GLOBAL BUSINESS THEORY & PRACTICE

appear to dominate the list, and try to identify the
reasons. Prepare a short report identifying the
countries that possess global brands and the potential
reasons for success.

. Part of developing a iong-term R&D strategy is to
locate facilities in countries that are widely known to
be competitive. Your company seeks to develop R&D

Domino’s Plzza rgmo L wurd "Pizza from the lngo to. emphasrze rts
non-pizza products; i
enirees, side dishes, and desserts

In recent years, the growth for Domino’s has been overseas, With the
U.5. fast-food market saturated and consumer demand weak, Domino’s
- Nas been fooking to International markets for growth opportunities. Today,
" lmcst all new store openings are outside the United States, As of 2013,
" Doming’s has 10,566 stores with 4,300 in the United States, 750 In the
“-'-Um!ed Krngdum 650 in India, and the remalning spread out in 70 coun-
~*rigs. Hs plans call for 4 to 6 percent growth In stores per year for the next
faw years (some 500 new stores annually, with the majority In forelgn mar-
kets). Glven this expansion and.clear mternatiunai growth sirategy, per-
haps even more amazing is the 76 straight quarters of samer store safes
growth In Dominos Interna!lonei stc 5, .

Its rivals, e nged their basic offerlng wiher. they enterad forelgn
markets. For example wher: Yum Brands Inc. introduced Pizza Hut into
Chlna, it radicaEly aftered the format, estabiishing Pizza Hut Casual
: ihat offers:a vast selection of American fare—including
nbs spaghettl and steak—in a fu!f-servlce sefting, Plzza Hut adopted
Iabla_service was-what the lecals were used to; but
“We goin there with a tried-and- rise business

states: chhard ANIscn, Duminc S Executive Vice Pres!den!—lntarnaﬂonai
“In emarglng markets we've got niore tables than you would find in the
U.S., butwe: have ne;p!ans Io lean toward a castial dinfng model-where
the server comes out and takes an order.”

This generai slrategy is backed up by ihe CEQ of Doming’s, J. Patrick
Dovle, who sald that, “The: Joy of pizza Is that bread, satce, and cheess
works flmdamemaliy everywhera except maybe Chia, whare tairy wasn't
a big part of their diet untit tately.” He continued; it's easy o Just change
:opplngs market to market . ., i Asia, t's seafood and-fish - lt's cury In
India . . . but half the toppings are standard offerings around the world.”
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orit rnenu features a variety of tailan American )

haste busirless mcdei of home delivery This sats it apan from many of'

d carry-eut plzza that we-deploy aroand ‘the wurid "

facilities in Asia to counter recent competitor
responses. A publication that evaluates economies
based on their competitiveness is the Glba!
Competitiveness Report, Locate this report, and develop a
presentation for the top management team that
presents the benefits and drawbacks for the top five
Asian econormnies Hsted,

marketp!ace an he

“worldwide: At this

al ieadershlp is hest cep!ured by- ﬂor:nle Asmar,
director. crf few stor velopment. for STA. Management- irr Southfleld,
Michigan, whlch owns 33'Domlno s ouliets, hie says; “We coma-from an

ntrepreneurial lamily. in ihe hospltallty fndustry, am:l Dnmlno 5 has been
an awesome padner

And, Doming’s .appear. to read the market In nther ways as well,
Domino’s appear to have captured lntegrated and found an edge in the
soclal medla world wa:live in.now better than Its competltion For ex-
ample, Mitch Spelser a securitles anaEyst fGi’ Buckingham Research, in
New York said, “Domino’s 's.mobile app for _ering plzzais better than Hs
rivals.” Information technulogy also helps‘ dhive: sales. for Domlno's
vis-d-vis local pizza entrepreneurs, At. this time bqu_t 58 percent of
Domino’s orders are digal In the United Kingdom and ab
in the United States. B

On the other hand, some tmngs vary; from couetry io cm.an!ry in the
United Statas, pizza Is viewed as casual feod frequently mentloned in the
same breath as beer and football. I Japan rt's_vlewed as more upscale
fare, This Is reflected In the offering. Japan e.plzzas come with toppings
that the everage American couldn't tathom Domino's has sold.a $50 plzza
in Japan featuring fofe gras. Other ;rremiu tcpplngs inciude Snow crab,
Mangafitsa pork with Bordesux sauce, and ‘et stew wlih fresh mozza-
rella.’Japanese consumers value aesthefics and reaiiy care about the fook
of-food, so presentation s the kay, Patrons expact avery slice to have pre-
clsely thé same amount of teppings, which must bé uniformly spaced.
Shrimp, for example, are angled with the talis pointing the same way.
Domino's developed their business in South Korea” in much the same
mannef as Japan,

Now, aven with these Unique tcppings In-Japan, pizza consumption i
relatively low in Japan—the average Japanese pizza customer only con-
sumes the product four imes a year. To boost this; Dominos has been
worklng to create more occasions fo enjoy it. For exampfe on Valenting's
Day, its Japanese stores deliver heart-shaped plzzas in pink boxes.
Heart-shaped pizzas also appear on Mother’s Day. This culture of suparb
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pizzas with high-guality toppings was actualiy an Inltiative that was inl-
tially demanded by thelr 1.5 customer base; over an 18-month- perlod
during 2009 to 2011, Domino's remade Hself and Its plzzas—at the
same time, It stayed short of adding more than 10 percent in cost to the
pizza ingredients.

But back to Japani To promate the offering in Japan, rather than

- spanding money on cominerclals, Domino's fried to create news, like top-
ics that peaple tatk about, if the toplc is fun and hof, Doming’s befleves that
people witl talk about It, which ultimately transfates info betier sales. One
promotlon In particular received heavy coverage. The chain offered
2.5 million yen {about $31,000) for one hour's work at a Domino's store. In
all, about 12,000 people applied for the "job, " The fucky winner was a rura
housewlfe who had never eaten pizza. She flew to a smalf istand to deliver
pizza to schoolchiidren, whe were also new to plzza. The event received
heavy news coverage—free advertising, In olier words! As its Interna-
tional focus is now larger and advartisement funds are being aflocated
accordingly, Domino's is moving much more toward TV commercials in lts
promotional efforts to complement other promotional efforts This inciudes
Japan, India, and a varlety of countrigs.-

n India, where Domlro's has some 650 stores-and has plans for some
1,000 more, 50 percent of the menu Is vegetarian in order o match the
preferences.of the large Hindu population. For delivery, Domlino's has a
fleet of mopeds, which makes sense in large clties ltke Mumbai where
tratfic congestion 1s awful, Because indians Hke things spicy, instead of
including Parmesan: cheese packets, Bomino's includes an "Oregano
SpiceMix," tn.general, the toppings have far more spice than in the United
States. Although Indians are used to full service in restaurants, Domino's
doesn't use servers.or ‘busboys in lts stores, even ti'seugh gach store typi-
caily has a few tables In for those who want to eat on pfemlses instead, it
Is educating customers to clean up after themselves, w]th In—store trash-
cans that say “Use Me" It big bold letters.

Domilno's today has focused on branding itsalf with hlgh quality In-

gredients, gﬁ:clgncy but at a speed tha__t fosters quality, and a devotion
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CASE DISCUSSION QUESTIONS

1. Do you think It is wise for Domino's to stick ta its traditionat “home
delivary™ business mode!, even when that is nol the norm: In & country
and when its international rivals have changed thelr format?

2. What do you think Doming's does from an organizational perspective
to make sura that It accommodates local differences in consumer
tastes and preferences?

3. How doss the marketing mix for Domino’s in Japan differ from that in
the United States? How does the marketing mix in India differ?

4, What lessons can we draw from the Domino’s case study that
might be useful for other interpational businesses selling conssmer
goods?
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