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30 November 2020 
 

Domino’s Pizza Enterprises Investor Day  
 
Domino’s Group CEO and regional CEOs will host an Investor Day today: Monday, 30 
November. 
 
The format will include members of management delivering pre-recorded presentations for 
90 minutes from 4pm (Brisbane time). 
The presentations are attached to this announcement and from 4pm the video will be 
available here: https://investors.dominos.com.au/presentations/2020/11/18/virtual-investor-
day-november-30  
 
A live Q&A will follow at 5:30pm (Brisbane time). 
 
Live Q&A speakers:  

• Don Meij (Group CEO & Managing Director) 

• Andre Ten Wolde (Europe CEO) 

• Nick Knight (ANZ CEO) 

• Josh Kilimnik (Japan CEO) 

• Michael Gillespie (Group Chief Digital and Technology Officer) 
 
To register the Live Q&A: https://dominos.zoom.us/webinar/register/WN_iqlpTeekRR-
i6RrjEVQH6w 
Questions can be lodged through the Zoom platform during the Q&A. 
 
No trading update will be provided during this virtual Investor Day. 
 
This will be the last management presentation prior to the release of Domino’s Half Year 
results scheduled for Wednesday, February 17, 2021. 
 
 
 
This release has been authorised for release by Group CEO & Managing Director, Don Meij. 
 
END 
 
For further information, contact Nathan Scholz, Head of Investor Relations at 
investor.relations@dominos.com.au or on +614 1924 3517.  

https://investors.dominos.com.au/presentations/2020/11/18/virtual-investor-day-november-30
https://investors.dominos.com.au/presentations/2020/11/18/virtual-investor-day-november-30
https://dominos.zoom.us/webinar/register/WN_iqlpTeekRR-i6RrjEVQH6w
https://dominos.zoom.us/webinar/register/WN_iqlpTeekRR-i6RrjEVQH6w
mailto:investor.relations@dominos.com.au
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Data driven customer insights

Pat Nestor

GROUP HEAD OF STRATEGY AND INSIGHTS
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Australia/New Zealand update

Allan Collins

CHIEF MARKETING OFFICER, AUSTRALIA/NEW ZEALAND



Agenda

1. Macro market dynamics

2. Size of the prize

3. Who do we target?

4. Activating Core Drivers

5. Measuring success



1.Macro Market Dynamics
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Digital hyper-connection 
has compressed years of behaviour 
into a few months

Continued growth in online 
behaviour…

Expect to shop online 
more for products 
previously bought in 
store

32%

Technology

Clothing and 
fashion

67%

56% Homewares

69%

For… 

54% Cosmetics / 
personal items

48% Groceries

Shopping

Expect to 
do more online 
grocery shopping

27%

Say they will do more 
online shopping for 
durables (e.g. clothing)

12%

Daily life

One in two…

Agree technology is helping me get 
more out of life during the C-19 
pandemic

Say the way they use tech in daily life 
has changed somewhat/ significantly

Optimistic about the way they will use 
technology in the future

Expect to use voice-
activated home devices 
on smartphone 
assistants (Alexa or Siri) 
more to help make 
purchase decisions

17%

Plan to interact more 
with government 
departments and 
services online

29%

85% 54%
of whichof Australians are currently 

shopping online
expect to shop online more
in the longer term 

Source: Ernst & Young Australia



Online Growth

Source: NAB Online Retail Sales Index, Monthly Update – May 2020



Domino’s is also experiencing online growth

AU Online SSS
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The NPD Group, Inc.  |  Proprietary and confidential 65 

Market by Occasion in Spend in Australia 2019 ($Bn) 
Total Market by Occasion 

26%  

45% 

30% 

Just over 70% 
of the 
industry in 
Australia 
market should 
recover 
sooner than 
later  

7.9 

6.4 

6.0 

5.5 

5.3 

2.7 

2.6 

1.6 

1.6 

1.3 

1.2 

1.2 

0.9 

0.9 

0.8 

Weekday Lunch On-Prem

Dinner at Home

Weekend Lunch

Adult Night Out

Weekday Morning Meal

Weekend Breakfast

Family Night Out

Weekday Lunch home

PM Snack On-Premise

Weekday Lunch Work

Weekday Lunch To-Go

Night Snack/Drink

Dinner Elsewhere

PM Snack To-Go

PM Snack Work/Home

Dinner at home is the largest growing occasion

Source: The NPD Group/Crest AU



2.Size of the prize



QSR
Billion

Billion

Billion

Billion

Billion

Billion

Billion

$1.12 Billion

$2.29 Billion

$6.13 Billion

$1.24 Billion 

$1.72 Billion

$0.19 Billion

Source: The NPD Group/Crest AU, Year End March 2020

Other: 17.35 Billion

3.6%

7.6%

20.4%

4.1%

5.7%

0.6%

57.8% 



We are the

delivery experts,
it’s always been

in our DNA…



Designed to be delivered





3. 
Who do we target

to maximise the opportunity?   



We don’t go after

the competition
We go after

the consumer  



41Base: Total sample representative of metro QSR market, n=1066

Domino’s engagement model

6%

8%

15%

14%

9%

16%

18%

15% Lovers

Frequent Likers

Infrequent Likers

Frequent Ambivalents

Infrequent Ambivalents

Dislikers

Haters

Unawares

The goal is to migrate people towards increasingly positive associations and 

behaviours with Domino’s. Note: Haters and Dislikers may not be convertable

Love Dominos = potential advocates. Foster positive 

advocacy for Domino’s

Like Domino’s and eat frequently. Build greater brand 

commitment. Aim to convert to Lovers

Like Domino’s but don’t eat frequently. Encourage more 
frequent Domino’s purchases

Eat Domino’s occasionally but feel ambivalent towards it. 
Encourage more frequent purchases & build  commitment

Don’t eat Domino’s often and feel ambivalent towards it. 

Encourage more frequent purchases & build commitment

Don’t like Dominos and only eat it very infrequently. 

Reduce their negative WOM, and ignore them

Hate Domino’s and eat it only rarely, if at all. Reduce their 

negative WOM, and ignore them. Not likely to move them.

Haven’t heard of Domino’s. Increase awareness?

Consumer Group to Attract
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Haven’t heard of Domino’s. Increase awareness?



Strategy for the
Opportunity Group

• Value motivated
• Motivated by fresh ingredients
• Higher proportion of families



4.
Activating Core Drivers



Product + Service + Image 

Price
Value=



1. Price
• Value champion



Affordability first Health first Planet first Society first Experience first

Consumers who will focus on 

living within their means 

Those looking after their health, 

and the health of their families 

Consumers who will make 

environmental concerns central 

to their lives

Those who will prioritize their 

social concerns 

Consumers who will focus on 

living in the moment 

Affordability first

35%
Health first

23%
Planet first

18%
Society first

14%

Experience 
first

9%

The future consumer: Beyond COVID-19 segmentation

Source: Ernst & Young Australia



$5 Everyday Value Messaging 



$5 Value Box



Giving More 

• XL support layer 

Driving further by incorporating into price vs charging 

extra $3. Consumers hate additional charges and 

taxes



Product

Price
Value=

+ Service + Image



2. Service
• Drive pick up layer 
• Drive delivery layer 
• Grow digital service



Online Pick Up Layer 
– Car Park Delivery



Car Park Delivery 

50% off Traditional & Premium 
Pizzas, pick up





Online Delivery Layer





Grow Digital Service



App Share

Monopoly 2020



Click to add text
Click to add text

Click to add text

Download Domino's 
App & Claim A Large 
Free Pizza With Any 

Delivery
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No.1 App



Continue our ‘Play to Win’ strategy within aggregators



Maximise Visibility

& Orders with

Always-On Promotions

for Uber Eats

Our base sales have
increased 40% since introducing
always-on promotions



Product

Price
Value=

+ Service + Image
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3. Product
• Dial-up freshness, taste & quality 



Affordability first Health first Planet first Society first Experience first

Consumers who will focus on 

living within their means 

Those looking after their health, 

and the health of their families 

Consumers who will make 

environmental concerns central 

to their lives

Those who will prioritize their 

social concerns 

Consumers who will focus on 

living in the moment 

Affordability first

35%
Health first

23%
Planet first

18%
Society first

14%

Experience 
first

9%

Source: Ernst & Young Australia

The future consumer: Beyond COVID-19 segmentation



Dial up freshness, taste and quality
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Product

Price
Value=

+ +Service Image



3. Image
• Brand positioning
• Feed The Knead

72



Affordability first Health first Planet first Society first Experience first

Consumers who will focus on 

living within their means 

Those looking after their health, 

and the health of their families 

Consumers who will make 

environmental concerns central 

to their lives

Those who will prioritize their 

social concerns 

Consumers who will focus on 

living in the moment 

Affordability first

35%
Health first

23%
Planet first

18%
Society first

14%

Experience 
first

9%

Source: Ernst & Young Australia

The future consumer: Beyond COVID-19 segmentation



Brand Positioning
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Everybody sort of likes pizza, so I think it’s a good 
way for everybody to come together and 
congregate, it’s probably the main way I’d see 
Dominos. Jeremy

I can’t think of the same message being put out by 
other pizza places, nothing that brings anything to 
memory, or makes me think they care about their 
customers. Suzanne

The idea that pizza brings people closer together
is one that resonates with consumers









A locally run program where 
stores identify the ‘knead’ in 
their local communities and 

provide support through 
free pizza.



Feeding the Frontline has donated over 25k pizzas

Sep-19 Nov-19 Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20 Jul-20 Aug-20 Sep-20

Bushfire COVID-19 FY20-21
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Cumulative Pizza Donations 
Feeding the Frontline



5. 
How do we

measure success?

82



How we measure success…

1. Daily SSS & SSC targets – Campaign Objectives

2. Franchisee Profitability

4. Tracking the Opportunity Group’s movement to the brand

5. Tracking Brand Sentiment for total consumer consideration movement



QSR
Billion

Billion

Billion

Billion

Billion

Billion

Billion

$1.12 Billion

$2.29 Billion

$6.13 Billion

$1.24 Billion 

$1.72 Billion

$0.19 Billion

Source: The NPD Group/Crest AU, Year End March 2020

Other: 17.35 Billion

3.6%

7.6%

20.4%

4.1%

5.7%

0.6%

57.8% 



European customer approach

Nicky Claeys

CHIEF COMMERCIAL OFFICER, EUROPE



Agenda

1 Customer Value in Europe 

2 Brand Barriers

3 Non-Traditional Targeting

4 Value Champion

5 Acceleration on Delivery 

6 Frequency & Occasion layering



1. Customer Value in Europe



1. Customer Value in Europe

Store counts as at 25 November – for updated store counts visit 
https://www.investors.dominos.com.au/investors

https://www.investors.dominos.com.au/investors


In Luxembourg, Domino’s opened its first store 



In Belgium, Domino’s now has more outlets than any other QSR 



Product + Service + Image 

Price
Value=



2. 
Brand Barriers



Raising Brand Awareness is key to attract more customers 
in several markets

Source: DVJ-Insights Brand Tracker



The Power of 

TV Advertising



Media Consumption



TVC Germany



Impact of TV advertising

Source: Google Trends 



Building Momentum – Increasing TV Media Weight with 
additional franchisee Adfund contribution 



TVC Belgium



Impact of TV advertising 

Source: Google Trends 



Highest proportional Domino’s brand strength in NL

Source: Google Search

Country Pizza Brand (Domino's, Domino's Pizza) PIE % (DP vs. pizza)

Belgium 74.000 181.000 245%

Germany 550.000 585.000 106%

Netherlands 110.000 458.500 417%

Denmark 135.000 20.200 15%

France 450.000 818.000 182%

Avg. monthly searches



3. 
Non-Traditional Targeting





Shift towards more digital/social media activities



Social Media Consumption



Fish where the fish are - Trending on TikTok



eSports Partnerships



Leading to attractive employer branding & new recruits

Source: Intelligence Group, AGO (labor behavior research), Q3 2019-Q22020



4. 
Value Champion



Attractive Deals -Core driver for consideration

Source: DVJ Insights – brand tracker NL



Core Value Deal – Pick Up 



Consistency pays off in customer counts & sales



5. 
Delivery Acceleration



Covid-accelerated shift to delivery 

Source: Gfk – Pickup & Delivery Monitor Q2 2020 - NL 

99

162

Pick-Up Delivery

Occasions Evolution NL - (Index Q2 2020 vs. 2019)



Introduction Ongoing Delivery Value Deals 





Strong Deal impact 



Strong Deal Impact – Translates into store profits

Pre Current

Orders

Pre Current

Franchisee Profits



5. 
Layering



Opportunity to increase frequency further

Source: Gfk – Pickup & Delivery Monitor Q2 2020 - NL 

Q3 2019 Q4 2019 Q1 2020 Q2 2020

Low Frequency % (once every 3 months - NL)



Layering Across Dayparts



Layering Across Dayparts



Layering Across Dayparts



Layering Across Dayparts



Layering for frequency – Loyalty Program





Incremental frequency achieved



Accelerating Japan Growth

Todd Reilly

CMO, JAPAN





Domino’s Value Model Is Universal



Domino’s Japan – Historical Brand Perception



Occasion Growth Strategy



What Is Stopping Us?







Barbell Strategy – Balanced Execution

136Remove barriers to new 
occasions

Maintain special occasion 
positioning

Barbell Strategy
Barbell Strategy

136







Customers who only 

ever buy carry out

Customers who 

only ever buy 

delivery

Customers 

who buy both



Growing Customer Occasions Through Service Ecosystem 

OUR GOAL : 1000 stores, 1000 orders

3TEN FOS

ANSHIN 
DELIVERY

ANSHIN 
CARRY OUT

SMART DRIVE 
THROUGH

JUST TIME 
COOKING



Domino’s Japan – Target Brand Perception



Domino’s development chefs



Technology Update

Michael Gillespie

GROUP CHIEF DIGITAL AND TECHNOLOGY OFFICER

























Time is the Enemy of Food

Stoffel Thijs

CEO GERMANY



Focus for Germany

1. High Volume Mentality

2. Optimising customer experience and franchisee profits by fortressing



+63%

Weekly Sales of ex-Hallo Pizza

Hallo pizza AWUS pre conversion



Zone Red=> 13% Customers

Zone Green => 8 % Customers

Zone Blue => 5 % Customers

59.082 Households

8% Customers

2 deliveries/hour

33.454 Households

11% Customers

3 deliveries/hour

19.342 Households

13% Customers

4 deliveries/hour





Product + Service + Image 

Price
Value=





Focus for Germany

1. High Volume Mentality

2. Optimising customer experience and franchisee profits by fortressing



Data Driven store location

Lachlan Kusher

PORTFOLIO PERFORMANCE & DATA VISUALISATION



The Opportunity

Speed Distance Proximity



The Opportunity

Locations are Indicative Only



ANZ Store Expansion Targets

* Store Counts as at Wednesday 21st October 2020

Current: 839 stores 
• Australia: 703 stores
• New Zealand: 136 stores

Target: 1,200 stores by 2025-28



ANZ Store Expansion Targets

BarriersData Customers



The Facts



The Facts

• Franchisees have a defined delivery territory
• Exclusive rights to that territory
• Defined period (usually 10 years) 

• Delivery is a significant part of our sales
• Will continue to increase in the future

• We know the costs of delivery
• Wages, vehicle costs, time 

• We know what external factors can influence costs
• Traffic, infrastructure, distances

• Working with Industry Leaders
• Partnering with Equifax to deliver best in class solutions



The Facts

We’re using data to focus on 
more than just sales,

we’re focusing on maximising 
profitability of all orders.



Territory Fortification 
& New Store 

Identification Process



Campbelltown, NSW



Campbelltown, NSW



Campbelltown, NSW

Campbelltown
35,251 Deliverable Addresses

Sales
~$55,000 Avg. AWUS*

• 60% Delivery 
• 40% Carry Out

* AWUS sales are provided from Pulse for the 52 week period from W/E 7/04/19 to W/E 1/3/20



Campbelltown Sales By Street Review



Campbelltown & Bradbury (NEW), NSW



Bradbury – Potential Locations



Locations & Drive Time

Domino’s Locations Competitor Locations



Improved Drive Times & Profitability

* Estimated drive time based on data extracted from Google Maps. Drive time is based on use of a personal car with departure 
from origin (store) at 6pm on a Friday night.

Store
Delivery 
Address

Drive 
Distance

Estimated 
Drive Time*

Profitability 
%

Campbelltown Omaru
Crescent

3.5 km 12 min 2.00%

Bradbury 1.3 km 3 min 34.10%

Campbelltown Bradbury



Bradbury – Selected Locations



Territory Fortification & New Store

Campbelltown
21,058 Deliverable Addresses

Bradbury (New)
14,193 Deliverable Addresses



How do we know if 
territory fortification 

was successful?



Post Fortification

Campbelltown
~$40,000 Avg. AWUS

• 57% Delivery
• 43% Carry Out

Bradbury (New)
~$41,000 Avg. AWUS

• 62% Delivery
• 38% Carry Out



Conclusion



In Conclusion

More stores, closer to customers =

• Increased Sales

• Fortified Territories

• Faster Deliveries

• Better Product

• Better Service

• Increased Brand Reputation

• Increased Profitability

More stores, closer to customers =




