
HEALTHINESS



Covid-19 
CRISIS to restaurant 

business 



Covid-19 
CRISIS to restaurant business CATALYST that speeds up brand evolution



What is Sizzler Perception?

Buffet 

Salad
Mall Location
(10:00 am-10:00 pm)

Family Target Large 
Restaurant

Not Easy Accessible Destination

Less Frequent

Less Connect 

To Young Gen

High Investment



From 

350 SQ M. 

Almost 100 menus

all cooked fresh from 
kitchen



To 3 SQ M. 

With 23 ready- to -serve 
menus

All within 40 days



With this transformation, 
we have proven that 

‘BRAND PURPOSE’ 
is not just a shared value that can create a good 

citizen image to brand, 

But it can also lead to 

OPPORTUNITY AND BUSINESS IMPACT
if executed right. 



Sizzler’s brand purpose: 
“Taking part in improving health of our customer
by providing healthy delicious meals for every 

occasion & customer journey” 



The restaurants could not be opened. 

But the need for healthy meal has always been there. 



1. CUSTOMER INSIGHT



We conduct 
CONSUMER EMPATHY

to understand our target 
better 

Khun Natt and his mom

Their persona, journey and pain



What we have learned: 

Their need for healthy meals doesn’t include only special 
weekend occasions, but also in their everyday life. 

Which is just hard to achieve nowadays…
Traffic jam, long-working hours, unaffordable price



2. OBJECTIVE & STRATEGY



Opportunity to turn our BRAND PURPOSE into BRAND ACT



PURPOSE THAT SELLS
Cascade brand DNA and brand value by changing only 

marketing mix to deliver Sizzler’s new and more accessible 
experience to the new target group 

OUR WINNING STRATEGY



3. CONCEPT & ORIGINALITY



…so we introduced our new concept…



4. IMPLEMENTATION & EXECUTION



By mixing all the good 
ingredients together



PRODUCTS & PRICE

From steak & salad bar over 100 menus

To 24 Grab & Go menus priced not over 100 THB
freshly cooked in the cloud kitchens at nearby branches, in eco-friendly package



PLACE
From 350 sq.m. restaurants at department stores 

To 3-15 sq.m. kiosks along the route to urban office areas

BTS SALADANG



BTS ASOKE



MRT RAMA 9



THE OFFICE @ CENTRAL WORLD



BTS CHONGNONSI



PROMOTION

Communicate the new experience 
through new customer 

touch point/feel

New Brand Book for Sizzler To Go



• Urban chic design 
• Green color for Sizzler’s signature salad in minimal tone for light meal 



Truthful product with safety & transparency



Hip & cozy experience with digital touch 



PROCESS

Adopt agile process to turn crisis into opportunity 

In 2 months from prototype into 5 branches



5. EFFECTIVENESS & BUSINESS RESULTS 



Investment per store 

From 15-20 MB 
to 1-1.5 MB



Expand opening hour



Get brand the free media through the presence of the 
kiosks around urban areas



Expand to a BIGGER model at Bangkok Hospital 

With more space to cook fresh menus 



Extend new 

menus

@ Bangkok 

hospital 

concept with 

more warm 

menus



Creating sales equals to 1 traditional 
Sizzler branch in UPC

With 15 times 
less investment

Increasing spending per customer 



6. Purpose, Integrity, Positive Effect



BRAND STRENGTHS

“Brand purpose is the core we hold 

on to create value and experience to 

our customers while all the 

marketing mix elements are fully 

maximizing brand strengths, to 

keep the brand growing in any 

circumstance.” Staff expertise

Value in 

customer’s mind

Partnering suppliers/ 

farmers

Fresh & Healthy Product




