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Blue Ocean Strategy
Blue Ocean Strategy is used by companies that would like to reduce its competition to other firms through concentrating on the untouched areas. The strategy is known for creating a unique niche within an existing market that deters others from competing with it. Also, blue ocean strategy is linked with the creation of innovation in the industry to allow the development of new market structures. The innovation created by the strategy makes a company get involved in the production of the high level of goods at a lower cost (Kim & Mauborgne, 2019). The blue ocean strategy has made sure that high-value strategies are developed by companies that would like to use it. Companies that use blue ocean strategy tends to outdo their competitors and remain as the only company operating. Companies can review their goals and estimate costs incurred in activities they are involved in performing effectively. 
Dunkin Donuts can involve itself in the process of creating a brand strategy of differentiation (York, 2019). Brand differentiation would make the company uniquely perform its activities from other companies. Through differentiation, donuts and coffee produced by Dunkin Donuts can be combined to ensure consumers can purchase them. A competitive edge would be created by the way the delicacies are presented to the customers ("Blue Ocean Strategy: Making the Competition Irrelevant" n.d).  A strong market force would be created by the commoditization of the fast foods offered by Dunkin Donuts. Strong brand creation can provide customers with the ability to have the urge of purchasing the donuts that Dunkin Company may offer. Thus, brand differentiation is significant in developing a proper blue ocean strategy for the existence of the Dunkins Donut Company.
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