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Realizing that it did not make sense for the com-
pany or its customers to create a community on the
site, Pizza Hut tapped into Facebook to achieve re-
sults in a very cost-effective manner. With approxi-
mately 1 million fans and the first of its kind Facebook
ordering application, the brand can efficiently engage
a huge group of people in a very natural way without
disrupting their daily routine. Again, the brand under-
stands that if you make something convenient, you
can increase trust while securing greater transactional
loyalty. Pizza Hut’s 2009 program to identify a sum-
mer intern, or Twintern, responsible for monitoring

and encouraging dialogue on Twitter and other social
media networks is another example of how the brand
is building on existing platforms and making effective
use of the massive social marketing infrastructure.
PizzaHut.com connects mobile, desktop, social
networks, and other digital gateways to complement
traditional media and its retail presence. So when
Pizza Hut thinks about the connection design element,
it includes more than just linking to other websites
online. Rather, it provides a comprehensive approach
to creating a seamless customer experience wherever
and whenever people want to engage with the brand.

PERFORMANCE MEASUREMENT
AND OUTCOMES

Pizza Hut diligently measures the performance of Pizza
Hut.com. The company created a customized marketing
dashboard that allows the Pizza Hut management team
to monitor various aspects of the brand’s marketing pro-
gram and provides an almost constant stream of fresh
information that it can use to optimize engagement with
people or tweak various aspects of performance.

The results have been remarkable, but understand
that due to the highly competitive nature of the indus-
try, they are fluid and only represent a moment in
time. Consider, for example:

1 PizzaHut.com dominates the pizza category
with number one rankings in website traffic and
search volume. According to comScore, a global
leader in digital analytics and measurement, the
Pizza Hut site achieves the most traffic per on-
line dollars spent in the pizza category.

2 PizzaHut.com became one of the top 35 Internet
retailers in the United States in 2009, up from
45th in 2008.

3 Pizza Hut's iPhone app had more than 100,000

downloads in the first two weeks after release.

WHAT'S NEXT

So what’s next for PizzaHut.com? While the brand

618

has made huge gains in a very short time period, staying

on top in the rapidly evolving digital marketplace re-
quires constant attention. Pizza Hut envisions that it
online business will surpass the $1 billion mark
within the next five years, and that digital transactions
will lead all revenue within a decade.

While understandably protective of the company’s
future strategy, Pizza Hut CMO Niccol has ambitious
goals and he’s not joking when he deadpans, “I want
Pizza Hut to become the Amazon of food service and
be pioneers for the digital space. I do not want us to
be a brick-and-mortar company that just dabbles in
the space.” The transition to something along the lines
of the Amazon model suggests that the brand might
further evolve its identity as a pizza business and
stretch or completely redefine the QSR model.

Most brands that want to grow in the evolving
economy will have to think and plan long-term and be
able to act swiftly as marketplace conditions change.
imc? Chief Marketing Officer Jan Wolfman, when as-
sessing the future of marketing, sums up the opportu-
nity neatly. “Our agency believes that marketing’s
current transformation will result in a complete reori-
entation of how brands and companies engage with
their consumers and other stakeholders. Brands that
thrive will be those, like Pizza Hut, that can effi-

ciently build sustainable relationships with people—
relationships that have both high trust and high
transactions” (see Figure 1). He goes on to explain
that “brands taking a longer view have an unexpected
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Questions

1 What kind of website is PizzaHut.com?
2 How.does _PlzzaHut.com incorporate the seven
website design elements?

3 How are choiceboard and personalization systems
used in the PizzaHut.com website?
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officer (CMO), “We’ve done what
many would say is impossible. We
successfully built an online business
in three years that produces hun-
dreds of millions of dollars in annual
revenue. Today, Pizza Hut is a cate-
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tionized the quick serve Hm.m”m:qma
(QSR) world through a multichannel

marketing approach that created 2

mnvoly,
ence for your product . ,,QSMMVJW_._AQ
< 1f th

0 Dot inclyg
. ; e
in your plan. If the answer ig “Yes,”
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Pizza Hut’s chief marketing
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Describe how each web:
content, community,
tion, connection, and
Create a customer experience.

Identify a company’s website that best reflects

T —
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site element—context,
customization, communica-
commerce—will be used to

your website conceptualization.

o

Pizza ime2: .

. Hut and imc?: Becoming a Multichannel Marketer
It's no surprise that Pizza Hut is the world’
pizza chain with more than 10,000 restauran

countries. But did you know
that Pizza Hut became one of

s largest
ts in 100

. Internet retail-

‘aconnect |

Customer experience and a customer engagement plat-
form that was second to none.

THE RETAIL PIZZA BUSINESS

With three national competitors dominating the mar-

Source: Pizza Hut, Inc.

ketplace, the pizza business is very competitive.
Even customers who could be considered heavy us-

ers of a particular brand regularly
purchase from competitors on the
basis of timing, pricing, and
convenience.

In general, Pizza Hut’s most fre-
quent customers (and likely those of
the other two major competitors) di-
vide into two categories: (1) fami-
lies, primarily time-starved mothers,
looking for a quick and simple meal-
time solution; and (2) young adult
males who fuel their active lifestyle

CHAPTER 21 Implementing Interactive and Multic!
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with one of the world’s most versatile and convenient
foods (no cooking, no utensils, no cleanup, and left-
overs are perfect for breakfast). While these two
groups could not be more dissimilar on the surface,
value and convenience are important for both groups.
Cost-conscious mothers look for a good quality prod-
uct and a hassle-free eating experience. Deal-seeking
young adult males seek more of the food they love
with less time and cash invested in the process.

The importance of the take-home and delivery seg-
ment of the U.S. pizza market is illustrated by the fact
that Pizza Hut’s principal national competitors focus
exclusively on this aspect of the business. Most take-
home and delivery sales are ordered before a customer
enters the restaurant. By 2006, a growing number of
retail pizza customers had become comfortable order-
ing pizza online. Pizza ordering, as it turned out, was
an ideal product for the digital world. People under-
stood the basic menu, generally knew that they could

customize their order in a variety of ways, and were
accustomed to not being in the store when ordering.
Brand retail presence and established customer deliv-
ery networks also made the shift to online ordering
easier for national pizza chains than other national
quick serve restaurants. But, as Pizza Hut understood,
there is still an incredible level of complexity in mak-

ing something truly sophisticated simple and easy for
the customer.

b S A i S L A SO

CREATING A PLAN OF ACTION

For the most part, the intent of online ordering for the
pizza business was to make transactions with the cyg.
tomer easier and cheaper for the brand. PlZZfi H}.ll recog-
nized the opportunity to engage people with its brand
and with other people directly an(} do §ome§h1qg Spe-
cial; namely, build sustainable relationships wn'h ts cus-
tomers and enable Pizza Hut to engage people in a more
meaningful and profitable way. In sh_on, Pizza Hut set
about to reinvent the retail pizza business by~ breaking
away from a transactional platform to an efficient and
powerful customer engagement platform by reaching
out to customers’ kitchens and couches to offer a better
mealtime ordering, delivery, and dining experience.
Pizza Hut selected imc? as one of its lead agencies
to plan a comprehensive inleractivle strategy that
focused first on the redesign of the Pizza Hut corpo-
rate website (including redefining the customer expe-
rience online and across all of the brand’s touchpoints)
and then on a series of progressively sophisticated and
industry-leading customer engégemepl .Stralegi.e&
imc? brought 15 years of experience in interactive
marketing and brand engagement to the assignment.
Its clients have included Coca-Cola, Johnson & John-
son, Pfizer, Omni Hotels, Hasbro, Procter & Qamble,
and Samsung, among a host of other companies, large
and small.
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pizza business,
and PizzaHut.com’s performay
. The Pizza Hut website was“ze‘
0 support nationwid 4 s
cluding all franchise 1;0::;:)‘:: fg:ctllzlffli% :“_ 2007 (in-
updated frequently to Keep up with ¢ ;etnme) and is
fast—pa({ed marketing strategy and amhilio?ompany s
innovation rollout schedule. Since Promoti‘:)s pmdu,m
important expectation in pizza purchasin, nsdare im
to the brand’s consumers sing and:speak

( r in a language that clearl
connects with their desire for value, the website con)i

te{ct and_ content balance the ability to shop for a deal
with quick and easy ordering access for people who
arrive at PizzaHut.com ready to purchase. The site
presents a number of Pizza Hut’s current offers in the
central viewing window as well as through the rolling
navigation directly underneath the main content. Pri-
mary navigation for information, such as the menu,
locations, and nutrition facts, are displayed horizon-
tally across the top of the rotating content.

Website customization is achieved in several ways,
but the primary utility is to simplify ordering. For cus-
tomers who have already
registered, there are sev-
eral personalization op-
tions, including rapid

se design elements

ompletely redesigned

GET THE KILLER APP
FOR YOUR APPETITE!
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a)l'1[1ie of functionality, you can think of convenience as
nvestment that creates loyalty and somewhat insu-

fates the brand against switching down the line wh
Cus}omers would have to register with and lea o
petitor’s system, and where access to their 2 o e,
tures might not be available, avorite fea-
_Websne content and communications are integrated
with the company’s overall communications g
. ] e : programs—
mcludlrllg traditional media—with product innovations
%r:;r:(::; ‘122 E?Snilpez(l)?:“e‘:/m}s’shared across pl atforms,
ek bé)ld - unications are fun and ener-

s L ages and vibrant color with a
smart, clf:ver, and lighthearted voice. One noteworthy
example includes the 2008 April Fools’ Day rebranding
of the company as “Pasta Hut” to coincide with the
laulnch of thf: br:}nd‘s innovative line of Tuscani Pastas.
Tlhxs campaign included online support in the form of
t':hsplay media (banner ads) and the temporary rebrand-
ing of PizzaHut.com as PastaHut.com with special im-
agery and copy supporting the name change. Not only
did the brand get plenty of coverage in the press, but it
deepened the connection with customers by showing
their willingness to be spontaneous and fun, inviting
people to play along with the joke.

Pizza Hut's integrated marketing communications
approach enables the company to easily test and in-
corporate other items and brands under the larger cor-
porate umbrella, such as the WingStreet operation and
the pasta extension. This demonstrates the brand’s
ability to stretch the QSR concept way beyond its
pizza roots and suggests the kind of direction the
company may pursue in the future.

PizzaHut.com and the brand’s other online assets are
all about getting the world’s favorite pizza and signature
products into the hands and stomachs of customers.
Since commerce is a huge
consideration on the site,

there are multiple path-
| ways for ordering, includ-

ordering called Express
Checkout—a feature that’s
based on saved prefer-
ences similar to & “playl-
ist.” For example, if you
have a group of friends
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ing several onsite methods,
a Facebook app (the first
national pizza chain to pro-
duce an ordering applica-
tion for the world’s leading
social networking site), a
branded desktop widget,
mobile ordering (al.so
known as Total MobileA Access, ad_déq in 2(:2:2 C\l\ﬁt sl'::e
Judes both 2 WAP [wireless aPpllCdtlonP i
) dering), and 8 sophisticated and simple ¢
e Of d in 2009 that lets customers build and sup-
o1 rel6‘:a>erder visually. Additional revenue streams éa:wt
e xly built online, demonstrated by_theze 1
2250;;%‘;1:3"3’ conceived and implemented by ime” OVer
ar

weekend during the 2008 holiday season-
a

|mplementing Interactive and Multichannel Marketing

CHAPTER 21

]

|

7!




