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[bookmark: _Toc133854483][bookmark: _Toc20081][bookmark: _Toc4089]Executive Summary
The primary goal of this marketing strategy is to boost Pizza Hut's standing in the fast-food sector and encourage customers to become brand loyalists. The marketing strategy aims to do this by emphasizing the development of personnel expertise in its employees. Notably, as discovered in the first assignment, Pizza Hut provides customers with high quality products and excellent service, and regards it as its mission. As a result, the fast-food brand should place a premium on the professional development of its staff. Importantly, Pizza Hut needs to comprehend and re-evaluate how valuable its understanding of running a restaurant franchise is. The company has been around for a while; therefore, it has a lot of expertise in the fast-food sector. Based on this information, Pizza Hut should capitalize on its competitive advantages, such as its strong management, comprehensive training, and product development capabilities. Thus, Pizza Hut should provide its employees with better professional skills and expertise by leveraging the tools available to its management. These initiatives will cater to the needs of the workforce and focus on critical areas for enhancement. Pizza Hut can guarantee high-quality service and great value for customers by providing them with all the tools they need to succeed in their jobs.
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[bookmark: _Toc8642][bookmark: _Toc25858]Introduction
The goal of this marketing strategy is to provide Pizza Hut with a competitive edge by boosting the skills and professionality of its employees. Pizza Hut plans to improve its customer service, the quality of its customers' experiences, and its standing in the fast-food business by investing in the training and development of its employees. The plan is structured in accordance with the SOSTAC model. The marketing plan will be created with the help of this framework, which provides a systematic and organized approach. In addition, the SMART criteria will also be used to shape the objectives of this plan. This marketing plan will provide a road map for enhancing the professional capability of Pizza Hut employees, thereby allowing them to provide quality customer service, cultivate customer viscosity to the business and contribute to the overall success and growth of the fast food chain.
[bookmark: _Toc133854485][bookmark: _Toc29498][bookmark: _Toc11778]Main Findings
After an intensive review of both internal and external operations, improving the overall professional capability of Pizza Hut's employees emerged as one of the company's top marketing priorities. This objective was selected as the focus of this essay because it fits squarely into Pizza Hut's overarching strategy of providing exceptional value and service to its customers. Notably, Pizza Hut hopes to improve its brand reputation, customer loyalty, and bottom line by investing in its employees to help them become more knowledgeable, dedicated, and enthusiastic about their work. It would be even more effective if the SMART criteria were used for this objective: 
To increase Pizza Hut employees' general levels of professional abilities by the end of the fiscal year through the implementation of training and development programmes in customer service, teamwork, product expertise, and operational effectiveness, as measured by a 15 percent increase in the percentage of staff who have completed required training, a 10 percent improvement in customer satisfaction ratings based on surveys, and a 5 percent increase in overall staff performance based on periodic reviews.
The specific desired end result is to raise Pizza Hut employees' general levels of professional competence. As Haughey (2014) recommends, the specific undertakings of this objective will include activities that lead to the improvement of staff members' abilities, attitudes, and actions in the areas of customer service, teamwork, product expertise, and operational effectiveness. The goal's measurability is essential for gauging Pizza Hut's improvement efforts and determining whether or not they are succeeding. Duncan and others (2016) recommend a number of techniques to measure the results, such as monitoring the percentage of staff who have completed required training, surveying customers about their experiences with staff and service quality, and performing periodic reviews of staff performance.
Moreover, goals that are realistic in terms of their achievability are more likely to be successful. In the first assignment, it was established that Pizza Hut has a robust management system and an abundance of management resources built up over many years of experience managing restaurant networks. Ibrahim, Boerhannoeddin and Bakare (2017) assert that these advantages, together with the firm's commitment to ongoing improvement, make it very likely that the company can enhance the professional competence of its employee. In addition, goals should be relevant to Pizza Hut's larger mission. Notably, as Qasim and Asadullah (2012) note, the company's aim of providing consumers with services of value can be achieved more efficiently by improving the professional capacity of its employees. This is because the success and expansion of a company's brand depend on its employees (Churchill and Lewis, 2023). As a result, investing in their training and development can pay dividends in the form of satisfied customers, increased trust in the company, and greater brand loyalty. Finally, creating a time frame for completion of the goal is crucial. Notably, Haughey (2014) notes that organisations such as Pizza Hut will be able to make better use of their time and resources if it sets a specific, time-limited goal.
[bookmark: _Toc133854486][bookmark: _Toc712][bookmark: _Toc29406]SOSTAC Structure
Reed (2014) notes that the SOSTAC framework includes: situation, objectives, strategy, tactics, action and control.
[bookmark: _Toc30715][bookmark: _Toc13030][bookmark: _Toc16104][bookmark: _Toc133854487]3.1 Situation Analysis
Assignment 1's situation analysis was an in-depth look into Pizza Hut's external and internal environment. It highlighted several of Pizza Hut's strengths, such as its strong brand identity, extensive resources, and innovative product development capabilities. Notably, Pizza Hut is a strong brand in the fast-food market because of these factors. However, the research showed that Pizza Hut faces considerable challenges from its external environment. One of the challenges is due to ever-changing customer expectations. As a result, Pizza Hut's employees need to be better trained to increase their professional abilities and thus enhance positive customer interactions that foster brand loyalty. To accomplish this, Pizza Hut needs to implement an innovative training strategy that provides a competitive advantage through customer service differentiation. Most importantly, Pizza Hut should aim to improve the overall professional ability of employees to better serve its existing customer base. This sets Pizza Hut up for future success in a dynamic market.
[bookmark: _Toc15838][bookmark: _Toc133854488][bookmark: _Toc9386]3.2 Objective
The marketing strategy's main objective is to raise Pizza Hut employees' level of professional proficiency. This objective stems from the recognition that professional workers are necessary to provide superior service to customers and build long-term relationships with them (Aruna and Anitha, 2015; Khadka and Maharjan, 2017). Therefore, brand loyalty is important to Pizza Hut, and one way to grow and solidify its market position is to train employees to be more knowledgeable, competent, and professional.
[bookmark: _Toc24760][bookmark: _Toc133854489][bookmark: _Toc3054]3.3 Strategy
For Pizza Hut to reach its goal, the company should implement a thorough training and development program that happens once a year. Rodriguez and Walters (2017) note training and development improve technical abilities in their respective fields, leading to improved performance. The core of Pizza Hut's approach should be the development of a comprehensive training program that emphasizes the development of employees' abilities necessary to deliver first-class customer service.
[bookmark: _Toc17330][bookmark: _Toc133854490][bookmark: _Toc21014]3.4 Tactics
Pizza Hut will use a number of strategies that are consistent with the marketing mix (7Ps) in order to raise employees' professional capability. First, for product, Pizza Hut will educate workers about the company's products and how to provide excellent customer service. Isoraite (2016) recommends that some of the focal points for the training product include communication techniques, problem-solving, upselling techniques, and dealing with customer inquiries and complaints. This is because Pizza Hut's goal is to constantly provide excellent service that meets or exceeds its customers' expectations by empowering its staff with the information and tools they need to do their jobs. Second, for pricing, Pizza Hut will compensate workers who go above and beyond in terms of professionalism and customer service. Thabit and Raewf (2018) recommend that compensation, awards, and promotions are just a few examples of possible incentives. This is because Pizza Hut aims to encourage its staff to give consistently high-quality service, and one way is to link it to financial incentives based on their performance and professionalism.
For place, Pizza Hut will set up classrooms and digital hubs where employees may access training materials and videos. These classrooms will be physical rooms in certain centralised locations accessible to all employees, or they could be online resources available to workers everywhere. As noted by Khan (2014), this would help Pizza Hut to assist its employees to grow and develop professionally; therefore, it should make training materials available online and physically. For promotion, Pizza Hut will publicize the value of their investment in their employees' education and growth through several internal channels. Isoraite (2016) recommends platforms such as email updates, team meetings, or an internal website. The message will highlight how training may help employees grow professionally, improve their careers, and give superior customer service.
For people, Pizza Hut will spend resources on training materials, trainers, and facilitators so they can deliver excellent courses. For instance, Goi (2009) recommends that organisations such as Pizza Hut should seek the services of professionals in the fields of customer service, product knowledge, and employee development who may act as trainers and facilitators. For process, to better support employee training and development goals, Pizza Hut will streamline and improve current procedures. Lahtinen, Dietrich, and Rundle-Thiele (2020) note that this includes finding and fixing any inefficiencies in the training process. Pizza Hut will also create unique protocols for rolling out training programs to guarantee efficacy and consistency throughout the chain.
For physical evidence, Pizza Hut will start giving out certificates and implementing reward programs for employees who meet goals and complete training. After all, Pizza Hut hopes to increase morale and motivation by stressing the need for ongoing education and training for all staff members (Darmawan and Grenier, 2021). In summary, using this marketing mix, Pizza Hut will create a comprehensive plan to upgrade the skills and professional competence of its employees.
Importantly, the strategy described for training and developing employees is comprehensive, and its implementation is aligned with the marketing mix's parts. It aligns with Pizza Hut's goal of creating a workforce that is highly skilled and motivated to provide exceptional customer service and drive customer satisfaction. This strategy suggests that through means such as improved training programs, incentives, investment in people, streamlined processes, and reward and recognition programs, Pizza Hut can achieve its purpose.
[bookmark: _Toc13254][bookmark: _Toc133854491][bookmark: _Toc31493]3.5 Actions
To achieve the intended result of improving the professional ability of Pizza Hut staff, a number of crucial actions will be taken. First, Pizza Hut will create a training program that will help workers improve in key areas of expertise. As noted by Mpofu and Hlatywayo (2015), the training program's primary objective should be to raise the level of expertise, competence, and integrity among staff members. As a result, employees will receive instructions that are directly applicable to their roles in their respective positions within the business. Second, Pizza Hut will determine what training infrastructure resources are required and make them available to support training efforts. Kum, Cowden and Karodia (2014) note that this will include providing adequate space for training as well as the tools and resources needed to implement successful initiatives. Pizza Hut will also spend considerably on finding and preparing instructors who can help with activities such as staff development, product education, and customer service.
In addition, Pizza Hut should devise strategies to make its employees aware of the importance of continuing their development and how this would contribute to the success of the company. Khandelwal (2020) notes that establishing training milestones and goals, communicating these to employees, and encouraging a mindset of lifelong learning are all necessary steps. In short, Pizza Hut should seek to increase employee interest in and attendance at training events by stressing the need for continual improvement.
[bookmark: _Toc15668][bookmark: _Toc133854492][bookmark: _Toc10419]3.6 Control
The marketing strategy's performance and efficiency can be gauged by keeping tabs on a number of key criteria. Key performance indicators to be tracked include: First, the percentage of staff members who successfully complete the training will be tracked. With this metric, Pizza Hut can assess the level of interest and involvement of staff in formal training initiatives. Second, Pizza Hut should ask for input and feedback from their clients on the professionalism of their staff and then evaluate it. According to Rust (2020), an increase in employee professionalism will be reflected in increasing customer satisfaction levels, and thus this feedback can help Pizza Hut understand that effect. Moreover, the rate of staff turnover will be closely tracked. This measure will be used to gauge how satisfied and engaged Pizza Hut are with their roles. Khandelwal (2020) observes that the success of training and development initiatives can be gauged by a reduction in the turnover rate. In short, Pizza Hut can maintain the plan's efficacy and conformity with its objectives by pinpointing areas that need adjustment or improvement.
[bookmark: _Toc133854493][bookmark: _Toc26071][bookmark: _Toc5671]Recommendations
To encourage ongoing improvement and make the most of the marketing strategy, Pizza Hut should consider implementing the following recommendations: 
First, Pizza Hut should always stay current on the latest in the field of customer service. This entails monitoring developments in relevant technologies, methodologies, and fresh perspectives in customer service in the fast-food industry (Othman et al., 2019; Lazaro, 2022). With this, Pizza Hut can ensure the continued success of its training programs. Additionally, Pizza Hut should seek feedback and opinions from employees to improve training programs and work processes.
In addition, Pizza Hut should seek feedback and opinions from employees about their impressions of the company's training program and This can be achieved through methods such as surveys, questionnaires, focus groups, and one-on-one interviews. As Khadka and Maharjan (2017) recommend, creating a welcoming workplace where staff members feel secure to share their thoughts and opinions is crucial. 
In addition, Pizza Hut should re-evaluate and revise its training materials frequently. This will ensure that Pizza Hut's training provides its employees with up-to-date and appropriate training for their needs (Decker, 2022). To make sure the training materials and content are up-to-date and effective, Pizza Hut should work with internal subject matter experts and bring in external resources like industry experts and training providers. Finally, Pizza Hut needs to encourage a mindset of lifelong learning. Bleich (2023) recommends that Pizza Hut provides its employees with the tools and encouragement they need to take charge of their own professional growth. To achieve this goal, employers might facilitate staff participation in additional training opportunities, including seminars and mentorship programs, and encourage workers to earn industry-specific credentials.
[bookmark: _Toc133854494][bookmark: _Toc23168][bookmark: _Toc26455]Conclusion
Pizza Hut's marketing plan recognizes the need to have a skilled, knowledgeable, and professional staff in order to provide superior customer service and propel the company's development. As shown prominently in the paper, with the right training and development programs in place, Pizza Hut can increase the quality of its services and the number of satisfied customers. The SOSTAC framework analysed in this paper provides a methodical way to develop and implement a marketing strategy, guaranteeing that all relevant factors will be included. Notably, the SOSTAC framework details important metrics that will be tracked and analysed on a regular basis so Pizza Hut can see how things are going, make any necessary changes, and ensure the plan is always improving. With these changes, Pizza Hut can strengthen its position in the fast-food market and enjoy sustained development.
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