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Abstract 

This study investigates the brand strategy of Pizza Hut Indonesia in response to 

reputational damage caused by public boycott campaigns related to the Israel–Palestine 

conflict. The research particularly examines the strategic role of Ristorante, a localized 

sub-brand introduced following the crisis, in repositioning the brand, redefining its 

personality, and reconstructing its identity. Employing a qualitative method with a case 

study approach, the study draws from literature reviews, corporate documentation, and 

media sources to analyze the multidimensional branding strategy implemented. The 

case study was executed through a sequence of descriptive phases, encompassing data 

gathering, theme categorization, and interpretative analysis to elucidate the context, 

strategy, and outcomes of the brand's response.The findings reveal that Ristorante 

served as a branding innovation aimed at realigning Pizza Hut Indonesia with national 

values, emotionally engaging Generation Z consumers, and demonstrating empathy 

through local community involvement. The brand repositioned itself as culturally 

rooted and emotionally responsive, moving beyond global fast-food narratives to 

emphasize Indonesian ownership, lifestyle alignment, and corporate social 

responsibility. This research contributes to brand communication theory by showing 

how emotional branding, localized innovation, and socio-political sensitivity can serve 

as key mechanisms in brand recovery and resilience during crises. The study also 

highlights the importance of embedding empathy, cultural relevance, and consumer 

values into the core of brand strategy. However, the research is limited to a single case 

and relies on secondary data, suggesting opportunities for future studies to validate 

findings through comparative and longitudinal approaches. 

Keywords: Brand strategy, brand positioning, brand personality, brand identity, Pizza 

Hut Indonesia, Ristorante, branding crisis 

  

Introduction 

In the past year, numerous companies worldwide have faced significant 

challenges stemming from public protests and widespread boycott campaigns. In 
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Indonesia, these movements have directly impacted several corporations, resulting in 

considerable financial losses. For instance, KFC Indonesia reported a loss of IDR 

555.08 billion in the third quarter of 2024. Similarly, Pizza Hut Indonesia has also been 

affected by these developments, notably as a result of the boycott movement triggered 

by Israel’s attacks on Palestine in October 2023. The situation catalyzed the emergence 

of the Boycott, Divestment, and Sanctions (BDS) movement, which targets companies 

perceived to support or be affiliated with Israel (Hamida et al., 2024). As a 

consequence, brands such as Pizza Hut have faced consumer backlash in Indonesia, 

significantly impacting their brand reputation and financial performance. 

According to Kompas Online, Pizza Hut Indonesia reported a net loss of IDR 

96.7 billion in the third quarter of 2024 alone (Hardiantoro & Dzulfaroh, 2024). This 

financial decline led to operational consequences, including the closure of 20 outlets 

and termination of employment for 371 workers. Furthermore, research suggests that 

such boycott movements may result in long-term shifts in consumer sentiment, 

particularly among lower-income consumers, thereby diminishing the perceived value 

of the boycotted brand (Kim & Kim, 2024). 

The crisis faced by Pizza Hut Indonesia presents a critical case study in brand 

strategy and corporate communication. Interestingly, just three months after the onset 

of the boycott, the company launched a new brand initiative—Pizza Hut Ristorante—

in December 2023. This strategic move raises pertinent questions regarding how brands 

navigate reputational crises and respond through innovation and repositioning.  

This study seeks to examine how Pizza Hut Indonesia developed and executed 

their brand strategy in reaction to reputational harm inflicted by boycott movements. 

This study aims to analyze the strategic function of Pizza Hut Ristorante as a localized 

branding effort in reestablishing brand positioning, brand personality, and brand 

identity post-crisis. This study aims to ascertain how these techniques facilitated brand 

recovery, the restoration of customer trust, and the enhancement of cultural relevance 

in the Indonesian market. 

Branding plays a pivotal role in corporate strategy, serving not only as a 

marketing function but also as a core component of corporate communication. A strong 

brand enhances a company's competitive edge by differentiating it in the market, 

fostering consumer recognition, and cultivating loyalty (Prayudi et al.,, 2025). 

According to Aaker (in Meilani & Suryawan, 2020), a brand constitutes a strategic asset 
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with equity value that drives business performance. High brand equity leads to positive 

consumer perceptions and increased purchase intentions. Furthermore, brands act as 

identifiers that distinguish one company from another and function as tools for trade 

promotion and quality assurance. 

Branding, therefore, involves a strategic process of constructing and managing 

brand identity. It integrates internal corporate values with external marketing 

communications, ensuring that the brand consistently conveys its promise to 

stakeholders (Fortunisa & Elsyah, 2022). As such, effective branding not only 

strengthens consumer relationships but also enhances organizational cohesion and 

market positioning (Ianenko et al., 2020). This study draws upon these theoretical 

perspectives to analyze how Pizza Hut Indonesia implemented branding strategies amid 

a reputational crisis and what implications these strategies may have for brand 

resilience in the face of sociopolitical challenges. 

Given the crucial role a brand plays in shaping a company’s performance and 

market position, the formulation of a comprehensive brand strategy becomes essential. 

A brand strategy refers to the structured development and implementation of a plan that 

defines how a brand positions itself in the marketplace to attain specific business 

objectives (Arundati, 2024). Štrausa and Gaile-Sarkane (2022) highlight several 

integral components of brand positioning, including market differentiation, product or 

service concepts, brand identity and image, brand utility, stakeholder engagement, and 

brand communication. These elements collectively contribute to the perception of a 

brand in the minds of consumers, which is the central focus of brand positioning. 

Brand positioning is a strategic process through which a company deliberately 

crafts the way its brand is perceived, aiming to distinguish itself from competitors. It 

requires identifying a clear target market, conducting competitive analysis, and 

developing a concise brand mantra that encapsulates the brand's essence (Brzaković et 

al., 2018). Wicaksono (2021) explains that positioning relies on emphasizing superior 

brand value and uniqueness, while Novanda and Widodo (in Mansur & Dermawan, 

2024) argue that effective positioning fosters a sense of trustworthiness, profitability, 

and reputation, all of which significantly influence consumer purchase intentions. 

Furthermore, positioning helps establish the brand’s image in the minds of consumers, 

making its perceived advantages and strengths stand out when compared to competitors 

(Septiana et al., 2022; Fanaqi et al., 2020). 
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Another integral dimension of branding is brand personality, which refers to the 

set of human characteristics associated with a brand. It shapes consumer perceptions 

and drives their behaviors, often beyond the intrinsic qualities of the product itself 

(Toldos-Romero & Orozco-Gómez, 2015). According to Ferdinand and Selamat (in 

Halim et al., 2022), a strong brand personality can instill trust and emotional connection 

among consumers. Aaker’s foundational model outlines core dimensions such as 

sincerity, excitement, competence, sophistication, and ruggedness, which are 

frequently used to define a brand’s personality traits. This personalization of brands, 

also referred to as anthropomorphism, not only enhances brand engagement but also 

increases emotional involvement (Gupta, 2023; Heleta Švrakić & Arslanagić-

Kalajdžić, 2023). Moreover, brand personality acts as a mediating factor in consumer-

brand relationships by reflecting customer identity and enhancing feelings of belonging 

and attachment, which are instrumental in driving satisfaction and brand loyalty (Kour 

& Kaur, 2024; Stanković & Đukić, 2022; Jhingan, 2023). 

Closely related to brand personality is brand identity, which encompasses the 

visual, verbal, and conceptual elements through which a brand presents itself to the 

public. It includes components such as the brand name, logo, symbols, and overall 

aesthetic expression that serve to distinguish the brand from its competitors (Susanto & 

Wijarnoko in Fanaqi et al., 2020). A cohesive brand identity contributes to consumer 

recognition and reinforces emotional bonds with stakeholders by aligning brand values 

with consumer expectations (Yahelska & Vasylyshyna, 2024). Additionally, Septiana 

et al. (2022) argue that brand identity is rooted in a company's aspirations and values, 

forming the foundation for long-term brand equity. Therefore, building a compelling 

brand identity not only strengthens market presence but also supports the strategic 

communication efforts essential to corporate branding. 

Together, brand positioning, personality, and identity form the backbone of a 

company’s branding strategy. These interconnected dimensions are particularly critical 

when companies face public scrutiny or crises, as they determine the brand's capacity 

to maintain consumer trust and loyalty. In contexts where brand reputation is at stake, 

such as in the case of boycott movements, these elements offer a strategic framework 

for brand revitalization and stakeholder re-engagement. 

The authors divide this study into four parts. Following the introduction, the 

authors outlines the methodologies used in this research to acquire and evaluate the 
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findings given and examined in the same section. The third section of the paper revealed 

the research results on how brand communication has been used as a process by creative 

cities in Asia to shape the perception of the city and enhance its appeal as a hub of 

creativity and innovation. The last section of this article's conclusion concisely 

summarizes the research results. 

Method 

 This study employs a qualitative research design to examine how Pizza Hut 

Indonesia formulated and implemented its brand strategy in response to the reputational 

damage caused by boycott movements. A qualitative approach is most appropriate for 

this inquiry because it allows for an in-depth understanding of meanings, 

interpretations, and strategic decisions as they unfold in a real-life context. As Burhan 

Bungin (2017) asserts, research plays a crucial role in the advancement of science by 

continuously refining knowledge to remain relevant, valuable, and applicable to 

society. This study utilizes the interpretive approach of qualitative research to link 

empirical data with theoretical perspectives in brand communication and strategy. 

The research adopts an interpretive–constructivist paradigm, which assumes 

that social reality is holistic, contextual, and dynamic (Sugiyono & Lestari, 2021). This 

paradigm perceives meaning as generated through human interaction, rendering it 

especially apt for examining how organizations interpret and react to crises. Through 

this lens, the researcher seeks to understand how Pizza Hut Indonesia redefined its 

brand identity, personality, and positioning following the 2023 boycott movement, 

specifically through the launch of Pizza Hut Ristorante as a localized branding 

innovation. The study focuses on the strategic communication process embedded 

within this initiative and how it contributes to restoring consumer trust and cultural 

resonance. 

Data were obtained from both primary and secondary sources. Primary data 

were collected through an extensive review of literature, including academic studies, 

reports, and theoretical references that inform the conceptual basis of the research. 

Secondary data were gathered from various documentation and media sources, such as 

corporate reports, press releases, news articles, and social media content. To enhance 

the credibility and depth of interpretation, data triangulation was applied by comparing 

information from multiple types of sources and perspectives. The researcher functioned 
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as the main instrument of the study, guided by theoretical sensitivity and analytical 

interpretation to ensure that meanings were contextualized within the socio-political 

background of the crisis. 

The data analysis process followed an inductive and thematic logic that moved 

from empirical evidence to conceptual understanding. It began with data reduction, in 

which relevant information was selected and categorized based on three core themes 

derived from Kotler’s framework—brand positioning, brand identity, and brand 

personality. The next stage involved data display, in which patterns and relationships 

between the branding actions and public sentiment were mapped and described 

narratively. Finally, the stage of conclusion drawing and verification involved 

interpreting these findings through the theoretical perspectives of brand 

communication, emotional branding, and crisis recovery. This step was essential to 

establish how the data collected aligned with existing theory while also revealing new 

insights about brand resilience and local adaptation. 

The inductive process allowed the researcher to synthesize empirical findings 

with theoretical constructs. For instance, the emergence of emotional branding and 

localized innovation was interpreted as evidence of strategic adaptation, aligning with 

Aaker’s brand personality model and Kotler’s concept of strategic brand analysis. The 

use of multiple data sources and theoretical references ensured analytical rigor and 

validity, while consistent documentation of the analytical process enhanced reliability. 

Overall, this methodology enables a comprehensive and contextually grounded 

understanding of how Pizza Hut Indonesia’s brand strategy evolved during a socio-

political crisis and how its communicative practices contributed to brand recovery and 

identity reconstruction. 

Discussion 

The boycott movement targeting global franchises alleged to support Israel 

presents a considerable challenge for multinational brands in politically sensitive 

markets, such as Indonesia. This research critically examines the response of Pizza Hut 

Indonesia, via its Ristorante sub-brand, to reputational threats through the realignment 

of its brand strategy. The findings emphasize a complex branding strategy that includes 

strategic repositioning, the development of a relatable brand personality, and the 

reconfiguration of brand identity based on national and emotional connections. 
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Table 1. Integrated Findings of Pizza Hut Indonesia’s Brand Strategy 

Transformation Following the Boycott Crisis 

Strategic 

Dimension 

Empirical Findings (Pizza 

Hut Indonesia – Ristorante) 
Theoretical Connection 

Strategic Outcome / 

Implication 

Brand 

Positioning 

Repositioned as locally 

owned, culturally 

empathetic, and aligned 

with national sentiment 

amid boycott crisis. 

Ristorante framed as 

“created by Indonesians for 

Indonesians,” distancing 

from global parent 

association. 

Kotler’s (2020) Brand 

Positioning theory: 

effective differentiation 

must emphasize emotional 

and cultural relevance; 

Prasad & Verma (2020) 

on identity-based 

boycotts. 

Enhanced consumer 

trust through cultural 

alignment and 

emotional solidarity; 

repositioning 

transformed crisis into 

strategic inflection 

point. 

Brand 

Personality 

Ristorante embodies 

youthful, open, socially 

engaged, and modern traits 

appealing to Generation Z. 

Integrates lifestyle branding 

through design, menu, and 

social experiences. 

Lu et al., (2023) on brand 

loyalty; (Salimi & 

Khanlari, 2018) on self 

cocept and brand 

personality. 

Strengthened 

emotional loyalty and 

identity connection 

among younger 

consumers; brand 

becomes a vehicle for 

self-expression and 

social engagement. 

Brand 

Identity 

Redefined through local 

empowerment and 

corporate empathy (Pizza 

Hut Cares 8P Program, 

farmer collaborations, 

cooking classes). Transition 

from global fast-food image 

to socially responsible local 

partner. 

Yahelska & Vasylyshyna 

(2024) Consumer-
Centered Brand Identity 

Model; Khvorostyanaya 

(2023) on empathy-driven 

identity. 

Reinforced legitimacy 

and trust via authentic, 

values-driven 

engagement; brand 

identity perceived as 

performative and 

relational, co-created 

with stakeholders. 

Integrative 

Theme 

Localization, empathy, and 

socio-political awareness as 

the foundations of post-

crisis brand resilience. 

Riza & Chatamallah 

(2022) Crisis Branding 
Theory; Emotional 

Branding & Cultural 

Sensitivity Frameworks. 

Demonstrates a new 
model of brand 

recovery: culturally 

rooted, emotionally 

intelligent, and socially 

conscious strategy for 
multinational brands. 

 

Table 1 above presents a synthesis of the multidimensional findings of this 

research, illustrating the interrelationship among brand positioning, brand personality, 

and brand identity as strategic components of Pizza Hut Indonesia’s post-boycott 

branding transformation. Each dimension represents a calculated adjustment to 

Indonesia’s socio-political context and consumer attitudes during the crisis period. The 

data indicate that the introduction of Pizza Hut Ristorante represented not just a product 

innovation but a thorough repositioning strategy that integrated local cultural values 
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and emotional significance into the brand narrative. This alignment of corporate 

strategy with national sentiment illustrates the role of localization and socio-political 

sensitivity as mechanisms for restoring consumer trust. By highlighting the brand's 

Indonesian identity—“created by Indonesians for Indonesians”—the company 

effectively reframed its global association within a culturally sensitive and nationally 

rooted narrative, demonstrating how global brands can utilize adaptive localization to 

address reputational risks. 

The table illustrates the theoretical foundations of empirical findings within 

established frameworks, such as Kotler’s brand positioning, Aaker’s brand personality 

model, and modern theories of consumer-centered brand identity. The findings indicate 

that the Ristorante initiative represents a synthesis of theory and practice, wherein 

emotional branding, cultural empathy, and social engagement collectively redefine 

brand resilience. Each strategic dimension functions interdependently: positioning 

enhances perception, personality cultivates emotional connection, and identity validates 

the brand's moral and cultural stance. This integrative approach aligns with recent 

scholarship indicating that effective crisis branding necessitates both market 

differentiation and the incorporation of emotional intelligence and ethical authenticity. 

The table summarizes the theoretical and practical implications of Pizza Hut Indonesia's 

response, illustrating a model for how multinational brands can adjust their narratives 

and identities in politically sensitive markets using locally relevant, emotionally 

engaging strategies. 

This analysis explores how these strategies not only alleviated the immediate 

crisis but also restructured Pizza Hut Indonesia's long-term branding framework. This 

analysis addresses the primary research question: how can a global brand adapt its 

communication and branding strategy in a culturally and politically sensitive local 

context? This analysis explores the alignment of these strategies with theoretical 

frameworks related to brand positioning, consumer behavior, and identity construction 

in a crisis context. The analysis offers critical insights that may improve existing 

branding theories, particularly regarding the roles of empathy, nationalism, and 

emotional branding in rebuilding consumer trust amid boycott threats. 

Brand Positioning 
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The findings indicate a significant change in Pizza Hut Indonesia's brand 

positioning strategy, particularly with the introduction of Ristorante. This initiative 

serves not merely as a new product line but as a strategic brand maneuver aimed at 

repositioning the company within the cultural and emotional context of its Indonesian 

consumers. According to Fanaqi et al. (2020), brand positioning is essential for 

fostering brand recall by highlighting unique and distinguishable benefits in consumers' 

perceptions. In the context of Pizza Hut Indonesia, Ristorante represents a strategic 

alignment with national identity and sentiment rather than a mere reaction to market 

trends. Ristorante is presented as an innovation created solely by Indonesians for 

Indonesians (Aditya, 2023), indicating a deliberate separation from the brand's global 

connections, especially amid increasing public dissatisfaction regarding the parent 

corporation's purported support of Israel. This initiative demonstrates that brand 

positioning, when combined with sociopolitical awareness, can function as a means for 

restoring reputation and re-engaging consumers. 

The socio-political environment in Indonesia, characterized by significant 

public backing for Palestine, intensified the emotional importance of brand associations 

and consumer decisions. Prasad and Verma (2020) demonstrate that consumer boycotts 

are frequently influenced by emotional factors, primarily stemming from identity-based 

perceptions and collective values rather than rational assessment. Pizza Hut Indonesia's 

repositioning addresses both the functional aspects of market differentiation and the 

cultural and emotional connections of its consumer base. Presenting Ristorante as a 

national product allows the brand to align with local values and mitigate criticism 

associated with its multinational origins. Pizza Hut Indonesia maintained its corporate 

identity while reframing it through a localized perspective that highlights cultural 

empathy and national solidarity. 

This strategic decision is supported by the literature on crisis branding. Riza and 

Chatamallah (2022) assert that crises, particularly those associated with socio-political 

unrest, present distinct opportunities for brand realignment and the transformation of 

consumer perceptions. Pizza Hut Indonesia seized this opportunity by introducing 

Ristorante, not merely as a temporary solution, but as a significant shift in brand 

strategy. This approach demonstrates that brand positioning is dynamic and must adapt 

to the changing moral, political, and emotional contexts of consumers. The Ristorante 
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initiative transforms a reputational crisis into a strategic inflection point, illustrating 

how brands can adjust their narratives to remain relevant during turbulent periods. 

The repositioning strategy is closely aligned with the theoretical framework of 

emotional brand attachment and consumer loyalty. Nurdiani (2024) emphasizes that 

consumers with strong emotional connections to a brand exhibit greater resilience to 

controversy and are less inclined to engage in brand boycotts. The establishment of a 

sub-brand that clearly aligns with local values and consumer identity enhances Pizza 

Hut Indonesia's emotional connection with its audience. The Ristorante format 

transcends traditional restaurant concepts, serving as a symbolic representation of Pizza 

Hut's dedication to Indonesian values. This action confirms that successful brand 

positioning should be rooted in cultural understanding and emotional intelligence. This 

approach connects global brand infrastructure with local consumer expectations, 

particularly in contexts where national identity influences market behavior. 

In sum, the brand positioning of Ristorante demonstrates a responsive and 

context-sensitive branding strategy that utilizes national sentiment, consumer emotion, 

and cultural relevance to restore brand equity. Instead of passively addressing 

reputational damage, Pizza Hut Indonesia proactively redefined its standing in the 

national consumer consciousness. This case highlights the changing dynamics of brand 

positioning in the context of socio-political activism and consumer awareness, 

indicating the necessity to expand traditional brand strategy theory to incorporate socio-

emotional and cultural responsiveness as essential components for market survival and 

the development of customer loyalty. 

 

Brand Personality  

The research on brand personality concerning Pizza Hut Indonesia indicates a 

strategic approach that is both intentional and culturally relevant, aimed at humanizing 

the brand and enhancing its emotional connection with Generation Z. Utilizing Aaker’s 

brand personality framework, which defines brands as possessing human-like 

characteristics to establish emotional connections with consumers, Pizza Hut Indonesia 

has developed Ristorante to embody openness, youthfulness, modernity, and a social 

spirit. The attributes are grounded in concrete design and product innovations that 

reflect the values and aspirations of a younger, socially engaged demographic. Gupta 

(2023) highlights that brand personality plays a crucial role in facilitating consumers' 
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personal and emotional connections with brands, thereby advancing from mere 

transactional interactions to affective loyalty.  

The branding of Ristorante is notably influenced by personality, evident in its 

aesthetic and experiential aspects, designed not merely as a dining establishment but as 

a social lifestyle environment. The spatial design, product presentation, and 

messaging—especially the "Pizza and More" tagline—establish Ristorante as a space 

for interaction, creativity, and self-expression, which are characteristic of Generation 

Z's consumer behavior. Products like Bifuteki Steak and Panna Cotta represent an 

enhancement of the brand’s culinary profile, transitioning from conventional fast-food 

options to gourmet experiences at affordable prices. These innovations indicate an 

intent to contest the traditional views of Pizza Hut as a global fast-food entity and to 

reposition it as a culturally significant and premium offering. Tojiri (2023) emphasizes 

that differentiation via experiential and product innovation is crucial in saturated 

markets characterized by fragile brand loyalty and rapidly changing consumer 

expectations.  

This adjustment of brand personality fulfills both defensive and aspirational 

roles. This response addresses reputational damage from socio-political controversies, 

allowing the brand to restore emotional trust via lifestyle alignment and cultural 

responsiveness. Conversely, it signifies a proactive investment in the emotional capital 

of younger consumers, whose identities are increasingly linked to the brands they 

interact with. Dewi et al. (2024) emphasize that perceived brand value, particularly 

among younger demographics, is significantly affected by the alignment of a brand’s 

personality with their self-image and social affiliations. In this context, Ristorante 

functions as more than a sub-brand; it serves as a medium for self-expression, social 

connection, and emotional narrative, aimed at a generation that prioritizes meaning and 

experience over mere utility. 

 This evolution in brand personality underscores a notable trend in brand 

strategy: the convergence of sociopolitical sensitivity and lifestyle branding. The case 

of Pizza Hut Indonesia illustrates that modern brand personality should not be confined 

to fixed traits but must adapt dynamically to social contexts and cultural responses. 

Švrakić and Arslanagić-Kalajdžić (2023) assert that brands that effectively 

anthropomorphize by reflecting human emotions, moral awareness, and social 

positioning are more likely to gain consumer trust and foster long-term engagement. 
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Pizza Hut Indonesia redefines its global identity by incorporating traits of empathy, 

cultural sensitivity, and local authenticity, resulting in a localized and emotionally 

resonant narrative. This indicates a need to redefine brand personality theory to 

incorporate socio-culturally embedded attributes in addition to traditional 

psychological traits.  

Pizza Hut Indonesia’s Ristorante illustrates that brand personality serves as a 

strategic differentiation mechanism and a tool for cultural reconciliation. This study 

modifies existing theory by demonstrating that effective brand personalities must not 

only mirror consumer lifestyles but also recognize collective emotions, social 

controversies, and local cultural narratives. The evolving marketplace, influenced by 

values and identities, suggests that an expanded understanding of brand personality 

could transform the ways in which future brands craft their emotional appeal and 

sociocultural significance. 

 

Brand Identity  

The examination of Pizza Hut Indonesia's brand identity in light of reputational 

challenges indicates a strategic and multifaceted adjustment in the brand's presentation 

and stakeholder perception. Following the public boycott, the company engaged in a 

thorough restructuring of its brand identity, aiming for a deeper alignment with national 

values and social consciousness rather than superficial rebranding. Susanto and 

Wijarnoko (in Fanaqi et al., 2020) assert that brand identity is not a static entity but 

rather a composite of consumer perceptions, emotional associations, and public 

impressions, a concept particularly relevant in the current sensitive socio-political 

climate. The backlash experienced by Pizza Hut Indonesia due to allegations of 

supporting Israel necessitated a transformation of the brand's core identity to restore 

legitimacy and trust, beyond mere reputation management. 

The Pizza Hut Cares 8P Program is a corporate social responsibility initiative 

that collaborates with over 100 local farmers in nine regions of Indonesia. This initiative 

exemplifies a consumer-centered brand identity, responding to the cultural and 

emotional climate by promoting values such as community empowerment, food 

sovereignty, and national pride. Training programs for farmers, greenhouse 

development, and consumer-inclusive cooking classes hold both operational 

significance and symbolic value. The brand is positioned as an advocate for local 
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resilience and skill-building, which are significant themes in public discourse and 

consumer expectations. According to Khvorostyanaya (2023), the most resilient and 

respected brands currently are those that incorporate empathy, emotional intelligence, 

and socio-political awareness into their strategic frameworks. Pizza Hut Indonesia 

seems to adopt this paradigm shift by redefining its identity through concrete 

community involvement and national unity. 

These strategies correspond with the consumer-centered brand identity model 

proposed by Yahelska and Vasylyshyna (2024), highlighting the necessity of aligning 

brand values with consumer values in a more conscious marketplace. Pizza Hut 

Indonesia’s initiatives emphasize pro-Indonesian values, local innovation, and social 

inclusivity, resulting in a more grounded and emotionally resonant identity rather than 

a sanitized or globally neutral one. This approach departs from conventional, image-

centric models of brand identity that prioritize aesthetics and symbolism, and instead 

presents a values-oriented model characterized by transparency, participation, and 

demonstrable behavior. The Cooking Class initiative enhances customer engagement 

and education while indicating a democratization of brand expertise. This suggests that 

the brand has evolved from being merely a provider to becoming a partner in skill 

development and self-expression. 

This recalibration of brand identity is both restorative and evolutionary. Pizza 

Hut Indonesia is not seeking to revert to its pre-crisis identity; rather, it is leveraging 

the crisis as an opportunity to redefine its brand in accordance with current cultural and 

ethical standards. The incorporation of human-centric elements, including empathy, 

authenticity, and cultural responsiveness, signifies a sophisticated advancement of 

current brand identity theory. This indicates that brand identity should be perceived as 

both performative and relational: performative in that identity is established through 

observable and significant actions, and relational in that it is collaboratively formed 

through dialogue and interaction with stakeholders. This evolution highlights the 

necessity to redefine brand identity, viewing it not merely as a reflection of internal 

corporate aspirations, but as a cultural artifact co-created through the mutual influence 

of brand and society. 

The case of Pizza Hut Indonesia demonstrates the strategic redefinition of brand 

identity through values-driven actions and context-aware initiatives. This approach 

contests fixed notions of identity and presents a dynamic model that adapts to social 
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influences, is culturally rooted, and demonstrates emotional intelligence. Pizza Hut 

Indonesia is rebuilding trust and contributing to the discourse on ethical branding and 

the responsibilities of multinational corporations in local contexts through initiatives 

such as the 8P Program and customer-inclusive programs. 

Conclusion 

This research analyzed the brand strategy of Pizza Hut Indonesia in response to 

boycott actions, specifically focusing on the Ristorante initiative. The analysis indicated 

that Pizza Hut Indonesia utilized a multi-dimensional branding strategy that adjusted 

brand positioning, personality, and identity in reaction to socio-political pressures. The 

introduction of Ristorante allowed the company to realign its brand positioning with 

national sentiment, employing localized innovation to reduce reputational risk. The 

Ristorante concept introduced a brand personality that is youthful and socially engaged, 

specifically designed for Generation Z, incorporating emotional appeal and lifestyle 

alignment into its narrative. The reconfiguration of brand identity via initiatives like the 

Pizza Hut Cares 8P Program illustrates a strategic shift towards empathetic, value-

driven branding that aligns with consumer expectations amid increased socio-political 

awareness.  

These findings indicate that brand strategy must extend beyond market-driven 

objectives to incorporate cultural, emotional, and ethical contexts. The situation 

involving Pizza Hut Indonesia highlights the importance of responsiveness, 

localization, and emotional intelligence in preserving consumer trust and loyalty during 

crises.  

This study enhances the understanding of brand communication and crisis 

marketing by providing an empirical case of how global franchises adapt and 

emotionally recontextualize their branding strategies in response to socio-political 

boycotts. This work enhances current branding theories by demonstrating the 

simultaneous transformation of brand positioning, personality, and identity through 

cultural sensitivity, local innovation, and community engagement. This study enhances 

the discourse on emotional branding by demonstrating how empathy and national 

alignment can serve as strategic instruments for reputational recovery and brand re-

legitimization.  
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The research connects consumer behavior theories with branding practices in politically 

unstable contexts, providing a framework for multinational brands in culturally aware 

societies.  

This study, while contributing valuable insights, has inherent limitations. The 

study is constrained by a single case study approach, which restricts the generalizability 

of findings to other industries or geopolitical contexts. The analysis relies 

predominantly on secondary sources, including media coverage and corporate 

communications, which may inadequately reflect internal decision-making processes 

or large-scale consumer sentiment. The study primarily examines short- to mid-term 

strategic responses, omitting an evaluation of the long-term effects of Pizza Hut 

Indonesia's initiatives on brand equity and consumer loyalty.  

Future research may benefit from the inclusion of longitudinal data, direct 

consumer feedback, or comparative studies with other brands experiencing similar 

crises to validate and enhance the theoretical implications discussed herein. 
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