
ISBR MANAGEMENT JOURNAL 
December 2024, Vol 9(02), 53 – 70 

DOI: 10.52184/isbrmj.v9i02.000

© 2021 The Author(s). This is an open access article distributed under the terms of the Creative Commons Attribution License, which permits unrestricted use, distribution, and reproduction in any medium, provided the 
original author and source are credited.

ISSN (Online) : 2456-9062

Reflecting on Dunkin’ Donuts: A Competitive 
Analysis with Krispy Kreme; A Bird’s Eye View 
Miss. Namrata Sharma1,* and Dr. Anand Shankar Raja M2

1PGDM Student, ISBR Business School, Bangalore, Karnataka
ORCID ID: https://orcid.org/0009-0007-5744-228X  
2Assistant Professor & Research Manager, ISBR Business School, Bangalore

Abstract 
In the competitive landscape of the quick-service restaurant 
(QSR) industry, Dunkin’ Donuts, and Krispy Kreme stand out as 
prominent players in the donut and coffee segment. This study 
conducts a comprehensive competitive analysis of these two 
brands, examining their strengths, weaknesses, and strategic 
approaches. While Dunkin’ has transitioned from a donut-centric 
brand to a broader coffee-led chain, Krispy Kreme maintains a 
focus on premium offerings. The research employs a competitive 
analysis framework, utilizing real-time data from Semrush to 
identify consumer search trends and inform marketing strategies. 
The findings reveal critical insights into Dunkin’s brand positioning 
challenges and opportunities for enhancing customer engagement 
through digital transformation, particularly in emerging markets.
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1. Introduction 
In today’s highly competitive quick-service restaurant (QSR) industry, Dunkin’ Donuts 
and Krispy Kreme are two key players dominating the donut and coffee segment. A 
thorough competitive analysis between these two giants reveals the strengths, weaknesses, 
and strategic approaches each brand adopts (Maxwell, 2024). Dunkin’ Donuts, which 
has evolved into Dunkin’, has a broader market focus than Krispy Kreme, which focuses 
more on a niche offering of premium donuts. This reflective analysis dives into several 
competitive factors, offering unique insights and recommendations for Dunkin’ to solidify 
its position in the market. The methodology followed in this particular research article 
uses a competitive analysis framework that has been adopted from Atlassian Confluence 
and real-time data taken from Semrush. On the website of Semrush, information was 
given about the keywords of the searches that people make online about these brands and 
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how these brands like Dunkin Donuts can use this information to actually make some 
business decisions to either solve any particular problem that is there or use the data to 
enhance their marketing strategies. Some highly searched keywords for Dunkin Donuts 
were: ‘Are Dunkin Donuts vegan?’, ‘How are Dunkin Donuts made?’, ‘How many calories 
in Dunkin Donuts?’, etc. This information can be used by Dunkin Donuts to create blogs 
on how it is focusing on making its products healthier than its competitors or used this 
information to make some additions to its product line of donuts or coffee. The second 
website that was referred to frame the points for competitor analysis of Dunkin Donuts 
was Atlassian Confluence, where an overview was framed for where Dunkin Donuts 
stands in comparison to its competitor Krispy Kreme. 

2. Review of Literature 
Once upon a time in the fast-paced world of coffee and fast food, brands battled for customer 
loyalty and market dominance. Dunkin’ Donuts, a well-known name in the industry, 
found itself at the intersection of digital marketing and consumer behavior. In 2024, Aghni 
Aulia Aziz explored this evolving landscape, highlighting how Dunkin’ Donuts leveraged 
social media marketing to influence purchasing decisions. With the rising number of 
social media users, the brand’s reach expanded significantly, strengthening its ability to 
connect with customers. More importantly, social media became a powerful tool for word-
of-mouth marketing, allowing satisfied customers to share their experiences and attract 
new patrons. Meanwhile, Ryu Antony Yakin (2023) took a different approach, delving into 
the factors shaping consumer choices. His study examined how brand image, location, 
and price influence purchasing decisions at Dunkin’ Donuts. In a highly competitive food 
industry, location emerged as a key driver of success, offering businesses a competitive 
edge. However, the research also hinted at an overlooked strategy—aligning product 
offerings with specific locations. While Dunkin’ Donuts thrived in various regions, a 
more tailored approach to product placement could enhance its competitive standing. As 
the fast-food industry continued to evolve, Knowles (2000) turned attention to another 
major player—Burger King. His study revealed the secret to maintaining a strong brand 
image: understanding and catering to customer preferences. Whether through superior 
service, inviting ambiance, or exceptional food quality, the ability to create a unique and 
memorable experience helped brands secure long-term customer loyalty. Burger King’s 
success demonstrated that a well-established brand identity could be a powerful asset, 
ensuring consumer retention and market relevance. Yet, the competition was not just 
between individual brands—it was a battle among industry giants. Brizek (2012) took a 
broader perspective, analyzing the strategies of the three leading coffee chains: Starbucks, 
McDonald’s, and Dunkin’ Donuts. McDonald’s and Starbucks stood out for their operational 
efficiency, leveraging strengths and opportunities to expand globally. Dunkin’ Donuts, on 
the other hand, built a loyal customer base through its unique product offerings but faced 
challenges in brand building and operational efficiency. One fascinating rivalry unfolded 
in the iced coffee segment. McDonald’s, surprisingly, emerged as a dominant player, with 
its iced coffee becoming a customer favorite—so much so that even the coffee powerhouse 
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Starbucks struggled to surpass it, and Dunkin’ Donuts lagged behind. Recognizing the 
demand for cold beverages, all three brands eventually carved out their own niche in 
the market. Each appealed to a distinct income group: Starbucks became synonymous 
with luxury, catering to high-income consumers; Dunkin’ Donuts positioned itself as the 
go-to option for the middle class; while McDonald’s proudly maintained its reputation as 
a place where everyone could enjoy a cup of coffee, regardless of their budget. Through 
these studies, a compelling narrative emerges—a story of strategic branding, consumer 
preferences, and market competition. Dunkin’ Donuts continues to evolve, navigating the 
delicate balance between marketing, pricing, location strategy, and product differentiation, 
all while vying for its place in the ever-changing coffee and fast-food landscape.

3. Statement of the Problem 
Dunkin’ Donuts, a globally recognized brand, is renowned for its doughnuts and coffee 
(Sandria, 2022). However, in the highly competitive quick-service restaurant (QSR) 
industry, particularly within the doughnut segment, it faces significant challenges in 
differentiating itself from competitors like Krispy Kreme. While both brands have 
established strong brand identities and loyal customer bases, Dunkin’ Donuts struggles 
to position itself effectively by balancing convenience, affordability, and a unique product 
experience. One of the key challenges Dunkin’ Donuts faces is its inability to create a 
distinct and memorable brand experience that associates its products with nostalgia and 
indulgence. Unlike its competitors, Dunkin’ has not fully capitalized on brand equity and 
differentiation, leading to a weaker emotional connection with consumers. Additionally, 
its failure to strategically benchmark its standards and leverage its competitive advantage 
has further impacted its market positioning. Another critical issue is Dunkin’ Donuts’ slow 
adaptation to digital transformation and e-commerce. With the rise of online food delivery 
services and changing consumer preferences for convenience, brands must optimize 
digital engagement to remain relevant. Unlike competitors who have effectively utilized 
customer data for personalized recommendations and promotions, Dunkin’ Donuts 
has yet to maximize the potential of digital marketing strategies to enhance customer 
experiences and loyalty. Furthermore, Dunkin’ Donuts has limited expansion efforts in 
emerging markets like India, where visibility plays a crucial role in brand success. For 
instance, Krispy Kreme has strategically positioned itself in high-footfall areas, ensuring 
greater consumer reach, whereas Dunkin’ Donuts remains relatively underrepresented. 
Additionally, adapting its menu to local preferences could help Dunkin’ establish a stronger 
foothold in the Indian market. Given these challenges, this research aims to explore how 
Dunkin’ Donuts can strengthen its brand positioning, enhance customer engagement 
through digital transformation, and expand its market presence, particularly in emerging 
economies. By addressing these gaps, Dunkin’ Donuts can better compete in the evolving 
QSR industry and build sustainable brand equity.
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4. Limitations of the Study 
The comparative analysis study of Dunkin’ Donuts and Krispy Kreme offers valuable 
insights into their competitive strategies, and it is essential to acknowledge the limitations 
of this article. The study may not account for other competitors that could pose significant 
challenges to Dunkin’ Donuts in specific markets. The competitor is limited to Krispy 
Kreme, so this limits the study to one particular brand where otherwise companies like 
Blue Tokai, Starbucks may have been taken into consideration. The competitive advantage 
framework provides a useful lens to analyze the industry dynamics, but it may not capture 
all the details of the QSR industry, such as the importance of brand image, customer 
experience, and customer perception. Time factor is also not considered but the competitive 
landscape may evolve over time, with new entrants, mergers, and acquisitions shaping the 
industry. While coffee and donuts are core products for both chains, they also offer a wider 
range of products, including bagels, and beverages. Both companies may introduce new 
products or modify existing ones to cater to changing consumer preferences. Hence the 
product focus on doughnuts and coffee may be limiting the overall competitiveness of 
Dunkin Donuts but the focus for this article was the doughnut and coffee segment, which 
are the major products. The competitive dynamics between Dunkin’ Donuts and Krispy 
Kreme may vary across different geographic regions. For instance, their relative market 
shares and competitive advantages might differ in the US, Europe, or Asia-Pacific. In this 
study, the data referred to is according to the customers in the US and some in India. 
To gain a more comprehensive understanding of Dunkin’ Donuts’ competitive position, 
future research could consider a broader range of competitors, incorporate a more diverse 
set of analytical frameworks, and account for the evolving dynamics of the QSR industry.

5. Research Methodology
The methodology of this research is grounded in a competitive analysis framework adapted 
from Atlassian Confluence, complemented by real-time data sourced from Semrush. 
This approach enables a detailed examination of consumer search behaviors related to 
Dunkin’ Donuts and Krispy Kreme. By analyzing highly searched keywords, such as “Are 
Dunkin Donuts vegan?” and “How many calories in Dunkin Donuts?”, the study identifies 
actionable insights that Dunkin’ can leverage to enhance its marketing strategies and 
product offerings. The analysis also includes a comparative review of both brands’ market 
positioning, target demographics, product offerings, and marketing strategies to ascertain 
their competitive advantages and areas for improvement.

5.1.  Competitive analysis considering Krispy Kreme and Dunkin 
Donuts 

A) Competitor Profile
  Krispy Kreme: Renowned for its premium, freshly made doughnuts with signature 

glaze and unique flavors. Targets a discerning customer base, often leaning towards 
middle-class and upper-class individuals who value quality and indulgence.
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  Dunkin’ Donuts: Offers a broader range of products, including donuts, bagels, sand-
wiches, and beverages. Targets a wider audience, encompassing people of all ages and 
income levels.

  Krispy Kreme’s ability to sustain its artisanal image allows it to create a premium per-
ception in the market. Dunkin’, on the other hand, offers a larger range of products, 
including beverages, sandwiches, and bakery goods, positioning itself more as an 
all-day, fast-service café than a donut shop. This divergence in positioning provides 
Dunkin’ with more opportunities to diversify its revenue streams and cater to a broader 
market. However, Krispy Kreme’s strong brand loyalty in the niche donut category 
highlights an area where Dunkin’ must defend its core product offerings.

B) Competitive Advantage
  Dunkin’ Donuts: Dunkin’s key competitive advantage lies in its extensive product line, 

large-scale operations, and brand evolution from a donut-centric chain into a beverage-
led coffee brand. Dunkin’ has successfully positioned itself as a convenient, affordable, 
and fast option for busy individuals. Its focus on speed and consistency, paired with a 
value-driven pricing strategy, caters to a wide demographic, particularly working pro-
fessionals seeking a quick coffee-and-snack experience. Dunkin’ has strategically built 
a strong advantage by emphasizing its coffee offerings. While Krispy Kreme relies heav-
ily on the donut category, Dunkin’s ability to be seen as more than a donut shop allows 
it to tap into various day times, such as breakfast, afternoon snacks, and even lunch. 
However, this wide product range could also dilute the core donut experience, creating 
potential vulnerabilities in customer perception compared to Krispy Kreme’s focused 
niche.

C) Target Market & Market Share
  Dunkin’ clearly benefits from a broader market reach, but Krispy Kreme’s tighter focus 

on premium, indulgent experiences allows it to create a differentiated emotional con-
nection with its customers. Dunkin’s ability to attract the value-seeking consumer while 
offering premium products like cold brew coffee and specialty beverages broadens its 
appeal. However, Krispy Kreme’s more focused approach on creating memorable prod-
uct experiences underscores the importance of not stretching the brand too thin in 
Dunkin’s case.

D) Product Offering
  Dunkin’s wider product offering allows it to cater to various tastes and preferences, 

making it more of a one-stop shop for both food and beverages. However, Krispy 
Kreme’s limited menu ensures product consistency and an elevated experience around 
a core product. Dunkin’ should be cautious not to let its wide product array dilute 
quality perception or customer focus. Krispy Kreme’s narrower focus, although limit-
ing, allows it to deliver a more premium, singularly delightful experience that Dunkin’ 
sometimes lacks in its pursuit of mass appeal.

E) Marketing Strategies
  Dunkin’s focus on convenience and technology has strengthened its competitive posi-

tion, especially in urban areas where time-efficiency is paramount. Krispy Kreme’s 
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marketing, with its emphasis on product freshness and creating a “moment of delight,” 
gives it a more personal, community-centric appeal. Dunkin’ could benefit from a 
more localized marketing approach, creating more emotional connections to mirror 
Krispy Kreme’s success in building anticipation around its product drops.

5.2.  SWOT Analysis (Strength, Weakness, Opportunities & 
Threats)

Dunkin’ Donuts: 
Strengths:
1. Strong Brand Recognition: Dunkin’ Donuts has an impressive brand identity that 

spans decades. Its rebranding to just “Dunkin’” in recent years reinforces its evolution 
from a donut-focused brand into a broader, coffee-led quick-service chain. The strong 
branding recognition allows Dunkin’ to maintain customer loyalty and stay top-of-
mind for both coffee and quick breakfast options.

2. Extensive Network of Stores: Dunkin’ boasts a vast network of over 12,000 stores 
across 40+ countries. Its large footprint not only ensures brand visibility but also cre-
ates convenient access for consumers. The sheer size of its store network allows it to 
serve diverse customer segments and ensures that it can reach more people compared 
to smaller competitors like Krispy Kreme. This global presence offers Dunkin’ a com-
petitive advantage, as it can expand quickly into new regions without the logistical 
hurdles that other, smaller chains may face.

3. Diverse Product Offerings: Unlike Krispy Kreme, which focuses primarily on donuts, 
Dunkin’ has diversified its product portfolio to include a wide range of food and bever-
age items. Beyond donuts, its offerings include premium coffee, breakfast sandwiches, 
bagels, snacks, and cold drinks like iced coffee and smoothies. This diversity enables 
Dunkin’ to attract various customer demographics and cater to different tastes, making 
it a one-stop shop for consumers looking for both meals and treats. 

4. Loyal Customer Base: Dunkin’ enjoys a dedicated customer base, particularly in 
regions like the northeastern U.S., where it has a strong presence. Its customer loyalty 
is fueled by its value-driven pricing, convenience, and consistent product offerings. 
Moreover, the brand’s focus on fast, efficient service appeals to busy professionals and 
commuters, further solidifying its customer base.

Weaknesses:
1. Perception of Being Less Premium than Krispy Kreme: While Dunkin’ has success-

fully positioned itself as a mass-market brand, this comes with a trade-off: the per-
ception of being less premium compared to Krispy Kreme. Dunkin’s focus on value, 
convenience, and affordability can detract from the perceived quality of its donuts. 
Krispy Kreme’s artisanal approach, with a focus on hot, fresh donuts, creates a more 
indulgent, premium feel that Dunkin’ sometimes lacks. This perception could hinder 
Dunkin’ from fully competing in the premium donut market, where Krispy Kreme 
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reigns supreme. Dunkin’s emphasis on being a coffee destination rather than a donut 
specialist might have caused the brand to lose some ground in the donut category.

Opportunities:
1. Expansion into New Markets: Dunkin’ has significant potential for further interna-

tional expansion. Although it already has a large global presence, there are still many 
regions, particularly in Asia and South America, where it can grow. Tapping into 
emerging markets with growing urbanization and rising middle-class populations 
could provide Dunkin’ with substantial growth opportunities. Expanding its franchise 
model could also allow the brand to enter new regions more quickly and with lower 
capital investment.

2. Diversification of Product Offerings: Dunkin’ can continue to innovate within its 
product lines to cater to emerging consumer preferences. This includes expanding 
into healthier options, such as low-calorie or plant-based menu items, to capture the 
growing health-conscious demographic. Additionally, Dunkin’ could explore seasonal 
and limited-time offerings to generate excitement and drive foot traffic, similar to how 
Krispy Kreme creates buzz around limited-edition donuts. More focus on expanding 
premium beverage offerings, like cold brew and specialty coffee drinks, could further 
elevate the brand’s coffee credibility.

3. Increased Focus on Digital Marketing: Dunkin’ has a strong opportunity to capitalize 
on digital marketing. Investing further in its mobile app, loyalty programs, and person-
alized marketing initiatives can deepen customer engagement. Additionally, increased 
focus on social media and influencer marketing could help Dunkin’ stay relevant with 
younger, tech-savvy consumers. In an era where online ordering and digital customer 
interaction are critical, further improvements in Dunkin’s digital ecosystem could sig-
nificantly enhance the customer experience.

Threats:
 1. Growing Competition from Other Quick-Service Restaurants: Dunkin’ faces 

increasing competition from both large and small QSR players. Starbucks continues 
to dominate the coffee space, often seen as more premium in terms of both product 
and in-store experience. McDonald’s has also become a formidable competitor with its 
McCafé offerings, appealing to cost-conscious consumers seeking convenience. On a 
local level, artisan donut shops and specialty coffee chains have gained traction, pre-
senting Dunkin’ with competitive pressure from brands offering niche, high-quality 
products. This rise in competition could erode Dunkin’s market share, especially if it 
fails to innovate or maintain quality in its core products.

 2. Changing Consumer Preferences: Consumers are becoming increasingly health-con-
scious and may begin to move away from traditional fast food, including donuts and 
sugary beverages. As people look for healthier options, Dunkin’s core product line, 
which includes high-sugar, high-fat items, may be at odds with shifting tastes. Addi-
tionally, the trend toward artisanal and locally-sourced products presents a challenge 
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for Dunkin’, whose large-scale, fast-service model may not align with the growing con-
sumer desire for authenticity and craftsmanship. Dunkin’ will need to balance main-
taining its traditional offerings while appealing to consumers who are seeking healthier 
and more sustainable choices.

5.3.  Performing a detailed competitive analysis using 
ATLASSIAN
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5.4. Inference for competitor analysis 

5.4.1. Inferences from the Competitive Analysis
The competitive analysis between Dunkin’ Donuts and Krispy Kreme underscores 
fundamental differences in their business models, market positioning, and brand strategies. 
While both brands operate within the quick-service restaurant (QSR) segment specializing 
in doughnuts and beverages, their approaches to customer engagement, product offerings, 
and expansion strategies set them apart.

5.4.2. Brand Positioning and Product Strategy
Dunkin’ Donuts benefits from a diversified menu, offering not only doughnuts but also a 
wide range of coffee, breakfast sandwiches, and other snack items. This extensive product 
line enables Dunkin’ to cater to a broader audience, including daily commuters, coffee 
enthusiasts, and casual diners. In contrast, Krispy Kreme follows a more focused product 
strategy, concentrating on high-quality doughnuts and a limited beverage selection. This 
focused approach allows Krispy Kreme to cultivate a more premium, specialized brand 
image, appealing particularly to consumers who prioritize taste and indulgence in their 
doughnut experience (Brizek, 2012). Despite Dunkin’s advantage in product diversity, 
this broad offering presents a strategic challenge. Studies indicate that an overly expansive 
menu can dilute brand identity and lead to operational inefficiencies (Kotler & Keller, 
2016). Krispy Kreme, by contrast, maintains a singular focus on doughnuts, ensuring 
consistency in product quality and reinforcing a strong emotional connection with its 
customer base (Knowles, 2000). Dunkin’ must therefore balance its product diversification 
while preserving its core identity as a leading doughnut and coffee brand.

5.4.3. Market Share and Competitive Edge
From a market penetration perspective, Dunkin’ Donuts holds a larger market share 
due to its wider consumer appeal and strategic store expansion. According to industry 
reports, Dunkin’ Donuts operates over 13,200 locations worldwide, whereas Krispy 
Kreme has around 1,500 locations (Statista, 2023). This extensive presence gives Dunkin’ 
a competitive edge in terms of convenience and accessibility. The sheer number of outlets 
and its strong brand recognition provide Dunkin’ with the advantage of scale, allowing it 
to attract a diverse customer base across different demographics (Yakin, 2023). However, 
while Dunkin’ enjoys the benefits of a larger footprint, Krispy Kreme’s selective expansion 
strategy contributes to its brand exclusivity. Limited store locations enhance the perception 
of premium quality, making Krispy Kreme a destination brand rather than a routine stop 
for consumers (Sandria, 2022). This brand differentiation strategy allows Krispy Kreme 
to command a higher perceived value among customers, reinforcing brand loyalty and 
justifying premium pricing.
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5.4.4. Digital Transformation and Customer Engagement
Another critical aspect of the competitive landscape is digital transformation. The rapid 
growth of online food delivery services has changed consumer behavior, with more 
customers preferring to order food online rather than visit physical stores (Aziz, 2024). 
While Krispy Kreme has effectively integrated digital marketing and e-commerce strategies 
to promote limited-time offers and online exclusives, Dunkin’ has been relatively slower 
in leveraging digital engagement. Research suggests that brands that utilize customer data 
analytics for personalized recommendations and targeted promotions experience higher 
customer retention rates (Rosenbloom, 2021). Dunkin’ must invest in AI-driven marketing 
strategies and mobile app enhancements to strengthen digital consumer engagement and 
capitalize on the growing e-commerce trend.

5.4.5. Store Expansion and Localization Strategies
One of the notable gaps in Dunkin’ Donuts’ competitive strategy is its expansion approach 
in emerging markets like India. While Krispy Kreme has strategically placed its outlets 
in high-footfall locations, Dunkin’ Donuts has struggled with visibility. Studies on retail 
expansion emphasize the importance of location selection in driving foot traffic and sales 
performance (Grewal et al., 2018). Furthermore, brands that localize their menu offerings 
to align with regional tastes tend to perform better in international markets (Kotabe & 
Helsen, 2020). Krispy Kreme’s ability to introduce localized flavors in key international 
markets has contributed to its global success, while Dunkin’ Donuts has yet to fully 
capitalize on this strategy. The competitive analysis of Dunkin’ Donuts and Krispy Kreme 
reveals that while Dunkin’ benefits from its large market presence, diverse menu, and strong 
brand recognition, it faces challenges in brand differentiation, digital transformation, 
and strategic expansion. Krispy Kreme, with its focused product strategy and premium 
brand positioning, appeals to a niche market that values quality and exclusivity. Moving 
forward, Dunkin’ Donuts must refine its market strategy by enhancing digital engagement, 
optimizing product offerings, and expanding strategically in key markets. Strengthening 
these areas will allow Dunkin’ to not only maintain its competitive edge but also sustain 
long-term brand equity in the QSR industry.

6. Recommendations 
After some reflection on these insights, it is known how the delicate balance between 
specialization and diversification Dunkin’ Donuts has achieved. Their ability to cater to a 
broad range of consumers while maintaining a strong brand identity is a testament to their 
marketing prowess.

However, to sustain their competitive advantage, Dunkin’ Donuts should consider the 
following recommendations:

1. Digital Transformation: Embrace digital technologies to enhance customer expe-
rience and loyalty. Explore options such as mobile ordering, delivery services, and 
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personalized recommendations. This will align with the evolving consumer prefer-
ences and expectations in the digital age.

2. Healthier Options: Cater to the growing demand for healthier food options by intro-
ducing low-sugar, low-calorie, or whole-grain alternatives. This can attract health-con-
scious consumers who may otherwise avoid traditional donut shops.

3. Strategic Partnerships: Collaborate with complementary brands to cross-promote 
products and reach new customer segments. For example, partner with a coffee roaster 
or a fitness app to offer bundled deals or exclusive promotions.

4. International Expansion: Explore opportunities for international expansion to capi-
talize on global demand for convenient and affordable food options. Identify markets 
with high growth potential and adapt your offerings to local tastes and preferences.

5. Refocus on Donuts as a Core Product: Dunkin’ should renew its focus on innovating 
within the donut space, making this product category more exciting and premium, 
similar to what Krispy Kreme achieves with its limited-edition and seasonal donut 
offerings.

6. Localized Marketing Initiatives: Taking a page from Krispy Kreme’s playbook, 
Dunkin’ can explore more local, community-driven marketing campaigns that foster 
a deeper emotional connection with customers. Creating limited-time “store-specific” 
releases could drive excitement and foot traffic, similar to Krispy Kreme’s “Hot Light” 
promotions.

7. Conclusion 
Dunkin’ Donuts, now rebranded as Dunkin’, has strategically positioned itself as a mass-
market leader in the QSR industry, focusing on offering convenience, value, and a diverse 
range of products to a wide audience. Through an extensive network of stores, a strong 
brand identity, and a product mix that spans from coffee to breakfast items, Dunkin’ has 
cultivated a loyal customer base and a well-rounded offering that goes beyond donuts. 
However, this wide scope also poses certain challenges, particularly in maintaining the 
quality perception of its core donut product against more premium competitors like Krispy 
Kreme. From a segmentation and targeting perspective, Dunkin’ successfully appeals to a 
broad demographic—ranging from cost-conscious consumers to those looking for quick-
service breakfast solutions. Its core target includes working professionals, commuters, and 
families seeking value and convenience. However, Dunkin’ could refine its targeting by 
focusing on specific sub-segments, such as health-conscious consumers, through product 
innovation like low-calorie donuts and plant-based beverages. In terms of promotion, 
Dunkin’s marketing strategy has been largely successful, focusing on multi-channel 
campaigns and digital innovations like mobile ordering and loyalty programs. However, 
it could further enhance its emotional connection with customers by adopting more 
localized promotional tactics, similar to Krispy Kreme’s community-driven approach. In 
summary, Dunkin’ holds a dominant position, but it must balance its diverse offerings 
with a stronger focus on quality, particularly in its core donut category. By targeting a more 
specific consumer base, offering healthier and premium alternatives, and ramping up 
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localized promotions, Dunkin’ can continue to grow its brand without losing its identity 
or core strengths. 
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