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F i rs t ,  a  sma l l  v ideo  on  our  journey

https://www.dropbox.com/s/6vi5fyfk8z6nhs1/FridaysFrictionlessGuestExperience

_FINAL.mov?dl=0 

https://www.dropbox.com/s/6vi5fyfk8z6nhs1/FridaysFrictionlessGuestExperience_FINAL.mov?dl=0
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ÅMore than 50 years in operation ï

1st store in Manhattan in 1965

ÅOver 950 Restaurants across 60+ 

countries

Å490+ Restaurants in the U.S.

Å90% franchised

ÅAlmost 500,000 Guests served 

each day
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FOUNDATION BASED UPON CORE BRAND VALUES

SOCIAL

We are social at our core, a spark for 

connection and celebration. We bring people 

together.

EXCELLENCE

We are comfortable in our unique skin; we 

consistently serve up craveable food, 

signature Fridays drinks and shareable 

experiences that create memories.

FUN

Every day at Fridays promises to deliver a 

ñFridayò experience. Our fun vibe helps free 

our Guests from the everyday worries of life

INNOVATIVE

Our constantly evolving mindset allows us to 

anticipate the changing needs of the Guests 

we serve. We have ñsurprise and delightò in 

our DNA and are not content with the norm 

or the ordinary.

COMMUNITY

Far more than a restaurant, we are 

dedicated to bettering the lives of our 

Fridays family and the communities that 

we serve. 
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OUR CHALLENGE ςCOMPETING FOR SHARE OF 
MIND,  NOT JUST STOMACH!
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OUR FOCUS MUST SHIFT TO CONNECTING TO 
GUESTS WHEN AND WHERE THEYCHOOSE

GENERATION FLUX
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Create and deliver a frictionless guest experience, in-store and off-premise, 

enabled by technology

Recognize and 
Engage

the individual 
customer

Save and 
respect 

their time

Reward their 
loyalty in 

ways that are 
fun and easy

Treat them 
like a 

FRIDAYS 
Insider
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OPPORTUNITY
²ƛǘƘ /ŀǎǳŀƭ 5ƛƴƛƴƎ ŀǘ Ϸфс.Σ ғу҈ ƻŦ ǘƘŜ ¦{ ǊŜǎǘŀǳǊŀƴǘ ƛƴŘǳǎǘǊȅΣ CǊƛŘŀȅǎΩ 

opportunity for disruptive growth will come from winning share in the $800B 

market beyond this defined category. 

2017 Restaurant Industry Pocket Factbook, National Restaurant Association 

F R O M TO

ÅMarket share, casual dining ($96B)
ÅDriven by promotion
ÅBest casual dining experience

ÅShare of requirement ($800B)
ÅDriven by customer opportunity/need
ÅBest option, most often

This requires a shift in perspective and strategyΧ.
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DIFFERENTIATION THROUGH EXPERIENCE
What customers want, above all else, is to be recognized and treated as an individual

Expect seamless 
navigation between 
mobile, desktop and 
restaurant experiences

Want a highly 
personalized 
mobile 
experience

Expect loyalty to be 
rewarded with relevant  
information, experiences, 
and deals 

Want feedback to be 
easy, and response 
apparent

C O N T E N TD A T A T E C H
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BEST IN  CLASS EXAMPLES

C O N T E N

T

D A T A F R I C T I O N L E S S

Buy it again

Frequently bought together

Customers who bought this 
item also bought
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WHAT ARE WE SOLVING FOR? 
Transforming FridaysΧΧ.

FROM TO

Limited and decentralized view of the guest Unified and expandable view of guest

Disconnected/manual communications Right message,right time, right channel

One size fits all online shopping capabilities Personalized, and localized E-Commerce experience

Limited app interactions with on-premise 

transactions   
Integrated mobile and on-premise experiences

On and Off Premise perform as siloedchannels Omni-channel experiences 
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PHASE ONE
H I G H L I G H T S :

Unified 
Customer:

Mobile App:E-Commerce:Marketing 
Activation:

In-Restaurant:

ÅNew database 
tool that has 
360 view of 
customer

Å1-click access 
to abandoned 
carts & pushes 
to ratings and 
reviews

Å¦ǘƛƭƛȊŜ άōƻǘέ 
technology to 
expand access 
points and 
engagement

ÅLaunch a series 
of integrated 
personalized 
campaigns to 
energize the 
base

ÅProvide customers 
the ability to rate 
and review their in 
restaurant 
experience
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PHASE ONE EXAMPLE
Guest engagement through multiple platform integration

Initial efforts drove significant 
increases in online ordering, 
reservations and in-
restaurant social engagement

25+ %

Online 

Revenue 

Growth

Integration utilizing bot 
technology on Facebook, Twitter, 
LƴǎǘŀƎǊŀƳΣ !ƭŜȄŀΣ Χ

500+%

Increase in Guest 

Engagement on 

Social
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PHASE TWO
H I G H L I G H T S :

Unified 
Customer

Mobile 
App

E-CommerceMarketing 
Activation

In-Restaurant

Expand to 
include 
behavioral data

Activate mobile 
check-in

Launch 1-click 
checkout

Optimize all 
marketing 
campaigns with 
targeted 
messaging tools

Utilize bot for re-
ordering
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PHASE TWO EXAMPLE
Utilize AI to Personalize and deliver campaigns across on and off premise to increase ROI

Ability to drive 
tŜǊǎƻƴŀƭƛȊŀǘƛƻƴ ŀǘ άǎŎŀƭŜέ

Å Finds the most 
effective email subject 
line

Å Suggests the right 
image to show 

Å Optimizes channels 
to send message

+41%

Open 

Rates

+25%

Click-

Thru 

Rates
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PHASE THREE
H I G H L I G H T S :

Unified 
Customer:

Mobile 
App

E-CommerceMarketing 
Activation:

In-Restaurant

Grow data set 
to include 3rd

party/ 
partnerships

Integrate video 
and voice 
purchasing

Implement look-
a-like modeling 
and testing to 
maximize return 
on marketing 
spend

Test in restaurant 
technology

On-premise in 
meal ordering
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PHASE THREE EXAMPLE
Technology at the table to improve guest experience and grow revenue

ÅGive guests control

ÅImproved guest experience

ÅIncreased revenue

ÅCollect better data

+5 %

AOV

+25%

Addressable 

Base
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PHASE FOUR
H I G H L I G H T S :

Unified 
Customer:

Mobile 
App

E-CommerceMarketing 
Activation:

In-Restaurant

Grow data set to 
include weather 
data and media

Integrate 
personalization 
and localization 
on ordering 
funnel

Behavioral 
targeting and 
messaging

TV and bar 
integration

Include 
gamificationin 
app experience, 
i.e., trivia 
games, 
interactive bar 
games
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PHASE FOUR EXAMPLE
LƴŎǊŜŀǎŜ ǊŜǾŜƴǳŜ ŘǳǊƛƴƎ άƻŦŦ-ǇŜŀƪέ ƘƻǳǊǎ

+20%

Traffic

+25%

Revenue by 

Location

ÅCreate a destination 
not a discount

ÅGamificationprovides a 
welcome alternative to 
discounting

ÅIntegrate with mobile 
and loyalty program 
across platforms 
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PHASE F IVE
H I G H L I G H T S :

Unified 
Customer:

Mobile 
App

E-CommerceMarketing 
Activation:

In-Restaurant

ÅUse Artificial 
Intelligence for 
personalized 
communication

ÅIntroduce 
Augmented 
Reality to 
showcase menu 
and new 
products

ÅEnhance customer 
profiling

ÅVirtual bartenderÅIntegrate Voice 
and Video on 
App to order, 
check on order 
status, wait time
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PHASE F IVE EXAMPLE
Bring the In Restaurant Experience Online

Creating specific 
άŜȄǇŜǊƛŜƴǘƛŀƭέ 
capabilities that allow 
our Guests to interact 
both in the physical 
and digital worlds 
inside our restaurants

+??%

KPI


