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[bookmark: _Toc88837896]Introduction
[bookmark: _Toc88837897]This report aims to critically analyse the strategic management of any small and medium enterprise (SME). In this report, the SME which is selected for analysis is Domino’s Pizza. Domino’s Pizza Inc. is an American multinational pizza chain founded by Richard Allison, the company's CEO, in 1960. The company is serving nations worldwide with its world-class Pizza’s (Domino’s Pizza, 2021).
This report aims to analyse the internal and external environment of Domino’s Pizza critically. Afterwards, this report will be performing the stakeholder analysis and evaluating the expectations of the stakeholders. Afterwards, the application of a range of relevant academic theories/models will be discussed in this report. Later this report will be providing a critical appraisal of Domino’s Pizza current strategic direction and then determine the depth and clarity of the proposed new strategy for Domino’s Pizza.
Critical analysis of Domino’s Pizza internal and external environment
[bookmark: _Toc88837898]Porter five forces
[bookmark: _Toc88837899]As per the research by Johnson and Scholes (1997), the Porter five forces determine the different forces which can result in the threat for an organisation. As per the research by He, Wang, and Zha (2014), due to the very little amount required to open a pizza shop, there are higher chances for new entrants in the market, resulting in a threat for Domino’s Pizza. Additionally, the bargaining power of suppliers for Domino’s Pizza is low as the company works on a competitive pricing policy, due to which the presence of the company in the international market favours the organisation (Bell, Andrews & Shelman, 2012). 
Additionally, according to the research by He, Wang, and Zha (2014), due to the lower price of opening a new pizza shop, there is always a threat of substitute products for domino’s Pizza. Moreover, there is also a threat of buyers bargaining for price decrease due to the moderate bargaining power. However, within innovations, Domino’s Pizza can overcome this hurdle. Due to various competitors, domino’s Pizza always faces stiff competition from rivals such as Pizza Hut or Papa John’s.
SWOT analysis
[bookmark: _Toc88837900]According to Weihrich (1982) research, the SWOT analysis is the best strategy to determine the organisation's strengths, weaknesses, opportunities, and threats. In the case of Domino’s Pizza, the company's strengths include quick service and deep menu, low-cost alternative, efficient supply chain, healthier alternatives and fantastic channel network. Additionally, the weaknesses of Domino’s Pizza include complexity in operations due to many outlets, decreasing sales within mature markets, lower staff retention rates, and fewer eateries available (Morris, Shirokova & Shatalov, 2013).
The opportunities of Domino’s Pizza, as explained by Beamish, Southam and Beamish (2021), include expansion in the market, penetration in the market, health-conscious eatables and opening restaurants in the downtown areas will increase brand recognition. The threats faced by Domino’s Pizza include changing the eating habits of consumers, direct and indirect competition and rising costs (Greenberg, 2017).
PESTEL analysis
[bookmark: _Toc88837901]According to the research by Johnson and Scholes (1997), political factors affect the organisation's productivity in a very detrimental way. As Domino’s Pizza is a multinational company, in this regard, the company needs to determine the political factors which might affect the organisation, such as the regulations related to wages, food quality and hygiene needs to be varied from country to country. Moreover, according to Epstein, Elkington and Herman (2018) research, economic factors are also important for an organisation as they determine how the business can work efficiently. In the case of Domino’s Pizza, the company needs to make sure of the unemployment rate, deflation and growth rate in the chosen market. Before investing in any new market, Domino’s Pizza also needs to be aware of the different cultures in different nations, such as demography trends and participation of women and other social factors. Due to recent innovations in the market, Domino’s Pizza needs to innovate something new to survive with the help of recent technologies. Additionally, the company must also make sure that it is aware of the legal factors in various nations to avoid defamation in any market (Ageenko, 2017).
Conduct a stakeholder analysis and an evaluation of stakeholder expectations
According to the research by Smudde and Courtright (2011), the company's stakeholders can be determined as the people or the party who have any interest within the company. Alternatively, the stakeholders are those entities that either be affected by the business's presence or might affect the business.  As Domino’s Pizza is a pizza serving company, in this regard, the stakeholders of domino’s Pizza are directors, managers, the community, suppliers and the customers, as can also be seen in fig 1.
[image: ]
Figure 1 Stakeholder analysis map of Domino’s Pizza
[bookmark: _Toc88837902]Directors
[bookmark: _Toc88837903]As per the research by Blake (2016), directors within any business are those entities that are paying all the expenses which are occurring within the business for the registration and the promotion of the brand, and they also have abilities to determine the powers which might not be under the ordinance as per the resolution and the articles. In the case of Domino’s Pizza, it can be determined that the directors have a very high power within the company. In addition to this, the directors have very little interest in what is happening within the business daily. As directors are usually very busy people, they do not bother about hiring or recruiting the employees of Domino’s Pizza. However, in some cases, the directors involved fire or recruit someone within the company. However, the overall interest of the director within the company is very low.
Managers
[bookmark: _Toc88837904]As per the research by Wheelen et al. (2017), managers within the organisation are the people who manage the activities of the others within the business. By performing the daily work at different stages required to be done, there are different managers within the different levels of the business. As in the case of Dominos, the business is not in any specific place. However, the business has outlets in different parts of the world. Due to this reason, the manager for each outlet of Domino’s Pizza is different. The managers have high power to recruit or fire someone, whereas they are also interested in the day-to-day activities of the restaurant. The managers of Domino’s Pizza are the entities that have a very strong position within the business. In this case, domino’s Pizza is required to keep them happy with the attractive packages to put up their all energy to maintain and improve the business employees' services. As the managers within the business have very high power, it is required to increase the retention rate of the managers so that they are not joining the competitors like pizza hut and Papa John’s, which can increase the rivalry.
Community
[bookmark: _Toc88837905]Rendering to Laroche et al. (2012) research, the community can be determined as the local groups of people in the business area. In addition to this, in the current era, the people are craving the community more than has been observed before. For the prosperity of the business, it is required to keep the community happy. In the case of Domino’s Pizza, it can be seen that the company is a multinational company which means that it has outlets in different communities across the world. In this case, domino’s Pizza needs to keep the community informed and consent with everything. Because as per the research by Laroche et al. (2012), community plays a vital role in building brand loyalty, improving the outcomes, understanding the customers and increasing brand awareness. 
In the case of Domino’s Pizza, the restaurant can improve brand loyalty, improve its outcomes, increase its brand awareness, and understand the customers in more detail if it has good relations with the community. It is imperative to succeed within the society without having a good relationship within the community. It can be said that the community has very high interest and very high power within the business provided by domino’s Pizza.
Customers
[bookmark: _Toc88837906]As per Vitell (2015) research, the customers can be determined as the main people due to which the business works and flourishes. If no customers buy the products or use the services, the business will lose profit and go bankrupt. In the case of Domino’s Pizza, it can be observed that the customers are the entities that do not have a high power within the company. However, they are very interested in the services and products which are offered by the business. In order to make the customers happy and satisfied, it is required for Domino’s Pizza that the customers should be provided with a high quality of food at the most affordable price within the market. Because if Domino’s Pizza takes a high amount of money without providing quality food, the customers will divert away from competitors, which is a threat for Domino’s Pizza. Additionally, suppose the new products are not offered to the customers (Domino’s Pizza, 2021).
Suppliers
[bookmark: _Toc88837907]According to the research by Grimm, Hofstetter and Sarkis (2014), suppliers for any business are those entities that provide the business with the raw products used to develop the finished product. In the case of Domino’s Pizza, the suppliers provide the company with bread, chicken pieces, cheese, vegetables, and various other products required to make the recipes the restaurant offers. 
The suppliers can be deemed as not having much interest within the company; however, they have very strong power in managing the restaurant and controlling the profit earned by the restaurant. For instance, if the supplier increases the prices of the products offered by the restaurant, then there will be very little margin left for Domino’s Pizza to earn the profit. Similarly, if the prices of the raw products are decreased, the margin gained by Domino’s Pizza will increase. Due to which it can be said that the suppliers of Domino’s Pizza need to be kept happy and satisfied so that they can provide the raw materials to the restaurant with the least amount of commission possible so that Domino’s Pizza can earn more profit and revenue.
Application of a range of relevant academic theories/models
[bookmark: _Toc88837908]The marketing mix
[bookmark: _Toc88837909]Product
[bookmark: _Toc88837910]According to Yasanallah and Bidram (2012), the product factor within the marketing mix determines the consumer's needs and what features the products require to meet those needs. Additionally, it also determines how and where the consumer will consume the product. As per the research by Idris et al. (2021), Domino’s Pizza is famous worldwide due to the fresh Pizza provided by the company. The box which is designed by the company make the contents inside hot and fresh. As it is a multinational company, the products are vegetarian and non-vegetarian to please the consumer. Additionally, dominos has also been adding unique local flavours to the menu list to please the local consumers of the area where the outlet is located. Additionally, to meet the different appetites of people, the Pizza provided by Domino’s Pizza comes in different sizes: large, medium and small-sized pizzas (Domino’s Pizza, 2021).


Moreover, there are different varieties of flavours in which the Pizza is provided according to the local taste, due to this, the flavours in which the Pizza is sold. Domino's Pizza's famous varieties and flavours are Camembert and Chicken Pizza, Grand Supreme Pizza, Prawn Pizza, Seventh Heaven Pizza, Zesty Chicken Pizza, and Mexican Green Wave and Country Special Pizza (Domino’s Pizza, 2021).
Price
[bookmark: _Toc88837911]According to the research by Leonidou, Katsikeas, and Morgan (2013), the price factor in the marketing mix determines the range of the perceived value of the final product, the price points established sensitively, and how sensitive the consumer is regarding the price of the product, as can be determined on the official website of Domino’s Pizza, that the main target of the company in the middle- and lower-class-income groups. This means that these groups of people will be demanding the best quality of the product at the most reasonable and affordable pricing. Due to this reason, Domino’s Pizza has been keeping up with a consistent and uniform pricing policy so that the consumers of these groups can avail the services. 
By providing a consistent and uniform pricing policy, Domino’s Pizza keeps the base price in check, which results in helping the company to attract a greater number of customers towards the company. Compared to the Pizza hut prices, the prices of Domino’s Pizza are relatively lower, due to which the consumers divert to Domino’s Pizza instead of Pizza hut. However, the prices of the products are higher compared to McDonald's and KFC, due to which the consumers can divert to indirect competitors. Moreover, Domino’s Pizza also tries to maintain the price level by regularly introducing innovative and new schemes launched by the company. Due to this, the customers get the value for money and remain loyal to Domino’s Pizza (Domino’s Pizza, 2021).
Place
[bookmark: _Toc88837912]According to the research by Yasanallah. and Bidram (2012), the place factor within the market mix determines s if there is any place utility within the product, how proper distribution channels can be redesigned and how competition can be beaten within the distribution channel. According to the research by Tingling, Gemino and Parker (2011), it can be articulated that Domino’s Pizza has maintained a very direct and straight channel with the customers for a long time. This is done by either a call or a message which the customer is sending. Additionally, in the current era, Domino’s Pizza has also started its mobile application for android and IOS, which helps the consumers order the food from the restaurant online. There is an option for the customers to pay the money online or by cash when the food is received. In either case, the food is delivered to the consumer and subsequently received from the person who ordered the food at their doorstep without any additional charges. As soon as the order is placed, the delivery route to deliver the food is determined, so that minimum time is taken for the food to reach the consumers. (Domino’s Pizza, 2021).
Promotion
[bookmark: _Toc88837913]Rendering to Leonidou, Katsikeas and Morgan (2013) research, the promotion factor determines the strategy that will be applied by the organisation, which might be a push/pull strategy. This factor also determines the advertising strategy and time for the advertisements and promotions. It was depicted in the research by Jham and Tandon (2012) that one thing which helps Domino’s Pizza is that contacting the consumers directly when they want to use the services. Through this idea of maintaining contact with the consumers, the company has achieved much success. 
Due to this strategy, Domino’s Pizza is famous worldwide that no matter where the consumer's house is located, Domino’s Pizza will be delivering the fresh and hot Pizza just within 30 minutes after the order is placed. This is because of Domino’s Pizza’s promotion strategy, according to which the company challenges that if the Pizza is not delivered to the given address within thirty minutes, then the consumer has the right to use the product without giving the money. Additionally, Domino’s Pizza also evaluates the strengths and weaknesses of the competitors such as Papa John’s and Pizza Hut. However, they are not promoting the same thing to deliver the Pizza within 30 minutes as is being done by Domino’s Pizza (Domino’s Pizza, 2021).
Mintzberg’s 5 Ps of Strategy
[bookmark: _Toc88837914]Plan
[bookmark: _Toc88837915]According to the research by Mintzberg, Ahlstrand and Lampel (2009), the plan is the first factor of Mintzberg’s 5 Ps of Strategy in which the organisation takes careful crafter steps which result in the prosperity of the organisation and help it achieve success within the market. As per the research by Hartley (2015), Domino’s Pizza has already made plans to be successful in the market, due to which the company has developed their kitchen, which is full of the equipment which allows the company to produce Pizza’s which taste better. Domino’s Pizza uses state-of-the-art technology, which helps the organisation maintain the customers, compared to the basic ovens that the competitors are using. This also helps the organisation in achieving success.
Ploy
[bookmark: _Toc88837916]Rendering to the research by Wolf and Floyd (2017), the ploy in Mintzberg’s 5 Ps strategy determines any specific move by the company designed to trick and outwit the competitors. In the case of Domino’s Pizza, it can be said that the biggest trick or ploy which Domino’s Pizza is doing is that the company manages to prepare the oven hot and fresh pizza within thirty minutes of receiving the food request from the consumers. The state-of-the-art technology, which makes the Pizza tastier, also helps the organisation prepare the food in relatively little time compared to the competitors such as Pizza Hut and Papa John’s. Due to this strategy f the company, the company is famous worldwide for delivering the food within thirty minutes of the order being placed.
Pattern
[bookmark: _Toc88837917]It was articulated in the research by Mintzberg, Ahlstrand and Lampel (2009) that the pattern in Mintzberg’s 5 Ps strategy determines the regularity in the consistency which is being applied within the strategic actions of the business or firm. For instance, if any company determines that the competitor is leaving it behind, it also introduces new products that can remain in the market. In the case of Domino’s Pizza, it can be observed that the company regularly innovates new products by adding new features or flavours in the pre-existing Pizza’s which the company is delivering. This helps Domino’s Pizza be within the people's eyes as people are attracted to try something new. Additionally, through this technique, Domino’s Pizza also tests the customers' responses regarding the new product, and if the product is successful, the product becomes one of the items on the menu; otherwise, it is removed and discontinued. 
Position
[bookmark: _Toc88837918]According to de Barros and De (2013) research, the position in Mintzberg’s 5 Ps strategy determines the place of the company or organisation within the industry and the competitors within the industry. In the case of Domino’s Pizza, it can be observed that the company is always surrounded by different competitors such as Papa John’s and Pizza Hut. However, the strategy of Domino’s Pizza, which aims to supply food for middle- and low-income group people and the pricing policy by the company always attracts the consumers. Additionally, the delivery within thirty minutes is especially for the consumers who require food in little time. Due to these strategies by the company, Domino’s Pizza held the most prominent position in delivering high quality, oven-hot fresh food to the consumers within thirty minutes which the consumers always prefer.
Perspective
[bookmark: _Toc88837919]According to the research by Mintzberg, Ahlstrand and Lampel (2009), the perspective is the factor in Mintzberg’s 5 Ps strategy, which determines how the organisation's executives interpret the landscape around them. In the case of Domino’s Pizza, it can be observed that initially, the company only served the customers by phone calls or the internet website. However, as the other companies such as KFC, McDonalds and Pizza Hut launched their mobile applications so that consumers could be contacted, the executives of Domino’s Pizza did let themselves behind the competition. This resulted in developing a dedicated mobile application through which the consumers can order the food and look for the menu and the products offered by Domino’s Pizza. However, it can be said that the executive of Domino’s Pizza interpreted the landscape around them in a very promising way.
Critical appraisal of Domino’s Pizza’s current strategic direction
[bookmark: _Toc88837920]According to the research by Young and Flowers (2012), there are several strategies that Domino’s Pizza is applying to have a competitive edge over the other competitors. The strategies which Domino’s Pizza is applying are 
BCG matrix as the marketing strategy
[bookmark: _Toc88837921]Rendering to the research by Clegg et al. (2020) Boston Consulting Group (BCG) matrix is one of the planning tools that use the graphical representation of the services and products offered by the company. This helps the company determine what it should be doing and what it should stop doing. As per the research by Domino’s Pizza makes use of this strategy in offering vegetarian and non-vegetarian Pizza and other items on the menu with different toppings which the consumer can select. Due to this reason, the Pizza by Domino’s Pizza is in heavy demand by the consumers as their Pizza are very popular. Due to this, Domino’s Pizza has taken away the market share held by Pizza Hut previously. Additionally, the company also determines that what the local cultures are. For instance, Domino’s Pizza determined that in India, vegetarian Pizza is in higher demand than non-vegetarian Pizza due to the taste and the traditional norms in the customers.
Distribution Strategy
[bookmark: _Toc88837922]Rendering to the research by Hartley (2015), the distribution strategy is the other strategy that has provided a vital role in increasing the market share of Domino’s Pizza. The distribution strategy which Domino’s Pizza is implementing can be deemed as vertical. The delivery service of Domino’s Pizza promises the customers that the Pizza will be a deliverer to them within thirty minutes of the order. 
If the order is not received within the first thirty minutes, then the Pizza and other food items can be consumed by the consumer for free. This has resulted in the Domino’s Pizza attracting millions of loyal customers aware that the oven hot fresh pizza will be delivered to their doorsteps within thirty minutes. Additionally, in many countries, Domino’s Pizza has its plans, whereas, in some countries like Nepal, Bangladesh and Sri Lanka, the company has franchises that deliver the product to the customers.
Competitive Advantage
[bookmark: _Toc88837923]According to the research by Kumar (2015), Domino’s Pizza is the most superior pizza delivery restaurant in many countries; however, to maintain the legacy, Domino’s Pizza needs to determine some of the elements that have an advantage. The supply chain of Domino’s Pizza offers a vertical supply chain within the industry. This means that Domino’s Pizza helps the company to grow. Additionally, the vertical alignment is also helping the industry in aligning control the structure of cost and resources to be more aligned within the market. Additionally, the company's on-time delivery has helped the company achieve its goals and the position that the company is enjoying. 
Furthermore, as per the research by Park et al. (2012), the low cost of the products being sold by Domino’s Pizza is also one of the major components which have played a vital role in increasing the competitive advantage for the company. Due to cheaper costs for the Pizza’s, Domino’s Pizza has taken over the market share and customer share of the competitors such as Pizza Hut and Papa John’s
Brand Equity
[bookmark: _Toc88837924]Rendering to the research by Zhang et al. (2015), the business's brand equity determines how the company or the brand has differentiated itself from the pool of the competitors. Domino’s Pizza has been focusing on how it can be different from the others, due to which the company has been working on this strategy since its formation. Previously the pizza market was dominated by Pizza Hut. However, due to the different strategies being applied by Domino’s Pizza, the company managed to make it to the rank of 301 according to the Forbes list. On the same list, Pizza hut holds the position of being the 355th. Schemes such as delivering the food in thirty minutes have been one of the most popular campaigns by Domino’s Pizza, due to which the company managed to lead Pizza Hut and different other competitors.
Segmentation targeting and positioning
[bookmark: _Toc88837925]Rendering to the research by Kumar (2015), segmentation and targeting are also among the most effective strategies that Domino’s Pizza is practising. Domino's Pizza's segmentation and targeting strategy have segmented consumers into three categories depending on their demographics, geographic, and consumer-based model. According to Domino’s Pizza, the first category is the younger customers aged 18 to 35. This category of consumers brings a large amount of revenue to Domino’s Pizza. The second category is the group of working professionals. The consumers included in this category are related to the jobs industries and who frequently require food. The third category of consumers is the event organisers. Domino’s Pizza has included the people in this category who are setting up or involved by any means in birthdays, parties and different occasions. 
Depth and clarity of the proposed new strategy	
[bookmark: _Toc88837926]Sustainability
[bookmark: _Toc88837927]Rendering to the research by Zsóka et al. (2013), due to increasing awareness of the people towards sustainability, more and more companies are moving towards developing products that are more sustainable and have zero carbon emission. As per the research by Chouinard, Ellison and Ridgeway (2011), in the coming times, it is possible that the companies that are not sustainable enough might not be preferred, and people might stop buying or using the products and services offered by the business.
In the case of Domino’s Pizza, it is suggested that the company develop more sustainable products and services as the future requires the industries to be green to operate. In this regard, Domino’s Pizza can develop a recyclable box in which the food is being delivered to the consumers. Similarly, the company can also develop ovens that are more sustainable and have almost zero carbon footprints. This will increase the business and revenues which Domino’s Pizza earns. According to the research by Chang (2011), in the current era, sustainable industry increases the competitive advantage and enhances the brand.
Additionally, being sustainable means that most of the products will be recycled; hence Domino’s Pizza will be required to spend a very small amount of goods, reducing the overall costs and increasing productivity. Moreover, the energy efficiency will improve, and the carbon risk will be minimised. This will help Domino’s Pizza work efficiently in the future if, due to carbon emissions, the countries might start closing the business, which is not sustainable.
Self-service screens
[bookmark: _Toc88837928]According to the research by Campbell, Maglio and Davis (2011), self-service screens allow the consumers to directly select what they need to buy from the shop or the restaurant they are visiting. In the case of Domino’s Pizza, the company can also introduce the self-service screens offered by restaurants such as McDonald's (Akcam, 2020). With the help of the self-service screens, the consumers who are in the franchise of Domino’s Pizza can select any bread, topping and flavours for their Pizza. In addition to this, Domino’s Pizza can also provide their consumers with the flexibility to make up their deals to change the items in any specific deal and swap them with the product they liked. This will be very advantageous for Domino’s Pizza as the consumers will be having the flexibility of swapping the items in the deal with their own choice. 
Rendering to Hanks, Line and Mattila (2018) research, self-service screens result in providing advantages to the business in quicker service, improved satisfaction of customers, increased profits, a greater number of consumers, adaptability, connectivity and resources are saved. If Domino’s Pizza implements similar technology within its franchises worldwide, it will increase profits for the organisation.
Conclusion
This report aims to critically analyse the strategic management of any small and Domino’s Pizza Inc. it is concluded that the bargaining power of suppliers for Domino’s Pizza is low as the company works on a competitive pricing policy, due to which the presence of the company in the international market favours the organisation. 
Due to the lower price of opening a new pizza shop, there is always a threat of substitute products for domino’s Pizza, due to which it is recommended that Domino’s Pizza makes continuous efforts to lessen the competition and have a competitive advantage over the rivalries. The strengths of Domino’s Pizza are concluded as service and deep menu, low-cost alternative, efficient supply chain, healthier alternatives and fantastic channel network. In contrast, the weaknesses of Domino’s Pizza include complexity in operations due to many outlets, decreasing sales within mature markets, lower staff retention rates, and fewer eateries available. The stakeholders of Domino’s Pizza are determined as directors, managers, the community, suppliers and the customers who need to be kept in mind when implementing any new strategy.
Moreover, it is concluded that in the current era in which companies are moving towards sustainability, Domino’s Pizza is also suggested to develop more sustainable products and services as the future requires the industries to be green to operate. In this regard, Domino’s Pizza is concluded to develop a recyclable box in which the food is being delivered to the consumers. Similarly, the company can also develop ovens that are more sustainable and have almost zero carbon footprints. This will increase the business and revenues which Domino’s Pizza earns. Additionally, it is concluded that the company can also develop self-service screens to facilitate the customers. The Domino’s Pizza franchise consumers can select any kind of bread, topping, and flavour for their Pizza. In addition to this, Domino’s Pizza can also provide their consumers with the flexibility to make up their deals to change the items in any specific deal and swap them with the product they liked. This will be very advantageous for Domino’s Pizza as the consumers will be having the flexibility of swapping the items in the deal with their own choice. It is concluded that by applying these strategies, Domino’s Pizza will always have a competitive edge over the other competitors in the market.
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