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[bookmark: _Toc8134379]Executive Summary

This report features a thorough analysis of the strategic position of Dunkin Donuts, revealing key drivers of change, an understanding of the industry, and the distinctive resources and capabilities of the organisation. By adopting a hybrid strategy consisting of both cost-leadership and differentiation, Dunkin Donuts are able to create a sustainable competitive advantage over that of their industry rival by following the following recommendations informed by the findings of this report. 
· Concentrate on the further penetration of existing markets by recognising and adapted to technological advancements, further developing mobile app technology to provide added value to consumers.
· Adopt elements of differentiation strategy to coincide with the growth of the experience economy, distinguishing Dunkin Donuts from their competitors and gaining competitive advantages.
· Steadily approach disciplined expansion into new markets internationally, exploiting the benefits of the franchise model whereby local market knowledge provides advantage over that of competitors operating without prior knowledge.
· Continue to develop and maintain branding, positioning and customer relations to stay relevant to consumers and adapt as their needs change.
· Improve franchise relations, by using transformational leadership theory to communicate vision and objectives to franchisors and foster a coherent workplace culture that is better suited to implementing and achieving the strategic goals of the organisation.

[bookmark: _Toc8134380]Re-shaping Strategy

[bookmark: _Toc8134381]1. Introduction

This report will provide recommendations on reshaping the strategic direction of Dunkin Donuts in order to meet the rising expectations of their customers and to ensure that the organisations maintains a sustainable competitive advantage. A strategic analysis of Dunkin Donuts will be conducted, and the results will inform the strategic choices that the organisation should consider. The outcomes will be consolidated to form recommendations for Dunkin Donuts to implement innovative strategies for the future success of the company.
[bookmark: _Toc8134382]1.1 Strategy

Johnson et al. devised the universally accepted definition of strategy as:
the direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competences with the aim of fulfilling stakeholder expectations’. (Johnson, et al., 2008, p. 3)
As a general rule, the achievement of chosen objectives of an organisation or individual is reached via strategy; defined by Porter as being the ‘creation of a unique and differentiated position involving a different set of activities’ (1996, p. 2).
[bookmark: _Toc8134383]1.1.1 Three Horizons

The Three Horizons model, as depicted below, demonstrates the need for organisations to execute existing business strategies whilst creating new capabilities simultaneously, encouraging prioritisation of innovative products and programs (Blank, 2019).
Figure 1.1: Three Horizon Model
[image: M01NF002]
Source: (Baghai, et al., 2000, p. 5)
To remain competitive long-term, McKinsey (2009) suggest that research and development resources should be allocated across all three horizons.
[bookmark: _Toc8134384]1.1.2 Strategy Levels

Three levels of strategy are utilised to form the chief strategy deployed by organisations, and the two with the most significant impact are the corporate level strategy and the business level strategy (Grant, 2016). Corporate level strategies dictate the scope of the organisation and how to add value in various business units that exist in dissimilar product markets. The commitments and actions performed for products to compete in specific markets is detailed in business level strategies, focusing on exploiting the core competencies of the organisation (Hitt, et al., 2007).  Additionally, functional strategies are more focused components of the above level strategies, that emphasise aspects of the organisation’s development such as marketing, human resources, programming and creativity, and plans for financing (Varbanova, 2013).
[bookmark: _Toc8134385]1.1.3 Exploring Strategy Framework

The Exploring Strategy Framework places emphasis on the interconnectedness of strategic issues. 
Figure 1.2: Exploring Strategy Framework
[image: ]
Source: (Johnson, et al., 2016, p. 12)
As illustrated above, the five elements within strategic position are required to be understood in order to evaluate future strategy. The directions that a strategy may take and the methods used to fulfil the strategy are referred to as strategic choices, and strategy in action relates to the formation and implementation of strategies with additional focus on the practicalities of managing (Johnson, et al., 2016).
The main body of this report will loosely follow the Exploring Strategy Framework.
[bookmark: _Toc8134386]1.1.4 Competitive Advantage

As multiple organisations compete within the same market, the persistently greater proportion of profit made by a business in comparison to competitors is known as competitive advantage (Grant, 2016). This does not have to discerned by profitability and short-term financial gain alone however; customer loyalty, market share, executive perks, and technological advancements are all indications of competitive advantage for an organisation (Pumelt, 2003). 

[bookmark: _Toc8134387]1.2 Dunkin Donuts

A baked goods and coffee store chain operator, Dunkin Donuts is a subsidiary of Dunkin Brands Group headquartered in Massachusetts US, and largely offers customers a variety of donuts and coffee beverages (Marketline, 2019). Dunkin Donuts is fully franchised, selling its products via a network of merchandised stores located in 33 different countries worldwide and serves five million customers per day (Dunkin Donuts, 2019). Dunkin Brands Group, which consists of the Dunkin Donuts brand and the Baskin-Robbins brand, reported revenues of US$860.5 million for the fiscal year ended December 2017 (FY2017) (Marketline, 2019). Among others, Starbucks Corporation is considered to be its largest competitor. They exist in the coffee shop sector of the restaurant industry.
Strategically, Dunkin Donuts wishes to position its core US brand to effectively compete in the coffee and beverage market segment, to drive profitable growth in sales, and expand across the US and internationally (Dunkin' Brands, 2018). According to CEO Nigel Travis, their mission is to ‘transform Dunkin' Donuts U.S. into the most-loved beverage-led, on-the-go brand’.

[bookmark: _Toc8134388]2. Strategic Analysis

[bookmark: _Toc8134389]2.1 PESTLE Analysis

External influences that affect every organisation that operates within the same sector or industry collectively form the macro environment (Jeffs, 2008). The PESTLE Analysis framework ensures that organisations give the appropriate consideration to all external factors that will impact upon their business: political, economic, socio-cultural, technological, environmental, and legal. For Dunkin Donuts, it will allow them to make strategic decisions based upon the external environment of the industry sector that they operate in.
[bookmark: _Toc8134390]2.1.1 Political and Legal Factors

Political factors focus on government-controlled areas of importance to the industry (Ritson, 2013), whose policies inform legal frameworks that organisations must adhere to. Governmental taxation policies impose a significant impact on organisations in the private sector particularly, and Dunkin Donuts is no exception. The introduction of the Tax Cuts and Jobs Act 2017 saw corporate tax in the US fall from 35% to 21% (DePillis, 2019). Corporate tax reduction reforms are indicative of conservative political parties (the Republican Party in the US) (Steuerle, 2008), allowing businesses to reduce tax expenses and invest in new capital and infrastructure to increase their business output. The tax reform took effect in 2018, and by the last quarter Dunkin Donuts’ income tax expenditure decreased due to the lower corporate tax rate and was recognised as a major contributing factor in an increase in earnings per share for shareholders at the end of 2018 (Dunkin' Brands, 2019), demonstrating an increase in value of the company.
[bookmark: _Toc8134391]2.1.2 Economic Factors

Gross Domestic Product (GDP), inflation, interest rates, and growth are key economic variables (often related to political factors) that affect businesses (Ritson, 2013). The restaurant chain industry, and relevant coffee shop sub-sector, are affected heavily by factors that influence growth in consumer spending (IBIS World, 2018). Dunkin Donuts is particularly affected by the disposable income of consumers as their core products are considered luxuries as opposed to necessities. In the first quarter of 2019, GDP in the US grew at an annual rate of 3.2%, an increase on the results of the previous quarter of 2.2% (Horsely, 2019). Disposable income typically approximately matches GDP (Khan, 2014), and as the economy grows consumer spending will increase – positively affecting sales at Dunkin Donuts. A steady growth in interest rates currently issued by the Federal Reserve (2019) however increase the company’s cost of capital by increasing their cost of debt; although this may be partially negated by the corporate tax reform discussed in 2.1.1.
[bookmark: _Toc8134392]2.1.3 Socio-cultural Factors

Cultural trends and changes in population demographics are the socio-cultural factor that influence industries and the businesses that operate within them (Worthington & Britton, 2009). Positively for Dunkin Donuts, there is a significant growth of the sharing and experience economy, as 74% of Americans prioritise experiences over products (Morgan, 2019). As experiential values are pursued, consumers increase spending according to the extent in which they enjoy themselves (Chang, 2018). For the coffee shop sector, this consumer trend signals a desire to frequent coffee shops for the social experience rather than the specific product and creates an advantage over domestic substitutes. 
Currently, American attitudes and consumption habits are being reshaped by healthy eating and obesity concerns. A survey of American adults conducted by Ipsos Public Affairs (IPSOS, 2015) identified concern about their overall health affected 45% of people, and the largest recent changes in American eating habits were to be generally healthier and to reduce snacking/choosing fruit and vegetables over unhealthy products. For the coffee shop industry, and Dunkin Donuts in particular, this could negatively impact the sale of donuts and other baked goods if consumers favour healthier options that the ones offered by the organisation.
[bookmark: _Toc8134393]2.1.4 Technological Factors

Developed technologies significantly impact the coffee shop sector, enabling businesses to produce higher quality beverage with advancements in machines. As their technology advances, coffee shop will gain advantages if they’re able to produce superior products. Conversely, technology has improved domestic coffee machines for consumers to use at home: in 2019, coffee machine sales globally are estimated to reach 58,675 thousand units at a 4% over the previous year, gaining prominence in both traditional and non-traditional coffee drinking markets (PR Newswire, 2018). Additionally, there is a global trend of digitalisation where the usage of mobile apps is ever-increasing (Statista, 2018). This technological factor can be utilised by coffee shop chains, Dunkin Donuts included, to ensure that their business strategies develop with global chains by incorporating apps and other platforms to communicate with customers.
[bookmark: _Toc8134394]2.1.5 Environmental Factors

Environmental factors include laws and pressures based upon waste disposal, pollution monitoring, and energy consumption (Jeffs, 2008). Pressure from environmental NGOs can have a major impact on businesses. In the coffee shop sector, the use of single-use plastic and cups are a large issue; the Environmental Paper Network (an international coalition of environmental and social NGOs including Greenpeace and WWF) targeted coffee chains including Dunkin Donuts. They exposed the lack of effort to reduce billions of single-use and non-recyclable cups publicly, citing that it was ‘wasteful, and harmed people, forests, water, and the global climate’  (Vaughan, 2016). Ignoring the growing negative reaction from consumers can damage the relationship Dunkin Donuts has with its customer base (Lozano, 2015).
The key driver of change for Dunkin Donuts is most likely to be the change in consumer trends. The company’s customer base is increasingly interested in the experience economy and pursues added value in addition to a superior product. Following this analysis of the external environment, Dunkin Donuts needs to make strategic decisions to meet the changing demand of consumers if they wish to maintain a competitive advantage.
[bookmark: _Toc8134395]2.2 Porter’s Five Forces Analysis

Porter’s Five Forces is a model of competitive strategy created by Michael Porter in the eighties and explains the position of any given industry within the context of its strategic environment (Porter, 1997). This industry analysis will provide insight into the current position of the coffee shop sector of the restaurant industry.
Figure 2.1: The Five Forces Framework

[image: ]
Source: (Johnson, et al., 2016, p. 64)
[bookmark: _Toc8134396]2.2.1 Threat of New Entry

The ease of which organisations may enter into a new industry is dependent on if there are high or low entry barriers; the higher the barrier, the more unattractive entering the industry will be which will limit the increase of competitors (Porter, 1980). For the coffee shop sector, the threat of new entry is considered to be moderate: cost of investment required to start-up is average and the cost associated with running an independent coffee shop and purchasing supplies are relatively lower compared to running a large chain of coffee shops. However more dominant existing organisations have the capacity to build economies of scale and lower production costs per unit output  (Junge, 2014), and are more likely to have extensive brand management strategies that new entrants will be unable to match.  
[bookmark: _Toc8134397]2.2.2 Buyer Power

When customers have high bargaining power, they are able to drive the prices that businesses charge down; likewise, low bargaining power of buyers results in businesses having more control over their pricing strategies (Grant, 2005). Within the coffee shop sector, the bargaining power of buyers is moderate. Whilst there are a significant number of buyers relative to number of suppliers, and their individual purchases are very small (which would indicate weak buyer power) (Hitt, et al., 2007), the switching costs for customers to purchase from competitors (e.g. Starbucks, McCafé) are extremely low and the threat of substitution high as there are many alternative products to coffee and/or customers can drink at home at significantly less expense.
[bookmark: _Toc8134398]2.2.3 Supplier Power

Referring to the bargaining power of suppliers, supplier power is increased if there are limited suppliers and/or substitutes allowing them to drive prices upwards (Lynch, 2012). Supplier power within the coffee shop sector is low, resulting in companies like Dunk Donuts having greater control during supplier negotiations. This is because there is both a high variety of suppliers and a large overall supply. Additionally large coffee shop chains often rely on ‘blends’, allowing them to ensure adequate supply and cost competitiveness (Samper, et al., 2017): this makes it difficult for suppliers to differentiate, thus weakening their power. 
[bookmark: _Toc8134399]2.2.4 Threat of Substitution

The availability of similar products creates threats of substitution. As the number of alternate products increase, prices will be driven down to prevent customers switching to substitute products (Grant, 2016). For Dunkin Donuts and the rest of the coffee industry, threat of substitution is very strong: there is a high availability of substitutes, low switching costs, and high affordability of substitute products. Whether it be instant beverage powders (instant coffee) or premade drinks, and alternative snack foods, availability is high in supermarkets, fast food restaurants, vending machines etc. Many substitutes are also inexpensive in comparison.
[bookmark: _Toc8134400]2.2.5 Competitive Rivalry

This refers to the number of competitors within the same industry, and the capacity that they have to erode the market share of rival companies (Henry, 2008). Competitive rivalry is very high within this industry, with Dunkin Donuts competing with giant brands like Starbucks, McCafé, and Tim Hortons for US and global market share. Starbucks is the leading competitor, with 39.8% of the market share in comparison with Dunkin Donuts 21.9%, as of 2016 (Statista, 2019).The large number of organisations and moderate size of all competitors add strength to the competitive rivalry in the industry. This force is most significant to Dunkin Donuts, and the capability to differentiate themselves from competition should be addressed when deciding upon their strategic choices.
[bookmark: _Toc8134401]2.3 Resources and Capabilities

According to Johnson et al. (2016), resources are assets that an organisation has and can call upon whereas capabilities are the effective means that an organisation can use or deploy them. Threshold resources and capabilities refer to those that are necessary to compete within an industry, whereas in order to achieve a full competitive advantage, distinctive capabilities are required.
[bookmark: _Toc8134402]2.3.1 VRIO Analysis

To achieve a sustainable competitive advantage, an organisation must possess distinctive resources and capabilities. The VRIO analysis assesses four vital criteria in relation to their resources and capabilities that lays the foundation for them to this goal: value, rarity, inimitability, and organisational support (Barney, 1997). 
Figure 2.2: VRIO Analysis Framework
[image: Y:\08VOL4\Graphics\Powerpoint\PE_UK\PE528-JOHNSON\Final files\GIF\ch04\M04NF002.gif]
Source: (Johnson, et al., 2016)
[bookmark: _Toc8134403]2.3.2 VRIO Analysis of Dunkin Donuts

	Resources and capabilities of Dunkin Donuts
	Value?
	Rare?
	Inimitable?
	Org. support?
	Competitive Advantage?

	Global brand recognition
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Brand position in relation to competitors – ‘Average American
	Yes
	No
	Yes*
	Yes
	Temporary competitive advantage

	Large size and strong global presence
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Leveraging mobile technology
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage



2.3.2.1 Global Presence and Brand Recognition

Over 20,000 franchised Dunkin locations exist in nearly 60 countries (Dunkin' Brands Group, 2019). Sheer size of the organisation provides competitive advantage via economies of scale and scope, but additionally, the franchise model applied by Dunkin Donuts increases the speed and success of market expansion due to an increase in knowledge of local market differences (Gupta, et al., 2001). The global brand recognition gives Dunkin Donuts significant advantage over its competitors; the awareness generated plays the largest role in consumer decision-making (Herrera & Blanco, 2011), increasing the likelihood of success in both new and existing markets as potential consumers’ positive attitudes, associations, and beliefs about the organisation are pre-existing (Foroudi, et al., 2014).
2.3.2.2 Brand Positioning, Customer Loyalty, and Leveraging Mobile Technology

Chris Fuqua, Dunkin Donuts’ Senior Vice President of Brand Marketing, Global Consumer Insights and Product Innovation, cited the DD Perks Rewards program as a strategic pillar in the organisation’s approach to gain competitive advantage (Olenski, 2017). Utilising their technological capabilities, Dunkin Donuts’ app mobile app and loyalty reward scheme are packaged into one and contain an innovative ‘on-the-go’ order system where customer can order and pay for their food and beverages before reaching the premises. This example of innovative service design has resulted in an increase in loyalty program membership whilst re-enforcing brand positioning as the coffee for ‘average Americans’ by prioritising ease and convenience for customers through technology-based initiatives (Dunkin' Brands, 2018).
[bookmark: _Toc8134404]2.4 SWOT Analysis of Dunkin Donuts 

Following the external analysis conducted for Dunkin Donuts using the PESTLE framework, the industry analysis conducted using the Five Forces framework, and the internal analysis conducted using the VRIO framework, the outcomes will be consolidated to generate a SWOT analysis. This can then be used to determine the strategic position by relating the strengths and weaknesses of the organisation against the opportunities and threats that present themselves (Dobson, et al., 2009).
	Strengths
	Weaknesses

	· Global presence and recognition
· Strong US market share (2nd largest)
· Strong brand image
· Increased customer loyalty
· Competitive pricing
· Convenience-focused
· Franchising model (lower expansion costs
	· Over-dependent on US market
· Low cost can impact quality and experience
· Hard to control franchise stores and maintain standards 

	Opportunities
	Threats

	· Further international expansion and emerging markets 
· Increased consumer interest in experiential purchasing and growth of the experience economy
· Increased disposable income of customers
· Menu diversification
	· Technological advances and increasing sales in home coffee machines
· Consumer trends moving towards health-conscious buying behaviour (reduction in unhealthy food and beverages)
· Price volatility of coffee grounds
· Increased industry competition



[bookmark: _Toc8134405]3. Strategic Choices

[bookmark: _Toc8134406]3.1 Business Strategy

Porter’s Generic Competitive Strategies model comprises of three strategic approaches that can all hypothetically create a competitive advantage for an organisation and enable them to outperform industry rivals: the three possible approaches are cost-leadership, differentiation, and focus (Porter, 2004). Either a cost-leadership approach or differentiation would be most suitable for an organisation attempting to gain a competitive advantage in a range of various market segments.
By working to become the lowest-cost producer within their market industry, businesses implement cost-leadership strategies. By providing consumers with the lowest price of goods whilst simultaneously generating profit, organisations can out -perform rival companies and therefore gain competitive advantage over more expensive competitors (Henry, 2008). Dunkin Donuts currently implements a cost-leadership strategy: This is achieved by the organisation’s ability to capitalise on their large presence and franchise model with more efficient economies of scale ensuring low fixed costs across a high volume of standardized products (Falarmarzi, et al., 2016). This standardisation aids Dunkin Donuts in exercising more control over the experience the customer has within each franchise, and the lower costs enable the organisation to attract price-sensitive customers that are seeking good-quality coffee and baked goods.
In contrast, the main objective of a differentiation strategy is to gain a competitive advantage  by selling goods/services that are perceived to be unique by customers; this allows the company to charge premium prices for products as they are supposed to be superior in relation to what competitors can provide (Hill & Jones, 2001). If Dunkin Donuts were to alter their business strategy and adopt a differentiation approach, then they would be better able to distinguish themselves from other brands. Market leader Starbucks implements a differentiation strategy; to erode their market share and expand the customer base of Dunkin Donuts, adopting a copy-cat mentality and following their example might achieve the objective. Additionally, differentiation encompasses the entirety of the product and the experience had by the customer (Lynch, 2012); by focusing on this aspect of the strategy, Dunkin Donuts could capitalise on the increasing consumer interest in the experience economy. A richer experience for the consumer often translates into a perceived superior quality of product (Fuller, et al., 2011) (Oestreicher-Singer & Zalmanson, 2013), thus differentiating themselves as both low-cost (as necessitated by their consumer base) and high quality.
According to Porter, using components of different generic strategies reduce the competitive advantage of the organisations, by being ‘stuck in the middle’ (Porter, 2004). Using his rationale, competitors that focus on one particular strategy will see better results as they are positioned more clearly within the market. This is disputed by Miller (1992), who states that following a single generic strategy exposes organisations to weaknesses; limited acknowledgement of changing customer needs and long-term inflexibility. Research indicates that Dunkin Donuts can achieve greater competitive advantage by adopting a hybrid strategy approach, incorporating elements of both cost leadership and differentiation.
[bookmark: _Toc8134407]3.2 Strategic Directions 

The most significant corporate strategy choice centres around the direction of strategic growth that is best suited towards an organisation. Ansoff’s Product/Market Growth Matrix is a framework that aids organisations in generating four basic directions for business growth (Johnson, et al., 2016).
Figure 3.1: Ansoff’s Matrix Framework
[image: ]
Source: (Johnson, et al., 2016, p. 245)
[bookmark: _Toc8134408]3.2.1 Ansoff’s Matrix for Dunkin Donuts

	
	Product
Existing 
	
New

	Markets

Existing
	Market penetration
· Digital initiatives (e.g. online ordering and payment system, loyalty program integrated within mobile app)
· Improved relationships with current franchisees
	New products and services
· Expansion to current menu e.g. cold brew coffee, limited edition speciality beverages, wider range of snack items
· ‘Dunkin Run’ marketing campaign to launch new afternoon snack offerings


	

New
	Market development
· Increase franchises outside of the US (including current campaign with Lebron James in Asia)

	Product diversification
· Health-orientated new menu consisting of health food and beverages (related diversification)



[bookmark: _Toc8134409]4. Strategy in Action

[bookmark: _Toc8134410]4.1 Strategic Leadership

Leadership is defined as ‘influencing process between leaders and followers to achieve organizational objectives through change’ (Lussier & Achua, 2016). During periods of change and strategy realignment, the right leader is a significant factor in strategic success (Carnes, et al., 2015). Transformation leadership is a style that aligns the needs of individuals within an organisation to the needs of the business. Motivation and inspiration are key to achieving strategy change under the style of transformational leadership (Avolio, et al., 2004). Under his leadership at Dunkin Donuts, CEO Nigel Travis oversaw the brad add almost 3,300 new franchisees to the company, returned $650 million to shareholders in the first two years of trading, and launched dozens of new products (Hoffher, 2016). Demonstrating traits of transformational leadership, his vision for the future of the brand was clear and well communicated, motivating those within the company to achieve and succeed targets. Travis also showed elements of transactional leadership, carefully project managing and monitoring organisational performance. This indicates situational leadership (Johnson, et al., 2016), where strategic leaders are able to adjust their leadership style to the context necessary to achieve the best results going forward.
[bookmark: _Toc8134411]4.2 Implementing Change

To aid leadership during periods of strategic change, the change kaleidoscope is a useful tool for assessing receptiveness to change (Johnson, et al., 2016).
Figure 4.1: The Change Kaleidoscope
[image: ]
Source: (Johnson, et al., 2016, p. 473)
An organisation’s performance has been shown to improve with a strong corporate culture that facilitates internal behavioural consistency (Sorensen, 2002). The stronger the corporate culture is, the more likely they are to perform well in periods of incremental change. Dunkin Donuts operates a 100% franchised model, and franchisees are notoriously difficult to manage during times of strategic and cultural change. Dramatic changes can often seem radical, and if the strategy outcome and culture to too far removed from the current reality of the network, franchisors may be unable to see the link between the changes and the desired outcome (Falbe & Dandrage, 1992). Transformational leadership, as exhibited by CEO Nigel Travis, plays a crucial role in communication the vision of the organisation to encourage cooperative implementation. Culture can be a large issue in franchise models due to the lesser direct control the main organisation has over stores managed by entrepreneurial style leaders in their own right. When becoming a franchisor, the topic of change and adaptation rarely arises, arguably when it needs to be clarified the most (Khan, 2005). As long as Dunkin Donuts maintains a corporate culture that embraces change and emphasises the role that recognising and adapting to different strategic ideas plays in sustaining competitive advantage and maintaining profitability, their franchisors are more likely to reflect that within their own subcultures and implement change as needed.

[bookmark: _Toc8134412]5. Conclusion

This report has clearly demonstrated the interconnectedness of strategic issues facing organisations in the current business environment. Illustrated by the Exploring Strategy framework, the strategic position of the organisation, the strategic choices made by the organisation, and the strategic actions taken by the organisation to implement change are of equal importance: by considering all three elements adequately, an organisation can ensure that they have the best chance at achieving a sustainable competitive advantage.
A thorough analysis of the external environment of Dunkin Donuts identified the change in consumer trends towards experiential purchasing and health-consciousness as the key drivers for change, and the coffee shop industry analysis revealed that low entry barriers and increased competitor rivalries within the industry highlights the importance for Dunkin Donuts to design and implement innovative strategies that will enable them to compete and out-perform competitors like Starbucks and McCafé. The internal analysis of the organisation also recognised the distinctive resources and capabilities of Dunkin Donuts, namely the large global presence and brand recognition, brand positioning, and digital initiatives. Following the findings presented within the report, utilisation of a hybrid strategy would allow Dunkin Donuts to retain their current customers by remaining inexpensive yet differentiate themselves from other low-cost competitors to improve market share and revenue within the US and on an international scale. To implement the necessary changes, emphasis is placed on the need for transformational leadership and a more coherent culture cultivated throughout the franchise network. By adhering to the following recommendations, Dunkin Donuts will be able to create a sustainable competitive over and above that of their rivals, increasing their market share, revenue, and organisational value as a result.

[bookmark: _Toc8134413]6. Recommendations 

Following consideration of all the elements contained within the report, the following recommendations are made to Dunkin Donuts to enable the organisation to meet their strategic objectives:
· [bookmark: _Hlk8132654]Concentrate on the further penetration of existing markets by recognising and adapted to technological advancements, further developing mobile app technology to provide added value to consumers.
· Adopt elements of differentiation strategy to coincide with the growth of the experience economy, distinguishing Dunkin Donuts from their competitors and gaining competitive advantages.
· Steadily approach disciplined expansion into new markets internationally, exploiting the benefits of the franchise model whereby local market knowledge provides advantage over that of competitors operating without prior knowledge.
· Continue to develop and maintain branding, positioning and customer relations to stay relevant to consumers and adapt as their needs change.
· Improve franchise relations, by using transformational leadership theory to communicate vision and objectives to franchisors and foster a coherent workplace culture that is better suited to implementing and achieving the strategic goals of the organisation.
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Value: Do resources and capabilities exist that are valued by customers and
enable the organisation to respond to environmental opportunities or threats?

Rarity: Do resources and capabilities exist that no (or few) competitors possess?

Inimitability: Are resources and capabilities difficult and costly for competitors
to obtain and imitate?

Organisational support: Is the organisation appropriately organised to exploit the
resources and capabilities?
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