Running Head: DUNKIN DONUTS
2
Donuts

Dunkin Donuts
Student Name
Institution Affiliations
Date



Dunkin Donuts
Donuts are amongst the most consumed fast foods in the US. The United States of America's economy is the best in the world, and this is contributed to by the retail sector. There are many food retails stores globally, including supermarket chains and grocery stores, and packaged food stores. Food and beverages stores are among the Fixed-sale retail industry, which contributes greatly to the US economy's growth. The main food and beverages retail shops in the United States include Walgreens, Starbucks, McDonald's, Walmart, and Dunkin Donuts, and many more. Dunkin' Donuts is an international coffee and donuts company with its headquarters located in Canton, Massachusetts, in American. William Rosenberg founded Dunkin' Donuts in the year 1950, and it was later acquired by Basking Robbins' Holdings company Allied Domecq in the year 1999 (Dunkin, 2019). Dunkin Donuts operates in more than 12000 locations in 42 countries worldwide, dealing with various foods and beverages. The main products sold by Dunkin Donuts include donuts, bagels, Munchkins, and beverages. Besides, the company also processes and cooks’ cakes and donuts from their own manufacturing companies, which they later distribute their stores nationally and internationally for consumers at conducive prices. Dunkin donut is a company name and a product name. in this essay, the discussion focuses on Dunkin donuts, the product of Dunkins. 
There are many types of donuts in the retail market within America's united states, including Winchell's, Voodoo, Krispy Kreme, Entenmann's, and Dunkins. The Dunkin donut is popular and constantly increasing awareness of the product through price monitoring. Dunkin monitors the prices by use of the market mix, which employs the 4P's of marketing. Dunkin donuts are moderately priced and kept close to the competitors (Nathaniel et al. 2020). Besides, the prices are also in range with the country’s pricing regulations depending on the store's country.  Dunkin donuts directly sell their donuts to consumers through their retail outlets across the world and equally through online platforms. Dunkin donuts have an online platform on which customers make orders, and deliveries get pushed to their homes. Therefore, they have both direct and indirect interactions with their consumers. Since most consumers visit the retail stores for purchases of the donuts, it is advantageous to the company since direct interaction provides immediate feedback from the customers about the nature and reliability of the donuts. 
Dunkin Donuts operates under a perfect competition type of market structure. Dunkin Donuts's main competitors are Starbucks Corporation, Peets Coffee and tea, Einstein Bros Bagels, and Au Bon Pain, which produce and sell the same product as Dunkin donuts. In this case, there is no specific company that controls the market. Although Dunkin donuts is a highly competitive product, others like Starbucks and Walmart offer numerous services with more product customizations. They have built a more premium brand, and they have established a market for their products worldwide without limits. Besides the stiff competition the firm receives from the other five major companies, it has also managed to stay on top and offer them. They can sustain their source of competitive advantage through the use of low-calorie foods on their menu. Dunkin has coughed the market by storm in this section with the changing trends in people's behavior in terms of food and weight gain. Also, they provide deals for sports teams and upcoming holidays, and evening sports within the community. Differentiating itself from the other competitors, dunking offers a one Dollar cup of coffee to the winning game members.
Despite having several competitive advantages, Dunkin donuts are faced with several problems falling deep in the company. Dunkin Donuts is a 65-year-old company with customers and consumers worldwide, but it has failed to pick its maximum growth potential. Dunkin Donuts' economic environment grows slowly compared to Starbucks and McDonald's competitors because Dunkin has not expanded fast and far enough to capture the world's population. The company also suffers from coffee bean prices volatility, which costs up to 2.22USD per Kilogram (Statista). Dunkin Donuts has a poor demographic market segmentation. Despite the company having multiple stores worldwide, its concentration is in the United States and Europe. They have scattered stalls around the rest of the world. Some Dunkin Donuts outlets have poor customer relations, which is a significant setback to its minor growth aspects. Directs selling strategy involves dealing with consumers directly, and if this fails, bad reviews about the company will spread like wildfire. Feedbacks go to different forums, and the internet may become full of bad reviews about the company ruining its image and, in turn, productivity due to lack of revenue. Dunkin Donuts has not maximized its customer acquisition. In over 12000 locations worldwide, Dunkin Donuts has not captured enough of the world's population. According to the data from Dunkin Donuts, the company serves over 3 million customers per day worldwide through the 50+ varieties of donuts and other foods and beverages. Compared with the world's population, this does not contribute to even 1% of the target market, considering that everyone consumes food and drink (Rasche). The prices of coffee in some of Dunkin Donuts' outlets are very high for consumers to afford. Therefore, the presence of other similar cheap products from other companies sells faster than those from Dunkins. According to research done by (Meyers 2014), Dunkin Donuts increased its price of coffee and other related coffee beverages due to drought in Brazil, which is the leading supplier of coffee berries. The increase in coffee prices shook the company since most Americas residents rely on morning coffee cups. 
The government provides rules and laws governing the business organization's conduct and offers protections against unfair competition. The United States government sets out standardized prices for which Dunkin donuts should sell. Besides, the stores must pay tax to the government for continuous operations. Dunkin being a multinational organization, has to comply with international laws and business regulations and the laws of the specific country in which they operate. Finally, through the ministry of health, the government ensures that Dunkin donuts are safe for human consumption and ensures responsibility to the consumers. According to (Jou 2020), six percent of fast-food outlets occupy more than a square foot in the city and contribute to 13% of the taxes collected. Dunkin being among them contributes a lot to the government revenue by following all the set guidelines of operations. 
To every problem, there is always a solution, only that it needs to be found. As stated above, Dunkin donuts face various challenges, but the following can serve as solutions to those challenges. Dunkin Donuts can increase its geographical, demographic market segmentation by either purchasing or renting more spaces (retail stores) uniformly across the world to prevent over-reliance in the US market. The same strategy can get used to maximize customer and consumer acquisition. Technology is an essential tool in today's business world. The company can efficiently use technology throughout the entire business process, from purchasing raw material, processing and manufacturing the final refined coffee products and marketing strategy. Technology using the internet has enabled a fast and efficient flow of information and goods from manufactures to consumers at the lowest level possible.  Improve customer relations services is another factor. Offering education to the employees on customer care and relations may improve the firm's relationship and the consumers. Besides, the Human Resource Department can conduct a well-organized recruitment process, hire the best employees, and set strict punishment measures for employees to avoid lousy customer handling cases. Maintain favorable prices of commodities that all consumers can achieve at different market levels. The economy of other countries is at different growth levels. It makes it difficult to set a uniform price for the same product across the world. The product may sell in the US and fail to sell in another country due to the low economic status. Therefore, the foods and beverages' prices should range a few cents from the competitor’s market prices. 
As one of the Foods and Beverages retailers in the United States, Dunkin Donuts has contributed to its economy by offering employment to over 270,000 people in both the US and other countries. The government also benefits from its revenue through taxation and importation of raw coffee berries from Brazil. The competition the company receives makes it not perform well at both the local and international levels. Food and beverages are consumable products without age limits, and therefore there is an available market throughout the United States and the outside world. In trying to understand the reasons for poor performance in the business, the research highlighted poor market segmentation, poor customer relations, lack of government involvement, and low use of technological tools as the main drawbacks to Dunkin Donuts' achievements.



References
Meyers, E. (June 10, 2014). Dunkin Donuts raises prices: Why your Coffee is becoming more expensive. Accessed on 19, November 2020 [online] at https://www.csmonitor.com/Business/The-Bite/2014/0610/Dunkin-Donuts-raises-prices-Why-your-coffee-is-becoming-more-expensive
Statista. (November 5, 2020). US food retail Industry: Statistics and facts. 2020. Accessed on 22, March 2021 [online] at https://www.statista.com/topics/1660/food-retail/
Nathania, J., Nicholas, N., & Putrienda, S. (2020). Analysis of the effects of brand experience, brand trust, and customer satisfaction on brand loyalty of Dunkin'Donuts in Jabodetabek (Doctoral dissertation, Universitas Pelita Harapan).
RASCH, D. F. A. (2019). Strategic Mistakes.
Jou, C. (2020). 1. Solving Urban Challenges Through Fast Food. In Supersizing Urban America (pp. 19-38). University of Chicago Press.
