
More than just a tagline
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We’ve been a daily craving for 70 years
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And, we’ve kept America running
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Then, the world turned upside down
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And, the Dunkin’ craving took on deeper significance
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Our messaging plans needed serious overhaul

We began sheltering 
in-place

School went online Simply keeping 
restaurants open was 

challenging
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Witty 
Wingman
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Wingman
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We delivered our message in all sizes and on all 
channels

Participation may vary.  ©2020 DD IP Holder LLC.

SCAN QR CODE
 TO DOWNLOAD

THE APP

We’re serving guests through
carry-out and drive-thru while our 
seating area is temporarily closed

STAY RUNNIN’ WITH
THE DUNKIN’ APP
Order & pay on
the app, then
grab & go

Retail DDPerksSocial
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We championed positivity



Our franchisees and foundation led the way with 
acts of kindness

Free lunch for kids in Richmond, VA 
The Cabrals

Coffee & donuts to Morristown Medical
Dwar Patel  

Delivering meals to the elderly
The Allens

Donuts & Box o’ Joe to Orlando Medical 
Center

Danish Alidino
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Fueling first responders to keep them going
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Helping folks express their gratitude
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And, recognizing heroes come in all forms

“Drone" “Raise a Cup” “Mask Making”
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We helped keep you safe



Reassuring guests and employees that their safety 
was our top priority

Digital Menu BoardVideo

Social
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And, helping fans express their brand love safely
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We kept heroes running



Dialing up the loyal treatment for our Perks members
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We helped bust your boredom



Dunkin’izing social trends kept us front of feed
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And, providing a sweet way to pass the time
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We created opportunity



Helping to get America working again
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Delivering products that meet the moment
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And, introducing the perfect accessory for a 
Dunkin’ Run
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84% 
of consumers say that how brands 

act now is important to their 
loyalty moving forward

Source: Google Consumer Sentiment Study 4.2020
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We’ve struck a chord and it’s driving action

53% of 
consumers believe 
Dunkin’s handling of 
COVID crisis is 
excellent

80% of 
consumers who have 
seen our Heroes ads 
believe Dunkin’ is doing 
an excellent response 
to COVID crisis 

Perception gains Sales gains

Source: Ask Suzy Consumer Panel, 5.2020
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Source: Bain & Company COVID-19: Impact and Actions for Restaurants and Food Service 4.22.2020

Built trust that we’re helping keep people safe
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Meaningfully been there for our fans at a time they 
needed us most
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Successfully introduced a brand new category for 
Dunkin’

Exceeding 
expectations by

3-4x
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And, we’ve grown our loyal family 

50%
of whom returned and 
for full-priced ticket 

within a week

1 Million
New or reactivated 

members
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Dunkin’ is not just a 
caffeine boost
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It’s time to get back to normal
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