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Dunkin’ Donut’s Situational Analysis

The focus of this situational analysis is Dunkin’ Donut, and the objective of the analysis is to understand the company and its core products. Additionally, the analysis will explore the core products provided, a brief history of the business and the current competitors. A SWOT analysis will be implemented to explore the strengths opportunities, weakness, and threats that face the business to understand better the marketing focus Dunkin’ Donuts should undertake.

Company description

Dunkin’ Donuts is the leading baked goods and coffee chain store in the U.S. It serves about three million customers each day and operates over 11,300 restaurants in 36 countries (Dunkin’ Donuts, 2018). Dunkin’ Donuts as noted on their website is a subsidiary of the Dunkin’ Brands Inc. and expands its operations through franchising (Dunkin’ Donuts, 2018). Its position has been based on the premise that it provides good quality and fresh donuts in addition to other baked goods.

Core products and services

At Dunkin’ Donuts customers can access donuts, bagels in addition to a variety of other baked goods.  It specializes in baking over 50 varieties of donuts (Dunkin’ Donuts, 2018). Additionally, the business offers hot and iced beverages to its customers.  For instance, tea and hot chocolate are examples of the hot beverages provided by the company. Furthermore, it offers coffee and breakfast sandwiches.

Brief history

Dunkin’ Donuts was founded by Bill Rosenburg after he opened his first Dunkin’ Donuts shop in 1950 at Massachusetts (Ronsenburg & Keener, 2001). However, the business was called Open Kettle before the name was changed to Dunkin’ Donuts. By 1955 the company had started to franchise leading to the establishment of over 100 restaurants in about a decade after the business began (Ronsenburg & Keener, 2001). Dunkin’ Donuts over time expanded its product offerings as it expanded to capture a broader market share.

Current competitors

In the quick service restaurant industry, stiff competition has been witnessed. An understanding of the competitive environment is essential to developing an effective marketing focus (White, 2012). Dunkin’s Donuts experiences competition for the large market share from businesses such as Starbucks which holds the largest percentage of the market share. Other competitors who have surpassed Dunkin’s Donuts in regards to revenue earned and market share include McDonald's and Costa Coffee among others in the market (Bhasin, 2018).

SWOT Analysis

Strengths

· Dunkin’ Donut has a strong brand name and is positioned as a leader in the preparation of quality bagels and donuts (Bhasin, 2018).

· It offers the customers a wide variety of products with over 1000 variety of donuts being provided throughout its franchises

· Its popular among consumers of baked products who seek fresh pastries, muffins, and biscuits (Bhasin, 2018)

· Its long history in the market has provided the company with greater expertise and experience than competitors

· Dunkin’ Donuts does not use preservatives or artificial coloring or flavor making it appealing to health conditions customers (Bhasin, 2018.

· Dunkin’ Donuts has an excellent supply chain that ensures raw materials such as dough are accessible, and its products are delivered effectively to the consumers

Weakness

· Dunkin’ Donuts products have a short shelf life which effects sales

· Rifts with the franchise owners and cases of lawsuits limits the growth of the business (Bhasin, 2018)

· Inconsistent qualities of goods are evidenced

· Products contain high calories which discourage some customers (Bhasin, 2018).

Threats 

· Localized competition in areas where Dunkin’ Donuts has yet to establish its stores has limited expansion into such areas (Bhasin, 2018). Mad over Donuts is an example of a localized competitor to Dunkin’ Donuts

· Direct competition from other businesses such as Starbucks and McDonald’s that offer similar products threats its business model

· Indirect competition is experienced due to the availability of substitutes such as Pizza Hut and KFC (Bhasin, 2018).

· Poor franchising efforts have limited the expansion of the business to other areas limiting market reach and revenue generation

· The high cost of procurement which is caused by the just in time supply chain management technique implemented the company is another threat (Bhasin, 2018).

Opportunity

· Growing markets in developing countries where earnings are increasing would offer an opportunity for Dunkin’ Donuts to expand its market share and generate greater revenue (Bhasin, 2018).

· Targeting of the health market by developing products that address the needs of the health-conscious customer will enhance its positioning

· Menu expansion will see the business add new and delicious products thus attracting new customer groups (Bhasin, 2018).

Market focus

Based on the analysis of the weakness, opportunities, threats, and strengths of Dunkin’ Donuts above the recommended marketing focus is for the business to take a health-conscious approach to the development of its offering. There is need to develop a new line of products that have been designed to address the needs of the health-conscious consumers (Bhasin, 2018). For instance, donuts with fewer calories and fewer sugars in addition to developing products that are prepared with organic or natural products will work to increase the health conscious group of customers. Dunkin’ Donuts will have to position its brand as one that offers healthy, quality and delicious offerings.
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