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Communications Objectives

1.

Elevate consumer perceptions of Dunkin’ by shifting away the current
perception that Dunkin’is a quick stop for coffee and donuts at a gas
station by using communications messages and visuals showing

runs on Dunkin’ and why we value them so greatly.

Communications visuals and messaging highlighting who runs on
dunkin should also feature they run on, specifically new menu
items.




Conceptual Target

The Hard Worker

Encompassing not just office workers and students, but essential workers as well.
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Wherever You Run.
Dunkin’



Media Strategy

Phase 1: Awareness

e Social (Top Funnel, i.e. TikTok)
e Broadband Audio

Phase 2: Engagement

e (Qutdoor
e Social
e Direct Mail

Phase 3: Retargeting & Ongoing Support
e Social
e [Direct Mail
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Media Calendar

Team 5 Dunkin' Recommended Media Plan
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Media Calendar (continued)

Team 5 Dunkin' Recommended Media Plan

Channel
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Direct Marketing
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DUNKIN

24,058 likes

dunkin Wherever you run, Dunkin’.
#runningondunkin
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Conclusion

Dunkin’s increased product offering presents an opportunity to reinforce the message of
Dunkin’s brand identity and shift perspectives to the new age of Dunkin’ beyond gas station
donuts.

By catering a message to the hard worker, Dunkin's target consumer will be celebrated,
appreciated, and caffeinated for the difficult day ahead,
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