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[bookmark: _Toc139480236]Introduction 
In this report, a detailed discussion will be conducted on the PESTLE analysis of the Doritos company along with a detailed discussion of the company’s background. The Porter five factor force will also be critically analysed in this report. The varied 7’P marketing strategy of the company will be discussed in this report which will clearly evaluate the varied marketing strategies used by the company. The SWOT analysis of the Doritos company will be critically analysed which will clearly evaluate the internal environment of the company. Some of the recommendations will also be provided in this report that will help the company to face all its challenges.
[bookmark: _Toc139480237]Background Information of the company
Founder 
Doritos company is an American Multinational company that was founded in the year 1964 by Frito-Lay. This was the fully owned subsidy of PepsiCo.It was Arch West who is considered to be the real founder of the Doritos company as he had founded the Doritos for Frito-Lay (Syaputri et al. 2023).
Mission Statement 
The mission of the Doritos company is to create a smile on it every customer's face with every bite of the product. This postulated the fact that customers are considered to be the most significant attribute of the company (Bowey et al. 2023).
Vision Statement 
The vision of the Doritos company is to become the most popular flavour and the best snack for its customers all around the world within a short span of time. 
[bookmark: _Toc139480238]Macro Environment - PESTLE Analysis 
Macro analysis has been recognized as an essential tool for understanding the external variables that will affect the way the company operates. PESTLE analysis, which assesses the Political, Economic, Social, Technological, Legal, and Environmental variables, is an approach that is commonly employed for carrying out this analysis (Tong and Saladrigues Solé, 2022). Therefore, the study focuses on Dorito's activities in the UK and Italy marketplaces for this evaluation to ensure that both favourable and adverse circumstances for every aspect can be determined. Employing the model of Hofstede’s cultural dimensions as well with the goal to make the most of the PESTLE Analysis’s social dimension.
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Figure 1: Illustration of PESTLE Framework
(Source: enterslice, 2023)
Political
The UK boasts a democratic government, an efficient judiciary, and politically secure circumstances which assure the preservation of the rights to intellectual property in the nation. A situation like that could potentially render it beneficial for Doritos to embark on expanding its operations in the UK.
In addition to maintaining beneficial ties with other nations across the world, Italy is controlled by a unitary parliamentary system of democracy (Holdsworth and Landais, 2019). However, the nation continues to grapple with difficulties such as instability in politics, disputes between the government’s allies and gatherings, and arguments over electoral commitments leading to an unfavorable condition. As a consequence, the political climate in Italy is detrimental to the business’s survival.
Economic
The UK’s economy seems prosperous and well-established, with substantial per capita earnings and spending patterns, leading to an ideal setting for Dorito’s products. Nevertheless, Brexit and fluctuation in currency rates are expected to be the UK’s major financial obstacles, threatening Doritos’ business there in regards to managing its supply chain and import or export expenditures still the situation is favorable. 
Italy’s substantial amount of “public debt” serves as one of the primary economic variables that affect the nation. Italy boasts the “second-highest public debt-to-GDP ratio” in the EU, following Greece, with around 144.7% at the end of the year 2022 (Welz et al. 2022). The substantial rate of unemployment in the nation becomes a further cause. Due to potential limitations on spending by consumers and a decline in demand for items and offerings, Doritos’ capability to run a business in Italy might encounter substantial obstacles.
Social
[image: ]
Figure 2: Hofstede Cultural Dimension of UK and Italy
(Source: hofstede-insights, 2023)
The Hofstede Model is utilized in the comparison of social variables in the following manner:
Power Distance: The graph demonstrates that the UK exhibits a lower PDI than Italy, signifying that equality and individual rights are valued more significantly there as compared to the UK, which is in accordance with Italy’s hierarchical structures demonstrating the favorable conditions.  
Individualism: The UK scored higher than Italy in this respect, which appears to indicate that there is more attention on the needs and freedoms of the individual. While Italy lower running reflects its collectivist culture, which prioritizes social equilibrium and cohesiveness within communities.
Masculinity: Assertiveness, competition, and success-oriented values are emphasized in both countries on this dimension, which shows generally similar scores with slight variances. Doritos will profit by utilizing this dimension, which highlights the effectiveness, longevity, and cutting-edge attributes of its items.
Uncertainty Avoidance: The UK scored lower than Italy in this area, indicating that the nation possesses a high tolerance for uncertainty and risk-taking. In contrast, stability and obedience to rules are valued in Italy.
Long-term Orientation: The UK performs worse than Italy, indicating that pragmatism is the basis for decision-making in that nation. Italy, however, seeks to uphold long-standing customs.
Indulgence: The UK’s indulgence index is substantially higher than Italy, indicating that UK consumers are more indulgent in living life to the fullest and socializing with more people than Italian consumers.
Technological
The UK market has a high level of digital adoption, making it an ideal setting for introducing products to this marketplace. A consumer market that is interested in novel products may make it favorable for Doritos to launch novel products (Özbük and Coşkun, 2020). 
On the other hand, Italy has a substantial demand for cutting-edge technology and digital proficiency, and its fondness for chips with innovative flavours may provide Doritos with an advantage over rivals. 
Legal
The legislation of the land safeguards intellectual property rights, allowing businesses to innovate without worrying about being copied, ensuring the principles of ethical competition. 
Additionally, Italy has strong regulations in effect that safeguard the interests of the business by assuring equitable rivalry among all Italian market industries and maintaining the intellectual property rights of innovation which is favorable (Osei-Kwasi et al. 2021).
Environmental
Customers in the UK market find goods and services that are environmentally friendly favorable. The company has launched ecologically sound items that are in line with the tastes of the UK market with the goal to satisfy this necessity. 
The same condition pertains to the Italian consumer market, which is vigilant regarding products that are detrimental to the natural world (Leivas et al. 2020). The company has considered manufacturing cost-effective items, ethically sourced products, and initiatives to manage waste to draw in such customers in an effort to close the disparity between the product market and consumer demand.
Similarities and Differences 
From the above in-depth discussion by prioritizing the mentioned evaluation, it is apparent to infer that, a number of variables play a role in the growth of companies in the UK and Italian marketplace. In response to the setting up of an effective legal framework, healthy economies, and consumer interest in cutting-edge technology facilities, the marketplaces of both nations present an upbeat political environment (Dressler and Paunović, 2020). Furthermore, firms like Doritos have intellectual property rights safeguarded through the statutes of both countries. Notwithstanding these difficulties, Doritos may strategically plan its growth in both of these nations.
Benefits and Drawback of Hofstede Model
This model is also subjected to certain limitations which must be kept in mind while applying its benefits such as its valuable insight on the cross-border cultural differences which is analyzed and compared sophisticatedly however it oversimplifies and does not take into consideration the subcultures and individual variations. 
[bookmark: _Toc139480239]Porters Five Forces Model 
Porter's Five Forces Model of the Doritos company helps in evaluating the level of competition that this particular company has with other rival companies. This is essential in identifying the strength and the weakness of Doritos company which is helpful in formulating future policies and decisions for the internal functioning of the company. The competition for a company does not necessarily come from the competitive companies but also from the bargaining power of the suppliers, bargaining power of the buyers and many other threats coming from new entrants. 
The threat of new entrants:  According to (Kho et al. 2023), the Doritos company remains a strong competitor despite the possibility of new entrants in the market therefore its impact is low. There a lot of companies with similar snack products are coming up in US and Italy that may cause a serious threat to the Doritos company. However, the unique flavours and the taste that is used by the Doritos company are somewhat significant in establishing its stronghold in the market. The high brand loyalty of the Doritos company along with its affordable pricing among the customers helps the company to be in a safe place in comparison with its rival companies all around the world.
Bargaining power of the suppliers:  The Doritos company has a lot of suppliers that provide all the required raw materials to the company. Thus since there is not a single supplier for the company, this is the bargaining power of the supplier is low for the company (Timlon and Zakaria, 2023). This postulates the fact that the Doritos company is not influenced by the dictates of its suppliers since there are many other options available for the company. Doritos company maintains well-established profitable relations with its suppliers. The bargaining power of the suppliers of the Doritos company is weak and this ensures the more profitable base of the company.
Bargaining power of the buyers: The customers are on the top priority list of Doritos company which makes the buyers force high. Since customers have the most significant power to shift from one product to the other, thus the customers are given the top priority (Niu et al. 2023). All the feedback and the suggestions of the customers are taken into consideration while launching its products with varied tastes. Since the ultimate revenue margin of the company depends on the customers, prime importance is given to them which makes the bargaining power of the buyers most powerful.
The threat of substitutes:  According to Goyal, (2020), the products of the Doritos company could be substituted based on the preferences and the choices of the company is high. A product that has a similar taste and appeal may become the first preference of the customers. Moreover, all the customers can naturally shift to these products that are more affordable to them. As such all the substitutes that are similar in kind and objectives postulates a great threat for its substitutes. However, the quality of the products that are used by this company is very rare and thus though the threat prevails in the market it is not of that higher degree. 
Competitive rivalry:  According to Baugh et al. (2022), Doritos company faces a lot of competition from all its rival companies that are situated in the Us and Italy and therefore this force is high. This creates a major problem and threat for the company itself. The high competition that prevails in the market makes the brand more vulnerable to local threats and competition. The strong marketing policy adopted by the Doritos company is creating a strong stance for its performance base and its yearly turnover. The affordable prices of the products of Doritos company have helped it to create a strong stance among all other rival companies operating globally. This is due to the fact that the customers are more inclined towards low cost and high product quality. Thus it could be postulated that though there is strong rivalry among the competitors, Doritos company with its strong marketing policies is strong enough to sustain itself in the market race.
The Doritos company has several rivalries in the market that creates a strong emphasis on its internal as well as external functionalities (Paksoy et al. 2023). The countries like US and Italy both project some of the positive aspects along with the competition that is present in both countries. The successful utilization of the opportunities would help Doritos company to successfully run its company to increase its yearly revenue.
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Figure 3: Porters Five Forces Model 
(Source: anscommerce, 2033)
[bookmark: _Toc139480240]SWOT Analysis
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Figure 4: SWOT Analysis
(Source: projectsmart, 2023)
	Aspects
	UK
	Italy

	Strengths
	The marketing strategies of Doritos in the UK are customer-centric and thus are available in a wide variety of flavours, shapes, and sizes considering the international taste perception. Moreover, due to its efficient branding strategies, it is widely populated among customers (Wazir et al. 2020). The supply management of Doritos within the UK is effective and due to this, it is widely available across different stores. Along with maintaining a high-quality taste, the product packaging is also proper and long-lasting.
	Doritos being a pioneering company in the snacking industry is well-efficient with its marketing strategies in Italy and thus promotes its product in a way that engages as well as generates customers. It is available in the market with a variety of flavours that also attracts consumers. Doritos in Italy also considers local taste preferences to attract local customers (Keke, 2022). With their offerings, the brand has made a strong association with the younger generation. However, in Italy, competition is considerably high due to other potential competitors. The distribution network is also efficient in Italy.

	Weaknesses
	In the UK, due to adverse media coverage and legal proceedings, a negative image has been constructed within their minds that their foods are quite unhealthy which in turn affected the sales structure of the brand. Moreover, the distribution process followed by Frito Lays is direct and thus distributes products from warehouses to stores, additionally, the packaging is also high-quality, which in turn results in a surge in operational costs. 
	The snacking brand, Doritos due to its rich spices has been proven to be unhealthy and thus, it seems better if people try to avoid it. The brand faced a low presence within the Italian markets at the initial stage and thus encountered multiple challenges while competing with the local brands (Olutade et al. 2019). The competitors' brands also exerted a lot of pressure in terms of executing business operations. 

	Opportunities
	Considering the unhealthy snack as an issue, the snacking brand adopts more branding strategies to develop the notion among the customers that the snack is not unhealthy. This can aid the firm to stand worldwide (Kutbi, 2020).
	As the demand for snacking is on the rise as an outcome of the economic development in emerging nations, Doritos in the Italian market can attain the benefit of extending its market.

	Threats
	Though Doritos in the UK holds a potential position in the snacking sector, however, as market trends are constantly evolving, the brand is encountering more competition within the same market (Edwards et al. 2022). 
	In Italian markets, the brand is facing huge competition due to the changing preferences of the customers and their urge to switch to healthy snacking is imposing competition on the brand (Park et al. 2023).



	Similarities
	Dissimilarities

	· International taste preferences.
· Customer-centric efficient marketing strategies.
· Availability of different flavors. 
· High-quality packaging.
· Perceived as an unhealthy snack.
· Efficient distribution network.
· Increased competition.
	· Local taste preferences.
· Association with the younger generation.
· Low presence within the markets.
· Pressure exertion by competitors. 
· Increase in healthy snack preferences.



[bookmark: _Toc139480241]STP Analysis
With the changing market gestures, the STP marketing model has evolved into an efficient tool for assessing market shifts. It is frequently used by the leaders of the organization to develop effective and optimized communications with the customers. As per the opinion of Girotto et al. (2021), the STP marketing model evaluates the segments of the market that are profitable for business efficiency prior to developing the products. The STP model in association with Doritos can serve beneficial for the business because it analyzes the market viability prior to framing strategies and therefore frames strategies as per the market trends (Gazzola et al. 2020). This marketing tool mainly emphasizes the aspects of the market and thereby segments the business to acknowledge customer preferences, targets the significant customer, and in turn enhance their market positions. 
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Figure 5: STP Analysis
(Source: dimitriosgogos, 2023)
Segmentation: The market segmentation of Doritos for the UK markets is a behavioral and psychographic type. It is because the marketing strategies of Doritos are highly customer-centric and develop products as per the customer demands, and consider international taste preferences. Doritos, on the other hand, in Italy greatly follows the behavioral type of segmentation along with demographic segmentation and thus offers products in a way to make efficient associations with the customers that belong to the younger generations (Lin, 2022). The brand in Italy also looks after local taste preferences to draw in more customers. 
Target Market: Doritos within the UK markets mainly targets teens and young adults and the product is available in different sizes which helps the customers to opt for the product for parties, family gatherings, and other purpose. While Doritos within the Italian markets the customers belong to younger generations. 
Positioning: The efficient marketing practices of Doritos and customer-centric market strategies help the organization operating in both countries to assess the customer demands, their preferences, and their perspectives in accordance with the product (Borrello et al. 2023). The business efficiently tries to accomplish the demands of the customers for the product and thus positioned itself as one of the leading brands within the snacking sector and thereby maintaining a competitive edge over its rivals. 
Similarities and Differences 
	Similarities
	Dissimilarities

	· Both countries follow a behavioral type of segmentation. 
· Measures taken by the brand for positioning itself as a leading brand are quite similar.
	· The UK markets also follow the psychographic type of segmentation.
· The Italian markets also follow the demographic type of segmentation.
· The target markets of both countries are different. 



Competitor Analysis
[bookmark: _GoBack]Doritos is one of the American multinational pioneering companies within the industry of snacks which is manufactured by Frito Lays, a subsidiary of PepsiCo Company. Being a leading company, it is situated and operates its business in many countries among which the UK and Italy are some countries in which it is successfully operating its business (Bourlessas et al. 2022). However, the brand while conducting its business encountered several competitors that pose a potential threat to the business. 
Considering the UK markets, there are several other brands that give the business significant competition. These brands include Lay’s, Frazzles, Quavers, Squares, and many more. Lay’s is one of the leading brands within the markets of the UK holding a substantial amount of customers. Thus, it is apparent that Lay’s offers high quality at an affordable price like Doritos. On the other hand, Quavers is not associated with a variety and the price structure is quite higher than Lay’s and Frazzles (Ledbetter et al. 2021). Thus, Quavers offer low quality at a high price. Squares, however, are not great at the taste and their price structure is also low as compared to other brands. While Frazzles is regarded as one of the premium brands and is structured as a high-quality snack at a premium price.
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Figure 6: Perpetual Map of Doritos’s competitors in the UK
(Source: Self-created)
Taking into account the competitors of Doritos in the Italian markets, there are several local snacks available that hold a substantial position and thus pose a threat to Doritos. These brands include Salati Preziosi, Ica Foods, Amica Chips, and many more. Doritos being new to the market has put its price low while offering high-quality snacks. While the snacks offered by Ica Foods are of high quality and at a high price. On the other hand, Amica Chips do not possess a greater variety and are low in quality and price (Sheth and Parvatiyar, 2020). Additionally, Salati Preziosi is the one with a lot of varieties, but with low-quality products. Yet, the brand offers a high pricing strategy as compared to the other brands. 
[image: ]
Figure 7: Perpetual Map of Doritos’s Competitors in Italy
(Source: Self-created)
[bookmark: _Toc139480242]7p’s of Marketing 
The marketing process generally indicates the tactics that the business generally poses to comprehend customer needs and meet them to draw in more customers and thereby develop an efficient brand image in the perception of customers. 
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Figure 8: 7p’s of Marketing
(Source: caunceohara, 2023) 
Product: Doritos are the kind of tortilla chips which was designed from the concept of a Mexican snack “Totopo”. It comes in a triangular shape and in different flavours like BBQ and chilli, Chipotle Cream and chilli, Sizzling Salsa, and many more by considering the preferences of international taste (Nanchahal et al. 2022). The tortilla chips are somewhat thinner which avails the individual to even enjoy different kinds of chips. 
Price: The current generation highly prefers ready-to-eat snacks and thus the market is considerably huge. However, the emphasis of the brand is to keep the price affordable in comparison with other competitors which in turn aids the business to attain growth and revenue. The UK chooses its pricing strategy to be premium to attract the customers that are quality conscious and price insensitive. Whereas in Italy there is a balance between cost and quality such that artisanal products are of higher prices and traditional brands focus on differentiation. 
Place: Doritos being a multinational snack brand is available in many nations along with the UK and Italian marketplace. The brand due to the preferences of international taste, is preferable by almost every nation (Bourlessas et al. 2022). Moreover, the business setup its business through supermarkets, dealers, and retailers which helps the brand to reach customers in broader prospects. UK chooses the route of direct investment for market entry whereas Italy often focuses on exporting and licensing due to its culturally rich exports in the area of fashion and design sector. 
Promotion: The promotional strategies of the market are highly customer-centric and this helps the brand to attract more customers. The brand takes advantage of hoardings, TV commercials, and digital platforms to attract and draw in customers. 
People: The people of the brand are highly active in comprehending customer demands, their issues and preferences, and their perspectives and thus develop strategies to fulfil their demands (Donner and De Vries, 2023). The people that provide customers requirement in the UK are retail staff, Tour Guides and Customer service representative. Similarly, the people offering services in Italy are fashion consultants, Baristas and Artisans. 
Process: Doritos desires for attaining a smooth, customer-friendly journey and thus is highly concentrated to acquire customer experience through online surveys, and reviews. This helps the firm to comprehend the areas of development and customer demands. 
Physical Evidence: Physical shreds of evidence are the definitive proof of the standard of expertise that the business generally offers (Tandon and Verma, 2020). In general, when customers pay for any service, it expects to get the best service and this determines the probability of the customer to retain with the brand. However, the physical evidence is quite efficient for the pioneering snack brand, Doritos.  
Channels of Market Entry
Doritos being a multinational brand can enter into a new market to boost its growth and profitability. Therefore, in terms of entering into a new market, the firm can opt for market entry strategies. There are several market entry strategies that the firm can follow to enter into the new market among which the “partnering” and “joint ventures” option can be suitable for the company (Garcia-Blandon et al. 2021). It is because when the firm will opt for partnering aspects, it will make a strategic alliance with a well-established brand available within the market. This will assist the firm to grow and attract potential customers and thereby develop in terms of productivity and profitability (Caserio and Trucco, 2019). Along with that, “joint ventures” which is quite similar to partnering, can also be fruitful for the business because it entails the brand making strategic alliance with a similar kind of brand and then establishing within the new markets. 
Factors Influencing Marketing Method
There are several aspects that are associated with the marketing methods which include demand measurement and forecasting, market segmentation, target market, and market position. 
Demand measurement and forecasting: Doritos prior to launching any products within its business locale, makes an in-depth evaluation of the market size and the different possibilities available within the market. Considering this, the brand makes an in-depth evaluation of the available competing products and the future growth prospects within the market which in turn can aid the brand to attain insights into the potential for growth (Liu, 2021). 
Market segmentation: Considering the demand measurement and forecasting, the brand opts for segmenting the market and makes groups as per the offerings of the brands. Doritos being a snack brand, generally targets the younger generation and young adults through psychographic, demographic, and behavioral segmentation. 
Target market: The target market generally indicates the efficiency of the brand to reach segmented customers through its marketing practices. As the target market of Doritos is the younger generation and young adults, the brand proposes marketing strategies that are customer-centric that help to assess the needs and preferences of the customers and thus offer services that attract and draws in customers (Rasiah, 2019).
Market position: Doritos showcases its products in such a way that differentiates itself from the other competing brands and in turn, offers them a profitable strategic advantage among the target customers.  
All these aspects greatly influence the marketing method followed by Doritos for positioning itself as one of the leading brands within the Italian and UK marketplace. 
Advantages and Disadvantages of Market Entry Mode
Marketing entry strategies adopted by the business are associated with multiple benefits. Therefore, Doritos by leveraging the “partnering” and “joint ventures” strategic options for entering a new market can obtain several benefits. Firstly, it avails the business to enter into a new market and get adapted to that culture and in turn permits diversification while generating profits and revenue (Amicarelli et al. 2022). Additionally, it supports enhancing brand image and thereby boosts competitive edge. The firm by entering a new market and making market research can raise innovation within the organization and thereby fosters economies of scale. However, these approaches are also associated with certain disadvantages which include the requisites of extensive market research because entering into a new market requires a lot of resources, and entering into an unprofitable market can hinder the growth and profitability of the business (Mao and Guo, 2021). It can also impede existing relationships with the partnering brand and this results in the brand encountering legal constraints. Diversity within the culture can also impede business processes. Above all, the procedure is a lengthy process and therefore partakes a lot of time. 
[bookmark: _Toc139480243]Directional Development Strategy 
Definition
As per the viewpoint of Liu and Feng, (2019), corporations may determine an achievable goal for their development and breakthroughs by employing a directional approach to growth. It includes arriving at prudent decisions regarding the company’s future course of action in addition to concentrating different business endeavors on attaining defined objectives. This approach is distinctive due to the fact that it puts an intense focus on creating a concise and insightful vision for the company’s growth. An in-depth evaluation of the organization’s present scenario and external variables is typically where a directional plan for growth commences. This approach assists in identifying potential hazards and opportunities that could affect the growth of the business. Destek and Sarkodie, (2019), claim that this strategy needs to be implemented for the setting up of specific aims and targets, which become the basis for decision-making and allocation of resources. Identifying and taking advantage of the most ideal possibilities for advancement is the approach’s subsequent key aim. This might include developing novel products or services, tapping into emerging markets, boosting the firm’s investment portfolio, or forging strategic partnerships or acquisitions. 
Steps 
[image: ]
Figure 9: Illustration of Ansoff Matrix
(Source: expertprogrammanagement, 2023)
Market Penetration
Expanding its market share can assist Doritos maintain its supremacy in the UK market through saturation of the marketplace. Enhanced advertising expenditures, a broader reach network, and a focus on client retention tactics are all capable of accomplishing this. In addition, Apriyanto et al. (2021), state that Doritos may invest resources in targeted advertising strategies that bring in new categories of customers and boost its popularity. 
On the other hand, strengthen Doritos’ market share and customer retention in order to reinforce its presence in the Italian market. By performing targeted advertising initiatives, forging beneficial relationships with surrounding corporations, and delivering outstanding client care, this can be successfully attained. According to Nurahmi et al. (2023), Doritos could devote a greater focus on maintaining connections with corporate clients with the aim to broaden its market share in the business-to-business, or B2B, sphere. 
Market Development
Be on the lookout for new UK locations or client communities to reach out to. Doritos may personalize its offerings and marketing tactics in order to appeal to specific demographics, including individuals of various ages who like to consume crackers and nachos. Additionally, Haryati et al. (2019), demonstrate that Doritos might look into introducing fresh endeavors in areas or sectors that could reinforce and augment its present operations.
Similarly, seek approaches for tapping into unfamiliar Italian spatial or clientele niches. In an effort to reach particular target groups, including individuals of different ages or the burgeoning younger generation, Doritos may personalize its offerings or promotional tactics. Furthermore, Doritos can look at the financial advantages of entering the Italian food and beverage sector to maintain its foothold and client loyalty in the Italian marketplace.
Product Development
Introduce novel items on an ongoing basis to accommodate the ever-changing demands of the UK market. Doritos can broaden the selection of chips it offers or look into new product innovations and development. Rucitra, (2020), postulates that the firm could invest in R&D to entice clients with the intention of delivering unique tortilla chips in an assortment of alluring varieties.
Similarly, Doritos can make adjustments and enhancements to its current items so as to provide clients with innovative and better alternatives. This could boost sales and product consumption given that it seeks to satisfy the unique needs of Italian clients. To be able to comprehend and anticipate innovative areas of consumer desire, Doritos frequently take part in R&D operations. Following this, Ducrée, (2019), asserts that the corporation develops novel offerings, presents them to the marketplace, and proceeds through an NPD procedure. As an outcome, the business’s access to new market groupings becomes easier and its scope of influence is broadened. Beyond that, Doritos may collaborate together with various businesses in strategic alliances to look into potential directions for the development of products. 
Diversification
With the goal of effectively entering the UK marketplace, Doritos may broaden into a “conglomerate” by developing a completely unrated firm. To be able to broaden its offerings through a fresh venture, Doritos might have to look at novel ideas for businesses and possibilities to start up or acquire.
Besides that, Hermawati et al. (2020), opined that in an attempt to expand into emerging markets and attract novel customer segments with products and amenities that are entirely distinctive and unrelated to its present products, Doritos might collaborate with, or acquire businesses and firms that are intrigued by it so as to successfully penetrate the Italian marketplace for attracting a large consumer base. 
[bookmark: _Toc139480244]Recommendation 
The operations and corporate approach of Doritos require to be reformed in order to satisfy the requirements of clients in both the United Kingdom and Italy due to fluctuations in consumer tastes and preferences between the two nations. To achieve success in the UK market, Doritos must first focus on localizing their products and tailoring their offerings to the individual taste requirements of UK consumers. TOWS matrix is applied to recommend Doritos to be able to successfully incorporate reformation in the operations of the company in both the UK and Italy. Since both nations are culturally different as well as their tastes and preferences. 
Strengths-Opportunities (SO): The company must leverage the strength of its presence in both geographical locations through brand innovation and innovating such products that develop brand loyalty. The tailored product offered by a company along with targeted advertisements and marketing campaigns oftentimes is able to reach customers and contributes to consumer conversion. 
Weaknesses-Opportunities (WO): With the help of timely resolving the weaknesses such as the issues of adaptation which is limited to the local market and offering a sophisticated infrastructure to address consumer grievances. By directing the funds of the organizations towards the development of efficient customer support and forming alliances with local businesses the company will be able to strengthen its supply chain.
Strengths-Threats (ST): The potential threats experienced by Doritos can be subdued by the unique pricing strategy of the brand and the luring offers. To leverage this advantage the company must create a pricing strategy to spark competitiveness on the basis of pricing policies so as to attract price-conscious customers.          
Weaknesses-Threats (WT): Certain threats that the company is experiencing such as localization and cultural adaptation. To deal with this the company must develop marketing strategies in a manner that is personalized to meet the preferences of the customer base of the local market.
[image: https://lh6.googleusercontent.com/wCGdEPTX8UvZ8SGvvtSzECx4M_9ULjGLaCzWbfLzhswPjTiEVvTsak06X3hmrf32UbmTOszTUEPKxRg5ustuQL6g7lWRW-4-qwIi8Gep32gqX3foAUcb-AsuUY7pnPODCx9XT2QIHoaYXaMyORK2Kx8]
Figure 10: TOWS Matrix for Doritos
[Source: Digitalleadership, 2022]
[bookmark: _Toc139480245]Conclusion 
For a firm to prosper and achieve notoriety on a global basis, overseas promotional efforts and company growth are of the utmost importance. A corporation has the potential to make use of worldwide expertise and financial resources through worldwide marketing with the goal to enhance efficiency, earnings, and profitability. With the assistance of a multination corporation, Doritos, the importance of a global marketing approach has been evaluated in this course of study. The corporate organization’s marketing tactics have been looked into in tandem with several useful frameworks and concepts. In addition, numerous tactics have been talked about as a way to achieve an extensive comprehension of Doritos’ performance.
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