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[bookmark: _Toc1324453871]INTRODUCTION 
Dominos, known for its speedy delivery services, is the world's most successful and largest pizza restaurant chain within the quick service restaurant sector (EBSCO, 2025), with approximately 22,000 stores recorded in the most recent reports Rupesh, 2024), however, these digits experience a constant increase as Dominos continues to expand its domain across the world.  
[bookmark: _Int_54CDr9mY]Taking this into consideration, this report has been created with the purpose of constructing a marketing plan for Domino’s usage in order to tackle one of the most relevant issues which they are currently experiencing as they keep expanding. 
[bookmark: _Int_9O3Ga12q]In order to create an efficient marketing plan, the report shall make use of relevant frameworks and models. Within this specific case, the frameworks of SOSTAC; which is a planning framework developed by PR Smith with the purpose of covering the main issue within a marketing plan (Chaffey, 2023), and SMART; which is a systematic framework which works for the purpose of ensuring that goals are focused, practical and actionable (Bitesize Learning, 2023), will be made use of for its successful completion.  
Upon the completion of a previous marketing audit onto Dominos and its current micro-economic and macro-economic factors through the use of models and frameworks such as PESTLE, SWOT, VRIO and Porters Five Forces, a variety of potential issues which could affect the future performance of the organization were identified. These issues encompassed phenomena such as the increase of technological platforms usage as a form of ordering, the implementation of AI in increasing the quality of services provided by competitors as well as the increase in health consciousness regarding the downside of the unhealthy properties of fast food. However, the main issue which seems the most relevant in this scenario could be argued to be an increase in social media usage as a form or marketing rather than traditional marketing platforms such as TV ads and physical visual media delivered in public spaces. Thus, this report shall focus on that specific issue.  




[bookmark: _Toc73382679]SITUATION ANALYSIS
[bookmark: _Int_ZDx50b5G][bookmark: _Int_RnCCUHFC]It is of importance to anew reinforce the fact that Dominos is a multinational operating company, as this piece of information reveals many gray areas which perhaps Dominos is not able to spot due to interpreting it from a positive perspective only. Although it is not wrong to do so, as they are positioned as the number one global pizza delivery organization with a big 52.6% market share ONLY in the UK (Investing, 2026), making them the market leaders within many sectors and many nations. Dominos has accomplished this through the provision of speedy delivery services. However, what made them be considered the speediest, was the 30 minutes money back guarantee scheme or promise which they implemented as a form of encouraging the public to order from them (Dent, 2024), which furthermore, upon the completion of the promise, customers found themselves enjoying the quality of the initially delivered pizzas. However, since its opening in 1960 (Dominos, 2023), Dominos has diversified their products, which now range from pizzas to desserts such as ice creams.
In order to understand better the concept of where Dominos currently stands, a table which makes use of the previous marketing audit made, has been created which highlights Dominos current strengths, weaknesses, opportunities and threats. 
	STRENGHTS
	WEAKNESSESS

	-Strong brand recognition
-Affordable pricing
-Prompt delivery 
-Customer satisfaction
-Quality products

	-Late delivery 
-Decreasing performance 
-Lack of dine-in outlets
-Contribution to obesity 
-Less control over franchises 


	OPPORTUNITIES
	THREATHS

	-Less marketing costs
-Collaboration with other companies 
-Entry in developing countries 

	-Increase in small competitors 
-Increase in healthy eating consciousness 
-Global challenges 
-Global regulations 



 
Within this SWOT analysis, a variety of market trends were identified. Dominos currently stands within a market where the use of social media as a form of marketing is increasing and becoming quite dominant which along with the increase in the development of ordering apps, is starting to build a bit of pressure upon Dominos, who were one of the first pizza restaurant to have developed their own delivery platform which provided personalized services (Newsroom, 2026). Furthermore, Dominos is being currently threatened by an increase in small businesses within localities, which alongside the increase in market share of their biggest competitors being Pizza Hut is putting them in a difficult position. However, it has been shown that the current generations, especially Gen Z, have shown to make their purchases and interact with organizations which successfully market themselves through social media (Gutierrez, 2021), which as Dominos already possesses quite a lot of strength regarding their delivery platforms, focusing in this increasing opportunity, shall also contribute on having an upper hand upon the small businesses and other competition regarding marketing.





[bookmark: _Toc1159566277]OBJECTIVES 
Through the completion of the situational analysis, it has been determined the importance of the increase in social media as a marketing tool caused by the younger generations making their purchases based on the social media presence of the organizations, which will be extremely relevant and helpful for Dominos in order to escalate their competitive advantages against the increase in competition they are experiencing.  
[bookmark: _Int_5k3w9YDl][bookmark: _Int_uW6bY2NQ][bookmark: _Int_EvAQ2UvS][bookmark: _Int_4UolC61V][bookmark: _Int_dsjwGybZ]It is relevant to note Dominos current social media positioning as for example; Dominos currently holds 1.8 million followers on the platform of Instagram, which has been seeing a decrease of approximately 1.2% in their followers in the past month. This is very unfortunate news for the organization, as this is a sign of how the organization is not performing well within social media, and it may also be a sign of poor strategic marketing and unsatisfactory audience engagement. It could also be said that with such a large number of followers such decrease is insignificant, however, Dominos stakeholders such as investors won't look at it that way, they will see it from the perspective of the brands heath being in trouble (Altindex, 2026). Thus, it can be seen that there are many ways and areas in which Dominos must improve in order to reach optimum usage of social media as a marketing tool.  In order to do so, a variety of objectives taking into account the SMART framework have been created with a 12-month period in mind.  
[bookmark: _Toc2134210387]OBJECTIVE 1 
[bookmark: _Int_L9NLRLMO]Increasing overall followers on all social media platforms by 10%. This objective shall tackle the current issue which they are facing regarding a decrease in social media followers. It shall increase brand recognition as well as reach more target audience. It will improve the stakeholder's perspective on effective strategic marketing (Pollock , 2025).  
[bookmark: _Toc2092225070]OBJECTIVE 2 
Personalized marketing to reach younger generations such as Gen Z by adjusting current marketing mix. This object will target the next generation of dominant consumers. It shall demonstrate engagement with the generation by building trust through their used means of determining an organization's social standards (Drenik, 2023).                           


  
[bookmark: _Toc36046926]STRATEGY 
In order to remain competitive in the pizza restaurant sector and fast-food industry, Dominos must make some adaptations to its marketing approach in order to successfully reach the objectives stated before. The objectives focus on the increase of social media engagement by a specific generation through the main objective of increasing social media followers. This is due to the fact that the generation relies heavily on social media platforms as a means for communication, entertainment, and most importantly for Dominos' sake, making purchasing decisions based on social media presence. 
The main target audience for the reason these adaptations will be consumers born between 1997 and 2012 (BBC Bitesize, 2025), as that demographic falls upon the category of Gen Z and is the main focus of the objectives. In order to reach the successfully, Dominos shall look at creating content which is in par with the latest trends such as Italian brain rot which is describes by Wikipedia (2025) as “a series of internet memes that emerged in early 2025 characterized by surrealist and absurd images of AI-generated creatures who are given pseudo-Italian names” (Wikipedia Contributors, 2025). Some could argue that this would damage the brand and the reputation of an organization, however, the engagement results speak for themselves, as it has been shown how untraditional or “silly” marketing, seems to be more effective than traditional marketing (Boyd, 2024). Furthermore, Dominos should seek to collaborate with individuals which are considered influencers through social media and have a strong image by the social media culture with the hopes of reaching a larger audience as it has been shown how the generation relies heavily in terms of trust upon these individuals who are always willing to provide the real version of things. This strategy shall allow Dominos to create emotional connections with the younger audience within the market, which will provide them with differentiation from their competitors and aid them in reaching the objectives.





[bookmark: _Toc1740084856]TACTIC
As previously mentioned, Dominos must make adaptations, especially regarding their marketing mix in order to successfully reach their objectives. In this specific case, the usage of the 7Ps would seem to be the most relevant as is the frameworks which are used by all businesses in order to plan, evaluate, and proceed with marketing strategies (cim, 2025). However, due to the nature of the objectives and the plan, only 5 out of 7 Ps would be made used of today. Based upon the strategy discussed prior, the marketing mixed referring to the objective of increasing followers with personalized generational marketing would be embodied as follow: 
[bookmark: _Toc1171335745]PRODUCT 
In terms of product, the actual products which Dominos are currently providing won't be subject to change, but the way they are being sold is. One way in which this might be done is through the promotion of limited time items and products promoted through viral trends in platforms such as TikTok, which would focus on the second objective of creating personalized generational marketing. 
[bookmark: _Toc792680117]PRICE
It has been shown how Gen Z specifically is one of the generations which is extremely price conscious (PricewaterhouseCoopers, 2025). This entails that Dominos must implement discounts which suit the taste of the generation who is looking to get more for less. A possible way in which they might achieve so is by offering discounts in exchange for a follow, which will tackle the objective of increasing the follower count by 10% in a 12-month period. 
[bookmark: _Toc1870827832]PLACE 
[bookmark: _Int_AoXJ9UOP]Since the whole concept of this plan is social media, in terms of place it can be clear how there will be no need for comments on physical locations. However, this does entail further app development for Dominos and perhaps some further investment in acquiri8ng the latest logistics regarding g things such as prone viral trends. 
[bookmark: _Toc1052136631]PROMOTION 
[bookmark: _Int_YDZVJQEh]The section of promoting is the one which is heavily related to the current plan. This is due to the fact that the activities within this section will focus upon usage of platforms such as TikTok and Instagram, as they are the platforms of most usage by Gen Z. Again, as previously mentioned, activities such as collaboration with influencers shall aid in the processes expanding to a larger audience. And perhaps activities such as competitions for prizes related to the business shall increase engagement with the organization's social media presence. 
[bookmark: _Toc412140774]PEOPLE 
There will be a need for extra training for the staff in order to ensure that there are constant positive interactions between Dominos employees in charge of social media communication, as it has been shown how Gen Z is extremely sensitive in regard to customer service and they do not stand for unfair treatment, which in the scenario of a negative situation, it could cause brand and reputation damage.





[bookmark: _Toc283031986]ACTION 
In order to successfully implement this marketing plan and strategy within the time frame of 12 months, Dominos shall look at implementing a campaign focused upon increasing their social media followers and their engagement from future predominant purchasers. This campaign shall be running across the most used social media platforms by Gen Z, these being TikTok, Instagram, and of course it shouldn't be forgotten Dominos official mobile ordering app. 
The first phase of the campaign will look at increasing social media followers by changing the content to be more fun and addictive to engage with through media such as reels and TikTok trends. It is important for Dominos to reach this first base, in order to further develop this plan, as it won't only target the first objective, but also the second one at the same time. 





 
[bookmark: _Toc468458169]CONTROL 
Dominos will be able to continue their monitoring of the engagement through already implementer tools through the apps such as Instagram as they are set up as a business account and it allows them to check upon engagement from customers. 
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