Pizza Hut
Restaurants: Letting
the Dough Rise

This presentation tells the story
of how research
commissioned by Pizza Hut

Restaurants and conducted
by ONE MS played a crucial
part in turning a business
around.
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_ S — \| Pizza Hut started back in
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reflected across all Pizza Hut
touch points: menus,
communications , branding,
the restaurants themselves and
promotional activity all had a
QSR feel.

— pp—

In 2012 the decision was made
to split the Pizza Hut Dine In
and Delivery business and the
restaurant business was sold
London private equity to
Rutland & Partners. Whilst they
inherited a tired restaurant
estate that had experienced
years of decline and lack of
investment they saw something
in the business. PizzaHut
Restaurants was still the biggest
casual dining chain with more
people visiting each year than
any other chain including the

likes of Nandos and Pizza
A, Y zzear f it ON;E—@ Express.
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But size is no guarantee of
success. 2012 was a period of
remarkable change on the
High Street. Between 2010
and 2013 111 retailers went
into administration with a total
of over 7,000 stores being
affected. (source Centre for
Retail Research)

All of these business were,
arguably, lacking relevance
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had become tired, obsolete

and failed to move with the

times.

Pizza Hut Restaurants was in
danger of following suit.

Whilst they might have been

the biggest fast casual dining
chain, LW GLGQ-W KLGH
that the chain had suffered

14 straight years of sales

decline. PizzaHut Restaurants
was losing relevance too.




