
Antara Gupta  

Mr. Speice 

Independent Study & Mentorship  

23 October, 2017  

 

Interview Assessment #3  

 

Name of Professional: Ms. Regina Borda 

Profession/ Title: Chief Brand Officer: Latin American and Caribbean Region  

Business/ Company Name: Pizza Hut International  

Date of Interview: October 20, 2017  

 

After weeks of conglomerating my research with the interviews that I have conducted, I 

have come to realize that my interest in business primarily lies in the marketing sector. The 

ability to work internationally whilst implementing strategies to attract consumers excites me, 

and as a result, interviewing Ms. Regina Borda, the Chief Brand Officer for the Latin American 

and Caribbean regions for Pizza Hut International, was a pleasure. Given her vast experience 

working in the marketing and brand management field, Ms. Borda was able to share valuable 

information and experience about how Pizza Hut manages their brand.  

With locations in 55 different Latin American countries, including the Caribbean, Ms. 

Borda is responsible for helping creating new restaurant concepts in Latin America and 

managing the Pizza Hut brand in order to ensure uniformity. In the organizational culture of 



Pizza Hut, a specific country owns a franchise and they oversee the store locations within. Given 

this organizational model which allows ample freedom, brand management is important in order 

to ensure that franchisees do not diverge from the company’s primary mission. Unaware of the 

concept of having country-wide franchises setting the tone for their domestic stores, I was able to 

understand more about the international organizational culture of large multi-billion dollar 

companies.  

Further interested about the role of franchises and their functionality, I inquired about 

how Ms. Borda manages the different locations. Ms. Borda explained that for the most part, 

franchisees just execute the decisions made by corporate. However, since the franchise owners 

understand their specific countries far better than professionals at headquarters, they have an 

extent of leniency with marketing concepts. For example, the local owners come up with local 

promotional deals, as long as it follows the general guidelines set by Pizza Hut Corporate. The 

same strategy applies to the menu as well; there is a core menu, which includes items like the 

pan pizza, and then international franchisees have the option of adding specialized products 

tailored to regional ingredients or delicacies. For example, in Southeast Asia, where there is an 

emphasis on seafood, many pizzas have toppings such shrimp and other fish. In fact, one of the 

more extravagant pizzas boasts an entire lobster as a speciality topping. Reminded of my own 

encounters with baby-corn pizza in South Asian airports, I was excited to see how Pizza Hut 

blended local delicacies with their signature dishes to further appeal to local populations. On a 

larger note, it served to highlight the importance of cultural relativism and appreciation in 

international business: a key point that was also emphasized by Ms. Chelsea Garza, the Global 

Assignment Coordinator for Cultural Awareness International.  



Getting more in depth with the “4 P’s of Marketing”, I asked Ms. Borda to explain how 

the pricing for pizzas was determined in different countries, and whether the consumer 

perception of the brand affected such decisions. Ms. Borda explained that Pizza Hut adopts a 

tier-pricing strategy, and for the most part, the pricing remained consistent for basic products that 

were available at many different competitor stores. She explained that many franchisees have an 

elevated opinion about how consumers perceive their products, and therefore want to raise their 

prices. As a result, Ms. Borda has to help manage these franchisees by providing them with an 

accurate description of their profits. However, continuing with the tier-pricing strategy, premium 

yet popular products, such as the lobster pizza in South Asia, had the option to elevate their 

prices.  

In addition to the pricing, the breadth and depth of advertising also differs from country 

to country. However, as Ms. Borda explained, general trends can be noted. In developed 

countries and countries with increasing amounts of technology use, social media serves to be the 

primary mode of promotion. Due to the ability to precisely target the audience, Pizza Hut, along 

with most other companies, tends to prefer social media. To show the ineffectiveness of 

traditional traditional modes of promotion, such as television advertisements and billboard signs, 

Ms. Borda shared a common saying in the industry, “spray and pray”, which describes how there 

is essentially no way to track the progress and profitability of such advertisements. Furthermore, 

television advertisements cost a lot and television viewership has decreased due to the arrival of 

streaming services, like Netflix and Hulu. As a result, this can take a toll on the company’s profit 

without significantly improving results.  



One of the most notable qualities of social media marketing, as mentioned before, is the 

fact that it can create targeted advertisements. Using different data collection services (Google, 

Facebook, Twitter, etc) companies like Pizza Hut can buy campaigns and they proceed to upload 

information (although minimal) about their customers. Through these lists, these data collection 

services then show targeted advertisements to Pizza Hut customers. For example, a person who 

often searches up fitness videos can be shown an advertisement about Pizza Hut salads while he 

or she scrolls through Facebook. Taking it a step further, companies like Google and Facebook 

also have programs that can find customer “look-a-likes”, which brings in the concept of big 

data. Using uploaded customer information, these programs can match different parameters, or 

interests, to find other people who would also be interested in the same type of Pizza Hut 

advertisements. As Ms. Borda was explaining this, I was amazed at the further implications that 

this technology could have: perhaps in the future, it could serve as a way to locate potential 

friends.  

In terms of the actual procedure of accessing these services through companies like 

Google and Facebook, the process is quite complicated and there is often no set price. Since 

there are many different pizza companies, simply buying targeted marketing services from 

Google is not enough; instead, companies “bid for terms”. Just like an auction, whoever offers 

these data companies that most money receives the right to pop up as the first-choice 

advertisement. There are options for companies to have their bid automatically go up until a 

specific amount, which also helps accommodate the marketing budget of different companies.  

Nonetheless, social media advertising is not recommended for all countries. Many 

developing countries do not have enough media users for this type of targeted advertising to be 



successful. As a result, Ms. Borda, explained, that a ratio between traditional marketing and 

social media marketing is set. The exact ratios for different countries differ. For example, in 

Mexico and Brazil, the marketing is 100% digital, whereas in smaller and lesser developed 

countries, 70% of advertisements are in traditional forms. Using traditional tactics, such as 

television marketing, however, requires more research and analysis to understand its benefits, 

which can be assessed through customer surveys. However, as a customer myself, I often find 

myself half-mindedly selecting random answers for different surveys, and I wonder whether this 

margin of error is taken into account and how drastically it affects the results.  

Coming back to discussing the brand management of Pizza Hut in terms of operations, I 

asked Ms. Borda to explain how the physical buildings of the stores and workers differed from 

country to country. She detailed that international Pizza Hut stores differed most in their 

operations because it essentially depended on the franchise owner and model of labor in the 

respective country. In lower demographic countries, labor is significantly cheaper, so more 

employees are hired. As a result, these stores tend to be cleaner, giving it an aura of superiority 

in the eyes of the local population. Remembering my own encounters with Pizza Hut and other 

chain restaurants in international locations, such as India, I was able to relate to the elevated 

perception that many people viewed international chain restaurants with. However, I was 

surprised that Pizza Hut did not try to save money in the operations department by hiring less 

employees. Ms. Borda explained that good service and hygiene have become important aspects 

of the brand at the international level, and in order to keep this relation, Pizza Hut continues to 

hire many employees at international locations. In addition, despite Pizza Hut being primarily 

used by customers for delivery or for “fast dining” in the United States, most Latin American 



customers like dining in. As a result, there are more customers present in the restaurants at a 

given time, and therefore more employees are needed in that aspect as well.  

Around the world, and especially in developing markets, Pizza Hut has become a 

sought-out employer due to the educational opportunities that it offers. For example, in 

Indonesia, employees learn to professionally groom themselves and display good etiquette. Such 

life skills set these employes up for better careers, and thus a better quality of life. As a result, the 

employees are then happy to work at Pizza Hut and they do an excellent job at delivering the 

company brand. In order to truly accommodate the needs of different employees in international 

locations, sometimes hierarchies are made based on the family unit, which is quite important to 

the Asian and Latin American population. For example, a given organization may identify 

someone as the “mother” or the “brother” of the store, and all of these connections allow for 

further integration of the employees within Pizza Hut.  

In addition to the human resources aspect of Pizza Hut’s international business, Ms. 

Borda also explained how there are different service models for restaurants, each accompanied 

with a unique physical structure. With about four different concepts, which include delivery, 

dine-in, express, and fast casual restaurants, the “Pizza Hut Playbook”, a book which details all 

of the different options, allows for franchises to truly understand corporate guidelines, thus 

maintaining the brand.  

Through my interview with Ms. Borda, I was able to truly understand brand management 

and how much it can vary at the international scale. One thing that I really enjoyed about my 

interview with Ms. Borda was that as the Chief Brand Officer, she had oversaw different aspects 

of marketing, such the pricing, the actual product, the promotions, and even the store locations. 



Talking with Ms. Borda really broadened my perspectives on International Business, and I look 

forward to learning more from her. Over the next few weeks, I hope to research more on social 

media marketing and how it impacts International Business so that I can further connect with the 

information that Ms. Borda shared with me.  

 


