


/ CAMPAIGN SC(

Objective <©»

* %t Ok %k %

Launch Amy'’s first Michigan store with‘A“

platforms.
Secure targeted press covera
Build authentic commumty e
identity.




/TARGET COMMI

Demographics ﬁ

Ann Arbor Population: 121,715
22% Aged 20-24

About 52,000 University of
Michigan students in town
68.6% White, 13.8% Asian, 7%
Black/African American, 5.8%
Hispanic/Latino i
Median household income
$82,883
Gender balanced: 50% ma[ef ar
50% female =

54.6% of househol

* % %
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ks rec mmendatuons from peers
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TARGET COMM
Goals & Needs @

*

*

Affordable, high-quality treats
for small budgets

Places to unwind and socialize
(especially after hours or post-
event)

Opportunities to earn rewards or
get exclusive deals (onalty
programs) :
Reliable, safe, and comfor
hangout spots




Says S
*  “Let’s check out that new

ice cream place by
campus!”

Does

*  Scrolls TikTok/Instagram
for food
recommendations..

* Visits with friends after

or on weekends.

as experiences in

) chats and social

S,

Pain Points @

*
the hype
“Will | feelw
included here?
“Is it a place I'd wa
share on social or vis
with my group?”

competitive local dessert market
itivity limits

side Texas
eam demand
for off-

Feels ()

* Excited about
discovering new places.
*  Wants to be a part of the

ity and

ique local

ivity for word-of-

* Ann Arbor’s event culture opens local
collaboration opportunities




Demographic Snapshot
*  College aged (18-22), undergrad at UMicl|
*  Mix of racial/ethnic backgrounds, m ro

*

Core Traits

diversity
Typically rents with roommates; |
income

* % %

Group-oriented, seeks
Follows food and eve
TikTok, and frien







Market Overview

2025 (+5.8% yearly)

* %

August; busiest

* U.S. Ice Cream Market: $19B in
2024 (+2% annual growth)
% lce Cream Store Revenue: $7.4B in

Consumption: 20+ Ibs/person/year
Seasonality: Peak sales May—

afternoons/evenings/weekends
%  Premium Options & Non-Dairy:
Demand rising with Gen Z

Instagrammable,

Hybrid Competitors

House of Chimney Cakes ‘

Biggest ‘oppbrtuni;y:i' ‘



https://michigancreamery.com/
https://michigancreamery.com/
https://michigancreamery.com/
https://michigancreamery.com/
https://www.thepernateam.com/blog/the-ultimate-guide-to-ice-cream-in-metro-detroit--ann-arbor-where-to-cool-off-this-summer/
https://www.thepernateam.com/blog/the-ultimate-guide-to-ice-cream-in-metro-detroit--ann-arbor-where-to-cool-off-this-summer/
https://www.thepernateam.com/blog/the-ultimate-guide-to-ice-cream-in-metro-detroit--ann-arbor-where-to-cool-off-this-summer/
https://www.benjerry.com/values
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/
https://www.thedailymeal.com/1366591/insomnia-cookies-students-campus-deal/

Selection Criteria

*  Location & Walkability

*  Visual/ Social Media Appeal
%  Variety & Dairy-Free Options
*  Unique/Trendiness

*  Convenience (Hours, Delivery)

Key Takeaways

*  Amy'’s must build loyalty to compete w
established favorites. Wi
*  Expanding service hours and delivery
boost student appeal.
*  Standing out through local ¢
creativity is key.

Threats:

Threats; Do

Threats:




Data & Media Spend

*  Total Brand Revenue: $59,604,000,000
*  Total Media Spend: $619,295 (2024) * Actlwsm Im to product (flavor launches, campaigns)
*  Overall Media Mix: Total $532,433 Digital- Flrst Medla '

Hen & Jerry's Media Spend by Platform (2024)

agement with students using
igns, and community initiatives.




University of Michigan Move

giving Amy'’s the
opportunity to capture
incoming students and
their families’ attention
Can track social media
engagement increase
through this event
using metrics-views,
interactions and
followers gained

Quantitati

*

*

8,000
move
Ne

the e
and b
Heav
daily
38% Ge
media page

Qualitative S

cted during

agging at
gagement i ys, stories,

gram, 41% ng against

faurant social relevance a

Ob!'ectives

& chocolate * Drive audience
engagement

* Boost email/social
audience

* Achieve 35% increa
organic UGC

% Grow campus awa

* Deepen community

connection




call to action

Local August 22- | Local students, families,
Spot 28 and faculty 3
(WCBN-FM
88.3)
August 24-
29 radius around UM camp
with Daily 3
Interactive employment 3
Polls & Event | with 24
Countdowns | countdown
post 7/3/1 engagement
day(s) out food/restau ra
Feature Story | Pitch August
in 17 (print) b

Pitch Aug ust

-to-action buttons

Feature-style article

quotes
students

eye-catching header 7

carousel
Email newsletter



https://ro.umich.edu/sites/default/files/calendar/pdfs/Cal_2026-2027.pdf
https://ro.umich.edu/sites/default/files/calendar/pdfs/Cal_2026-2027.pdf
https://record.umich.edu/articles/student-move-in-brings-traffic-parking-changes-to-campus/
https://record.umich.edu/articles/student-move-in-brings-traffic-parking-changes-to-campus/
https://record.umich.edu/articles/student-move-in-brings-traffic-parking-changes-to-campus/
https://record.umich.edu/articles/student-move-in-brings-traffic-parking-changes-to-campus/
https://clients.mintel.com/content/report/social-media-influence-on-food-and-foodservice-us-2025
https://clients.mintel.com/content/report/social-media-influence-on-food-and-foodservice-us-2025
https://clients.mintel.com/content/report/social-media-influence-on-food-and-foodservice-us-2025
https://clients.mintel.com/content/report/social-media-influence-on-food-and-foodservice-us-2025
https://clients.mintel.com/content/report/social-media-influence-on-food-and-foodservice-us-2025
https://clients.mintel.com/content/report/social-media-influence-on-food-and-foodservice-us-2025
https://clients.mintel.com/content/report/social-media-influence-in-discovery-and-purchase-us-2025
https://clients.mintel.com/content/report/social-media-influence-in-discovery-and-purchase-us-2025
https://clients.mintel.com/content/report/social-media-influence-in-discovery-and-purchase-us-2025
https://clients.mintel.com/content/report/social-media-influence-in-discovery-and-purchase-us-2025
https://clients.mintel.com/content/report/social-media-influence-in-discovery-and-purchase-us-2025
https://clients.mintel.com/content/report/social-media-influence-in-discovery-and-purchase-us-2025
https://campusplan2050.umich.edu/about/um-presence-michigan/
https://campusplan2050.umich.edu/about/um-presence-michigan/
https://campusplan2050.umich.edu/about/um-presence-michigan/
https://campusplan2050.umich.edu/about/um-presence-michigan/
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