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1. [bookmark: _Toc227135836]Section 1: Strategic report
[bookmark: _Toc227135837]Introduction
This report assesses the strategic stance of Domino Pizza as a franchise-based, digitally enabled, pizza delivery company in a highly competitive quick-service food industry. It explores the external environment of the company, competitive forces, internal resources and capabilities, responsible business agenda, performance priorities, strategic options, future direction. In order to substantiate this analysis, the report uses major strategic management models, such as PESTEL, Industry Life Cycle, Porters Five Forces, Value Chain, VRIO, Balanced Scorecard, SWOT and the Matrix by Ansoff. The general aim is to determine whether the current business model of Domino can remain competitive in an ever-changing, technology-focused, and price-sensitive market.
[bookmark: _Toc227135838]Domino’s strategic context, operating model and market role
1.1.1 [bookmark: _Toc227135839]Company evolution and strategic identity
The Domino Pizza Group plc is an exclusive UK and Ireland master franchisee of the Domino brand and opened its first UK outlet in 1985 (Dominos, 2023).
[image: DOMINO'S PIZZA GROUP PLC DOM Stock | London Stock Exchange]
Figure 1: Trademark of Domino’s Pizza. Source: Dominos (2023).
Since, the business has grown into a massive delivery and collection system consisting of 1,399 stores in UK and Ireland by the close of 2025 (Dominos Pizza Group plc, 2026). The strategic difference of Domino is that it is no longer a mere seller of pizza. Its annual report states it as a digitally motivated and responsive business model, whereby it has 71.1 million total orders annually in 2025 and that 75.7 per cent of its online orders are through app orders (Domino’s Pizza Group plc, 2026). This development is important since scale and standardisation enhance consistency in the brand, capture of data, marketing efficiency and delivery coordination, which are of critical essence in a convenience-led market.
1.1.2 [bookmark: _Toc227135840]Business model and value proposition
The strategic purpose of Domino is to deliver a better future through food and the corporate vision is to be the favourite food delivery and collection brand, with the core centre being pizza (Domino’s Pizza Group plc, 2026; Domino’s Corporate, 2026). In practice, that purpose is executed through a franchise-led operating model in which the corporate centre manages brand, procurement, technology, marketing and system support, while franchise partners run local stores and fulfil customer orders (Domino’s Pizza Group plc, 2026). The model is constructed on a basis of delivery and collection, as opposed to dine in, and its value proposition is based on speed, convenience, consistency, digital simplicity and value accessibility. This renders Domino more than a retailer of food; it functions as an ordered fulfilment system. Franchising enhances size and market penetration, and studies indicate that it necessitates a close balance between the main control and franchisee implementation to preserve brand consistency and performance (Chiou and Droge, 2019).
1.1.3 [bookmark: _Toc227135841]Industry, competitors and market position
Dominos UK is a participant in the UK pizza delivery and takeaway industry in the broader quick-service restaurant market. IBISWorld projects the industry to reach £4.2 billion in 2025, Domino’s Pizza Group plc to have the highest market share, with Papa Johns and Pizza Hut listed as the largest competitors, as well as independent operators and alternative offerings by aggregators and supermarkets (Dinev, 2025). The existing market presence of Domino is hence based on scale, strength of digital ordering, high network coverage and brand recognition but not on product uniqueness alone (Rashmi N et al., 2025).
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[bookmark: _Toc227135842]Environment and industry pressures
1.1.4 [bookmark: _Toc227135843]Macro-environment priorities: PESTEL
In the case of Domino, the macro-environmental pressures that have the most significant influence on store economics include delivery reliability and customer retention instead of macro-environmental trends in isolation. This is a good use of a PESTEL lens, as it connects change externally to strategic response, particularly in consumer markets operating rapidly where cost inflation and convenience demands change rapidly (Citilci and Akbalik, 2019).
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Figure 2: Macro-environmental analysis for Domino’s using PESTLE framework. Source: Own Contribution. 

The greatest political and economical threat is the labour-cost base. In April 2025, the National Living Wage will increase to £12.21, and employer National Insurance contributions will go up to 15% in the 20252026 tax year (GOV.UK, 2024). Even the annual report of Domino itself states that labour inflation and employment tax rates are crucial assumptions influencing the cash generation and EBITDA margin in the future (Domino Pizza Group plc, 2026). In a franchise-based system, this is important twice: it has an impact on group-level confidence and franchisee-level store profitability, which in turn have an impact on service investment and delivery performance. Food inflation is a second pressure. The prices of UK food and non-alcoholic beverages continued to go up by 3.3% in the year to February 2026, which further complicates price and promotion discipline in a price sensitive market (Office for National Statistics, 2026).
Technology is not merely an enabler to Domino; it is included in the operating model. The number of total orders made by the group in 2025 was 71.1 million and 75.7% of the online orders were made by app orders (Domino’s Pizza Group plc, 2026). That has strategic upside in terms of convenience and customer data, but it also introduces platform failure and cyber risk and data-governance liability. The board of directors of Domino has thus put specific emphasis on cyber security and resilience of business-critical systems, and ICO guidance clarifies that the UK GDPR means that business-critical systems must be securely processed and designed to protect data (ICO, 2026).
Environmental and legal pressures are increasingly becoming more commercially important. Plastic Packaging Tax increases to 223.69/per tonne since April 2025 and extended producer responsibility is further mounting additional pressure on the cost of packaging disposal (HMRC, 2026). Meanwhile, compliance and staff discipline are crucial since food businesses are required to display allergen information of the 14 regulated allergens. The three strongest PESTEL pressures, ranked based on strategic significance, are labour-cost inflation, consumer and food-cost pressure on pricing, and digital-system dependence with cyber and data risk.

1.1.5 [bookmark: _Toc227135844]Industry life cycle and Porter’s Five Forces
Domino is operating in a mature yet still competitive niche of the UK quick-service and delivery market through the prism of an industry-life-cycle proposed by Klepper (1997).
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Figure 3: industry life-cycle lens for Domino’s. Source: Own Contribution.
The growth is not disappeared, but it is not transformative since IBISWorld forecast that UK pizza delivery and takeaway would increase by only 1.2 per cent CAGR in the period 2020 to 2025, compared to a growth of 0.6 per cent in the wider takeaway and fast-food market. The latter is a common maturity trend, where companies pursue share growth by promoting, controlling channels and efficiency instead of quick market growth (Kent, 2025, Dinev, 2025). In the case of Domino, this implies that competitive success is reliant on protecting unit economics in a market where volume is more difficult to gain and margin pressure remains chronic.
The Five Forces created by Porter assists in understanding why the market is structurally tough (Porter, 2008). 
[image: ]
Figure 4: Porter’s Five Forces analysis for Domino’s. Source: Own Contribution.



Competition is intense with Kent (2025) detailing competition in UK pizza delivery and takeaway as high and growing, and Domino against branded chains like Pizza Hut Delivery and Papa Johns, local independents, as well as up against delivery platforms. The buyer power is also high due to the high switching costs; customers can compare prices, waiting times and offers in real-time, whereas Domino itself is aware of the more demanding consumer environment where value-for-money is a must (Domino’s Pizza Group plc, 2026). The supplier power is moderate to high due to the influence of labour, food inputs, packaging and energy on store margins and Domino clearly spells out these lines of cost as strategic sensitivities in its annual report (Dinev, 2025). Substitute threat is high since the actual substitute is not just another pizza store, but supermarkets, meal deals, home cooking and aggregator based takeaway services. Entry threat is moderate as it is not hard to open a local takeaway, but it is much harder to copy the national network, ordering ecosystem, delivery standards and brand recognition of Domino.
The critical conclusion is that Domino is in a structurally unattractive market but not on an equal footing. Its scale, brand leadership, digital order flow and established operating system reduce some of the pressure that weaker competitors face; however, they do not remove the fundamental industry logic of rivalry, substitutes and margin strain (Porter, 2008).
1.1.6 [bookmark: _Toc227135845]Critical success factors and strategic challenges
Success in the Domino market is about performing a few operating priorities with better performance than competitors. Fast and reliable delivery, frictionless app and web ordering, high accuracy of orders, consistent franchise performance, clear value-for-money, coverage of the store-network, promotional discipline, and customer trust are the most essential ones. These are important since customers are able to compare brands immediately and change at very low cost. According to the company, value-based money played a crucial role in increasing market share in a challenging consumer market, which further explains that convenience is not an effective approach without plausible pricing and service delivery (Dominos Pizza Group plc, 2026). 
The success factors are connected to the key strategic challenges of the company. First, Domino has to juggle between value and margin in a market that is sensitive to promotion to bolster demand but undermine profitability (Kent, 2025). Second, it has to protect against competition on delivery platforms both against competing pizza chains and against aggregator-based competition and local independents in a segment where competition is intense and growing (Dinev, 2025). Third, it needs to keep franchisee alignment, as the business model requires central strategy to be implemented at store level in a uniform manner (Trainer, 2022). 
1.1.7 [bookmark: _Toc227135846]Internal environment: resources, capabilities and core competencies
Resource-based viewpoint Domino has its internal strength not in any single asset, but in how the assets are integrated to form a scalable operating system. The most valuable physical assets it has are a network of 1,399 outlets in the UK and Ireland, a dedicated supply-chain system, business-critical digital ordering systems, and a strong financial foundation demonstrated by a free cash flow of £80.7 million in 2025 ( Domino Pizza Group plc, 2026). These provide the business with physical reach, replenishment and investment capacity. Other strong intangible assets that Domino has are that it has a nationally recognised brand, customers are used to using its app and ordering channels, collected customer data, established franchise relations and operating expertise based on standardisation and speed (Trainer, 2022). In 2025, Domino fulfilled 71.1 million orders, with 75.7% of online orders being fulfilled via its app, meaning that no longer does digital behaviour support customer relationship but becomes embedded in it (Naim et al., 2024; Publicnow, 2026).
These resources underpin a range of strategic capabilities that are hard to match on the same scale. Domino can also manage digital order, normalise store operations, uphold the speed of delivery, reach local markets by dense franchise geography, and integrate national marketing and local delivery. Its annual report also reveals that the group actively controls system resilience, franchise support and customer operations indicating that these capabilities are planned and not spontaneous (Domino’s Pizza Group plc, 2026). Its integrated digital-franchise-delivery system is thus the core competence of the firm such as a model combining brand, data, local coverage and fulfilment into a repeatable convenience proposition (Allegretti et al., 2021).	
[bookmark: _Toc227135847]1.3.5 VRIO assessment
According to a VRIO analysis by Barney (1991), the strength of Domino lies in few system-level resources, rather than the product itself.
[image: ]
Figure 5: Evaluation of strategic capabilities using VRIO framework for Domino’s. Source: Own Contribution. 


A VRIO view reveals that Domino competitiveness relies on limited resources in the system level and not on the actual product. The value of brand equity is evident since it ensures trust, repeat order and customer preference in a low switching cost market (Chang and Liu, 2009). It is also comparatively uncommon at the national level, hard to establish within a short time, and successfully used by central marketing and digital platforms, and hence a source of sustained competitive advantage (Barney, 1991; Domino’s Pizza Group plc, 2026). The franchise network and store density are also significant value contributors as they enhance local coverage, speed of fulfilment and market coverage. Since this network is time-based, capital and franchise coordination, it cannot be easily replicated, providing Domino with a sustained to medium-term advantage (Chiou and Droge, 2019). In comparison, the digital ordering ecosystem is very valuable but less special, since competitors are also starting to provide similar convenience via applications; thus it can only offer a short-term benefit unless constantly improved (Wolniak et al., 2024). Lastly, the standardised operating model and supply chain are vital to consistency and efficiency, yet they now lie closer to a competitive requirement than a differentiator (Burgess et al., 2023).
[bookmark: _Toc227135848]1.3.6 Internal strengths and competitive advantage
Domino is not competitive because of its product, but because of the combination of brand strength, digital ordering system, density of stores and network and disciplined execution. Combined, these resources provide convenience, speed, customer trust and local market reach that most of the competitors cannot match on a regular basis. But this is a sustainable advantage that is strained not guaranteed. The strength of brand equity and network scale is defensible, and digital systems and standardised operations are fast becoming the norm in the sector. The can thus maintains the advantage only through constant renewal, alignment of franchise and constant performance of service (Barney, 1991; Domino’s Pizza Group plc, 2026).


[bookmark: _Toc227135849]CSR and Sustainability Objectives
In the case of Domino, responsible growth can be most viewed as an operating-control concern, rather than an environmental concern. Instead of solely symbolic initiatives, the company is also paying attention to environmental issues such as packaging, emissions, energy as well as supplier practices. According to its reporting 2025, 75 per cent of the plastic in its supply chain centres are already recyclable, it is testing kerb-side recyclable options to its plastic packaging, and its three solar-powered supply chain centres produced over 1,700 MWh, which prevented about 711 tonnes of CO2e on a market-based measure (Domino’s Pizza Group plc) It also records a total of 5.7% annual decrease in recorded emissions on the market and a supplier commitment to reduce the emissions in priority commodity areas.
The agenda is not confined to climate socially and in terms of governance. Treats, food safety, control of allergens, support of franchisees, community presence, and data governance are strategic issues at Domino (Ryan, 2024). Its supply chain centres are certified to FSSC 22000, stores are run to specific standards and reviews and the company emphasizes allergen awareness and staff training as key controls. Meanwhile, Domino connects sustainability to the local legitimacy by franchisee-initiated community action, food-bank contributions, and the over 1M charity partners raised in 2025 measure (Dominos Pizza Group plc, 2026). Governance seems to be relatively strong with a formal Board Sustainability Committee overseeing sustainability and the annual report pointing out policies on data protection, human rights, anti-bribery and whistleblowing (Domino Pizza Group plc, 2025).
This is important strategically since CSR can promote trust, franchise stability, reduction of risk, attractiveness of the employer and perception by the customer when it is built into the core business (Chen et al., 2021). Research on the hospitality industry and similar industries indicates that CSR enhances reputation, organizational attitudes, and in some circumstances, competitive advantage (Kaur et al., 2022). 

[bookmark: _Toc227135850]Comprehensive and Holistic View of the Organisation: Balanced Scorecard
A Balanced Scorecard would be especially suitable to Domino since sales alone would not reflect how well the business is doing (Kaplan and Norton, 1992). In a franchise-led delivery model, financial outcomes depend on a wider system of store execution, digital reliability, customer convenience and franchise capability. According to Kaplan and Norton (1992), organisations must measure performance using both financial and non-financial indicators, which are interconnected; in the case of Domino, this is particularly applicable since operational discipline and digital fulfilment are key performance areas.
[image: ]
Figure 6: Balanced Scorecard applied to Domino’s. Source: Own Contribution. 


[bookmark: _Toc227135851]1.5.1 Financial perspective
The financial goal of Dominoes is not only revenue growth but profitable growth with robust unit economics. Reported revenue grew to £685.4 million, and underlying EBITDA stood at £133.9 million and free cash flow at £80.7 million in 2025 (Domino Pizza Group plc, 2026). These figures suggest that the most relevant KPIs are revenue growth, same-store sales, average order value, franchise profitability, delivery margin and free cash generation. Goals must include the enhancement of order economics, a margin defense when under wage and food-cost, and franchise returns (Sievert et al., 2025). Tighter pricing discipline, more selective promotions, better store productivity and better delivery economics with operating efficiency are the most appropriate initiatives.
[bookmark: _Toc227135852]1.5.2 Customer perspective
On the customer side, Domino has to be able to transform convenience to repeat buying and trust. It is focused on satisfaction, value perception, reliability and digital ease. The set of the KPIs is already correct, as the recent reported indicators show Domino processed 71.1 million orders in 2025, 75.7% of all orders being online, and on-time delivery increased to 80.8% (Dominos Pizza Group plc, 2025). These imply appropriate KPIs like frequency of repeat orders, penetration of the app, accuracy of orders, delivery time and complaint rates. Strategic goals ought to focus on increasing digital retention and repeat ordering as opposed to spurring promotions in the short term (Dorgbefu, 2021). The app improvement, building loyalty, more specific offers and service recovery in case of delivery or inaccuracy would be relevant initiatives.
[bookmark: _Toc227135853]1.5.3 Internal business processes
In operation, the Domino operation should revolve around processes that define the fulfilment quality throughout the network. The most important goals are to have quicker kitchen throughput, more secure delivery, reduce errors, minimize waste and enhance inter-store consistency. Domino claims an average delivery time of 24.3 minutes, 99.95% supply-chain accuracy in order and 99.99% availability in 1,399 stores, which gives it a good foundation to track its performance (Domino’s Pizza Group plc, 2026). Appropriate KPIs are prep time, delivery time, failed deliveries, waste, compliance rates and supply reliability. Goals must focus on quicker completion and reduced operational error. The most efficient ones are process standardisation, demand forecasting, routing enhancements, training and closer coordination with suppliers (Alonge et al., 2021).
[bookmark: _Toc227135854]1.5.4 Learning and growth
The learning-and-growth perspective must determine whether Domino is developing the capacity to maintain the system. The capabilities of franchise, retention of personnel, quality of leadership, digital skills and operational discipline are the priorities here. An annual report observes that in 2025, 128 managers graduated the Manager Training Academy, and annual surveys and forums with colleagues reveal that engagement among the workforce is high (Domino’s Pizza Group plc, 2026). Appropriate KPIs are training completion, franchise audit performance, internal progression and retention. It should strive to enhance the consistency of the network by enhancing manager development, onboarding, digital training and franchise support (Kushariyadi et al., 2025).


[bookmark: _Toc227135855]Strategic Choices and Implementation
1.1.8 [bookmark: _Toc227135856]Business-level strategy
Domino can thrive in the broad differentiation strategy of Porter (1980). Domino’s does not just compete on price as cost leaders do but also offers the difference in speed, convenience and digital convenience. The company has a very trustworthy delivery system, an effective digital ordering ecosystem and so it is standing out among the competitive pizza delivery market. In 2025, 75.7% of online orders came via its app, and average delivery time improved to 24.3 minutes, demonstrating its focus on convenience and operational efficiency (Domino’s Pizza Group plc, 2026).
[image: ]
Figure 7: Porter’s Generic Strategies for Domino’s. Source: Own Contribution.
The company has also been keen on the maintenance of brand strength and value of money using its promotional campaigns. Nevertheless, this general differentiation approach is at the moment working, but it is struggling with the inflation, aggregators competition, and demand that is price-sensitive (OECD, 2025). Dominos will have to maintain its premium value without cost leadership, which will undermine its service quality and brand image. As a result, maintaining value discipline while safeguarding its premium positioning is key to its defensible strategy in a volatile market.
[bookmark: _Toc227135857]1.6.2 Corporate-Level Strategy
At the firm level, Domino’s ought to seek market growth and diversification of its products. These would enable the company to avoid relying on one market and expand its consumer market. There would be great opportunities in international growth into the emerging markets that have increasing demand of delivery services (Lisita And Jantjies, 2025). Such expansions can be based on the established digital platform and franchise model to which Domino can utilise its centralised digital infrastructure to facilitate penetration into the local markets. According to its 2025 report, Domino’s opened 31 new stores in the UK and Ireland, and similar expansion could be beneficial in international markets (Domino’s Pizza Group plc, 2026). Also, product diversification would enable Domino’s to access new meal times and complementary product lines like meal kits, snack boxes, or breakfast menus. This would assist in drawing out more customers and would offer more sources of revenue (Kumar et al., 2021). 
But these business strategies have their risks. Expansion into a market may be expensive and product diversification may also dilute a brand unless well-managed (Tarunay et al., 2024). Domino should be keen to evaluate the economic viability of every market and should make sure that any new offerings should not affect the main brand promise of speed and convenience.
1. [bookmark: _Toc227135858]Change and implementation logic
Domino has based its strategy on its franchise-led model, implying that implementation at franchisee level is paramount. The business-level strategy of the company is based on franchisee buy-in, digital reliability, and uniformity of customer-experience standards in all locations. But there is a question of centralization and franchise independence. Excessive centralization may diminish responsiveness of the franchisees, and excessive autonomy may undermine brand consistency (Chiou and Droge, 2015). The Domino 2025 report shows that it has been conscious of these challenges because it still contributes to franchisee profitability and invests in franchise relations in its Profitability and Growth Framework (Domino’s Pizza Group plc, 2026).
In the case of the corporate-level strategies such as expanding into new markets, Domino’s need to align new franchise partners with its values and standards necessitates strict franchisee training and audit discipline. Moreover, the use of technology and the uniform supply of customer-experience in all regions will be crucial. Although globalization is a good prospect, brand protection in new markets should be handled with great care to prevent brand dilution. The growth should be evidence-based and implemented considering the local preferences and integration of operations (Lesmana et al., 2023). 

[bookmark: _Toc227135859]Strategic Evaluation and Recommendations
1.1.10 [bookmark: _Toc227135860]SWOT analysis
[image: ]
Figure 8: Critical evaluation of current strategy of Domino’s using SWOT analysis. Source: Own Contribution.
The strengths of Domino include its brand name, extensive network of franchises, large volume of digital ordering and operational uniformity. As of 2025, the company had 71.1 million orders, 1,399 outlets in the UK and Ireland, and it was the biggest player by market share in UK pizza delivery and take away (Domino’s Pizza Group plc, 2026). These advantages favor convenience, local access and repeat buying. Its key threats are labour and input-cost inflation exposure, reliance on franchise performance, and marginal pressure regardless of revenue increase (McKinsey & Company, 2020). The most pertinent opportunities are in intensifying customer retention via online platforms, enhancing order economics, and expanding selectively where store economics is favorable (Nagy et al., 2024). High and rising competition, powerful substitutes, aggregator pressure and a value-sensitive consumer environment are the key threats. The strategic implication is that Domino already possesses scale and capability, but needs to turn those capabilities into profitable growth, not just volume growth.
1.1.11 [bookmark: _Toc227135861]Evaluate current strategy using Ansoff
The more applicable here is the framework presented by Ansoff (1957) since the strategic question that Domino has is how a single dominant branded system can be expanded across current and related products and markets, rather than how a diversified corporate portfolio can be harmonized.
[image: ]
Figure 9: Critical evaluation of current strategy of Domino’s using Ansoff matrix. Source: Own Contribution.
The present trajectory of the company already integrates market penetration with value campaigns and online retention, product development with menu innovation, and selective market development with new stores; the 2025 annual report mentions 31 new stores were opened in 17 franchisees under its Profitability & Growth Framework. In the case of Domino, the most suitable Ansoff direction is the market penetration with the support of product development, selective market development, and limited case due to unrelated diversification (Ansoff, 1957; Domino Pizza Group plc, 2026).
1.1.12 [bookmark: _Toc227135862]Recommendations
To start with, focus on market penetration with the help of app-based retention and more intelligent promotion design. This is based on the fact that the greatest strength of Domino is digital ordering, brand familiarity and network convenience and its biggest threat is the dilution of margins in a highly promotional market. Better average order economics and improved cash generation of the existing estate should be the expected benefit (Kumar et al., 2024). The key prerequisite of success is that promotions should be more specific and data-driven, otherwise, they can perpetuate the volume and undermine price integrity and franchise profitability (Chaudhry et al., 2023).
Second, enhance franchise implementation with greater capability building and operational rigor. This suggestion is based on the previous discussion that system consistency is as much a strength of Domino as brand and technology. This advantage would be more stable service, improved store productivity and enhanced protection of brand trust in the network (Akin et al., 2024). The primary implementation risk is the traditional franchising conflict between centralization and local autonomy like whether execution standards increase without enough buy-in of franchisees, alignment may decrease instead of increase (Gillis et al., 2018).
Third, proceed with selective network expansion, but only where returns and local fit are apparent. The new stores that Domino opened in 2025 have not yet exhausted its scale advantages but the market is mature and highly competitive. Selective expansion has the advantage of growing the share without straining the system (Kshetri, 2025). The success condition is a disciplined site selection, otherwise, new units would water down returns and pressure on the current stores (Shriver and Bollinger, 2022).
Market penetration by way of digital retention, and smarter promotions must be given the first priority since it will provide the quickest and least risky payoff on what Domino already possesses. Until the business is better able to turn scale, app usage and delivery capabilities into better unit economics, expansion should be secondary (Kshetri, 2025).
[bookmark: _Toc227135863]Conclusion 
In conclusion, Domino has a strategic advantage not due to its differentiated product, but due to its integrated system of brand strength, online ordering, franchise size and performance. This system provides the firm with a justifiable stance in a full-grown and very competitive quick-service delivery market. Its advantage, however, cannot be regarded as always safe. It can only be sustainable should Domino’s keep on renewing digital convenience, safeguard service quality, and keep franchise alignment within the cost and competitive pressure. The action best suited hence is the lucrative expansion of the core model by retention, productivity and disciplined execution as opposed to uncontrolled growth.


2. [bookmark: _Toc227135864]Section 2: Reflective account using Gibbs
This reflection assesses my research process of Dominos Pizza, identifying appropriate evidence, strategic application of strategic models and drawing final strategic conclusions through Gibbs reflective cycle. 

Figure 10: Gibbs reflective cycle applied for reflective account. Source: Own Contribution.
It evaluates how I approached the assignment, the difficulties I encountered, and how my perspective on the Domino strategy changed based on frameworks like PESTEL, Porters Five forces and Ansoff Matrix.
[bookmark: _Toc227135865]2.1 Description
In this assignment, I have specialized in research about Domino Pizza Group plc, which I chose due to its leading position in the UK pizza delivery market and its offering of digital ordering with franchise model. I collected the data of Domino Pizza on the basis of the recent Annual Report and Accounts 2025 by Domino, industry databases, and other trustworthy sources, such as IBISWorld and peer-reviewed journals. I used PESTEL, Five Forces of Porter, VRIO, and Matrix by Ansoff to conduct an environmental and internal analysis of Domino in terms of its environment, competitive positions, and strategic decisions. This was to determine how the Domino can maintain its competitive edge in a very competitive and mature market and offer recommendations that can be put into action.
[bookmark: _Toc227135866]2.2 Feelings 
Initially, I was sure that I knew a lot about Domino as a brand with a good market share and presence in the market, but I did not know how to move this knowledge into an academic context. Moving from my general knowledge to applying theoretical models posed a challenge, especially when I needed to avoid being overly descriptive about the brand’s success. Sometimes, I had difficulties being critical, as I was overwhelmed by positive results of the company instead of being able to criticize the strategic dilemmas. The challenge was to always challenge the strategies of the company instead of taking them at their face value, which is critical to academic critique.
[bookmark: _Toc227135867]2.3 Evaluation 
I had a good research process in terms of collecting data related to good sources. The Annual Report of Domino was a source that offered detailed financial and strategic data, and secondary sources such as IBISWorld and peer-reviewed journals allowed me to base my analysis on the existing strategies theories. Some of the sources were not as reliable though, particularly those that were general market data and not specific to Domino. The best aspect of the process was the application of the VRIO framework, which enabled me to concentrate on the major resources and capabilities in Domino giving me a clear picture of its strategic position. The least strong was the PESTEL analysis, in which I struggled to balance the myriad of factors and how each of them directly relates to the Domino strategy. Specifically, I had a hard time deciding what external pressure was the most crucial to the development of Domino because the industry is influenced by a number of macroeconomic factors, and it becomes difficult to identify which ones to focus on.
[bookmark: _Toc227135868]2.4 Analysis
Certain sources were more credible than others, mainly because of the amount of detail that they gave. The Annual Report of Domino was very reliable, as it provided firsthand information about their performance, objectives and strategic plans of the company, with valid financial information. Nonetheless, certain secondary sources like general industry reports by IBISWorld proved helpful but not particularly insightful as to the manner in which Domino’s was implementing its strategy. It also implied that I needed to compare these sources to the official documents of the company in order to create a more comprehensive picture.
The frameworks that I applied influenced my thoughts since they assisted me in structuring and analysing the Domino strategy. Porters Five Forces allowed me to comprehend the competitive forces that Domino has to deal with, whereas PESTEL allowed me to learn more about the external forces that may affect its future. The Matrix by Ansoff was especially helpful in my perspective on the future growth strategies, as it put Domino decisions in the context of the existing markets and products. The VRIO model proved handy in indicating areas that Domino has sustained competitive advantage like brand equity and network size.
The intersection of the frameworks assisted me in coming to a more balanced conclusion. As an illustration, both the PESTEL and Porters Forces suggested that the pressures of inflation and aggregator competition were considerable. By doing so I was able to learn that the strategic judgement is directly affected by ambiguity and the quality of evidence. My perception of Domino changed when I understood that its strength is not the product itself, but the system of operation, franchise management, and digital capabilities, which Domino implements.
[bookmark: _Toc227135869]2.5 Conclusion
The process made me realize that strategic analysis is a process that needs not only knowledge of success of a company but also critical examination of strategic issues and opportunities of the company. I understood the relevance of using various models to develop a holistic picture of what a company is and how a business decision that may seem complex can be organized through the use of academic models. I also discovered that the practice of academia incorporates a regular challenging of assumptions, and descriptive and analytical balance, which will enhance my subsequent work.
[bookmark: _Toc227135870]2.6 Action plan
I will work on time management by allocating more time to reading and incorporating evidence sooner in future assignments. I will also train on the art of jotting down notes where I will summarize the main points and make them more organized so as to refer to them easily. In critical writing, I will work on being more rigorous in the sources, questioning assumptions and employing evidence-based arguments to back up arguments. In order to enhance referencing, I will check the sources twice in order to be precise and congruent in reference, especially on academic papers. Improving these areas will enable me to come up with more focused and analytically motivated academic writing.
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Description


Feelings 


Evaluation 


The research process was effective in gathering accurate data but challenging in interpreting complex strategic decisions. Using frameworks helped clarify key strategic insights, though some parts, like PESTEL, were harder to apply.


Analysis


I researched Domino’s, selecting sources like annual reports and industry data, while applying frameworks like PESTEL and Porter’s Five Forces to evaluate its strategy


Initially, I felt confident due to familiarity with Domino’s, but faced uncertainty when shifting from general knowledge to academic analysis, struggling with the balance between descriptive and critical writing.


In the future, I will improve time management, make better notes, and be more critical in analyzing evidence while enhancing referencing accuracy to ensure clearer and more impactful academic writing.


Frameworks like VRIO and Ansoff were particularly useful in refining Domino’s strategic position. I learned that ambiguous market forces require careful analysis and judgment when using multiple frameworks.


Conclusion


The assignment reinforced the importance of critically evaluating both internal resources and external factors to form a well-rounded strategic analysis, and the need for rigorous evidence-based reasoning.


Action Plan
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The National Living Wage rose to £12.21 from 1 April 2025, increasing labour costs across Domino’s delivery and
store operations.

Employer National Insurance is 15% in 2025-26, adding payroll pressure for both Domino’s and its franchisees.
Domino’s notes that policy-driven employer tax burdens directly affect franchise economics.

UK food and non-alcoholic beverage inflation was 3.3% in the year to February 2026, keeping pressure on
ingredients and pricing.

Domino’s identifies food inflation, labour inflation and employment taxes as major assumptions affecting cash
generation and EBITDA margins.

Underlying EBITDA fell to £133.9 million in 2025, showing continued sensitivity to cost and investment pressure.

Domino’s stresses that value for money is essential in a tougher consumer market with greater customer choice.
Average delivery time improved to 24.3 minutes in 2025, showing speed remains central to customer expectations.
75.7% of online orders came through the app, confirming demand for mobile-first convenience.

On-time delivery improved to 80.8%, highlighting the strategic importance of reliability.

Domino’s processed 71.1 million orders in 2025, showing digital ordering is now core to the business model.

The board reviews cyber security and business-critical system resilience quarterly, underlining technology risk
exposure.

Partnerships with Just Eat and Uber Eats show that platform integration is now part of the competitive environment.

The Plastic Packaging Tax rose to £223.69 per tonne from 1 April 2025, increasing packaging costs for high-volume
operators.

Extended Producer Responsibility base fees for 2025—26 include £423 per tonne for plastic and £196 per tonne for
paper and card.

Domino’s is testing recyclable dip pots and working with suppliers on plastics reduction and lower-emission
sourcing.

Food businesses must provide allergen information for prepacked and non-prepacked food and manage allergens
effectively.

For online and delivery orders, allergen information must be given before purchase and again at delivery.

Staff allergen training is required, and UK GDPR requires data protection by design, which is important for Domino’s
app-based model.

GOV.UK (2024).
HMRC (2025).
Domino’s Pizza
Group plc (2026).

Office for National
Statistics (2026).
Domino’s Pizza
Group plc (2026).

Domino’s Pizza
Group plc (2026).

(Domino’s Pizza
Group plc, 2026).

HMRC (2026):
Finance Act
(2025).

PackUK (2026).
Domino’s Pizza
Group plc (2026).

Food Standards
Agency (2025).
(ICO, 2026).




image6.png
@o Domino’s
MATURITY

DECLINE

GROWTH
STARTUP




image7.png
1 Threat of New Entrants

« Entry is relatively easy for small local takeaway operators (Dinev, 2025).

harder at national scale because brand recognition, network density and
New digital infrastructure take time to build (Domino’s Pizza Group plc, 2026)..

Entrants + Domino’s scale and systems raise barriers that smaller entrants struggle to match.

Threat of

2 Bargaining Power of Buyers

+ Customers face very low switching costs across brands and channels (Kent, 2025).

« Buyers can compare price, delivery time, offers and app convenience instantly.

+ Domino’s itself stresses the importance of value for money in a tougher consumer
environment (Domino’s Pizza Group plc, 2026).

Rivalry Among Bargaining 3 Threat of Substitute Products

Existing Power of  Substitutes include supermarket pizza, takeaway apps, home cooking and meal deals
Competitors Buyers (Dinev, 2025).
« Consumers can easily switch to other convenient food options (Dinev, 2025)..
+ This reduces pricing freedom and increases the need for strong delivery performance

Bargaining

Power of
Suppliers

4 Bargaining Power of Suppliers

« Store economics are exposed to food, labour, packaging and energy costs.

« Labour inflation and employer tax changes increase pressure across the franchise
system (Domino’s Pizza Group plc, 2026).

« Supplier pressure matters because franchise profitability depends on tight cost control.

Threat of

Substitute

5 Rivalry Among Existing Competitors

« Competition is high and increasing in UK pizza delivery and takeaway(Kent, 2025).

+ Main rivals include Pizza Hut, Papa John's, local independents and takeaway platforms
(Kent, 2025).

« Mature market conditions increase promotions and pressure margins (Kent, 2025).

Products
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«+Profitable growth depends

on improving store
productivity, protecting
margins, and
strengthening order
economics across the
franchise network.

+Long-term performance
depends on franchise
capability, staff
development, digital skills,
leadership quality and
operational discipline.

Financial
perspective

Internal
business
processes

+Customersuccess
depends on fast delivery,
convenient digital
ordering, reliable service,
repeat purchase and
strong value perception

Jperational performance
depends on kitchen
speed, delivery reliability,
order accuracy, waste
reduction and store
consistency.
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Profitability remains sensitive to labour, food,
packagingand energy costinflation (Domino's.
Pizza Group plc, 2026).

Dependence on franchisee execution creates.
coordination and consistency risks across the
network (Chiou and Droge, 2015; Domino's
Pizza Group plc, 2026).

Heavy promotional dependence can weaken
margins and reduce pricing flexibility in a
value-sensitive market (Domino's Pizza Group
plc, 2026).

Delivery-led positioning increases exposure to
digital disruption and platform dependence:
(Domino's Pizza Group plc, 2026)

SWOT Weaknesses
analysis

Opportunities

Deeper market penetration through loyalty,
app retention and more targeted promotions
(Domina's Pizza Group plc, 2026).

Product development through menu
innovation, bundles and occasion-based
offers (Domino's Pizza Group pic, 2026).
Selective new-store growth where local
demand and unit economics are atiractive

(Domino’s Pizza Group pic, 2026).
Operational gains from stronger store
productivity, delivery efficiency and franchise.
capability development (Domino's Pizza
Group plc, 2026).
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