
Post Covid-19 Consumers are looking for familiar comfort 
brands and value:

• Unique product with favorite cereal flavors – in a new 
convenient package

• These trusted brands make trial low risk for shoppers.

• Consumer Trial interest for Pebbles = 93%; 

• Consumer Trial interest for Honeycomb = 92%

• More consumer value,  oz per package & price vs 
competitive snacks

• Drives incremental category purchases based on usage 
occasions- top 5 usage occasions center around 
snacking and on-the-go

• Moms are especially interested in buying this product 
and plan to buy it more frequently than RTE cereal

86% 
Often skip or 

forget to eat 

breakfast

71% 
Always 

looking to eat 

on the run

53% 
Eat breakfast on 

the go

It’s all about SNACKING.

• Breakfast snacks emerging* ~$1.7B category, +5% 2 Year
• Cereal has always been a great snack

• 89% say cereal is appropriate any time of day    
• 74% enjoy snacking on cereal

• Snacking surge exists beyond breakfast 
• 78% say snacking helps them get through the day
• 46% HH snacking more throughout day, 59% for 

families w/kids 

And Consumers are asking for convenience in 
breakfast

SOURCE: Kantar COVID-19 week Weekly Pulse May 11, 2020

SOURCE: Honey-Comb Brand Equity 92% awareness (Harris EquiTrend 2020); Recent sales data

Source: Breakfast snacking ‘category’ defined as: Pop Up Pastries, Breakfast/Cereal Bars/Bites (ex: Belvita, Nutri-grain) – Drinks or granola bars excluded. Nielsen Scantrack, June 2020. 

Why Post Snacks?



Post Covid-19 Consumers are looking for familiar comfort 
brands and value:

Dunkin’ is the #1 trusted brand and named #1 for consumer 
loyalty:
• 13 consecutive years of #1 coffee chain by consumers***
• Delivers the comfort and taste adults crave

• Strong promotional plan to support trial

Consumer interest is unmatched:
• Has unprecedented purchase intent
• After trying one variety, interest is high in trying the other 

variety: 69% (top 2 box purchase Intent)
• Top scoring concept in Nielsen consumer screening

Dunkin is a Major National Brand and Expanding

With National Grocery Presence & Partnership Opportunities

• +9,500 Franchise Stores and Growing!

• Prominent East coast Presence

• Expanding West – Looking to add 200-300 stores per year 

• 95% brand recognition, even in 

markets without stores

• #3 Ground Coffee Brand with 95% 

Distribution Nationally

• Licensed Partnerships with National 

Distribution 

SOURCES: *DUNKIN’ BRAND BACKGROUND 3.19.18

**BRAND KEYS, DUNKIN’ NAMED #1 BRAND FOR CONSUMER LOYALTY IN THE OUT-OF-HOME COFFEE CATEGORY, AND #1 BRAND IN THE PACKAGED COFFEE CATEGORY 

***THE NPD GROUP/CREST® FOR THE YEAR ENDING MAY 2019 IN QSR (BASED ON SERVINGS) BRAND KEYS CUSTOMER LOYALTY ENGAGEMENT INDEX 2019), 

HTTPS://EXPANDEDRAMBLINGS.COM/INDEX.PHP/DUNKIN-DONUTS-STATISTICS

Why Dunkin’?

https://news.dunkindonuts.com/blog/blog_custom-20190204-6741988
https://expandedramblings.com/index.php/dunkin-donuts-statistics/

