CHANGES IN
COMMUNICATION
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„WIR LIEBEN KLEINE
KOSTBARKEITEN.“
MINI PRALINÉS VON LINDT.

Nur halb so groß wie unsere klassischen
Pralinés, aber genauso rafniert: Mit den kleinen
Kostbarkeiten unserer Maîtres Chocolatiers
können Sie noch mehr Vielfalt genießen.

At Lindt & Sprüngli
innovation has tradition
Pure Leidenschaft.
echte handwerkskunst.
„Passion Chocolat ist das Ergebnis einer langen Suche und
grosser Leidenschaft. Eine Handvoll knackige Pistazienstücke
und fruchtige Orangenschnitzchen auf feinster Lindt MilchChocolade. Kreiert, um sie mit ebenso viel Leidenschaft zu
geniessen.“
urs Liechti, Lindt Maître Chocolatier
www.lindt.com

IRRESISTIBLY
SMOOTH

Discover LINDOR and enjoy a moment that is yours:
When you break LINDOR’ s delicate shell, the
irresistible smooth filling starts to melt, gently
caressing all your senses.
LINDOR, created by Lindt‘s Master Swiss Chocolatiers.
Passion and Love for Chocolate since 1845.

Pure Leidenschaft.
Echte Handwerkskunst.
„Passion Chocolat ist das Ergebnis einer langen Suche und grosser Leidenschaft. Knusprige Caramel-Stückchen und handgeschöpftes Fleur de Sel auf feinster dunkler Lindt Chocolade.
Kreiert, um sie mit ebenso viel Leidenschaft zu geniessen.“
Urs Liechti, Lindt Maître Chocolatier
www.lindt.com
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CHANGES IN COMMUNICATION

M

arketing has always played a key role in the
consumer goods sector. Over the years, this
important discipline has evolved into a
hugely multifaceted area of expertise. It has
long involved much more than simply advertising products.
Marketing starts at a much earlier stage, namely in the form
of extensive market and consumer research. Only those
who know and understand the needs of consumers and the
market can also develop and provide the products that fully
meet these expectations. As well as identifying new consumer
habits and trends, it is also necessary to be actively involved
in shaping them. Once the key findings have been obtained,
the next step is about developing the product that is best
suited to fully meetings consumers’ wishes. When this has
been achieved, the marketing process is rounded off with
suitably professional and creative product communication.
Lindt & Sprüngli not only demonstrates its substantial marketing expertise through its constant cultivation of established traditional products and the launch of numerous
successful innovations that catch the mood of the times and
meet the needs of the market and consumers, but also by
means of very accomplished external communication. The
daily flood of information is one of the main reasons why
external communication is becoming increasingly important, as it is now more crucial than ever to stand out clearly
from the crowd. This also includes visually appealing packaging and an exceptional backdrop at the point of sale, with
the construction of entire chocolate worlds that convey the
product values and brand message to customers.
The communication history of Lindt & Sprüngli dates back
to the mid-19th century, when one began to use newspaper
advertisements to draw attention to the company’s existence.
Shortly afterwards, a comprehensive range of initial communication tools such as posters and enamel signs were developed, facilitated by the technical innovation of color printing.
Brand and product communication then started to gain in
prominence with the arrival of the first branded items such
as the world’s first delicately melting chocolate tablet, the
LINDT Surfin, in 1879. With adjectives like “unique” and
“unmistakable,” ever greater efforts were made to appeal to
the chocolate-buying public and hammer home to consumers the added value of the company’s product in the early age
of the consumer society, thus creating lasting trust.

Product communication saw another fundamental change
with the advent of new channels of communication such
as television in the mid-1950s and the Internet in the mid1990s. This development also resulted in changed communication requirements among consumers, leading to another
shift in communication policy by the company.
Moving pictures and the integration of the product in a short
story enabled a much more vivid and sensory form of contact with consumers, which remains one of the most efficient
communication tools to this day. With the advent of the Internet, the new millennium then heralded the dawn of the
cyber age. This new type of networking enables consumers to
receive information much more quickly, more individually
and in a more targeted way. The new technical possibilities
also allow a dialog between the company and the consumers, who soon start to share information with each other.
This results in a totally new form of communication that is
much more diverse and complex than anything that has gone
before.
At Lindt & Sprüngli, we believe a good marketing mix is very
important. In-depth knowledge of the markets and consumer habits, regular launches of innovative products, unique
point-of-sale presences, and the global high-level brand
campaign with the LINDT Master Chocolatiers are the basis for the lasting success of Lindt & Sprüngli, and have made
LINDT the world’s leading premium chocolate brand.
On the next few pages, we would like to take you, our readers,
on a fascinating journey through Lindt & Sprüngli’s brand
and product communication over the last two centuries,
which has made a substantial contribution towards helping
our business grow and succeed as part of our professional
approach to marketing.
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PACKAGING
THE FIRST “ADVERTISING SPACE”
BLACK AND WHITE
In 1879, Rodolphe Lindt created the
LINDT Surfin tablet, the world’s first
melt-in-the-mouth chocolate. It is still
made today using the original recipe,
making it the oldest branded item in
Switzerland. Back then, the tablet was
wrapped in plain white paper, with
the company name in black lettering.
The signature on the packaging was
there to inspire confidence. Design
elements were only added much later.

1935

1970

Design elements: The LINDT “milk” that was produced in 1935 marked a turning point in the company’s
branding strategy. Until then, the LINDT name had only been used for the classic dark chocolates made
according to Rodolphe Lindt’s original recipe. Now the company management decided to use the image of
the famous LINDT trademark on other products too. The design of the wrapper for the tablet also marked
a new era, because it showed a picture of the contents, the “milk.”

2013

ADVERTISING
AS AN ART FORM

—
This metal sign with Cyrillic writing dates
from the years of major export successes
between 1910 and 1918.

—
Photo poster around 1910

—
Poster around 1910

THE BELLE EPOQUE
Towards the end of the 19th century, posters, enamel signs, and reverse
glass paintings were being used more and more. During the Belle Epoche
period, artists were often employed to design lavish and unique pieces.

—
Shop poster around 1920
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ACQUIRING NEW CUSTOMERS
NATIONAL EXHIBITION
1883
Switzerland’s first National
Exhibition in Zurich attracted 1.7 million visitors.
Sprüngli presented its products in the Machine Hall
in Platzspitz park in Zurich,
and showed the general
public how chocolate is made.

—
The year 1883

BUILDING CUSTOMER LOYALTY
COLLECTION FEVER
Collector’s albums came into
fashion around 1900 and not
only encouraged customer
loyalty but also served an
educational purpose. Since
people did not yet travel much
at that time, the images of
exotic or adventurous scenes
aroused their curiosity. The
little pictures enclosed with
the chocolate showed faraway
countries, wild animals, and
unfamiliar plants. Anyone who
completed a set by collecting
and exchanging the pictures
could stick them in a collector’s
album, supplied by the company
at cost price.

—
A set from the year 1900:
science fiction, under the slogan “The year 2000 technology”
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ADVERTISING EVEN IN TIMES OF CRISIS

—
Color lithography by Albert Bütschi, 1930,
printed by J. C. Müller AG, Zurich

Patriotism and love of the fatherland: In the
mid-1930s, patriotic motifs appeared – little
wonder, in view of the global situation and the
threat from beyond Switzerland’s borders.

—
Advertisement from 1946

—
Advertisement from 1944

When peace returns… During the war
years 1939–1945, raw materials were
in short supply and food was rationed,
so chocolate manufacturers had to fall
back on different ingredients. In 1944,
a very special advertising campaign was
launched, because the company did not
want consumers to forget about their
products.

End of the war: The symbolic dove of peace brings back fine
LINDT chocolates, even though by no means all products
were fully available so soon after the end of the war. Raw
materials continued to be scarce and production was unable
to keep up with the sudden rise in demand.
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THE UPTURN
ECONOMIC BOOM OF
THE POST-WAR YEARS
In the 1950s, demand for chocolate grew
rapidly and marketing began to focus
more on product communication. This
was when many classic products were
created that are still in the range today,
such as the CRESTA and LINDOR
tablets.

—
Vintage LINDOR advertisement: “Bull’s eye”, street poster from 1950

This LINDOR poster is an early example of a special form of advertising.
The main focus was on the LINDOR tablet but, in what is called “crosspromotion,” three more tablets were shown lower down in the picture.

—
CRESTA advertisement from the year it was launched, 1957

Sales hit: the CRESTA tablets came on to the
market in 1957. Thanks to constant publicity,
they turned into bestsellers that are still available in the product range today.
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ENDLESSLY
MELTING

Enjoy LINDOR – the moment is all yours. Discover
the endlessly melting heart of LINDOR, encased in
a shell of the finest LINDT chocolate, and let yourself
slip away to a place where chocolate dreams come true.
LINDOR, a creation by LINDT’s Master Chocolatiers.
Love and passion for chocolate since 1845.

—
Poster from 2013
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COMMUNICATION
ON LEADER PRODUCTS
A great deal of importance was always attached to product
communication. That’s why increasing sums are invested
in marketing activities every year. The main focus is on
products that are already successfully established in the
market. Continuity in communication enables us to build
up product brands that will remain strong in the long
term, are widely known and have a loyal customer base.

LINDOR TRUFFLES
The LINDOR tablet was created and advertised for
the first time in 1949. A highly successful companion
product came along around 20 years later, with the
launch of LINDOR truffles. The vision that LINDOR
would develop into a complete success became
reality. LINDOR truffles are still the most successful
LINDT product by far. In 2013, more than three
billion LINDOR truffles in all flavors were enjoyed
all around the world!

LINDT EXCELLENCE
As far back as the late 1980s, LINDT played
a leading role in the growing popularity
of chocolate with a very high cocoa content.
The EXCELLENCE tablet, of which over 300
million were sold worldwide in 2013, has now
become one of the most successful products.
A consistently high rate of innovation and
steady investment in marketing this product
has strengthened its market-leading position.

LINDT GOLD BUNNY
The GOLD BUNNY has been growing steadily
in popularity for over 60 years and, thanks to
a comprehensive marketing package, has now
become the absolute epitome of Easter time. In
2013, it hopped over counters worldwide more
than 135 million times.
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SUCCESSFUL TV COMMERCIALS
FROM CARTOONS TO THE
LINDT MASTER CHOCOLATIERS
THE RISE OF TV ADVERTISING
With the arrival of the television set in homes in the mid1950s, there was a paradigm shift in the publicity world.
Through the addition of visual and acoustic elements,
advertising on TV became more multi-faceted and reached
a far wider audience.
1975
1975

1980
1980

1998

1998

2013
2013

—
Premium quality – right from the start: even from
the very first TV commercials, it was all about
finding the perfect chocolate gift, whether for your
nearest and dearest at home or for your grandchild.
at Easter.
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MASTER CHOCOLATIERS
The mid-1990s saw the start of the most successful publicity
strategy in the company’s history, building on the concepts
of quality, tradition, craftsmanship, innovation, and passion.
It was an umbrella-brand campaign which continued to gain
in appeal over many years and is still used successfully today:
the LINDT Master Chocolatiers.

GLOBAL UMBRELLA BRAND CAMPAIGN
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In this age of globalization, any
communication strategy has to work
worldwide. This has been achieved
by the LINDT Master Chocolatiers. In
an entirely unique way, they represent
the LINDT brand, the premium
products, the uncompromising quality,
and the company’s all-round expertise
in chocolate-making and are recognized by consumers everywhere. The
campaign is universally applicable,
not only in different languages but also
on different platforms such as TV or
print media, at points of sale, at tasting
sessions, and live shows in LINDT
Boutiques and Chocolate Cafés and at
many other events.
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MILLIONS OF SWEET MOMENTS

COMMUNICATION AT THE
PONTS OF SALE (POS)...
At the point-of-sale products are
presented in an eye-catching setting,
whether in a shop window or inside
the shop and on the shelves. By
creating stunning brand worlds,
LINDT makes its products stand
out effectively from the rest.

—
GOLD BUNNY shopping window decoration
at Alex Department Store, Berlin

... AND BEYOND!
Within the framework of impressive
sampling activities, the products are being
promoted to a large audience. In this way,
consumers get the opportunity to convince
themselves directly of the fine chocolates.

—
LINDOR promotion at
Zurich Central Station

—
HELLO promotion
at Zurich Central Station
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EXCLUSIVE SALES CHANNELS
DUTY FREE & GLOBAL RETAIL

DUTY FREE
LINDT products are currently
available at over 500 airports
worldwide, either in its own
boutiques, shop-in-shops or
in other points of sale. At the
main hubs of Zurich, Frankfurt, Dubai, São Paulo, Rio
de Janeiro, and Buenos Aires,
LINDT is even the no. 1 brand
for confectionery.

—
LINDT Chocolate Boutique,
Zurich Airport

GLOBAL RETAIL
In LINDT Chocolate Boutiques,
Shops and Cafés around the world,
the product range is beautifully
presented to display LINDT’s
chocolate-making expertise.

—
LINDT Chocolate
Boutique Paris,
France

—
LINDT Chocolate Café,
Sydney, Australia

SUPERLATIVE EVENTS

BUILDING EMOTIONS
The new millennium has brought
changed communication requirements on the part of consumers.
The brand has to be shown in
a new light. Events of all kinds
help to make chocolate-lovers
excited about the products and
anchor the brand firmly in their
consciousness.

The magical LINDT Christmas Lighting Event:
In 2010, with its magical Christmas Lighting
Event in Kilchberg, LINDT kicked off a
campaign with a new dimension. In front of
over 8,000 excited spectators, CEO Ernst Tanner,
brand ambassador Roger Federer, and Master
Chocolatier Urs Liechti switched on the
Christmas lights on the facade of the over
100-year-old factory building.

GLOBAL BRAND AMBASSADOR

© Blick

GLOBAL BRAND
AMBASSADOR
Since 2009, tennis champion Roger
Federer has been the global brand
ambassador for his favorite chocolate, LINDT. He uniquely embodies
Lindt & Sprüngli’s underlying values
of Swissness, premiumness, quality
and passion, and, with his global
presence and popularity, he helps
to establish the LINDT brand in the
main markets. He also takes time
to attend various events, giving
thousands of LINDT fans sweet
moments that they will remember
for a long time.

The perfect match.

© Thalwiler Anzeiger

© Le Matin
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DIGITAL REVOLUTION
SOCIAL MEDIA AND WEB 2.0

—
The 2013 LINDT web site

THE DIGITAL AGE
With the rise of the Internet, the communication behavior
of consumers is changing radically. Information can be
called up from anywhere, at any time. The first LINDT web
page went online in 1998.

—
8 % percent of all searches are made via Google.
The search term “LINDT Chocolate” generates
more than seven million hits. Search engines
are now the starting point for numerous digital
enquiries. That’s why such importance is attached
to search engine optimization (SEO) in digital
marketing. Above all, this is about improving
the listing of strategic key words such as LINDT
chocolate, LINDOR or GOLD BUNNY.

—
In the age of 24/7 shopping, e-commerce plays an
important role. LINDT has seven online stores
around the world and is setting up more. This sales
channel offers a huge variety of gift items as well
as opening up new, innovative channels for buying
chocolate. For example, take a look at our online
Pick & Mix configurator in the UK, in France, and
Spain or the customized chocolate tablets available
in Germany.

LINDT Shop
France

LINDT
Pick & Mix configurator

LINDT
You are the Master
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DIALOGUE WITH CONSUMERS
The new millennium also heralded a new era in
communication. With the rise of social media such
as Facebook, Twitter and YouTube, one-way
communication by companies is being replaced
by a dialog with consumers. The consumer plays an
active role in this communication, by posting comments on these new platforms and recommending
products to others.

—
Today, with its 23 Facebook pages,
LINDT can reach over 4.8 million fans.
Chocolate-lovers around the world
“like” and share posts, so that they spread
at tremendous speed.
—
LINDT on Twitter:
www.twitter.com

LINDT World of Chocolate:
www.facebook.com/lindtchocolateworld

—
Online banners are an extremely cost-effective
way of sharing your passion for chocolate with
a community, with the interplay of video and
sound ensuring that its full potential is exploited.
This format is used to address specific target
groups among the next generations which can
no longer be reached via traditional channels.

—
Microsites for product brands such as
LINDOR or HELLO give them their own web
presence, offering a complete product world
with comprehensive information, tips, e-cards,
and competitions.

—
Each day, YouTube is visited over two billion
times, and counting! With such an overwhelmingly vast audience, it goes without
saying that clips from LINDT are to be found
there, for example about the new advertising
campaign for LINDOR truffles.

LINDT Chocolate World
on YouTube

LINDOR

PETITS DESSERTS
Vous offrir la légèreté d’une mousse parfaite
dans un écrin de fin chocolat.

Le Fondant,
passionnément.

LA GOURMANDISE

LA GOURMANDISE

PAR LES MAÎTRES CHOCOLATIERS

PAR LES MAÎTRES CHOCOLATIERS

POUR VOTRE SANTÉ, ÉVITEZ DE MANGER TROP GRAS, TROP SUCRÉ, TROP SALÉ. WWW.MANGERBOUGER.FR

POUR VOTRE SANTÉ, MANGEZ AU MOINS CINQ FRUITS ET LÉGUMES PAR JOUR. WWW.MANGERBOUGER.FR
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EXCELLENCE
EXCELLENCE
Fin Cœur

Fin Cœur

Délicatement exaltant.
Délicatement exaltant.

L’ULTIME FINESSE
L’ULTIME FINESSE

PAR LES MAÎTRES CHOCOLATIERS
PAR LES MAÎTRES CHOCOLATIERS

POUR VOTRE SANTÉ, PRATIQUEZ UNE ACTIVITÉ PHYSIQUE RÉGULIÈRE. WWW.MANGERBOUGER.FR
POUR VOTRE SANTÉ, PRATIQUEZ UNE ACTIVITÉ PHYSIQUE RÉGULIÈRE. WWW.MANGERBOUGER.FR
10877_215x271B_Noiset_280_VFemina.indd 1
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