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' Domino’s to revamp online plan

account (which it took over from a

seeing [note] that we didn’t hide
and we haven’t been ‘corporate,’
but responding like real people.”
The company is also looking at its
external needs in the social media
space. According to social media
firm Vitrue, which does not work
with the franchise, online chatter
about Domino’s had spiked 27 %
in the day following the incident.
Vitrue’s Social Media Index mea-
sures the amount of dialogue across
the blogosphere and social networks.
It didn’t note whether the conver-
sations were positive or negative.
Reggie Bradford, CEO of Vitrue,
called the video prank “very un-
fortunate,” but noted it was an “op-
portunity for Domino’s to become
part of the conversation... [and] es-
tablish more of a social presence.”
Paul Walker, president of Cohn &
Wolfe Digital, added that the brand
should put a cohesive plan in place
for online crisis management.
“Today, [brands] need to take
immediate action {online] and let
consumers know, even if you don’t
know, that you are investigating,”

‘the  franchisee association’s Twitter
, feed, dpzinfo), pledging to “listen.”
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itter  apologizing for the incident and ex-
om-  plaining its steps going forward.

By using the same medium as the

ting  formeremployees, Domino’s sought
npa-  torespond to concerned consumers,
site, “We did this [video] in the same
sh. forum these people used to do this to
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TAX DAY PRO-MOO-TION

MaggieMoo’s Ice Cream & Treatery enticed customers with
its “e-cone-omic” stimulus package on April 15. Many of
MaggieMoo’s nearly 200 nationwide locations took part,
including Dunwoody, GA (pictured), offering customers one
free single-scoop of ice cream. Working with AOR Ogilvy PR,
MaggieMoo’s promoted the event to media and via social
networks like Twitter. The promotion garnered coverage on
blogs, in various local media entities, and in national outlets,
including US News & World Report, USA Today, and AOL.
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WE WRITE THE BOOK ON EXCELLENCE.

EVERY YEAR.

At Guinness World Records™, there’s no such
thing as second best. For over 55 years we've
| been the definitive recorder of excellence
worldwide. Our annual book has sold more than
120,000,000 - that’s 120 million - copies, and
our name is, quite simply, a household word.

It crosses age, gender and race. There's

no other brand in the world that is, by its

very nature, synonymous with achievement,
excellence, and quality.

So what can our brand
do for yours?

At Guinness World Records, our Adjudications
Team works successfully with companies every
~ day to break world records to promote their

hrande thair dnade and thoir canriroe Froam

Our Adjudications Team will help you find the
right record for your client, guide you through
the application process, advise the guidelines
to break a record — and an adjudicator can
attend the event to evaluate and (if the record’s
broken) present a certificate on the spot.

Times are tough. Competition has never been
so fierce. And the brands that will survive are
those that let their customers know, clearly and
officially, that they're the very best. So drop us a
line, and let’s make history in front of the world.

That’s what we do.
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Email Danny Girton at
danny.girton@guinnessworldrecords.com
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