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In the 2010’s there was a shift in the quick-service industry to move towards mobile and digital 
ordering platforms. Consumers were looking for on-demand services that kept up with all of the 
new technology coming out. Domino’s saw this whitespace in the market and took the 
opportunity to position its brand at the top of consumers' minds. The company then launched the 
“AnyWare” campaign which allowed customers to engage with the brand in unconventional 
ways. This strategic move helped the company regain relevance and helped them stand out in the 
market.  
 
The Why Behind Domino’s “Anyware” Campaign 
 
Being ahead of competitors' technology is not an option, at least that's how Domino’s sees it. 
CEO Patrick Doyle has even expressed that they are more of a tech company that also sells pizza 
(Gilsenan, 2019). Digital convenience became a key factor in determining customer satisfaction 
for the company. They recognized that their consumers wanted the ability not only to just order 
quickly but also to have that ability in their pocket. Dominos worked with Talend, a data 
software company, to track touchpoints through all of their channels. 
 
In 2015, the quick-service landscape was becoming competitive with companies like Starbucks 
and Taco Bell who were also rolling out mobile ordering at the same time. While the idea of 
mobile itself was not revolutionary to Dominos in 2015, since they first started their online 
ordering system in 2007. Then, in 2008, they added “Domino’s Tracker,” which allowed 
customers to track their order online (Page, 2025). At the core of Domino’s strategy was their 
unique selling proposition (USP) of speed and accessibility. Domino’s built their reputation on 
being consistent and quick. Their adaptation of technology helped to promote their key message.   
 
While Dominos was one of the pioneers for online ordering, they knew that with an influx of 
companies starting to integrate these systems, they would have to change their strategy. From the 
add-on of mobile ordering to the launch of Twitter ordering, Domino’s was still finding ways to 
outdo previous technological innovations (kh_123, 2016). With all of these different platforms 
being used, integrated marketing was essential.  
 
Integrated Marketing Communication Approach  
 
The Domino’s “AnyWare” campaign was launched in 2015 to promote their multiplatform 
ordering system (See Appendix B). This case amplifies how IMC campaigns can unite creativity 
and brand consistency across multiple platforms. The goal of this campaign was to meet 
customers where they were in both a physical and digital sense. Giving consumers multiple and 
unique pizza ordering methods allowed Domino’s to create an interconnected digital system that 
made ordering easy (Dominos, 2018).  
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A key element of the creative strategy was in the same itself. The title was a strategic play on 
words that carried Domino’s core message. This title emphasized that customers could order 
dominos however and whenever they wanted. It captured the brand's focus on convenience and 
availability. The name helped to strengthen the campaign's message. 
 
This campaign blended together multiple different types of media to create one key message that 
Domino’s is accessible in multiple different ways. Television advertisements, multiple different 
social media platform posts and digital marketing campaigns were all used to create a consistent 
key message around convenience and innovation (2024). Each element was developed 
strategically to appeal to a specific audience segment while maintaining the same key message.  
 
Audience and Behavioral Insights  
 
A crucial element of the campaign's success was its ability to align the brand's message with 
changing consumer behavior. With the quick-service industry transforming rapidly towards 
mobile convenience, Domino’s had to move with it. By giving consumers various digital options, 
they were able to raise sales 12.5% internationally (Snyder, 2015). Domino’s recognized that 
customer expectations were no longer centered on just the product but also the experience of 
ordering and receiving the product.  
 
Since Domino’s used data analytics to study their consumers’ touchpoints, they were able to map 
out where customers engaged most often. They were also able to see which platforms they were 
using offered the best return on engagement (2024). This insight helped drive decisions to create 
new ordering methods across various platforms. Each digital touchpoint became an extension of 
Domino's brand and helped to reinforce the company's message.  
 
Key Audience Segmentation 
 
Since Domino’s used a data-driven approach, this allowed them to segment their audience 
effectively. This segmentation allowed the IMC campaign to reach all of its different audiences. 
The ability to balance both entertainment and information with their advertising efforts gave the 
campaign the ability to reach across demographics.  
 
Technologically inclined Millennials/Gen Z 

●​ Typically, early adopters of new technology  
●​ Highly active on social media  
●​ Appreciate novelty and shareability.  

 
Busy families  

●​ Looking for convenience and efficiency  
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●​ Wants seamless integration with their multitasking lifestyle  
●​ Desire a simplified ordering process.  

 
Mainstream audience  

●​ Those not as familiar with new technology  
●​ Want easy and accessible features.  

 
 
 
 
Brand Integration and IMC Components  
 
Each IMC component served a dual purpose. The first part was to educate consumers about the 
new digital features and the second was to reinforce the brand's reputation of being innovative 
and reliable. Dominos was able to connect with their audience by connecting with people on the 
platforms they already used daily, like X. They executed the campaign across a mix of channels 
to make sure they reached every touchpoint. Through these efforts, they were able to deliver a 
successful integrated message that reinforced the campaign message.  
 
Television advertisements (See Appendix C) 

●​ Advertisements featuring celebrities  
●​ Showed the ease of ordering 
●​ Appealed to the mainstream audience  
●​ Humor and relatability  

 
Social Media (See Appendix E) 

●​ Twitter, Facebook and Instagram  
●​ Engage with shareable content  
●​ Made interactive experiences  
●​ Appealed to Millennials 

 
Owned Media (See Appendix B) 

●​ Website as a hub of information  
●​ Provided tutorials  
●​ Ensured a smooth user experience  

 
Creative Strategy and Message Consistency 
 
The creative strategy of this campaign was based on humor and accessibility. Dominos chose to 
avoid overly technical messaging and chose a more light hearted approach. For example, the TV 
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commercials included celebrities in different scenarios and how easy it is to order Dominos from 
anywhere, no matter the circumstance.  
 
The prominent use of social media also added to the humor and playful engagement. The “Tweet 
a Pizza Emoji” feature went viral and helped the brand reach millions. They also made sure that 
their visual identity remained uniform across all channels. Even with new digital interfaces like 
car dashboards, the visuals remained the same (See Appendix A). This humor driven tone across 
platforms and consistent visuals helped create a cohesive experience for the consumer from 
advertisement to interaction.   
 
 
 
The One Key Message  
 
The message that unified the campaign was that Dominos fits into your life however you need 
them. Each touchpoint, from TV commercials to Facebook posts, carried the same message. The 
consistency of this campaign helped the brand achieve more than just recognition, it also helped 
to strengthen brand loyalty. Because of this, Domino’s was able to position themselves as a part 
of the customers daily routines rather than an extra stop.  
 
Each element of the campaign voiced the same idea. Commercials showcased the effortlessness 
of ordering a pizza. Social media reinforced the personalization and humor part of the campaign. 
Owned media helped to be a guide through all channels of ordering. All of this was able to 
ensure that the brand's message was seen and experienced through action. The connection 
between touchpoints helped build strong brand equity and aligned Dominos with reliability and 
innovation.  
 
Technology as a Brand Differentiator  
 
Before the “AnyWare” campaign, Domino’s had already been an innovator in digital ordering 
through features like the Domino’s Tracker. Through the campaign, Dominos met consumer 
expectations and needs by looking at the white space. The introduction of tools like ordering on 
Twitter or on your car's dashboard (See Appendix D) aligned with the goal of being innovative 
and reliable. Each platform showed consumers that Domino’s was committed to staying ahead on 
technology.  
 
The use of data integration allowed the company to track customer expectations and optimize the 
user experience. By looking at the data from multiple touchpoints, Domino’s can refine its 
strategy and ensure that marketing and technology grow together. This approach created an 
advantage that extended far beyond just this campaign. Domino’s is still highly ranked for 
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mobile and online ordering in part because of the innovations they have made through the years 
(Betances, 2025).  
 
Campaign Outcomes and Impacts 
 
When looking at measurable outcomes for the campaign, it did see a large amount of success. 
They were able to gain a better brand perception with more people now hearing about the brand. 
The “AnyWare” campaign helped to preposition the narrative from just selling pizza to becoming 
an innovative convenience. Dominos also got more social media engagement at this time, 
especially because of the order a pizza on Twitter. They also had multiple media outlets covering 
the campaign, which helped with brand exposure.  
 

●​ 10.5% year-over-year growth in Q3 2015 (The Shorty Awards) 
●​ Two billion earned impressions from segments on shows (The Shorty Awards) 
●​ 500,000 website views (The Shorty Awards) 
●​ 500,000 X post in the first year (The Shorty Awards) 

 
Lessons of the campaign  
 

●​ Unified messaging builds trust  
○​ Consistent touchpoints reinforce ideas 
○​ Customers respond to familiarity  

●​ Data-driven insights help build brand 
○​ Allows understanding of user behavior  
○​ Ensures an audience-informed IMC effort  

●​ IMC is long-term 
○​ Maintaining consistency even while evolving  
○​ Build upon the same integrated foundation  

  
This campaign gives valuable lessons in navigating the increasingly technological landscape in 
marketing. The campaign redefined what integration means and was about more than just 
aligning visuals or slogans. The goal of the campaign was about making the customer experience 
smoother through the use of technology in a creative manner. The campaign also demonstrates 
that IMC is a long-term strategy that builds and evolves with the brand. Through the work of the 
campaign they were able to meet their goals and drive sales. Creativity and consistency that 
made a smooth customer experience helped to reinforce the brand's promise of convenience and 
reliability.  
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Conclusion  
 
The Domino’s “AnyWare” campaign combined digital and technological innovation with cross 
platform consistency to reposition themselves in consumers’ minds. In the quick service industry, 
they had to do something to make sure they stood out with other brands, also evolving their 
technology. The campaign's influence shows that a well connected campaign is extremely 
effective in creating brand equity. By looking at the white space in the market, Domino’s was 
able to position themselves at the top of the market and at the top of consumer minds.  
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Appendix  
A: Domino’s digital interface visuals 

 

Published by discoveringdigitalmarketingtips (2018, May 13). Domino’s anyware IMC plan- the 
magic of capturing Social Metrics. Discovering Digital Marketing Tips. 
https://discoveringdigitalmarketingtips.wordpress.com/2018/05/11/imc/ 

B: Ordering Options  

 

作者  ​ Wenxiaodu. (n.d.). Wenxiao du. Wenxiao Du. https://wenxiaodu3608351.home.blog/ 

 

 

 

 

https://discoveringdigitalmarketingtips.wordpress.com/2018/05/11/imc/
https://wenxiaodu3608351.home.blog/
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C: TV Advertiment 

  

Pizza, D. (2018, June 28). Domino’s® Newest TV campaign celebrates the convenience of 
ordering from anyware. PR Newswire: press release distribution, targeting, monitoring 
and marketing. 
https://www.prnewswire.com/news-releases/dominos-newest-tv-campaign-celebrates-the-
convenience-of-ordering-from-anyware-300129296.html 

D: Domino’s on car dash board  

 

Domino’s anyware. Domino’s Anyware. (n.d.). https://anyware.dominos.com/#carplay 

E: Social Media Advertising  

https://www.prnewswire.com/news-releases/dominos-newest-tv-campaign-celebrates-the-convenience-of-ordering-from-anyware-300129296.html
https://www.prnewswire.com/news-releases/dominos-newest-tv-campaign-celebrates-the-convenience-of-ordering-from-anyware-300129296.html
https://anyware.dominos.com/#carplay
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Ekren, C. (2025, May 6). Domino’s marketing strategy: Delivering more than pizza. Digital 
Agency Network. https://digitalagencynetwork.com/dominos-marketing-strategy/ 

  

 

  

 

  

 

 

https://digitalagencynetwork.com/dominos-marketing-strategy/
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