



  [image: PDF Archive]
  
    

  

  
    	About
	
        Features 
        
          Personal and corporate archive
          Private social network
          Securely receive documents
          Easily share your files
          Online PDF Toolbox
          Permanent QR Codes
        

      
	Premium account
	Contact
	Help
	Sign up
	

  
 Sign in


  



    


  

    
      
        2016 > 
        May > 
        May 23, 2016
      

    


    





    
      Lindt Chocolate Media Plan (PDF)


    

    
      









        File information


  This  PDF 1.5 document has been generated by Microsoft Word / , and  has been sent on pdf-archive.com on 23/05/2016 at 23:27, from IP address 162.193.x.x.
  The current document download page has been viewed 2843 times.

  File size: 1.82 MB (30 pages).

   Privacy: public file
  
 







        
        
          [image: ]

          

          [image: ]

          

          [image: ]

          

          [image: ]

          

          [image: ]

        
        


File preview

Lindt Sprüngli

2016 Media Plan



Chocolatiers

Alexis Robinson, Emily Laramy, Corey Coffey, Kyla Green, &amp; Kendall Fately



Table of Contents

EXECUTIVE PLAN

EXECUTIVE SUMMARY

THE PROBLEM

SITUATION ANALYSIS

TARGET RESEARCH

MARKET INFORMATION

CREATIVE MEDIA BACKGROUND

SWOT ANALYSIS

THE SOLUTION

CREATIVE STRATEGY

MEDIA OBJECTIVES

Target Audience Objectives

Target Profile

Reach, Frequency, &amp; GRP Objectives

Timing &amp; Scheduling Objectives

Geography Objectives

Media Budget Objectives

Media Mix Objectives

Sales Promotion Objectives

STRATEGIES &amp; TACTICS

Sales Promotion Strategy

Media Budget / Cost of Media Plan Strategy

Media and Vehicle Mix Strategy

Scheduling &amp; Timing Strategy

Geography &amp; Market Strategy



EXECUTIVE PLAN

Executive Summary:

Background

Lindt-Sprungli started in Switzerland in 1847. Through the years, the company expanded to Austria, Italy,

and the United States, buying out other chocolate companies along the way. Today, they have factories

in Switzerland, Austria, Italy, Germany, the United States, and France. They recently bought RussellStover, their biggest purchase to date, in 2014, and have continued to produce quality chocolates. The

brand is challenged by big name brands such as Mars and Hershey, and overall chocolate sales are

expected to increase by 2-3% annually.

Objectives

Lindt-Sprungli hopes to raise their brand awareness from 12% to 22% by next year, and then again to 35%

by the year after, and to achieve national distribution in 90% of food and convenience stores.

Additionally, they would like to achieve a reach of 70 - 95.

Target Audience

The primary target audience of the campaign will be women ages 22-54. These women are primarily

Caucasian, married, have graduated college, and like to try new things. However, Lindt won't miss an

opportunity to target men as well. They will be the secondary audience, of any marital status and are

ages 25-64. Both have an income level above $50,000 and work full time. Our target audiences are

adventurous, family-oriented, and ambitious (Refer to Table 1).

Table 1



Media Budget

Lindt plans to use 90% of its 30M budget on National media, and 10% focused on spot.Our spot markets

will be focused on select cities where Lindt Cafes already exist.

Campaign Details

A year round campaign will be utilized, from January to December, and a pulsing pattern will be used in

order to keep Lindt on the consumer's mind year round. The heavy-up months will be those before

holidays.

Media Mix

Of the $30 million budget, 46% will go to TV, 21% to Radio, 10% to Magazines, 17% to digital, and 6% to

Newspapers (spot only).

Sales Promotions

Create a dialogue between Lindt, its customers, and any potential customers by utilizing Lindt's social

media platforms as the tool to facilitate this dialogue. The incentive for consumers the possibility to be

shared via Lindt's direct social media platforms as well as those that are selected will be given a package

of Lindt products to celebrate their occasion.



The Problem:

David Sprungli and his son Rudolph Sprüngli built a small factory in Zurich, Switzerland in 1847.

Years later in 1892, Rudolph split the business in two giving one son the two stores, and the eldest son

Johann Rudolph Sprüngli the factory. Rudolph was able to grow his company by purchasing Lindt



Chocolate factory in Berne, Switzerland after he converted his company to Chocolate Sprüngli. They

found success in producing quality chocolates and the company created their new name: United Bern

and Zurich Lindt &amp; Sprüngli Chocolate Factory Ltd. The company had continued success through the

decades, and grew again when they purchased chocolatiers Hofbauer Österreich located in Austria in

1994, Cafferel located Italy in 1997, and Ghirardelli which is in America in 1998. Lindt &amp; Sprüngli is a

global company with a total of 6 factories located in Switzerland, Italy, France, America, Austria, and

Germany. Lindt &amp; Sprüngli have continued to grow to have record profits just as they did in 2011 where

they realized $4.7 million in profits in which its market share in chocolate rose to 29%. This track record

of success allowed them to make their largest competitor buyout of Russell Stover in 2014 for $1.5

billion dollars.

Lindt &amp; Sprüngli Chocolate has survived and prospered for over 170 years. While it is obvious

that Lindt knows how to survive in business, they still must adapt to current situations that directly

affect their business. The economic recession that hit the United States and the world created

challenges that hurt Lindt &amp; Sprüngli Chocolate , which resulted in the closing of more than 50% of their

Lindt chocolate cafés. The primary reason was that many businesses and consumers had to make

cutbacks in their spending habits, but America’s desire for chocolates perseveres over the economy as

statistics show that US chocolate sales are beginning to rise per year at a rate of 2-3%

(Source:Statistica.com).

Perhaps an even bigger challenge than competing against a slow U.S. economy is having to

contend with well-known national brands like Nestle, Mars, Hershey's, and countless other specialty

companies that produce premium chocolates. All these competitors are threats to gaining a larger

market share, however, not all chocolates are made with the care and quality ingredients that Lindt uses

to make its chocolates, which is their best selling point to consumers. Lindt has national goals for its U.S.

market of achieving national distribution in 90% of food and convenience stores, raise brand awareness

from 25% to 35% by next year, and utilize its cafe’s which increase recall of Lindt’s brand name plus

increase sales in the areas in which they are located (Source: Lindt Chocolate Case File). These goals may

appear lofty for a lesser known chocolatier that specializes in producing premium niche chocolates. This

David vs. Goliath dynamic is a marketing problem that must be addressed in a way that larger mass

market chocolate companies cannot easily do, which is to give specialized focus to why consumers buy

Lindt chocolates and what media affect their purchasing decisions (Source: Lindt Chocolate Case File).



SITUATION ANALYSIS

Analysis of Marketing Objectives: The four C's of Lindt Marketing:

Consumer Wants and Needs

Lindt consumers want a top quality chocolate to reward themselves with or give as a gift to their

significant others. They sometimes see chocolate as an emotional escape, and want to feel as though



the chocolate taste is enough to make them feel better. Although consumers all have similar

characteristics, that does not mean their chocolate taste is the same. This is why Lindt has created a

variety of chocolate options for consumers to choose from.

Cost

Because the cost of an item is more than just its price, Lindt can sometimes be more expensive than

expected. There are not an abundance of Lindt Cafes, and the distribution is not as wide as it could be.

This creates extra cost for consumers because they may have to travel farther to obtain their desired

treat. Cost also comes into play when consumers are considering what either their child or significant

other will think when they are or are not presented with Lindt chocolate. For example, the consumer

could feel guilty for buying a competitor's product, or they could feel guilty for not purchasing a

chocolate treat at all. Additionally, because Lindt chocolate is a gourmet product, its monetary value is

greater than that of some competitors.

Communication

Lindt will create relationships with their customers through the advertising process. Most of the

advertising will be on-line, where the target market spends a lot of time. This format will enable

consumers to start a dialogue through social media, and visit the company website.

Convenience

Online advertising also comes into play here, because consumers can purchase chocolate from the

website. Additionally, with the goal to increase distribution to 90% of stores nationwide, it will be much

easier for the consumer to head to their local super market and purchase our product.



Target Research:

MRI+ Data:

Our demographic would be men and women, ages 25-64, with a median age of 47. They are employed,

full time with a household income between $50,000-$100,000+. The median household income would

be around $77,083. These men and women are married, without kids, and are predominantly Caucasian.

Lindt chocolate has a high percentage of buyers from the Mid-Atlantic and the Southeast.

In terms of attitudes, the men and women we are targeting see buying American products as important,

know the price of the things they buy, and think it is important for sales people to know about the

products they are selling. Our target makes an effort to eat dinner with their family as much as possible

(thus making them family-oriented). These men and women are also ambitious and adventurous.

Although the men and women buying Lindt chocolate are paying a premium for its quality they tend to

shop at bargain stores. These stores include” Walmart, Target, TJ Maxx, Michaels, Macys, Kohl's, JC

Penney, and the Dollar Store.



Research:

Research shows that women ages 22-55 are the primary purchasers of Lindt chocolate. 80% of women

between those ages purchase their products. Chocolate is seen as an emotional escape from the

stresses of daily life, so women tend to be the primary group. Research also shows that those who are

willing to pay a higher price for quality chocolate also have a higher education level and economic status.

Those purchasing Lindt chocolate are also adventurous people who like to try new things. Trying new

things ties into Lindt's more exotic chocolate flavors including” chili, mint and orange. Lindt chocolate

brand is very active on social media, so it is important to target those who are active on social media

(millennials for example). It is also important to use traditional media vehicles as well to reach the older

generations that are less likely to be actively engaged on social media. The fastest growing demographic

on Social Media is 55-64. The fastest growing age bracket on Facebook is 45-54.

The Indices for general chocolate consumers are taken from the Indexes recorded for total chocolate

bar users in the Media Flight Plan's MRI Data. All of these characteristics apply to the Lindt brand and

therefore give insight into what media future Lindt consumers will usually view. Magazines lead the way

with TV (both total and Prime), Radio, and Outdoor tied for the second most used media. Most of the

indexes are flat, hovering around 100 though, which means they're all used by chocolate bar consumers

as much as the average consumer. It is difficult to make any broad generalizations about media usage

without any indices over 120 (Refer to Table 2).



Table 2



Market Information:



20% of the world’s chocolate is sold in North America, and in 2013 the US saw growth in the chocolate

market for the first time in about 5 years. According to Euromonitor, there is to be a steady 7% increase



between 2013 and 2018 globally, and a 2-3% increase in the USA until 2017 (Refer to Graph 1). The $18

billion premium chocolate market is headed by both Mars and Hershey in the USA. Lindt, because of its

recent acquisition of Russell Stover (which cost the company $1.5 billion), has moved to 3rd, and Nestle

has fallen to 4th. Combined, both Mars and Hershey control 65% of US sales, with Lindt somewhat far

behind at 5.2%, and Nestle at 4.8% of US sales.

Graph 1



In 2011, Lindt’s market share rose to 29%, and their net profit was $4.7million. They primarily sell in the

Northeast of the US, with over 50 stores nationwide, and many stores in the Tri-state area as well as

New England (Refer to Chart 1). It is expected that they will have more sales outlets as well as seasonal

chocolates now that they have bought Russell Stover. Russell Stover had been the 3rd largest chocolate

company in the USA, selling at over 70,000 locations nationwide. Lindt sees the US market as that with

the most potential, and plans to act accordingly. As of 2014, Lindt had 5.4% of the overall US chocolate

market, with Hershey and Mars dominating.



Chart 1



Lindt’s biggest competitors are Hershey, Mars, and Nestle. But they are also competing against brands

like Cadbury, Ghirardelli, and other boutique chocolates (Refer to Graph 2). Hershey has the rights to

distributing Cadbury chocolate in the USA, and they created a different recipe. Additionally, Hershey has

blocked the import of many British Cadbury items because of brand confusion, BBC reports. This will

impact the Cadbury market in the US negatively, because of the claim that the British version was of

much higher quality.



Graph 2



Creative &amp; Media Background:

Past Creatives:

Print Advertisement: Lindt's print Ads emphasize luxury and quality with rich colors and understated

copy. Many Ads utilize limited color palette and heavily feature one of their unwrapped products as the

dominant graphic. This Ad is found at
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