Case 2: Domino’s Pizza Worldwide Case
Question 1
I think it was a good idea that instead of Domino’s changing their services and format the same as their rivals, they focused on the global market and they have done so by maintaining their brand and their business model which supports the international market. As a result, Domino’s pizza has experienced a massive growth rate that has made them be able to beat their competitors. More so, what works for a company may not work for your company. Just because a rival company has changed a business model and has worked for them it doesn’t mean that by copying the same strategy it will work for your company.
 For Domino’s Pizza, they stood true to their way of business and continued to use their format and still superseded its rivals. However, in most foreign markets, most people disliked the home-delivery services for they felt as if their personal space is being invaded and made them uncomfortable. 
Question 2
For Domino’s to accommodate local differences in consumer tastes and preferences, they have focused more on the branding and using quality ingredients in making their foodstuffs. Also, they have the devotion and a very strong mindset to entrepreneurship both the employees and the suppliers. Organizationally, the Dominos have fully embraced their traditional way of home-delivery services. Additionally, they have a competitive advantage over their competitors for they can meet the international market.
 	They also use market segmentation and their products contain localized flavors that most people are familiar with from other competitors. In the East, they provided their Deluxe Chicken while confined with a Sardines and a Mustard Sauce, in Mumbai they provided Chicken Pudina, In the South, they delivered Chicken Chettinad and Mutton Ghongura, while in the North, they delivered ChatpataChana Masala with Makhani Paneer. 
Also, importantly, the Domino’s know that customer’s tastes and preferences differ from one country to another. Therefore, they were able to take up feedback from the customers and the criticisms received concerning the awful taste of their pizzas and went back to the drawing board. The Domino’s came up with a new way of making Pizzas that embraced the local flavors of a particular country and also improved their pizza and services as per the complaints. 
Also, the Dominos used the traditional practices in their way of business and ensured that companies were all over to meet the foreign market for they were still doing home-delivery. More so, the Dominos had a competitive advantage since their market was internationally based hence, they have more new ideas to implement n the local market while still adapting to what the customer requires.
Question 3
[bookmark: _GoBack]The Domino’s Pizza was able to differentiate their marketing mix from that of the United States. In the United States, their marketing strategy included; use of commercials in advertising, very low prices, simplicity in demand, provided common food and high consumption. While in Japan, their marketing strategy included; the advertisements were free, their prices were high, there was high demand, low consumption and the pizza was upscale. The marketing in India also stood out in the following way; topping up with spices, high prices included a vegetarian menu and in delivery they used mopeds.
Question 4
There are lessons to be taken from Domino’s Pizza which is significant for international business especially those who deal with consumer goods. First, people fail miserably by copy-pasting what the competitors are doing. Just because a rival company has changed a business model and has worked for them it doesn’t mean that by copying the same strategy it will work for your company. For Domino’s Pizza, they stood true to their way of business and continued to use their format and still superseded its rivals. 
Secondly, listening to the customer’s feedback is very crucial to meeting their needs. It is wise to take a survey to know what to improve and what to stop doing. For instance, the Domino’s Pizza performance in 2010, they were poorly performing. They faced strong competition and they had a lot of critic from the public on their products and services. 
The customers were unsatisfied with the taste of the pizzas they made and as a result, it decreased the revenue of the company. They admitted their situation and hence decided to change their market strategy. It did cost the company a lot of millions to take up a whole new marketing strategy but the change was worth it for it focused on meeting the demands of the customers. 
They created a new way of making their pizzas and expanded their food menu as they try different local flavors for the pizza. They also invested in advertisements to introduce their new pizza and as a result, the index of customer satisfaction improved which in return increased the revenue.
