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Executive Summary 
 

Lindt is a Swiss chocolatier and confectionary company that has experienced growth in the 
recent past, in part because of the trend of recovery in the chocolate market after a period of 
stagnation in the U.S. economy. Despite recent growth and new acquisitions like Russell Stover 
Candies in 2014, Lindt’s brand awareness remains fairly low. In an effort to combat this low 
awareness, Lindt is running an advertising campaign in 2016 to perfect their niche marketing 
and positioning strategy within the increasingly crowded field of premium chocolate bars. 
 
Lindt’s marketing objectives for 2016 are increasing national distribution of Lindt chocolate 
bars from 70 percent to 90 percent, increasing Lindt chocolate bars’ share of the premium 
chocolate category from 10 percent to 12 percent and capitalizing on the “Café Cache”, a brand 
preference discovered to exist in all metro markets with Lindt cafés. As a part of their 
marketing strategy, Lindt has also set their advertising objectives as raising national awareness 
for the Lindt brand from 25 percent to 35 percent and creating stronger brand image for Lindt 
in the consumer’s mind. All marketing activities are to be based on Lauterborn’s 
consumer-focused conception of the 4 C’s of marketing, instead of the 4 P’s. 
 
Lindt’s target audience for this campaign are women aged 25 and up who live in households 
with an income of $50,000 or more. These women are well-educated and culturally involved, 
and their heavy use of magazines and attendance of social events reflects it. They enjoy the 
passionate craft of fine food and wine, and are willing to pay a little more for that quality. The 
estimated size of this group is 15 million. The budget for this campaign is $30 million, with an 
additional $3 million for promotion in certain markets with Lindt cafés. Those markets are: 
Albany, NY; Chicago, IL; Miami, FL; Charlotte, NC; Cincinnati, OH and Portland, ME. 
 
We have developed media objectives that correspond with Lindt’s marketing and advertising 
objectives. These media objectives form the outline for a year-long national campaign targeted 
at middle to upper class women  with creative focused on visuals and delivered in a 
sophisticated, artisanal tone. Through the emphasis of certain markets and a pulsing strategy 
that concentrates media spending more heavily around holidays that see spikes in chocolate 
buying, our campaign hopes to achieve 60 percent reach with an average frequency of four in 
most months and 70 percent reach with an average frequency of six in the selected months. 
  
Among traditional media, our campaign involves the heavy use of magazines, the use of 
specific television programming and the use of radio as a support medium. Our internet ads 
and collaborations with social media influencers utilize contextual targeting to reach our 
audience in a receptive state of mind. Placements are scheduled year-round, with periods of 
more concentrated spending around Valentine’s Day, Easter, Mother’s Day and Christmas, as 
well as placements for promoting Lindt’s tentpole events in the six selected markets. 
 
In the six selected markets with Lindt cafés, we have chosen to participate in events that 
appeal to our target audience. From wine festivals to large performances and art shows, these 
events showcase the sophistication and passion of the Lindt brand. Lindt will use its own social 
media, local radio and out-of-home buys to highlight its participation in these events. Earned 
and social media tie-ins for each event will be negotiated on a case-by-case basis. 
Situation Analysis 



 
Brief Parent Company Description 
 
Lindt is a premium chocolate brand owned by Chocoladefabriken Lindt & Sprüngli AG, a 
publicly traded company dating back to 1845. In the 1990s, Lindt & Sprüngli encountered a 
period of great expansion, acquiring Austrian Hofbauer Österreich, Italian Caffarel, and 
American Ghirardelli. In mid 2014, Lindt made its largest acquisition to date, purchasing 
Russell Stover for approximately $1.5 billion. 
  
 
Market Description 
 
Despite the recent recession, chocolate sales are projected to 
grow in the United States Over the next few years, total 
chocolate sales are expected to increase at a rate of two to 
three percent each year. This reflects the USA’s reliance on 
chocolate as a form of indulgence - even with considerable 
cutbacks elsewhere in personal spending. 
 
Historically strong growth over the long-term forecasts even greater expansion of the 
premium chocolate category. In fact, in the past few years premium chocolate has grown faster 
than everyday chocolate, as well as the overall chocolate category. The category’s emphasis on 
flavor, health, accessibility and smaller portions (like Lindt’s Hello bars) all help it succeed 
over other types of chocolate. The American economy’s recovery from a recession has also 
propelled the development of the premium category. (Source: foodnavigator-usa.com)  
 
 
Product Positioning 
 
Lindt is a Swiss chocolatier and confectionary company that sells a wide variety of premium 
chocolates. Although most of their chocolate for United States. consumption are produced in 
New Hampshire, they strive to represent their Swiss heritage. Their Master Chocolatiers have 
been perfecting the art of creating fine chocolates since 1845. They invite customers to taste 
their rich and creamy chocolates that are produced from the finest quality ingredients and raw 
materials. Overall, Lindt is promoted as a delectable high-end treat. 
 
 
 
 
 
 
 
 
 
Competition 
 

http://www.foodnavigator-usa.com/Markets/5-strategies-helping-premium-chocolate-sales-outpace-overall-category


Analysis of Lindt’s Primary Competitors 
 
Grimaldi 
Grimaldi Candies is a company headquartered in Florida. They have three physical locations, all 
in Florida, but distribute more widely with internet orders. They have an assortment of 
chocolate-coated treats and offer a “Chocolate Club” that delivers new chocolate to subscribers 
every month. 
 
Cadbury Dream 
The Cadbury Dream bar is “creamy” white chocolate and lists real cocoa butter as one of the 
ingredients. It is mainly distributed in Australia, New Zealand and South Africa. Cadbury is 
owned by Mondelēz International. 
 
Dove 
Owned by the Mars Company, Dove produces a variety of premium chocolates similar in scope 
to that of Lindt. The brand prides itself on its “silky smooth” texture and its marketing skews 
heavily toward women. 
 
Toblerone 
Also owned by Mondelez International,Toblerone is a Swiss chocolate company whose 
distinctive mountain-like pyramidal chocolates are produced in Bern, Switzerland. 
 
Ritter Sport 
Ritter Sport’s signature square shaped bars come in 16 principal flavors. The brand is still 
family-owned and headquartered in Germany. It is more popular in Europe, but holds brand 
share in the United States as well. 
 
Godiva 
Godiva is owned by Yıldız Holding, a Turkish food company, and is headquartered in New York 
City. The brand has global distribution. The chocolate’s premium status is showcased first and 
foremost by its well-known gold wrappings. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Lindt & Competitors Media Expenditures ($) 

https://en.wikipedia.org/wiki/Mondel%C4%93z_International
https://en.wikipedia.org/wiki/Mondel%C4%93z_International
https://en.wikipedia.org/wiki/Y%C4%B1ld%C4%B1z_Holding


 
Network 

TV Cable TV 
Int 

Display 
Online 
Video Magazines B2B 

Spot 
TV Outdoor Total 

Lindt 
Excellence 0 45,165 55,442 4,879 10,800,226 13,212 

482,61
4 0 11,401,538 

Lindt Hello 0 0 15,133 0 0 0 0 0 15,133 

Lindt 
TOTAL 0 45,165 70,575 4,879 10,800,226 13,212 

482,61
4 0 11,416,671 

Grimaldi 0 0 0 0 0 0 0 0 0 

Cadbury 
Dream 0 0 32 0 0 0 0 0 32 

Dove 348,900 1,775,428 108,846 0 0 0 0 0 2,233,174 

Toblerone 0 0 136,095 0 0 0 0 0 136,095 

Ritter 
Sport 0 0 5,054 0 0 47,891 0 486,891 539,836 

Godiva 0 0 0 0 101,400 0 0 0 101,400 

Total 348,900 1,865,758 391,177 4,879 21,701,852 74,315 
482,61

4 486,891 25,843,879 

 
 
 
Competitive Spending Analysis 
Lindt has the highest media expenditure in its category, controlling over $11 million of the $25 
million total. Considerably behind Lindt, Dove has the second highest media expenditure at $2 
million. Dove is the only brand in the category to advertise on network TV, and spends 38 times 
more on cable TV than Lindt, the only other brand with spending in cable TV.  
 
Lindt spreads its money across various media. While the brand spends a large amount in 
magazines - more than all the competitors’ total expenditures combined - Lindt has also spent 
small amounts in cable, spot TV, B2B, online video and Internet display. It was the only brand 
to spend on two media types: spot TV and online video.  
 
Grimaldi and Cadbury Dream have the lowest media expenditures in the category— Grimaldi 
has virtually none.  
 
 
 
 
 
 
 

Media Mix 



 
Networ

k TV 
Cable 

TV 
Int 

Display 
Online 
Video Magazines B2B Spot TV Outdoor Total 

Lindt 
Excellence 0.0% 0.4% 0.5% 0.0% 94.7% 0.1% 4.2% 0.0% 100.0% 

Lindt Hello 0.0% 0.0% 100.0% 0.0% 0 0.0% 0.0% 0.0% 100.0% 

Lindt TOTAL 0.0% 0.4% 0.6% 0.0% 94.6% 0.1% 4.2% 0.0% 100.0% 

Grimaldi 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 

Cadbury 
Dream 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 

Dove 15.6% 79.5% 4.9% 0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 

Toblerone 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 

Ritter Sport 0.0% 0.0% 0.9% 0.0% 0.0% 8.9% 0.0% 90.2% 100.0% 

Godiva 0.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% 

 
Media Mix Analysis 
Lindt has the most diverse media mix of its close competitors, with spending in media types 
that none of its competitors touch. Lindt buys advertising in five of the eight media types that 
are predominant in their category. The category seems to advertising with Internet display; 
only Grimaldi and Godiva don’t have expenditures there.  
 
Internet display is likely crowded with messages from our category; Lindt, Dove, Toblerone, 
and Ritter Sport all advertise with Internet display. 
 
It is important to note that every brand advertises heavily in one medium, and lightly in others 
if they use more than one. Dove, Lindt’s closest spending competition, devoted 79.5% of its 
budget to cable TV. Lindt, even with spending in six different channels, puts 94.2% of its 
budget into magazines with the remaining 5% is mostly consumed in spot TV spending. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Share-of-Voice 



 
Network 

TV 
Cable 

TV 
Int 

Display 
Online 
Video 

Magazin
es B2B Spot TV Outdoor Total 

Lindt 
Excellence 0.0% 2.5% 14.2% 100.0% 99.1% 21.6% 100.0% 0.0% 

42.2
% 

Lindt Hello 0.0% 0.0% 3.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.5% 

Lindt TOTAL 0.0% 2.5% 18.0% 100.0% 99.1% 21.6% 100.0% 0.0% 42.7% 

Grimaldi 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 

Cadbury 
Dream 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 

Dove 100.0% 97.5% 27.8% 0.0% 0.0% 0.0% 0.0% 0.0% 28.2% 

Toblerone 0.0% 0.0% 34.8% 0.0% 0.0% 0.0% 0.0% 0.0% 4.3% 

Ritter Sport 0.0% 0.0% 1.3% 0.0% 0.0% 78.4% 0.0% 100.0% 22.5% 

Godiva 0.0% 0.0% 0.0% 0.0% 0.9% 0.0% 0.0% 0.0% 0.1% 

Total 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%  

 
Share-of-Voice Analysis 
Lindt has the highest share-of-voice in magazines (99.1%), spot TV (100%), and online video 
(100%). It does not own any weight in outdoor or network TV, and has small but notable shares 
in the three other media. Overall, Lindt has the highest share-of-voice in its category. 
 
In terms of share-of-voice, Dove and Ritter Sport are the runners up to Lindt, though by a wide 
margin. Dove has the highest share-of-voice for network and cable TV; Ritter Sport has the 
highest share for B2B and outdoor.  
 
 
Seasonality 
 
Chocolate is purchased year-round, but sales spike around certain Spring holidays. The biggest 
spikes are Valentine’s Day (February 14th), Easter (March/April), and Mother’s Day (early/mid 
May). Additionally, there is another big spike in sales around Christmas (December 25th). 
During these holidays, the chocolates are typically purchased as a gift. Lindt produces special 
products for these holidays. 
 
 
 
 
 
 
 
 
Geography 



Lindt Café Market Analysis 

 Current 
Lindt 
Stores 

Planned 
New 
Stores 

HHs 
(000) 

MedHHI 
$(000) 

BDI CDI Weighted 
Index 

Portland-Auburn,  ME 3 5 419.4 52.6 99.2 92 95 

Albany-Schenectady-
Troy,  NY 

3 5 574.6 59.4 119.3 101.7 110 

Chicago,  IL 3 5 3605.3 60.9 105.3 104.6 105 

Minneapolis-St. Paul, 
MN 

3 5 1837 63.5 88.2 97.9 94 

Burlington-Plattsbur
gh, VT-NY 

2 5 348.1 57.3 88.2 98.8 94 

Miami-Ft. 
Lauderdale, FL 

2 5 1689.9 46.1 106.3 111.4 109 

Orlando-Daytona 
Beach-Melbourne, FL 

2 5 1554.6 44.8 82.2 87.2 85 

Buffalo, NY 1 5 662.1 50.3 87.2 89.1 88 

Cincinnati, OH 1 5 919.4 53.9 102.2 94 98 

Charlotte, NC 1 5 1202.9 48.7 116.3 102.7 109 

Total/Average 21 50 12813.3 53.75 99.4 98 
  

99 

 
Lindt is seeking to emphasize their presence in six of the markets where they have specialty 
cafés. Included in the table above, are relevant statistics to determining which markets will 
receive additional emphasis. Households show the number of consumers Lindt has the 
potential of reaching. Median household income is relevant because of the correlation between 
higher household income and higher purchase rate of Lindt chocolate bars. Weighted Index, by 
far the most important criterion, is a combination of BDI and CDI. 
 
The Weighted Index for each market was obtained by combining a BDI, given 45% of the 
weight, with a CDI, given 55% of the weight. This is because consumers of premium chocolate, 
who may not be aware of Lindt, want not just a treat for themselves, but the experience that 
accompanies a fine piece of chocolate with an upscale, foreign name. With Lindt stores, those 
consumers of premium chocolate receive more of an experience than with other brands. 
Therefore, category consumers can be converted to brand consumers, and are slightly more 
important for this decision than brand consumers. Most people (even brand consumers) don’t 



feel strongly about most aspects of the Lindt brand, other than the craftsmanship of the 
chocolate. This indicates that the BDI tends to be a little less important. 
 
On first glance, Albany-Schenectady-Troy, Miami-Ft. Lauderdale, and Charlotte show the most 
promise for brand development: all three have Weighted Indices over 108. Charlotte and 
Miami-Ft. Lauderdale also have relatively high numbers of households, so there are large 
populations already buying in Lindt’s category - an area where Lindt has the opportunity to 
reach many and increase its sales. 
 
Chicago, because of its large number of households and high median household income in 
combination with a relatively high Weighted Index, holds promise for brand growth of a 
premium chocolate brand like Lindt. 
 
Cincinnati, despite a lower-than-average Weighted Index, has a fairly high median household 
income. When accounting for a BDI that is 10 points lower than the CDI and the few number of 
households, it becomes an attractive and easy opportunity to win a greater share of the 
premium chocolate bar sales. 
 
Through the process of elimination, Portland-Auburn seems the sixth most favorable market 
for brand growth. Burlington-Plattsburgh has a low Weighted Index and fewer households. 
Minneapolis has low indices and a huge number of households to try to reach. Orlando and 
Buffalo both have lower median incomes and low indices. On the other hand, Portland-Auburn 
offers the sixth highest Weighted Index and more households than the market with the seventh 
highest market, Burlington-Plattsburgh. 
 
Besides the emphasis in specific markets with Lindt cafés, Lindt’s campaign will be national to 
support national marketing efforts. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Purchase Patterns 
 
Since chocolate is eaten as a treat, it is not typically bought on a regular basis. Consumers 
purchase Lindt when they want a comfort food, usually around lunchtime or after dinner. 
Although some people go out to the store just to buy chocolate, it is more often purchased 
when consumers are already at the store and notice it on an aisle or by the checkout lane. 
Because Lindt chocolate bars are sold individually, consumers typically buy it for themselves. 
However, during holidays such as those mentioned in the Seasonality section (number 5) and 
Christmas,the chocolate is most often bought as a gift for someone else. 
 
 
Pricing 
 
Lindt chocolate bars are a premium brand. Consumers with better financial means may opt to 
buy Lindt all the time, but for many consumers buying Lindt (versus everyday chocolates like 
KitKat, Twix and Hershey’s) is a method of treating themselves. Lindt chocolate bars range 
from about $2.25-$3.00 each. 
 
 
 
 
Consumer Promotions 
 
“Intensely”  (2010) 
 
This was a print ad campaign that ran in the winter of 2010. The ads were focused on the 
different flavors of Lindt Excellence chocolate bars. The flavored varieties came in orange, 
coffee, pear, mint and blueberry. The emphasis was on the intensity of flavor in their chocolate 
bars. These ads were placed in various magazines in the United States. 

 
“Mastering the Art of Refinement”  (2015) 
 



This is a video ad campaign that is currently playing on live TV. It is a national TV spot that 
shows chocolatiers making the dark chocolate. The spot highlights the ingredients that 
comprise a Lindt Excellence chocolate bar. The commercial portrays Lindt Excellence as a 
decadent product that is of higher quality than other brands. 

 
 
 
Advertising Period 
 
The campaign will take place from January to December 2016 
 
 
Budget 
 
The budget for the campaign is $30 million, plus an additional $3 million for investing into 
certain markets with Lindt’s Cafés (see Geography). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



SWOT Analysis 

Strengths Artisanal Swiss recipe 

 Delicious flavor 

 Assortment of flavors available 

 Premium ingredients  

Weaknesses Limited distribution 

 Relatively low social media following 

 Underdeveloped brand storytelling 

Opportunities Trend of self-indulgence/treating oneself 

 Healthier, more natural ingredients (like those in Lindt) are popular 

 Social media’s (esp. Instagram’s) recent use of #foodporn aligned with 
Lindt’s status 

Threats Low brand preference 

 Competitors (e.g.-Dove) better at marketing toward women 

 Dove currently dominates TV advertising 

 
 
 
 
 
 
  



Objectives 
 
Marketing Objectives -  
1)   Increase distribution of Lindt chocolate bars from 70 percent to 90 percent by the end of 
2018. 
2)  Increase Lindt chocolate bar’s share of the $5 billion premium chocolate category from 10 
percent to 12 percent during calendar year 2016. 
3)  Capitalize on what Lindt calls the “Café Cache,” a brand preference discovered to exist in all 
metro markets that have a Lindt Café. 
 
Advertising Objectives - 
1)   Increase awareness for the Lindt brand, currently estimated at 25 percent nationally, to 35 
percent by the end of 2016.  
2)  Generate a personal dialogue between Lindt and the consumer to define more clearly Lindt’s 
brand image 
 
Media Objectives - 

•Target market: Concentrate on reaching women ages 25 and up with a household 
income of $50,000 or more per year. This group is often college-educated and holds 
culture in high esteem. They are passionate about art and fine food and wine. Lindt’s 
positioning as a premium chocolate made from a Swiss recipe provides these women a 
treat that meets their standards for quality and culture. 
•Geography: Deliver media weight nationally to maximize reach, with additional 
promotional spending in the six specified markets with Lindt cafés as a way to 
capitalize on the “Café Cache.” 
•Reach & Frequency: Achieve 60 percent reach with an average frequency of three 
exposures in most months of the year; achieve 70 percent reach with an average 
frequency of six in the months with more media weight (February-May and December). 
We want to reach our target  with Lindt’s message enough times for them to stay aware 
of Lindt and increase their intention to purchase. Within the budget, these reach and 
frequency goals are both reasonable and effective. 
•Scheduling: Use a pulsing strategy with 45 percent of media weight allocated to 
February-May, 10 percent allocated to December and the remaining 45 percent allocated 
to the remaining months. This emphasis will capitalize on the spring holidays that 
typically see large chocolate sales like Valentine’s Day, Easter and Mother’s Day. The 
added media weight in December is meant to capitalize on the Christmas shopping 
season, which also sees typically larger chocolates sales than the rest of the year. The 
remaining months are meant to spread awareness in a less event-specific way and to 
ensure the greater awareness achieved in February-May does not diminish too much. 
•Creative: Use media placements that allow for clear visuals and a context appropriate 
to the sophisticated, inspired, artisanal tone of our ads. These stipulations will boost the 
message’s impact and help ensure greater understanding and retention among the 
target audience. 

 
 
 
 
Target Audience 



 
Our target audience consists of women ages 25 and up in households with an income over 
$50,000 per year. These women place value on education and culture, an appreciation that 
manifests itself in their social functions: fundraisers, museums and ballets. They love the 
cultivation of a lifestyle that includes travel, shopping, and the regular consumption of fine 
wines. 
 
In general, the target audience are light watchers of television, though they do watch certain 
lifestyle and news programs, as well as major events like award shows and large sporting 
competitions. They are average users of most other traditional media, with the exception of 
magazines. They frequently read and subscribe to magazines as a form of entertainment and as 
a method of keeping up with topics that interest them. 
 
The size of our target audience is approximately 15 million people. 
 
Profile 
 
Annette is a 46 year-old woman who works as a paralegal for a mid-sized consulting law firm, 
and her husband is a team leader at a communications company. Together they’ve raised a 
child who requires much less of their time than she once did. Annette now devotes most of her 
free time to social events with friends, shopping and cooking. She uses magazines to keep 
current and learn more about the subjects that she cares about like fashion, interior design and 
her cooking hobby. She and her husband like to explore new places on weekend trips, and they 
usually travel by car or train. 
  



 
 

Creative Brief 
 

Client: Lindt  
 
Product: Hello and Excellence chocolate bars 
 
Competitors: Dove, Ghirardelli and Godiva 
 
Key Fact: Lindt is a finely crafted premium chocolate with its origin in Switzerland. 
 
Problem: People don’t feel strongly about any aspect of the brand except for its good taste. 
 
Objective: To communicate that Lindt is a brand passionate about more than just a recipe; 
Lindt is passionate about culture - especially the culture of chocolate-making. 
 
Insight: Lindt’s target consumers take pleasure from a lifestyle that includes the finer things in 
life: wine tasting, museums and art, literature and travelling. They consume treats that suit 
their fine tastes and interest in culture. 
 
Promise: Lindt delivers exquisite chocolate made with passion and a Swiss recipe to suit your 
refined tastes. 
 
Support: Lindt bars are made using high-grade cocoa beans and fine quality milk and sugar. 
The Master Chocolatiers have created a variety of fine flavors, including passion fruit, chile, 
and black currant. 
 
Tone: The tone of the ads should be smooth, warm, sophisticated, and inspired. They should 
evoke a feeling of relaxation and pleasure. 
 
Target Audience: Women ages 25+ in households with an income over $50,000 per year. These 
women place value on education and culture, an appreciation that manifests itself in their 
social functions: fundraisers, museums and ballets. They love the cultivation of a lifestyle that 
includes travel, shopping, and the regular consumption of fine wines. 
 
 
 
 
 
 
 
 
 
 
 

 



Media Recommendations 
 
Magazines: 
 
The target audience frequently reads from a variety of magazines that address their interests 
and hobbies. As such, placements in magazines will likely form a large portion of our 
campaign. The audience’s publications of choice allow for placements with a wide variety of 
content, but Lindt’s message should be placed in on those that reinforce the image of the brand 
as cultured, artisanal and premium. 
 
That being said, there are options that discuss fashion, makeup, interior decorating, 
architecture, history, food and travel. Advertising placements are recommended for Martha 
Stewart Living, which features lifestyle content often structured around cooking and the 
kitchen, making it an appropriate context for Lindt’s message; in addition, the magazine 
targets the audience of women that Lindt is seeking. 
 
While Food & Wine and Bon Appetit have a higher CPM than other options ($136.96 and $122.77 
respectively), they provide the most appropriate context for Lindt’s message. Immersed in 
content that focuses on gourmet foods and the culture of fine foods and wines, the audience 
reached will be in a very receptive state, leading to greater message impact and retention. The 
enhanced message effectiveness justifies the extra cost-per-thousand. 
 
Other recommendations include Woman’s Day and Redbook, which provide the largest number 
of the target audience for the lowest cost (with CPMs below $92). Though the context is not as 
perfect as that of earlier recommendations, the benefit of extending reach makes these 
magazines a worthy choice. 
 
 
Television: 
 
Our target audience consists primarily of light users of television, even during daytime and 
primetime. They do, however, watch specific types of programming. Placements therefore will 
generally not be chosen by daypart, which has been proven as an unreliable method for 
targeting. Instead, placements will be chosen by specific programming. For simplicity’s sake, 
dayparts are however displayed in the flowchart based on when these programs run. 
 
News and shopping programs are both popular among our target audience. ABC, BBC, and PBS 
news programs deliver a good portion of our audience for a relatively low CPM. HSN and HGTV 
effectively target our audience and provide a range of programs that would be appropriate for 
placements. 
 
In addition, advertising on popular shows has the potential to garner a large audience. 
Downton Abbey, Piers Morgan Tonight and the Amazing Race all index well among our target, 
meaning that placements on these shows will deliver our target audience cost efficiently. 

   
 
 



Radio: 
 
Our media objectives call for media that allow for strong visuals. By choosing these media, our 
ads can more effectively boost awareness and recall of the Lindt brand. Therefore, radio 
advertising (which lacks visuals) will be an auxiliary medium for this campaign. Radio ads will 
serve primarily as a reminder to support our other placements. It will also be used to promote 
Lindt’s participation in events and sponsorships in specific markets because of its strong 
geo-targeting ability. 
 
News/Talk and Public radio programming both index well and reach many members among our 
target audience (indices of 140 and 221 respectively). Placements on these types of 
programming during morning and afternoon drive times will boost our message frequency 
levels. In the six selected markets with Lindt cafés, radio ads will be used in the weeks and days 
before our selected tentpole events (see Events & Sponsorships below). 
 
 
Social Media: 
 
MRI data shows that Lindt users often visit blogs or write their own (indices of 155 and 132 
respectively). Moreover, they also have a high index (133) for commenting on blog posts, 
meaning that that not only read but also engage with content fairly often. By reaching out to 
social media influencers in the proper channels, Lindt can boost its awareness and maintain or 
enhance its brand image. As with most other media, placements on social media would follow 
our pulsing strategy, with the added benefit of seasonal content to promote Lindt as a part of 
whichever holiday is being celebrated. 
 
Members of the target audience probably enjoy surfing sophisticated lifestyle blogs and 
curating their own Pinterest boards. There is thus an opportunity for Lindt to partner with 
well-known bloggers and “Pinfluencers” for sponsored content and co-creation of content. 
These posts may include things like recipes  and wine pairings that involve Lindt chocolate 
bars or uses for Lindt chocolate at a party. 
 
Specific blogs that feature this style of content include Goop, Smitten Kitten, and A Cup of Jo. Pins 
from well-known “Pinfluencers” like Joy Cho and MaryAnn Rizzo could include pictures and 
recipes for Lindt bars or link to Lindt’s website or even Facebook page. 
 
There is also an opportunity available to use Lindt’s own social media platforms in conjunction 
with events and sponsorships. Uses include live-tweeting of events where Lindt has a presence 
and pairing of hashtags and content across Instagram and Twitter for easier following 
(#Lindstagrams). By negotiating with the management teams for festivals, we also hope to 
institute social media-based contests that will heighten audience engagement with the Lindt 
brand. 
 
 
 
 
 
 



Out-of-Home: 
 
In keeping with our creative brief, our campaign endeavors to maintain an image of 
sophistication, inspiration and warmth for Lindt chocolate. Out-of-home can provide striking 
visuals and quick reminders of this brand image. Despite the fact that it is limited in 
geographic scope, out-of-home placed in specific markets will bolster the effectiveness of our 
campaign. 
 
Because of the “Café Cache” phenomenon that strengthens brand preference in markets with 
at least one Lindt Café, out-of-home advertising will be concentrated around the six selected 
markets. Placements will be year long along commuting routes and in the professional sectors 
of cities, so that Lindt’s message can reach women in household with an income of $50,000 or 
more per year. 
 
Additional placements will be procured in conjunction with the selected tentpole events. 
Creative for those additional placements will be near the event site and will reflect some 
element of Lindt’s participation with the events. 
 
 
Internet: 
 
The target audience are slightly above average users of internet and they use it to pursue their 
interests - food, wine, socializing, fashion, etc. By contextually targeting our audience with ads 
on recipe and food sites that they often visit, we could reach them in a state of mind receptive 
to Lindt’s message. As such, internet will be an important medium for attaining the frequency 
goals of our campaign. 
 
We recommend placing these ads both as normal display ads and as mobile ads. Possible sites 
include FoodNetwork.com, AllRecipes.com and Food.com. Given the relative cost efficiency of 
digital advertising, we will allocate a greater percentage of our budget to digital during the off 
months of our pulsing strategy as a supplement to other forms of advertising. The target 
market will see more online ads during the off months to keep our frequency goals while 
spending less on other media during those months.  
 
 
Events & Sponsorships: 
 
Our events & sponsorships are intended to capitalize on the “Café Cache” phenomenon and, as 
such, they take place in the six markets we selected for emphasis. Lindt’s participation with 
these events will be supported by related advertising on radio and out-of-home. Social media 
will form an integral part of the brand experience at these events, and the possibility for 
contests and cross-promotion through influencers’ social media will be negotiated on a 
case-by-case basis. 
 
 
 
 



Albany, New York 
         •Albany Riverfront Jazz Festival - September 12, 2016 

The Albany Riverfront Jazz Festival is an annual event organized by the city of Albany.  
Each year on a Saturday in September, the city gathers 
together highly acclaimed as well as up-and-coming national 
and local jazz musicians to perform along the Hudson River. A 
wide variety of booths provide food and drinks for festival 
attendees, and a fireworks show at night over the Hudson 
ends the event. It is open to all ages (kids are welcome) and, 
because of sponsorships, the Jazz Festival is free to all who 
attend – an average of about 10,000 people in recent years. 

  
The Albany Riverfront Jazz Festival could prove an opportune 
tentpole event for Lindt because of its targeting ability, the 
relatively high cost efficiency of event sponsorship and the 
sales possibilities. Our target – cultured and educated women with household incomes of 
$50,000 and above – is likely to engage in highbrow cultural activities; according to MRI, Lindt 
bar users have an index of 247 for having listened to jazz in the past six months, meaning they 
are much more likely than the average person to have done so. Our target also enjoys filling 
their time with events like performance and concerts. 

  
The Jazz Festival has different levels of sponsorship available, the highest being a $25,000 or 
over donation. The relatively low cost of the event, paired with the fairly low number of 
corporate sponsors (last year there were a total of ten), mean that the media budget would be 
spent efficiently on this event. Lindt would be the only candy brand to be featured among the 
sponsors. In addition, the Jazz Festival features the opportunity to become a vendor at the 
event for a $250 vending fee. With other vendors and potential placements for Lindt’s booth 
considered, Lindt could negotiate for the opportunity to vend goods similar to those offered at 
their Cafes.  

 
         •Albany Tulip Festival - May 7 & 8 

Intended as a Mother’s Day celebration, the Albany Tulip Festival occurs just after 100,000+ 
tulip bulbs bloom on May 7 and 8. With a recent attendance of over 80,000 people, the event 
includes a number of annual traditions: the scrubbing of State Street, Tulip Queen Coronation, 
the Tulip Court Luncheon, and the Royal Tulip Ball. There will be performances by nationally 
acclaimed musicians, food, craft vendors, and 
activities for children, all organized by the City 
of Albany. This event is free and open to the 
public. 

  
The date of the Albany Tulip Festival is 
attractive for a flighting schedule like Lindt’s 
that emphasizes media placements around 
Mother’s Day. As a sort of cap on Lindt’s 
advertising for the Mother’s Day season, it can 
act similarly to a movie release date. 

  
The Tulip Festival has even fewer sponsors than 
the Jazz Festival – only five corporate sponsors, 
along with some media sponsor. Because it is 



also organized by the City of Albany, the highest level of sponsorship corresponds to a donation 
of $25,000+. Lindt would again be the only candy brand featured among the sponsors. With 
eight times the attendance of the Jazz Festival, the Tulip Festival is also highly cost efficient. 
The event also offers the opportunity to vend goods similar to those offered at Lindt’s Cafes.  

 
 
 

Miami, Florida 
         •Coconut Grove Arts Festival - February 13-15 

The Coconut Grove Arts Festival is organized by a 
non-profit and dedicated to a yearlong celebration of 
the arts across all disciplines, culminating in a three 
day-long festival February 13-15. The festival 
features the work of internationally recognized 
artists and chefs along a mile stretch in the Coconut 
Grove neighborhood of Miami. Food, musical 
performances, and different forms of recreation are 
offered to entertain the over 120,000 attendees. 
There is a $15 admission fee per day (only $5 per day 
for local residents). 

  
More than any other event listed, the Coconut Grove Arts Festival provides direct targeting. 
Approximately 66% of its attendees are females, all presumably interested in the art that 
fascinates our target. What’s more, the event takes place over the weekend that contains 
Valentine’s Day, one of the central events in our flighting media schedule. This makes the 
event an attractive opportunity for other sponsors as well; there is a very long list from last 
year’s festival. That being said, no chocolate brands have sponsored the event in the past, 
providing Lindt the opportunity to own the category. 

  
There are a number of sponsorship levels available, from high yearlong coverage for $200,000 
to a Local Package for just $30,000. The Pavilion Sponsor level ($75,000) would earn Lindt the 
opportunity to sponsor a particular pavilion at the festival, like the master culinary pavilion. 
This placement would provide reinforcement Lindt’s refined food image. 

 
         •South Beach Wine and Food Festival - February 24-28, 2016 

The South Beach Wine and Food Festival will occur in February near Miami’s South Beach. 
Organized by the Southern Wine & Spirits of Florida and Florida International University (FIU), 
the festival features 75 events over the course of four days. National and international wine and 
spirits makers are featured along with famous chefs and culinary personalities. The events are 
targeted to an audience of adults and tickets can get fairly expensive; the cost of one event can 
be as much as $200. Even with the high cost, attendance 
has grown consistently over the past years, now including 
60,000+ attendees over the festival's four day run. 

  
Lindt's upscale target audience has an affinity for good 
food and alcohol, especially wine. The South Beach Wine 
and Food Festival supplies both in abundance, an 
indicator that it will provide strong targeting. Even the 
high cost of events will be a boon for engaging women in 
households with an income over $50,000. 



  
Beyond the targeting aspect, the image of the festival - artisanal, cultural, and experiential - 
coordinates well with Lindt's current and hopeful future positioning. By sponsoring this event, 
Lindt could enter into the ranks of the premier food brands and spirits makers. The chocolate, 
and even candy, category have noticeable absences in the list of sponsors. In this way, a 
sponsorship field crowded with premium alcohol and food brands could provide a boost to 
Lindt's reputation and give it the desired exclusivity of a premium chocolate brand. Each 
package is customizable to a sponsor’s needs, meaning that Lindt can work out specific prices 
and likely social media promotions with the events staff. This is a great opportunity for 
contextual targeting and image promotion, so we hope to negotiate a strong value-added 
package of placements and tie-ins. We estimate the total cost will be around $100,000. 

 
 
 
Charlotte, North Carolina 
         •Queen’s Cup - April 30, 2016 

 This annual horse race attracts over 14,000 spectators just outside Charlotte every spring.  
The lowest ticket prices begin at $200, and  
lots of the attendees fit well into Lindt’s  
target audience. There are many hospitality  
tents around the racetrack premises, where  
corporate sponsors can partner to provide  
food and entertainment. Lindt could easily be  
one of the most popular sponsors and tents,  
since they offer a highly desirable product  
(chocolate). It is also a charity event, each year  
raising money for various local charities.  
Women attending this event are likely to be of 

a  
higher income range, and enjoy indulging with sweets and wine. This event is also about a 

week  
before Mother’s Day, so the brand name will be in attendee’s minds before the holiday. 
 
This event is something people plan to spend their entire day at, and attendees will likely keep  
sampling Lindt’s chocolate throughout their time at the track. Since Lindt will be a sponsor,  
their names will be on the program and positioned around the track, making it easy to recall.  
Though no sponsorship prices are explicitly listed for the event, my estimate to be the lead  
sponsor is approximately $10,000, plus an additional $5,000 for an inside cover, full-page 

color  
+ bleed ad in the program. Other sponsors include Time Warner, General Motors, and Windsor  
Jewelers. 

 
         •Holiday on Ice - November 20, 2016-end of year  

Every year, the local news station WBT sets up an ice  
skating rink in downtown Charlotte. It opens the  
week before Thanksgiving, and stays open for  
several weeks. Lindt could be a rink sponsor, and  
host a special opening ceremony. Though tickets  
aren’t premium priced, ice skating is popular and  
many members of our target market may go as  



dates, or to bring their children. Attendance is  
estimated to be around 700,000 during the weeks it  
is open. This an ideal end-of-year tentpole event,  
because it beckons in the holiday season, where  
chocolate sales tend to increase as gifts are purchased for friends,  
co-workers, and spouses. As a sponsor, Lindt chocolates would be available for trial and  
purchase around the rink, and the company’s logo could be displayed around the edge of the  
rink and on banners nearby. There could even be a Zamboni wrap. 
 
This event has huge word-of-mouth potential: since it is ongoing, women will tell their friends  
if they had an enjoyable time, who in turn will attend, and so on.  Ice skating is seen as a  
nostalgic and classy  winter pastime, which Lindt can be a part of and will be reflected in 

earned  
social media postings about the event- consumers would love to share that they are ice skating  
and enjoying chocolate at the same time.. Though Lindt is promoting their chocolate bars, they  
could also come up with a hot chocolate recipe using the bars and offer the hot chocolate to  
skaters. To put on an opening night celebration with hot chocolate and prominent signage, this  
event may cost around $15,000 for Lindt. However, after the opening night, the signage will  
remain around the rink for the season, and thousands will encounter the brand name and trial  
opportunities at the rink for weeks going into the holiday season. 
 

Chicago, Illinois 
    •The Joffrey Ballet’s 60th Anniversary Spring Gala - April 15, 2016 

This Gala is a premier event where Chicago’s most sophisticated to support a world-class  
ballet company. The evening begins with a performance, then the rest of the night is  
filled with dinner, drinks, and dancing. Attendees fit into our target audience of women with 
an annual household income of $50,000+ who consider themselves to be cultured and support 
higher education, attend charity events, and musical performances. Individual ticket prices are 
$750. Two separate sponsorship packages are listed below: 

 
 
•Evening Sponsor - $50,000 
   •VIP performance seating for ten  
   •Prominent recognition (including company logo) on  
     signage at the dinner and theater 
    •Premier dinner seating for ten at the Hilton Chicago 
 
•Premier Grand Benefactor Sponsor - $25,000 
    •VIP performance seating for ten  
    •Prominent recognition (including company logo) on  
     signage at the dinner and theater 
    •Premier dinner seating for ten at the Hilton Chicago 

 
 

With either of these packages, Lindt’s brand name and chocolate bars would be instantly  
recognizable at the event, tasted, and talked about among an influential crowd. Lindt chocolate  
bars could be available as part of the dinner, perhaps served as part of the dessert. Also,  
bartenders could offer chocolate/cocktail/wine pairings during the remainder of the evening.  
Previous sponsors include Moët, Allstate, and Tiffany & Co. 
 



  
 
 
 
  •Lyric Opera presents Der Rosenkavalier - February 8, 2016 

This is the opening night of the Lyric Opera’s  
performance of Der Rosenkavalier. The opera is  
located at the historic art deco Civic Opera building  
right on the river. The performance itself is described  
to be romantic, hilarious, and extravagant. The opera  
attracts people with higher incomes who spring for  
“the finer things” in life. By having Lindt partner on  
the opening night, there will likely be a larger number  
of target audience members, about 3,500 to the venue’s  
maximum capacity. Additionally, this event is right before 
Valentine’s Day, potentially the chocolate manufacturer’s  
biggest sales peak year after year. 
 
The Lyric Opera offers production sponsorships. Price options for this are not published online,  
but my estimate is upwards of $15,000. With this, Lindt chocolate bars could be offered at the  
bar during intermissions. Additionally, Lindt would be listed prominently in the event  
programs, and special direct mail promotions could even be sent to ticket purchasers. 

 
Cincinnati, Ohio 
         •Cincinnati International Wine Festival 

The Cincinnati International Wine Festival is a 
non-profit organization that was founded in 1991 to 
promote the wine industry and raise funds for local 
charities. Most of the money raised goes towards 
supporting the arts, education, and health and human 
services. Due to its recent growth, this event is now 
recognized as one of the Midwest’s largest annual wine 
events in the country. It will take place on March 3rd 
through the 5th, during that weekend there will be four 
events: winery dinners, the Grand Tastings, the Charity 
Auction & Luncheon and the Russ Wiles Memorial Golf 
Tournament. Sponsoring this wine festival would give 
us the opportunity to showcase Lindt at a variety of 
events. 
 
The Cincinnati International Wine Festival will have over 700 wines from around the world that 
will draw wine enthusiast from all over. We would be hitting our target market by advertising 
at this festival because we are trying to reach older women who have fancy and rich tastes. So 
far the other sponsors are: Kroger, Sargento, Hyatt Regency Cincinnati, and other smaller local 
establishments. Sargento will be having a booth and will presumably be giving out cheese 
tastings to pair with people’s wine. It would be the perfect opportunity for Lindt to do the same 
thing. They do not have sponsor prices listed on their website, but our estimate is around 
$1,500+ since it is a charity event. 
 



The pros are that it is a fancier event that is also 21+ so we would hit the target market and that 
it is in the beginning or march so we could make an impact on buyers before the Easter holiday. 
The only possible negative aspect is that there are multiple parts to this weekend event, so we 
would need to research which event it would be best to put the most time and money into. 
Lindt can advertise this event ahead of time by placing flyers at local wine stores and book 
stores. 

 
         •Summerfair 

The Summerfair is held in Cincinnati during the end of spring 
every year. It is one of the nation’s most recognized outdoor art 
fairs. It is a well-established event that it is in its 48th year. This 
event attracts more than 20,000 visitors each year. For 2016, it will 
be held the weekend of May 29th. 
 
This will be a great place for Lindt to advertise their Excellence 
chocolate bars because majority of its attendees are within our 
target market. Our target market consists of women that reside in 
households with an income over $50,000 per year who values the 
finer things in life. The demographics for this event show that 58% 
of patrons are 36-55 years old and 55% have an annual income of 
over 60,000. Additionally, 60% are women with middle to upper 
class incomes. They even claim on the Summerfair website that, 
“Your association with Cincinnati's honored annual outdoor fine 
arts and fine crafts Fair can help reach and impact 20,000 
educated, affluent and culturally-savvy attendees”. 
 
Additionally, they have several customizable options for sponsors to participate in. The 
financial commitments start at $1,000 and include your logo on the poster, on-site signage, an 
on-site booth, and inclusion in the fair’s advertising campaign. In the past they have had big 
sponsors like Bud Light Lime, which shows what level this event is at. The potential benefits to 
this event are that we get to reach the exact target market in large numbers and that Lindt 
would be able to have a booth and give out samples as well as have signage and print 
advertisements throughout the fair for the low price of $1,000 for the whole weekend. The only 
negative aspect to this event is that it is at the end of May and thus it is a little past our peak 
seasonality. 

  
 
Portland, ME 
         •PSO POPS! Portland in Love 

The Portland Symphony Orchestra is holding a 
Valentine’s Day event over Valentine’ Day weekend. 
The PSO invites people to come out to the Merrill 
Auditorium for a night of romantic music that is 
guaranteed to make you fall in love again. This event 
makes for the perfect Valentine’s Day date so it is 
expected to sell out. 
 
This event will be an excellent place to show of Lindt’s 
chocolate bars; nothing goes more hand in hand than 
love and chocolate. Additionally, symphonies often 



gather a high-end crowd that we are looking towards to market to. The tickets alone go for 
$30-80 so it will be sure to draw from a crowd that has that kind of money at disposal for a fun 
event. Due to it being a concert for Valentine’s Day, Lindt can also ensure that our target 
market of women with fine tastes will be there with their dates who would buy gifts, including 
chocolate, for them. 

 
The positive aspect to this event is that we will be able to reach our target market. In addition, 
it is great because the concerts occur during Valentine’s Day weekend so chocolate will already 
be on the mind. However, being on Valentine’s Day weekend is also a double-edged sword. 
Once we get the audience members to try the chocolate the holiday will mostly be over (if they 
attend the night of 14th concert).  
 
Companies can sponsor the PSO and specific PSO concerts. On their website, it states that their 
sponsorship programs and benefit packages are customizable. I would like for us to have Lindt 
sponsor the “Portland in Love” concert series so we could have Lindt’s name on the signage 
and brochures. Additionally, Lindt could also sponsor that refreshments in the lobby so we 
could hand out samples to the concert attendees. This would cost around $10,000-$15,000.  

 
         •L/A Arts’ Ice Festival  

On the weekend of February 20th, Lewiston/Auburn 
will be hosting the 3rd annual Ice Festival. This 
three-day festival is full of winter fun, events include: 
ice sculptures, music, food, winter sports, and ice 
carving demonstrations. It usually sells out and brings 
in over 3,000 attendees. 
 
The Ice Festival is fundraising event for 
Lewiston/Auburn’s Arts Agency called “L/A Arts!”. It 
would be a great opportunity for Lindt to sponsor an 
event that will help out the local arts foundation 
because our target market values the arts and that 
would help foster a connection between the target market and Lindt chocolate. This is a big 
aspect to this event since MRI data shows that Lindt consumers are very interested in fine arts 
(with an index of 175).  
 
They value their sponsors and allow them to be a part of the Ice Festival in a cool way. If Lindt 
becomes a sponsor we would get to have: a huge ice sculpture with Lindt’s logo on it, 
advertising space on the event website, and listing in all promotional advertising such as 
posters, flyers, and emails. Since this is a smaller/local festival they would be open to letting us 
have a booth for samples if we paid a little extra.It would be great to have a booth with a heater 
to attract the people to come by and have a sample. To go above and beyond, it would be fun to 
have hot chocolate made with the Excellence bars or have a bonfire and make s'mores with the 
chocolate bars. Sponsorship is estimated to cost $900-1,000 and $1,000 for extra materials. 
 
This would be a great festival for Lindt to get involved in since members of our target market 
will be there, especially since this festival is supporting the arts. The only negative aspect is 
that it is after the winter holidays instead of before Christmas, Hanukkah, and Valentine’s Day. 

 
 
 



 
 
 
 
 

Media Not Recommended 
 

Newspapers: 
 
MRI data indicates that the target audience are average users of newspapers. Because of our 
creative brief’s emphasis on the sophisticated and passionate story of the Lindt brand and 
newspapers’ relatively dry presentation of information, we recommend against using 
newspaper ads. They lack the creative possibilities of the other selected media, and their 
geographic limitations make them inappropriate for our national campaign. Some press work 
may be negotiated for our tentpole events, but it will be on a case-by-case basis and not 
bought as traditional advertising spots. 
 

 
Scheduling Strategy 

 
Our media plan is developed on the basis of a pulsing strategy, with fairly consistent 
advertising throughout the year and more concentrated amounts of advertising from February 
to May and in December. We chose these months because Valentine’s Day, Easter, Mother’s 
Day, and Christmas all lead to spikes in the purchase of Lindt chocolate, and our scheduling 
strategy is meant to capitalize on them. In addition to more placements during these months, 
our creative will be adapted to the season. 
 
Beyond our national pulsing strategy, advertising in the six selected markets with Lindt cafés 
will increase around the time of our tentpole events. These extra placements will be in radio 
and out-of-home, with the possibility of social media promotions negotiated on a 
case-by-case basis. 
  



Flowchart 
 
 

 



Budget Summary 
Primary budget: $30,000,000  
Budget for café markets: $3,000,000 
Total Budget: $33,000,000 
Campaign Period: January 1, 2016 - December 31, 2016 
Amount Allocated to Media: $29,340,300 + 425,000 for sponsorships: $29,765,300 
 
Media Type Amount Percent 
 
Network TV  

Daytime $1,144,000 3.5% 
Primetime $6,399,900 19.3% 

Network Cable 
Primetime $2,498,700 7.6% 

Network Radio 
Morning Drive $289,800 .9% 
Evening Drive $311,800 .9% 

Magazines $2,289,400 6.9% 
Digital National $10,136,600 30.7% 
Spot TV 

Daytime $1,223,000 3.7% 
Early Fringe/News $466,800 1.4% 
Primetime $839,700 2.5% 

Spot Radio 
Morning Drive $681,100 2.1% 
Evening Drive $783,900 2.4% 

Outdoor $2,231,000 6.7% 
Event Sponsorship $425,000 1.2% 
 
Contingency $660,000 2% 
 
Seasonality  
1st Quarter $9,477,000 31.6% 
2nd Quarter $7,763,400 25.9% 
3rd Quarter $4,336,200 14.5% 
4th Quarter $7,763,400 25.9% 
 
 
 
 
 
 
 
 
 
*Percentages may not add up exactly to 100% due to rounding and the fact that not 100% of 
the total budget was used.  



Strategy Evaluation 
 
The purpose of this campaign is to increase awareness for the Lindt brand from 25% nationally 
to an aided awareness level of 35% nationally within a total budget of $33 million, $3 million of 
which is intended for use in specific markets with Lindt cafés. This campaign also endeavors to 
create a more clear brand image for Lindt in the mind of the consumer. 
 
To accomplish the first goal, we constructed media objectives that outline a campaign targeted 
at the demographic we thought most likely to engage with the Lindt brand: women ages 25 and 
up in households with an income of $50,000 or more per year. To engage the target, the 
national scope and specific geographic emphases of our campaign aimed for 60 percent reach 
with an average frequency of three in most months of the year - a goal that was achieved. We 
also met our goal of 70 percent reach with an average frequency of six in the months judged to 
be of greater importance for Lindt chocolate sales. 
 
To accomplish the second goal, we founded our campaign on placements in media like 
magazines and digital that allow for visuals to convey Lindt’s brand image to consumers. We 
also took our target’s psychographic profile into account. Our ads use contextual targeting - a 
method of seeking an audience through the content near which the ad is placed. This method, 
which fits well with Lauterborn’s concept of the 4 C’s of marketing, allows Lindt’s brand image 
to be constructed not only through our creative work, but also through the specific media 
vehicles we have chosen. Radio and TV act as auxiliary media for the campaign, reinforcing our 
message and adding frequency. 
 
As an added method of contextual targeting, all the events and sponsorships we selected appeal 
to our target’s interests, as outlined in their psychographic profile. Lindt’s participation in 
these market-specific events will be leveraged to promote a clearer brand image through 
tie-ins offered by the event management and through Lindt’s own social media. 
 
Lindt will likely achieve its goal of 35% aided awareness by the end of calendar year 2016, as 
well as a stronger brand image in the mind of the consumer. 
 
With all of our media purchases, there remains $3,234,700 of the total $33,000,000 budget. 
This portion is to be used as a contingency, in the case of unanticipated or higher than 
expected costs when media are actually purchased. The remainder of the budget can be used for 
competitive strategy, or for supplemental campaigns. 
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