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 Lindt Chocolatiers is a well-known, worldwide, luxury brand of premium chocolates 
established in 1847. Currently, Lindt Chocolatiers are distributed in over 80 countries, and 
have production sites in both Europe and the United States. Lindt’s lengthy past, coupled 
with their attentiveness to consumer need has helped them achieve a moderate distribution 
within the US market. Lindt’s commitment to tradition, coupled with their prestigious history 
has earned them a place of privilege among other premium chocolate brands such as Godi-
va and Ghirardelli. Moreover, Lindt’s chocolate has a wide and easily accessible distribution, 
putting them in direct competition with major players in the chocolate market such as Her-
shey’s, Nestle, and Mars. Despite this, overall brand awareness and customer loyalty is low. 
 In order to evolve their company, Lindt is striving to overcome this challenge to ex-
pand brand awareness in all 50 states. Lindt also plans to accomplish becoming the brand 
preference for consumers. In doing so, the company plans to achieve national distribution 
in 90% of stores as well as increase brand recognition by 10%. In order to overcome their 
problems, Lindt must design a solution to achieve their goals and grow into the brand they 
are striving to be. 
 For our creative strategy we plan to use multiple types of media including Television, 
Internet, and magazines. While we will include a nation TV campaign to help reach consum-
ers all across the United States, we will also focus on Eastern spot markets including Chicago, 
Minneapolis, Miami, Orlando, and Charlotte. Using this dual focus we will be able to reach 
our target audience of professional women ages 34-54. Throughout the year long campaign, 
we will use a pulsing schedule with an emphasis on holidays to spur on sales. The tone of 
our ads, the majority of which will be played on TV or printed in magazines, will be elegant 
and refined, thus linking our history of excellence with our identity as a premium brand. 
Moreover, we will establish continuity with past ad campaigns and create a unified, cohesive 
brand image which will become easily recognizable as the company extends it’s reach across 
the country. 
 For this campaign, our team came up with unique characteristics that we consumers 
to think of when they thought of the brand, Lindt. A few of those characteristics are refined, 
high-quality, passion, bean-to-bar, elegance, and excellence. The tone of our campaign is 
traditional, formal, and comforting. Our images will align with the ideas of simplicity, luxury, 
high-end and specialty. Overall, the campaign message will portray that Lindt Chocolate 
Bars are for savoring, enjoying and taking a moment for yourself to indulge. Our team wants 
to create a stronger national brand awareness for Lindt and become the premium chocolate 
brand that consumers prefer, especially those consumers in our target audience of 35-54 
year olds within the United States.

Campaign Summary
 and CreativeStrategy 
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 Lindt Chocolatiers was founded in 1847 in Zurich, Switzerland and has grown 

into a world renowned chocolate company since then. Lindt owns multiple chocolate 

companies including Ghirardelli and Russell Stover, both of which are acclaimed brands 

on the market as well. However, competition between other brands such as Hersheys, 

Mars, Nestle, and Toblerone keep the external threats on high. The main problem that 

Lindt is attempting to solve is overall brand awareness. 

 Lindt has always known their consumer’s wants and needs, and attains relatively 

strong distribution within the market. Nonetheless, the company strives to overcome 

the challenge to expand brand awareness in all 50 states. They plan to achieve their 

goal through the push strategy by mass distribution in main retail stores, such as Wal-

Marts and Targets across the nation. Furthermore, the company strives to achieve na-

tional distribution in 90% of stores, as well as grow brand recognition and awareness 

by 10%.

All in all, Lindt’s desire is to capitalize the chocolatier market by becoming the brand 

preference.  Brand preference is essentially the measure of brand loyalty in which a 

consumer will choose one particular brand over the other competitors, but will still 

accept substitutes if the particular brand is not available. In order to achieve this pref-

erence, Lindt must successfully increase brand recognition across the nation. Now that

 the problem is discoverable and goals  have

been  created,  Lindt   must  create  a   strong 

brand  personality  and  decide which media

 vehicle is best based on the market. 

The Problem 
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Situation Analysis:  
Target Research 

 Lindt’s current audience consists of mainly women who are have completed college and 

high levels of education. The audience is evenly distributed between 18-54 year olds but choco-

late consumption drops off in among older customers (65+). The audience is likely to be married 

or engaged and have children. The majority of the current audience is wealthy and has a median 

income around $75,000 to $149,999. Moreover, the current audience is made up of American 

Indian/ Alaskan Natives and people of the Asian race. Caucasians also use the product to a lesser 

degree, and African Americans are significantly less likely to purchase Lindt. They are concentrat-

ed in the Northeastern United States. Their main media sources are magazines and the internet. 

Magazines such as Martha Stewart Living and Good Housekeeping are particularly popular, as all 

health and fashion oriented magazines. Online, they frequent websites such as Hulu.com, eHow.

com, Groupon, and Overstock.com and they also visit discount travel websites. [ Source MRI Re-

porter- Fall 2013]

 Comparable brands are Fannie May, Ferrero Rocher, Ghirardelli, Godiva, Hershey’s Pot of 

Gold, and Russell Stover. Notably, Ferrero Rocher, Hershey’s Pot of Gold, and Russell Stover have 

consumers who are less educated, and are less likely to have attended college. All these brands 

are skewed towards women. Across all these brands, there is a significant usage of magazines. 

Their circulation is based mainly MidWest and the North east, with none of the brands having a 

significant amount of users in the West. [Source: MRI Reporter- Fall 2013]

 Worldwide, the largest market for chocolate is in Europe, with the United States in second 

place. The top two companies within the market are The Hershey Company and Mars, Inc. The ma-

jority of chocolate is sold in supermarkets. The majority of chocolate is purchased by consumers 

from end retailers like supermarkets, and is purchased a snack item. Although, there are a few ma-

jor players in the market, rivalry between companies is moderate and consumers are moderately 

likely to switch brands often.
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Situation Analysis:  
Media Flight Plan Analysis

Population Horizontal % Vertical % Index

Working Women 3479 5.3 40.1 143

College Graduate Plus 3523 5.3 40.6 144

Ages 35-44 1596 4.0 18.4 108

Ages 45-54 1728 3.9 19.9 107

Employed 5557 3.9 64.1 107
Professional and related occupations 1663 5.3 19.2 143

HHI $100,000+ 3118 5.1 36 138
Married 5056 4.0 58.3 109
Parents 3096 4.2 35.7 114

Race- White 6962 3.9 80.3 106
Race- Asian 516 7.3 6 198

Marketing Region -Middle Atlantic 1860 5.1 21.5 139

 According to the MFP data, consumers of Lindt products consist largely of working 

women. Lindt product consumers tend to be between the ages of 35 and 54 and con-

sistently possess a more affluent background. The Lindt consumer tends to lean more 

towards married parents of the white or Asian race that live in the mid-Atlantic marketing 

region.

 Lindt consumers have high media usage in the magazine, internet, newspaper and 

outdoor media categories. They tend to lean toward more specialty magazines, such as 

boating and photography as well as women’s fashion periodicals. These consumers com-

monly purchase print titles relating to home and family matters. In their internet use, the 

Lindt consumers focus on planning and organization.
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 Media Flight Plan Analysis
continued

Population Horizontal % Vertical % Index

magazines 2047 4.4 23.6 118

internet 2097 4.5 24.2 121

newspapers 1806 3.8 20.8 104

outdoor 1762 3.8 20.3 102

MAGAZINE TYPE
airline 686 5.4 7.9 146

boating 198 5.4 2 146
bridal 384 5.4 4.4 145

business/finance 1621 4.6 18.7 123
photography 171 7.0 2 190

women 4220 4.7 48.7 129
women's fashion 1366 5.8 15.8 157

PRINT TITLES
Better Homes&Gardens 1793 4.8 20.7 129

BH&G National Select b 1243 4.9 14.3 133

Family Circle 934 5.2 10.8 142
Good Housekeeping 1059 5.6 12.2 152
National Geographic 1469 4.7 16.9 128

NNN Top 10-Daily 889 4.8 10.3 131
People 1989 4.7 22.9 126

INTERNET ACTIVITY PAST 30 DAYS
used e-mail 6977 4.2 80.5 114

made a purchase for business use 1327 5.1 15.3 138
made personal/business travel plans 2200 5.0 25.4 136
obtained latest news/current events 4944 4.7 57 128

looked for recipes 3812 4.8 44 130



Market Research 
And Share of Voice 

 United States Chocolate sales are expected to grow from 21.2 billion in 2015 to 22.4 in 2017.  

This is growing at a rate of about 2-3% each year.  Even with the economy in a slight downturn, choc-

olate is not feeling any of the pressure.  According to Kantar Media Intelligence, in 2013 1015.9 Mil-

lion dollars was spent advertising candy, and about 30% of that is currently being spent advertising 

premium chocolate. Lindt spent 13.7 million in 2013 and its new budget this year is 27 million. Due 

to the increasing market share of chocolates, they are planning to increase with it.

 Right now Lindt is currently in 26 markets, with its most stores in Boston, Massachusetts. They 

plan to expand their stores in each market and grow to new ones.

Competition would include other top selling premium chocolate sellers such as Hershey’s, Mars, Nes-

tle, Cadbury, Russell Stover, etc. Some have revenues reaching 400 million dollars. These companies 

spend millions of dollars a year on their many products. For example, Hershey’s spends 72,562,203 

alone on advertising just their chocolate bars (Kantar Media).

 The market leader in chocolate sales is Mars, Inc (Mary O’Coughlin). Mars, closely followed by 

Hershey’s is also the top spender in advertising for their products. M&Ms are the leader for Network 

TV ad spending. Lindt in the past has put most of its budget into Cable TV, closely followed by Net-

work TV. However, even with most of their budget allocated to Network, they still spend less than half 

of what Mars spends on M&M advertising on network. Their share of voice is low compared to the 

top sellers. 

Int. Display Int. Search Cable 
TV Online Magazine B-to-B Spot 

TV Total

Lindt Excellence & 
Lindt Lindor .1 0 0 0 1.79 0 0 1.89

Lindt Excellence: 
Chocolate Bar .25 0 .01 .16 8.76 1.57 4.91 15.66

Lindt Excellence: 
Online 0 1.65 0 0 0 0 0 1.65

Lindt Hello: Candy 
Bar .07 0 0 0 0 0 0 .07

Total .42 1.65 .01 .16 10.55 1.57 4.91 19.27
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Past Creatives 
and Media Mix 

 Although most of their ads do not focus on their chocolate bars, Lindt has had two TV 

commercials air that have their bars at the center of attention.  The first ad, that ran in 2013, 

shows off all the different types of chocolate bars that Lindt offers  (iSpot). Last year, Lindt ran a 

‘Mastering the Art of Refinement’ TV spot that focuses on various different types of their choco-

late bars.  It ran on national and spot TV around 1,923 times (iSpot). For magazines, Lindt has run 

“Intensely” full color, full page ads that show off their many different flavors of chocolate bars 

(Coloribus).

Int. Display Int. Search Cable 
TV Online Magazine B-to-B Spot 

TV Total

Lindt Excellence & 
Lindt Lindor .97% 0 0 0 99.03% 0 0 100%

Lindt Excellence: 
Chocolate Bar .49% 0 .40% .04% 94.73% .12% 4.23% 100%

Lindt Excellence: 
Online 0 100% 0 0 0 0 0 100%

Lindt Hello: Candy 
Bar 100% 0 0 0 0 0 0 100%

 Besides chocolate bars, Lindt has run many commercials on their other products. They’ve 

had many TV advertisements for their truffles in the past.  They even have a new one that has 

aired this year.  Last year, Lindt collaborated with IBM and created a ‘Made with IBM Cloud’ TV 

spot that ran on national TV 37 times (iSpot). They have also had many different magazine ads 

for their truffles over the years.

 As far as Media Mix is concerned, Lindt spends most of it’s expenditure in magazines. 

For the Combo and Chocolate Bar, magazine easily takes the biggest portion of the media mix. 

Online and Candy Bar are only present in one medium each, neither of which is magazines. 

Even with the big spending in magazines, Lindt still has a fairly smaller SOV compared to other 

chocolate brands. The biggest SOV it has is for the Lindt Chocolate Bar in magazines at 8.76.
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SWOT Analysis

Strengths:     
Strong focus on premium product development and quality control.
Unique packaging for Lindt products.
Lindt has a large variety of chocolate flavors to satisfy a majority of their customers.
Already an established brand with popular items such as the Gold Bunny at Easter.
Leader in the market of premium chocolates. 

Weaknesses: 
Lindt is not an established household chocolate brand.
Lindt does not have a significant following of brand lovers.
Lindt has a restricted target market of 30 plus years.
Most of their advertising does not feature their chocolate bars.
Lindt’s brand personality is not clearly defined in the mind of customers.
Customers may hesitate to purchase Lindt’s premium chocolate because it is more expen-
sive than most other chocolate brands.

Opportunities: 
Current sales of chocolate are strong in the United States.
The market share of all chocolate brands is steadily increasing.
Mass retailers such as Walmart, Target, Safeway, Whole Foods and Trader Joes offer a wide 
selection of premium chocolate.  
Social Media promotes personal connections between the brand and customers. 

Threats:
Major competitors include Hershey, Mars, Nestle, Toblerone, etc.  
Other major chocolate companies spend more money than Lindt on advertising.
Other major chocolate companies have large share of voice
Societal concern with high sugar snacks and foods.
Economic factors may cause hesitation towards buying premium chocolates.
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Consumer Profiles 
 Our target audience objective is to promote overall awareness of the brand and increase 

Lindt Chocolate Bar sales among current Lindt customers, ages 35-54.  In order to achieve this 

specific objective, Lindt must advertise directly to the desired market through several types of 

media.  With magazines, we want to target our current Lindt users who purchase mainly truffles 

and encourage them to also purchase Lindt Chocolate Bars.  Through television and internet, 

we will be using mainly spot but also some national advertising to reach our specific target 

audience and raise brand awareness and increase sales.

 Kyleigh Slocum is a 35-year-old single woman living in Alpharetta, Georgia with her cats, 

Fulton and Murphy, in an apartment just outside the Greater Atlanta area. After graduating from 

Indiana University, she moved to Atlanta where she worked as an Elementary school teacher 

for 13 years. She enjoys an active lifestyle where she goes to the gym most days a week but 

she also enjoys the occasional piece of milk or dark chocolate. When she buys chocolate, she 

makes sure to buy a premium brand like Lindt to satisfy the craving.  She likes to spend time 

with her sisters, their young children and her friends. She stays connected with them through 

many social media networks such as Facebook and Instagram.

 Karl Dumas is a 52-year-old married man living in Johns Creek, Georgia with his wife, 

two older sons, who are 18 and 21 years old, and their rescue dog, Gatsby. They live in a large, 

private home in one of the most popular gated country clubs in the area. They enjoy being 

members of the club where Karl and his sons golf together most weekends. After 15 years, Karl 

was able to sell his company and retire, so now he is able to spend his free time with his family 

and develop new hobbies. Karl enjoys going to the gym with his sons and friends, seeing mov-

ies with his wife and doing yard work. Karl and his family make sure to keep connected through 

many forms of social media such as Facebook, Twitter, and LinkedIn. The whole Dumas family 

loves chocolate but you won’t see Karl eating just any chocolate. His favorite is very dark, pre-

mium chocolate so he prefers to enjoy a few pieces of Lindt dark chocolate every night.

Target Audience Objectives 
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Ostrow Model Example: Lindt Chocolate
Part I: Marketing Factors That Affect Frequency
Established Brand?         -.1
Yes, however the brand does not have widespread national recognition
High Market Share?         +.2
No, high in North East Spot markets, but not nationally
Dominant Brand?         +.2
No, Lindt is overshadowed by larger companies within the market
High Brand Loyalty?        +.2
No, one of Lindt’s primary objectives is to increase brand loyalty
Long Purchase Cycle?        +.2
No, consumers buy the product on a weekly basis
Product Used Occasionally?       +.1
No, product consumed mainly as a snack multiple times a week
Need to Beat Competition?       +.2
Yes, there are many, highly visible competitors
Advertising to older consumers/ Children?         0 
No, the Target Audience is women ages 35-54
Total            +1.0
Part II: Factors That Affect Frequency
Simple copy?         -.2
Yes, Lindt emphasizes luxury, tradition, and quality
Copy more unique than competition?      +.1
No, competitors and Lindt all emphasize the same main selling points
Continuing campaign?        -.1
No, new campaign but elements from past campaigns will be reused
Product sell copy?         +.1
Yes, combination of Image and product sell
Single kind of message?        -.2
Yes, simple, consistent message
To avoid wear out: new messages?      +.1
No, messages similar to past campaigns will be used
Larger ad units?         +.1
Smaller ad units in magazines and spot TV
Total           -.1
Part III: Media Factors That Affect Frequency
Lower ad clutter?         +.2
High Ad clutter, Lindt does not have a significant Share of Voice
Compatible editorial?        -.1
Yes, within selective media editorial tie-ins could be possible
Attentiveness high?         +.1
No, Low involvement product category
Continuous advertising?        +.2
No, a pulsing strategy will be used to maximize budget
Few Media used?         -.2
Yes, focus on magazines, National TV, and Spot Tv
Opportunities for media repetition?      -.2
Yes, Strong media repetition
Total             0

Reach, Frequency, and 
GRP Objectives   
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Frequency Total          3.9
 (+1.0) + (-.1) + 0 = (+.9)
  (+.9) + 3.0 Benchmark = 3.9 
Reach 
 During the initial campaign launch we will start off with a 70% reach, and increase it up to 
80% during high volume months (such as February, April, October, and December).  During 
the remainder of the campaign, reach will hover around 75% to both effectively communicate 
with our target audience while also maximizing our budget. Moreover, during the entirety of 
the campaign, in regards to budget concerns we will prioritize frequency over reach. 
 During the campaign we will optimize frequency because Lindt has many competitors, 
low Brand Awareness, low market share, is in a low purchase involvement decision category, 
and uses a pulsing schedule.  
GRPs 
 Based on the frequency calculated using the Ostrow model and various levels of reach, 
the GRPs throughout the campaign will be as follows:
70% Reach- 273 GRPs
75% Reach- 293 GRPs
80% Reach- 312 GRPs
Campaign Average- 293 GRPs

Reach, Frequency, and 
GRP Objectives  Cont.  



Timing and Scheduling 
Objectives  

 We plan to do a pulsing time schedule for this campaign. Chocolate sales are 
expected to increase every year by 2-3% so we want to take advantage of that (MFP) 
Starting in late January, we will launch the campaign and will do mid level advertising. 
We will spend around 1.7 in advertising. In February, the month of Valentines Day, we will 
do heavy advertising.  This will cost us around 3.5 Million dollars in media buys. “More 
than half (51 percent) of gift givers will buy candy, spending $1.6 billion in total”(Orlando 
Business Journal). In March we will do minimal advertising that will cost only 1.5 million. In 
April, we will do the heaviest advertising for the campaign due to the Easter holiday. It is 
said that Americans today spend somewhere around 2.2 billion dollars just for this holi-
day. (Fuhrmman) This month is crucial to help the company maintain stability to the dimin-
ished business in the summer months following. We will spend around 6 million in this 
month.  May, June, July, and August will be mid-to-low to possibly no advertising. These 
months are not holiday specific but we still want to stay on consumer’s minds when they 
want chocolate. Therefore, we will spend about 1.5 million here as well. September will 
be low range advertising (1.7 million), followed by heavy advertising in October for Hal-
loween (3.1 million). Spending on Halloween Candy in 2014 reached $2.2 Billion, making 
this a very important advertising period (Carlozo).  November will be lower level advertis-
ing, only costing 1.5 million. December will be a heavy Advertising period to claim Christ-
mas chocolate purchases. We will spend about 2.9 million this month. After Christmas, the 
campaign will come to an end.

14
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         We will be spending in both Spot and National Television. On a day to day basis, 

we will focus on Spot. For spot, we want to reach specific DMA zones that are more prom-

ising (high EV%)  We want to make the most of our money. “Spot advertising on cable 

television gives the advertiser the ability reach a large number of people throughout 

the market or focus the message in a smaller area, reaching a section of the market and 

touching individuals in a particular neighborhood.” (Jesse).We will spend National TV, but 

on the bigger holidays such as Easter and Halloween, we will want to be seen by as many 

people and markets as possible to generate the best sales for those specific time frames.

 Also, we want to focus on Spot because of what the competition is doing.  The 

market leader of chocolate sales is Mars, Inc. (ICCO). According to Kantar Media, Mars 

spends most of its budget for its chocolate bar (Dove Chocolate Bar) on Cable (Spot) 

TV ($1,775,428)(Kantar Media). In fact, almost all of Mars’s collection of candy products 

spend most of their budget on Cable TV. This is important because if they are the most 

successful in sales, they have to be successful at promoting. Lindt spends a fraction on 

Cable TV compared to its competitors. Its share of voice is a low .1. Part of the goal is to 

raise awareness for the brand so therefore we have decided to spend more in the depart-

ment of cable television. We don’t want to spend all of our money here however due to 

the fact that there will be a lot of clutter and it would cost too much to have the dominant 

SOV.

 We plan to include Magazines in our national advertising objectives. Magazines are 

niche markets so therefore we will use them mainly to specifically target our current Lindt 

users to encourage them to purchase more chocolate bars. 

Geographic
 Objectives  
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EV%

Market Population Growth EV%

Portland-Auburn, ME 389.83 3.09

Albany-Schenectady-Troy, NY 550.75 4.37
Chicago, IL 3,488.85 27.70

Minneapolis-St. Paul, MN 1791.81 14.22
Burlington-Plattsburgh, VT-NY 330.31 2.62

Miami-Ft. Lauderdale, FL 1724.20 13.69
Orlando-Daytona Beach-Melbourne, FL 1598.91 12.69

Buffalo, NY 637.40 5.06
Cincinnati, OH 881.7 7.00
Charlotte, NC 1202.54 9.55

Total 12596.30 100%

Spot Markets Ranked:
1.  Chicago, IL (EV%= 27.70%)
2.  Minneapolis-St. Paul, MN (EV%= 14.22%)
3.  Miami-Ft. Lauderdale, FL (EV%= 13.69%)
4.  Orlando-Daytona Beach-Melbourne, FL (EV%= 12.69%)
5.  Charlotte, NC (EV%= 9.55)
6.  Cincinnati, OH (EV%= 7.00%)
7.  Buffalo, NY (EV%= 5.06%)
8.  Albany-Schenectady-Troy, NY (EV%= 4.37%)
9.  Portland-Auburn, ME (EV%= 3.09%)
10.  Burlington-Plattsburgh, VT-NY (EV%= 2.62)

Spot Media
 -Cities where Lindt stores exist
 -How promising the markets are- show strong interest, generated the highest sales of  
   Lindt chocolate
National Media
 -New England and Mid Atlantic has highest potential (MRI+ Data)
 -No chocolate marketing in the west
 -Pick new locations to increase awareness not focus just on current customers
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Media  Budget 
Objectives

 65% of the media budget will be spent in print media with an emphasis on maga-
zine vehicles and 31% will be spent in internet media. The remaining 4% will be spent on 
outdoor media and sales promotion in high-opportunity geographic markets.
 Notes:
 -No media budget will be spent during May to August with the exception of inter 
 net media.
 -Magazine spending will run January through April and September through Dec 
 ember
 -Sales Promotions will take place in February, April, October, and December as   
 peak R/F months

Budget: 30,000,000 

National Media $ Amount National % Cumulative %

Net TV 11,424,500  44.6  39.41

Net Cable 5,161,200 20.15  17.80

Magazines 9,029,700 35.25  31.15

National Total 25,615,400 100% 88.36%

Spot Media $ Amount Spot % Cumulative %

Spot TV 2,879,300 85.34  9.93

Spot Cable 494,500 14.66 1.71

Spot total 3,373,800 100% 11.64%

Gross Total 28,989,200

 To become a brand preference among consumers, Lindt must participate in aware-

ness and reminder advertising. Lindt wants to expand it’s preference as a brand and with 

more than 50% of the budget being used in the national market, Lindt can target similar 

users throughout the country.
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Media  Budget 
Objectives Continued

 The majority of the budget will go to getting the reach of the company across the nation 
to build a recognition for it’s brand name and products. The remaining 4% of the budget that 
is not being put toward conquering the national market will be allocated to opportunistic geo-
graphic regions in the country, with outdoor advertising in markets of

previously proven loyalty to the Lindt brand. 

Spot Market HHs
(000)

Current
Lindt

Stores

Lindt
Chocolate

Sales $(000)

Chocolate
Category Sales 

$(000)

Median HH
Income
$(000)

Chicago, IL 3,605.3 3 29,507.3 713,974.5 60.9

Minneapolis-St. Paul, MN 1837 3 12,600.6 340,210.8 63.5

Miami-Ft. Lauderdale, FL 1,689.9 2 13,962.6 356,349.7 46.1

Charlotte, NC 1,202.9 1 10,876.4 233,804.5 48.7

Orlando-Daytona 
Beach-Melbourne, FL 1,553.6 2 9,936.4 256,553.9 44.8

Totals/Averages 8,335.1 11 66,946.9 1,644,339.5 56.53

 To become a brand preference among consumers, Lindt must participate in awareness 
These four markets possess over 50% of the households in areas that have Lindt Chocolate 
Stores and obtain the most sales out of these demographic areas. They will host the majority of 
the outdoor media budget encouraging consumers to visit the stores. These markets will also 
use 40% of the budget for sales promotion that will occur during peak purchase time periods 

(February, April, October, and December).

Spot Market HHs
(000)

% of Total 
Spot Pop-

ulation

% of Budget 
Allocated (of 
the 11.64%)

Chicago, IL 3605.3 28.14 30

Minneapolis-St. Paul, MN 1837 13.80 24

Miami-Ft. Lauderdale, FL 1689.9 13.19 23

Orlando-Daytona 
Beach-Melbourne, FL 1554.6 12.13 13

Charlotte, NC 1202.9 9.39 10

Totals/Averages 8335.1 64.52 100
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Media Mix Objectives 

Currently, 40.1% of Lindt customers are included in the working woman demographic. We 
plan on engaging more of them through Spot and National TV advertisements, starting 
in late January. Our media mix will be comprised of 41% in National TV, 15% in Nation-
al Cable, and 12% in Spot TV.  For television, Lindt Bar Users have smaller indices for the 
higher usage quintiles of television (MFP). Both the daytime and primetime mediums have 
high indices in their low usage quintiles. Quintile V for primetime has a index of 128, and 
quintile III for daytime has an index of 123 (MFP). Prime time television seems to be more 
effective, since the indices in the heavy usage quintiles are larger than the indices for day-
time (MFP). Although television does not seem that effective looking at Lindt bar user data, 
we want to raise awareness for everyone in our target audience, not just Lindt users. We 
feel that having a focus on national and spot television will be effective to reach potential 
customers that do not already purchase Lindt chocolate products. Magazines are a more 
effective medium, with quintiles I and II having indices of 123 and 117, respectively (MFP). 
We plan on having our media mix consist of 32% for magazines. Using the internet will also 
be effective targeting current Lindt Users. Quintiles I and II for internet have indices of 114 
and 105, respectively (MFP). We are spending a small amount in Digital National; the media 

mix for this section is less than 1%.



Sales Promotion 
Objectives 

 During peak purchase periods, several sales promotion strategies will be uti-

lized in particular geographic areas, specifically in the Northeast. The strategies will 

include point-of-purchase displays in supermarkets and drugstores, price reductions 

and coupons, and a contest sponsored by Lindt during the month of February.

 The point-of-purchase displays would be designed to attract consumer notice 

and incite impulsive purchases. These will be placed in the vicinities of checkout lines 

and candy aisles in stores. The price reduction and inclusion of coupons in local pa-

pers will serve as incentive to purchase a Lindt product over similar brands’ products.

 The Lindt sponsored contest in February would pertain to the Valentine’s Day 

season. The contest would involve some kind of social media sharing on the part of the 

consumer, and after a prescribed period of two weeks leading up to Valentine’s Day, 

a winner will be chosen by Lindt representatives. This will not only increase consumer 

awareness of the Lindt brand, but also increase consumers’ interaction with the brand, 

eliciting higher likelihood of loyalty to the brand.

We plan on allocating one million of our thirty million dollar budget towards our sales 

promotions.  One fourth of this will pay for any coupons or price reductions. Another 

fourth should also pay for the contest for the month of February. This could be any-

thing between winning a vacation to free chocolate bars. Finally, the remaining five 

hundred thousand should cover the costs of point-of-purchase displays in stores other 

than the lindt cafe.
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Media Mix Pie Chart
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Reach Avg 
Freq GRPS $(000)

Goal Est Goal Est Goal Est Balance Goal Est Balance

January 85 86.3 5 5 425 430 -5 2288.8 1708.6 580.2

February 90 92 6.5 6.5 585 600 -15 3150.4 3672.1 -521.7

March 80 84.3 4.5 4.5 360 380 -20 1938.7 1559.2 379.5

April 95 93 7 7 665 650 14 3581.2 5982.3 -2401.1
May 80 84.3 4.5 4.5 360 380 -20 1938.7 1559.2 379.5
June 80 84.3 4.5 4.5 360 380 -20 1938.7 1559.2 379.5
July 80 84.3 4.5 4.5 360 380 -20 1938.7 1559.2 379.5

August 80 84.3 4.5 4.5 360 380 -20 1938.7 1559.2 379.5
September 85 87.9 5 5 425 440 -15 2288.8 1742.7 546.1

October 90 92 6.5 6.5 585 600 -15 3150.4 3672.1 -521.7
November 80 84.3 4.5 4.5 360 380 -20 1938.7 1559.2 379.5
December 90 90.2 6 6.2 540 557 -17 2908.1 2866.4 41.7

Total 5385 5558.8 0 29000 28999.6 0.43

Year At A Glance
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Flow Chart
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