at the gas station, than the general population. 

Digital Billboards
The Flavor Play campaign extension will purchase digital billboards 
in the top 30 DMAs. A little over half of digital billboard viewers 
find them attractive. 

Bus Stops
The Flavor Play campaign extension will place advertisements 
at bus stops in the top 30 DMAs that place a focus on public 
transportation. These advertisements will target consumers during 
moments when they have large portions of time and will be more 
likely to notice advertising. Of those who are interested in seeing 
advertisements at bus stops, 68 percent are within the 18-year-old 
to 49-year-old target, and this target is 23 percent more interested 
than the average consumer in seeing advertisements at bus stops.

Movie Theatres
The Flavor Play campaign extension will utilize on-screen ads 
before movie showings to reach the target audience in the top 30 
DMAs. Of moviegoers, 34 percent are between 18 years old and 
34 years old. More than 22 percent of the target has considerable 
interest in ads before the movie. This is 24 percent higher than 
the average consumer. The ads would be placed before the movies 
with 30 second spots. Promotions in the ads would help direct 
the target to order from their local Pizza Hut restaurant. With a 
well-placed ad, the target will have Pizza Hut at top of mind when 
finding food after leaving the theater.

Taxi Advertising
The Flavor Play campaign extension will place video ads on Taxi 
TV within the target’s top five DMAs. The target is 37 percent 
more interested in taxi ads than the general population. Taxi TV is 
an interactive experience of video advertisements playing on the 
rear of the taxi seats facing the passengers. Nearly 90 percent of 
passengers watch the Taxi TV program and 86 percent are likely 
to seek information about the ads.

out of home
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Ticketmaster Sponsorship and Event 
 
In order to expand the user base of Pizza Hut’s rewards program 
and increase awareness of the Flavor Play campaign extension, 
Pizza Hut will sponsor the back of Ticketmaster stubs for MLB and 
NBA games. The top target DMAs have been cross-referenced 
with high attendance professional baseball and basketball games to 
comprehensively cover the target. Pizza Hut will engage the audience 
digitally through the use of the Flavor Points Rewards Scanner on 
their physical game ticket. Statistically, people who attend sports 
events are 56 percent more likely than the average consumer to scan 
QR codes and other coupon codes. By scanning the Flavor Play icon 
on the sponsored side of the ticket, users will instantly earn Flavor 
Points for their Pizza Hut account and automatically be entered to 
win a seat in the exclusive Flavor Play box seating section.

Ticketholders will be encouraged to scan during the first half of 
the game, before the fourth inning. The Flavor Play box seating 
section will be shown on the jumbotron twice during the game: once 
prompting ticket holders to scan and again after halftime, showing the 
winners of the Flavor Play box seating. The combined opportunity to 
earn Flavor Points and to be upgraded with the Flavor Play box seats 
allows Pizza Hut to digitally engage their target with physical tickets.
 
By offering the Flavor Play box seating as an incentive for ticket 
scanning, consumers who did not have the app prior to the game will 
be highly motivated to download, more so than with an intangible 
reward. The Flavor Points earned through scanning the app will serve 
as a reward for those familiar with the app as well as motivation for 
first-time users to connect with the Flavor Play campaign extension. 
The nature of a physical reward with a consumer touchpoint will lead 
to increased engagement with this particular target segment.
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events

Use your Pizza Hut Flavor Points Reward 

Scanner to scan the icon and earn reward 

points and be entered to win an upgrade to 

the Flavor Play box seating. Available only 

through the Pizza Hut mobile app.
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E-gaming tournament Sponsorship 
In order to foster increased brand awareness among the Gadget Gurus target 
segment, Pizza Hut will sponsor the three top E-Sports’ world championships: 
Dota 2’s The International 5, League of Legends Season 5 World Championship 
and CS:GO’s ESL One Tournament. Video ads will be shown during breaks 
throughout these events, and banners will be placed throughout the venue. The 
mega viewing screens for the events will be branded with the Flavor Play logo. 
Pizza Hut will also sponsor the Top Flavor Play of the Game, shown after each 
game. Pizza Hut will have the dominant share of voice at each event, as there 
are few competing sponsors of e-gaming events. 
 
Each tournament is streamed across multiple sites, primarily being viewed on 
Twitch. The 2014 League of Legends World Championship led to a total of 
288 million cumulative unique daily impressions with 11.2 million concurrent 
viewers and 27 million unique viewers. Dota 2’s tournament reached 20 million 
unique viewers and CS:GO reached over one million concurrent users this year. 
In contrast to the high saturation of advertisements associated with national 
sports, commercial messages for e-gaming events are less common and hyper 
targeted, which will lead to creating increased impressions with Gadget Gurus. 

Holiday Season Kick-off
Sales Event

The week of Thanksgiving, continuing into Cyber Monday, is one of the most 
opportune weeks for sales in the United States. The day before Thanksgiving 
is one of the largest days for annual pizza consumption and Cyber Monday is 
one of the largest online sales days of the year. During this week, Pizza Hut will 
offer consumers an exclusive Flavor Play offer of 50 percent off the price of their 
entire digital order. This will bring increased consumer perception of Pizza Hut 
as a leader in the digital ordering space and increase sales, distributing more 
Flavor Play Rewards Points and leading to more possible future sales.

Since all are digitally focused consumers, each of the segments will be targeted 
with the week-long promotion. Families, both young and mature, will be the 
most affected during this promotion since they engage in the heaviest shopping 
activity during this period.

events
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SportsCenter Sponsorship:
Top 10 Flavor Plays 
 
During the campaign extension, Pizza Hut will establish a weekly sponsorship 
with SportsCenter to present the Top 10 Flavor Plays of the week. The segment 
will list the top ten sports moments of the week, presented as Pizza Hut’s Flavor 
Plays. During the campaign timeframe, each major sports league will be in 
season: the MLB, NFL and NBA. 

In coordination with the release of the Madden 16 video game, Pizza Hut will engage with the target through in-game 
advertisements. Pizza Hut is unable to sponsor the NFL due to a pre-existing national pizza partnership, so the concept of Flavor 
Play will be introduced to football fans through dynamic ads in Madden 16. Sports enthusiasts and video game-oriented Gadget 
Gurus will digitally interact with Pizza Hut as they engage in the franchise’s NFL-centered gameplay.   

In order to smoothly integrate product messaging into gameplay, Pizza Hut will sponsor unobtrusive ads that enhance the gaming 
experience; players are more receptive to in-game advertising when it provides a benefit within gameplay. Pizza Hut will sponsor 
an achievement within the game. Completing The Flavor Play Challenge during gameplay will let players gain points within the 
game while also receiving Flavor Points on the Pizza Hut app.

Additionally, Pizza Hut will sponsor the Madden 16 in-game 
replays, creating Flavor Play Replays throughout the game. The 
point of emphasis shown at the end of the game will be titled 
the Top Flavor Play Moment. This highlight will complement the 
Top 10 Flavor Plays within the Sports Center sponsorship in 
terms of engagement with a sports-centered target. Following 
the game highlight, an ad will appear prompting the player 
to  personally make a Flavor Play. Clicking the ad will lead the 
player to the Pizza Hut app for Xbox 360 and the Pizza Hut 
website for Xbox One. The player’s digital interaction with 
Flavor Play is a key component in increasing digital orders 
through the Pizza Hut app for Xbox 360 and Xbox One.

sponsorships

Madden 16 Video Console Game Sponsorship
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aau Sponsorship
Pizza Hut will connect with young and mature 
families by sponsoring the Amateur Athletic 
Union. Each year, approximately 72 million 
potential customers visit AAU activities. 
Additionally, AAU annually hosts 30,000 age 
division events, awards 200,000 championship 
medals and receives over 100 million visitors to 
their website. As a representation of the targeted 
Families segment, 75 percent of American families 
with school-aged children have at least one child 
playing an organized sport, totalling roughly 45 
million children.

As a national AAU sponsor, Pizza Hut will 
gain exposure with a branded presence on the 
AAU website and the back of medals given to 
participants in nationwide AAU leagues. Parents 
will be encouraged to order digitally by Pizza 
Hut offering coupon codes for a discounted rate 
and communicating the message for parents to 
download the app to receive Flavor Points.   

Flavor Play Find with
Google Maps 
Pizza Hut will begin the Flavor Play campaign extension by partnering 
with Google Maps to present the Flavor Play Find. Pizza Hut’s social media 
accounts, website and microsite will maximize target engagement with the 
event by spreading awareness of the date a week before July 1st without 
directly referencing the event. During the exclusive 24 hour digital scavenger 
hunt, Google Maps users, Pizza Hut consumers and mobile gamers will be 
challenged to search Google Maps across the world for icons of crust flavors, 
pizza toppings, sauces and meats. A total of 250 items will be placed in 
Google maps across the world. For every item found in the Flavor Play Find, 
the participant will gain points redeemable for credit on Pizza Hut’s Flavor 
Points Rewards Program.
 
In 2014, Google Maps was ranked among the top 15 mobile applications, 
reaching 41.5 percent of total U.S. mobile app users 18 years old and older. 
By creating a gaming aspect within Google Maps, Pizza Hut will reach the 
female segment; 106 million females within the target are mobile
social gamers.

sponsorships
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KaBOOM! Partnership
 
As a national non-profit, KaBOOM! is dedicated to bringing an 
active lifestyle and play into the daily lives of children across the 
country. KaBOOM! specifically focuses on building playgrounds 
in poverty-stricken cities across the United States. In conjunction 
with Flavor Play, Pizza Hut will become a national partner with 
KaBOOM! to help spread the power of play to children. By 
associating Flavor Play with a non-profit benefiting the lives of 
children, Pizza Hut will gain loyalty with the Families segment; 54 
percent of the target is more likely to buy from a company that 
supports a cause that they care about. 
 
Pizza Hut consumers will be invited to participate with the 
KaBOOM! partnership by donating their Flavor Points. Instead 
of redeeming their Flavor Points for tangible rewards, consumers 
will be able to sponsor a $10 donation in their name to be given 
toward the building of a new playground. Consumers will be kept 
up to date on the progress of KaBOOM! Flavor Plays through 
the microsite. Each park that is created through Pizza Hut 
contributions will be featured on the site. 

Technology Scholarship
 
While Flavor Play focuses on the ease and convenience of digital ordering, Pizza Hut will actively work to 
bridge the gap in available technology within lower income communities. During the course of the campaign 
extension, Pizza Hut will donate $10,000 to 50 elementary schools across the nation to purchase technology, 
such as tablets and laptops.
 
Teachers will be encouraged to make a Flavor Play by describing why his or her school is in need and 
deserving of the $10,000 technology scholarship. Submissions will be accepted through the U.S. mail or 
by email in order to accommodate all submissions. The elementary school recipients of the technology 
scholarship will be featured on Pizza Hut’s social media accounts as well as on the Flavor Play microsite. 
Pizza Hut will experience an increase in earned media through local media outlets; newspapers will praise 
the elementary school educators responsible for receiving the Pizza Hut scholarship worth $10,000 of new 
technology for their school.
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sponsorships
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Objectives
 
The main objective in the media plan for the Flavor Play campaign extension will 
be to reach 60 percent of the target with a frequency of 15.

Strategies
 
The Flavor Play campaign extension will purchase ads and sponsorships between 
July and December. Traditional and non-traditional media will be used to build 
awareness for the campaign extension and increase consideration for digital 
ordering with Pizza Hut. The campaign extension will target three specific 
segments to increase the market share with digital ordering.
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Scheduling
To reach the target audience and campaign objectives, television, out-of-home, 
mobile, online, and social media will have frequent ad placements. The Flavor 
Play campaign extension will focus on scheduling for high frequency across 
these mediums during the first months of this campaign extension. This will 
ensure a strong foundation in the early stages of the campaign extension. Placing 
additional emphasis around the top pizza ordering days within the campaign 
extension, such as Halloween, the day before Thanksgiving and New Years Eve, 
will reach the target specifically when making a Flavor Play is needed. For the 
remainder of the time, the campaign extension will keep a consistent medium 
frequency with the target. 

Share
The target audience is heavily involved in social media. About 88 
percent of people between 18 years old to 49 years old use social 
media. The Flavor Play campaign extension will use scheduled 
posts to prompt social media users to share posts from Pizza Hut 
to their friends. Two key times when the target shares is early 
afternoon and primetime.

word of mouth

social media

viral videos

website

mobile app

social media pages

mobile

online

television

social media

digital and 
traditional OOH

earned

owned

paid

Media Rationale
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sports fans gadget gurus families

tv tv tv

online online online

imc imc imc

Heavy

medium

light

This segment stays updated with the results and highlights 
of sports. About 52 percent of the overall target watches 
sports on television. The campaign extension will have 
ads played during professional sports events. To reach the 
segment online, billboard and pre-roll ads will be placed 
onto top sports websites.

Millennials are 81 percent of all Xbox Live users. About 51 
percent of those people purchase pizza four to six times 
a month. The campaign extension will reach this segment 
with ads placed during e-Gaming tournaments and popular 
video game websites. The ESL One Tournament gained 
over 8.8 million unique viewers.

This campaign extension will target the Families segment 
in multiple strategic ways, such as a sponsorship with the 
Amateur Athletic Union. About 75 percent of American 
families with school-aged children have at least one child 
playing an organized sport. Another focus is Hulu because 
35 percent of users are parents within the target. The 
average age for a user is 39 years old. 

media schedule
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The Flavor Play campaign extension 
will focus on the 30 top DMAs 
nationwide, selected by cross-
referencing cities with the highest 
population and target composition 
against areas with high concentrations 
of Pizza Hut store locations.

target dmas

1. New York City - NY 44.84

2. Los Angeles - CA 47.58

3. Chicago - IL 50.52

4. Philadelphia - PA 47.62

5.  Dallas/Fort Worth - TX 49.46

6. San Francisco - CA 53.82

7. Boston - MA 56.64

8.  Washington DC 53.94

9. Atlanta - GA 54.18

10. Houston - TX 49.02

11. Detroit - MI 42.98

12. Seattle/Tacoma - WA 54.90

13. Tampa/St. Petersburg - FL 48.56

14. Minneapolis - MN 55.14

15. Miami - FL 48.22

16. Cleveland - OH 44.28

17. Orlando - FL 53.62

18. Sacramento - CA 47.22

19. St. Louis - MO 49.24

20. Portland - OR 47.24

21. Pittsburgh - PA 50.10

22. Ralegh/Durham - NC 53.18

23. Charlotte - NC 50.48

24. Indianapolis - IN 46.96

25. Baltimore - MD 47.94

26. San Diego - CA 51.06

27. Nashville - TN 50.38

28. Wichita - KS 43.92

29. Columbus - OH 52.02

30. Louisville - KY 44.34

Percent of target 

composition
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budget

online

tv

ooh

social media

imc

maintenance/production

contingency

2.5
22

%

28.5
%

13
%

9
%

20
%

% 5
%

77
million

$

17 million

22 million

10 million

7 million

15.2 million

2 million

3.7 million
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Create Apps Across All Major Game Consoles
Pizza Hut already has a game console app on the Xbox 360. 
With the newest consoles being released, Pizza Hut has the 
opportunity to be innovative and format apps for the newest 
models, allowing them to stay current in the eyes of their 
consumers.
 

Native Advertising
Pizza Hut could leverage native advertising to increase 
engagement with the Flavor Play campaign extension. Branded 
stories and in-stream placements on news and entertainment 
sites like Buzzfeed, People and USA Today reach the target while 
they are actively seeking information. 

Corporate Partnership with the NCAA  
With the major sporting championships of the NCAA falling 
outside of the campaign extension time frame, Pizza Hut has the 
opportunity to become a Corporate Partner with the NCAA. 
Corporate Partners support all 89 NCAA Championships and 
are granted a wide variety of benefits, including certain category 
exclusivity around the use of NCAA logos, marks, designations 
and championship tickets.

Super Bowl Replay Sponsorship
With the Super Bowl falling outside of the flight dates, Pizza 
Hut has the opportunity to sponsor the replays of the Super 
Bowl. This would be a continuation of the Flavor Play campaign 
extension by continuing similar elements of the replay 
sponsorships. 

Domain Purchases
Purchasing domain names such as flavorplay.com and flavorplay.
pizza will make finding the correct landing pages easier.

Digital Order and Sales Analysis
One week before the beginning of the campaign extension, the percentage of digital orders 
will be measured. For each week following, digital ordering will continue to be monitored and 
measured to show effectiveness throughout the campaign extension. Sales will be monitored 
weekly while the Flavor Play campaign extension is in progress. Tracking this data will provide 
insights for which parts are efficient in transitioning sales toward digital ordering and which 
areas need improvement. Incentive redemptions, such as the Flavor Points Rewards Program, 
will also be monitored in order to measure the success of the Flavor Play campaign extension. 
Geo-fencing components will be implemented within the app to identify and track areas of 
brand loyalty and interest for further promotions. Each Flavor Play branded scan code will be 
monitored and Flavor Points will be tracked to measure interaction. This will also measure the 
effectiveness of reaching the target of 75 percent of all orders done digitally by the
end of 2015.  

Social Media/Mobile/Web
Social tracking will be used to measure buzz on earned and owned media. Attitudes will 
be gauged toward Flavor Play by tracking hashtag use, the increase in account fans and 
followers and number of shares and likes, leading to the identification of successful events 
and promotions. Google Analytics and CTR will measure the daily success online and digital 
media has on the awareness of Flavor Play. Online portals will be monitored throughout 
the campaign extension to track each conversion to the landing pages. This will show the 
effectiveness of the online executions and stats on click-through rates. This specifically offers 
measurement for providing the best digital ordering experience in the category, as well as 
reaching 75 percent of the target in digital orders.

Post Digital Order Surveys 
A third-party company called ForeSee will be used to measure the effectiveness of positioning 
Pizza Hut as the top choice for customers who order pizza digitally, as well as providing 
the greatest digital ordering experience in the category. This will be done by ForeSee’s 
multichannel customer experience analytics. After digital orders are placed, a post-order 
survey will pop-up asking customers about their digital order and overall experience, as well as 
how they rank in comparison to the competition and other ordering experiences. 

Evaluations 
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Secondary research 
for this campaign 
was accumulated from 
reputable consumer 
databases and sources 
including:

campaign director

Research team

IBP team

creative team

media team

Mintel
Nielsen
Quantcast
Digital Strategy Consulting
PMQ Pizza Magazine Quarterly
eBizMBA
AdAge.com
AdWeek.com
Technomic Flavor Consumer Trends 
Report
the American Customer Satisfaction 
Index
Pew Research Center
Franchisechatter.com
FranchiseHelp.com
Dominos.com
LittleCeasers.com
PRNewsWire.com 
Census.gov 
2014 Doublebase GfK MRI
aausports.org/
TVSeriesFinale.com
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ethan fager

kristyn assise

kyle smitherman

john cavanaugh

cody pickett

suzanne scheetz

nathan welp

Research Director

IBP Director

Media Director

Creative Director

Art Director

Assistant Research 
Director

Assistant Creative 
Director

Lizzy Grubbs
Chelsea Lamb
Josh Cook
Keely Collier

Stephen Logomasini
Michael Nichols  
Jesse Sallee

Rachel Giese
Nikki Mark
Rachel McIntyre
Michelle Nowak
Kiana Dunson
Shelbie Freeman
Alice Brumfield
Aaron Huntley
Olivia Cale

Spencer Abbott
Shae Gist
Chantal Caldwell
Bethany Gordon
Zach Poor

Kaitlyn Helmer
Danny Gallagher
Ross Williams

Sara Venable
Cassie Sloma
Elizabeth Burris
Addison Wolf
Megan Fisher


