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[bookmark: _Toc229170116]Executive Summary
This marketing plan follows a comprehensive audit. The audit revealed a significant strategic weakness: Pizza Hut lags behind its competitors in digital capabilities—Domino’s, for instance, generates 90% of its sales through digital channels. (Publicnow, 2025). Pizza Hut’s digital sales performance is currently below target. We have established a single, clear objective: to increase the digital sales contribution from 30% to 50% within 12 months. To achieve this, we are applying the SOSTAC strategic planning framework (Taras Shevchenko National University of Kyiv et al., 2020). We use 7Ps for tactics (Ghosh, 2026). We track performance using key performance indicators (KPIs). With this approach, Pizza Hut can effectively compete.
Table of Contents
1. Introduction	2
2. Main Body	3
2.1 SOSTAC Framework	3
2.1.1 Situation	3
2.1.2 Objectives	4
2.1.3 Strategy	5
2.1.4 Tactics with 7Ps	5
2.1.5 Action	7
2.1.6 Control with KPIs	7
3. Conclusion	8
4. Reference List	9

[bookmark: _Toc229170117]1. Introduction
We have completed the marketing audit. Pizza Hut faces several strategic challenges. The UK pizza market remains highly competitive. Meanwhile, delivery channel sales continue to grow. Dine-in is down (“Bridging the gap in obesity research: A consensus statement from the European Society for Clinical Investigation - Carbone - 2025 - European Journal of Clinical Investigation - Wiley Online Library,” n.d.). Consumers increasingly prefer placing orders via mobile devices. Domino’s offers a highly functional and user-friendly mobile application, and digital channels now account for 90% of its total sales. (Publicnow, 2025). Pizza Hut has been underperforming. This plan addresses that challenge. We employ the SOSTAC framework—a comprehensive strategic planning model comprising six core components: Situation, Objectives, Strategy, Tactics, Action, and Control. (Sagita and Wijaya, 2022). We also apply the 7Ps framework to guide our tactical marketing decisions. The 7Ps comprise Product, Price, Place, Promotion, People, Process, and Physical Evidence. (Ghosh, 2026). One clear objective: Elevate the digital experience. This is urgent. Without a robust digital strategy, Pizza Hut risks losing additional customers to Domino’s and other competitors. 
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Internal Environment. Pizza Hut boasts a strong and widely recognized brand. However, several operational weaknesses persist: digital sales remain comparatively low, the mobile application suffers from usability and functionality issues, and franchisees continue to face significant challenges. Notably, in 2025, the UK franchise entered administration. (“Pizza Hut to close 68 UK restaurants,” 2025). 68 stores were closed. Yum! Brands successfully retained 64—a narrow but critical margin. The menu is outdated and offers limited healthy options. For instance, only two vegan pizza varieties are available on the UK menu. Younger customers increasingly demand greater variety and choice. Internally, performance remains suboptimal. Organizational culture requires meaningful transformation—particularly in fostering staff confidence and commitment to digital initiatives. Without this foundational shift, the strategic plan is unlikely to succeed.
Micro Environment. Competition is fierce. Domino's is the leader. They have 52.6% value share in the UK (Publicnow, 2025). Their mobile application offers an intuitive and user-friendly interface. Delivery services are prompt and reliable. Papa John’s is also available as an option. In contrast, local pizzerias typically offer more competitive pricing. For instance, a local pizzeria near London Bridge sells a large pizza for £8, whereas Pizza Hut charges £15—a significant price differential. Additionally, supermarket-frozen pizzas serve as a cost-effective alternative. (“Pizza Hut And The Squeeze On The Middle: Britain’s New Comfort Economy,” n.d.). A Tesco frozen pizza costs £3. Customers buy that to save money. So pressure is high. Pizza Hut cannot ignore these competitors.
Macro Environment. The UK economy is weak. Inflation is high. People have less money. Delivery sales are growing. Dine-in is losing customers (Williams, 2025). Technology matters. People expect a good app. If Pizza Hut does not deliver, customers leave. Health is a trend. People want to know what is in their food. They read ingredients online. Postcodes matter too. In rich areas, people order more delivery. In poor areas, they buy frozen pizza. So the outside is tough. The pandemic changed habits. People got used to ordering on apps. That habit stayed. Pizza Hut missed that shift.
SWOT from Audit. 
Strengths: brand awareness, global network. 
Weaknesses: low digital sales, poor app, franchise problems. 
Opportunities: fix technology, reach young people. 
Threats: Domino's, bad economy. We must fix the digital weakness. This is the number one priority. Without fixing digital, other problems get worse.
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To increase Pizza Hut UK's digital sales contribution from 30% to 50% within 12 months.
Specific: digital sales only. 
Measurable: system tracks it. 
Achievable: Domino's has 90%, so 50% is realistic. 
Relevant: the market is moving digital. 
Time-bound: 12 months is enough. In 2024, Pizza Hut US had digital mix around 45% (Yum! Brands annual report). So 50% for UK is not crazy. It is challenging but doable. We need to push hard. Every month we will check progress. If we fall behind in month three, we add more ads. This objective is the heart of the plan.
Rationale. The audit showed Domino's wins on digital. The UK market increasingly demands digital convenience. Delivery sales have risen by 4.1%. (“Delivery sales rise but takeaways dip in flat September for restaurants’ at-home sales,” 2025). If we achieve this goal, Pizza Hut will enhance its competitive positioning. We will close the digital gap with Domino’s—and in doing so, drive overall business improvement. Additionally, digital orders generate valuable customer data, enabling us to better understand consumer preferences and deliver personalized offers based on individual purchase history. That enhances customer loyalty. For instance, if a customer consistently orders pepperoni pizza, we proactively offer them a personalized discount on that item. Such targeted engagement is only feasible with a robust, intelligent mobile application. Thus, digital transformation extends far beyond driving sales—it centers on deepening customer understanding. This is precisely why we have selected this strategic objective.
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Our strategy is differentiation. We do not compete only on price. Domino's already does that. We compete on experience. We make the app easy and fun. We give exclusive deals on the app. We target young people and families. They order online the most. We use social media to promote the app. The objective is to position Pizza Hut as the most intuitive and seamless brand to order from via mobile devices. A key pillar of this strategy is personalization. Leveraging customer data, we deliver tailored pizza recommendations—for instance, if a customer frequently orders BBQ chicken pizza, the app prioritizes newly launched BBQ-flavored items on their homepage. This significantly streamlines the ordering process—and enhances user satisfaction. We also prioritize speed—guaranteeing delivery within 30 minutes. This is a firm commitment: should delivery exceed this timeframe, customers automatically receive a compensation voucher. Such accountability strengthens trust and reinforces our service promise.(Nguyen et al., 2024)
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Product. We make digital-only products. An app-exclusive pizza. Call it 'Digital Deluxe'. Only on the app. Also a 'Build Your Own Pizza' feature on the app. People save favourite orders. This personalisation works (Fisher and Rosella, 2022). We have also introduced a “Surprise Pizza” option: for £8, customers receive a randomly selected pizza. That is highly engaging for younger demographics, who frequently share on TikTok—effectively generating organic, cost-free advertising. Consequently, product innovation actively reinforces the organization’s digital transformation initiatives.
Price. App users get 10% off first order. App-only deals. Family meal for £20 on the app. Same meal £25 in store. Dynamic pricing. 15% off between 2pm and 4pm. Make the app cheaper than phone orders. Also a loyalty price. After 10 orders, get 20% off the 11th. That keeps people coming back. Students get an extra 5% off with student ID verification in the app. Young people love discounts. This price strategy makes the app the best place to buy.
Place. Redesign the app and website. Make them fast and easy. Integrate with Uber Eats and Just Eat. But push customers to our own app. Give better deals there. Click-and-collect option. Pick-up shelves in stores. QR codes on tables. Scan to order. Also install tablets in store for customers who do not have smartphones. Staff help them order. That way no one is left out. Place means both digital and physical. We connect them.
Promotion. A campaign called 'Go Digital with Hut'. Use TikTok and Instagram. Partner with 5 UK food influencers. Referral programme. Existing user gets £5 voucher for each friend referred. Email and text reminders. In-store posters. Staff tell customers about the app. We also run a 'digital week'. For one week, every order on the app enters a draw. Prize is free pizza for a year. That creates urgency. We use paid search too. When someone types 'pizza near me', our ad appears. The ad says 'Order on our app and save 15%'. This drives downloads.
People. Train staff. One day training. Teach them to help customers download the app. Reward the store with most app downloads each month. A bonus for staff. Digital support team on chat. 8am to 10pm. Good people make digital better. We also hire a social media manager. This person posts daily. They reply to comments. They make TikTok videos. Young people trust people, not ads. So having a real person behind the account helps.
Process. Simple ordering. Three steps. Choose food. Pay. Confirm. Save customer details. Reorder button. One click to reorder. Live tracking for delivery. Notification when driver is 5 minutes away. Payment accepts Apple Pay and Google Pay. One click payment. Fast. We also add a feedback step. After delivery, the app asks 'How was your pizza?' One tap to rate. This gives us real-time quality data. If many people rate low, we check that store. Process improvement never stops (Morales, 2025).
Physical Evidence. Clean modern app design. High-quality food photos. QR code on delivery box. Leads to feedback page. Customer ratings on the app. Example: '4.8 stars from 200 reviews'. This builds trust. Consistency across app and website. Also the delivery bags matter. New branded thermal bags. They keep pizza hot. They look professional. When a driver arrives with a clean hot bag, customers feel good. That is physical evidence of quality (Rowley, 2009).
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Month 1-2. Build the new app. Test with 100 customers. Find problems. Fix them. Train all UK store staff. Every staff member. Also set up the dashboard for KPIs. 
Month 3. Launch the app. Start the campaign. Post on social media every day. Partner with influencers. Launch referral programme. Print QR code posters for all stores.
Month 4-6. Monitor downloads. Email phone-order customers and remind them. Use data to improve offers. If a store has low app adoption, send a trainer to help.
Month 7-9. Add loyalty points. £1 spent = 10 points. 1,000 points = free pizza slice. Customers play while waiting. Win small prizes. Makes waiting fun. Also add student discount verification.
Month 10-12. Review progress. Check digital sales percentage. If below 45%, increase ads. Offer 30% off for first-time app users. Plan next year based on feedback. Run a customer survey. Ask what features they want next. Use that to plan version 2.0 of the app (Thompson et al., 2020).
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Primary KPI. Digital sales percentage. Start at 30%. Target 50% in 12 months. Check every month.
Secondary KPIs. App downloads. Target 1 million in 12 months. Average order value. Digital AOV higher by £2. Customer satisfaction. Target 4.5 out of 5. Delivery time. Target under 30 minutes. Also app crash rate. Target below 1%. If the app crashes, people get angry. So we track that daily.
How to Monitor. Use a dashboard. Marketing team sees it daily. Monthly review meeting. Compare actual to targets. If behind, take action. Quarterly customer survey. Ask 1,000 app users for feedback. Also mystery shopping. Hire people to order through the app and rate the experience. They report what went wrong. This catches problems we might miss (Dogan et al., 2025).
Adjust for Continuous Improvement. If a tactic fails, stop it. Try something else. Learn from competitors. The plan is not fixed. Every month we ask: what worked? what did not? how to improve? This is continuous improvement. For example, if the influencer campaign does not bring downloads, we switch to TikTok ads. If the 'surprise pizza' option is popular, we add more variants. If delivery time is too long, we hire more drivers. We also watch Domino's. If they launch a new feature, we decide whether to copy or beat it. This is how Pizza Hut wins.
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This plan addresses the most critical issue identified in the audit: Pizza Hut’s lag in digital transformation. In contrast, Domino’s has gained a competitive advantage through its strong digital capabilities (Ranängen, 2015). The UK market increasingly demands digital convenience. Online delivery services are experiencing robust growth. Conversely, traditional dine-in dining is in decline. We have established a single SMART goal: to increase digital sales from 30% to 50% within 12 months. We will apply the SOSTAC planning framework and the 7Ps of marketing. The mobile application will be comprehensively redesigned. Create app-only deals. Train staff. Promote on social media. Measure with KPIs. We have incorporated concrete examples throughout the plan—such as the Digital Deluxe pizza, the £8 Surprise Pizza, and the enhanced loyalty points programme. These tangible initiatives bring the strategy to life. Implementing this plan will strengthen Pizza Hut’s competitive position, enable it to close the digital gap with Domino’s, and significantly improve the customer experience. The future of Pizza Hut in the UK hinges on digital transformation. This plan charts the course forward—now is the time to act (“2024 Yum! Brands Annual Report,” n.d.).
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