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EXECUTIVE Summary
Welcome to Agency 240. Advertising is a
business of ideas and we are excited and
thankful for the chance to present our best.
We have been tasked by Pizza Hut with
the opportunity to create a promotional
communications campaign to generate trial
while increasing new and current use of
Pizza Hut’s digital ordering platforms.
On the pages here, you’ll find we’ve devised a
unique campaign strategy that drives online
ordering by reminding the consumer of what
pizza really represents to our hectic, overstressed lives where “time poverty” rules
individuals and families alike. It doesn’t take
a multitude of focus groups to know that
Pizza is associated with fun and celebration,
after all, the term “pizza party” is part of our
culture. In researching and understanding
our target audience segments, we’ve
redefined the term “party” to incorporate
any and all of life’s events, big and small, not
just the obvious special occasions.
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Position Pizza Hut as
the top choice for
customers who order
pizza digitally.

We know especially with Millennials that
most want to be the life of the party, the
“host with the most.” That desire doesn’t
change when the “party” is as simple as a
date or family time. Our campaign shifts
the perception among our tech-savvy target
audiences to Pizza Hut’s digital ordering
being the obvious choice for any potentially
celebratory moment of the day.
We put the customer in the spotlight by
showing them the ease of being the hero
of their own life’s pizza party, however they
might define that. Our campaign leverages
both traditional and non-traditional media,
as well as promotional initiatives, in-store
merchandising, and public relations tactics
all working together to meet the primary
objective for Pizza Hut. As an agency made up
of the heart of your Millennial demographic,
let’s roll up our sleeves, order some pizza
and get started!
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Provide the greatest
digital ordering
experience in the
category.
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Reach the target of
75% of all orders
placed online/mobile
by the end of 2015.

A RY

Millennials

• Ages 18 through 34
• Facebook users
• Like to fit in but be
unique
• Don’t follow food
social media sites
• Online-only deals
instigate purchases

How’s it going? I’m René. I’m a 22-year-old, soon to be
college graduate and I’m totally stressing about money.
Paying off my student loans is a big worry, so I’m always
looking for deals to help out my bank account.
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Parents
• Ages 25 through 44
• Light Facebook users
• Primary reason for
ordering food is
“don’t want to cook”
• View voice technology
as counter-productive
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Hi ya’ll! I’m Jordan, mom of two little ones that keep
me on my toes. Between the guitar practices and the
dance classes, careers and life, well, it’s never boring.
My favorite part of the day is seeing my children’s
excitement as they grow and learn. I keep track of
In my spare time I love hanging out with my friends. everyone’s schedules on my calendar app on my tablet
They give great advice about clothes, guys, and even which I couldn’t live without! Makes my life so much
food. I trust their input, especially over anything on easier.
social media. You just can’t trust some people’s posts.
I always give them a hard time though about being on Technology can be frustrating though, take voice
their phones all the time, but I guess I’m the same way. ordering and voice texting. What is the point of this
I’m constantly checking social media and uploading stuff? I end up screaming at my device because the last
pictures of what I’m doing. I’m not like everybody else four times I asked it to do something it got messed up.
though, so I try to make my posts unique. I hate to admit It’s just too much of a hassle.
it, but I get really excited when my photos and statuses
get likes or shares. It just feels good to be recognized! I’m not saying I’m not tech savvy, I do use Facebook,
but I’m not on it 24/7. I just catch up with my friends
I know it’s kind of silly, but I actually avoid talking to and family and maybe post a few inspiring quotes every
most people I don’t know; doing everything online is now and then. Those can really change a person’s mood.
just easier. Everything except ordering takeout; I’m Oh! And brag about my kiddos, of course. Speaking of
sorry, I just don’t see how making a quick call is harder which, I better go feed them. I’m too wiped out to cook
than ordering by clicking so many buttons online?
though. Hmm, maybe I’ll just call for pizza.
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Dependents
• Ages 12 through 17
• Use Instagram and
Twitter
• Video games are a
big past time
• Part of dinner decision
making process

What’s up?! I’m Gabe. I just started my freshman year
of high school and it’s nothing like I expected! There are
so many people in my classes and I’m trying to “friend”
all of them. Facebook is so old though, so now I keep
up with most friends on Instagram. I mostly use it to
post and comment on pictures, duh! I also use Twitter
to stay updated on what’s going on in the world. Katy
Perry at the Super Bowl is still all anyone can talk about
and it’s been months!
Normally, my day at school ends up with me waiting
impatiently to get home so I can play video games!
Just don’t tell my mom and dad that I’m not “mature
enough” for them!
I’m usually hungry when I get home, so I just grab a
granola bar for a snack, finish my homework and then
play my Xbox until dinner. Mom thinks dinner is very
important family bonding time, or whatever, but we
each get to put in our requests. To be honest, I’m totally
happy to eat out or order every night, especially over
my mom’s home cooked food. All I’m saying is, if our
dog won’t eat it than why should I?
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LET’S

Strategize

Any marketing strategy worth its salt is first
grounded in solid research, so to truly understand
both the category and our audience, we started by
gathering Simmons, Adology, AdMall and Nielson
data, as well as professional secondary research
resources and articles. Then we focused our efforts
talking with our targets, conducting three types of
primary research.

Observational Research

We analyzed company and competitor websites
and social media seeking insights about Pizza Hut
and what the consumer’s perspective is towards
the number one pizza chain. We also downloaded
the Pizza Hut app and ordered from the multiple
devices provided to experience for ourselves and
test the efficiency of the technology.

Surveys

We conducted two surveys of males and females
aged 18-44 and one focused on millennials ages
18-24 and received over 200 responses. These
surveys provided quantitative data and qualitative
insight on consumer’s attitudes towards digital
ordering and their reasoning for choosing the
means of ordering they use, as well as what their
perception of Pizza Hut truly was.

In-Depth Interviews

We met with parents ages 18-44 with at least one
child and males ages 18-24 who gave us more
personal information as to why they order the way
they do. Knowledge about what is disliked about
certain ordering platforms was also discovered.
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Research Summary

Our formal, quantitative survey and interviews
led us to discover that ordering habits of
consumers are as versatile as the many ordering
options Pizza Hut provides, and a surprising
amount of customers through the range of ages,
fail to see the convenience of placing their order
in digitally.

They strive for instant gratification. These groups
represent the most targeted generations yet
and, not surprisingly, are also the most skeptical
of modern marketing tactics. Sense of control is
valued as much as convenience and speed.

What is considered convenient to one person
in a specific age demographic is not the same
Millennials and gen Z don’t want to be “sold to another in that same demographic. Digital
or told.” Rather they are brand loyal to the ordering is seen as benefiting the company
companies that understand them and “get it,” rather than the consumer, who say they should
finding connections with brands that fit into feel like they accomplished something for
their lives. They turn away from brands that ordering digitally.
force them to adapt or change.

What it comes down to:

?

Some millennials didn’t know Pizza Hut
had an app (they didn’t care either).

$

Three-fourths of consumers would be
more likely to order digitally if it cost
less than calling in.

Consumers don’t see online ordering as
any more convenient than calling.

Millennials need an incentive to order
online not just once, but every time.

Voice ordering apps are seen as
unnecessary (trackers are seen as very
useful).

Pizza Hut’s website is viewed
by the majority as unreliable.

e
t
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• Family-oriented
• Many devices to order from (Hulu, Xbox, smart
phones, computers, and tablets)
• High brand recognition
• Has the “save instantly” function on the app
• Outspends competition
• World Hunger Relief charity
• Online ordering is not viewed as convenient
• Perceived as less technologically advanced
than the competitors
• Unreliable website
• Low awareness of app
• Misinformation about terms of deals
• Do not have memorable products/
promotions/ campaigns
• No designated spokesperson

SWOT
Analysis

• Room to grow in digital sales with customer
loyalty programs
• Book It program
• Scholarships
• First thing ever ordered from the Internet
• Sales with side items offered
• Competition is seen as more millennial friendly
• Papa John’s partnership with NFL
• Domino’s pizza tracker
• The rate of downloading new apps is very low
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WHAT ABOUT The Other Guys?
Pizza Hut competes with other national chains and independents in the
category, as well as with the broader QSR category, and the ever-increasing
competition across many categories for the market’s limited discretionary
income. The main two competitors of Pizza Hut are Domino’s and Papa
John’s. Little Caesars is not seen as a primary threat to Pizza Hut (while it is to
Papa John’s). Domino’s is viewed as the more tech-savvy chain and is favored
among millennials ages 18 – 24. Domino’s is very active in social media and
has tapped into what their customers want via use of varied media channels.

• Increased customer interaction by
128% with the use of Astute SRM (a
tool that makes interacting with customers
quicker). It automatically searches for
hundreds of Twitter key words and
constantly monitors the Domino’s
Facebook wall to find posts that
need attention.
• Pizza Tracker allows customers
to see where their pizza is in the
process from assembly to delivery
at their house.
• Domino’s PizzaTurnaround.
com allows users to post thoughts,
both good and bad. The use of third
party endorsement through these Tweets
increased credibility and customer
involvement with the brand.
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Papa John’s is more favored among families for the perception of fresher
ingredients, but still comes in third behind Domino’s and Pizza Hut. Papa
John’s point system and ties to football are strong assets and remain the
focus of their promotions.

• Uses the football season
(#UpYourGame) to gain customer
interaction on social media outlets.
• Has a text offers/alert system.
Customers can text a phone
number and receive weekly
deals.
• With Papa Rewards, customers
earn points toward a free pizza
with every online order, so
the more digital purchases a
customer makes, the more free
pizza they can earn.

THE Creative Strategy
When researching our target audience, one
finding that stood out over and over to us was that
ordering pizza is most associated with fun, parties,
and causes for celebration. Choosing Pizza meant
it was family time, time with friends, or even time
to party! Unfortunately, those times are becoming
rarer in today’s hectic, 24/7 lives. So our target
audience truly seeks and appreciates the times
they can be recognized and feel special, connected.
Understanding these key research insights, we
developed a creative strategy that redefines “Party”
to incorporate any life moment, no matter how big
or small, where one can celebrate and achieve the
instant gratification they seek, becoming the hero
of the moment via the ease of digital ordering.

click click,

Hooray!

With the click click, Hooray! creative platform, we
will reinvent the nostalgia and celebratory feeling
of the timeless adage, Hip Hip Hooray for a new
generation, tying into their predisposed digital
mindset. We combine the key aspects of online
ordering and normal life moments, while appealing
to the consumer’s need to feel special. With our
campaign we’ve captured the most memorable
essence of pizza while showing our target audience
that ordering digitally from Pizza Hut will make
even the most normal life event a celebration, and
in turn reinforce them as the “hero of the moment”
through their digital ordering experience.
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TV Commercials

TV STORYBOARD: The Red Zone :15

Script by Travis Williams - Storyboard by GaBrielle Boyd

1

2

3

Slow Motion: a family is lookA little girl reaches into a
Dad adds to the grocery list.
ing for food in their kitchen.
cookie jar.
Football Commentator: They’re in the Red Zone, and it’s the 4th. Do they kick a field goal or go for
the win?

5
Mom walks towards the
tablet on the counter.

6
The little girl watches Mom
with a look of shock.

8

10

Mom taps on the check out
button.

The family celebrates and the
mom looks into the camera.

Commentator: Score!

Mom: (Cool, confident) click
click, Hooray!

Mom watches, looking like
she is in total control.

7
Mom uses the Pizza Hut app
on the tablet.

Commentator: Marv, it looks like they’re going for the win.

9

4

11
Graphic: click click, Hooray! /
pizzahut.com logo appears.
Anncr : Click pizzahut.com now
to buy-one-get-one-free.

8
Dad gasps as the suspense
builds.

TV STORYBOARD: Living Room Warzone :30
Script by Presley Brown - Storyboard by GaBrielle Boyd

1
Scene opens in living room.
Matt is playing Xbox.

2
Cut to his girlfriend, Sasha,
walking in behind him. The
look on her face says that he
hasn’t moved since she left.
Sasha: Matt! All you ever do is
play Xbox!

6
Cut to Sasha, who is now in a
slightly risqué uniform.
Sasha: Drop and give me 20
soldier!

7
Cut to close up of Matt’s face.
Matt: Wow, that’s kind of hot.
Wait, focus, man! You have to
pull this off or this living room is
going to turn into real warzone.

11

12

Cut to Sasha unable to control
a smile.

Cut to Sasha and Matt on the
couch with Sasha kissing Matt
on the cheek.
Matt: (Coolly) click click,

Hooray!

3
Sasha walks around the couch.
Sasha: I assume you didn’t get
dinner like I asked you to!

4
Cut to Sasha. The scene freezes
as she trails off.
Sasha: Honestly I justMatt: Man, she’s angry.

8
Matt thinks, then pulls up the
Xbox ordering app. Cuts of
ordering process (selecting
app, choosing pizza, submitting
order).
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5
Cut to Matt looking at the
frozen angry Sasha.
Matt: She’s kind of like that
drill sergeant at the beginning
of the game...

9

10

Cut to Sasha. The scene unfreezes.

Cut to Matt gesturing to the
couch.

Matt: Hey, don’t worry about
it! Dinner is on its way.

Matt: Now, how about you
come over here and relax?

14

Graphic: click click, Hooray! /
pizzahut.com logo appears.

Cut to Sasha and Matt sitting on
the couch eating pizza.

Anncr VO : Click pizzahut.com
now to buy-one-get-one-free.

Sasha: Did you remember to
take out the trash?

15
Matt’s eyes get wide.
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TV SCRIPT: Package Drop Off :30
Script by Jason LaRiviere

Video

Video

Audio

Scene opens in a desert warzone. Two soldiers,
Soldier 1 and Soldier 2, are crouched behind a
tattered brick wall.

TV SCRIPT: Career Day :15

Both soldiers look over the wall and shoot in the
direction of the advancing enemies.

Soldier 2: Man, theres so many
of them!

They return to their cover.

Soldier 1: I’m trying, I’m trying!

Soldier 1 looks over to Soldier 2.

Soldier 2: Just order in the package!

Soldier 1 looks down at his tactical command
screen strapped to his forearm.

Soldier 1: Not yet!

The Hut logo flashes on the screen and Soldier 1
double taps the logo.

Soldier 2: Do it! We don’t have
much time!

Script by Travis Williams

Video
A middle school classroom with a
parent upfront of the class. Career
Day is written on the chalkboard.

Teacher: Welcome to
Career Day!

Cut to a bully whispering to the
parent’s son, Tyler. Tyler is
embarrassed.

Bully: (Mockingly) Is that
your Daddy?

Both soldiers look up to the sky and notice a
capsule rapidly falling down to the ground.

Cut to the dad noticing that his son
is embarrassed and doesn’t want
to be “that” dad.

The capsule crashes into the ground, stirring up
dirt and dust everywhere. Soldier 1 and Soldier 2
both shield themselves from the debris.

The dad reaches into his pocket
and takes out his smart phone.

Both soldiers open their eyes and look at the
capsule opening itself in the battlefield. After the
capsule opens, a Pizza Hut delivery man steps out.

Cut to the students jumping out of
their seats and raising their arms in
excitement.

The camera pans out to show the scene on a
television screen.

Pizza Hut Man: Did someone order
for a package drop?

Dad: Why don’t I talk
about my job over pizzawho’s hungry?
Students: Yay!

Cut to the Pizza Hut app on the
dad’s phone.

Two young men are sitting on a couch with Xbox
controllers in their laps and a Pizza Hut box in
between them.
The men turn to each other with arms raised.

Both: click click, Hoo-rah!

Graphic: click click, Hooray!/pizzahut.com logo
appears.

Anncr VO : Click pizzahut.com now to
buy-one-get-one-free.
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Audio

Cut to Tyler turning around to face
the bully.

Tyler: Ya, That’s MY dad!

Cut to dad with arms up and the
kids chanting.

Kids: (Chant) click click,
Hooray!

Graphic: click click, Hooray!/pizzahut.com logo appears.

Anncr VO : Click pizzahut.com
now to buy-one-getone-free.

R

THE Radio

RADIO: Nose Bleed Problem :30
Script by Travis Williams

Characters

Dialogue

Fan 1:

Sweet! Up by 10! Can’t get
much better than this, huh?
SFX: Game sounds

Fan 2:

Well actually, it could get better
- I am starving.

Fan 1:

Go get something!

Fan 2:

And miss the game? It’d be nice
if I could get the concessions
guy’s attention from these
nosebleeds you got us.

Fan 1:
Fan 2:

Ya, ya, always complaining, but
maybe this will shut you up.

RADIO: Worry Free Evening :30

Script by Travis Williams

Characters
Narrator:

Dialogue
So you want to be a super parent. Do you have what it takes?

Dialogue

Woman:

A long and tiring day at work
isn’t something I asked for.
SFX: Office sounds

Woman:

Then, home to the kids who
still have all their energy.
SFX: Children running and
yelling

Can you stop a screaming kid?
SFX: Crying baby

Narrator:

Can you win an argument with
a teenager?
SFX: Door slamming

Woman:

And on top of that, I need to
help them with homeworkSFX: Child complains

Narrator:

Can you juggle everyone’s
schedule?

Woman:

Get them bathed SFX: Bath water running

Child:

Dad, I have soccer practice and
then Ben is coming over.

Woman:

And to bed on time.

Child:

No way mom!

Woman:

Thankfully, I can still be the
“cool mom” at dinner with
just a click.
SFX: Doorbell. Door opening

Pizza Man:

Pizza Hut Delivery

Kids:

(Chanting) click click, Hooray!

Anncr:

Anncr VO : Click pizzahut.com
now to buy-one-get-one-free.

With an iPad??
Narrator:

Do you have all the answers?

No worries, I got this!

Narrator:

Can you read your spouse’s
mind?

Fan 2:

Suuuuuure?

Mom:

Fan 1:

Hey, with Pizza Hut, I’m just a
click click away from you saying
“hoo-ray.”

(Exasperated) Honey you got
dinner right?

Dad:

SFX: Mouse click click
(Confidently) Wait for it- click
click, Hooray!

Anncr VO : Click pizzahut.com
now to buy-one-get-one-free.

Characters

Narrator:

Fan 1:

Anncr:

Script by Jason LaRiviere

RADIO: Super Parent :30

Narrator:

Anncr VO : Click pizzahut.com
now to buy-one-get-one-free.
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PARTIES NEED

Banners

Web banners, that is.
Animated web banners grab viewers’ attention much
more effectively than static banners. To drive clickthrough rates, we’ve developed our web banner and
roll over ads to be displayed on multiple websites,
online radio sites, and mobile devices.
The design elements of the ads grab viewers’ attention
visually: circles increase/decrease in size; curved blocks
of color have a ripple effect. The animation helps draw
the consumer into the message and call-to-action offer.

ORIGINAL
ROLLOVER

12

MAKING Heroes

Who knew becoming a hero was just a click away?
Our digital-minded target audience always seeks
YouTube worthy events to make viral, so we’ve
developed a specific guerrilla marketing event to
leverage this medium. This Pizza Hut Moment will
take place in Union Square, San Francisco, one of
our most populated areas of geographic emphasis.
Here’s the set up; there is a computer mouse
sitting atop a platform. Above the platform is a sign
that says,

“Click to Become a Hero.”

.CO
T
U

M

“Hey, he/she got everyone pizza! click click,
Hooray! A red carpet is rolled out in front of the
participant, velvet ropes are put up on either
side and our ‘Pizzarazzi” swarm the area and
begin taking pictures. For a woman, a crown/
cape is draped across her, then she’s given a large
bouquet of flowers; if it’s a man, a referee will
come out and raise his arms in the air, then he’s
given a championship belt. An announcer enters
the scene with a microphone and asks the click-e
what their name is, alerting everyone in
BE
T H the square they will be getting a free
pizza thanks to them.

RO O

E AT P I Z Z

HE

AH

E

For the brave soul who decides
to click the mouse, the
unexpected scene will unfold
Pizza slices will be handed
before them. Several Pizza
out on specialty plates that
Hut delivery riders will
say “Be the hero of your
dart in and approach the
own party: order online at
click-e with a multitude
pizzahut.com” around the
of pizza boxes. “Here are
rim. The middle of the plate
your pizzas! Have a great
will have the click click,
day!” The majority of the
Hooray! theme art.
people who watch the event
unfold will be given a slice of
Recordings of the event (taken
pizza, all thanks to the person
professionally by Pizza Hut) will be
who “ordered” digitally. After the
edited into a :60 second commercial
pizzas are dropped off, several elements
to go viral. The commercial will end with
reinforce the messaging: Actors in the square the call to action, “Who knew becoming a hero
begin shouting and congratulating the participant was just a click away?” Followed by click click,
Hooray! theme art and website.

Union Square is a large public area downtown in one
of our most populated areas of geographic emphasis.

W

O

O
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Pizza Hut deliverers will ride on scooters giving the
“delivered to you” feeling without the hassle of
maneuvering vehicles in the likely crowded area.
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FACEBOOK

What is your pizza party?
Over a third of Millennials report a stronger
connection to brands with a social media presence,
yet they don’t follow actual food category pages.
We know Facebook has high membership and
quizzes have proven very beneficial in connecting
to users. We developed a quiz that incorporates
the “fun factor” associated with pizza, and
creating exposure for the Pizza Hut brand in a more
interactive way. Quiz results include: The Gamer
Gang, Bookworm Bunch, Little One’s Legion, Party
Posse, Sport Swarm, and Movie Mob.
Taking the brief, fun quiz will result in the
recommended online ordering vehicle most
beneficial for that consumer. We will also include
a link to Google Play or the App Store to download
the app for their smart phone. An “order now”
button will also be included for instant access.
Further, an offer code for $5 off any digital order of
$10 or more will be posted as a reward for taking
the quiz.
The quiz results will be sharable to Facebook,
Twitter or Instagram through a link. Our theme
art for click click, Hooray! will be placed on this
page to solidify the concept that ordering digitally
through the avenue suggested will create success
and celebration for our target audience.
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Research says...

Social

• Facebook is seen as strong for the parent or • Our research tells us that our target audience
seeks deals and coupons to consider
older millennials; Snapchat and Instagram
a purchase
are the most used media by younger
millennials
• Millennials prefer interaction and all three
forms of social media provide them with
that experience

INSTAGRAM

SNAPCHAT

#tapthatapp promotion on Instagram Promo codes

for online only orders
will
be
supplied
with
pictures
or graphics of unique
allows for people to post pictures of their pizza
parties or gatherings that include Pizza Hut pizza. Pizza Hut deals on specific days. These deals will
The first week of every month, Pizza Hut will post vary and Pizza Hut will only send these out on
National Pizza Days.
about #tapthatapp week.
They will choose a random participant six days of
the week to feature on Pizza Hut’s page. On the
seventh day, each chosen participant will receive
a code for a free pizza ordered online. Pizza Hut
will also give away a 500GB Xbox 360 (equipped
with the Pizza Hut app) to one of the chosen
#tapthatapp participants.

For example, National Pizza with Everything
(Except Anchovies) Day is November 12.
Pizza Hut will send out a code to get half-off a pizza
with everything except anchovies. For Snapchat
users, Pizza Hut can even declare its own pizza
days, like “National Stand on One Foot Eating Pizza
Day” to incentivize a higher rate of digital orders.

*We estimate giving away six Xbox 360s during the duration
of the promotion.
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THE

Merch

An effective promotional campaign is more than just clever print ads and
attention grabbing commercials. it involves all touch points of the brand;
from the store, to the employees, to the customers, to the merchandising.
It’s a multimedia campaign across multiple platforms internally and
externally. The following tactical ideas incorporate the campaign strategy
into Pizza Hut’s ordering and delivery routine.

Vehicle Magnets
For the delivery vehicles, each city with at least one
Pizza Hut will receive two 14”x17” vehicle door magnets.
This integrates the campaign even further to our
delivery vehicles, reaching more people out and about.
*We estimate a total of 8,648 magnets needed
for the 4,324 cities that have at least
one Pizza Hut restaurant.
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Point of Sale Banner
To grab the attention of patrons passing by, an 8’ X 3’ banner
will run along the entrance or side of all 9,125 Pizza Hut
locations in the nation.

THE

Promos

FOOD
PR Initiative
A more modern twist to staff wearing ordinary
buttons are promotional wristbands. To incorporate the click click, Hooray! concept into
the stores with the employees, they will each
wear a customized wrist band with the click
click, Hooray! theme art printed on them. It is
important to our target audience to associate
with companies that have a social conscious, so

Fight

our public relations initiative ties in here. From
September to October, Pizza Hut will fight
hunger. With every online order placed, Pizza Hut
will donate $1 to the World Hunger Organization
and the customer will receive a wristband
signifying this effort. This will be a limited time
only promotion where the first 100 online orders
made at each Pizza Hut location in the nation will
get a wristband.
*We estimate a total number of 1,160,000 wristbands
being distributed.

Coupons/Stickers
For the first two months of the promotion, we
will drive online orders through a simple discount
incentive of $5 off your next online order. The
coupon will be attached to the Pizza Hut box
by a click click, Hooray! theme art sticker.
*We average about 2,000 boxes and stickers per month
for each of the 9,125 Pizza Hut locations in the nation.

E-mail Push
Pizza Hut will have “Cyber Monday” every week
in the promotional period. On Cyber Monday, customers can order a two-topping pizza online or
through the app/Xbox and get another pizza free.
The offer will not be valid with any other codes/
coupons or online orders, by phone, or in the
restaurant. Consumers will be notified of these
deals through Pizza Hut’s current e-mail database.

Wristbands will feature a graphic on the front
promoting the click click, Hooray! campaign and
a statement on the back:

“ Saving the World from Hunger
			
one Click at a Time.”
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LET’S GET
Order Submission

In order to carry our campaign through to the point
of purchase, we have developed a submission
screen that will pop up whenever a person places
an online order. This screen is the last impression
the consumer sees after they place their order.
The message is personalized to evoke instant
gratification and a feeling of celebration and
provide a more personal online experience.
While the submission screen is where the ordering
process ends for the consumer; it’s where it begins
for the store. Whenever an order
is placed online, the employees of
that Pizza Hut location will hear
the sound effects for click click,
Hooray! to let them know a digital
order has just been received.
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THE Media Plan

Media Objectives

Spot Markets

• Raise awareness of digital ordering through
both digital and traditional advertising media
integration

• Atlanta, GA
• Austin, TX
• Dallas-Ft. Worth, TX
• Houston, TX

• Choose media vehicles that best complement
Pizza Hut’s defined primary and secondary target
audiences

• Kansas City, KS-MO
• Little Rock, AR
• Oklahoma City, OK
• Philadelphia, PA

• Phoenix, AZ
• San Antonio, TX
• San Francisco, CA
• St. Louis, MO

• Tulsa, OK
• Washington, DC
• Wichita-Hutchinson, KS

• National: Achieve 80% reach with an average
frequency of 6 during the launch months (July,
August) and maintain an average frequency of
5 with a heightened presence during November
and December
• Spot: Achieve 85% reach with an average
frequency of 7 during the launch months (July,
August)

Media Strategy
At Agency 240, we know the best creative that
doesn’t reach its audience is basically just work in
a drawer. That’s why we strive to utilize at least
80% of the overall budget in media placement.
We targeted 15 key spot markets throughout
the United States. We chose the majority of our
markets to be the larger metro cities in their
regions. These markets were chosen in part
based on two criteria; data showing a high rate of
people visiting Pizza Hut monthly; having an above
average number of adults with teens (ages 12-17)
visiting restaurants.
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The media mix was chosen based on data that
shows strong statistics relating to the target
audiences. The mix consists of TV, Internet
radio, online video, social media, targeted
websites, Xbox, and e-mail.
The total media cost is $28,290,500 with
$23,006,000 being used for traditional
media in the form of broadcast and
cable television placement. The other
portion of the budget, $5,284,500 will
be focused on non-traditional media
placement, including Internet radio,
online video, social media and targeted
magazine websites, Xbox and e-mail.

Delivery Vehicles:
TELEVISION
Broadcast • Cable

INTERNET RADIO
Sirius XM • Pandora • Spotify

MAGAZINE SITES

Traditional
81.3%

ESPN.com • Parenting • Essence
All You • First for Women •
In Touch Weekly

ONLINE VIDEO

Hulu • YouTube

SOCIAL MEDIA ADS

Facebook • Instagram • Snapchat
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XBOX
MOBILE
E-MAIL

METHOD TO
Traditional Television Networks

Our Madness

• 88. 4 million subscribers
• 24.6% - people who viewed
Nickelodeon television channel
in last 7 days also ate at a fast
food restaurant with teens
12-17 in the past month.
Index number: 169
• 17.1% - of same people also
visited a Pizza Hut 1-5 times in the
past month. Index number: 169

• 90.4 million subscribers
• 21.3% - people who viewed
BET (Black Entertainment TV)
television channel in the last 7
days also visited Pizza Hut 1-5
times in the past month. Index
number: 146
• 80 million subscribers
• 22.1% - people who viewed
MTV2 television channel in the
last 7 days also visited Pizza Hut
1-5 times in the past month.
Index number: 152

• 71.9 million subscribers
• 21.3% - people who viewed NFL
Network television channel in the
last 7 days also visited Pizza Hut
1-5 times in the past month. Index
number: 146
• 96.2 million subscribers
• 22.7% - people who viewed
Disney television channel in
the last 7 days also visited Pizza
Hut 1-5 times in the past month.
Index number: 156

• 43 million subscribers
• 20.4% - people who viewed Lifetime
television channel in the last 7 days
also visited Pizza Hut 1-5 times in the
past month. Index number: 140

Non-Traditional Targeted Websites
• 16% - people who read First for
Women magazine ate at a fast
food restaurant with teens ages
12-17. Index number: 197
• 13.1% - people who read
In Touch Weekly magazine
ate at a fast food restaurant
with teens ages 12-17. Index
number: 161

E-Mail
• E-mail ads often (or very often) lead to
purchase
• 138-157 index for QSR with teens
• Email purchasing has at least 11%
composition of our target audience

• 29.1% - people who read
Parenting: School Years visited
Pizza Hut 1-5 times in the past
month. Index number: 200

• 23% - people who read ESPN the
Magazine visited Pizza Hut 1-5
times in the past month. Index
number: 158

• 14.4% - people who read All You
magazine ate at a fast food
restaurant with teens ages
12-17. Index number: 177
• 19.2% - of same people
visited Pizza hut 1-5 time in the
past month Index number: 132

• 23.6% - people who read Essence
visited Pizza Hut 1-5 times in the
past month. Index number: 162

Internet Radio
• Listen regularly to Satellite Radio Online
• 147 index for QSR with teens
• 132 index for moderate/heavy Pizza Hut use
• Satellite radio has a 19.3% composition of our
target audience

Mobile

• 19.4% - people who visit websites
on their cell phone also visited
a Pizza Hut 1-5 times in the past
month. Index number: 133
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Impressed
1%

3%

Impressions /Cost by Medium
16%

12%

3.42B IMPR / $28,290,500
Network TV-Sports

555,000,000 / $12,932,250

Cable TV-Prime

555,000,000 / $8,421,000

Internet Radio

555,000,000 / $3,885,000

16%
32%

Mag Website Banners
120,000,000 / $480,000

Digital Video & Pop-Up

1,110,000,000 / $19,500

Spot Cable TV

407,000,000 / $1,652,750

16%

Mobile Pop-Up

90,000,000 / $900,000

4%
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E-Mail Message

30,000,000 / $0

Media Flow Chart

LET’S Break It

Down

Jul

GRPs

Target Demo: Adults 18-34									

Medium

Aug

Sep

Oct

Nov

Dec

Totals Across		

Unit Costs ($)

IMPR(000)

Total Cost

Network TV-Sports :15
150
150
100
100
125
125
750
$17,243
555,000
$12,932,250
CPP ($)								
		
Cable TV-Prime :15
150
150
100
100
125
125
750
$11,228
555,000
$8,421,000
CPP ($)									
Internet Radio :15
150
150
100
100
125
125
750
$5,180
555,000
$3,885,000
CPP ($)								
			
Mag Website Banners
20,000 20,000 20,000 20,000 20,000 20,000			
$4
120,000
$480,000
CPM ($)								
			
Digital Video & Pop-Up
300
300
200
200
250
250
1,500
$13
1,110,000
$19,500
CPP ($)								
		
Spot Cable TV
100
100
75
75
100
100
550
$3,005
407,000
$1,652,750
CPP ($)								
			
Mobile pop-up
15,000 15,000 15,000 15,000 15,000 15,000			
$10
90,000
$900,000
CPM ($)								
		
E-Mail Msg
5,000
5,000 5,000
5,000
5,000
5,000				
30,000
CPM ($)
n/a
n/a
n/a
n/a
n/a
n/a			
		
National Only Area										
GRPS
750
750
500
500
625
625		
3,750		 3,013,000
National Cost										
Reach (%)
85
85
75
75
80
80				
Average Frequency (x)
10
10
8
8
9
9				
Spot Only Area									
GRPS
100
100
75
75
100
100		
550		 407,000
Spot Cost										
Reach (%)
8
8
6
6
8
8				
Average Frequency (x)
13
13
13
13
13
13				
Spot + National										
GRPS
850
850
575
575
725
725		
4,300		
IMPR										
3.42MM

$26,637,750

$1,652,750

TOTAL											
$28,290,500
Reach (%)
Avgerage Frequency (x)

93
10

93
10

81
8

81
8

88
9

88				
9				
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Budget Summary
MEASURED MEDIA

Television
Internet Radio
Online
Mobile

QUANTITY PER UNIT
TOTAL COST
			
			
			
			
			

MERCHANDISE

Car Magnets
Banners

PR INITIATIVE

8,648
9,125
36,504,000
36,504,000
6

$8.20
$27.72
$.03
$.01
$260

$1,500,000
$45,000
$8,000
$71,000
$252,945
$1,095,120
$365,040
$1,560

1,160,000

To Click, Not Call, For Delivery.” Advertising Age 80.14 (2009):3-23.Communication &
Mass Media Complete. Web. 19 Nov.2014

$.30

$348,000
$1,000,000

GUERRILLA EVENT

1		

$750,000

*Over 80% of the overall budget in
media placement.

• Pixabay.com
• Pizza Hut Complaints and Reviews Various dates. Received
from http://pizza-hut.pissedconsumer.com/5.html

• PizzaDelivery.com “Everything You Ever Wanted to Know about Pizza.”
http://www.pizzadelivery.com/. PizzaDelivery.com, Inc., 1 Jan. 2005.

• Pizza Hut RFP case study
• PR Newswire US Among Digital Milestones for Pizza Hut in 2013.” PR

franchisehelp.com. FranchiseHelp Holdings LLC, 1 Jan. 2014. Web.

• Pizza Hut Facebook Page. Pizza Hut. Received from https://www.
facebook.com/pizzahutus/timeline

Newswire US 11 Dec. 2013: Regional Business News.

Wong, Vanessa. Soon Hulu Will Take Your Pizza Hut Order, Too. Bloomberg Businessweek Companies and Industries. 5 May 2014.

• PR Newswire US PR, N. (2013, December 11). Year Of Digital: Xbox 360

Killing Pizza Hut. (May25, 2014). Retrieved September 24, 2014.

• Business Insider, Inc Levy, Karyne. “Hulu And Pizza Hut Are Teaming

• PR Newswire. (2014, January 13). Pizza Hut sets all-time high for digital

• Business Journal Serving Fresno & The Central
San Joaquin Valley (2011) Moffitt, Clay. “Web-Based Pizza Orders

• Printing Paper Coupons Printing Paper Coupons, Printing Paper

Set Records. (Cover Story).” Business Journal Serving Fresno & The Central San
Joaquin Valley (2011): 1-5. Small Business Reference Center.

• Radio Advertising Bureau. Web. 15 Jan. 2015. http://www.rab.

• Car Magnets | Cheap Car Magnet | Same Day Shipping.” Car Magnets |

Cheap Car Magnet | Same Day Shipping. Web. 12 Mar. 2015. <http://www.stickersbanners.com/car-magnets.html>.

• Restaurant, Food & Beverage Market Research
Handbook (2013) Miller, Richard K. and Kelli Washington. “Millennial

• Business 113.6 (2014): 15. The Secret Way Domino’s Pizza and Papa John’s Are
Up So You Can Order Food The Laziest Way Possible.”Business Insider. Business
Insider, Inc, 30 Apr. 2014. Web. 16 Nov. 2014. http://www.businessinsider.com/huluand-pizza-hut-are-teaming-up-so-you-can-order-food-the-laziest-way-possible-2014-4

• Denver Business Journal Hendee, Caitlin. “Pizza Hut Launches
Udi’s Gluten-free Pizza Crust in Colorado - Denver Business Journal.”Widgets
RSS. 26 Jan. 2015. Web. 26 Feb. 2015. http://www.bizjournals.com/denver/
news/2015/01/26/pizza-hut-launches-udis-gluten-free-pizza-crustin.html

• Experian Marketing Services
• Facebook.com/pizzahutus Personal communications, https://
• Fox News Network Finn, Matt. “We Put Pizza Hut’s New Menu to the

Taste Test.” Fox News. FOX News Network, 19 Dec. 2014. Web. 25 Feb. 2015. <http://
www.foxnews.com/leisure/2014/12/19/new-pizza-hut-menhas how-many-options/

• Hitwise
• Hospitality Technology ”Pizza Hut Achieves 12 Times the ROI with
Predictive Behavioral Intel.” Pizza Hut Achieves 12 Times the ROI with Predictive
Behavioral Intel. 17 Oct. 2013. Web. 26 Mar. 2015. http://hospitalitytechnology.
edgl.com/news/Pizza-Hut-Achieves-12-Times-the-ROI-with-Predictive-BehavioralIntel88812

• Kantar Media-SRDS
• Library Literature & Information Science Zickuhr, Kath-

CAMPAIGN INVESTMENT
			$34,369,235

Lenhart, Maeve, Duggan, Sandra Cortesi, Urs Gasser. Teens and Technology 2013.
Pew Research Internet Project, 13 Mar. 2014.

• Bing.com
• Bloomberg Businessweek Companies and Industries

Banners | Cheap Banner | Custom Vinyl Banners | Same Day Shipping. Web. 27 Mar.
2015. <http://www.stickersbanners.com/banners.html

Takes Market Share With Online Orders. Investors Business Daily. p. A05.

$242,070
$400,000

OMMA Global. Marriott Marquis, New York.

• Pew Research Internet Project Madden, Mary, Amanda,

• Pizza Industry Analysis 2014 - Cost & Trends www.

• Investors Business Daily Marilyn, A. (2013, May 3). Pizza Joint

			
			

• OMMA Global Wilson, Fred. “The Fragmentation Of Online Marketing”

• AudienceScan
• Banners | Cheap Banner | Custom Vinyl Banners | Same Day Shipping.”

www.facebook.com/pizzahutus, November 11, 2014.

Incudes: Talent, Props,
Production, Legal

24

• Advertising & IMC Moriarty, S., Mitchell, N., & Wells, W. (2015).

letter 37.6 (2011): 3-4.

			

Agency Fees
Contingency

Recipe for Growth.” Advertising Age CMO Strategy RSS. 28 May 2014. Web. 16 Nov.
2014. http://adage.com/article/cmo-strategy/pizza-hut-s-recipe-growth-elevate-flavor-profile/293387/

• E-Scan Newsletter “The Path to Internet Profitability.” E-Scan News-

Wristbands (employees
/customers)
Donation to WHR

ADDITIONAL

• AAF/NSAC
• Adage.com Morrison, Maureen. “Pizza Hut Elevates Its Flavor Profile as a

• Advertising Age York, Emily Bryson. “Why Pizza Giants Want Customers

TV Commercials: 2x15, 2x30 			
Radio Commercials: 3x30
			
Online/Mobile Ads: 4
			

Coupons
Stickers
Xbox for Instagram

References

Got Here

Advertising & IMC: Principles and practice (10th ed.). Upper Saddle River, NJ: Pearson
Education, Inc.

CREATIVE PRODUCTION

PROMOTION

$23,006,000
$3,885,000
$499,500
$900,000

HOW WE

ryn1. “Teens And Tech: What The Research Says.” Young Adult Library Services 12.2
(2014): 33-37. Library Literature & Information Science Full Text (H.W. Wilson).

Ordering App, New Mobile Site, $1B Online Sales Among Digital Milestones for Pizza
Hut In 2013. PR Newswire US
orders through mobile apps, Xbox 360 and PizzaHut.com. Retrieved from http://
www.prnewswire.com/news-releases/pizza-hut-sets-all-time-high-for-digital-ordersthrough-mobile-apps-xbox-360-and-pizzahutcom-239954911.html
Coupons Suppliers and Manufacturers at Alibaba.com. Web. 27 Mar. 2015. <http://
www.alibaba.com/showroom/printing-paper-coupons.html
com/index.cfm

Customers.” Restaurant, Food & Beverage Market Research Handbook (2013).

• Roll Sticker Printing Custom. Web. 27 Mar. 2015. <http://www.
uprinting.com/roll-sticker-printing.html

• Simmons OneView
• Sxc.hu/
• Slate.co Griswold, Alison (Nov 2, 2014), Domino’s Pizza Has Handed Its Menu

Over to the Internet, http://www.slate.co¬¬-m/blogs/moneybox/2014/11/03/domino_s_pizza_mogul_crowdsource_your_own_pizza_toppings_combination.html

• Stockfreeimages.com
• Social Media Gratification and Attitude Toward
Social Media Messages Chung, Christina, and Kristine Austria. “So-

cial Media Gratification and Attitude Toward Social Media Messages: A Study of the
Effect of Social Media Marketing Messages on Online Shopping Value.” January 2010.
Proceedings of the Northeast Business & Economics Association, p 581.

• SurveyMonkey
• TechnoBufflalo Haselton, Todd. “Chow Time: 6 Best Fast Food Apps.”
TechnoBuffalo. 1 Jan. 2014. Web. 26 Feb. 2015. http://www.technobuffalo.
com/2014/04/27/chow-time-6-best-fast-food-apps/

• The A.V Club Rife, Katie. “Pizza Hut Expands the BOOK IT! Program to

Adults, Kind of.” · Newswire · The A.V. Club. 2 Oct. 2014. Web. 16 Nov. 2014. http://
www.avclub.com/article/pizza-hut-expands-book-it-program-adults-kind-210001

• The Huffington Post Guarini, Drew. Xbox Pizza Hut App Sells Crazy
Amount of Pizza, Shocking No One. The Huffington Post, 09 Jan. 2014.

• Marketing91.com “Marketing Mix of Pizza Hut - 7 P of Pizza Hut.”

• The Washington Post Halzack, Sarah. “Domino’s vs. Pizza Hut: One

• Mediamark Research & Intelligence (MRI)
• Menuism: US Pizza Hut Locations Menuism. Delta

• U.S. Department of Agriculture Consumption of Pizza: What

Marketing91com. 2 June 2014. Web. 26 Feb. 2015. http://www.marketing91.com/
marketing-mix-pizza-hut/

Is Piping Hot and One Needs Reheating.” Washington Post. The Washington Post,
16 Oct. 2014. Web. 25 Feb. 2015. http://www.washingtonpost.com/news/business/
wp/2014/10/16/dominos-vs-pizza-hut-one-is-piping-hot-and-one-needs-reheating/
We Eat in America, NHANES 2007-2010. (2014).

Beans, LLC. Web. 26 Feb. 2015. http://www.menuism.com/restaurant-locations/
pizza-hut-71063/us

• Ultimate Trade Bait: Pizza!” PR Newswire US 27 Aug. 2014:

up marketing efforts via mobile promotion, http://www.mobilemarketer.com/cms/
news/advertising/13849.html

• VALS Types
• Yale Rudd Center for Food Policy & Obesity “Mea-

• Mobilemarketer.com Johnson, Lauren (Sep 25, 2012), Pizza Hut heats
• Nation’s Restaurant News Coffer, David. “Grabbing A Slice of the
Pie.” Nation’s Restaurant News 48.16 (2014): 14. Web 24 Sept. 2014.

• Nielsen and PRIZM

Regional Business News.

suring Progress in Nutrition and Marketing to Children and Teens.” Fast Food Facts:
Food Advertising to Children and Teens Score. Nov. 2013. Web. 25 Feb. 2015. http://
www.fastfoodmarketing.org/media/FastFoodFACTS_report.pdf

TIME TO Evaluate

The Taste Test

Successful communications, just like our agency, must be results-driven.
Shorter-term sales promotions demand results that are aggressive to
achieve ever-quicker ROI. That is why over 80% of your overall budget
is focused on the most important aspect of the plan, talking to your
consumer. This effort requires continual monitoring against clearly
defined objectives. So our evaluation plan calls for monthly reports of
quantified results collected from electronic media and sales reports
(passive data collection of digital traffic, digital conversion, and client
sales-income reports), as well as interim and final survey administration
(actively soliciting feedback from target consumers).
Concurrent testing will let the agency and the client know if campaign
adjustments are needed during the six-month promotion. This allows the
flexibility to modify our executions accordingly in a dynamic marketplace.
Monthly measures will assess brand engagement and participation in
special events. Midway and post-test mini-questionnaires will measure
recognition, recall and attitudes. Analysis will compare campaign
expenditures to digital conversion and sales success to determine return
on investment, so that Pizza Hut will be able to assess increased digital
market share. Our final evaluation report will also direct the client’s
future promotional efforts.

Objectives:
• To increase awareness and use of Pizza Hut digital
ordering opportunities
• To establish Pizza Hut as the leader in the category of
“QSR pizza ordering via digital means”
• To build a strong connection between Pizza Hut’s convenient
digital ordering methods and the attitudes of “fun, celebration,
instant gratification, feeling special”

Methods:
• Measure monthly sales,
evaluating digital and retail sales
• Measure visits to Pizza Hut ordering
website, time on site, and repeat visits
(an indication of loyalty)
• Measure digital vehicle visits on all
relevant platforms
• Calculate percentage of sales conversions
from digital “hits”
• Surveys of consumer
reactions
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Hooray!

CLICK CLICK
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