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6 June, 2022 
 

Asia Investor Day presentation and leadership announcement 
 
Domino’s Pizza Enterprises Ltd (ASX.DMP) is today hosting an investor day in Tokyo, Japan, 
regarding the operations and strategy for the Company’s Asia businesses. 
 
A trading update is not being provided. The presentations are included in this announcement. 
 

Leadership 
 
Domino’s Pizza Enterprises Ltd (Domino’s) is pleased to announce the appointment of two 
experienced executive to drive continued growth in Asia. 
 
Martin Steenks, currently CEO Domino’s Taiwan, has been appointed CEO of Domino’s Japan. 
Mr Steenks was appointed CEO of Taiwan on acquisition, following a successful multi-decade 
career in Domino’s, including as a multi-unit store franchisee, for which he was recognised as one 
of the best franchisees in Domino’s globally. 
 
Since his appointment to the Taiwan leadership role, Domino’s Taiwan has accelerated store 
opening, with +11 new stores already opened this financial year (+7%).  
 
Ronald Dekker, Chief Development & Brand Design Officer, has been appointed CEO of 
Domino’s Taiwan. Mr Dekker has decades of Domino’s experience, including as an award winning 
multi-unit franchisee. He successfully grew one of his stores, Leiden, to the highest sales in the 
Netherlands, was the Dutch franchisee of the year in multiple years, and won a leadership award 
in 2009. 
 
Mr Dekker has previously served as the Development Director, Netherlands, and Head of Brand 
Design, where his responsibilities included design, growth and store development. 
 
Both executives will take up their new roles in July, and reside in their respective markets of 
responsibility. They will report to Josh Kilimnik, CEO APAC. This will complete Mr Kilimnik's 
transition into the CEO APAC role. 
 
Mr Kilimnik said Mr Steenks and Mr Dekker would bring their awarded Domino’s franchising 
expertise to Japan and Taiwan, working with franchisees and experienced team members in head 
office, and stores to continue the rapid pace of growth in Asia. 
 
“It’s my pleasure to appoint such experienced leadership from within our business, leadership 
which the Domino’s system has helped to grow and prosper over the past decades, and which will 
help another generation of leaders follow in their path.” 
 
To hear more from Mr Steenks and Mr Dekker, visit https://investors.dominos.com.au/videos  
 
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/videos
mailto:investor.relations@dominos.com.au
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Group overview
Presented By

Don Meij
Group CEO & Managing director
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1. A foundation for growth

2. Our long-term future

3. How DPE will deliver

INDEXINDEXINDEX
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WHY DO WE EXIST?

The hard-wired human 
need for social 
connection – seemingly 
better enabled than ever 
before – is breaking 
down.

People crave belonging, 
while they assert their 
right to be different.

WE SMASH THE PREVAILING 
WISDOM WHICH SAYS YOU 
CAN’T HAVE QUALITY, SPEED 
AND LOW PRICE…

THUS PUTTING THE WORLD’S 
MOST DELICIOUS AND 
VERSATILE BONDING FOOD 
WITHIN REACH OF EVERY 
PERSON.

AT OUR BEST

OUR PURPOSEOUR PURPOSEOUR PURPOSE
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A FOUNDATION
FOR GROWTH
A FOUNDATION
FOR GROWTH
A FOUNDATION
FOR GROWTH



Key metricsKey metricsKey metrics

$3.74 BN (FY21)

Network Sales

3327

network Store count

78.2% (FY21)

online sales
10: EU (6) APAC (4)

Markets

365.2 million people

Total population

79.5% (FY21)

FRANCHISE STORE COUNT

Network store count at 5 June, 2022
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Key metrics

Two-year growth

+29.5%
1

Network Sales

+24.3%
1

Network Store count

+41.3%
1

Digital sales

+ 1 (Taiwan)
2

Markets

+23.3 million (+7%)
2

Market population

Key metricsKey metrics

1 H1 22 vs H1 20 as presented at HY results 2 Population of Taiwan added to Group population following acquisition

+25.2%
1

EBIT

8
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1X
GDP CHINA

1X
POP USA

~

~

a track record of acquiring new markets
9



Achieving growth though uncertain times

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

80.00%

2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY H1 of 2022 FY

Group Store Growth Network Sales Growth

Network sales in $AUD
Store growth includes acquisitions: Japan (FY14), Germany (FY16), Hallo Pizza, (FY18), Denmark  (FY19) and Taiwan (FY22). 

Achieving growth though uncertain timesAchieving growth though uncertain times
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EBIT

DMP adopted IFRS from the beginning of FY20

Achieving growth though uncertain timesAchieving growth though uncertain timesAchieving growth though uncertain times
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OUR LONG-TERM

FUTURE
OUR LONG-TERMOUR LONG-TERM

FUTUREFUTURE
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Future Store outlook

3,600  (+83.8%)

LONG TERM OUTLOOK - APACLONG TERM OUTLOOK - APAC

CURRENT STORE COUNT

1,959
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LONG TERM OUTLOOK - EUROPELONG TERM OUTLOOK - EUROPELONG TERM OUTLOOK - EUROPE

Future Store outlook

3,050  (+123.0%)

CURRENT STORE COUNT

1,368
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3-5 year new store outlook 

+9-12% of network1

MEDIUM TERM OUTLOOKMEDIUM TERM OUTLOOKMEDIUM TERM OUTLOOK

15
1 growth per annum



HOW DPE WILL

DELIVER
HOW DPE WILLHOW DPE WILL

DELIVERDELIVER



“THE GROWTH IN THE HOmE PIzzA mARkET WILL CONTINUE AS A RESULT Of LONGER WORkING 
days and the increase in dual career households supporting demand for freshly 
COOkED, DELIVERED fOOD” - DOmINO’S PIzzA AUSTRALIA NEW zEALAND LTD SHARE OffER - 2005

THE AGE OF DELIVERYTHE AGE OF DELIVERYTHE AGE OF DELIVERY
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$2,930 M
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Domino's Group Digital Sales ($M) Domino's Group Offline Sales ($M)
Including sales via aggregator platforms

THE ENGINE OF OUR GROWTH HAS BEEN DIGITALTHE ENGINE OF OUR GROWTH HAS BEEN DIGITALTHE ENGINE OF OUR GROWTH HAS BEEN DIGITAL

$557 M
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•

$0.62 B

$0.74 B
$0.81 B

$0.85 B

$0.95 B
$1.04 B

$0.72 B

$3.66 B

2016 2017 2018 2019 2020 2021

Domino's ANZ Total QSR Digital - AU
Source: The NPD Group/ CREST® Australia - Year End Mar 2022
Digital sales figures for Domino’s ANZ, by calendar year

QSR spend ($AU billions) – Online Only

The move to online has grown the online market for total QSR

THE AGE OF DELIVERYTHE AGE OF DELIVERYTHE AGE OF DELIVERY
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APAC Europe

$8.58 B

$23.74 B

$34.87 B

Statista: eServices - Online Food Delivery in DMP markets, $US million (APAC excludes Taiwan)

THE AGE OF DELIVERY IS OUR FUTURETHE AGE OF DELIVERY IS OUR FUTURETHE AGE OF DELIVERY IS OUR FUTURE

+46.9% growth 
Forecast by 2026

Online Food Delivery – total market
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THE AGE OF DELIVERYTHE AGE OF DELIVERYTHE AGE OF DELIVERY

we are a fraction of 

total QSR: 

we have room to grow

Delivery is the fastest 

growing part of the 

QSR MARKET

QSR competitors 

are growing the 

total market

The challenge: there 

will not be enough 

people to meet demand

21



THE AGE OF DELIVERYTHE AGE OF DELIVERYTHE AGE OF DELIVERY

Food offering that can 

be tailored for 

customer needs

A customer-focused 

approach Internal franchising Strong unit economics A sustainable company

22

We face historic headwinds, including inflation, conflict in Europe, and currency movements,
but we are focused on the long-term:



Mapped our corporate 

footprint: on track to 

develop ambitious 

targets. 

A SUSTAINABLE QSRA SUSTAINABLE QSRA SUSTAINABLE QSR

Responsible sourcing 

of products – working 

world-class partners

ESG reporting: our 

next report will 

include GRI and SASB 

standards

23
GRI: Global Reporting Initiative      SASB: Sustainable Accounting Standards Board



We are a value-based business:

PROducT+SERVICE+IMAGE

DOMINO’S CAN DELIVERDOMINO’S CAN DELIVERDOMINO’s CAN DELIVER

PRICE
= VALUE

24



DOMINO’S CAN DELIVERDOMINO’S CAN DELIVERDOMINO’s CAN DELIVER

Reduced cost of 

delivery 

INCREASED STORE 

COUNT

GROWING 

ADVERTISING FUNDS

ACCESSING NEW 

CUSTOMERS

Increased 

customer 

satisfaction 
(more customers, more 

frequency)

25



ADVERTISING FUNDSAdvertising fundsADVERTISING FUNDS

GROWTH OF NATIONAL 

ADVERTISING FUNDS
INCREASED 

TELEVISION

MORE FIREPOWER 

FOR ADVERTISING 

SPEND

26



Increased labour pool REDUCED RELIANCE ON 

CARS

SHORTER DELIVERY TIMEs 

= Lower costs

COST OF DELIVERYCOST OF DELIVERYCOST OF DELIVERY

27



COST OF DELIVERYCOST OF DELIVERYCOST OF DELIVERY
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Fortressing example (Bradbury NSW) – provided Investor Day November 2020

Shorter run times = more profitable deliveriesShorter run times = more profitable deliveriesShorter run times = more profitable deliveries
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Average runtime (minutes): Highest vs Lowest delivery cost stores

Run time (most expensive 10%) Run time (lowest cost 10%)

A 1/3 reduction in delivery cost is possible in every marketA 1/3 reduction in delivery cost is possible in every MARKETA 1/3 reduction in delivery cost is possible in every market

30
Run time = total return trip time



UNIT ECONOMICSUNIT ECONOMICSUNIT ECONOMICS

store payback target 

3 years

STRONG uNIT ECONOMICS EXPERIENCED 

FRANCHISEES

INCREASED STORE 

OPENINGS+ =

31



Talent incubators 

developing future 

leaders

To franchisee 

(DMP financing)

To multi-unit 

(Potential DMP 

financing)

expansion 

through bank 

lenders & cash 

flow

DOMINO’S OFFERS AN 

UNRIVALLED PATHWAY

DOMINO’S OFFERS AN 

UNRIVALLED PATHWAY

DOMINO’s OFFERs AN

UNRIVALLED PATHWAY From team 

member to store 

manager
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Hear from those delivering on 
our success…

33
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DOMINO’S PIzzA JAPAN
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Investor PRESENTATION



Presented By

JOSH kilimnik
CEO apac
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Josh Kilimnik
APAC CEO

joined Domino’s in Australia 
in 1992. He worked in 

various operational roles 
including Customer Service, 
Delivery Driver, Pizza Maker 

and Store Manager.

Todd Reilly
APAC CMO

started his Domino’s career  in 
Australia in 2002. He joined the 
Domino’s Newmarket team in 

Brisbane as a delivery driver and 
shift runner while studying a 

Bachelor of Business, majoring in 
Marketing. After completing his 

degree, he moved into the 
corporate side of the business 

joining the Australian marketing 
team in 2005.

Eric Yutaka Tai
Japan CFO

Joined DPJ in 2016. Along 
with his responsibilities as 
Chief Financial Officer, his 

responsibility spans to 
Legal.

Benjamin Oborne
Japan COO

began his Domino's journey at 
Domino's Lavington as a 

Delivery driver. In 2007 he 
moved to Geelong for 

university and held various 
roles including Store Manager, 

Regional Manager and OER 
Coach.

Hiroshi Kakiuchi
Japan Corporate Ops

2018 marked Hiroshi’s 30th year at 
Domino’s Pizza Japan. Since 1988, 
he worked his way up from Store 
Manager, Area Supervisor, and 

Regional Director, prior to being 
appointed as Head of Corporate 

Store Operations.

Shin Sasaki
Japan Development

joined Domino’s Pizza Japan in 
1988, where he worked as a Store 

Manager, Area Supervisor, and 
Regional Director. He has 

experience in various roles within 
the system development, 

franchise development, corporate 
planning, procurement and 
physical logistics, and store 
development, prior to being 
appointed as Executive Vice 

President in 2017.

Tony Sai
Japan CIO

joined the Domino’s 
Japan team in July 2019 

as Chief Information 
Officer, bringing more 

than 20 years’ 
experience in IT 

leadership, solution 
development, IT 

operations and partner 
and client management 

to the role. Masaru Fukazawa
Japan SCM & Procurement
joined Domino’s Pizza Japan, Inc. as 

the Director of Supply Chain 
Management in 2018. As a member 
of the Domino's Leadership Team, 

he focused on optimising the entire 
Domino’s supply chain 

(procurement, logistics and quality 
assurance), and was appointed as 

Executive Vice President for Supply 
Chain and Procurement in July 2020.

DOMINO’S PIzzA JAPAN MANAgEMENt tEAMDOMINO’S PIzzA JAPAN MANAgEMENt tEAMDOMINO’s PIzzA JAPAN MANAgEMENt tEAM
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JAPANJAPANJAPAN TOTAL STORES NEW STORES OPENED

919 119
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Agenda

• Update on 2017 strategy (100% ownership)

• THE ‘REbASING’ Of 2021

• Our future

DPJ Investor Day – April 2019

WE ARE DELIVERINGWE ARE DELIVERINGWE ARE DELIVERING
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• Building on customer insights, new 
menu offerings and new marketing 
approach outlined here

• Targeting more occasions

DPJ Investor Day – April 2019

Our strategy is delivering - customersOur strategy is delivering - customersOur strategy is delivering - customers
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Our strategy is delivering - customersOur strategy is delivering - customersOur strategy is delivering - customers

DELIVERY AS YOU LIKE HALF PRICE CARRYOUT

FAMILY OCCASIONSMENU OFFERINGS

40



2.2 → 3.9115 → 133

Capitalising on the real estate opportunity 
available for new store builds

Becoming an employer of choice for team 
members, including store managers

Expanding our franchisee base – developing 
new franchisees, and multi-unit franchisees

Our strategy is delivering - TEAMOur strategy is delivering - TEAMOur strategy is delivering - TEAMOur strategy is delivering - TEAM

STOREs PER 

FRANCHISEENEW FRANCHISEEs

+18 +1.7

NUMBER OF STORES PER FRANCHISEE

41
Source: Company data: May 2022 vs H2 19



Opening new markets

Opening kitchens closer to our customers

+11 markets (36 → 47)

People per store (Y207K → Y137K)

Domino's Market Position by Market

#1 Brand by Market

Domino’s

Pizza-la

Pizza Hut

Others

Apr 19 May 22

Apr 19 May 22

Our strategy is delivering - TEAMOur strategy is delivering – EXPANSIONOur strategy is delivering – EXPANSIONOur strategy is delivering – EXPANSION
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DOUGH PROJECTS STRATEGIC REFRANCHISINGFREIGHT HARMONISATION

Our strategy is delivering - TEAMOur strategy is delivering – NATIONAL APPROACHOur strategy is delivering – NATIONAL APPROACHOur strategy is delivering – NATIONAL APPROACH

43



FRANCHISE STORE %

(As of April 2022)

100% (14 prefs)

50-99% (24 prefs)

1-49% (3 prefs)

0% (6 prefs)

Our strategy is delivering - TEAMOur strategy is delivering – NATIONAL APPROACHOur strategy is delivering – NATIONAL APPROACHOur strategy is delivering – NATIONAL APPROACH
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Following the lifting of the 4th State of Emergency 

• We lost frequency of the single person, single pizza occasion

• Other occasions / customer demographics did not see the same decline

• mANAGEmENT ANTICIPATED A ‘V-SHAPED’ RECOVERY, bASED ON PREVIOUS TRENDS (INCL. EUROPE/ANz)

• Key costs – including labour and marketing, were retained as a percentage of higher sales

• This delivered significant, short-term margin deterioration in corporate stores (until December)

This was a sudden change – and frequency has stabilised

tHE ”REBASINg” - 2012tHE ”REBASINg” - 2021tHE ”REBASINg” - 2021tHE ”REBAsINg” - 2021
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• Despite the rebasing, we have built 
customer loyalty and frequency 
across our stores

• Awareness and loyalty has moved 
new customers up our frequency 
range

• There is a large opportunity to 
attract new customers and grow 
frequency across our business

AVERAGE STORE CUSTOMERS – BY FREQUENCY

Super Heavy Heavy Medium Light Infrequent New

Feb-20 avg (Before COVID) Feb-22 avg

Our strategy is delivering - TEAMWE HAVE MORE, and more frequent, customersWE HAVE MORE, and more frequent, customersWE HAVE MORE, and more frequent, customers
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Source: Company data for average weekly customers and sales – 12 months to March 2022, vs 12 months CY 2019.
Source: Franchisee profit/margins: franchisee submitted P&Ls over the same periods, as measured in stores with >12 months of operations as a franchised store

Average WEEKLY 

CUSTOMERS/STORE

>20% Higher

Average weekly 

sales/store

>10% higher

Franchisee 

profit/store

>35% higher

Franchisee 

margins/store: 

+60bps

Our strategy is delivering - TEAM“POSt-COVID”: A MAtERIALLY StRONgER BUSINESS“POSt-COVID”: A MAtERIALLY StRONgER BUSINESS“POst-COVID”: A MATERIALLY STRONGER BUSINESS
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2 stores 3-5 stores 6 stores or more

23%

37%

20%

DISTRIBUTION OF MULTI-UNIT SUB-FRANCHISEES
(% of total sub-franchisees)

Market dashboard

• TOTAL STORES 919 (June-22)

• NUMBER OF SUB-FRANCHISEES: 133

• AVERAGE NUMBER OF STORES PER SUB-FRANCHISEE: 3.9

• POPULATION: ~125.5m

• PEOPLE PER STORE: ~137k

tHE ”REBASINg” - 2012WHERE ARE WE NOW?WHERE ARE WE NOW?WHERE ARE WE NOW?
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#1 in every neighborhood#1 in every neighborhood#1 in every neighborhood

FY22

47

#1 market

0
#1 market

8
#1 market

20

FY13

17
FY19

36

49Domino’s stores presence by prefecture



• DPJ is now operating in all of 47 

prefectures after opening the 

Izumo store in Shimane 

(December)

• DOmINO’S market position is #1 in 

20 out of 47 prefectures.

Okinawa

Hokkaido

TohOku

Kanto

Hokuriku

Tokai

Kaisai

Shikoku

Chugoku

Kyushu

STORE NETWORKSTORE NETWORKSTORE NETWORK

FY19

36
PREFS

FY22

47
PREFS
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Note: (1) As of May 2022, Source: Researched by Fuji Keizai Corp., Lokesuma, and company research

287

552
358

642
529

416

919

536 482

2013 2019 2022 YTD

Major 3 Store Count

349 338 334 341 374 325 276 287 286 264

615 534 520 480 446 458 461 455 458 461

358
368 368 370 374 408 416 446 471 482

552
551 556 547 533 529 529 530 535 536

287 354 432 472 503 550 642
742

882 919
2,161 2,145 2,210 2,210 2,230 2,270 2,324 

2,460 
2,632 2,662 

2013 2014 2015 2016 2017 2018 2019 2020 2021 22YTD

CY Changes of Store Count of Japan Delivery Pizza Industry

DELIVERY PIZZA MARKET OVERVIEW IN JAPANDELIVERY PIZZA MARKET OVERVIEW IN JAPANDELIVERY PIZZA MARKET OVERVIEW IN JAPAN
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Targeting #1

In every 

neighbourhood

Building profits 

through lower 

cost of delivery

Reaching more 

customers, on 

more occasions

A CLEAR PATH TO OUR FUTUREA CLEAR PATH TO OUR FUTUREA CLEAR PATH TO OUR FUTURE

52



We will focus on segments with high occasion size, but low pizza penetration 

Our strategy is delivering - customersOur strategy is delivering - customersOur strategy is delivering - customers

• Solo after-work dinners
• Weekday solo lunches
• Late lunch gatherings
• Solo weekend dinners
• Late afternoon meals with families and 

children
• Child-friendly weekday family lunches

Opportunities

53



We will target the barriers to entry

Our strategy is delivering - customersOur strategy is delivering - customersOur strategy is delivering - customers

Pizza Rice Bowl and No Minimum Delivery initiatives key to meeting consumer needs 54
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Delivery Costs per Order (JPY)

Japan Delivery Cost vs Avg Crew Rate

19.4

17.7
17.1

16.4

13.3

Bottom 10% Franchise All store Corporate Top 10%

Cost of Delivery Run Time

(min)

Delivery cost is highly correlated to delivery distance and time 
(above) compared to total delivery time and wages (below)

Cost of delivery: Time (and distance) = moneyCost of delivery: Time (and distance) = moneyCost of delivery: Time (and distance) = money
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DOING OUR PARTDOmINO’S JAPAN INTENDS TO DO OUR PART fOR DOmINO’S 

for Good

• WE ARE LEADING THE DOmINO’S GROUP WITH ‘fEED 

THE kNEAD’

• We have launched internal events to enhance 

EmPLOYEE ENGAGEmENT WITH OUR ‘bETTER SLICE fOR 

EVERYONE’.

• We have launched our Local Harvest program

(Sanchoku DOmINO’S)

• "SANCHOkU DOmINO'S mARCHE", fARmER’S 
Market – five stores launched

• "Sachoku Domino's foundation" has 
been established in April. 

ESGESGESG
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Future Store outlook

2,000  (+117.6%)

LONG TERM OUTLOOK - JAPAN

CURRENT STORE COUNT

919

LONG TERM OUTLOOK - JAPANLONG TERM OUTLOOK - JAPAN
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Presented By

Martin Steenks
CEO Taiwan
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1. 100% Ownership

2. Market Overview

3. Where We Are Now

4. Our Goals and Future Plans

INDEXINDEXINDEX
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1989 DOmINO’S TAIWAN OPENED ITS fIRST STORE 

1999 May Commence franchise operations

2007 Owned by the Formosa International Hotels Corporation

2021 September DPE acquired the business

▪ DOmINO’S PIzzA TAIWAN HAS GROWN TO bECOmE THE #2 CHAIN bY STORE COUNT AND NETWORk SALES

▪ Network is predominantly franchised (~90%), operated by 34 sub-franchisees of whom 23 are 
multi-unit franchisees

▪ Two commissaries/warehouses located near New Taipei and in Taichung

▪ Approximately 100 employees across head office, corporate store operations and commissary 
operations

DOMINO’S PIzzA tAIwAN HIStORYDOMINO’S PIzzA tAIwAN HIStORYDOMINO’s PIzzA tAIwAN HIstORY

DPE has a longer-term outlook of 400 store footprint and local market leadership 
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DOMINO’S PIzzA tAIwAN UNDER 100% OwNERSHIPDOMINO’S PIzzA tAIwAN UNDER 100% OwNERSHIPDOMINO’s PIzzA tAIwAN UNDER 100% OwNERsHIP

GARY WANg
GENERAL MANAGER

27 years in Domino’s, in 
charge of store 
development

JOYCE LEE
CFO

27 years in Domino’s, in 
charge of financial and 
personnel

THELMA HUANG
OPERATIONS DIRECTOR

24 years in Domino’s, in 
charge of operations and 
franchisee development

REBECCA CHAO
MARKETING DIRECTOR

20 years in Domino’s, having 
store operation experience, 
in charge of marketing

MARTIN STEENKS
CEO TAIWAN

25 years in Domino’s 

Experience in store 
operations and a 
successful franchisee in the 
Netherlands, in charge of 
franchisee development as 
Franchisee Operations 
Director before CEO 
Taiwan

ERICA LU
PURCHASING MANAGER

12 years in Domino’s, in 
charge of purchasing

LEO HSU
COMMISSARY MANAGER

21 years in Domino’s, having 
store operation experience, 
in charge of commissary 

Li-MEI JEN
IT MANAGER

23 years in Domino’s, in 
charge of IT

Vera chang
QA/LABOR SAFETY MANAGER

7 years in Domino’s, in 
charge of food and labor 
safety 62



OVERVIEW
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OVERVIEWOVERVIEW
MARKETMARKET
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2 STORES 3-5 STORES 6 STORES OR MORE

24%

29%

15%

DISTRIBUTION OF MULTI-UNIT SUB-FRANCHISEES 
(#; % of total sub-franchisees)

Market dashboard

• TOTAL STORES 167 (May-22)

• NUMBER OF SUB-FRANCHISEES: 34

• AVERAGE NUMBER OF STORES PER SUB-FRANCHISEE: 4.4

• POPULATION: ~23.2m

• PEOPLE PER STORE: ~ 139k

WHERE ARE WE NOW?WHERE ARE WE NOW?WHERE ARE WE NOW?
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Number of Chain Stores (2)

(1) Source from Department of Statistics  https://www.moea.gov.tw/MNS/dos_e/bulletin/Bulletin_En.aspx?kind=15&html=1&menu_ id=6745&bull_ id=9775
(2) Company study

• DOmINO’S PIzzA TAIWAN HAS GROWN SALES bY 
taking market share within the pizza category 
as well as innovations on marketing and menu 
TO mEET CUSTOmER‘S NICHE

• DOmINO’S ExPANSION PLANS WILL TAkE A GREATER 
share of the existing pizza category

• The Company will also grow through taking 
share from other QSR categories in carry-out 
and delivery

CY Changes of Store Count of Delivery Pizza Industry

162 171 177 188 201 211 220 232 246 257 270 271

140 135 131 129 128 135 145 152 157 157 161 16789 90 92 91 89
90

93
100

104 108
112 116

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Napoli

Domino's

Pizza Hut

264 

156 
110 

271

167

116

Before DPE As of Apr-22

MARKET OVERVIEWMarket overviewMARKET OVERVIEW
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• DOmINO’S TAIWAN HAS bUILT A STRONG STORE NETWORk 
with stores located across all major cities

• Management intends to expand the store 
footprint through opening more stores, 
introducing new, internal, franchisees to the 
network, helping existing franchisees profitably 
expand their businesses, and investing in the 
network and our people to drive long term 
growth

• Network operations to be optimized immediately 
by leveraging local expertise from Taiwan in 
marketing and operations

Corporate Store

Commissary/Warehouse

Franchise Store

417 Taipei City

Keelung City1

Yilan County
2

Hualien County
1

Taidong County
1

Pindong County

6

Jiayi County 3

Yunlin County 5 Nantou County

2

Penghu County

1

Maioli County

4

18 Kaohsiung City

9 Tainan City

8 Zhanghua County

18 Taichung City

11 Xinzhu County

25 Taoyuan City

283 New Taipei City

STORE NETWORKSTORE NETWORKSTORE NETWORK STORE LOCATIONS
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• New store openings

• In-fill stores in current regions (fortressing 
strategy)

• Planned store relocations

• Growing our franchisee base

• Marketing and menu innovations

• Brand relaunch

• LEVERAGE DPE’S DIGITAL ExPERTISE TO ACCELERATE 
customer engagement and sales growth

• ESG

OUR THREE YEAR PLANOUR THREE YEAR PLANOUR THREE YEAR PLAN
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• New store openings

✓ 11 stores already rolled out since 
acquisition

• In-fill stores in current regions

• Planned store relocations

• Growing our franchisee base

✓ Programs in place for new franchisee 
recruiting

✓

✓

✓

✓

wE’RE ALREADY DELIVERINgwE’RE ALREADY DELIVERINgwE’RE ALREADY DELIVERINg
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Marketing and menu innovations

Brand relaunch

LEVERAGE DPE’S DIGITAL ExPERTISE 
to accelerate customer 
engagement and sales growth

ESG

✓

✓

✓

✓

wE’VE DELIVEREDwE’VE DELIVEREDwE’VE DELIVERED
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Dual-track Program to grow our franchisee baseDual-track Program to grow our franchisee baseDual-track Program to grow our franchisee base

Incentives to motivate 

Franchisees to grow 

their own manager 

(Franchisee)

Project Ignite
(DPT Internal)
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Experienced franchisees – ready for growth

See more at https:investors/dominos.com.au/videos 

Experienced franchisees – ready for growthExperienced franchisees – ready for growth



We will revolutioniSe

PRODUCT PRICING BRAND IMAGE

A NEW APPROACH TO MARKETINGA NEW APPROACH TO MARKETINGA NEW APPROACH TO MARKETING
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Cheap / 
good value

Expensive

Good variety of taste / texture Poor variety of taste / texture 

Pizza

Risotto / Pasta 

Steaks

Japanese food

Korean food

Southeast Asia 
Food

Chinese cuisine

Bento / Taiwanese 
cafeteria

Hotpot

Taiwanese eatery
/ food stalls 

Fried chicken

Hamburger

Sandwich

Asian food: rice based & many dishesWestern food: flour based & meats

Western cuisine

Everyday meal

Self indulgent / 
small-gathering 

Event / 
celebration

• Good taste enjoyment 
for indulgent, gathering 
& event / celebration

• Lack of taste variety and 
value for daily meal

How consumers perceive pizza compared to other food? 
The enjoyment of taste makes pizza good for indulgent or gathering events, but the taste variety and value 
make it distant to daily meal 

Note: As of September 2021, Source: Researched by Kantar Taiwan

CONSUMER INSIGHTSCONSUMER INSIGHTSconsumer INSIGHTS
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Revolutionising our brand imageRevolutionising our brand imageRevolutionising our brand image
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A new diverse product offering in our menu

Revolutionising our PRODUCTRevolutionising our PRODUCTRevolutionising OUR PRODUCT

A NEW APPROACH TO MARKETING OUR PRODUCT FOR OUR BRAND RELAUNCH
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DOmINO’S APP (TAIWAN)

DOmINO’S APP: launched in July 2021 and is a growing 
part of digital sales

64.8%
69.5%

11.6%

17.9%

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

14.0%

16.0%

18.0%

20.0%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

21-Jul 22-Apr

 OLO APP

NEW TECHNOLOGYNEW TECHNOLOGYNEW TECHNOLOGY
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TAIWAN ESG MISSIONS AND GOALSTAIWAN ESG MISSIONS AND GOALSTAIWAN ESG MISSIONS AND GOALS

2022-2023 MISSION AND GOAL IN TAIWAN

INTROduCING ESG FEED THE NEED EMPLOYEE CARE

ELIMINATE PLASTICS E-SCOOTERS

FOOD SAFETY ON WEBSITE
PACKAGING FSC

MARCH 2022 JULY 2022 JULY 2022 DECEMBER 2022 2022-2023
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AND FUTURE PLANS
OUR GOAL
AND FUTURE PLANSAND FUTURE PLANS
OUR GOALOUR GOAL
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OUR GOAL: BECOME DOMINANT NUMBER 1OUR GOAL: BECOME DOMINANT NUMBER 1OUR GOAL: BECOME DOMINANT NUMBER 1
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To help our local operations grow by introducing them to new technologies and 
operations that have helped franchisees grow and prosper in multiple markets  

DIGITAL AND

TECHNOLOGY
MARKETING

DATA AND

INSIGHTS

INVESTING IN

GROWTH

OUR GOALOUR GOALOUR GOAL
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TEST AND LEARN INTEGRATION AND

INVESTMENT
GROWTH

(0-1 Years)
(0-2 Years)

(THEREAFTER)

STRATEGIC PLAN FOR GROWTHSTRATEGIC PLAN FOR GROWTHSTRATEGIC PLAN FOR GROWTH

Our strategic plan for the market is METHODICAL, building on lessons from entering new marketS
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• HVM (High Volume Mentality) 

• PTE (Path to Excellence)

• New Technology

• Customer Lifetime Value (PSI/$=V)

• Strategic Marketing

• Fortressing the market

• Motivated Franchisees

HOW WE GET THEREHOW WE GET THEREHOW WE GET THERE
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Top 10% of stores with a delivery cost 20-30% lower than other stores

Feb 2022

Dec 2021

COST OF DELIVERYCOST OF DELIVERYCOST OF DELIVERY

March 1 – April 30, 2022



We have a long way to become the Dominant #1
✓ But we have the runway to get there

Long-term outlook of 400 stores

1 1 
3 

1 

3 

1 
1 

1 1 1 

6 

156 156 157 161 162 164 165 166 167 
176 

200 

300

0

50

100

150

200

250

300

350

0

5

10

15

20

Corporate new store Franchise new store Total store count

DOMINO’S tAIwAN FUtURE OUtLOOKDOMINO’S tAIwAN FUtURE OUtLOOKDOMINO’s tAIwAN FUtURE OUtLOOK

TAIWAN NEW STORE GROWTH
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Presented By

Don Meij
Group CEO & Managing director
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ANNOUNCEMENT
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MARTIN STEENKS
CEO JAPAN

25 years in Domino’s 

Experience in store 
operations and a 
successful franchisee in the 
Netherlands, in charge of 
franchisee development as 
Franchisee Operations 
Director. Appointed CEO 
Taiwan in 2021, then CEO 
Japan in 2022.

RONALD DEKKER
CEO TAIWAN

25 years in Domino’s, 
including as an award 
winning multi-unit 
franchisee. 

Ronald was previously 
Head of Brand Design, 
where his responsibilities 
included design, growth 
and store development.

JOSH kilimnik
CEO ASIA PACIFIC

~20 years in Domino’s, starting in stores in 
Australia as a delivery driver and store manager.
After leadership roles, including General 
Manager, New Zealand, Josh served as Vice 
President for Domino’s Pizza Inc, supporting 
Domino’s in the Middle East, Europe and Africa.

Formerly Domino’s Japan CEO, Josh was 
appointed APAC CEO in 2021, to lead the 
company’s next phase of significant growth.

INTRODUCING OUR ASIA LEADERSHIP TEAMINTRODUCING OUR ASIA LEADERSHIP TEAMINTRODUCING OUR ASIA LEADERSHIP TEAM


