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Brand Evolution 



Where we’ve been 
1950s 
The “cheap steak place” 



Where We’ve Been 
1960s 
The family steakhouse 
 with low prices 



Where We’ve Been 
1970s 
Steak, seafood and salad at a good price 
–  Self service salad bar opened 
–  Sizzler service brought about advent  

of fast-casual dining 



Where We’ve Been 
1980s 
 
The variety place for steak, seafood,  
salad and grilled items at a great value 



Where We’ve Been 
1990s 

Mid-1990s 
Sizzler tested “American Grill” in California 



Sizzler Today 



Brand Strategy  

Sizzler is the home of  “The Appetite of the 
Everyman” 
 
Goals:  
Broaden the base without alienating the core guest 
who is loyal to Sizzler 
 



Our Role Today  

Our role in the lives of busy families is to …… 
provide a great place to get together,  

enjoy fresh and tasty food,  
share experiences and reconnect. 



Our Core Target  



Target 
Families 

Young and Old 
Extended Families 

Non-Traditional Families 
 

Bulls-eye Target 
Mom 

She makes the decisions on food, cooking, and eating out.   
Sizzler is where she goes with family and friends to relax,  

be taken care of, have someone else worry about the meals  
and get some downtime. 

We welcome Mom and give her time to reconnect with her family 



1991 Viral Video  
Social Explosion 

Happened at the perfect time 
•  We had the opportunity to ignore it or embrace it 
•  As much as we want to evolve the brand and move away 

from the past, we know it is who we are and few brands 
can survive 50+ years. 
–  We have to embrace who we are with love and humor 

•  Embracing the 1991 Buffet Court video was a risk and a 
huge reward 
–  It helped us create a relevant brand personality for today and 

opened up the history of Sizzler in a nostalgic and inviting way 
“I remember Sizzler, Is it still around” “Let’s find one and try” 



Timeline 

•  September 2013 – Rachel Redhouse posts video to YouTube 
•  Early 2015 – “VeryBlandest” posts link on Reddit.com’s obscure media 

thread  
•  Thursday, April, 9 - Esquire Magazine runs online story 
•  Monday, April 13 – Esquire includes story in its newsletter  
•  Monday, April 13 - UPROXX Web Culture, other sites post stories/links 

that are shared via social media 
•  Wednesday,  April 15 – Video already has viral status (100K views) 

–  Huffington Post runs story at 9:39 a.m. EDT. 
–  200,000+ views by 3:00 EDT 
–  1,200+ YouTube views per minute 
–  Trending #3 on Facebook all day 

•  Thursday, April 16 – YouTube views reach 1MM 
–  Midday views average 687 per minute  

 





PR Messaging 

We’re very humbled by the thousands of wonderful 
posts from our customers. Sizzler is and has 
always been a special place for American families. 
We are thrilled this video is touching so many 
people and stirring such positive feelings about our 
country. Sizzle on, America, sizzle on! 
 



PR Messaging 

“We’ve been amazed by the response from our 
loyal guests, but we’ve also learned that a lot of 
people have an outdated perception of Sizzler,” 
said president and CEO Kerry Kramp. “Just like 
the country, Sizzler has changed a lot in the last 24 
years, and we’re a very different restaurant today 
than some people remember.” 
  



PR Messaging 

“We want everyone – especially people who have 
not been here for a while or who have never visited 
– to enjoy quality steaks and salmon that are cut 
fresh in-house, amazing scratch soups and salads 
made in each restaurant’s kitchen, and of course, 
classics like Malibu Chicken and Cheese Toast.” 
  
Sizzler, which dropped the Buffet Court years 
ago… 
 



Media Metrics 

•  200+ media stories 
 
•  800MM+ media impressions 
 
•  $7.4MM+ in earned media equivalences   

 



PR: 7 Lessons 

1. Real-time monitoring and management are critical 
  
2. Mainstream media feed off of social media and visa-versa 
  
3. Old rules of journalism are dead 
  
4. Instant access to decision makers is imperative 
  
5. Infrastructure, resources and policies need to be in place in advance  
  
6. Pick your battles and correct inaccurate posts immediately  
  
7. Remember: This too shall pass – and quickly!  



Sizzler Social Response 

Extending the Social Conversation 
•  Throwback Thursday Program 
•  1991 MEMES 
Our Way of Saying Thank You 
•  “GIF” Certificates 

–  (2) Malibu Chicken Entrées + (2) Salad 
Bar Entrées for $19.91 

•  No Kid Hungry Donation 
–  $19,910.00 



Fan Response! 

Media results  
•  1.9M  Views of the original video 
•  2,000%  Fan growth for Facebook, overall  

 1,180 new fans total!  
•  350,000  People viewed our content  
•  2,000  Direct engagements with fans through likes,  

 comments, and shares! 
•  .3%  Of total ad budget was spent  

 



Fan Quotes  

•  "I watch how brands handle/mishandle social media and @Sizzler_USA's 
response to the resurfacing of the 1991 commercial is pitch-perfect"  

       
•  "What a gracious way to pay it forward after winning the internet"  

 
•  “I tried to count the good things in this, but I couldn’t count that high” 

•  “We can all go home now. Sizzler won the internet for today. Get a little freedom 
in your life!” 

 
•  “The greatest promotional video in the history of civilisation! Even as a 

Canadian, I've never felt more proud to be an American after watching this. I 
envy you my friends from the United States of America!” 

•  “So my job is done. Advertising can't get any better than this.” 

•  “With terry dunn at the sizzler. Fontana. The steak n malibu chicken is still the 
bomb.” 

 



Social Strategy Moving Forward 

•  A brand with personality 
–  Staying top of mind 
–  More engagement with fans 

 

•  Exploring different social avenues 
–  Facebook Live  
–  Video + Twitter 
 

•  Building our social relationship in the community 



Brand Management: 5 Take-Aways 

Social media… 
1.  Does not drive new traffic 
2.  Requires you act fast – you have 12-24 hours 
3.  Creates and shares your brand personality 
4.  Rewards loyal customers 
5.  Is a vital component in the growth of our brand 
 



/sizzler 
 
 
/sizzlerusa 
 
 
/sizzler_usa 

Follow Us 



Say Hi! 

Justin Phu 
jphu@sizzlerusa.com 
 
Brad Ritter 
britter@bradritter.com 
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Q & A Time 


