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Domino’s Pizza Case Study
1. Do you think it is wise for Domino's to stick to its traditional “home delivery" business model, even when that is not the norm in a country and when its international rivals have changed their format?
I think that Domino’s should stick to the bits process of the home delivery system. Sticking to the traditional home delivery model even after moving to the international market does not add any expenses to Domino. Hence the probability of increasing prices been in the global market is very low. Therefore, Domino's need to stick to its traditional home delivery model. 
2. What do you think Domino's does from an organizational perspective to make sure that it accommodates local differences in consumer tastes and preferences?  
Domino’s does not change their model but only makes some changes to the consumer tastes and preferences. They mostly change the marketing mix and the flavor of the product to ensure that they accommodate all the local customers (Hill, 2008). For instance, in India, 50% of a menu in vegetarian include "Oregano Spice Mix." The preferences of customers in different countri8es are different.
3. How does the marketing mix for Domino's Pizza in Japan differs from that in the United States? How does that in India differ from the U.S. marketing mix?
The views on food appearance and topping preferences make the marketing mix in Japan differ from that in the United States. The toppings in Japan are the same since the customers view the topping in each slice to be an upscale experience. Some of the common toppings in Japan include Bordeaux and shrimp tails. In the United States, most of these toppings are not common. Additionally, Americans do not spend much on pizzas. Therefore, Domino does not need to make a special kind of pizzas in the US as they do in Japan.
4. What lessons can we draw from the Domino’s case study that might be useful for other international businesses selling consumer goods?
A few lessons that other international business selling can learn from Domino’s include identifying market differences and change the marketing mix. Additionally, they need to be able to accommodate business perceptions of customers. Also, they need always to determine the correct marketing strategies, come up with an efficient supply chain, and win the hearts of most customers. Additionally, they need to maintain quick service and brand equity (Hill, 2008). Lastly, international selling businesses should also consider the health of the customers and treat well all their employees. 
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