
PIZZA HUT UK plugs churn and 
increases revenue with Algonomy CDP
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Overview of the client

400+
stores

16K
employees

3M+
customers

60+
years in 

operation
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Poor access to customer data and insights

Siloed Customer Data • Siloed data sources leading to fragmented view of customers across channels

BURNING PROBLEM 
Inconsistent numbers – resulting in no proper insights and no timely visibility thereby delayed decision making 

Delayed Reporting • High wait time for decision makers to get updates with reports taking over 6 hours

No ready insights • Excel reports that did not provide actionable insights

Revenue Loss • Lack of real-time visibility to customer behavior meant inability to cross-sell, reverse 
churn behavior leading to revenue loss
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Algonomy Customer Analytics

DATA INGESTION, 
DEDUPLICATION & 

ENRICHMENT

Data types
Personal

Demographics
Menu

Transaction

Data sources
Online 

Delivery 
Takeaway 

Aggregators

Real-time 

Integration
PHDV – Online Orders 

Punchh – Loyalty

CUSTOMER 
SEGMENTATION 

& ANALYTICS

Segmentation
• RFME Customer 
• Scoring: Predictive 
• Segmentation 
• Customer Lifecycle

Algorithms
• Market basket analysis
• Churn analysis 
• CLTV 
• Propensity modelling 
• Attribution modelling

Business Analytics
• Acquisition & Loyalty 
• Purchase behavior & 

Product mix 
• Marketing ROI

Unified Customer
Snapshot

GOLDEN CUSTOMER 
RECORD

Customer Journey

• Purchase 
behaviour linked 

• Marketing Lists

Automated 
interface

ORCHESTRATION

Direct

MEASUREMENT

PERSONALIZED 
CAMAPIGNS

EMAIL SMS

Call Centre

API integrations

Unified campaign analytics

• Customer Lifetime 
Value 

• Customer 
satisfaction 

• ROI measurement 
• Promotion 

measurement 
• Conversion 

analysis
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Seamless integrations with data sources 
and audience touchpoints
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360-degree view of customer and Golden Customer Record

Data Standardisation 
(Name, Mobile #, Email ID, 
Zip code etc.

Use Deterministic approach on 
Mobile # & Email ID to Dedupe 
customers

Assign an Unique Code for each 
customer to create profiles

Sales & Transactions

Food Choices

Deals/Discounts

Customer Satisfaction (GES)

Loyalty (Hut Rewards)

Algo Based Derived Dimensions

GCR process

Sources Standardization Deduplication Single Customer View

• POS

• PHDV 

• Capillary 

• Punchh* 

• Emarsys* 

• Ascensos*

Other Data Sources

Golden 
Customer Profile

• Data Standardization using attributes such as Name, Phone number, Email, Address, Zip code 

• Clusters of duplicate records created by matching them based on deterministic and probabilistic rules 
• Merging clusters of duplicate records and enriching it with attributes from different systems 
• Creating data link between deduplicated master, original source data and purchase/interaction data 
• Outward integration with source system providing golden profile
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Customer ID

Algonomy acts as default CRM

Golden Customer Record

Loyalty

Card Number

SMS

Phone number

Mobile App

Device ID

E-commerce

Cookie IDs

Maintaining Customer Level 
preferences for marketing 

communications (across channels)

Algonomy is the default CRM 
systems and feeds customer data 

to all downstream applications

Email

Email Id
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Single view of customer from multiple sources

Customer profile is unified by bringing data from three 
sources together. After Standardization, deduplication 
and Merging, Single Customer View and GCR is arrived 
at, wherein all the demographic details and other 
attributes are available in one record.
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Automated Householding for better targeting

Household Code Household Joining Date No of Customers Primary Phone Primary Email

HH_10023 10-Jun-2018 2 8763446902 xyz@gmail.com

Customer Code Joining Date Name Phone Email Postal Code Address Loyalty

10032401 10-Jun-2018 Thomas 8763446902 xyz@gmail.com DY32BB
6 Roberts Green 
Road

No

23004596 04-May-2002 Luttman 7489834234 akl@gmail.com DY32BB
6 Roberts Green 
Road

Yes

Household of each Golden Customer is identified based on Deterministic and Probabilistic logic defined on customer attributes

• Deterministic: Works on unique identifiers like E-mail ID/Mobile/Phone Number attributes of customer for matching 

• Probabilistic: For other non unique identifiers attributes are processed through Probabilistic match type which is based on 
Levenshtein distance (string similarity metric) algorithm calculation.

Golden Customers

Household

mailto:abc@gmail.com
mailto:xyz@gmail.com
mailto:akl@gmail.com
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• Limited customer data and 
analysis crippling the ability to 
personalize engagement 

• Unable to expand customer base 
with targeted, tested messaging 

• Poor visibility into segment 
migration meant inability to 
reverse churn behavior

Plug churn and increase revenue with Algonomy CDP

CHALLENGE

Identify untapped sales 

opportunity using machine learning 
algorithms like Customer 
Segmentation, Propensity Modelling 

Create customer lists for 

personalized targeting using 
behavioral and predictive analysis

SOLUTION

• Increase customer base 

• Increase existing customers’ 
average spend 

• Reactivate Lapsed, Dormant, 
Churned customers

BENEFIT

Prepare Data 

for Analysis

Use K-Means 

Clustering 

algorithm to 

segment customers

Profile customers 

using Lifecycle 

Status, 

Performance 

Status & RFM 

Groups

Identify 

Micro-Segment

& their profile

Calculate revenue 

potential based 

on RFM Analysis 

& Propensity 

modelling
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• Loyalists are most frequent and 
significantly indulge in Online Sales 

• Pizza, Starter, Beverage Units sale is 
extremely high, Maximum Deal units 
used 

• Off all the Segments, Loyalists 
prefer veg more 

• Reward customers sales are 
extremely high compared to all other

Segmentation based on Clustering Algorithms

Loyalists

• Stars are quite frequent  and are 
heavy buyers 

• Pizza, Starter, Beverage Units sale 
is high  

• Deal units are also high 

• Non –Reward Sales are high 
compared to other segments

Loyalists

• Casual Pizza Lovers have 
maximum  unit sales of Pizza, 
Starters,  Beverages and Deals 
after the  Loyalists and Stars 

• Mostly indulge in online sales

Loyalists

• This segment has the maximum 
no. of customers with a very low 
purchase potential 

Least Engaged

• This segment is least frequent with 
highest avg spend 

• Maximum Pizza Units per visit is 
consumed by this segment

Pizza Celebrators

• This segment indulges in offline 
sales and take away orders. Has 
lowest average Spend of all 
segments 

On the Go Buyers

Key take away: Identify segment size, sales contribution, ARPU, Average Spend for better targeting
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Key Take Away: 

Identify customers in Lapsed/ Churned 
transacted lifecycle status and send 

promotional offers to reverse behavior

Profile customers using Lifecycle Status, Performance 
Status & RFM Groups for better targeting

Key Take Away: 

Identify segments that have not transacted 
in last 90 days to reverse behavior

Key Take Away: 

Identify segments that are regular high 
spenders to enhance loyalty
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Key Metrics of Lapsed - Casual Pizza Lovers

Insights: Customers do not show 
any unique behavior when it comes 
to Menu, Deal or Time preferences 
and is primarily influenced by the 

brand marketing strategies

Create micro-segments and analyze their profile

Rewards Vs Non-Rewards Break-up Preferred Time of Day & Day of Week

Menu preference of segment Deal preference of segment
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Identify revenue potential based on RFM analysis & Propensity modelling

74% of Lapsed Casual Pizza Lovers’ sales was contributed by 
Regular High Spenders who also have a higher ARPU

Reactivating LAPSED – CASUAL PIZZA LOVERS 

– REGULAR HIGH SPENDERS – WITH 

PROPENSITY OF 20% - 100% may lead to a 
potential revenue opportunity of

£1.3M in one visit

Identify customers 
with higher 
probability of 
responding
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Impact analysis of reactivation campaign

• Newly acquired customers during 
Apr-Jun have the lowest retention 
rate whereas prior existing 
customers have the highest 
retention.  

• However on average sales and 
average visits, all segments saw 
improvement with newly joined 
being the highest whereas prior 
existing being the lowest  

• The retention rate of customers 
acquired in April is the highest for 
the following month. However it 
dropped significantly after a 
couple of months

Key Take Away: 
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Real time visibility to enhance customer satisfaction

• Orders are integrated in real-time 
between Pizza-Hut online 
portal/mobile-app and Algonomy  

• Call Center Agent has real-time 
visibility on  

• Customer Order 

• Last Five Orders 

• Customer Snapshot (giving view on 
which Segment, Lifetime value, 
Churn score etc.,)  

• Assisting Call Center agent to take 
appropriate action (improved 
customer refund process time by 
nearly 70%)

R
e

a
l t

im
e

MOBILE ORDER

Real time

ONLINE ORDER
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Ensuring GDPR Compliance

Right to forget API

Customer 
visits Pizza 

Hut’s website 
(or reaches 
call Center)

Customer asks 
the Pizza Hut to 

forget her 

Pizza Hut calls 
Algonomy 
GDPR API

Algonomy 
removes the 
customer’s 

identity from the 
database

Algonomy 
API notifies 
Pizza Hut

Pizza Hut 
notifies the 
customer

Right to access API

Customer mails 
Pizza Hut 

requesting 
access to all 

data captured 

Pizza Hut calls 
Algonomy 
GDPR API

Algonomy 
fetches all 
data of the 
concerned 
customer

A CSV file with
all data is 

uploaded on a 
secure location

Algonomy
API notifies 
Pizza Hut

Pizza Hut 
shares data 

with the 
customer
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“Algonomy has demonstrated its ability to understand our business and our 
customers and has the capability to deliver the highest levels of scalable 

technology innovation. The partnership with Algonomy has significantly boosted 
our operational and analytical efficiencies. Algonomy not only collated all our 
data from legacy systems to create a Single Source of Truth, but also created 

easier access to operational and performance metrics to give us quicker 
analytical turnaround times”, 

said Beverley D'Cruz, Chief Marketing Officer, 

Pizza Hut Delivery - UK

Customer Speak…. 



Thank You!


