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Competitive Strategies
The generic competitive strategies involve the framework used for making decisions that enable a company remains relevant in the market. These strategies are long-term and assess the strengths and weaknesses of the organization (Hill & Jones, 2012). Any firm will use different methods to gain competitive advantage, retain and acquire new markets, satisfy the needs of customers and provide superior value to their products. The company has to conduct a SWOT analysis before choosing the best competitive strategy to acquire a market share. 
The first strategy is known as the low-cost provider that involves being price sensitive. The market segment involves consumers with limited incomes. Therefore, the profits from these clients are thin since the customers are great in number, but the prices need to be low. A company in this category underprices its products to minimize competition. The broad differentiation strategy takes into account the needs, behaviors, tastes, value and willingness to pay of the buyers (Porter, 2008). Therefore, the products created are unique and appeal to a broad spectrum of consumers.
The third competitive strategy is the best-cost provider strategy that involves giving clients value for their money through incorporating good to excellent product characteristics at a lower cost than the rivals in the market (Hill & Jones, 2012). The aim of using this strategy is to have the best costs and prices against substitute goods. A company can also choose to use the focused strategy that is based on low costs. This method involves focusing on a narrow buyer segment. The firm competes with its rivals by providing goods at a lower cost. Therefore, it can serve the niche market at lower prices 
The last approach is the market niche strategy based on differentiation. This method focuses on a narrow market and having a competitive advantage through providing customized attributes to the products that meet the specific tastes and requirements of the buyers (Porter, 2008). The products are also better than those of the rivals.
Scenarios where the Strategies Work Best
The low-cost provider is operational in low-income earners markets especially for basic commodities such as grocery foods and cleaning detergents. In this market, the number of rivals is high. Therefore, the company needs to reduce prices to acquire more customers. The market niche based on differentiation is for high-end consumers who can purchase luxurious goods. These clients look for wowing and valuable products that have been custom made. They do not care about the price. Examples of such markets include Godiva chocolate and Apple Inc.
Tata Starbucks
The company was launched in 2012 in India through a 50:50 joint venture. The food joint is well-known by youth, office professionals and families due to their localized menus and quality food. The company uses focused strategies for low cost and product differentiation. In its bid to acquire a larger market share, the business has set lower prices than its rivals. Additionally, it focuses on niche customers by providing menus that are tailored according to the tastes and preferences of the customer. These two strategies have made the firm one of the best eateries in India.
The Fast Food Industry
The fast-food industry is made of large companies that are highly competitive. The strategies used by these businesses involve staying in touch with the customers by providing products that are of high quality at reasonable prices. Additionally, this industry focuses on market segmentation and provision of loyalty programs to acquire more competitive advantage against rivals. Some of the key players in this industry include McDonald's, Chipotle and Domino's Pizza.
McDonald's
This is the biggest fast-food chain restaurant in the world.  It was established in 1940 by Richard and Maurice McDonald (Kapoor, Paul & Halder, 2011). The company uses its low costs and low prices strategies to penetrate through the existing and new markets. For example, the firm can use joint ventures and franchising to acquire new markets in different countries. Additionally, the company uses broad differentiation strategy to acquire product development. The company increases its line of products by differentiating the existing ones regarding tastes, flavors and the packaging styles used. Therefore, McDonald’s uses cost leadership to acquire market growth and establish its brand image.
Chipotle
The company opened its first joint in 1993 using simple techniques of providing high quality and classic foods to the clients (Barron, 2014). The firm uses superior raw ingredients and top-notch cooking techniques. This chain of restaurants uses the focus differentiation strategy to acquire a competitive advantage. The market for the business is narrow since Chipotle has set itself away from other fast food companies. The company use differentiation in the food preparation techniques and serving organic foods that have the best taste and nutrition value. Therefore, Chipotle is an oligopoly with the main competitors being Taco Bell, Qdoba, and Panda restaurant. The prices of the firm’s products are high since they bring an illusion of high quality and value to the consumers. Additionally, the chefs use innovative ways to make the menus different from those of competitors.
Domino’s Pizza
The fast-food restaurant was founded in 1960 (Kapoor, Paul & Halder, 2011). The company provides quality and fresh pizzas. The packaging styles used are designed to keep the food content hot and fresh. The business mainly uses the best-cost provider strategy whereby their goods are of high-quality and are made from the best raw materials, yet the pricing is lower than that of the competitors in the industry. In all their stores they have a constant base price that attracts customers. Additionally, the firm adds value and quality to their products through differentiation regarding the packaging styles and increasing their product lines. They do not only produce pizzas but have incorporated other products such as garlic bread, taco Indiana, chicken wings, and choco lava cakes. These products give the customers a wide range of options to choose from. 
Conclusion
The competitive strategies used by companies determine their survival in their specific industries. Some firms perform better through the use of lower prices while others target high-end clients, therefore, use the focused differentiation strategies to maintain and acquire new clients. The competitive strategies focus on the strengths, weaknesses, opportunities, and threats of the company. The management of the firm needs to ensure that the products are of high-quality, the best promotion strategies are used in acquiring the competitive edge, the channels to sell their products and the best prices for the goods and services. The three companies in the fast food industry have maintained their market share through having the right marketing mix that is focused on the strengths and opportunities available for the businesses.
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