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FORM 10-K

(Mark One)

[X] ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
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or
[ 1 TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

Commission File Number 001-32242
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(Exact name of registrant as specified in its charter)

DELAWARE 38-2511577
(State or other jurisdiction of (ILR.S. employer
incorporation or organization) Identification number)
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Ann Arbor, Michigan 48106
(Address of principal executive offices) (Zip Code)
Registrant s telephone number, including area code (734) 930-3030

Securities registered pursuant to Section 12(b) of the Exchange Act:

Title of each class: Name of each exchange on which registered:
Domino s Pizza, Inc. New York Stock Exchange

Common Stock, $0.01 par value
Securities registered pursuant to Section 12(g) of the Exchange Act: None

Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities Act): Yes [ ] No [X]
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Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the Act: Yes [ ] No [X]

Indicate by check mark whether the registrant (1) filed all reports required to be filed by Section 13 or 15(d) of the Securities Exchange Act of
1934 during the preceding 12 months (or for such shorter period that the registrant was required to file such reports), and (2) has been subject to
such filing requirements for the past 90 days: Yes [X]No [ ]

Indicate by check mark whether the registrant has submitted electronically and posted on its corporate Web site, if any, every Interactive Data
File required to be submitted and posted pursuant to Rule 405 of Regulation S-T (§232.405 of this chapter) during the preceding 12 months (or
for such shorter period that the registrant was required to submit and post such files): Yes[ [No[ ]

Indicate by check mark if disclosure of delinquent filers pursuant to Item 405 of Regulation S-K (§229.405 of this chapter) is not contained
herein, and will not be contained, to the best of registrant s knowledge, in definitive proxy or information statements incorporated by reference in
Part III of this Form 10-K or any amendment to this Form 10-K: [X]

Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer, or a smaller reporting
company See the definitions of large accelerated filer, accelerated filer and smaller reporting company in Rule 12b-2 of the Exchange Act.

Large accelerated filer [ ] Accelerated filer [X]

Non-accelerated filer [ ] (do not check if a smaller reporting company) Smaller reporting company [ ]
Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Act): Yes [ ] No [X]

The aggregate market value of the voting and non-voting stock held by non-affiliates of Domino s Pizza, Inc. as of June 14, 2009 computed by
reference to the closing price of Domino s Pizza, Inc. s Common Stock on the New York Stock Exchange on such date was $317,320,358.

As of February 23, 2010, Domino s Pizza, Inc. had 58,757,267 shares of Common Stock, par value $0.01 per share, outstanding.
Documents incorporated by reference:

Portions of the definitive proxy statement to be furnished to shareholders of Domino s Pizza, Inc. in connection with the annual meeting of
shareholders to be held on April 28, 2010 are incorporated by reference into Part III.
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Part I

Item 1. Business.

Overview

Domino s Pizza, Inc. (referred to as the Company, Domino s or in the first person notations of we, us and our ) is the number one pizza del;
company in the United States, based on reported consumer spending, and has a leading presence internationally. On average, over one million

pizzas are sold each day throughout the system, with deliveries covering approximately ten million miles per week. We pioneered the pizza

delivery business and have built the Domino s PizZ4 brand into one of the most widely recognized consumer brands in the world. Together with

our franchisees, we have supported the Domino s PizZ4 brand with an estimated $1.4 billion in domestic advertising spending over the past five

years. We operate through a network of 8,999 Company-owned and franchise stores, located in all 50 states and in more than 60 international

markets. In addition, we operate 16 regional dough manufacturing and supply chain centers, one thin crust manufacturing center and one

vegetable processing supply chain center in the contiguous United States and six dough manufacturing and supply chain centers outside the

contiguous United States. The foundation of our system-wide success and leading market position is our strong relationships with our

franchisees, comprised of over 2,000 owner-operators dedicated to the success of the Domino s PizZ4 brand.

We will celebrate our 50" anniversary in 2010 and over our 49-year history, we have developed a simple business model focused on our core
strength of delivering quality pizza and other complementary items in a timely manner. This business model includes a delivery-oriented store
design with low capital requirements, a focused menu of pizza and other complementary items, committed owner-operator franchisees and a
vertically-integrated supply chain system. Our earnings are driven largely by retail sales at our franchise stores, which generate royalty payments
and supply chain revenues to us. We also generate earnings through retail sales at our Company-owned stores.

We operate our business in three segments: domestic stores, domestic supply chain and international.

Domestic stores. The domestic stores segment, which is comprised of 4,461 franchise stores and 466 Company-owned stores, generated
revenues of $493.6 million and income from operations of $121.5 million during our fiscal year ended January 3, 2010, which we refer to herein
as 2009.

Domestic supply chain. Our domestic supply chain segment, which manufactures our dough and thin crust products, processes vegetables and
distributes food, equipment and supplies to all of our Company-owned stores and over 99% of our domestic franchise stores, generated revenues
of $763.7 million and income from operations of $57.0 million during 2009.

International. Our international segment oversees 4,072 franchise stores outside the contiguous United States. It also manufactures dough and
distributes food and supplies in a limited number of these markets. During 2009, our international segment generated revenues of $146.8 million,
of which approximately 53% related to franchise royalties and fees, and generated income from operations of $66.8 million, of which
approximately 91% related to franchise royalties and fees.

On a consolidated basis, we generated revenues of more than $1.4 billion and income from operations (after deducting $55.8 million of
unallocated corporate and other expenses) of $189.5 million in 2009. Net income was $79.7 million in 2009. We have been able to increase our
net income over the past three years and grow global retail sales and have also added over 1,200 stores worldwide. We are able to grow our
business with capital expenditures that generally range between only $20.0 million to $30.0 million on an annualized basis, since a significant
portion of our earnings are derived from retail sales by our franchisees.

During 2007, the Company completed a recapitalization transaction (the 2007 Recapitalization ), consisting of (i) $1.7 billion of borrowings of
fixed rate notes, (ii) a stock tender offer resulting in the purchase of 2,242 shares of the Company s common stock at a purchase price of $30.00
per share, (iii) the purchase and retirement at a premium of all the outstanding Domino s, Inc. 8 /4% senior subordinated notes due 2011,

(iv) the repayment of all outstanding borrowings under its senior credit facility, and (v) a $13.50 per share special cash dividend to shareholders
and related anti-dilution payments and adjustments to certain option holders.

Additionally, in 2007 the Board of Directors approved an open market share repurchase program for up to $200.0 million of the Company s
common stock, to be funded by future free cash flow and borrowings available under our variable funding notes. The Company repurchased
3,614,310 shares of common stock for approximately $54.4 million in 2007 and repurchased 3,369,522 shares of common stock for
approximately $42.9 million in 2008. The Company has approximately $102.7 million remaining under the open market share repurchase
program. In 2009, the Company utilized free cash flow and, to a lesser extent, borrowings under its variable funding notes facility to repurchase
and retire approximately $189.2 million in principal amount of its fixed rate senior notes, at a discount.
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Our history

We have been delivering quality, affordable pizza to our customers since 1960 when brothers Thomas and James Monaghan borrowed $900 and
purchased a small pizza store in Ypsilanti, Michigan. Since that time, our store count and geographic reach have grown substantially. We opened
our first franchise store in 1967, our first international store in 1983 and, by 1998, we had expanded to over 6,200 stores, including more than
1,700 international stores, on six continents. During 2005, we opened our 8,000 store worldwide and at January 3, 2010, we had 8,999 stores
worldwide in more than 60 international markets. We will celebrate the Company s 50 anniversary in December 2010.

In 1998, an investor group led by investment funds associated with Bain Capital, LLC completed a recapitalization through which the investor
group acquired a 93% controlling economic interest in our Company from Thomas Monaghan and his family. At the time of the recapitalization,
Mr. Monaghan retired, and, in March 1999, David A. Brandon was named our Chairman and Chief Executive Officer. In 2004, Domino s Pizza,
Inc. completed its initial public offering (the IPO ) and now trades on the New York Stock Exchange under the ticker symbol DPZ. In January
2010, Mr. Brandon announced his plan to resign from his position as Chief Executive Officer, effective March 7, 2010. Concurrently, it was
announced that J. Patrick Doyle would succeed Mr. Brandon as President and Chief Executive Officer and will also be appointed to the Board of
Directors. Mr. Brandon will be retained by the Company as a special advisor for the balance of 2010 and will remain Chairman of the Company s
Board of Directors.

Our company was founded in 1960. TISM, Inc., a Michigan corporation and our predecessor, operated through its wholly-owned subsidiary,
Domino s Pizza LLC, a Michigan limited liability company. In connection with the IPO, TISM, Inc. reincorporated in Delaware under the name
Domino s Pizza, Inc.

Industry overview

In this document, we rely on and refer to information regarding the U.S. quick service restaurant, or QSR, sector, the U.S. QSR pizza category
and its components and competitors (including us) from the CREST® report prepared by The NPD Group, as well as market research reports,
analyst reports and other publicly-available information. Although we believe this information to be reliable, we have not independently verified
it. Domestic sales information relating to the QSR sector, U.S. QSR pizza category and U.S. pizza delivery and carry-out represent reported
consumer spending obtained by The NPD Group s CREST report from consumer surveys. This information relates to both our Company-owned
and franchise stores. Unless otherwise indicated, all U.S. industry data included in this document is based on reported consumer spending
obtained by The NPD Group s CREST report from consumer surveys.

The U.S. QSR pizza category is large and fragmented. With sales of $33.5 billion in the twelve months ended November 2009, the U.S. QSR
pizza category is the second largest category within the $230.1 billion U.S. QSR sector. The U.S. QSR pizza category is primarily comprised of
delivery, dine-in and carry-out.

We operate primarily within U.S. pizza delivery. Its $10.3 billion of sales accounted for approximately 31% of total U.S. QSR pizza category
sales in the twelve months ended November 2009. We and our top two competitors account for approximately 45% of U.S. pizza delivery, based
on reported consumer spending, with the remaining 55% attributable to regional chains and individual establishments.

We also compete in carry-out, which together with pizza delivery comprise the largest components of the U.S. QSR pizza category. U.S.
carry-out pizza had $13.8 billion of sales in the twelve months ended November 2009 and while our primary focus is on pizza delivery, we are
also favorably positioned to compete in carry-out given our strong brand, convenient store locations and quality, affordable menu offerings.

In contrast to the United States, international pizza delivery is relatively underdeveloped, with only Domino s and one other competitor having a
significant global presence. We believe that demand for international pizza delivery is large and growing, driven by international consumers
increasing emphasis on convenience.

Our competitive strengths
We believe that our competitive strengths include the following:

Strong and proven growth and earnings model. Over our 49-year history, we have developed a focused growth and earnings model. This
model is anchored by strong store-level economics, which provide an entrepreneurial incentive for our franchisees and generate demand for new
stores. Our franchise system, in turn, has produced strong and consistent earnings for us through royalty payments and supply chain revenues,
with minimal associated capital expenditures by us.

Table of Contents 6



Edgar Filing: DOMINOS PIZZA INC - Form 10-K

Table of Contents



Edgar Filing: DOMINOS PIZZA INC - Form 10-K

Table of Conten

Strong store-level economics. We have developed a cost-efficient store model, characterized by a delivery and carry-out oriented store design,
with low capital requirements and a focused menu of quality, affordable pizza and other complementary items. At the store level, we believe that
the simplicity and efficiency of our operations give us significant advantages over our competitors who in many cases also focus on dine-in. Our
domestic stores, and the majority of our international stores, do not offer dine-in areas and thus do not require expensive restaurant facilities and
staffing. In addition, our focused menu of pizza and other complementary items simplifies and streamlines our production and delivery processes
and maximizes economies of scale on purchases of our principal ingredients. As a result of our focused business model and menu, our stores are
small (averaging approximately 1,000 to 1,300 square feet) and relatively inexpensive to build, furnish and maintain as compared to many other
QSR franchise opportunities. The combination of this efficient store model and strong store sales volume has resulted in strong store-level
financial returns and makes Domino s Pizza an attractive business opportunity for existing and prospective franchisees.

Strong and well-diversified franchise system. We have developed a large, global, diversified and committed franchise network that is a critical
component of our system-wide success and our leading position in pizza delivery. As of January 3, 2010, our franchise store network consisted
of 8,533 stores, 52% of which were located in the contiguous United States. In the United States, six franchisees operate more than 50 stores,
including our largest domestic franchisee who operates 143 stores. Our domestic franchisees own and operate an average of three to four stores.
We generally require our domestic franchisees to forego active, outside business endeavors, aligning their interests with ours and making the
success of each Domino s Pizza franchise of critical importance to our franchisees.

In addition, we generally share 50% of the pre-tax profits generated by our regional dough manufacturing and supply chain centers with those
domestic franchisees who agree to purchase all of their food from our supply chain system. During 2009, we issued a record level of profit
sharing payments to our franchisees in connection with this program. These arrangements strengthen our ties with our franchisees by enhancing
their profitability while providing us with a continuing source of revenues and earnings. This arrangement also provides incentives for
franchisees to work closely with us to reduce costs. We believe our strong, mutually-beneficial franchisee relationships are evidenced by the
over 99% voluntary participation in our domestic supply chain system, our over 99% domestic franchise contract renewal rate and our over 99%
collection rate on domestic franchise royalty and domestic supply chain receivables.

Internationally, we have been able to grow our franchise network by attracting franchisees with business experience and local market
knowledge. We generally employ our master franchise model, which provides our international franchisees with exclusive rights to operate
stores or sub-franchise our well-recognized Domino s PizZ4 brand name in specific, agreed-upon market areas. From year-end 2004 through
2009, we grew our international franchise network 48%, from 2,749 stores to 4,072 stores. Our largest master franchisee operates 755 stores in
five markets, which accounts for approximately 19% of our total international store count. During 2009, we had 414 gross international store
openings, including an 86-store conversion in Spain, which represented the largest number of gross store openings in the international segment s
history.

Strong cash flow and earnings stream. A substantial percentage of our earnings are generated by our committed, owner-operator franchisees
through royalty payments and revenues to our vertically-integrated supply chain system.

We believe that our store economics have led to a strong, well diversified franchise system. This established franchise system has produced
strong cash flow and earnings for us, which has enabled us to invest in the Domino s PizZ4 brand, our stores and our supply chain centers, pay
significant dividends, repurchase shares of our common stock, repurchase and retire outstanding principal on our fixed rate notes and deliver
attractive returns to our stockholders.

#1 pizza delivery company in the United States with a leading international presence. We are the number one pizza delivery company in the
United States with an 18.4% share based on reported consumer spending. With 4,927 stores located in the contiguous United States, our
domestic store delivery areas cover a majority of U.S. households. Our share position and scale allow us to leverage our purchasing power,
supply chain strength and advertising investment across our store base. We also believe that our scale and market coverage allow us to
effectively serve our customers demands for convenience and timely delivery.
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Outside the United States, we have significant share positions in the key markets in which we compete, including, Mexico, the United Kingdom,
Australia, South Korea, Canada, India, Japan, France, Turkey and Taiwan. Our top ten international markets, based on store count, accounted for
approximately 79% of our international retail sales in 2009. We believe we have a leading presence in these markets.

Strong brand awareness. We believe our Domino s Pi#Zbrand is one of the most widely-recognized consumer brands in the world. We
believe consumers associate our brand with the timely delivery of quality, affordable pizza and other complementary items. Over the past five
years, our domestic franchise and Company-owned stores have invested an estimated $1.4 billion on national, local and co-operative advertising
in the United States. Our Domino s PizZ4 brand is routinely named a MegaBrand by Advertising Age. We continue to reinforce our brand with
extensive advertising through television, radio, print and web-based promotions. We have also enhanced the strength of our brand through
marketing affiliations with brands such as Coca-Cola®.

We believe that our brand is particularly strong among pizza consumers for whom a meal is a fairly spontaneous event. In these situations, we
believe that service and product quality are the consumers priorities. We believe that well established demographic and lifestyle trends will drive
continuing emphasis on convenience and will, therefore, continue to play into our brand s strength.

Internal dough manufacturing and supply chain system. In addition to generating significant revenues and earnings, we believe that our
vertically integrated dough manufacturing and supply chain system enhances the quality and consistency of our products, enhances our
relationships with franchisees, leverages economies of scale to offer lower costs to our stores and allows our store managers to better focus on
store operations and customer service by relieving them of the responsibility of mixing dough in the stores.

In 2009, we made approximately 523,000 full-service food deliveries to our domestic stores, or approximately two deliveries per store, per
week, with an on-time delivery performance rate of approximately 92%. All of our Company-owned and over 99% of our domestic franchise
stores purchase all of their food and supplies from us. This is accomplished through our network of 16 regional dough manufacturing and supply
chain centers, each of which is generally located within a one-day delivery radius of the stores it serves, and a leased fleet of over 400 tractors
and trailers. Additionally, we supply our domestic and international franchisees with equipment and supplies through our equipment and supply
center, which we operate as part of our domestic supply chain segment. Our equipment and supply center sells and delivers a full range of
products, including ovens and uniforms. We also supply certain of our domestic stores with ingredients that are processed at our vegetable
processing supply chain center and supply thin crust product that is manufactured at our thin crust manufacturing center, both of which we
operate as part of our domestic supply chain segment.

Because we source the food for substantially all of our domestic stores, our domestic supply chain segment enables us to leverage and monitor

our strong supplier relationships to achieve the cost benefits of scale and to ensure compliance with our rigorous quality standards. In addition,

the one-stop shop nature of this system, combined with our delivery accuracy, allows our store managers to eliminate a significant component of
the typical back-of-store activity that many of our competitors store managers must undertake.

Our business strategy

We intend to achieve further growth and strengthen our competitive position through the continued implementation of our business strategy,
which includes the following key elements:

Continue to execute on our mission statement. Our mission statement is Exceptional franchisees and team members on a mission to be the best
pizza delivery company in the world. We implement this mission statement by following a business strategy that:

puts franchisees and Company-owned stores at the foundation of all our thinking and decisions;
emphasizes our ability to select, develop and retain exceptional team members and franchisees;
provides a strong infrastructure to support our stores; and

builds excellent store operations to create loyal customers.
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We adhere to the following guiding principles, which are based on the concept of one united brand, system and team:
putting people first;
demanding integrity;
striving to make every customer a loyal customer;
delivering with smart hustle and positive energy; and
winning by improving results every day.

Grow our leading position in an attractive industry. U.S. pizza delivery and carry-out are the largest components of the U.S. QSR pizza
category. They are also highly fragmented. Pizza delivery, through which a majority of our retail sales are generated, had sales of $10.3 billion
in the twelve months ended November 2009. As the leader in U.S. pizza delivery, we believe that our convenient store locations, simple
operating model, widely-recognized brand and efficient supply chain system are competitive advantages that position us to capitalize on future
growth.

Carry-out had $13.8 billion of sales in the twelve months ended November 2009. While our primary focus is on pizza delivery, we are also
favorably positioned as a leader in carry-out given our strong brand, convenient store locations and quality, affordable menu offerings.

Leverage our strong brand awareness. We believe that the strength of our Domino s Pi#zhrand makes us one of the first choices of
consumers seeking a convenient, quality and affordable meal. We intend to continue to promote our brand name and enhance our reputation as
the leader in pizza delivery. In 2009, in connection with the launch of our Inspired New Pizza, we launched the campaign, Oh Yes We Did. The
launch of this product and this campaign has received significant attention in the news media, social networking internet sites and other media
outlets. We also created a new website, www.pizzaturnaround.com to further communicate this message to our consumers, highlight the
improvements to our core pizza recipe and receive consumer feedback on the Inspired New Pizza.

In 2008, each of our domestic stores contributed 4% of their retail sales to our advertising fund for national advertising in addition to
contributions for market-level advertising. In 2009, our domestic stores within active co-operatives elected to allocate an additional 1% of their
advertising contributions to support national advertising initiatives, which resulted in each of our domestic stores contributing 5% of their retail
sales for national advertising in 2009. Also in 2009, domestic franchisees amended their master franchise agreements to require a contribution of
5.5% of their retail sales to fund national marketing and advertising campaigns and to eliminate the required market-level contributions,
beginning in 2010.

We intend to leverage our strong brand by continuing to introduce innovative, consumer-tested and profitable new product varieties (such as
Oven Baked Sandwiches, Domino s American Legend3 pizzas and BreadBowl Pasta ), complementary side items (such as buffalo wings, cheesy
bread, Domino s Buffalo Chicken Kickef®, Cinna Stix® and Chocolate Lava Crunch Cakes) and value promotions as well as through marketing
affiliations with brands such as Coca-Cola®. Additionally, we may from time-to-time partner with other organizations in an effort to promote the
Domino s PizZ4 brand. We believe these opportunities, when coupled with our scale and share leadership, will allow us to grow our position in
U.S. pizza delivery.

Expand and optimize our domestic store base. We plan to continue expanding our base of domestic stores to take advantage of the attractive
growth opportunities in U.S. pizza delivery. We believe that our scale allows us to expand our store base with limited marketing, distribution and
other incremental infrastructure costs. Additionally, our franchise-oriented business model allows us to expand our store base with limited
capital expenditures and working capital requirements. While we plan to expand our traditional domestic store base primarily through opening
new franchise stores, we will also continually evaluate our mix of Company-owned and franchise stores and strategically acquire franchise
stores and refranchise Company-owned stores.

Continue to grow our international business. We believe that pizza has global appeal and that there is strong and growing international
demand for delivered pizza. We have successfully built a broad international platform, almost exclusively through our master franchise model,
as evidenced by our 4,072 international stores in more than 60 international markets. We believe that we continue to have significant long-term
growth opportunities in international markets where we have established a leading presence. In our top ten international markets, we believe that
our current store base is approximately half of the total long-term potential store base in those markets. Generally, we believe we will achieve
long-term growth internationally as a result of the favorable store-level economics of our business model, the growing international demand for
delivered pizza and the strong global recognition of the Domino s PizZ4 brand. Our international stores have produced positive quarterly same
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store sales growth for 64 consecutive quarters. Additionally, during 2009, we had 414 gross international store openings, including an 86-store
conversion in Spain, which represented the largest number of gross store openings in the international segment s history.
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We believe that our focused and proven store model provides a significant competitive advantage relative to many of our competitors who focus
on multiple components of the pizza category, particularly dine-in. We have been focused primarily on pizza delivery for 49 years. Because our
domestic stores and most of our international stores do not offer dine-in areas, they typically do not require expensive real estate, are relatively
small and are relatively inexpensive to build and equip. Our stores also benefit from lower maintenance costs, as store assets have long lives and
updates are not frequently required. Our simple and efficient operational processes, which we have refined through continuous improvement,
include:

strategic store locations to facilitate delivery service;
production-oriented store designs;

product and process innovations;

a focused menu;

efficient order taking, production and delivery;
Domino s PULSE point-of-sale system; and

a comprehensive store audit program.

We believe these factors, among other things, contributed to Domino s Pizza being voted #1 in customer satisfaction in a 2009 survey of
consumers of the U.S. largest limited service restaurants, according to the annual American Customer Satisfaction Index (ACSI).

Strategic store locations to facilitate delivery service

We locate our stores strategically to facilitate timely delivery service to our customers. The majority of our domestic stores are located in
populated areas in or adjacent to large or mid-size cities, or on or near college campuses. We use geographic information software, which
incorporates variables such as traffic volumes, competitor locations, household demographics and visibility, to evaluate and identify potential
store locations and new markets.

Production-oriented store designs

Our typical store is relatively small, occupying approximately 1,000 to 1,300 square feet and is designed with a focus on efficient and timely
production of consistently high quality pizza for delivery. The store layout has been refined over time to provide an efficient flow from
order-taking to delivery. Our stores are primarily production facilities and accordingly, do not typically have a dine-in area.

Product and process innovations

Our 49 years of experience and innovative culture have resulted in numerous new product and process developments that increase both quality
and efficiency. These include our efficient, vertically-integrated supply chain system, a sturdier corrugated pizza box and a mesh screen that
helped cook pizza crust more evenly. The Domino s HeatWav® hot bag, which was introduced in 1998, keeps our pizzas hot during delivery.
We also continue to introduce new products such as Domino s Oven Baked Sandwiches, launched in 2008, along with additional products
launched in 2009, including Domino s American Legend? pizzas and Domino s BreadBowl Pasta . Additionally, we have added a number of
complementary side items to our menu such as buffalo wings, Domino s Buffalo Chicken Kickef8, bread sticks, cheesy bread, Cinna Stix® and
Chocolate Lava Crunch Cakes, which were introduced in 2009. In the fourth quarter of 2009, we introduced our Inspired New Pizza, which was
a change to our core pizza recipe.

Focused menu

We maintain a focused menu that is designed to present an attractive, quality offering to customers, while minimizing order errors, and
expediting the order taking and food preparation processes. Our basic menu has three choices for pizza products: pizza type, pizza size and pizza
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toppings. Most of our stores carry two or three sizes of Traditional Hand-Tossed, Pan, Brooklyn Style and Crunchy Thin Crust pizza. Our typical
store also offers Domino s American Legend3 pizzas, Domino s Oven Baked Sandwiches, Domino s Bread Bowl Pasta , buffalo wings, Domino s
Buffalo Chicken Kickers®, bread sticks, cheesy bread, Cinna Stix®, Chocolate Lava Crunch Cakes and Coca-Cola® soft drink products. We also
occasionally offer other products on a promotional or a regional basis, such as salads. We believe that our focused menu creates a strong identity
among consumers, improves operating efficiency and maintains food quality and consistency.
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Efficient order taking, production and delivery

Each store executes an operational process that includes order taking, pizza preparation, cooking (via automated, conveyor-driven ovens),
boxing and delivery. The entire order taking and pizza production process is designed for completion in approximately 12-15 minutes. These
operational processes are supplemented by an extensive employee training program designed to ensure world-class quality and customer service.
It is our priority to ensure that every Domino s store operates in an efficient, consistent manner while maintaining our high standards of food
quality and team member safety.

Domino s PULSE point-of-sale system

Our computerized management information systems are designed to improve operating efficiencies, provide corporate management with timely
access to financial and marketing data and reduce store and corporate administrative time and expense. We have installed Domino s PULSE , our
proprietary point-of-sale system, in every Company-owned store in the United States and in substantially all of our domestic franchise stores.
Some enhanced features of Domino s PULSE over our previous point-of-sale system include:

touch screen ordering, which improves accuracy and facilitates more efficient order taking;
a delivery driver routing system, which improves delivery efficiency;

improved administrative and reporting capabilities, which enable store managers to better focus on store operations and customer satisfaction;
and

enhanced online ordering capability, including Pizza Tracker which was introduced in 2007 and Pizza Builder, which was introduced in 2008.

Since the rollout of Domino s PULSE to our domestic stores, we have been growing our online ordering transactions and currently, on average,
20% of our domestic stores sales originate through our online ordering platform. Recent industry data indicates that we have the largest share of
online sales in the U.S. QSR pizza category. Additionally, we estimate that the Domino s Pizza system is one of the largest on-line retailers in the
U.S. in terms of the number of transactions. We intend to continue to enhance and grow our online ordering capabilities.

We require our domestic franchisees to install and maintain Domino s PULSE . Additionally, Domino s PULSE has been installed in over 1,400
international franchise stores.

Comprehensive store audit program

We utilize a comprehensive store audit program to ensure that our stores are meeting both our stringent standards as well as the expectations of
our customers. The audit program focuses primarily on the quality of the pizza the store is producing, the customer service the store is providing
and the condition of the store as viewed by the customer. We believe that this store audit program is an integral part of our strategy to maintain
high standards in our stores.

Segment overview
We operate in three business segments:

Domestic stores. Our domestic stores segment consists of our domestic franchise operations, which oversee our network of 4,461 franchise
stores located in the contiguous United States, and our domestic Company-owned store operations, which operate our network of 466
Company-owned stores located in the contiguous United States;

Domestic supply chain. Our domestic supply chain segment operates 16 regional dough manufacturing and food supply chain centers, one thin
crust manufacturing center, one supply chain center providing equipment and supplies to certain of our domestic and international stores and one
vegetable processing supply chain center; and

International. Our international segment oversees our network of 4,072 international franchise stores in more than 60 international markets. Our
international segment also distributes food to a limited number of markets from six dough manufacturing and supply chain centers in Alaska,
Hawaii and Canada (four).
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Domestic stores

During 2009, our domestic stores segment accounted for $493.6 million, or 35% of our consolidated revenues. Our domestic franchises are
operated by entrepreneurs who own and operate an average of three to four stores. Six of our domestic franchisees operate more than 50 stores,
including our largest domestic franchisee who operates 143 stores. Our principal sources of revenues from domestic store operations are
Company-owned store sales and royalty payments based on retail sales by our franchisees. Our domestic network of Company-owned stores also
plays an important strategic role in our predominantly franchised operating structure. In addition to generating revenues and earnings, we use our
domestic Company-owned stores as test sites for new products and promotions as well as store operational improvements and as forums for
training new store managers and prospective franchisees. We also believe that our domestic Company-owned stores add to the economies of
scale available for advertising, marketing and other costs that are primarily borne by our franchisees. While we continue to be primarily a
franchised business, we continually evaluate our mix of domestic Company-owned and franchise stores in an effort to optimize our long-term
profitability.

Our domestic Company-owned store operations are divided into eleven geographic areas located throughout the contiguous United States while
our domestic franchise operations are divided into four regions. Our team members within these areas provide direct supervision over our
domestic Company-owned stores; provide training, store operational audits and marketing services and provide financial analysis and store
development services to our franchisees. We maintain a close relationship with our franchise stores through regional franchise teams, an array of
computer-based training materials that help franchise stores comply with our standards and franchise advisory groups that facilitate
communications between us and our franchisees.

Domestic supply chain

During 2009, our domestic supply chain segment accounted for $763.7 million, or 54% of our consolidated revenues. Our domestic supply chain
segment is comprised primarily of 16 regional dough manufacturing and supply chain centers that manufacture fresh dough on a daily basis and
purchase, receive, store and deliver quality pizza-related food products and other complementary items to all of our Company-owned stores and
over 99% of our domestic franchise stores. Each regional dough manufacturing and supply chain center serves approximately 300 stores,
generally located within a one-day delivery radius. We regularly supply nearly 5,000 stores with various supplies and ingredients, of which, nine
product groups account for over 90% of the volume. Our domestic supply chain segment made approximately 523,000 full-service deliveries in
2009 or approximately two deliveries per store, per week; and we produced over 264 million pounds of dough during 2009.

We believe that our franchisees voluntarily choose to obtain food, supplies and equipment from us because we provide the most efficient,
convenient and cost-effective alternative, while also providing both quality and consistency. In addition, our domestic supply chain segment

offers a profit-sharing arrangement to stores that purchase all of their food from our domestic dough manufacturing and supply chain centers.

This profit-sharing arrangement generally provides domestic Company-owned stores and participating franchisees with 50% of their regional
supply chain center s pre-tax profits. Profits are shared with the franchisees based upon each franchisee s purchases from our supply chain centers.
During 2009, we issued a record level of profit sharing payments to our franchisees in connection with this program. We believe these
arrangements strengthen our ties with these franchisees.

The information systems used by our domestic dough manufacturing and supply chain centers are an integral part of the quality service we
provide our stores. We use routing strategies and software to optimize our daily delivery schedules, which maximizes on-time deliveries.
Through our strategic dough manufacturing and supply chain center locations and proven routing systems, we achieved an on-time delivery
performance rate of approximately 92% during 2009. Our supply chain center drivers unload food and supplies and stock store shelves typically
during non-peak store hours, which minimize disruptions in store operations.

International

During 2009, our international segment accounted for $146.8 million, or 11% of our consolidated revenues. We have 589 franchise stores in
Mexico, 562 franchise stores in the United Kingdom, 411 franchise stores in Australia, 329 franchise stores in South Korea, 319 franchise stores
in Canada, 296 franchise stores in India, and over 100 franchise stores in each of Japan, France, Turkey and Taiwan. The principal sources of
revenues from our international operations are royalty payments generated by retail sales from franchise stores and sales of food and supplies to
franchisees in certain markets.
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We have grown by more than 1,300 international stores over the past five years. During 2009, we had 414 gross international store openings,
including an 86-store conversion in Spain, which represented the largest number of gross store openings in the international segment s history.
We empower our managers and franchisees to adapt the standard operating model, within certain parameters, to satisfy the local eating habits

and consumer preferences of various regions outside the contiguous United States. Currently, most of our international stores are operated under
master franchise agreements, and we plan to continue entering into master franchise agreements with qualified franchisees to expand our
international operations in selected countries. We believe that our international franchise stores appeal to potential franchisees because of our
well-recognized brand name, the limited capital expenditures required to open and operate our stores and our system s favorable store economics.
The following table shows our store count as of January 3, 2010 in our top ten international markets, which account for 76% of our international
stores.

Number
Market of stores
Mexico 589
United Kingdom 562
Australia 411
South Korea 329
Canada 31