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Did you know that you can order
Fridays online? Check out our GELERY, AND BUFFALO
most popu\ar items now! II
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Kelly receives a push the
following Tuesday at 4 p.m.
to easily “Re-Order”
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HOW TGI FRIDAYS IS USING
MOBILE COMMERCE AS A DRIVER
FOR DIGITAL TRANSFORMATION

DISPARATE CUSTOMER DATA

Personalize
and localize
use cases

Create a
Master Guest
Profile (MGP)

Online ordering
and increasing
revenue

PHASE ONE PHASE TWO

Integrate all of Fridays’
owned customer data
as well as online digital
experience tracking
into the MGP

Using the MGP, activate
personalized use cases:
- First order
. Post-submit/reorder

GROW MASTER GUEST PROFILE TO INCLUDE
SOCIAL, LOCATION, PREFERENCE CENTER

Using multiple data sources, our solution will enable delivery of relevant
content, offers, products, and recommendations to customers

Digital
(Dotcom, Email)

Social
(FB, Twitter)

Mobile
(App, SMS, Push, Web)

Paid
(Banners, SEM)

Traditional
(Calls to Action)

Data Sources
Transactions
Third-Party Appends
Call Center/Cust. Svc.

Content/Inventory

MASTER GUEST PROFILE VALUE
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Onboarding
Email Series

POST-SUBMIT REORDER
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Location 1.0
(Restaurant R Product 1.0
Ordered From)

Rewards Product 2.0
(Yes/No)
Location 2.0
(Restaurant
Specific Content)

Delivery

Yes/No Web,
App Both)
Time 1.0
(Lunch, Dinner,
Late Night)



