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ABOUT THE BRAND

Krispy Kreme, Inc. (previously Krispy Kreme Doughnuts, Inc.) is an American
multinational doughnut company and cofteehouse chain.

Krispy Kreme was tounded by Vernon Rudolph (1915-1973), who bought a
yeast-raised recipe from a New Orleans cheft, rented a building in 1937 in
what is now historic Old Salem in Winston-Salem, North Carolina, and
began selling to local grocery stores.



https://en.wikipedia.org/wiki/Doughnut
https://en.wikipedia.org/wiki/List_of_coffeehouse_chains
https://en.wikipedia.org/wiki/Vernon_Rudolph
https://en.wikipedia.org/wiki/New_Orleans
https://en.wikipedia.org/wiki/Old_Salem
https://en.wikipedia.org/wiki/Winston-Salem,_North_Carolina
https://en.wikipedia.org/wiki/Grocery_store

OBJECTIVES/TASK/BRIEF AT HAND

To elevate the indulgence tactor of the festive season by showcasing
Krispy Kreme's Chocomania doughnuts, inspired by Ferrero Rocher and
Ferrero Moments, as the perfect celebratory treat through a visually
captivating campaign that highlights both the luxurious tlavors and the
joytul moments of sharing. This campaign aims to drive product
awareness and create a connection between testive celebrations and
Krispy Kreme's special edition doughnuts.




STRATEGIES INVOLVED

e Visual Storytelling Through Festive Imagery: A photoshoot at a Krispy
Kreme store was organized, focusing on both product-centric and
lifestyle shots. These images showcased the Chocomania doughnuts
in testive settings, encouraging customers to associate them with the
joy and warmth ot holiday celebrations.

e Partnership Leverage: The campaign emphasized the premium
collaboration with Ferrero Rocher and Ferrero Moments, tapping into
their established reputation tfor luxury chocolate. The association
amplitied the appeal of the Chocomania range by aligning it with the
high-end, indulgent image ot Ferrero products.




STRATEGIES INVOLVED

e Social Media Engagement: The campaign used social media to
generate buzz by sharing behind-the-scenes content from the
photoshoot, intfluencer partnerships, and user-generated content,
encouraging people to share how they celebrate with Chocomania
doughnuts. Hashtags like #ChocomaniaFestiveJoy and

FerreroKrispyMoments helped build momentum online.




CAMPAIGN ACTIVATIONS

Pre-Buzz (1-2 weeks betore launch):
e [easer Posts:
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CAMPAIGN ACTIVATIONS

_aunch :

Product Reveal Posts:
We oftficially announced
the launch with a
creative that showcased |
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CAMPAIGN ACTIVATIONS

Post Launch :

To keep the campaign
buzz alive, a series of
UGC reels were posted
that showcased the range
in a fun and quirky way




AIM OF THE CAMPAIGN

Our aim with the Krispy Kreme Chocomania campaign is to bring the
festive spirit alive by offering our customers a truly indulgent treat. We
want to make Chocomania doughnuts the go-to choice tor holiday
celebrations, combining the richness of Ferrero Rocher and Ferrero
Moments with the joy ot Krispy Kreme.

Through exciting pre-launch teasers, engaging product reveals, and
encouraging our community to share their testive moments with us, we
hope to create a sense of excitement and connection that makes these
doughnuts a must-have tor the season.




BEST PERFORMING POSTS

$ Reel insights < Post insights { Reel insights
We're turning your faverite things % into doughnuts...
GREAT news for the chocolate % lovers herel @ o 4 Uclooer at 2100 7 Ocioher - Disration 0:10
1 October - Duration 0080
L [ v | g & v [
L & v n 57 0 15 5 22 1 ] 0
T8 Ll 2 3
. Overview @ Overview @
Overview
Wiewvs 1,462 Yiews 2041
VWeRig 1,758
Interactions 77 Walch tine Th 49m 45
Walch Rime ik 36m 375
Profile activity 12 Interactiong 27
Interactions a1
Profile aciivity 0
Profile activity 1
Views @©
Views ©
Views @ 1,462
Wiy -2 ﬂ41
P
1'? 53 [STt T
e 77.4% 22.6%
'.“:"l- H il ""II' I ICHEre zﬁ.zﬁ HIB%
41.2% 58.8% Folloamrs & ®Mon-Followers

Reel insights

Before anyone gels their hands on these yummies, le...

v
71

Overview ©
Wiewg

Watch fime
Interactions

Prafile activity

Views

9 Ceetocbyar « Durakiomn §

| v
1 0

1,461

B

45.9%
i o,

12

|
1
1,461
1h 37m 40
23
Ll
54.1%
& Mo -Tallassr s




CONTENT CREATION
SHOOTS + CREATIVES + VIDEOS




SHOOTS




CREATIVES

Fispy Fneme

cHOCOMAN, ,

Ferrero Rocher
But make it a donut!

This time with

and I‘Iute“GI

FERRERO
MOMENTS

NUTELLA HAZELNUT . pm-"
DOUGHNUT o L

TRAIL MIX
DOUGHNUT

{ LIMITED FERRERO ROCHER
| ] DOUGHNUT
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THANK YOU




