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Reinventing a 50+ year old brand 



Started with a perfectly timed strategy 

“In today’s world of 
deceit and mistrust, we 

will connect with our 
consumers by being 

unexpectedly real and 
transparent … by 
actually listening!” 

 



 

The reinvention extended to digital... 



Significant Benefits to being Digital 

•  Increased customer satisfaction 

•  Increased revenue and profit 

•  Better product mix & trial 
 
 

	
  



~ 45% sales via 
digital channels 

+$1B annual 
digital business  

45% 



 

Using technology to drive better 
consumer experience... 
 and that drives results 



Domino’s Tracker 



Pizza Profiles 



And Now Voice Ordering in our Apps 



Introducing “Dom” 



Why Introduce a Virtual Voice Assistant? 
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•  Pizza is a “complicated simple” product 
•  Ordering pizza by voice a common practice 
•  Allowed us to break some digital constraints 
•  Foundational technology 
•  Strong brand message: both in technology as 

well as implementation 
	
  



Implementation vs. Other Projects 

13 

DOM	
  is	
  fully	
  integrated	
  
into	
  ordering	
  process…	
  



Implementation vs. Other Projects 
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•  Required us to really push our technology 
–  Nuance great partners! 

•  Huge learning curve 

•  Like anything really worth it... 
–  HARDER, LONGER and MORE EXPENSIVE! 

	
  



DOM DEMO 
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Dom Demo 
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•  New Order 
•  Build a pizza  
•  Add a fully customized pizza all at once 
•  Ambiguity clarification 
•  Product exploration (Have any chicken?) 
•  Coupon selection & completion 
•  Checkout / upsell 
•  “Easy Order” process 
•  Personality / Brand commands 



What does the consumer think? 
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“I	
  love	
  it,	
  I	
  want	
  to	
  use	
  it	
  
already.	
  I	
  wish	
  I	
  could	
  use	
  
this	
  for	
  every	
  applica9on	
  in	
  
my	
  life...”	
  

"I think it’s great, I mean 
anything that makes it 
easier for the customer 
and saves confusion" 

“Oh yeah, I’d love to use that. It was 
easy….Whenever you tend to do those interactive 

voice things, they always repeat what you say in that 
extremely boring voice. And this wasn’t...” 



What does the consumer think? 
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•  Using	
  voice	
  func9onality	
  is	
  faster	
  
–  Both	
  perceived	
  and	
  actual	
  9me	
  savings	
  

•  Using	
  voice	
  func9onality	
  is	
  simpler	
  
–  Less	
  steps	
  than	
  touch	
  	
  

•  Using	
  voice	
  func9onality	
  is	
  easier	
  
–  Process	
  seems	
  more	
  natural	
  and	
  intui9ve	
  to	
  consumers	
  

•  Posi9ve	
  “brand”	
  impact	
  



Domino’s	
  recently	
  described	
  as:	
  	
  

A	
  ‘technology	
  company’	
  	
  
disguised	
  as	
  a	
  ‘marke<ng	
  company’	
  	
  

disguised	
  as	
  a	
  ‘pizza	
  company’	
  



Q & A 
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