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[bookmark: _Toc236940832]Section 1
[bookmark: _Toc236940833]1. Introduction
The international marketing strategy of Pizza Hut analysed and compared with Pizza Hut operations in USA and Australia. It focuses on analysing how the company modifies its products and marketing to suit various markets while keeping the brand the same all over the world. The report assesses macro-environmental factors using frameworks like PESTEL, Hofstede’s Cultural Dimensions, customer segmentation and targeting, market entry to Australia and ethical marketing issues using the 7Ps marketing mix. Finally, it makes recommendations for Pizza Hut's future international marketing strategy. Section 2 is a reflection on the research, analysis and reporting process, which is guided by Gibbs' Reflective Cycle, and is an opportunity for reflection, thinking and learning to improve.
[bookmark: _Toc236940834]2. Background of the Company
Pizza Hut opened its first restaurant on 31 May 1958 in Wichita, Kansas, United States, by the Carney brothers Dan and Frank. The brothers were then attending Wichita State University and took out a $600 loan from their mother to start their first outlet. As of 2025, Pizza Hut has a total of 19,974 restaurants spanning 104 countries (Kaye 2025). Pizza Hut was one of the earliest and most important international markets in Australia, and in April 1970, they opened their first Pizza Hut dine-in restaurant in Belfield (Bolles, 2018).
Pizza Hut Mission Statement
We take pride in making a perfect pizza and providing courteous and helpful service on time all the time. Every customer says, "I'll be back! We are the employer of choice offering team members opportunities for growth, advancement, and rewarding careers in a fun, safe working environment. We are accountable for profitability in everything we do, providing our shareholders with value growth" (Pizza Hut, 2026).
Pizza Hut Vision Statement
The vision of the PIZZA HUT is that reach on the top of the peak to provide best service and taste & To see Yum on customer s face (Pizza Hut, 2026).
[bookmark: _Toc236940835]3. The Macro Environment
[bookmark: _Toc234341395][bookmark: _Toc236940836]3.1 PESTEL Analysis: Comparative Overview of the USA and Australia
PESTEL is a strategic analysis tool that is used for analysing the macro environment that affects a business (Karadzhov and Patarchanova, 2025).
[image: PESTLE Analysis: The CEO's Guide to Future-Proofing a Business | by Asif  Iqbal | Techno-Preneurship | Medium]
Figure: PESTEL Framework; Source: (Iqbal, 2025)
Political Factors
Political situation is stable and democratic in both countries. The governments have clear regulatory frameworks which are conducive to foreign investments and franchising (Kotler and Armstrong, 2021). The lack of a national minimum wage in the USA also makes it difficult to run an operation as different states have different minimum wage rates (Federal Trade Commission, 2026). The Fair Work Commission in Australia establishes a minimum wage which applies across the nation, offering predictability, but also having the disadvantage of higher minimum wage compensation. One key difference is that Australia has a more robust “Franchising Code of Conduct”, which has disclosure requirements that are more stringent than those at the federal level in the U.S. 
Overall Assessment: Pizza Hut is favoured by stable governments and franchise-friendly regulations in both countries, but complying with the stricter Franchising Code of Conduct in Australia places additional burdens.
Economic Factors
The USA is the largest economy in the world with a GDP of more than $27 trillion (World Bank, 2025). Consumers have a very high level of disposable income and food service expenditure is considerable. Australia's GDP of around $1.7 trillion is also high, and per-capita incomes are high (World Bank, 2025). Inflation rate of USA and Australia are 3.5% and 4% respectively till June 2026 (Trading Economics, 2026). In America, it is all but essential for competitive pricing, as Domino's and Papa John's are giving them plenty of competition. Australia's labour and supply chain costs reduce the flexibility to act on prices.
Overall Assessment: Favourable in both markets as consumers' spending is strong, Less Favourable in Australia because of rising labour costs and inflation, which provide less pricing flexibility.
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Figure: Inflation Rate of USA and Australia; Source: (Trading Economics, 2026)
Social Factors
The USA and Australia are both a multicultural society and a city-dwelling population who have high demand for convenience dining meals (Koppes, 2025). Rising health awareness has led to Pizza Hut's healthier choices, which include both low-calorie and vegetarian items, in both regions. In the USA, there is a greater need for diversity in menus when there is more ethnic diversity. Australia has seen a trend towards more local ingredients and sustainability of food over the years. One similarity is that both markets have high family dining rates. One of the main distinctions is that of the rate of lifestyle change. Consumers in Australia have grown faster toward a delivery-first meal experience, whereas there has been a stronger connection with the dine-in experience amongst US consumers.
Overall Assessment:  Partially Favourable, as the strong family dining culture will help Pizza Hut, but the trend of health consciousness is Unfavourable as the core menu is not regarded as healthy. 
Cultural Factors
Hofstede Cultural Dimensions: USA and Australia
Hofstede Cultural Dimensions model is one of the most widely used models to compare cultures across countries in the field of international marketing (Hofstede et al., 2010).
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Figure: 3.2 Hofstede Cultural Dimensions: USA and Australia; Source: (Geert Hofstede, 2025).
Power Distance: In terms of Power Distance, the less powerful members of society are tolerant of unequal power distribution (Hofstede et al., 2010). The USA has a power distance of 40 and Australia has a power distance of 38, both of which are low (Geert Hofstede, 2025). Both countries' consumers are seeking direct and informal brand communication messages in an open and transparent way. Pizza Hut's easy price points, and easy promotion messaging, dovetail nicely with this expectation in both markets. 
Individualism versus Collectivism: The dimension indicates the importance of individual vs. group goals (Hofstede et al., 2010). The USA and Australia both have scores of 91, amongst the most individualistic cultures in the world (Geert Hofstede, 2025). Consumers in both markets judge and make their own purchasing decisions and appreciate personalisation and customisation in promotions and menus.
Masculinity versus Femininity: The masculine cultures are achievement and competitor, whilst the feminine cultures are cooperative (Hofstede et al., 2010). The USA (moderately masculine, 62) and Australia (moderately masculine, 61) both fall in the middle. Value for money and competitive pricing are drivers for both countries' consumers. Marketing on the basis of deals works well for Pizza Hut in both markets.
Uncertainty Avoidance: Uncertainty Avoidance is a discomfort with ambiguity (Hofstede et al., 2010). Australia has a score of 51 and the USA a score of 46 (Geert Hofstede, 2025). There is a slight tendency towards risk aversion in Australia. Consumers in Australia might need more reassurance of the quality of food and the source of ingredients before consuming new product. The consumers in the USA are more accepting of novelty. Pizza Hut should adopt phased product rollouts and provide detailed product information in Australia, and a faster and bolder approach to a rollout in the USA may be more appropriate.
Long-Term Orientation: This dimension reflects the attitudes of the society either towards future-oriented virtues or towards short-term results (Hofstede et al., 2010). The USA has a strong short-term orientation with a score of 26 and Australia's score is 21, (Geert Hofstede, 2025). The two cultures are reward oriented. This helps Pizza Hut's strategy to use time-limited offers and instant loyalty rewards and short-term promotions in both markets.
Indulgence versus Restraint: Indulgence is the degree to which people indulge themselves in enjoying life (Hofstede et al., 2010). The USA has a score of 68 and Australia has a score of 71 (Geert Hofstede, 2025). Both are pretty foodie cultures. Both markets offer food, leisure and social dining to their consumers. This is good for those serving fast food. Positioning comfort food and celebrating with a message is an effective strategy for Pizza Hut in both countries.
Advantages of the Hofstede Model: The model is quantitative and allows for cross-cultural comparisons. It allows making decisions based on the evidence of positioning, communication and promotional strategy (Soares et al., 2007).
Disadvantages of the Hofstede Model: The model assumes a uniformity of national cultures, which fails to acknowledge that there are substantial differences within each culture (McSweeney, 2002). The study, a descriptive study, was limited to IBM employees, which makes it difficult to generalize the findings. The cultural values are also somewhat static as compared to the dynamic nature of real-world values.
Technological Factors
Trendy foods are changing the eating habits of the people in USA and Australia. Today, consumers are increasingly looking for food that is healthy, transparent and has a sustainable origin (Koppes, 2025). Pizza Hut's root menu is not known as healthy food and this is not favorable to them. In the USA, the demand for plant-based, lower carb and lower calorie menus has led to menu changes. Likewise, Australian consumers are also interested in clean eating and locally sourced ingredients, especially the younger urban consumers.
Both countries have high levels of digitally driven food businesses, and have good digital infrastructure and high smartphone penetration rates (Verhoef et al., 2021). In the USA, Pizza Hut is betting on AI personalisation and voice ordering. Pizza Hut is looking to AI personalisation and voice ordering in the USA. The brand's success in Australia depends on third parties like Uber Eats and Door Dash (IMARC, 2026). This results in a dependency which impacts on margins and allows access to customer data. Technology is favourable on both markets.
Overall Assessment: Favourable in both markets because of high smartphone penetration and digital infrastructure which makes Pizza Hut's app ordering and delivery model.
Environmental Factors
There has been increased awareness of the environmental sustainability needs in both markets. Single-use plastic bags are in effect in a number of states in Australia, creating a more challenging environment for Pizza Hut than the USA where federal environmental policy is less prescriptive. There is a need to invest in sustainable packaging and responsible sourcing for both markets. Australia has a relatively high level of regulation, leading to broadly unfavourable environmental forces. Pressure in the USA is not particularly regulatory, but rather consumer-based.
Overall Assessment: Unfavourable in Australia because often times facing active single use plastic bags, which put costs on compliance; Partially Unfavourable in the USA as there is increasing pressure from consumer to be sustainable.
Legal Factors
The Federal Trade Commission (Federal Trade Commission, 2026) is the entity that regulates franchise operations in the USA. Australian Consumer Law, 2026, enforces the consumer protection and advertising standards in Australia as strictly as possible. In 2024, the Australian Communications and Media Authority (ACMA) fined Pizza Pan Group AUD 2.5 million for spam marketing offences (ACMA, 2024). Commercial operation is favourable in both countries, legally. But it's tougher and more active in Australia, so compliance is more of an operational priority for Pizza Hut in Australia.
Overall Assessment: It is broadly favourable for commercial operation in both countries, but More Unfavourable in Australia, due to the heightened legal risk of active enforcement, as demonstrated by the AU$2.5 million spam fine.
Similarities and Differences: PESTEL Summary
Similarities: The two countries are both politically stable with established governments, have strong economies, advanced digital infrastructure and a developing focus on sustainability - all of which is broadly supportive of Pizza Hut's operations.
Differences: Legally, Australia has a stricter enforcement on spamming (AU$ 2.5m fine) and state level plastic ban, along with higher labour costs (Franchising Code of Conduct). The USA is more flexible regarding commercial models, has lower operating costs, and larger economies of scale.

[bookmark: _Toc236940837]4. Comparative STP and 7Ps Analysis
[bookmark: _Toc234341398][bookmark: _Toc236940838]4.1 Segmentation, Targeting and Positioning
STP is a strategic marketing concept that is also known as Segmentation, Targeting and Positioning. Segmentation is the process of dividing the mass market into smaller segments in which consumers have some common characteristics, needs or behaviours (Kotler and Keller, 2016).
Segmentation in the USA
Pizza Hut is using multi-dimensional segmentation strategy in the United States. The brand caters to families with children; young adults (18-34 years) and college students (Pereira, 2025). These groups are the most consuming fast-food groups. Psychographically, the brand is for value for money users who are also convenience seeking, who value convenience and affordability. Pizza Hut's target audience behaviorally are repeat take-out and delivery customers, especially those who order via a mobile app or online. Whereas the US population is very diverse, Pizza Hut also segments at the micro-level to cater to different regional and cultural communities by creating menu options and marketing messages that appeal to each.
Demographic Segmentation (USA): Pizza Hut aims at the 18 – 44 age group and specifically children and their families. Income targeting is focused on the low to mid-income group, who have a special interest in value deals (pizzahutproject, 2024). Gender has not been used as a primary variable, although there is a lot of family imagery in the promotional campaigns.
Geographic Segmentation (USA): Pizza Hut is found in all 50 states with the maximum in the suburban and urban areas. Geographical variations in cuisine are also reflected in regional menu variations, such as adding more spices to topping choices in the Southwest and Southern regions (Yayla and Aktas, 2021).
Psychographic Segmentation and the VALS Framework
VALS (Values and Lifestyles) is a classification system of eight personalities based on motivations and resources of consumers (SBI, 2023). Pizza Hut's primary target customers in the USA are Strivers and Experiencers. Strivers are looking for value and ease, and Experiencers are young, variety-seeking customers who are drawn to promotions and digital engagement. Pizza Hut is a brand that appeals to Strivers and Believers in Australia. Consumers who believe in the brand are family-oriented and prefer quality and trusted brands, which aligns with the brand's family meal offer.
Segmentation in Australia
A similar segmentation technique is used in Australia by Pizza Hut, but on a smaller scale. The demographic targeting is targeted at suburban middle-income families, and young urban professionals (IBISWorld, 2023). Psychographic segmentation is done for the convenience and affordability of consumers. The Australian market is less ethnically diverse than the USA although there is a multicultural population in the major cities, especially Sydney and Melbourne. By the way, behavioural segmentation in Australia focuses heavily on delivery users, due to the fact that the ‘dine-in' model is in the process of being phased out. Segmentation focuses on geographic segment, in which most of Pizza Hut's 260 Australian outlets are located, namely in the suburbs.
Targeting in the USA
Pizza Hut USA uses a differentiated targeting approach, that is, different products to various groups of consumers. The brand shows parallel delivery, carryout and dine-in, enabling the brand to tap into a large customer base. This mass market differentiation strategy is indicative of the size and the diversity of the consumer market in the U.S. The brand's digital targeting is another big investment, with the digital team relying on data analytics to deliver targeted promotions to various customer segments, depending on their previous purchase history.
Targeting in Australia
In Australia Pizza Hut targets a narrower market. The brand targets suburban homes and young adults that live in dense urban areas with about 255 stores (Choose Franchise, 2026). The main targets are the delivery and take away segment. Eagle Boys was recently acquired by Pizza Hut in 2016 which helped the company greatly increase its addressable target market in Australia, especially in suburban and regional locations, which was not being catered for.
Positioning in Australia and US
Pizza Hut's vision is to be a family pizza heritage brand in the USA that is “Variety, value and convenient”. (Kotler and Armstrong, 2021). In 2019, the red roof logo was reinstated, giving it classic brand associations. The situation in Australia has changed significantly since the 2010s. The brand shifted its focus from dine-in to become a contemporary, delivery value pizza brand. The drivers of this repositioning were the new dynamics in the market and the new consumer behaviour. The emotional heritage associations held by the US market differ markedly from those exhibited by the Australian market, where Pizza Hut is more ‘functionally' seen as a quick and cheap delivery service.
Perceptual Map: Pizza Hut in Australia
[image: ]
Figure: Perceptual Map; Source:  Self-made
The perceptual map shows that Pizza Hut is in a middle market segment in Australia, with superior perceived quality to Domino's and Eagle Boys, yet at a price comparable to them, but much lower than that of premium brands like Crust Pizza. This is indicative of its strategic repositioning since 2016 as a value first delivery brand. Pizza Hut will need to distinguish themselves distinctly from Domino's, as this brand already sells pizza in a low-cost space and is the dominant brand in the Australian pizza delivery market based on the number of stores.

Similarities and Differences: STP Summary
[bookmark: _Toc234341399]Similarities: They both aim at value conscious and convenience-oriented consumers with a view to positioning Pizza Hut as a low-priced family pizza brand through demographic, psychographic and behavioural segmentation.
Differences: Differentiated targeting with a larger and more diversified consumer base is used throughout the USA for dine-in, delivery, and carryout. Australia has a smaller and more homogenous market, and narrower targeting, as it focuses on suburban delivery users.
[bookmark: _Toc236940839]

4.2 Marketing Mix (7Ps): Comparative Analysis
The 7Ps is an extension of the 4Ps, with the inclusion of the 'people', the 'process' and the 'physical evidence' (Kotler and Keller, 2016). 
[image: ]
Figure: Marketing Mix (7Ps): Source: (Human Owl, 2021)
Product
All pizzas, sides, desserts and beverages are available in both markets. The menu is much wider in the USA and includes “speciality” pizzas, “stuffed crust” pizzas and seasonal “limited edition” pizzas (Pizza Hut USA, 2024). The menu is simplified in Australia, but also features local variations such as Australian meat toppings and BBQ inspired flavours. Both markets have provided plant-based alternatives, as well as calorie-lableled menus, due to health trends. A major similarity is the main menu. A key difference is depth of product range, this is because the US is larger, and more willing and able to invest in it.
Product Depth
The depth of a product line is the number of different items in it. Pizza Hut has more pizza varieties in the USA, such as Stuffed Crust, Original Pan, Thin N Crispy, Hand Tossed, BBQ Chicken and Bacon, Supreme, speciality and other varieties of pizzas. The variety of foods available is more limited in Australia with Classic Crust, New Yorker, Cheesy Bites and limited local options like Aussie Barbecue and Beef and Onion. 
[image: Calorie Count of Pizza Hut Pizzas | Crispy Pizza, Breaded Chicken Wings,  Chicken Supreme | Pizza hut calorie chart, Dominos calories, Pizza you]
Figure: Product Variety of Pizza; Source: (Pinterest, 2026)
Product Width (Brand Extension)
Product width - the number of product lines outside pizza. Pizza Hut has diversified into other areas including Wing Street chicken products, pastas and desserts, such as Hershey's Chocolate Chip Cookie and Cinnabon Mini Rolls, in the USA. Australia has less variety of extensions: mostly pizza, sides and drinks.
[image: ]
Figure: (Pizza Hut, 2022); Source: Pizza Hut New Wing Street
Price
Lower price points are possible due to economies of scale. Labor costs and import duties are higher in Australia and there are fewer consumers in the country (IBISWorld, 2023). Promotional offers are a regular occurrence in Australian stores as a way of making them competitive. The two markets have a structural price difference due to economic reasons.
The macro-economic determinants of the prices in the two markets should be taken into account before analysing pricing strategies. Pizza Hut can keep the prices competitive due to the strong demand for pizzas in the USA, and the competition with Domino's and Papa John's. Operating costs have risen due to inflation in both countries, as inflation in the United States is 3.5% and in Australia is 4% in mid-2026 (Trading Economics, 2026). Australia's operating costs are also higher due to the minimum wage and the cost of imports. 
Pizza Hut has three primary pricing strategies in both markets: value-based pricing, reflecting the customer-perceived value in the form of meal packages; promotional pricing, based on limited-time and app-exclusive discounts that increase sales; and competitive pricing, which maintains prices against its competitors such as Domino's. It also has a premium offset strategy in Australia and bases higher base prices on quality and bundle value.  
Macro-Economic Factors Influencing Price
Place
Pizza Hut has thousands of Pizza Hut Delivery, Carryout and Dine-in stores in the USA. There are about 255 suburban outlets throughout Australia. Since the Eagle Boys takeover in 2016, Pizza Hut has greatly increased its presence in Australia. Australia has moved towards a delivery-first business model, and dine-in is rarely seen. Digital ordering is crucial to both markets. The only thing that really matters is the size of the physical network, and the ongoing vitality of the dine-in channel in the USA. 
Distribution channels used were: company stores, franchised stores, third party delivery services (Uber Eats, DoorDash, and Menulog in Australia), company website, and Pizza Hut mobile app. A direct carryout model is also popular in the USA.
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       Figure: Pizza Hut in USA				Figure: Pizza Hut in Australia
       Source: (Yum.com, 2026)				Source: (QSR Media, 2024)
Promotion
Integrated Marketing Communications (IMC) can be defined as the coordination and integration of all marketing communication tools, channels and sources of information into one unified programme to maximize the impact on consumers, or other end-users (Kotler and Armstrong, 2021). Digital ads and social media and app ads are both areas of investment for both markets. Promotions in the USA are closely related to big sporting events such as the NFL and Super Bowl (Kotler and Armstrong, 2021). In Australia, the emphasis of promotions is on family meal offers and seasonal promotions. The U.S. digital marketing spend is much higher. In both markets there is a loyalty program. One cultural likeness is that both nations are extremely individualistic, and in both cases personalised promotions have proven to be effective. The main difference is in the amount and level of investment in marketing. 
Media Channels and Creative Appeals
In the USA, Pizza Hut uses television, social media, email marketing and notifications through their loyalty app to market their products. The NFL's sponsorships and social media platforms like Instagram, TikTok, Facebook and YouTube support younger consumers. A more digital approach to promotion is used in Australia, with the main platforms being Facebook and Instagram; and food delivery apps like Uber Eats and Menulog (Pizza Hut Australia, 2023). Rational appeals of value-for-money and combo deals are paired with emotional appeals focused on family and celebration in both markets. But humour and memories are commonly employed in US campaigns, and the emphasis in Australian advertising is on affordability and convenience.
People
In both markets Pizza Hut invests in training its employees and providing procedures for its franchise partners. In the USA, standardised training is included in the national franchise system. Since the changes in ownership in 2016 and 2023, workforce management in Australia has been more difficult. Part-time and casual staff members are employed in both markets which brings in the usual problems with quality of service. One of the main differences is that Australia's more rigid employment legislation imposes greater responsibilities with regard to staff entitlements and working conditions. 
Yum! In 2023, Brands, Pizza Hut's parent company, had around 36,000 employees working all over the world as part of its corporate team. It is estimated that Pizza Hut and franchisees have a total of 150,000 to 180,000 employees across all outlets in the USA. In Australia, the total number of employees is around 5,000 to 7,000 with most workers working part-time and casually (IBISWorld, 2026).
Process
In both markets, ordering and fulfilment is now largely digital. Pizza Hut's application and website enable customers to customize their orders, follow delivery status and access promotions (Verhoef et al., 2021). In the USA, AI is being leveraged to tailor recommendations and to simplify ordering. In Australia, the process heavily depends on Uber Eats and Menulog causing margin and customer data dependency. Speed is the most important aspect of both markets, as is convenience.
People in the USA are able to report a complaint through the customer service hotline, online, the mobile application, or social media. If you are in Australia, you can report any problems on the Pizza Hut website, in the Pizza Hut Rewards app, or via any delivery services such as Uber Eats.
Physical Evidence
Physical evidence includes physical signals that convey quality of the brand (Kotler and Keller, 2016). In the USA, this feature has been rebranded with the iconic red roof design, in-store branding and packaging, backed by the 2019 logo reintroduction (Pizza Hut USA, 2024). With a delivery-first approach, in-store physical evidence has decreased in importance in Australia. Primary touch points are branded packaging, delivery boxes and driver uniforms. The global brand colours and typography are consistent across both markets.
[image: ][image: ]
Figure: Pizza Hut Australia Website 		Figure: Pizza Hut USA Website
Source: (Pizzahut.com.au, 2026)		Source: (Pizzahut.co.in, 2026)
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Figure: Pizza Hut box that can be converted into a table; Source: (Packaging Gateway, 2024)
Similarities and Differences: 7Ps Summary
Similarities: They have similar product ranges, value-based pricing, online ordering, loyalty schemes, part-time working and brand uniformity across the world.
Differences: The USA own more products, charge lower prices, have more stores with dine in, spend more on promotions and has more proprietary technology. Australia is delivery first, has higher prices, a smaller choice, price transparency, and relies on third party aggregators.

[bookmark: _Toc236940840]5. Market Entry Strategy in Australia
Bolles (2018) states that Pizza Hut's Australian expansion was in April 1970, in the form of a Pizza Hut franchise. Franchising is an option for market entry that involves giving the rights to an independent operator to market the parent company's brand, systems and products for fees and royalties (Alon, 2006). This enabled Pizza Hut to roll out quickly and without the equivalent of owning outlets in Australia. The brand was managed through a master franchise agreement with Yum. The master franchise rights were held by brands until 2016 when the firm Allegro Funds, a private equity group, took ownership. The business was sold to US based Flynn Restaurant Group in 2023.
Advantages of Franchising
The advantages of franchising to the parent firm are that it lowers the financial risks involved in the investment into the operation of the business to the local franchise partner (Alon, 2006). It helps in quick expansion of the market with minimal investment. Franchisees have knowledge about local market, which makes their cultural adaptation better. It also offers a stable profit source, via charges and royalties (Kotler and Armstrong, 2021).
Disadvantages of Franchising
Consistency of brand standards at franchise partners is a major problem (Dant and Grünhagen, 2014). It is hard to perform quality control with decentralised operations. An AU$2.5 million fine levied on a Pizza Hut franchisee for spam marketing is a warning about reputational consequences of franchising (Australian Communications and Media Authority, 2024).



[bookmark: _Toc236940841]6. Ethical Issues in Marketing: Australia
Ethical Marketing Practices
First, the Pizza Hut Australia has ensured transparent allergen and nutritional labelling of their menus and website. This is in line with the Australian Consumer Law and to assist consumers in making informed choice (Australian Consumer Law 2026). Second, the brand has also added plant-based pizza options to meet the demand of plant-based eating choices among consumers. It is an example of sensitivity to ethical consumption trends, as it offers the vegetarian and vegan consumer options.
Unethical Marketing Practices
The initial incident occurred in May of 2024, when the Australian Franchisee Pizza Pan Group was fined AU$2.5 million for sending around 10 million spam marketing messages in four months, which violated Australian Spam Laws (Australian Communications and Media Authority, 2024). This is a grave violation of the Spam Act 2003 and privacy. Second, there's been some concerns about deceptive pricing promotions in Australia, particularly as discounted offers made online weren't always available across all stores.



[bookmark: _Toc236940842]7. Recommendations
Recommendations for USA:
1. Invest in AI-powered personalisation features in the loyalty app to boost retention and order value.
2. Strengthen dine-in tradition by reviving restaurant openings and reinvigorating NFL campaigns to beat Domino's in a retro format.
3. Offer more plant-based and low-calorie options to cater for the health-conscious population.
Recommendations for Australia:
1. Open more delivery first stores in underserved suburban areas to expand beyond 260 stores.
2. Improve the tracking of compliance in the franchise sector to prevent reoccurring incidents such as the 2024 Spam fine for its franchisee of almost $2.5million.
3. Create campaigns that are localised in Australia, targeting local culture and using sustainability language.
[bookmark: _Toc236940843]

Section 2
[bookmark: _Toc236940844]Reflection
In this reflection, I reflect on the work that I did to complete the International Marketing assignment for the Pizza Hut brand. This report examined the Pizza Hut in the USA's and Australian's approach to the international market entry and marketing mix. This reflection is guided by Gibbs Reflective Cycle. There are 6 phases to the model. These are description, feelings, evaluation, analysis and action plan (Ezezika and Johnston, 2023).
[image: ]
Figure: Gibbs Reflective Cycle; Source: (Hughes, 2024)
Description
The assignment was to compare and contrast Pizza Hut, PESTEL, Hofstede Cultural Dimensions, STP, 7Ps marketing mix, market entry strategy and ethical issues. The first thing I did was find out about the history of Pizza Hut and its history in both countries. I then collected data on the political, economic, social, technological, environmental and legal factors for each market. I correlated the countries according to Hofstede scores and mentioned the advantages and disadvantages of Hofstede's model. Following this I went on to analyse Segmentation, Targeting and Positioning, then the marketing mix with Product, Price, Place, Promotion, People, Process and Physical Evidence. I also looked at the Australian model of franchising and found some ethical issues associated with a spam marketing fine. The report culminated in recommendations based on the findings from a range of current resources such as government reports, industry reports, journal articles etc.
Feelings
I began with confidence as it was a familiar topic from lectures. I had a bit of a challenge when I started comparing two markets in detail as I had to keep the length of the sections within certain word limits and they had to be deep enough. The PESTEL and Hofstede sections made me feel good when they were put together and it was evident that there were differences between the two countries. I didn't feel too happy when I was looking for enough recent and reliable data on the Australian pizza market; many sources concentrated primarily on the United States. I was feeling more settled towards the end as the structure of the report was closely based on the brief and I felt a sense of achievement when the recommendations were connected to the previous assessments.
Evaluation
The best aspect of the work was the comparative structure. Having the USA and Australia in each section is useful to highlight similarities and differences. Linking to Harvard referencing made with a variety of sources such as journal articles added creditability to the analysis. Although the quantitative comparison using the Hofstede model proved useful, the model was recognized as having some limitations. However, Hofstede treats national culture as being static and homogeneous, which becomes problematic in some cases (McSweeney 2002). It's a failing I did see when coming up with that section – Pizza Hut's Australian and American customers are not monolithic, but rather diverse groups.
Another constraint was the issue of franchise. Few sources were used to detail Pizza Hut's ownership history in Australia. As Dant and Grünhagen (2014) point out, many studies on franchising are lacking in terms of detailed case data, and when I tried to verify information on the number of franchisees and staff, this was the case.


Analysis
In retrospect, the comparative PESTEL and 7Ps sections were successful as they were structured in a similar manner in both countries. This facilitated the identification of the differences, including the stricter Franchising Code of Conduct in Australia and its delivery first model. Estimated data, such as workforce numbers, for which exact data was not published, were used by the weaker sections. This required some changes to the statement of the claims, specifically making some claims qualified instead of stated as fact. Time management was also a factor. I found myself spending more time on the PESTEL and Hofstede sections than expected, and didn't have as much time as I wanted to put into the ethical marketing section. The distribution of the research time between the sections would have benefited from being more even, thus giving room for a more in-depth discussion of the Australian spam-marketing case.
Conclusion
Overall, the assignment helped me to understand the marketing mix and the way a global company adapts the marketing mix to national markets. It also gave me an insight into the strength and weaknesses of existing models such as Hofstede and PESTEL. For future work, I need to take cultural models as a point of reference for comparison instead of an exhaustive explanation and include additional country specific consumer research to support the cultural models. I also realize that starting off by planning time per section is necessary rather than trying to fill in additional time after a section has taken longer than intended.
Action Plan
In future reports, I will complete a time-budgeting task on each section before beginning the writing task. I will make sure to look for at least 2 sources per major sub section early in the process to avoid a last-minute scramble for sources. I will also be using a critical lens on any framework I employ, recognizing the limitations and constraints of that framework as well as the results it provides, as recommended by McSweeney (2002). Lastly, I will check word counts with the assignment brief after writing each part of the assignment, not just at the end, to help stay in balance throughout the assignment.
[bookmark: _Toc236940845]
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