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FY18 RESULT HIGHLIGHTS

• Network sales $2,588.9m, up 11.7%

• Revenue up +7.5% to $1,154.0m 

• EBIT up +10.9% to $205.9m

• Net Profit After Tax of $136.2m, up +15.0%
(1)

• Underlying EPS
(2)

152.8c up +14.4%

(1) Before Minority Interest

(2) Adjusted for share buy-back, including the cancellation of 4,348,366 shares

• Underlying EPS CAGR +27.2%, over 3 years
• Underlying EPS CAGR +24.1%, over 10 years
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◼

• Added 308 stores to the network including:

• 163 Hallo Pizza stores acquired

Newly built stores:

• ANZ +50 stores

• Europe +68 stores

• Japan +27 stores

• Network sales increased +11.7%

• Online sales increased +19.4%

• Free cash flow more than doubled to $120.6m

ANZ, 777

Europe, 865

Japan, 493

Network Store Count – FY17

ANZ Europe Japan
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ANZ, 819

Europe, 1054

Japan, 520

Network Store Count – FY18

ANZ Europe Japan

FY18 RESULT HIGHLIGHTS



• The Company paid shareholders a final dividend of 49.7 cps (75% franked)

• Full year dividend was 107.8 cps, up +15.5% per share on prior year

DIVIDENDS
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• The board thanks Paul Cave for his service of more than a 
decade to Domino’s Pizza Enterprises

• Domino’s has benefitted from his extensive contributions to 
this company

• Domino’s has commenced an international search for a new 
independent director to join the Board

• In addition, in preparation for one or more additions to the 
Board, Domino’s is seeking shareholder approval at this 
meeting for an increase in the director fee pool

BOARD RENEWAL
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(SLIDE 3) – Introduction/Holding Slide 
 
(SLIDE 4) – Chairman’s Address 
 
Good afternoon, shareholders and guests. It is my privilege to welcome you to this Annual 
General Meeting of Domino’s Pizza Enterprisers Limited, after another year of significant 
growth. 
 
This afternoon I will provide an overview of the results for the 2018 financial year, before I 
hand over to Don Meij, Group CEO and Managing Director. 
 
Don will provide an update on trading for this year, and more detail about our operations in 
each of our regional markets. 
 
(SLIDE 5) FY18 Result Highlights  
 
Domino’s Pizza Enterprises continues to deliver growth for our shareholders, with another 
strong performance in 2018. 
 
Across seven countries, sales increased 11.7% to $2.59 billion. 
 
This delivered revenue 7.5% higher at $1.15 billion, and earnings before interest and 
taxation of $205.9 million, 10.9% higher than the prior year. 
 
Net profit after tax was 15% higher, at $136.2 million, adjusted for share buy-back costs – a 
positive result for our business. 
 
For some years I have updated this graph for our shareholders (progress slide) – which 
shows the growth over the long-term. Underlying earnings per share have grown 27.2% on a 
compounding basis over three years and 24.1% over 10 years. 
 
During this past financial year, underlying EPS growth, adjusting for our share buy-back, 
grew 14.4% to 152.8c per share. 
 
 
(SLIDE 6) Result Highlights  
 
Domino’s keeps expanding. We built 145 new stores during the 2018 financial year– and 
acquired 163 stores in Germany as part of the Hallo Pizza acquisition. 
 



 
As you can see (progress slide) this growth in new stores expanded our network, pushing 
our European store count above 1000 stores, adding to the 819 stores in Australia and New 
Zealand, and 520 in Japan. 
 
As mentioned, network sales increased 11.7%. Within network sales, online sales increased 
19.4%, as our teams worked every day to deliver the best customer experience, from 
ordering through to receiving their quality meal quickly. 
 
I am pleased to advise that free cash flow during this period more than doubled, to $120.6 
million. 
 
The board would like to recognise the achievements not just of management, but also of the 
franchisees and individual team members who contributed to this result. 
 
 
(SLIDE 7) Dividends 
 
As a result of this performance, Domino’s Pizza Enterprises paid a final dividend of 49.7 
cents per share (75% franked), taking the total dividend for the year to 107.8 cents per 
share, 15.5% higher than the previous financial year. 
 
(SLIDE 8) Board renewal 
 
Today’s Annual General Meeting marks the last for long-time director Paul Cave, who 
announced his resignation last month, with effect from this meeting’s close. 
 
Paul has been a director of Domino’s Pizza Enterprises since 2005, and on behalf of the 
board I thank him for his valued contribution to this company’s performance and governance. 
As a long-term colleague I would personally like to thank Paul and wish him the very best for 
his next endeavours. 
 
The board also acknowledges commentary regarding our independence from management, 
due to the long tenure of some directors. While we listen to this feedback, it is our view that 
directors are able to bring an independent mind to their roles and their long-standing 
experience adds value to this company. 
 
The board also recognises Domino’s Pizza Enterprises is a company committed to constant 
improvement, and the value of fresh perspectives. To that end, in addition to conducting an 
international search for Paul’s replacement, we will ask shareholders at this meeting for your 
approval to extend the fee pool for non-executive directors in preparation for the addition of 
another board member. 
 
 
(SLIDE 9) In Conclusion  
 
I believe we can all be proud of the results this company has achieved this past Financial 
Year, led by a strong executive and management team and supported by tens of thousands 



 
of team members across the globe who are Hungry to be Better. Every day they put on the 
Domino’s uniform and walk through our doors wanting to satisfy our customers. 
 
I would like to thank these team members and also our shareholders, large and small, for 
their support and trust in our business. 
 
I am confident of another year of achievement and success in the 2019 Financial Year and I 
look forward to providing you with an update on the performance of your company in the 
months ahead. 
 
At this point I will invite our Group CEO and Managing Director Don Meij to provide his 
update, before official business and a Question and Answer session. 
 
Jack Cowin - DPE Chairman 



DON MEIJ
Group CEO and Managing Director

Faterbih Singh
Domino’s Hamilton



FY18 ACHIEVEMENTS - ANZ

• Digital sales set new records – including a record 2 million pizzas 
and sides sold in one week

• Became the only major Quick Service Restaurant to move to the 
Modern Fast Food Industry Award

• After making this change, franchisee profitability was in line 
with the prior year

• Completed nationwide audit of stores for wages compliance

• New customers through product launches - including vegan 
cheese, and New Yorker pizza range

• Stores focused on Project 3TEN – with a record weekly average 
store-to-door time of 8m:40s in core corporate stores

• Internal recruitment driving new store openings – 96% of new 
franchised stores opened by existing franchisees or managers.



FY18 ACHIEVEMENTS - EUROPE

• Digital sales outpaced total sales growth – lifting +32.3%

• Significant increases in online sales recorded in The Netherlands 
(+29.6%) and Belgium  (+67.8%)

• The Netherlands leads the way on Project 3TEN – the Groningen 
store achieved a world record, averaging 3m:36s for a week of 
deliveries

• New ingredients, products and menu offerings are delighting 
customers, including the Dévorez Le Meilleur menu in France, 
and a new sauce, cheese and flour in Germany

• Through a joint arrangement with DPG, Domino’s has secured 
the Master Franchise Agreement for Luxembourg, with the first 
stores to open in FY19.

• 130 Hallo Pizza stores signed up in FY18 to convert to Domino’s, 
with 19 converted stores trading above expectations

• New management appointed to key positions, including 
experienced former franchisee Andrew Bradley as CEO France.



FY18 ACHIEVEMENTS - JAPAN

FY18 ACHIEVEMENTS - JAPAN

• New leadership with experienced Domino’s executives enabled fresh 
strategic direction

• Franchisees are operating more stores – now 42% of our network –
and repaying Domino’s loans, demonstrating our network’s health

• New menu items are targeting the carry-out business, including new 
Pizza Sando recipes.

• Increased digital sales with Japan now operating on our OneDigital 
platform

• Project 3TEN: Launched 20 Minute Mission – differentiating Domino’s 
from competitors

• The Gyuotoku Niihama store set a world record for average delivery 
times for a week: 5m:29s





LONG TERM STORE GROWTH
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550 stores
FY05 target 

1,750 stores
FY11 target 

2,250 stores
FY14 target 

4,650 stores
FY17 target

1,600 stores
FY06 target  
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TRADING UPDATE

FY18 FY19 FY19 guidance

Group Same Store Sales
First 17 weeks of FY19

+5.03% +2.91% +3-6%

Group New store openings
FY19 to date 32 36 225-250 (full year)

New management is delivering in Japan:

- SSS growth: +5.00%
- Highest number of new stores: 14

Full Year guidance - reaffirmed
EBIT(1) – Group: $227-247m
Net Capex (2) – Group: $60-70m

Half Year trading update, including regional details, will be provided 20th February, 2019

16
(1) Excluding non-recurring costs
(2)   Excluding acquisitions



FY19 ACHIEVEMENTS – YEAR TO DATE 

• ANZ

• Successfully trialled the Big One – Domino’s biggest pizza yet – with a national launch 
set for December

• Added vegan cheese to the NZ menu

• Ran a successful ‘Doughraiser’ to contribute vital funds for drought relief, and 
launched Round up for Charity – allowing customers to donate to worthy causes

• Europe

• Store conversions of Hallo pizza in Germany are ahead of plan.

• Launched Order Kiosk trial to create new digital channel for carry-out customers 
(Netherlands)

• Record weekly lunch sales achieved (Netherlands)

• Cheesy crust launched in Germany following success in other markets

• Japan

• Strong Same Store Sales growth following customer-focused initiatives in product and 
technology

• Successfully launched new ‘ultimate Italian range’, which has delivered up to 20% of 
total pizzas

• ‘Coupon app’ launched and delivering additional sales to engaged Domino’s customers
17



LOOKING FORWARD – ANZ

• Our biggest menu launch ever – our Summer menu featuring new 
ingredients and menu items has tested well and will be unveiled in the 
coming weeks

• Project 3TEN – all stores are targeting reduced delivery times, aiming for an 
average delivery time of under 20 minutes for the entire network

• ebikes will carry an increasing number of deliveries, with 2 million ebike
deliveries expected this Financial Year

• Customer- and store-focused technology launches will ensure the ordering 
experience and store operations are more efficient and rewarding – these 
include a new website and mobile ordering app

• Continued focus on improving franchisee performance through 
Operations 360 and lifting percentage of multi-unit operators 

• The impact of the ongoing drought is expected to increase the cost of some 
soft commodities in H2, following a benefit from lower cheese prices in H1



LOOKING FORWARD - EUROPE

• Management expects 134 Hallo Pizza stores, ahead of forecasts, to be 
converted to Domino’s stores by the end of FY19 – ahead of schedule

• Our focus on existing franchisees, and their managers, is building a 
foundation for new, internal franchisee growth

• We expect a record number of organic store openings this Financial 
Year

• A Domino’s Loyalty program, our first, will launch in the Netherlands

• Priority pickup, with a 10min guarantee, will drive digital carry-out 
sales (Benelux)

• Order Anywhere will roll-out in all markets

• The New Yorker XXL range will launch in France

• German stores will introduce the ‘Burger Pizza’

• The Netherlands will launch ‘The Big One’ in the beginning of 2019

• Management expects 134 Hallo Pizza stores, ahead of forecasts, to be 
converted to Domino’s stores by the end of FY19 – ahead of schedule

• Our focus on existing franchisees, and their managers, is building a 
foundation for new, internal franchisee growth

• We expect a record number of organic store openings this Financial 
Year

• A Domino’s Loyalty program, our first, will launch in the Netherlands

• Priority pickup, with a 10min guarantee, will drive digital carry-out 
sales (Benelux)

• Order Anywhere will roll-out in all markets

• The New Yorker XXL range will launch in France

• German stores will introduce the ‘Burger Pizza’

• The Netherlands will launch ‘The Big One’ in the beginning of 2019



LOOKING FORWARD – JAPAN

• Project 3TEN:

• All corporate stores are expected to achieve average deliveries of 
under 20 minutes for a week

• We will challenge delivery records: the Yotsuyayonchome recently 
missed the world record this FY, with one week safe delivery 
average of 3m:37s – using 100% ebike fleet

• On time cooking is planned to launch in the second half - enhancing 
customers’ pick-up order experience

• Food innovation will test and roll-out new products, including 
implementing learnings from other markets

20



FUTURE OUTLOOK TO 2025

21

1,200 2,600 850

POPULATION: 30M

36,000
PEOPLE PER STORE

POPULATION: 178M

160,000+
PEOPLE PER STORE

POPULATION: 127M

240,000+ 
PEOPLE PER STORE

• Management believes there is significant future growth potential in our business.

• We have reaffirmed our Group future outlook to 4,650 stores by 2025



Coming soon

Kate Gerathy
Domino’s Samford



THE OFFICIAL PIZZA OF SUMMER

• Our Summer campaign for Australia/New Zealand 
will involve our biggest menu launch yet

• Featuring 30 delicious new recipes – new flavours, 
new ingredients, new sides and new pizzas

• New offerings include The Big One and Turkish 
Delight thickshakes

• Phase one launches from November 17 (AU) and 
December 10 (NZ)





PIZZA CHECKER

• Trial results have indicated higher 
pizza quality following installation

• Further improvements in quality 
followed after trial customers 
received an image of their ordered 
pizza

• Rolling out from the first quarter

• National campaign expected by end 
of FY19



DOMINO’S DATING APP



DOMINO’S DATING APP

Never eat alone again

Developed by Domino’s 
Netherlands

The ultimate shared occasion

• Choose your favourite pizza

• Select your perfect match

• Find your slice of happiness



New World Record Safe Delivery Time
Team Yotsuyayonchome

2 minutes – 38 seconds
average for the week

Kate Gerathy
Domino’s Samford
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10. Group CEO’s address 
 
Thank you Jack. I am pleased to have the opportunity to speak with our shareholders today. 
 
At Domino’s, our goal is to work hard so that every day our performance is better than the 
one before. 
 
With our continued focus on improvement, our Annual General Meeting provides us with on 
one of the few opportunities to look back and to reflect on the achievements of the past 
financial year. 
 
This afternoon I’ll go through some of those achievements – in food innovation, digital 
innovation, and operational excellence for the 2018 Financial Year. I will provide a trading 
update and outline some of our goals for this financial year. 
 
11. FY18 Achievements – ANZ 
 
Our Chairman has outlined some of the key indicators of our financial performance. 
 
As the figures show 2018 has been a very successful year for Domino’s and Management is 
pleased with the performance of our business in all regions. 
 
In Australia/New Zealand, our digital platforms have set new records, with 2 million pizzas 
and sides sold in one week – an achievement that ensures Domino’s is one of the largest e-
commerce companies in the country. 
 
At a store level, I’m proud of the collaborative approach we have taken with our franchisees, 
that saw Domino’s take the significant step of moving on to the Modern Fast Food Industry 
Award. We understand we are the only major chain in our industry to have made this 
change. 
 
This means our stores are sustainably, and profitably, providing rewarding jobs and careers 
to our thousands of team members. 
 
We know our franchisees are committed to doing the right thing by team members, 
evidenced by our nationwide audit that found high levels of compliance across our business. 
 
To build strong businesses, our franchisees and managers must deliver great service, and 
great value to our customers. 
 
This means new products, such as our increasingly popular New Yorker range and our 
vegan cheese options – bringing in new customers. 
 
During the past year our stores redoubled their focus on Project 3TEN – our mission to 
enable customers ordering online to pick up a pizza in 3 minutes, or have it delivered safely 
within 10 minutes from ordering. This focus saw us set new records, including in our core 
corporate stores, and attract even more customers.  
 
The performance, and growth, of our business depends on our franchisees and store 
managers. I am pleased to say that these franchisees and store managers are investing in 
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our growth, by building new stores, expanding their businesses, or becoming franchisees for 
the first time. 
 
 
12. FY18 Achievements – Europe 
 
I referred to the records set in digital sales in Australia/New Zealand. Our European business 
is also demonstrating the growing strength of its digital offering, with more than 30% growth 
this past year.  
 
We have also seen digital sales growth in two of our most established markets, the 
Netherlands, and Belgium, and look forward to applying some of those learnings in other 
markets in Europe, Japan, and here in Australia/New Zealand. 
 
Our Dutch team have shown the world what is possible with fast, safe deliveries – setting a 
new world record for average time of deliveries for an entire week at just 3 minutes and 36 
seconds. That’s impressive and they are showing us exactly what is possible. I am also 
pleased that we have secured the Master Franchise Agreement for Luxembourg, a smaller 
market that will be served by our adjacent markets in Belgium and the Netherlands. 
 
Giving our customers the best products we can, from new recipes and side items, through to 
new ingredients, is key to giving customers more of what they want. 
 
In France we took the ideas behind the Taste the Colour menu that was so successful in 
Australia/New Zealand and delivered a uniquely local approach – Devorez le Meilleur. In 
Germany we have introduced new staples – sauce, cheese and flour – to our local stores. 
 
Last year I provided an overview of our acquisition of the 170 store Hallo Pizza business in 
Germany – of which we expected 90 to 130 to convert to become Domino’s stores.  
I’m very pleased to advise that 134 of these stores have agreed to convert.  
 
This year we also took important steps to deepen our management teams across Europe, 
building the base for future growth – which I will outline shortly. 
 
13. FY18 Achievements – Japan 
 
Similarly, in Japan we have appointed new leadership, including experienced Domino’s Pizza 
Enterprises executives who have reviewed the business with a fresh perspective. 
 
Our Japanese business is strong – demonstrated by our repaying establishment loans at a 
record pace. Franchisees now operate more than 40 per cent of our stores. 
 
We are reaching new customers, with new menu offerings, on new occasions, making further 
inroads into the carry-out business. 
 
The fundamentals to grow our business are in place in Japan, including our proven 
OneDigital online ordering platform. This was our final market to move onto this platform, 
developed here in Brisbane, and Japan has already started to implement significant 
additional customer-facing initiatives that have been successful in other markets. 
 
This includes guaranteed deliveries – called 20 Minute Mission in Japan – already proving to 
be well received by customers. Fast deliveries are an important differentiator for our stores. 
One of our Japanese stores held the world record, only to spur on our Dutch business to 
retake the crown. 
 
This ongoing drive to set, and break, records in our business typifies what it means to be 
“Hungry to be Better”. 
 
14. DPE Vision 
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This leads to our vision – to be leading the Internet of Food in every Neighbourhood. 
 
The Internet of Food – that is food that is ordered online, for delivery or carry-out, is the core 
reason our business has been able to reach so many more customers, from more stores 
than we ever anticipated. 
 
Where drive-through was the ultimate convenience of the last century, digital orders, putting 
the customer in charge of when, where and how they eat – is the convenience of this 
century. We are at the forefront of serving those customers. 
 
15. Long term store growth 
 
When we listed on the ASX in 2005, the first pizza company to do so, we expected we could 
achieve a long-term target of 550 stores in Australia/New Zealand – based on taking an 
increasing share of the pizza market. 
 
By being at the forefront of the Internet of Food, with market-leading technology and offering 
high quality food at great prices to customers, we have been able to capture the lion’s share 
of this extraordinary, growing online market. 
 
It is at the core of our confidence that we can achieve, and surpass, our long-term store 
count outlook, as we have year after year. 
 
16. Trading update 
 
Building a long-term business requires a long-term focus – and when releasing our FY18 
Financial Results we were clear that we had a long-term focus.  
 
Accordingly, we provided guidance this Financial Year of 3-6% Same Store Sales growth at 
a Group level, and our expectation is that we will open between 225 and 250 new stores this 
year. 
 
With the initiatives scheduled, we are on track to meet these goals across the group, with 
2.91% Same Store Sales at a Group level, and 36 stores opened this year so far. 
 
The Same Stores Sales in the past 17 weeks include an extended, hot European Summer. 
Sales grew in Europe – on a total, and like-for-like basis, but there has been a short-term 
effect, as we’ve seen in other Domino’s European markets. 
 
New store openings are in line with our budget. Our store openings are typically skewed 
towards December and June, and this year will be no different.  
 
You will see more stores opened when we report in February on our First Half, but based on 
our current timelines, this will be less than half of the Full Year total of 225 to 250 stores. 
 
I would like to highlight the very strong performance from our business in Japan within these 
results, with Same Store Sales growth at 5.0%, and 14 new stores opened this year so far. 
 
This is a very pleasing result from our team in Japan, and reflects what I highlighted earlier, 
the value of the fresh perspective they are bringing to the business. 
 
We reaffirm our guidance provided in August, and will provide a more detailed breakdown at 
our Half Year results, on February 20. 
 
 
17. FY19 Achievements 
 
The positive performance reflects the achievements already made this year. 
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You’ll note that in each of our markets, we are continually improving, testing, trialling, and 
launching new products. 
 
These include digital offerings such as our Coupon app in Japan, which is already making a 
meaningful impact on sales, and our Kiosk Order trial in the Netherlands, which is focused on 
carry-out customers. 
 
It also includes new food products such as our recent launch of cheesy crusts in Germany, 
as well as our successful trial of the Big One in Australia. 
 
I am also very proud of two of our community-focused achievements. The first was our 
successful national drought relief fundraising campaign, a Doughraiser, that raised more than 
$175,000 in vital support for farmers. 
 
The second is our Round up for Charity program, which allows customers to round up their 
online orders with their digital loose change to support charities across Australia. 
 
With more than 50,000 micro-donations expected each week, this is an example of small 
donations making a big difference to those who need it. 
 
This digital project, conceived by our emerging leaders and developed by our own team, will 
make a meaningful difference to the communities in which we operate. 
 
18. Looking Forward – ANZ 
 
Food Innovation, Digital Innovation and Operational Excellence. 
 
All have long been areas of focus for our business, and this year is no different. 
 
I am excited about the upcoming launch of our Summer menu, our biggest yet – which I’ll 
speak to shortly. 
 
High quality menu offerings deserve high quality execution. Individual stores have 
demonstrated the incredible possibilities of fast, safe deliveries. We intend to bring the 
average delivery time of our entire system in Australia and New Zealand to below 20 minutes 
– with stores increasingly using ebikes to do so. 
 
We will launch a fresh, new website, and mobile ordering app – both a step forward in 
making our customers’ ordering experience simpler, and more rewarding. 
 
We will continue to invest behind the scenes, ensuring our technology facilitates our growth, 
and supports our team members when doing their jobs. 
 
This is part of our goal to not only open more kitchens, closer to customers, but for these to 
be smart, efficient kitchens – an important moat against competition. 
 
We believe it will increasingly be sophisticated, multi-unit franchisees operating these 
businesses. We will continue to work diligently with our franchisees to lift performance, and 
to increase the percentage of multi-unit franchisee owners. 
 
This will contribute to a small increase in the number of corporate-owned stores in the short-
term, but will not have a material impact. 
 
We highlighted to investors at our Full Year results that our stores were receiving some 
short-term benefit from lower cheese prices this half, and we expect some of that benefit will 
be reversed in the second half. 
 
19. Looking Forward – Europe 
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We intend to have a significantly higher number of Domino's stores in Europe by the end of 
FY19. 
 
Not only is the number of Hallo Pizza stores committed to convert to Domino’s ahead of our 
expectations, so is the pace of conversion – we expect the 134 stores to be converted by the 
end of this Financial Year, at the latest. 
 
In addition, we expect to open a record number of new stores across Europe this year. 
 
This will be supported by growing customers, and sales – through initiatives including our 
first loyalty program, and Order Anywhere, as well as new menu offerings such as the New 
Yorker range for France, which has proven to be such a success in Australia and New 
Zealand. 
 
20. Looking Forward – Japan 
 
The trading update today reflects the positive impact of new leadership, and new initiatives, 
in Japan. 
 
This is the start of our improvement in that country, with a suite of performance initiatives to 
be introduced this year. 
 
Our franchisees, corporate stores, and team members are relentlessly focusing on Project 
3TEN, with all corporate stores expected to safely achieve deliveries under 20 minutes for an 
entire week. 
 
We will launch On Time Cooking this Financial Year. Time is the enemy of food for our carry-
out customers as it is for delivery customers. On Time Cooking means our stores can 
prepare a meal so that it is ready as our customer arrives in store, so they can enjoy a pizza 
hot and fresh out of the oven. 
 
21. Future Outlook – 2025 
 
The initiatives outlined today, and more importantly the leadership and team members 
driving these initiatives, give us continued confidence in the long-term growth outlook for 
Domino’s Pizza Enterprises. 
 
Even with more than 800 stores in Australia and New Zealand, we still have hundreds of 
sites we have identified as opportune for future stores. 
 
In Europe and Japan, we are significantly underpenetrated, both for the size of population, 
and the size of the market opportunity. 
 
We are Hungry to be Better and intend to grow our network to 4,650 stores by 2025. 
 
22. Coming soon 
 
In the near term, we have multiple products and projects we are excited about, for our 
business and our customers. 
 
This Summer we will launch our biggest menu update – ever. 
 
23. The Official Pizza of Summer 
 
New flavourings, new recipes, new sauces, new side dishes. Customers will enjoy 30 
delicious new recipes - we think our customers are going to love them. 
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So much so, this year we hope our customers will recognise us as the Official Pizza of 
Summer with our new campaign. 
 
Not just for Christmas Day, or Boxing Day, but for every one of those moments that make 
Summer in this country one of the best times of the year. 
 
Relaxing with your friends after finally getting rid of your in-laws? School finished for the 
year? Forever? Christmas? Work parties? Secret Santa from your workmates?  
 
Domino’s will be the official pizza of that occasion. The official pizza of summer.  
 
We’ll be launching phase one on the 17th of November. 
 
24. New Pizza Chef with AR 
 
When we launched our first Pizza Chef, we were at the cutting edge of what we called the 
Masterchef generation – people wanting to make their own creations, to satisfy their cravings 
and delight their friends and family. 
 
We believe New Pizza Chef with Augmented Reality – launched this week – takes this to the 
next level, allowing customers to virtually see the product they’re making, right in front of 
them. 
 
It’s a feast for the eyes, and it’s a lot of fun too. The team are excited by the initial response 
from customers in testing - how it personalises the food ordering process even more, making 
it truly unique, down to the coffee table you’ll be serving it on. 
 
25. Pizza Checker 
 
Following extensive testing and refinement, our Pizza Checkers will be installed across 
Australia starting early next year. 
 
With our partner we’ve learned a lot along the way about how Pizza Checker will work in 
different stores and, when you are working with such new technology, this can take time.  
 
The early trials have shown us that these units can have measurable benefit to the quality of 
pizzas we make, which we believe our customers will appreciate. 
 
The majority of these units will be in store by the end of the next quarter and we will support 
this launch with a national marketing campaign this Financial year. 
 
26. Domino’s Dating App 
 
Because pizza is the perfect shared occasion, we will soon launch the Domino’s dating in the 
Netherlands. 
 
It’s as easy as 1,2,3: simply swipe on your favourite pizza and the Domino’s Dating app will 
connect you to other pizza lovers, find a match, and go on a date. 
 
27. Domino’s Dating App (continued) 
 
Domino’s provides the meal, and even the conversation starters. What better to bond over 
than your shared love of pineapple on pizzas. 
 
This is great example of our talented teams in multiple markets generating market-leading 
ideas, that spark the imagination of customers and could well translate in to other markets. 
 
28. Conclusion 
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Thank you for your attendance today, and for your continued interest in Domino’s Pizza 
Enterprises. Our shareholders are important to us, and we take seriously the responsibility 
that goes along with the investment you have made in our future. 
 
Each day I am proud to work with committed people across our business who are Hungry to 
be Better in everything they do. 
 
From a franchisee in the Netherlands wanting to set the very next world record, to a 
corporate store manager in Japan who is taking the first steps to entrepreneurship by 
becoming a franchisee, through to a team member in Queensland who has an idea for a new 
dessert recipe that makes it on to the national menu. 
 
My role is to ensure those with the drive, determination and passion for this business have 
the tools and investment to succeed – so they can build new menus, open more stores, and 
have the technology and innovation that helps them to grow. 
 
It is their relentless drive that gives me confidence about the coming year, in all of our 
markets. 
 
A drive that just delivered a new record, confirmed last night. 
 
I’m pleased to announce one of our Japanese stores, on Sunday, broke the world record for 
a full week of deliveries, safely, in an average of just 2 minutes 38 seconds. 
 
And they completed it 100% on ebikes. 
 
Don Meij – Group CEO and Managing Director 



Daisy Holloway
Domino’s Albert Street 
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