[bookmark: _Toc197647590]1.0 Introduction
This report examines Domino's opportunity to launch a health-focused pizza range in the UK market using key strategic frameworks. The analysis applies the Ansoff Matrix to justify product development as the optimal growth strategy, while Porter's model guides differentiation through premium ingredients and nutritional benefits. Meanwhile, the report will use SOSTAC as theoretical model to help Domino’s building competitive advantage in the UK market.

The STP framework identifies the core target market: health-conscious urban consumers aged 18-35, aligning with Domino's digital and distribution strengths. The marketing mix (7Ps) shapes tactical implementation, particularly product formulation and digital promotion.   These models inform a structured rollout plan from research to national launch, addressing both market demand for healthy fast food and consumer perception challenges. The approach positions Domino's to capture the growing fitness food segment while enhancing brand relevance.


[bookmark: _Toc197647591]2.0 SOSTAC Analysis
[bookmark: _Toc197647592]2.1 Situational
The UK health food sector is expanding significantly, driven by demand for high-protein meals and a fitness population of 10.5 million (Statista, 2025). Plant-based alternatives show strong potential for dietary shift, though further research is needed on their nutritional value, environmental impact, and long-term adoption (Alae-Carew et al., 2022).

Domino’s has a unique opportunity as rivals like Pizza Hut and McDonald’s lack low-carb pizza offerings. While Domino’s benefits from a robust distribution network and digital infrastructure (People & Global Business Association et al., 2022), its weak brand health relevance calls for innovation. Introducing low-carb pizza could be a next strategic movement.

[bookmark: _Toc197647593]2.2 Objectives
The next core strategic objective of Domino’s in the UK market, as determined by a market situation analysis, is to capture 15% of the fitness fast food market by August 2026 by specifically targeting fitness enthusiasts (18–35 years old) and health-conscious family segments. This is primarily because most Domino’s customers are between the ages of 15 and 40 (Keegan Edwards, 2024), and the consumption of this age group is strategically important to Domino’s growth. 

According to Duca (2021), the goal was created to adhere closely to the SMART principle, which can ease the burden on project managers by facilitating ongoing monitoring and data collecting for management reviews and external audits. Nevertheless, there are also disadvantages to using SMART, such as the possibility of bias brought on by subjective weighting assignments, the simplicity of difficult decision-making issues, and the possible lack of complexity when handling a lot of criteria (Taherdoost and Mohebi, 2024).

Measurability is demonstrated by the dynamic monitoring of quantitative indicators like monthly sales growth and APP orders, which account for 30% of the total; achievability depends on the current, mature supply chain system and digital platforms to ensure that the development cycle of new products can be controlled in six months; relevance, the target is highly in line with the brand's diversification strategy; and specificity is demonstrated by focussing on the needs of the segmented population. Relevance-wise, the target aligns well with the brand's diversification strategy, which aims to expand the market penetration rate of healthy segments and push the boundaries of traditional fast food. The timeframe is explicitly stated as a 12-month execution cycle, with a quarterly review mechanism to make sure the progress is manageable.

[bookmark: _Toc197647594]2.3 Strategy
This part will use Ansoff Matrix, Porter’s Strategy and STP Strategy to help Domino’s attain marketing objectives, constructing competitive advantage.

[bookmark: _Toc197647595]2.3.1 Ansoff Matrix
The Ansoff Matrix outlines four growth strategies—market penetration, development, product development, and diversification—helping firms analyse expansion opportunities (Zugay & Zakaria, 2023). Product development, particularly differentiation through innovation (e.g., functionality or design), can create competitive advantages and capture market share (Pereira et al., 2024). This framework enables businesses to assess market dynamics and tailor strategies to enhance value and meet consumer demands.  

Domino's could adopt a product development strategy by launching a high-protein, low-sugar pizza for the UK market, capitalising on the current gap in competitors' offerings. This approach would mitigate market entry risks while establishing competitive advantage. Research shows consumer demand for healthy options is driven primarily by health consciousness and food safety concerns (Tan et al., 2022), though gender disparities, Body Mass Index and policy factors also influence purchasing decisions (Grujić & Grujčić, 2023). 

UK consumers show strong interest in healthy, sustainable eating (Statista, 2025), reducing barriers to new product adoption. However, conflicting nutritional information creates consumer uncertainty, potentially hindering green diet uptake (Vijaykumar et al., 2021). Addressing this requires coordinated efforts to reduce misinformation through education and reliable channels. Domino's strategy aligns with both market trends and its growth objectives.  

[bookmark: _Toc197647596]2.3.2 Porter’s Strategy
Cost Leadership, Differentiation, and Focus are the three main components of Michael Porter's Strategy, a classic theoretical framework for businesses looking to gain a competitive edge. The differentiation strategy is focused on setting a company apart in the market by providing a distinctive good or service that will draw customers and foster brand loyalty (Alnoor et al., 2022). Differentiation techniques do have disadvantages, though, as demonstrated by their high resource requirements, dependence on volatile markets, and susceptibility to shifting market conditions (Lee, Hoehn-Weiss, and Karim, 2021).

By differentiating its products, Domino’s can create a distinct competitive edge. Pizza bases made with almond meal, a low-carb ingredient, give fitness enthusiasts healthier options. Supplementing with almonds can dramatically improve body weight and body composition, especially in non-obese people, especially if they consume more than 50 grammes daily for more than 12 weeks (Chahibakhsh et al., 2024). The stability of the results, however, might have been impacted by the small sample size of several of the studies in this author's experiment.

Additionally, almonds improve blood glucose, particularly in diabetic individuals, and when used properly, they can control blood glucose levels (Raha et al., 2024). Due to its high energy-dense calorie content, almond flour should be used in moderation even though it helps with glycaemic control. Additionally, excessive consumption might result in weight gain, which can negatively impact the effectiveness of glycaemic control (Gotama, Sadek, and Tedjakusuma, 2024). Fitness consumers are therefore more likely to be interested in using almonds as a food raw material, but it's crucial to pay attention to the dosage.

[bookmark: _Toc197647597]2.3.3 STP Strategy
STP (Segmentation, Targeting, Positioning) is a strategic marketing approach where businesses first divide markets into distinct customer groups (segmentation), then focus on the most valuable segments (targeting), and finally differentiate their brand to stand out (positioning). This method optimises marketing efforts and enhances competitive advantage(Ningrum and Hasmarini, 2024).

1.Segmentation
Domino’s can divide its customer base into three groups: low-carbon diet practitioners, health-conscious families, and fitness aficionados. These customers are more open to fitness low-fat goods and are more conscious of the importance of eating healthily (Duarte and Teixeira, 2021). Additionally, geographically, the products can be positioned in locations with a high gym density, like Manchester and London. Due to the COVID-19 pandemic, the UK's fitness industry has seen a transition from the public sector to private health clubs (Algar, 2021). Additionally, there is a substantial opportunity for profitability in London and Manchester, which have the most gyms in the UK (BoldData, 2025). It significantly improves the way Domino’s plan is being implemented. Therefore, Domino’s can segment the market both by consumers and geographies.

2.Targeting
The core target market comprises urban consumers aged 18-35, who predominantly choose convenient fast food like pizza (Okumus, 2021). This demographic also shows growing fitness interest to counter digital fatigue (Tao et al., 2022) - though UK-specific validation is needed as current data derives from Chinese research. This age group demonstrates both pizza consumption habits and health awareness, aligning perfectly with Domino's strategy for healthier offerings.

3.Positioning
Domino’s can use the slogan "Pizza can also help your fitness goals" to emphasise the mix of "health" and "convenience" in their brand positioning. By using premium ingredients like almond flour base, low-fat mozzarella cheese, and high-protein chicken and beef that are easier for the digestive tract to absorb and transform into the energy the body needs, Domino’s can dispel the myth that traditional pizza is a high-calorie meal (Ross et al., 2024). By using scientific principles to develop a low-burden dietary combination, the fitness community can also enjoy the time of fat loss and muscle growth with peace of mind.

The innovative "Calorie Transparency" menu enables precise dietary management by clearly displaying nutritional content. Fitness-conscious consumers particularly monitor calorie intake to align with their exercise regimes (Dorokhova et al., 2024). This positions Domino's healthy pizza as an attractive fitness-friendly option, facilitating successful business strategy implementation.

[bookmark: _Toc197647598]2.4 Tactics
The goal of Domino’s next product phase is to create a 12-inch pizza with an almond flour base (net carb <10g/slice) that includes high-protein components including quinoa, kale, chicken breast, and optional vegan cheese. This is mostly because protein supplements aid in building strength and muscular growth (Aly, Ghobashy, and Aborhyem, 2023). To prevent allergies in certain customers after consumption, it is crucial to concentrate on labelling the product packaging design during the selling process and to label the food raw materials of the new products while keeping the original environmentally friendly material packaging (Knudsen, 2024).

Given that the unit price enables a 20% premium to the business and aligns with the psychology of healthy consumption, Domino’s might opt for premium pricing for its products, with a single serving costing £14.99 (Chiaraluce et al., 2024). Price-sensitive users are not included in the pricing, which is likely to appeal to middle-class and upper-class consumers. Membership levels, like student discounts, should prevent market narrowing; otherwise, long-term growth would suffer (Cao, 2021).

To increase digital user stickiness, Domino’s might implement an exclusive pre-sale for the channel that is exclusive to APP subscriptions for the first three months. Short-term user engagement and stickiness can be efficiently increased by APP pre-sale behaviour, limited-time discounts, and social fission methods. However, an over-reliance on pricing incentives may result in shallow customer loyalty, which will reduce the long-term gains. To move from "traffic harvesting" to "sustainable stickiness," businesses must strike a balance between promotional efforts and user experience. Some strategies to achieve this include improving product certainty, optimising return and exchange policies, and integrating pre-sale data with user behaviour analysis (Pei et al., 2021).

In terms of promotional strategies, a "buy one get one free" discount can be adopted for orders placed through the APP in the first month. While "buy one get one free" (B1G1) promotions are widely used to drive short-term sales and clear inventory by leveraging perceived value, their effectiveness is context-dependent—often failing to foster long-term brand loyalty, disproportionately attracting price-sensitive consumers who may not convert to repeat buyers, and potentially eroding profit margins if overused, as evidenced by the study's insignificant impact (p > 0.05) on sustained consumer buying behaviour in Pakistan's FMCG sector, highlighting the need for strategic balance with other tools like free samples or targeted discounts(Ali and Muhammad, 2021).

Domino's should enhance staff training to improve nutritional knowledge, enabling employees to effectively promote products to fitness-conscious customers. Research shows that workforce training boosts operational efficiency, competitiveness, and long-term organisational sustainability (Ismael et al., 2021). Additionally, introducing an in-app "Nutrition Advisor" feature could optimise customer service. However, careful resource allocation is crucial to ensure cost-effectiveness and avoid HR inefficiencies (Anagnostopoulou & Avgoustaki, 2023).  

Regarding employees, Domino’s can improve training so that store employees are knowledgeable about the product's nutrition and can actively suggest it to fitness customers. The primary reason is that improving staff training is a key tactic used by organisations to attain effective operations, sustain competitiveness, and foster sustainable development; it provides long-term economic and social advantages to the organisation in addition to enhancing employees' individual capabilities (Ismael et al., 2021). Second, incorporating a "Nutrition Advisor" online consultation feature onto the app would improve customer service optimisation. Companies must, however, think about whether adding this consulting role would guarantee that the organisation's limited resources are used effectively and prevent human resource waste (Anagnostopoulou and Avgoustaki, 2023).

Physical Evidence: By incorporating a "Fitness Achievement Wall" into the program, where users can earn exclusive badges by accruing orders, Domino’s may improve the digital experience for customers. This tactic can ameliorate the unfavourable health labels of fast food by expanding the company's brand image and communicating the idea of a "balanced diet" through "fitness achievement." However, there are certain implementation risks since if the badge rewards don does not offer genuine benefits like discounts and privileges, user engagement might be minimal (Suchánek and Činčalová, 2024).

[bookmark: _Toc197647599]2.5 Action
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The 52-week Gantt chart outlines five key phases for Domino's healthy pizza development: (1) Market Research - analysing consumer behaviour, competitor ingredients or pricing, and establishing nutritional criteria with experts; (2) Product Development - supply chain negotiations, recipe formulation (high-protein, low-carb), and three taste-test iterations; (3) Brand Marketing - packaging design, influencer partnerships and social media strategy; (4) Operational Readiness - staff health training, takeaway platform labelling technology, and pilot city selection; (5) National Rollout - UK market launch, gym collaborations and sales performance optimisation. 

[bookmark: _Toc197647600]2.6 Control
Through customer retention rates, Domino’s strategic goals can be coordinated and managed in terms of key performance indicators. Customer retention rate measures the percentage of existing customers a business retains over a specific period, reflecting loyalty and satisfaction with the product (Majka, 2024). A qualifying condition is a user retention rate of at least 40%. As a primary measure of client loyalty and a major force behind long-term growth, the consumer retention rate has a significant influence on how the business implements its strategic goals. According to Majka (2024), a high retention rate can raise the lifetime value of clients, drastically lower the cost of acquiring new ones, and create a steady stream of income through repeat business. However, companies need to be wary of the potential risk of relying too heavily on existing customers and neglecting market expansion, e.g. a healthy pizza programme that focuses on fitness enthusiasts may miss out on a wider consumer base.

Domino's can make real-time adjustments to its strategic goals through data monitoring, analyse sales data and social media interaction volumes weekly, and identify high-demand areas. While the study demonstrates the value of sentiment analysis in optimizing pizza brands' social media strategies, its reliance on 2018 Facebook data and a narrow focus on comment ratios (without deeper context like review content or competitor actions) may limit actionable insights—highlighting the need for real-time, multi-platform analysis to address evolving consumer behaviour and market dynamics(Nasir, Rehmat and Ahmad, 2023).



[bookmark: _Toc197647601]3.0 Conclusion
Domino's can capitalise on growing demand for healthier fast food by launching a high-protein, low-carb pizza range targeting fitness-focused 18–35-year-olds. Leveraging existing distribution and digital strengths, the strategy combines product innovation with nutritional transparency and targeted marketing.

A structured 12-month rollout plan addresses key challenges while maintaining measurable KPIs. Despite potential hurdles regarding fast food perceptions, the balanced approach through quality ingredients, staff training and strategic partnerships positions Domino's to strengthen its market position in the evolving UK foodservice sector.



[bookmark: _Toc197647602]4.0 Recommendations
[bookmark: _Toc197647603]4.1 Launch a "Calorie-Smart" Digital Campaign
Domino's should develop an interactive digital platform showcasing the nutritional benefits of its new health-conscious pizza range. This would feature a "Build Your Fitness Pizza" tool allowing customers to customise meals while tracking macronutrients in real-time. The platform should integrate with popular fitness apps to help users align pizza choices with their dietary goals. To drive engagement, Domino's could introduce weekly challenges where customers share their healthy pizza creations on social media for rewards. This digital-first approach capitalises on the brand's strong app infrastructure while educating consumers about balanced fast-food options. The campaign should highlight how the almond flour base and premium proteins support fitness regimes, directly addressing the health-conscious 18-35 demographic.

[bookmark: _Toc197647604]4.2 Establish a "Fitness Kitchen" Certification Programme
Domino's should implement a certification system for selected stores located near gyms and fitness centres. These "Fitness Kitchen" outlets would feature dedicated preparation areas for health-focused pizzas, staff trained in sports nutrition, and partnership offers with nearby fitness facilities. The certification would guarantee standardised low-carb preparation methods, premium ingredient sourcing, and nutritionist-approved recipes. Stores could host monthly "Fit Food" workshops demonstrating how to incorporate the pizzas into meal plans. This targeted store concept creates a physical manifestation of Domino's health commitment while leveraging the geographical segmentation strategy identified in the report. The certification badge would become a mark of quality assurance for discerning customers.
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