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Anomauyia: 'V cmammi oocniocyiomecs mapkemunzogi nioxoou Domino’s Pizza ax anobanvnozo 6pendy y cehepi
docmasku iici. Ananizylomecsi yugposa mparcgopmayis, iHHOBAYIUHI piuleHHs ma a0anmayis 00 JIOKANbHUX PUHKIS.
Ocobnuea ysaza npudinA€emvca poii MexHonN02id i KIIEHMOOPIEHMO8AHOCMI Y (OPMYBAHHI KOHKYDEHMHUX nepesaz
KOMNauii.

Knwuosi cnosa: Domino’s Pizza, mapkemune, yupposi mexuonozii, nosuyionyéanns 6pendy, 0ocmaska idici,
JIOKANi3ayisl.

Abstract: The article examines the marketing strategies of Domino’s Pizza as a global food delivery brand franchised. It
focuses on digital transformation, innovation, and adaptation to local markets. Special attention is given to the role of
technology and customer orientation in building competitive advantages.
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Introduction

In the modern service economy, speed, convenience, and technological integration are key factors of success.
Companies operating in the food delivery sector must continuously innovate to meet increasing customer
expectations. Franchising combines some advantages of both corporations and small businesses. In franchising, a
large company allows one or several entrepreneurs to use the corporate brand name. But in return, a franchisee has
to pay the company a part of her or his profits and also must observe the company's format. Franchisees get
advertising and training from the company that helps them manage their business. This continuous support is one
of the great advantages of franchising. Domino’s Pizza is a clear example of how effective marketing and
operational efficiency can transform a simple product into a global brand. Founded in 1960 in the United States,
Domino’s has expanded to more than 90 countries worldwide. Over time, the company has evolved from a
traditional pizzeria into a technology-driven delivery network, where digital tools and logistics play a central role.

Statement of basic materials

The business model of Domino’s Pizza is based on speed, standardization, and consistency. The company
focuses not only on the product itself but also on optimizing the entire delivery process, ensuring reliability and
high service quality across different markets. One of the defining features of Domino’s strategy is its strong
emphasis on digital technologies. The company actively uses mobile applications, online ordering systems, and
automated platforms to simplify customer interaction. A significant share of orders is placed through digital
channels, which demonstrates the effectiveness of this approach. Customer engagement is enhanced through
loyalty programs, promotional campaigns, and personalized offers. These tools encourage repeat purchases and
strengthen long-term relationships with customers.

Localization is another important element of the brand’s strategy. Domino’s adapts its menu, marketing
communication, and advertising content to local cultural characteristics. For example, in Asian markets the focus
is placed on shared meals and local flavors, while in European countries convenience and speed are emphasized.
In Ukraine, the brand adapts to local preferences and actively engages with customers through social media and
interactive campaigns. In contrast, in the United States Domino’s highlights innovation, technology, and efficiency
as its main competitive advantages.



Innovation also plays a key role in logistics. The company experiments with artificial intelligence, drone delivery,
and robotic systems to improve efficiency and reduce delivery time. In addition, Domino’s supports social
initiatives, contributing to a positive brand image.

Conclusion

Domino’s Pizza demonstrates how marketing strategies, technological innovation, and local adaptation can
create a strong global brand franchised. Its success is based on the integration of digital solutions, efficient
logistics, and customer-oriented approaches. By focusing on the overall customer experience rather than only the
product, the company maintains its competitive position in the global market. As a result, Domino’s Pizza
represents a modern model of a brand that combines speed, innovation, and reliability.
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