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 Executive Summary 

 We are a boutique PR agency focused on B2B and B2C Public Relations. Our team 

 members always seek to align with the core values that our company’s name suggests — 

 patience, passion, approachability, and possibility. 

 We have developed a detailed communication implementation plan for Dunkin’ to reach 

 its revenue goal and its brand ranking goal on the product review website  Influencer  . Members 

 of our tight-knit team of eight all have Asian backgrounds and specialized knowledge in Greater 

 China. So we believe that we are the best agency to help Dunkin’ expand its Asian market to 

 increase revenue. In addition, we have detailed strategies and tactics for increasing the traffic to 

 Dunkin’s  Newsroom  website, which can help Dunkin’  accomplish its ranking goal on  Influencer  . 

 Dunkin’ was founded in 1948 and has become one of the top competitors in the industry 

 as well as forming its own brand culture. We recognize the professional work that Dunkin’s team 

 has done in the past 70 years, which successfully built up Dunkin’s brand awareness in the North 

 American market. We will continue to maximize Dunkin’s brand awareness online and offline to 

 increase revenues and its ranking on the product review website. 

 Over the past two months, we have outlined a plan to help Dunkin’ reach its goals and 

 objectives. Our plan includes a thorough analysis of Dunkin’s history, its current competitive 

 edges, and the problems that might hamper its development. We also provide Dunkin’ with a 

 research plan on using surveys and experiments to collect data, which can help Dunkin’ better 

 understand their audiences’ needs. The following plan includes two focus areas. The first is to 

 help Dunkin’ accomplish its objectives by employing the PESO model through our action 

 planning and communication implementation processes. Moreover, we have a detailed crisis 
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 management plan and an evaluation plan to monitor the execution of our entire plan. We will 

 deal with any possible emergency situations during the process while keeping an eye on the 

 effectiveness of our tactics. Finally, we also include a specific timeline and a budget plan as 

 references for time bounds and possible costs. 

 We highly value the relationships with our clients. We are able to make reasonable 

 adjustments to our plan based on Dunkin’s requests and provide timely feedback about our 

 working progress. 

 PPAP Team Members 
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 Research 

 Situation Analysis 

 History 

 Dunkin’s history is more than 70 years. It has a lot of locations in the U.S. and open 

 many overseas locations. In recent years, Dunkin’ starts to open stores in Asia. 

 ●  In 1948  , William Rosenberg opened a store called Open  Kettle in Quincy, Massachusetts. 

 He sold a cup of coffee for 10 cents and each  donut for a nickel (Daszkowski). 

 ●  In 1950  , Rosenberg changed the store’s name to Dunkin’  Donuts and opened more 

 loc  ations across Massachusetts. 

 ●  In 1955  , Dunkin’ Donuts had its first franchised store  in Dedham, Massachusetts. 

 ●  In 1963  , the company reached a new milestone when  it opened its 100th locations. 

 ●  In 1970  , Dunkin’ Donuts opened its first overseas  store in Japan, which represented its 

 first step toward globalization. 

 ●  In 1978  , Dunkin’ Donuts started to use media to promote  its brand, airing its first 

 network TV commercials. 

 ●  In 1979  , Dunkin’ Donuts grew to 1000 branches. 

 ●  In 1990  , Dunkin’ Donuts opened its 2000t  h store i  n  the U.S. 

 ●  In 1992  , Dunkin’ Donuts opened its 3000th store in  the U.S. 

 ●  In 1995  , Dunkin’ Donuts opened its 1000th international  store. 

 ●  In 2000  , Dunkin’ Donuts opened its 5000th worldwide  store in Indonesia. 

 ●  In 2008  , Dunkin’ Donuts opened the first store in  Mainland China. 
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 ●  In 2012  , Dunkin’ Donuts launched its first mobile application. 

 ●  In 2019  , Dunkin’ Donuts has more than 12,000 stores  around the world in 45 countries, 

 and it simplifies its name to Dunkin’.  (  Dunkin’ Donuts  ). 

 Problem 

 Dunkin’ focuses too much on its national market without further developing its 

 international market. Dunkin’ expands slowly in the international market: only opening 50 stores 

 outside the U.S. on average for each year. Cultural difference also slows down Dunkin’s 

 development in the international market. Donut, the representative food of Dunkin’, is not so 

 popular in many other countries, which causes its unpopularity in the international market. 

 According to data collected b  y  DMR  , Dunkin’ has more  than 3,000 stores in 45 countries 

 outside the U.S, and approximately 25% of Dunkin’s locations are outside the U.S. This number 

 is small compared to its competitors. For example, approximately 40% of Mcdonald’s stores are 

 outside the U.S in 120 countries. Both Dunkin’ and McDonald’s opened their first international 

 location in the early 70s. McDonald’s has continued to develop its international market since the 

 1970s, but Dunkin’ has been focused much more on the U.S. market instead of international 

 market. According to data from  Statista  , Dunkin’ only  built 55 stores in foreign countries from 

 2017 to 2018, and the number of new international stores has decreased every year since 2014. 

 Cultural difference makes Dunkin’ stores less popular in foreign countries than in the United 

 States. For example, Dunkin’ only has 16 stores in China, and they are all unpopular. Dunkin’ 

 does not work in China because Chinese customers do not like the sweet taste of donuts 

 (Meyers). 
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 Media Audit 

 1. Paid 

 Dunkin' has partnered with Omnicom Group's  BBDO  Worldwide  to create television 

 advertisements like 'Afternoon Slump'. Dunkin' tends to understand the consumer psychology 

 before it makes an advertisement. Also, these advertisements are intriguing to audiences because 

 customers can relate to the content of the advertisements. For example, the advertisement 

 'Afternoon Slump' tells the story of multiple customers who are incredibly exhausted but when 

 they get Dunkin' coffee, they are suddenly energized. Therefore, these advertisements create the 

 desire to buy its products. Dunkin' also launched a new outdoor advertisement on June 1st in 

 Times Square. The billboard displayed the fact that Dunkin' had more than 66 million Facebook 

 fans and included images of happy customers. This was creative because the advertisement 

 created a positive impression on potential customers. 

 2. Earned 

 Because of the effects of Dunkin's advertisements, Dunkin' has earned fans and 

 influencers for their products. For example, the  New  York Times  composes an article talking 

 about the new Pumpkin Spice from Dunkin’ describing how popular this product is, and 

 Dunkin's fans comment and share this article actively with others. Overall, Dunkin's products 

 draw customers’ attention and make them share their thoughts about the products to others. 

 Hence, influencers’ posts and blogs on social media or news platforms formed the bedrock of 

 Dunkin’. Furthermore, Dunkin' also actively interacts with its customers via social media. Take 

 the outdoor advertisement in Times Square as an example. Through this interactive 

 advertisement at the "Crossroads of the World” in New York City, Dunkin' fans' images would be 
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 shared on the display screen in Times Square. Millions of visitors to Times Square would see the 

 images of these Dunkin' fans, and this event attracted a lot of followers and influencers to share 

 or retweet on social media platforms. 

 3. Shared 

 Dunkin' interacts with customers actively on social media platforms like Facebook, 

 Twitter, Google+, Youtube, Pinterest, and Instagram. Moreover, Dunkin' has its own social media 

 department, “The DD Mothership,” to manage content on social media platforms. Also, Dunkin' 

 is good at earning fans and influencers via social media channels. Customers are welcomed to 

 post articles with pictures and questions, or participate in interesting challenges or prize 

 questions that are tied to marketing calendar. 

 Dunkin’ has more than 1.2 million followers on Twitter and 1.7 million followers on 

 Instagram. On average, Dunkin' posts 12-15 posts every month. And it posts most frequently 

 (2-3 posts a day) about its sales promotion around the National Coffee Day in September. 

 Facebook is a leading social network that draws traffic to Dunkin's website on desktop, but the 

 rating of its facebook page is only 2.2 out of 5.0 based on 5424 users’ opinion  (SimilarWeb)  . 

 4. Owned 

 Dunkin's main website (  https://www.Dunkin'donuts.com  )  has a clear navigation bar and a 

 modern look. The homepage introduces sales promotions, membership rewards and various 

 images of beverages and food. Therefore, the focus of Dunkin's main website is primarily on 

 products and foods. In addition, Dunkin's main site hyperlinks to www.dunkinbrands.com which 

 is mainly for its investors and other corporate partners. On  www.dunkinbrands.com  , there is 

 another hyperlink to  www.dunkin'franchising.com  for  potential franchise partners. The design 
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 for  www.dunkin'franchising.com  is not as clear as the other two sites. The website for 

 franchising does not have a navigation bar, which may cause confusion for visitors. Also, the 

 design of the information page for the franchising website is outdated, which does not match 

 with Dunkin’s main site and its overall style. In addition, when clicking on the information page, 

 viewers are led to an error page, which is relatively bad user experience. 

 Dunkin' holds informational seminars and webinars for potential investors who want to 

 open a Dunkin' franchise. There is one seminar on October 17th in Seattle, WA and one webinar 

 in November. 

 Dunkin' publishes its own news on its  Newsroom  website 

 (  news.dunkin'donuts.com/news  ). Dunkin' usually publishes  three featured news articles per 

 month. Topics include new products, new campaigns, sales promotions and personnel changes. 

 Moreover, Dunkin' launched a blog page to highlight beverages, stories about coffee, and 

 innovations. There is also a separate website  investor.dunkin'brands.com  for investors. On this 

 page, Dunkin' includes annual reports, press releases, event dates, and presentations. 

 Dunkin’ also has its own app for mobile phone users, which includes basic membership 

 function such as rewards, order history, and payment. There are also menu options listed, in 

 which the product details and nutrition information are hyperlinked to a general pdf document. 
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 Audience Analysis 

 Demographics 

 Dunkin’s existing market contains mainly 

 young adults or working-class aging from 18-49 years 

 old, with a wide range of individual income. Most of 

 the Dunkin’s consumers receive college education or 

 above, and tend to have busy work time. 

 1. Age & Gender 

 ●  Young adults from 18 to 29 years old 

 ●  Working-class from 30 to 49 years old (  Statista  ) 

 ●  .’ 

 2. Individual Income 

 ●  Mainly middle to high income 

 ●  Approximately ranges from $40,000 to $100,000+ yearly 

 3. Ethnicity 

 ●  Mainly Caucasians 

 ●  Some Hispanic, and a small proportion of Asian 

 and African America (  Numerator  ) 

 4. Region 

 ●  Dunkin’ stores mostly open in East Coast of the United States 

 ●  Dunkin’ customers live in the urban area more than the rural area (Sewell) 

 5. Socioeconomic Status & Education 
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 ●  No clear discrimination based on the education level among all customers 

 ●  For young adults aging from 18-29, they have a relatively low-income or a limited 

 budget, and they are usually in college or lower in education status. 

 ●  For the working-class aging from 30-49, they have a relatively middle-budget in income, 

 and they are usually in college or above in education status 

 Psychographics: 

 Dunkin’s customers tend to love drinking coffee and prefer sweet fast food. 

 1. Eating Habits 

 ●  Prefer a lighter taste of the coffee 

 ●  Prefer sweet flavors 

 ●  Accustomed to buying iced coffee and tea in the morning or buying hot coffee and tea in 

 the winter 

 ●  Prefer quick, easily takeaway food 

 2. Belief 

 ●  Believe that Dunkin’ provides a high quality food in an efficient service and cheaper 

 price. 

 3. Health consciousness 

 ●  Cares less about healthy eating 

 ●  Love fast food 

 4. Lifestyle 

 ●  Tend to have meals in cars 
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 ●  Prefer to spend money on food and beverage that can fulfill their daily needs at a 

 relatively low price. 

 ●  Usually spend approximately 10 % of their disposable income on fast food every year 

 (Dosomething) 

 Media Consumption 

 Dunkin’ has been using the media 

 campaign for over 10 years on different social 

 media platforms. People intend to receive 

 promotion from various social media platforms. 

 In particular, Dunkin’s Facebook accounts has 

 the most followers who could be influenced 

 significantly by the posts (  Adweek  ). 

 Also, research shows that the age group 18-45 

 occupied most users’ distribution in facebook, 

 people intend to use facebook recommendation 

 page and celebrities’ posts to receive information. 

 From 2012 to 2019, the global media 

 consumption has been increased from 

 1:30 hours per day to 2:23 hours per day, 

 according to the data from  Medium  . 
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 Trends Reports 

 Even though Dunkin’ is one of the most leading U.S.-based fast food  restaurant chains 

 that specialize in serving coffee, it has competitors in this industry. The top two of them are 

 Starbucks and McDonald’s McCafe. Dunkin’ will do a comparison and contrast based on the 4 

 P’s (Price, Place, Product & Promotion) and communication media audit (Paid, Earned, Shared 

 & Owned media). 

 Price 

 These three restaurant chains share coffee in common. Take a look at how their prices of 

 a medium latte, for example, vary from one another. A Starbucks’s grande latte costs $3.65 

 (Starbucks Menu Prices), a McCafe’s medium latte costs $2.89 (“McDonald’s Menu Prices”), 

 and a Dunkin’s medium latte costs $3.29 (Bailoni) If Dunkin’ just focus on the prices without 

 considering their flavors, the price of a Dunkin’s latte is in between the other two. The price 

 differences are respectively $0.36 (Starbucks and Dunkin’) and $0.40 (Dunkin’ and McCafe). 

 The prices do not vary too much. From a consumer’s viewpoint, McCafe’s coffee might appear 

 cheaper in price since there is a distinction between the price starting with “2” and starting with 

 “3.” Therefore, the competition between the coffee price of Dunkin’ and Starbucks does not only 

 depend on price but flavor, loyalty, and location. 

 Place 

 Among these three restaurant chains, Starbucks has about 14,606 stores in the US (about 

 14718 outside the US). McDonald’s has about 13,905 stores in the US (about 35,000 outside the 

 US) (statista.com). Dunkin’ has about 8,500 stores in the US (about 11,300 outside the US) 

 (dunkindonuts.com). Both Starbucks and McDonald’s have an overwhelming advantage in the 
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 number of stores in the US or worldwide over Dunkin’. This means Dunkin’ not only falls 

 behind with the overall number of stores but also awareness and popularity. There must be other 

 factors affecting the Dunkin’ franchising, but the store is the most direct way of reaching out to 

 existing consumers and potential consumers. The shortage of Dunkin’ stores as well as 

 distribution, not only in developed countries but developing countries, might lead to more 

 intense competition with both Starbucks and McDonald’s. 

 Product 

 Generally, these three restaurant chains are similar in offering hot and cold beverages 

 and foods, especially pastries. Considering each restaurant’s signature product, Dunkin’ is known 

 especially for its donuts. Starbucks is famous for its customized drinks with more than 87,000 

 combinations. McCafe is known for its different coffee and food combos. All of them have 

 seasonal drinks like “Pumpkin Spice Latte”. While Starbucks and Dunkin’ sell their drinkware 

 and coffee beans, McCafe does not. Considering each interior environment, Dunkin’s is closer to 

 McCafe’s with typical decor and furnishing in fast food stores while Starbucks is designed to 

 provide a place for coffee and social activities, giving consumers a premium experience 

 (Delventhal). 

 Promotion 

 One of the reasons that restaurant chains keep consumers  coming back is their program. 

 Starbucks and Dunkin’ have a similar reward program. Once consumers enter Dunkin’s Perk 

 Program, every dollar members spend equals 5 points and 200 points get them a free drink 

 coupon. For Starbucks members who reach Gold Level Status, every dollar they spend equals 2 

 stars and collecting 125 stars is enough for a free drink. Though it might look easier to earn a 
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 free drink in Dunkin’, its free drink coupon will expire in 90 days while Starbucks’s stars will 

 expire in 6 months. It might also take longer to get a free drink in Dunkin’ since the drinks are 

 cheaper than Starbucks’s. For McDonald’s, it does not have a reward program, but it uses deals 

 and coupons as Dunkin’ does. It offers coupons like “Buy 5 coffees get 1 free” and “1 cent 

 upgrade” (Tyler). In general, the way Dunkin’ promotes its coffee combines Starbucks’s and 

 McDonald’s by using a reward system and coupons simultaneously. What’s more, Dunkin’ has 

 the “Sip. Peel. Win.” special program that the other two do not. 

 Communication Media Audit 

 Paid Media  ●  Paid keywords 
 ●  TV commercials 
 ●  Time Square billboard 
 ●  Celebrity Endorsement 

 ●  Paid keywords 
 ●  TV commercials 
 ●  Mobile advertising 
 ●  Celebrity 

 Endorsement 

 ●  Paid keywords 
 ●  TV commercials 
 ●  Celebrity 

 Endorsement 

 Earned 

 Media 

 ●  News 
 ●  SEO 

 ●  News 
 ●  SEO 
 ●  “Game of Thrones” 

 Free Advertising 

 ●  News 
 ●  SEO 

 Shared 

 Media 

 ●  Social media: 
 Facebook, Twitter, 
 Instagram 

 ●  Youtube 

 ●  Social media: 
 Facebook, Twitter, 
 Instagram 

 ●  Youtube 

 ●  Social media: 
 Facebook, Twitter, 
 Instagram 

 Owned 

 Media 

 ●  Website: Shop, 
 Reward, Location, 
 Career 

 ●  App 

 ●  Website: Reward, 
 Story content, 
 Services 

 ●  App 

 ●  Website: Food 
 introduction, Deals 
 and App Promotion 

 ●  App 
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 1. Paid Media 

 According to SimilarWeb.com, Dunkin’s 54.52% site  traffic is brought by search terms 

 (Starbucks: 30.37%; McDonald’s: 67.76%). Among Dunkin’s searches, 10.43% of them are paid 

 searches (Starbucks: 5.98%; McDonald’s:10.45%). Some main paid search words for Dunkin’ 

 are “Dunkin'”, “Dunkin' Menu”, “Sippeelwin”, etc (Starbucks: “Starbucks”, “Starbucks gift card, 

 “Starbucks rewards”, etc while McDonald’s: “McDonald’s”, “McDonald’s menu”, etc) 

 (SimilarWeb.com). All of them have various TV commercials. 

 2. Earned Media 

 According to SimilarWeb.com, among Dunkin’s searches, 89.57% of them are organic 

 searches (Starbucks: 94.02%; McDonald’s: 89.55%). Some main organic search words for the 

 Dunkin’ are “Dunkin'”, “Dunkin' menu”, “Dunkin' near me”, etc (Starbucks: “Starbucks”, 

 “Starbucks menu, “Starbucks career”, etc while McDonald’s: “McDonald’s”, “McDonald’s 

 menu”, etc ) (SimilarWeb.com). 
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 3. Shared Media 

 On Instagram, Dunkin’ has 1.6m followers (Starbucks  has 18.2m followers while 

 McDonald’s has 3.5m followers), which has the least followers among the three restaurant 

 chains. Furthermore, on Instagram, the number of posts that contain “#dunkindonuts” is 1.7m 

 (there are 35.1m posts that contain “#Starbucks” and there are 7.2m posts that contain 

 “#mcdonalds”), which is also the lowest if people only hashtag the brand name. On the other 

 hand, Dunkin’ has 1.2m followers on Twitter (Starbucks has 11.3m followers while McDonald’s 

 has 3.6m followers). Dunkin’ has the least influence on social media 

 4. Owned Media 

 Dunkin’s owned media––its official website––is product-oriented. The first thing seen on 

 the website is an advertisement asking consumers to sign up for rewards, and the introduction of 

 foods and drinks follow up. There is little engaging content on it. Starbucks’s website 

 concentrates highly on the reward system while McDonald's website focuses on products and 

 other services as well. All of them have their apps, facilitating consumers and tightening the 

 relationship with them. 

 3 Trends in 2019 That Might Impact Dunkins’ 

 1. Climate Change 

 Speaking of the trends in fall 2019, climate change is undoubtedly the first choice. The 

 United States has witnessed a remarkable trend of climate change protests, and the student 

 activists have converted communication regarding on this behalf. 

 It’s worth mentioning that the climate change protest did not start in the U.S; instead it 

 started internationally. In Columbia, climate change activists gathered together in September and 
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 called for a world that is “without plastic, without war” (Daniels, 2019). A massive protest also 

 took place in major cities in the U.S, including Washington D.C, Boston, and New York, where 

 the United Nation hosted its climate action summit on September 20th. Climate activists are still 

 making their voice heard after the big protest, as the recent news indicated that mass protests 

 took place in London and France. 

 A threat for Dunkin’ is that if the trend of climate change activists keeps going, the 

 promotion of a healthier diet will impact the entire fast food industry. Dunkin' is famous for its 

 major two products, one is the coffee/donut that is served in stores and the other is the ice-cream 

 under the brand of Baskin Robbins. The bakery and sweet flavored food from Dunkin’ should 

 think of a way to keep up with the climate change trend. One idea is substituting artificial sugar 

 with lower-calorie, and generally reduce the energy consumption in the production process. By 

 reducing their energy usage and switching to greener energy, it can be a saving in utility. It will 

 be good news for stakeholders, and helps to create a positive public reputation for the brand. 

 2. Technological advancement in store 

 Enters the 21st century, the role of technology has changed rapid in every industry, 

 including the fast food industry. A common trend for fast food giants like McDonald’s and 

 Starbucks (also competitors for Dunkin’ on  Influenster  )  all launched their in-store ordering 

 machines in order to shorten the line in front of the cashier. Moreover, Starbucks also have in 

 store pick up features with almost every store. Both McDonald’s and Starbucks participate in 

 delivery websites like Ubereats and Doordash. While Dunkin’ has its order-pick up app, it still 

 needs to catch up on the self-ordering stations, as well as the food delivery app online in order to 

 increase its revenue. 
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 3. More user interactions on TikTok 

 In recent years, the official accounts of several companies, especially in the fast food 

 industry, had a tremendous interactions with its followers on social media. Those followers could 

 be their loyal consumers, and could also be its potential consumers as well. Some good examples 

 are Wendy and Poppey’s presence on Twitter. The interactions they had with their followers 

 attracts more publicity for them, as well as a lot of earned media. Over the last several months, 

 the short video app TikTok have became viral in the U.S, with a rapid growing user base. If 

 Dunkin’ can have more user interactions on TikTok, it would be a great place for us to start on a 

 brand new social media platform, since Twitter had already been out for a few years. 

 Another advantage of having more interactions on TikTok is it can increase the publicity 

 in the overseas market, especially Chinese market, which is one of the goals for this report. 

 TikTok’s original version in China had already been dominated by the Chinese younger 

 generation’s attention over the past few years. It has over 320 million daily users according to its 

 official annual report. With the same algorithm, if Dunkin’ can have a positive media presence in 

 TikTok, it will set up a solid milestone for its expansion in Asian market. 
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 SWOT Analysis 

 Strengths 

 1.Wide-spread distribution and great popularity among citizens 

 Strengths are the positive characteristics within the company that are controllable. In 

 SWOT analysis, there are three main strengths within Dunkin’. Firstly, as the data in 2018 shows 

 that there are 8500 restaurants in the US and approximately 3 million customers per day, which 

 means that Dunkin’ has a wide-spread distribution and great popularity among citizens. Most of 

 the Dunkin’ restaurants have strong geographical locations. For example, Dunkin’ can be found 

 near the freeway rest stations where people will have a need for quick food and beverages. 

 2. High quality products with cheaper prices 

 There is a particular advantage of applying 100% coffee beans imported from Arabia 

 with individual specifications. The reputation of the coffee quality guarantees the customer in 

 Dunkin’. In addition, the customer is available to choose the coffee brand, which provides a 

 more favorable taste. Dunkin’ products are relatively cheaper than those in other competitive 

 20 



 stores, therefore, the brand becomes more popular among people who have a limited budget but 

 seek relatively high-quality coffee. Dunkin’ also gives diverse types of products for the 

 consumers to choose within reasonable prices, therefore they can decide what they want in an 

 easy and convenient way. The images on the menu were captivating and realistic which arouse 

 consumers’ interests (Vastani). 

 3. National brand and efficient services 

 Dunkin’ also offers a more rapid and convenient service, which also associates with the 

 current slogan, “  America  runs on Dunkin.” The using  of “America” creates a sense that 

 Dunkin’ is a nationalized brand for consumers. Also, the word “runs” represents a fast-speed 

 living styles for most Americans. Many people may realize that the waiting queue for ordering 

 and picking-up in Dunkin' has never been crowded. The busy American society causes an 

 increase in demand for rapid services; therefore, the consumer would prefer to buy food in 

 Dunkin' as they are rushing to work. The clear setting of position assists Dunkin to become more 

 popular in the public (  news.dunkindonuts  ). 

 Weakness 

 1. Customers’ negative comments on social media 

 Provided by Facebook users, Dunkin’s rating on the Facebook page is 2.2/5, whereas one 

 of its main competitor Pavement Cafe receives a rating of 4.4/5. Usually, when Dunkin’ 

 promotes its new product via Facebook or other social media pages, customers post negative 

 comments. D  espite so many negative comments on its  social media, Dunkin’ does not reply to 

 most of the posts on its page. Therefore, potential customers will have a negative impression of 

 21 



 Dunkin’ when they see those negative comments. Also, even though customers ask many 

 questions on Dunkin’s Instagram, most do not receive any answer from the company. 

 There are a lot of untrusted voices toward the quality of food and Dunkin’s attitude 

 toward customers. When social media users see those negative comments and the low rating of 

 Dunkin’, they will not regard Dunkin’ as their primary choice. Undoubtedly, those negative 

 comments will decrease the number of potential future customers, reducing potential profits 

 accordingly. 

 2. Poor customer service and low working efficiency 

 As the minimum wage continues to increase in the U.S., Dunkin’ has found it difficult to 

 hire well-trained and skilled employees to mana  ge  its food inventory of bagels, muffins, 

 smoothies, and flavor shots. The production process is so complicated for workers with limited 

 skills that they may waste too much time preparing food, which often results in low operational 

 efficiency. The President of Dunkin’ admitted that the menu has become “too unwieldy,” so they 

 have started experimenting with a smaller menu (  Scott  ).  Many customers complained that 

 Dunkin’ hires too many untrained employees who cannot accurately provide them food and 

 drink. 
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 Opportunities 

 1. A high percentage of young people skip breakfast 

 According to the chart aside from  Huffpost  , 

 28% of 18-34 years old males and 18% of females 

 skip breakfast in the U.S., and both male and female 

 reflect that they skip breakfast because they are 

 running late and do not have the appetite to eat in the morning. Therefore, Dunkin’ could 

 develop a new energy drink to create faster access to nutrients for customers, and the drink also 

 gives them an appetite. 

 2. A new trend of promotion on the Internet 

 When looking at the trend of internet celebrity economy, the chart attached below 

 presents the effectiveness of promoting products by internet celebrities. Therefore, Dunkin’ 

 could aim to attract internet celebrities to promote products on the internet. Moreover, it could 

 also raise its awareness in other countries. For example, Dunkin’ may gain more attention from 

 customers in China by hiring internet celebrity to promote products because the internet celebrity 

 industry is blooming in China according to  The Telegraph  . 
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 3. Technologies can help improve efficiency and user experience 

 Innovative technologies can help create better customer services, leading to more 

 returned customers. Dunkin' can think about infusing AI technologies into its stores to increase 

 the efficiency of dining experiences. For example, they can use an automatic speech recognition 

 (ASR) machine for self-ordering in stores to increase efficiency. 

 4. Brand Collaboration is another leading trend in revenue maximization 

 Perhaps, Dunkin' could explore a collaboration with a fashionable clothing brand. For 

 example, Dunkin' and this partner could launch Dunkin-branded products like hoodies, 

 sweatshirts, and T-shirts, utilizing Dunkin's cheerful pink and orange colors. Starbucks, one of 

 Dunkin's competitors, has already partnered with Ban.do to launch a holiday gift collection, 

 including notebooks, cups, and mugs (Howard). Hence, Dunkin’ should explore more brand 

 collaborations like this to increase its brand awareness. 

 Threat 

 1. The number of competitors in the industry is high and is even increasing. 

 One  of  the  major  threats  for  Dunkin’  is  intense  competition.  Its  major  competitors, 

 including  (but  not  limited  to)  Starbucks,  McCafe,  Burgerking  and  KFC,  have  reached  the  same 

 and  even  more  popularity  as  Dunkin’  does.  What’s  more,  compared  to  its  competitors,  Dunkin’ 

 does  not  have  enough  franchising  and  distribution.  As  a  fast-food  chain,  Dunkin’  is  too  “slow”  to 

 penetrate different corners of the United States and the international market. 
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 2. Consumer behavior changing could negatively impact the company 

 Consumer  behavior  will  negatively  impact  the  business.  Nowadays  consumers  are  trying 

 to  eat  healthier.  This  behavior  change  will  impact  the  entire  fast  food  industry,  especially 

 Dunkin’.  Dunkins’  prominent  products  are  donuts  and  coffee.  Both  of  them  contain  substantial 

 amount  of  sugar  and  calories.  Thus,  if  the  consumers  switch  their  diet  habits  to  a  lower-calorie 

 one, it will create a negative impact on the revenue of the business. 

 3. Future developments in technology might pose a threat 

 Artificial Intelligence is playing a bigger role in business as a market trend, integrating 

 social media into the business. A recent example of how the integration of social media impacts 

 the industry is that when Popeyes launched the new “crispy chicken sandwich” it went viral on 

 social media. Furthermore, the interaction between the official account of Popeyes and the 

 consumers on social media not only created a positive reputation for the company, but also 

 helped them achieved much earned media attention. However, this trend could also be a threat 

 because the consumer feedback on social media are non-controllable. If a product that Dunkin’ 

 launches has a bad review, it would spread rapidly among the consumers because of the 

 integration of social media into our business and reputation. 

 Research Plan 

 In order to improve the international awareness and popularity of Dunkin’, quantitative 

 research is indispensable for finding and analyzing the data about people’s demographic 

 information and their preferences in terms of location and flavor. The sample size for our 

 quantitative research and qualitative research is 400 participants respectively. 
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 With the quantitative research method, Dunkin’ can detect how many percent of people 

 prefer domestic food and how many percent of people prefer exotic ones by comparing and 

 contrasting two groups of data. It will also investigate what flavors are more popular in different 

 regions. 

 Qualitative research plan is conducted to better understand how employees’ attitudes on 

 social media will affect customers’ desires of purchase, and what motivates people to form 

 negative opinions towards Dunkin’ and leaves negative comments under its social media posts. 

 Quantitative Research Plan 

 1. Aim  : 

 ●  To investigate the percentage of people who prefer local food than foreign ones 

 ●  To find out what flavors do customers purchase the most from Dunkin’ in different 

 countries 

 2. Method 

 In order to get a large number of survey answers,  Dunkin’ will use sidewalks and street 

 surveys in different countries’ large cities. The sample size for this research plan is 400. Dunkin’ 

 will randomly ask people on the street to answer questions. Dunkin’ will bring gift cards and 

 give them to people who answer survey questions. Dunkin’ will also ask people to give their 

 email address so that Dunkin’ can send email to them in the future to promote products. People 

 will answer the survey questions on electronic devices, which are easy to carry. 
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 3. Sample Questionnaire: 

 The following is a sample survey that will be taken by random people on the streets and 

 they will be given a gift card after taking the survey: 

 We really appreciate your time to complete this short survey. Dunkin’ always cares about 

 its customers, so your suggestion and expectation are important to us, and we will be using the 

 results to make improvements for Dunkin’ to improve your experience with Dunkin’. After 

 taking the survey, you can get a gift card from us. Again, Thank you so much for your time! 

 1.  (Optional) If you would, please provide your email address to get the most updated 

 information about Dunkin’s products 

 a.  Email :__________ 

 2.  What is your age? 

 a.  Under 12 years old 

 b.  12-17 years old 

 c.  18-24 years old 

 d.  25-34 years old 

 e.  35-44 years old 

 f.  45-54 years old 

 g.  55 years or older 

 3.  Have you ever heard about Dunkin’? 

 a.  Yes 

 b.  No 

 4.  If you chose “Yes” on Question 3, how do you get to know about Dunkin’? 
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 a.  Friends 

 b.  Parents 

 c.  Social media 

 d.  Organic search 

 e.  Others:____ 

 5.  What flavors you purchase the most from Dunkin? 

 a.  Please list below if you have any: 

 __________________________ 

 6.  What kind of food do you prefer? 

 a.  Local food 

 b.  Exotic food 

 Thank you very much! Enjoy! 

 “You Kin Do It!” 

 Qualitative 

 1. Aim  : 

 ●  To find possible ways that could raise Dunkin’s awareness and reputation and change the 

 company’s former image on Facebook. 

 ●  To understand the relationship between staff’s attitudes and consumers’ desire to 

 purchase 

 ●  To find out the importance of emotional attachment within the relationship between the 

 company and its consumers. 
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 2. Method 

 The qualitative research will be done in the first quarter of 2020. The qualitative research 

 will be based on 2 focus groups and 2 control groups among participants who usually or rarely 

 go to Dunkin’ in the Great Boston area. The sample size for this research plan is 400. First, 

 Dunkin’ will randomly pick 200 participants who go to Dunkin’ often, and 200 participants who 

 rarely go to Dunkin’ in the Great Boston area. The reason of choosing the Great Boston area is 

 that Dunkin’ audience is mainly distributed at the east coast of U.S. and Dunkin’ was founded in 

 Quincy. The research assume that all participants are randomly selected regardless of age, 

 income, education, etc. Then 400 participants will be divided into 2 focus groups and 2 control 

 groups that each contains one group of 100 randomly selected participants who go to Dunkin’ 

 often and one group of 10 randomly selected participants who rarely go to Dunkin’. 

 The second step is to create two types of Facebook posts about a new type of donuts. The 

 control groups will receive information that is similar to the original plain-style Facebook posts 

 and participants will be asked to make comments under the Facebook posts they have received 

 but without official replies. The focus groups will receive information that is more creative and 

 interesting, and participants will be asked to make comments under the Facebook posts they have 

 received but with nice and kind official replies. 

 In the end, researchers will ask the following sample questions and record their 

 responses. After finishing the experiment, all participants can get some Dunkin’s coupons as 

 gifts. 

 3. Sample Questions: 

 1.  How often do you go to Dunkin’? 
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 2.  Is Dunkin’ the first choice for you? 

 3.  Have you ever tried new products? 

 4.  Have you ever commented on Dunkin’s Facebook? 

 5.  What kinds of comments have you ever made? Positive or Negative? 

 6.  What will you feel if you could receive official replies? 

 7.  What do you feel after the experiment? Does your desire to purchase in Dunkin’ change? 

 Why or why not? 

 8.  How do you wish Dunkin’ posts or attitude to reply on Facebook could change? 
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 Action Planning 

 Goals： 

 The first goal is to become the Top 3 on  Influenster  ,  a website for product reviews by 

 2020. The second goal is to increase Dunkin’s annual revenue by 5% by 2021. The mission is to 

 replace unhealthy added sugar with healthy maple sugar by using Dunkin’s five-percent increase 

 of revenue to make sure that 100% of locations have this sugar option by the end of 2022. 

 Objectives： 

 1. Increase the number of customers in Asia by 35% by the end of 2022. 

 ●  Specific:  To expand Dunkin’s international market  and increase international popularity 

 by attracting more customers in Asia. 

 ●  Measurable:  According to data from  Owocuole  , the index  number of Dunkin’s Asian 

 customers is only 53, while the index number of Dunkin’s Caucasian customers is 113. 

 The data on  Statista  shows that 73% of Dunkin’s locations  are national.The objective is 

 to increase the number of customers in Asia by 35% by the end of 2022. 

 ●  Attainable:  This goal is attainable because the Asian  coffee market recently grows fast. 

 The research from  Mintel  shows that the  on-premises  coffee market value in China 

 reached $9.6  billion in 2018. According to  Info Cubic  ,  social media penetration rate of 

 East Asia is 70%, which is the highest in the world.  The coffee market has been 

 successful in Asian market for years, and the social media penetration rate is high in 

 Eastern Asia. If Dunkin’ promotes its brand on different social media platforms in Asia, it 

 can attract customers in Asia Market. 
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 ●  Relevant:  The Asian market leads the consumption of both Ready-to-Drink (RTD) coffee 

 and premium coffee in the past five years. Dunkin’ will expand the coffee menu options 

 so that the menu can meet the different needs of Asian market. 

 ●  Time-Based:  Dunkin’ will first measure this objective  by the end of 2022. The ideal 

 result is to reach at least a 35% increase in customers in Asia. 

 2. Increase total traffic for Dunkin's  Newsroom  website  by 20% by the end of 2022 

 ●  Specific  : To increase the number of visitors to Dunkin's  Newsroom  website. The increase 

 in the number of visitors will increase Dunkin's exposure in society, and we want to raise 

 the profile of Dunkin by 20% by the end of 2022. 

 ●  Measurable  : The media management team will track the  number of visitors and 

 click-through rates. The team will also analyze the viewing behavior trend in the website 

 traffic by identifying the most visited news on Dunkin's website. 

 ●  Attainable  : We will increase the frequency to promote  Dunkin’s website on different 

 social media platforms such as Twitter, Instagram, Facebook, with easy 

 link/click-through button to access the website. This is an attainable goal because we will 

 cover most social networks to ensure most people see the posts and get interested in the 

 Newsroom  website. 

 ●  Relevant  : Increasing the number of visitors for the  Newsroom  website is important to 

 achieve the goal because the  Newsroom  website presents  various and relevant 

 information about Dunkin's products and brand history. This will create a connection 

 between potential customers and Dunkin by providing in-depth knowledge about the 

 brand and Dunkin’s latest products since they have more access to Dunkin's website. 
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 ●  Time-based  : From January to August in 2020, we hope to increase the number of visitors 

 to Dunkin's  Newsroom  website by 3%. By June 2021,  we want to increase the traffic by 

 8%. By 2022, we want to have a 20% increase in Dunkin's  Newsroom  website’s number 

 of visitors. 

 Strategies 

 One of the objectives is to increase the number of audiences in the Asian market, so 

 Dunkin’ will mainly use scarcity and social proof persuasion techniques. Since Dunkins’ major 

 audiences are Caucasians and it is not very popular in the Asian market, Hofstede’s cultural 

 dimensions regarding individualism and collectivism might apply here. So Dunkin’ will first 

 implement more local media coverage and to persuade innovators and early adopters. This 

 strategy will benefit the social proof strategy in the following. After three months, Dunkin’ will 

 implement social proof by utilizing informal opinion leaders to reach a broader audience group. 

 Dunkin’ aim to enhance the audience’s engagement on social media pages by applying the 

 rebirth archetype of storytelling within Dunkin’s promotions. Through this method of 

 storytelling, Dunkin’ hope to show asian audiences a brand-new Dunkin’ that appeals to the 

 Asian culture. Overall, for the first year goal, the social media platforms of Dunkin’ should be 

 initialized. For the second year, the company would evaluate the outcome from the previous year 

 and improve the communication methods. Eventually, Dunkin’ would reinforce the tactic based 

 on past outcomes to reach the goal in 2022. 
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 Communication Implementation: Tactics 

 Paid Media 

 As reported by the data from  Similarweb  , only 8.47%  of Dunkin’ web traffic comes from 

 paid media, only 0.4% of its traffic is from social media, and most of Dunkin’ web traffic comes 

 from search. The data shows that Dunkin’ should spend more money on their paid media and try 

 to use social media to increase its popularity 

 According to  Bigcommerce  , compared to earned media,  shared media and owned media, 

 paid media is the quickest way to drive traffic. Campaigns have strong control over paid media, 

 and the results of paid media are also easy to track, measure and evaluate. 

 As mentioned in Audience Analysis, Dunkin’ does not have distinct gender 

 distinguishment, and its age distinguishment is not very obvious. However, the number of 

 national and international customers are imbalanced. The data from  Similarweb  shows that 

 95.89% of Dunkin’ web traffic is from the United State. India has only 0.23%, but it has already 

 been the largest percentage in Asia. The lack of international market, especially the Asian 

 market, is a problem of Dunkin’. 

 Dunkin’ will reach and attract more audiences in Asia by utilizing different media 

 platforms. 

 1. Instagram Sponsored Advertisement: 

 According to  Neal Schaffer  , Instagram has a huge amount  of users: more than 700 

 million, so it can reach many custom audiences easily. Instagram also has the highest 

 engagement rate: 4.21%. As mentioned before, Dunkin’s social media traffic is only 0.3%, so 
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 displaying advertisements on Instagram will be a good way to increase its engagement rate. 

 Dunkin’ will directly show audiences the products which are unpopular or receive the most 

 negative comments. Then, Dunkin’ will show audiences that it upgrades these products and 

 promote many new products to cater to the flavor of some customers. For example, Dunkin’ will 

 promote green tea donuts and let audiences know that if they don’t hope their donuts to be too 

 sweet, they can try the new flavor. Instagram has strong performance tracking ability. Instagram 

 advertisements can customize advertisements based on the targeting factors so that they can be 

 seen by the right audience at the right time. (Hodges) Dunkin’ will track audiences’ browsing 

 history and send advertisements to those who may have interests in Dunkin’. The advertisements 

 will be put for a quarter each year. 

 2. Micro-Influencers 

 Hiring micro-influencers as spokespersons of brands has already become a trend in recent 

 years. Comparing to celebrities, micro-influencers are relatively cheap. Brands do not need to 

 spend a huge amount of money to hire them (Forbes).  David Ortiz, a player of Boston Red Sox, 

 is a spokesperson for Dunkin’ (Bird). However, as a baseball player, Ortiz doesn’t have a strong 

 connection with Dunkin’, and the audience will pay more attention to how he plays in his team 

 instead of what coffees or foods he consumes. What’s more, Ortizis retired in 2016, which means 

 audience may not as concerned about him as before. Dunkin’ needs some new and related 

 spokeperasons. Micro-influencers, who have already built up relationships with their audience, 

 are influential on social media and valuable for Dunkin’. According to Forbes, data shows that 

 40% of Twitter users purchase products because micro-influencers speak for the products. If 

 micro-influencers share brand stories on social media, followers will be interested to listen. The 
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 plan is to hire groups of micro-influencers to be spokespersons for Dunkin’, they will post their 

 pictures of purchasing Dunkin’ and commend Dunkin’ to their followers. Eva Chen will be a 

 good choice for Dunkin’. She is an Asian-American who is more related to Dunkin’s target 

 audiences, and she has 1.2 million followers and always post her daily life on Instagram. She can 

 post photos of consuming Dunkin’s products and promote them. Dunkin’ will use at least two 

 micro-influencers like Eva Chen each year, and each micro-influencer will post at least 2 brand 

 stories. Dunkin’ will do this in 2020 and 2021. 

 3. Advertisement on Public Transportation 

 There are a large number of people taking public transportation all over the world every 

 day. This considerable amount of passenger flow provides advertisers opportunities to expose 

 their brand to a broad and diverse community. Three hundred and fifty million of the population 

 in mainland China, thirty three million of the population in South Korea, and ninety million of 

 the population in Japan choose the bus and subway to commute everyday (Smith). Therefore, 

 deploying advertisements traditionally in public transportation guarantee to reach the maximum 

 amount of potential customers in Asia. Putting advertisements of Dunkin’ on buses and subways 

 in most of the cities in Asia is going to improve potential Asian customer’s recognition about 

 Dunkin’ significantly. Dunkin’ will display the advertisement for one quarter in 2020 and 2021. 

 4. WeChat Advertisement 

 Since social media such as Facebook, Instagram, and Snapchat are all blocked in the 

 Chinese mainland, WeChat is an ideal alternative for launching social media campaigns and 

 putting advertisements in the Chinese market. WeChat, the Chinese version of Facebook, is the 

 major social media platform in China. According to the Business of Apps, WeChat has 1.08 
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 billion monthly active users by the end of Q318 with 79% market penetration. Putting 

 advertisements for Dunkin’ on WeChat will greatly improve the brand’s reputation among 

 WeChat users and potential Chinese customers alike. Again, putting WeChat Sponsored 

 advertisements will guarantee us reaching the majority of the Chinese market (  Iqbal  ). Dunkin’ 

 will display this advertisement for one full week in 2020 and 2021. 

 Earned Media 

 Earned media is an essential way to maintain relationships with journalists and the 

 general public. Earned media means getting Dunkin’s brand image into free media rather than 

 spending money from budgets for paid ads. The earned media could be achieved in two ways, 

 one is the hard news stories and the other is soft news stories. However, the earned media is also 

 a double-sided blade. Since this concept is transparent and objective, Dunkin’ as a brand needs to 

 maintain a consistent voice of  the final goal and  to be extra cautious about the brand’s actions 

 and Dunkin will use  Influcerster  to monitor and collect  customer feedback to the brands. 

 Influcerster  is an online platform for consumers sharing  reviews; where companies can actively 

 engage with empowered shoppers. According to Influcerster, the online platform has a 

 community of nearly 6 million members. Influenster boasts over 40 million reviews and is 

 growing by 1 million + reviews monthly. Dunkin’ is currently ranked 7th in the dining category. 

 Hard News 

 1. Dunkin’ Removes Artificial Dyes and Change Sugar Usage 

 Dunkin’ has been devoted its time to promoting a healthier diet. It has announced its 

 introduction of donuts without artificial dyes in the US region in January 2018. To reach further, 

 this news will announce Dunkin’s plan of using maple sugar as a substitute for  granulated sugar 
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 or sugar substitute  used in donuts and even hot and cold beverages (if possible). This news could 

 raise public awareness of Dunkin’ fulfilling its corporate social responsibility as it cares about 

 the publics’ health. It also unites the company and the public to overcome the problem of obesity 

 prevailing in the US and thus strengthens the relationships with them. 

 2. Dunkin’ Launches New Products (based on Asian culture) 

 Since Dunkin’ hopes to raise its awareness and expand its business in Asian areas, it must 

 create products and beverages that contain Asian fusion. This news emphasizes the launch of 

 brand new products limited in Asia that could match Asians’ tastes. It could show the company’s 

 thoughtfulness of entering the Asian market and the concern of whether consumers in Asia will 

 welcome these products. This news will be pitched on WeChat and NBC News. 

 3. Dunkin’ Launches Vending Machines 

 Many restaurant chains, such as McDonald's, has introduced vending machines. These 

 machines enable faster and freer ordering, giving customers more space to customize their 

 orders. Meanwhile, they also helps reduce labor costs. One of the fast-food restaurant chains, 

 Dunkin’ will launch its vending machines in American metropolitan cities including Boston, 

 New York City, or Chicago. Consumers in these cities are typically busier, and vending machines 

 allow them to order more quickly than manual ordering. The company could also test the 

 machines’ popularity based on how frequent consumers use them and thus decides whether to 

 expand the machines’ usage across the nation. This news will be pitched to a variety of 

 platforms, including major news channels, magazines, and blogs, to encourage consumers to try 

 the vending machines. 
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 4. Dunkin’ Free Coffee Plan 

 This news will introduce Dunkin’s plan of serving free coffee for those driving at 

 midnight. Most of Dunkin’ stores in the highway open 24 hours. Dunkin’ will give out free 

 coffee during weekdays for drivers who drive at midnight. Since there are concerns and anxiety 

 about the condition of truck drivers driving at midnight, for example, this news shows Dunkin’ 

 enthusiasm for serving the society and avoid accidents happening. This news will be pitched to 

 the US major news channels and YouTube. 

 5. Dunkin’ Launches Bottled Coffee 

 Although getting coffee at Dunkin’ stores is convenient enough, Dunkin’ will launch 

 bottled coffee that brings further convenience to consumers. What’s more, those who buy bottled 

 coffees can also earn points for the DD Perk Program on Dunkin’ app. This news will focus on 

 Dunkin’s accommodation for different consumers in the market. It will be pitched to YouTube, 

 blogs and Dunkin’s app to reach out to media consumers and loyal customers so that they can try 

 this new product and earn rewards at the same time. 

 Soft News Pitch 

 1. 5 Ways to Store Your Favorite Ground Coffee 

 A big part of Dunkin’s revenue came from its sale of packaged ground coffee. Normally a 

 bag of ground coffee would only be fresh for 7-10 days. Dunkin’ can provide some great tips on 

 teaching consumers how to store ground coffee for a longer time. This knowledge will not only 

 build Dunkin’s credibility on the coffee making industry but also could be viewed as a positive 

 reaching out the action. The knowledge it teaches will speak to the consumer that Dunkins cares 
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 about them even after they purchased the ground coffee from them, and it is a free but useful tool 

 for a considerable size of the audience, whether or not they chose Dunkin’s product. (According 

 to a Reuters survey in 2017, more than 68% of American drink at least one cup of coffee 

 everyday, and the number is still increasing. 78% of them brought ground coffee for home 

 preparation.) 

 2. Why Dunkin’ Is Using Maple Sugar Instead? What Benefits Does Maple Sugar Have? 

 This soft news pitch matches the goal and objective, which is to make sure Dunkin’ have 

 100% maple sugar in all stores. Maple sugar is a healthier substitute for regular white/brown 

 sugar, and it is also gluten-free. This approach will make consumers feel that Dunkin’ cares 

 about their health condition, as well as supports families who have a member with celiac disease. 

 3. The Hidden Menu of Dunkin’s On-the-go Ordering: How to Make a Healthy and 

 Delicious Latte? 

 This soft news pitch will make the audience aware of the on-the-go ordering service and 

 the Dunkin’ app that was recently announced. In addition to the most common coffee products 

 reflected in its menu, Dunkin’ also has a hidden menu with the theme of a healthy lifestyle that 

 most consumers do not notice that much, such as low calorie or dairy-free coffee products with 

 lots of options. The soft news will tell people how to order a low-calorie coffee to meet the needs 

 of sugar control or weight control, especially for people who work out or people who have 

 relatively strict in a healthy diet. This will pitch on the social media channels and will be 

 designed for earned media plan with some internet influencers or fitness bloggers, which target 

 the potential consumers in Generation X and Millennials who favor of internet and pay special 

 attention to healthy dietary lifestyle. 
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 4. Asian Cuisine Chefs Reveal Their Favorite Orders from Dunkins 

 If the objective of the action plan is to expand Dunkin's influence in the Asian market, 

 then this soft news pitch may provide new insights for consumers in Asia. It is hard to imagine 

 the traditional Asian cuisine, especially Chinese, will have anything relatable with a fast-food 

 chain like Dunkin’. But this soft news pitch can show the consumers that the chefs for Asian 

 cuisine also likes to order from Dunkins. 

 5. Research Shows Drinking Coffee Before Bed Will Not Affect Sleep Quality 

 Coffee and coffee beans as Dunkin’s main products have great competitiveness in the 

 coffee industry, in order to improve the market share, they also pay more attention to the topic of 

 health in the promotion way. This soft news will inform audience about the regular time period 

 of scientific caffeine intake based on scientific data. Such news will attract all consumers who 

 consume coffee and its derivatives. The effect is that people have reliable data as support when 

 they consume coffee, and at the same time, it also advocates the healthy and scientific way of 

 drinking coffee. 

 Media Kits 

 ●  The news release about Dunkin’s objectives, recent activities, and future plans. 

 ●  Fact sheets about Dunkin’s History, bakery heritage, DD Perk Program, ranking, number 

 of stores, online ordering, social media influence, sustainability, and future plans. 

 ●  Videos about Dunkin’s history, branding, packaging, and concept stores. 

 ●  Content marketing: videos and photos about Dunkin’s community and employees. 

 ●  Links to Dunkin’s website 

 ●  Contact Info:  press@dunkinbrands.com 
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 Target Media 

 ●  Magazines: 

 ○  Roast Magazine 

 ○  Fresh Cup Magazine 

 ○  Bake from scratch Magazine 

 ■  The first two magazines mentioned above are the most top viewed 

 magazines for coffee lovers. They are the essential sources for the entire 

 coffee industry. According to a Reuters survey in 2017, more than 68% of 

 American drink at least one cup of coffee everyday, and the number is still 

 increasing. A significant portion of Dunkin’s revenue came from the 

 K-Cup pods and packaged ground coffee. 

 ■  The later magazine is a famous magazine that focuses on the bakery 

 industry. Dunkin’ also sells bakery goods such as donuts and donut holes. 

 ●  Television news: NBC News 

 ○  NBC News is one of the few major news agencies in the United States. Its 

 headquarters are in New York City, which is the state that Dunkin’ has the most 

 presence in. 

 ●  Radio News: NPR news 

 ○  NPR news appears to have a growing audience in the past few years. It is one of 

 the most professional representatives in this field. NPR can attract more potential 

 audience for its wide range, 

 ●  News publication: 
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 ○  The Boston Globe 

 ○  New York Times 

 ■  Both publications are the experts and authorities in their fields. New York 

 state is home to most Dunkin stores (approximately 1300 by 2014)  in the 

 U.S, according to a 2014 Boston Globe study. The second comes to the 

 state of Massachusetts. 

 ●  Blog and health: 

 ○  National coffee blog: this blog advocates for the use of coffee in the United 

 States. It also has many scientific data on the health benefits of drinking different 

 ground coffee beans. 

 Shared Media 

 Dunkin’ has opened its stores in 36 countries all over the world and becomes one of the 

 biggest coffee shop brands internationally. However, as the statistics show, 75% of the locations 

 are in the United States and there’s only 25%  international restaurants.(Statista 2019) In order to 

 increase the number of customers in Asian market, Dunkin’ needs to engage with its official 

 account presence on social media platforms that are frequently used in Asian countries. Actions 

 on shared media, including Weibo, Facebook, WeChat, Instagram and Twitter, aim to increase 

 Dunkin’s reputation and interactions with customers. Promptly replying to the comments and 

 questions is the basic requirement for running the official social media accounts. Beyond that, 

 the plan is to have more activities on social media to attract users to engage such as giving out 

 gift cards on holidays and publishing videos. Moreover, each social media platform will post 
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 links that lead users to visit Dunkin’s official websites to boost the traffic of Dunkin’s online 

 Newsroom  . 

 Weibo 

 Weibo is a popular social media platform in China. Companies and individuals can post 

 content online for the public to see and interact. According to Weibo’s Senior Vice President, 

 Zenghui Cao, Weibo has about 430 million active users up to January 2019, and a total of 

 approximately 800 million users, which has become one of the most influential social media 

 platforms in China (Liu 2019). Since one of the objectives is to increase the number of customers 

 in Asian market, and China is one of the main coffee markets in Asia, Weibo could be a place to 

 help boost the reputation and popularity of Dunkin’ in China as well as increase the interactions 

 between customers, or potential customers, and the company. 

 As the report shows, among the 430 million active users, more than 60% of them are in 

 the age range of 16-25 years old (Liu). Therefore, based on the existing Dunkin’ Weibo account, 

 Dunkin’ will increase content that is designed for the younger generation, since they are also the 

 main group who love to have coffee or donuts and Dunkin’s products are affordable to them. 

 More importantly, it is easier for the younger generations to create a trend, which means they are 

 good target audience who will spread information quickly and therefore help maximize the effect 

 of Dunkin’ publicity. The Dunkin’ could keep cooperating with the influencers, especially 

 collaborate with them in creating vlogs, which usually have great exposure to young followers, 

 and in a more effective way to gain popularity. The content of vlogs includes Dunkin’ inviting 

 influencers to taste new products or to come to their restaurants for the experience. The official 
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 accounts will interact with the influencers (comments, repost, etc.) Vlogs will be produced once 

 a year, and connections with influencers start Q2 every year. 

 Through doing so, Dunkin’ will create a shared community on Weibo that the official 

 accounts should communicate with users by replying to their comments daily and answering 

 questions to the posts mentioning them. 

 Facebook 

 Dunkin’ received the most amount of followers on Facebook than other social media 

 platforms. They have over 15 million followers and 16 million likes shown on its Facebook 

 Home Page. The data represents a high awareness of Dunkin’, even in an international social 

 platform. Yet the low score average rating, 2.2/5.0, given from around 5500 comments, shows 

 little interest among people to Dunkin’ in public. 

 Besides, the average age of users on Facebook is relatively older than the newly emerged 

 platforms. In particular, the dominant age group of Facebook users is 25-34, according to the 

 2019 demographic report from  SproutSocial  . In order  to attract people from this age group, 

 Dunkin’ is targeting audiences with a more suitable promotion that relates to the idea of 

 “convenience” and “efficiency,” which could attract the busy office workers. For instance, 

 Dunkin’ could post the relevant events for breakfast sets which are appealing to the audiences 

 twice a month. The concept of rebirth also could be represented in some promotion-planning, as 

 the busy workers could gain “rebirth” energy from Dunkin’ products. The storytelling idea will 

 promote from the Facebook page at least twice a month. 

 According to the numeric data from  Statista  , most  of the Asian Facebook users are from 

 countries in Southeast Asia. Dunkin’ would apply more Asian trending values and culture into 
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 the events and marketings. For instance, Dunkin’ would put more attention to avoid racism in 

 order to reach a diverse audience group. To increase the popularity of Dunkin in Asian markets, a 

 short video of the Mid-autumn Festival, which is a traditional festival in Korea, Japan, and 

 China, would be posted in Fall 2020. 

 On the other hand, people often provide practical advice about the reason why they do 

 not recommend Dunkin’ on the Facebook review page. Dunkin’ should also frequently reply to 

 their complaints by solving the problems they suggested. The communication techniques through 

 social media, especially the world-wide platforms like Facebook, could raise the reputation of 

 Dunkin’ in different countries. By measuring the rating on Facebook seasonally, Dunkin’ could 

 receive feedback to improve the service. Eventually, Facebook will become one of the most 

 efficient communication platforms for Dunkin’. 

 WeChat 

 WeChat is the most popular social media in China that almost every Chinese citizen has a 

 WeChat account. Dunkin’ will focus more on the WeChat public platform where the company 

 will use the official account to attract more subscriptions. Based on the existing WeChat account, 

 Dunkin’ will create more engaging posts especially on specific holidays such as Thanksgiving 

 and Christmas. WeChat users could get free donuts or coffee by reposting the article to their 

 Moments Page and earning 59 likes from their friends. By doing so, articles can be exposed to 

 more potential audiences. Therefore, Dunkin’ will attract more customers in Asian market. 

 Moreover, when there are new products designed specifically for Asians coming out, 

 Dunkin’s WeChat public platform will send out the promotional video made for new products. 

 The video will show how Dunkin’ makes changes to the new products. The video will be 

 46 



 published in the first quarter of 2022 after accumulating followers from 2020 to 2021. Therefore, 

 Dunkin’ can advertise their products in a creative way while increasing their popularity and 

 reputation by conveying their ideas through the video. 

 Instagram 

 Dunkin’ has an official account with 1.7 million global followers. Nevertheless, the 

 previous posts from Dunkin’ only focused on American audiences with western cultures and 

 events. A lack of international cultures is inefficient to increase customers in Asian countries. 

 Moreover, online events related to traditional Asian festivals could be applicable to Asian 

 audiences. In order to expand Dunkin’s markets in Asia, a separate account for Asians is 

 necessary to share information. For example, there is a trend that young Korean and Japanese 

 people use Instagram to share their daily life. The official account of Dunkin’ in Asia could set 

 up a hashtag activity that calls people to share fancy pictures of Dunkin’ products. A brand new 

 change of Dunkin’ uniting international cultures could help it to gain more attention all over the 

 world. In order to receive more attention from Asian market, the frequency of hashtag activity 

 should be promoted twice a month and in specific Asian festivals. 

 On the other hand, Instagram stories recently developed a new function “swipe-up for 

 more” which navigates people to an assigned website that gives more information. Dunkin’ 

 could apply this technique as a tool to increase the traffic of its  Newsroom  . The posts will launch 

 topics that raise people’s curiosity and willingness to discover more details with an easy slide. 

 Activities like this should be planned once a month to engage with the awareness of followers. 
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 Twitter 

 Statistics show that Twitter has 330 million active users globally by the end of the first 

 quarter of 2019 (Statista 2019), so Twitter is a perfect platform for Dunkin’ to increase its social 

 influences. Dunkin’ will create more creative posts such as creating a hashtag with #DD’Day and 

 encourage people to post their experience with Dunkin’ start from the second quarter of 2020. 

 Most importantly, Dunkin’s official account will use the hashtag on major holidays or festivals 

 such as Thanksgiving and Christmas to interact with their target audiences more often. In order 

 to attract customers to engage with the official accounts, Twitter will repost some interesting and 

 positive tweets from other users and give users free donuts or gift cards as rewards (at least once 

 a month). Therefore, this will increase Dunkin’s popularity among Twitter users as well as 

 attracting more customers to visit Dunkin’s restaurants. 

 Dunkin’ will share the same videos with Dunkin’s Facebook accounts in the first quarter 

 of 2021 and spread the Dunkin’s rebirth story to increase Dunkin’s reputation. Moreover, Dunkin 

 will create links every quarter that could navigate the readers to the  Newsroom  website. 

 Twitter is important in maintaining good relationships with customers by replying to 

 comments in a good manner and answering the questions daily with carefulness. We can use 

 Twitter to respond to customers’ requests as a way to show friendliness and reachable. 

 Owned Media 

 Dunkin’s owned media channels include its  Newsroom  website, blog, and app. By using 

 and managing these platforms, Dunkin’ attracts a lot of customers and provides information 

 about their products for customers. For owned media channels, the goal is to leverage the 
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 existing owned media and to introduce new channels to increase Dunkin’s exposure to its 

 audiences and attract more diverse audience groups. 

 Website 

 Dunkin’ has a main website and a  Newsroom  website  to post blogs, upcoming events and 

 information about the products for customers to see. Dunkin’s main website and  Newsroom 

 website needs some improvements in order to increase viewer traffic to the websites. These two 

 websites aim to attract prospective customers and those who might be loyal to the brand in the 

 future. In order to improve Dunkin’s websites, the most important thing is the users’ experiences. 

 Hence, the navigation bar will be redesigned so that the website will be mapped out in a more 

 organized way and lead the viewers to the web pages that Dunkin’ wants them to visit. For 

 example, adding an option on the main website to hyperlink to the  Newsroom  website can 

 increase the traffic to that website. Also, the existing bugs on the web pages will be fixed and 

 outdated web designs will be replaced with a more professional and modern look. The objective 

 of redesigning the web pages is to provide better user experiences to attract more loyal 

 customers. Dunkin’ should finish the improvements on the websites by the end of 2020. 

 Store 

 Dunkin’ has over 8,500 stores across 41 states in the U.S. and more than 11,300 stores 

 around the world. Although the theme colors of the stores are related to Dunkin’s brand 

 characteristics, the decoration inside the store is too monotonous. Hence, the aim is to make 

 Dunkin’s stores more innovative. Special decorations will be set up in the stores for holidays like 
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 Thanksgiving and Christmas. For example, Dunkin’ will add elements related to Christmas to the 

 stores in different countries by playing Christmas music, setting up colorful lights and Christmas 

 trees. Moreover, Dunkin’ will also combine local cultures to their stores in Asia. For example, 

 Dunkin’ can put up lanterns and Chinese knots to celebrate Chinese New Year with customers in 

 China. Dunkin’ will implement these tactics in stores every holiday season of every single year. 

 Dunkin’s App 

 Dunkin’s current app is mainly used for ordering and paying. There is also nutrition 

 information offered on the app for all the menu options. However, the app presents all the 

 nutrition information of Dunkin’s products in one pdf document, in which the font is very small. 

 It is hard to read the data and learn more about nutrition information. Dunkin’ could list the key 

 nutrition information such as calories and fat on a single page of every beverage or food item. 

 For the rest of the information, Dunkin’ can develop a “see more information” click-through 

 button that will direct the audiences who are interested in more detailed nutrition information. 

 Moreover, Dunkin can utilize in-app notifications. Audiences of the app will receive updates and 

 notifications such as “Refresh your Monday Morning with a Dunkin’ featured drink” or “Donuts, 

 Sandwiches, and Bagels, we’ve prepared all for your tea time.” The main objective for the 

 Dunkin’ App is to grow memberships and maintain customer relationships by improving the user 

 experiences. Dunkin should work with a software designer to ensure that the app is working 

 efficiently for its target audiences by the end of 2020. 

 Dunkin’s Podcast Series 

 Launching a podcast series for Dunkin’ can be a new owned media channel to attract 

 more diverse audiences and provide important nutrition information to them. In the podcast 
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 series, we will develop two themes for the podcast. The first one is about the history and the 

 interesting anecdotes of Dunkin’ and the other is about basic nutrition information. Dunkin’ can 

 provide some basic nutrition information to their customers such as the appropriate amount of 

 calorie intake, serving numbers of dairy products that are good for health, and clarifications for 

 the falsified nutrition information spread on the internet. Dunkin’ can add hyperlinks on its app 

 and website so that more audiences can gain access to the podcast. The objective of launching 

 podcasts for Dunkin’ is to better deliver a positive Dunkin’ brand image to their audiences in 

 Asia. Dunkin’ will launch the first episode series in 2020, and pitch for the following series. 

 Charity Event 

 Dunkin’ will invite famous celebrities and local influencers to join Dunkin’s events for 

 the purpose of attracting more customers. Also, Dunkin’ can organize more charity events to 

 maintain Dunkin’s reputation. For example, Dunkin’ can hold a charity event on June 5th, the 

 National Doughnut Day in the United States, to introduce this novel festival to China to enhance 

 Dunkin’s brand image there. During the event, Dunkin’ will donate $1.5 million to build schools 

 and hospitals for the kids living in rural areas. Also, Dunkin’ will invite celebrities and Tik-Tok 

 influencers to join the event. For example, Dunkin’ will invite Tom Holland to the event because 

 Spider-Man movies are very popular in China. 
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 Crisis Management 

 A stable connection between Dunkin’ and its stakeholders is critical for raising the 

 number of international customers. Therefore, Dunkin’ will implement reputation management 

 in both the proactive and reactive solutions to the crisis. 

 Proactive Crisis Management Plan 

 1. Monitor 

 Dunkin’ will hire a group of specialists who are skilled in different fields such as social 

 media, environmental science, and technology. Dunkin’ will make sure that the specialists can 

 solve different kinds of crises in the future. 

 Dunkin’ will monitor the major trends of comments and posts related to the Dunkin’ 

 brand and answer customers’ questions every day on social media platforms including Facebook, 

 Twitter, Weibo, etc. 

 Dunkin’ will keep an eye on the current situations of every store through getting weekly 

 feedback reports from store managers. 

 Dunkin’ will keep in touch with the companies and experts every month to get 

 information about the current conditions of coffee beans’ origin such as weather predictions. 

 2. Identify 

 We will identify these patterns: 

 ●  Weather conditions at Dunkin’s coffee beans’ origin 

 ●  Audiences recently pay closer attention to issues regarding human rights 

 ●  Equipment in Dunkin’s stores 

 ●  Food Safety 
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 3. Prioritize 

 Dunkin' will list what kinds of crises it has, and identify how those crises will affect the 

 company. Then Dunkin’ will use a list to rank these crises based on severity and reachability. 

 Dunkin’ will first solve the most severe problems and then solve the easiest-reach problems. 

 4. Analysis 

 Dunkin’ will analyze how severe the problems are based on how seriously the problems 

 will affect Dunkin’s reputation, profit, and stakeholders. Dunkin’ will also analyze each 

 problem’s reachability including how easily Dunkin’ can solve the problems. 

 5. Planning 

 a)  Management Failure - Mismanagement:  An employee at  a store discriminates the 

 customers based on their races 

 ●  Publics:  customers of a particular ethnic group are  not treated fairly 

 ●  Action:  The administrative staff will reach out and  apologize to the customers 

 being affected. 

 ●  Communication: 

 ○  For employees: 

 -  Aim: inform employees about this situation 

 -  Message: To ensure that employees will not comment on this issue 

 with inappropriate views 

 -  Platform: intra-company emails and intra-company meetings 
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 ○  For customers: 

 -  Aim: comfort customers by apologizing to them and compensating 

 them with Dunkin gift cards 

 -  Message:  show the company’s sincerity. Dunkin’ attaches  great 

 importance to human rights issues 

 -  Platform: letter of apology published on the company’s websites 

 and social media accounts. Implement face-to-face apology if any 

 individuals involved. 

 b)  Physical - Natural:  Rainforest Alliance is one of  the companies that supplies coffee 

 beans for Dunkin’. Their origin is located in Latin America. The coffee beans are wet 

 because the area is affected by the flood. 

 ●  Publics  : Dunkin’ will not be able to serve coffee  in the short term. 

 ●  Action  : The administrative staff and managers will  post the information on the 

 main website and send apology emails to loyal customers. 

 ●  Communication  : 

 ○  For employees  : 

 -  Aim: comfort the factory worker and make sure that they can stay 

 calm 

 -  Message: honestly report the consequences we might face now. 

 Tell them to stay calm and find out possible solutions to fix the 

 problem 

 -  Platform: intra-company emails and posters 
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 ○  For customers  : 

 -  Aim: inform publics of the situations 

 -  Message: inform consumers of which ingredients and products are 

 affected and will be unavailable. Refer to alternative products and 

 show apology to them if any inconvenience may occur. 

 -  Platform: update the latest news on Dunkin’s main website, 

 Newsroom  website, and social media. 

 c)  Food Quality Problem:  Some customers find rats in  Dunkin’s kitchens and stores, and 

 they reflect the issue to media, which immediately expose it to the public. A large number 

 of Dunkin’s customers suspect the food quality of Dunkin’, affecting the reputation and 

 sales. 

 ●  Publics:  Current and potential future customers,  employees, and media 

 ●  Action:  Post the letter of apology on social media  such as facebook and 

 instagram. Close down the relevant stores temporarily. Organize the work of 

 inspections for all stores. Open up the kitchen and invite customers to oversee the 

 production process 

 ●  Communication: 

 ○  For Customers  : 

 -  Aim: Comfort customers and maintain their trust to Dunkin’ 

 -  Message: Admit the mistake and apologize for the problem 

 -  Platform: Dunkin’ website,  Newsroom  website, News  Release, and 

 social media page. 
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 ○  For Customers  : 

 -  Aim: Comfort employees and make sure that they coordinate with 

 each other to deal with the problem 

 -  Message: Tell employees that the board of directors will take 

 responsibility and do not over criticize them 

 -  Platform: Intra-company email and posters 

 d)  Human - Confrontation:  Employees are unsatisfied with  wages and initiate a strike 

 (According to Indeed.com, about 50% of Dunkin’s employees think they are paid 

 unfairly). 

 ●  Publics  : employees (seek more reward) and customers  (face lack of service) 

 ●  Action  : Dunkin’ will hold branch-specific meetings  with staff representatives to 

 understand what wage level the employees ask for and to consider increasing 

 minimum wage. Management executives will conduct a survey of employee 

 satisfaction to address specific demands. Later, Dunkin’ will also invite media 

 outlets to a press conference, and Dunkin’s spokesman will apologize for the 

 inconvenience to their publics and honestly present the development and results 

 of the strike. 

 ●  Communication: 

 ○  For employees: 

 -  Aim: communicate with employees about the wage; understand 

 employees’ possible hardships 
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 -  Message: inform representatives about the meetings, address 

 problem or dissatisfaction of wage; make final decision 

 -  Platform: utilize meetings and intranet to show the company’s 

 willingness to make changes; post updates on social media 

 platforms. 

 ○  For consumers: 

 -  Aim: apologize and comfort consumers; restart the service 

 -  Message: Dunkin’ will apologize for the inconvenience of the 

 strike, and assure the public that similar things will not happen 

 again; compensate for the inconvenience by perhaps discounting 

 some products; hire new employees to fill the vacancy of the 

 positions 

 -  Platform: post updates of the strike and conversation via different 

 social media platforms like Facebook, Twitter, and Instagram. 

 e)  Physical-Technological:  Imported coffee makers have  a mechanical fault which leads to 

 a fire in the store. 

 ●  Public:  The customers who experienced the incident,  and supplier of the coffee 

 maker 

 ●  Action:  Send out an official letter of apology to  the customers and to the public 

 immediately. Meanwhile, report this issue to and communicate with the supplier 

 of the coffee maker is essential. 

 ●  Communication: 
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 ○  For Customers: 

 -  Aim: accurate and sufficient information; be responsible; show 

 empathy. 

 -  Message: Dunkin’ will apologize for the safety issues and 

 inconvenience. Dunkin will take full responsibility for this issue. 

 -  Platform: Official accounts on social media, newspapers,  and 

 face-to-face conversations. 

 ○  For Employees: 

 -  Aim: Ensure their safety and their mental conditions. 

 -  Message: Dunkin’ will pay more attention to employees’ 

 workplace safety. 

 -  Platform: intra-company emails 

 ○  For the coffee maker supplier: 

 -  Aim: inform them of the situation, and talk about future 

 cooperation. Ask for the relevant amount of compensation 

 -  Message: Ask them to pay attention to their product quality, and 

 the severity and the consequences of this issue 

 -  Platform: Emails, face-to-face meetings 

 1)  Implementation 

 -  Dunkin’ will use different media channels to communicate with different 

 audiences 

 ●  Social Media Channels: all stakeholders 
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 ●  Press Releases: all stakeholders 

 ●  Intra-company emails: employees 

 ●  Earnings Reports and Conferences Call: investors and media (journalists) 

 ●  Intra-company meetings: employees 
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 2)  Evaluation 

 ●  After a crisis happens, Dunkin’s Public Relations Department will have a meeting 

 to discuss how Dunkin’ can prevent such type of crisis next time. 

 ●  Dunkin will develop an archive for documenting all the types of crises it has met 

 and the steps to solve these problems. This enables Dunkin to retrieve information 

 from past experiences. 

 Reactive Crisis Management Plan 

 When a crisis happens, specialists in the crisis management team will respond to the issue 

 by using the proactive crisis management plan as a guideline. Dunkin’s Public Relations 

 Department should meet with the administrative team and employees if they intend to make big 

 decisions for Dunkin. 

 Budget Plan 
 Timeline 

 2020 
 Focus: Research and prepare for the initialization of various media channels and events 

 Q1: January - March, 2020 
 ●  Send out Customer Surveys, get the results of the surveys 
 ●  Finish the experiment of the qualitative research 
 ●  Finalize the customer surveys, proofread all the questions and options 
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 ●  Hire specialists for crisis management 
 ●  Post  Newsroom  links on Facebook/Twitter/Instagram/Line 
 ●  Posts about Chinese New Year on Weibo/WeChat 
 ●  Chinese New Year decorations in China 
 ●  Release News “  Dunkin’ Launches New Product  ” 
 ●  Research paid media channels 
 ●  Contact two micro-influencers for delivering brand stories 
 ●  1st Quarter Earnings Reports released with conference calls 

 Q2: April - June, 2020 
 ●  Form and train the crisis management group 
 ●  Create budget plan for the charity event 
 ●  Start to contact app developers and website developers 
 ●  Start writing for paid and owned media pitches 
 ●  Contact Instagram and Line Ad managers 
 ●  Contact Weibo influencers to create vlogs 
 ●  2nd Quarter Earnings Reports released with conference call 
 ●  Release news “  Dunkin’ Removes Artificial Dyes and  Changes Sugar Usage  ” 

 Q3: July - September, 2020 
 ●  Finalize the influencers and cele 
 ●  brities, sites and workers/employees for the charity event 
 ●  Display Instagram and Line advertisements 
 ●  Start planning and producing WeChat video 
 ●  Two micro-influencer post brand stories on social media 
 ●  Finalize the plan for app and website optimization 
 ●  Finalize the podcasts hosts, guest speakers and pitches for 2020 and start production 
 ●  Update newsletter and press releases to websites 
 ●  3rd Quarter Earnings Reports released with conference calls 
 ●  Release news “  Dunkin’ Launches Bottled Coffee” 

 Q4: October - December, 2020 
 ●  Repeat to update newsletter and press releases to websites 
 ●  Thanksgiving decorations for all the stores 
 ●  Launch the first episode of the podcast series. Shoot and produce the second episode. 
 ●  Hold the charity event and plan for donations 
 ●  Update the websites and app 
 ●  Christmas decorations for all the stores 
 ●  Two micro-influencers post brand stories on social media 
 ●  Posts for Thanksgiving and Christmas on all social media platforms 
 ●  Annual Earnings Reports released with conference calls 
 ●  Annual employees’ and administrative staff meeting, discuss and evaluate performances 

 and the progress of the following projects 
 ●  Release news “  Dunkin’ Free Coffee Plan  ” 
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 2021 
 Focus: Evaluate the outcomes of the implementations in 2020, and set new goals to improve 

 Q1: January - March, 2021 
 ●  Repeat Chinese New Year decorations for stores in China 
 ●  Publish the second podcast episode and  WeChat video  before Chinese New Year 
 ●  Set new goals for the podcast series and pitch for the 2021 podcast series 
 ●  Implement Donations 
 ●  Repeat to update newsletter and press releases to websites 
 ●  Repeat to contact two micro-influencers for delivering brand stories 
 ●  Evaluate 2020 results including  the Influenster,  Charity  Event, new website/app, and the 

 first two episodes. 
 ●  1st Quarter Earnings Reports released with conference calls 

 Q2: April - June, 2021 
 ●  Instagram and Line advertisement for Christmas 
 ●  Repeat to update newsletter and press releases to websites  and contact Instagram Ad 

 managers 
 ●  Update newsletter and press releases to websites and social media accounts 
 ●  Continue to optimize the app and website designs 
 ●  Start Twitter hashtag #DD’Day 
 ●  Two micro-influencers post brand stories on social media 
 ●  Repeat to finalize the podcasts hosts, guest speakers and pitches for 2021 podcast series. 

 Start the production of podcasts. dPublish one episode. 
 ●  Create budget plan and set new goals for the charity event 
 ●  2nd Quarter Earnings Reports released with conference calls 
 ●  Release news “  Dunkin’ Launches Vending Machines  ” 

 Q3: July - September, 2021 
 ●  Repeat displaying Instagram advertisements 
 ●  Finalize the influencers and celebrities, sites and workers/employees for charity event 
 ●  Repeat to shoot, produce, and publish new episodes 
 ●  Repeat to display Line advertisements and create Twitter links to online  Newsroom 
 ●  Facebook video, “Dunk-in’ your house,” shared link on Twitter 
 ●  Publish brand-new app and websites 
 ●  Update newsletter and press releases to websites and social media accounts 
 ●  3rd Quarter Earnings Reports released with conference calls 

 Q4: October - December, 2021 
 ●  Repeat Thanksgiving decorations & Christmas decorations for all the stores 
 ●  Repeat the Charity Event and plan for the donations 
 ●  Repeat to shoot, produce, and publish new episodes. 
 ●  Two micro-influencers post brand stories on social media 
 ●  Annual Quarter Earnings Reports released with conference calls 
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 ●  Annual employees’ and administrative staff meeting, discuss and evaluate performances 
 and the progress of the following projects 

 2022 
 Focus: Evaluate and reflect on the outcomes from 2021. Reinforce our efficient tactics. 

 Q1:January - March, 2022 
 ●  Repeat Chinese New Year decorations for stores in China 
 ●  Repeat to finalize the podcasts hosts, guest speakers and pitches for 2022 podcast series. 

 Start the production of podcasts. 
 ●  Repeat to implement donations and to contact Instagram Ad managers 
 ●  Evaluate 2021 results including  the Influenster,  Charity  Event, new website/app and 

 podcast episodes 
 ●  1st Quarter Earnings Reports released with conference calls 

 Q2: April - June, 2022 
 ●  Repeat to shoot, produce, and publish new podcast episodes 
 ●  Create budget plan and set new goals for the charity event 
 ●  Repeat displaying Instagram advertisements 
 ●  2nd Quarter Earnings Reports released with conference calls 

 Q3:July - September, 2022 
 ●  Repeat to shoot, produce, and publish new podcast episodes 
 ●  Finalize the influencers and celebrities, sites and workers/employees for the charity event 
 ●  3rd Quarter Earnings Reports released with conference calls 

 Q4: October - December, 2022 
 ●  Repeat the Charity Event 
 ●  Repeat Thanksgiving decorations for all the stores 
 ●  Repeat Christmas decorations for all the stores 
 ●  Repeat to shoot, produce, and publish new podcast episodes 
 ●  Annual Quarter Earnings Reports released with conference calls 
 ●  Annual employees’ and administrative staff meeting, discuss and evaluate performances 

 and the progress of the following projects 

 Evaluation 

 Monitoring Plan 

 Paid Media 
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 In the paid media part, Dunkin’ will use both in-site and third-party analysis tools to 

 measure the results on customers in Asian market. 

 Dunkin’ can track Instagram sponsored advertisements  by using  Ad Managers  , a useful 

 tool for Dunkin’ to look at the number of clicks and likes on each of ads (  Marketing on 

 Facebook  ). Dunkin’ can compare the number of clicks  and see which ads attract most audience 

 members. After analyzing the reasons for their success, Dunkin can apply the same strategy to 

 more ads. Dunkin’ will also compare the difference between the number of Asian followers 

 before and after the ads are posted to examine the effectiveness of the ads. 

 The participation of micro-influencers is important for Dunkin’ to raise awareness. By 

 looking at the likes on the micro-influencers’ social media posts, Dunkin’ can see whether the 

 micro-influencers attract audience in Asia. By looking at the comments on the posts, Dunkin’ 

 can understand audiences’ attitudes on the brand stories: whether they like the stories or not. If 

 the audiences don’t buy the stories, Dunkin’ can make timely adjustments. Dunkin’ will give 

 each micro-influencer a unique glamour URL, and Dunkin’ will use  Google Analytics  to track 

 the click-through rate of each website. Dunkin’ can decide whether the company will keep using 

 the micro-influencers based on the  CTR of their glamour URLs. 

 Dunkin’ will post ads on WeChat’s  Moment  which is  similar to Facebook’s  Newsfeed  : 

 WeChat users can share their pictures and comment on  Moment  , and companies can also post ads 

 on  Moment  . On Dunkin’s WeChat Official Account, Dunkin’  can track both the click-through 

 rate and exposure rate of each ad. By tracking which specific ad has a higher click-through rate 

 and exposure rate, Dunkin’ will get a well-rounded understanding of which products and events 

 are more attractive, which can help Dunkin’ better cater to Chinese customer’s preferences. 

 64 



 For advertisement in public transportation, Dunkin’ can include a QR code into the poster 

 and a sentence: For more information, please scan the QR code. By tracking how many people 

 actually scan the code, Dunkin’ is able to detect whether the ad is attractive or not. Also, using 

 the method of control variable, Dunkin’ can do a pretest by using geological factor. Tokyo and 

 Osaka are two very similar and close cities in Japan. Dunkin’ will deliver ads in all public 

 transportation in Osaka but not in Tokyo. By comparing and contrasting the change of two cities’ 

 sales revenue, Dunkin’ can measure the effectiveness of the ad. 

 Earned Media 

 Earned media is of great importance as it helps amplify the content and builds credibility 

 to attract target audiences. It creates a “win-win” situation: the public believes in word-of-mouth 

 recommendations and the company could spend less and have better ROI. Through some 

 software, it will be clear to observe how story-pitching increases Dunkin’s website traffic and 

 meets the objectives. 

 SimilarWeb  could be used to monitor Dunkin’s official  website’s referrals, traffic sources, 

 and search terms. We can keep an eye on the changes after hard and soft news are released to see 

 whether the public will react to the stories and find out “what's going on.” At the same time, 

 since  SimilarWeb  can track online traffic in different  countries, we could see whether there is 

 increased traffic in Asian countries after Dunkin announces the news about new products for 

 Asian markets, for example. 

 To measure keyword use frequency in hard and soft news,  Bran24  will be used to 

 monitor news coverage across multiple news outlets like  The New York Times  and magazines like 

 Roast Magazine  . It will provide information such as  number of mentions, key message 
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 penetration, and readers’ sentiment. We will also use  Bran24  to record positive and negative 

 comments on released news about Dunkin’ to examine the effectiveness of these stories and 

 further communicate with the reporters or editors. 

 When measuring the degree of satisfaction that relates to customer services like new 

 vending machines, on-the-go ordering on Dunkin’s app or the use of maple sugar, we will reach 

 out to news outlets or use third-party analysis services to gather the number of readerships (or 

 viewerships) to see the stories’ popularity and the public attitude. We could also make short 

 questionnaires on Dunkin’ app asking consumers whether they like the services or how they 

 think about Dunkin’ using healthier maple sugar, for example. 

 Shared Media 

 With the various measurable outcomes in shared media,  it is essential for Dunkin’ to 

 actively engage with audiences on the Internet. The Key Performances Indicators (KPIs) that 

 Dunkin’ will focus on are the click-through rate, number of views, likes, followers, and 

 comments on the target social media in general. Besides, the efficiency of satisfying consumers’ 

 needs and solving potential questions can be improved under a proper monitoring system over 

 the shared platforms. We will incorporate an extra monitoring tool,  Agorapulse  , to make the 

 digital monitoring process “easier.” 

 On each platform such as Weibo, Facebook, WeChat, Instagram, and Twitter respectively, 

 there are different specific KPIs that Dunkin’ will pay more attention to. First, the number of 

 reposts, comments, and followers fluctuations that can be easily detected will be emphasized in 

 platforms like Weibo and Twitter. Besides, the users of Weibo could choose their “attitudes” 

 (happy, sad, angry, surprise) toward a post instead of a simple “like.” The measurement of a 
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 detailed attitude gives a closer understanding of audiences’ feedback that Dunkin’ could work to 

 improve the content. On the other hand, the use of hashtags on Instagram will be measured to 

 evaluate audience interaction with Dunkin’s activities. 

 The media monitor website,  Agorapulse  , helped the  PR team of Dunkin’ to manage the 

 accounts on a shared media platform in easier control. For example, to increase the favorable rate 

 of Dunkin’ in facebook, the team can create a “mailbox” to reply to the comments (positive and 

 negative) in a format that can be authorized by the PR members.  Agorapulse  not only helps 

 Dunkin’ to summarize the audience’s interaction in a concise way, but also a scheduling tool for 

 the upcoming posts on the different social media platforms. 

 Owned Media 

 For Dunkin’s  Newsroom  website, tools like  Datadog  and  PRTG Network Monitor  can 

 track the network traffic. Also, comparing the data of the current year with the data from each 

 previous year can figure out how the rate of traffic may have changed. By monitoring the traffic 

 of the website, this will also allow us to determine which type of news article will attract the 

 most viewers. With these tools, Dunkin’ can analyze the trends to understand how we can change 

 our writing style for future news articles. 

 In order to determine the effectiveness of festival decorations in Dunkin’ stores, Dunkin 

 will monitor how many daily customers visit each location before and after putting up the 

 decorations. Surveys will be conducted with customers to figure out their favorite in-store 

 decorations, which may or may not lead to decoration changes for the following years. 

 Moreover,  Social Mention  or  WebEngage  can measure  social media engagement with the 

 events to monitor the effectiveness of the events. For example, for the charity event with Tom 
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 Holland in China, number of reposts and mentions on Weibo will be tracked before and after the 

 event. 

 For Dunkin’s podcast series, the number of downloads as a KPI is what to monitor. With 

 access to the backend of each podcast platform, including but not limited to Apple Podcasts, 

 Spotify, Alexa, and Google Home, we will be able to track the number of downloads. 

 Finally, we can monitor the success of Dunkin’s app by tracking the number of users and 

 its ratings before and after the implementation of the app’s new functionality. We can track the 

 change through app stores such as the Apple Store and Google Play to determine if the 

 improvements on the app are effective. 

 Measurement 

 The first objective is to increase the brand awareness among Dunkin’ Asian market. 

 Specifically, we plan to increase the number of customers in Asia by 35% by the end of 2022. 

 First, we will measure the number of Asian followers on Dunkin’s social media platforms such 

 as Facebook and Instagram. We will compare the number of Asian followers by the end of 2019 

 and that by the end of 2021 to see the change of Dunkin’s Asian audiences. Second, we will keep 

 an eye on Asian social media platforms, such as Weibo, WeChat, and Line to measure the 

 increase in Dunkin’ followers. Also, we will analyze the change of follower interaction 

 frequency on social platforms during the three-year period by using an online marketing tool. For 

 instance,  Agorapulse  offers a section to categorize  followers by their interests on a specific post 

 from Dunkin’s account (e.g. Twitter and Facebook). To measure the backstage data in a relatively 
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 private media platform, such as WeChat and Line, our team will keep recording by using the 

 metric that social media has on its own. 

 Besides, raising the total traffic to Dunkin’s  Newsroom  website is the second objective by 

 the end of the three-year goal. We are hoping to reach an entire growth of 20% by 2022, in 

 comparison to the measured data at the end of 2019. We will measure the click-through rate and 

 bounce rate of Dunkin’s  Newsroom  website using  Similarweb.com  ,  and compare those statistics 

 with the original data of the website at the end of 2019. Also, we will measure the influence of 

 Newsroom  shared links by recording how many likes  per tweets, and measure the growth during 

 our campaign. 

 Our final goal is to increase Dunkin’s annual revenue by the end of 2021. We will 

 compare the changes of Dunkin’s annual revenue from 2019 to 2021. By the end of 2021, 

 Dunkin’ should have a five percent increase in annual revenue compared to that of 2019. 
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