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 TASSIMO – THE BARCODE BREWS IT BETTER  

EXECUTIVE SUMMARY: 

Kraft had been the market leader of in-home coffee consumption for a number of years, with a 

strong presence in the two largest segments:  Roast & Ground and Soluble.  However, to grow it 

needed to develop a dominant position in the newest and fastest growing segment in the 

category, On Demand. 

 

The On Demand market is well established in Europe and Kraft has established itself as a strong 

second place competitor in that market with Tassimo.  Early in- market performance indicated 

that Tassimo’s potential in Canada mimicked growth curves in European countries.  Tassimo 

had enjoyed first to market leadership but was significantly pressured by its closest North 

American competitor Keurig. 

 

Kraft needed to develop a dominant position.  Together, Kraft and its research partners 

collaborated to develop a concise research strategy and subsequently, an engaging consumer 

message for execution.   

 

The process involved multiple phases of research with the entire team (internal and external 

agencies) embracing consumer learning at each step.  The end result was a highly successful 

“barcode” marketing campaign that is living through multi-year execution and has been 

embraced by our United States colleagues. 

 

The business results surpassed the aggressive targets.  Tassimo captured the dominant share 

position in the fast growing On Demand segment and was also recognized by the Kraft Foods 

Global Tassimo leadership team as the “best-in class” Kraft market for 2010.  It is also in strong 

contention to repeat the feat for 2011. 

 

BUSINESS SITUATION AND CAMPAIGN OBJECTIVES: 

On demand systems are closed systems, meaning each has its own unique technology and 

accompanying style of pod (coffee disk) that consumers must learn to use.  From a beverage 
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manufacturer’s perspective, to be a ‘winner’ in this segment means driving penetration of 

systems in households in order to benefit from future pod sales. 

 

Kraft Canada was at a different stage of market development than its Global and US 

counterparts, and needed its own strategy.  While being well established in Europe, Tassimo 

enjoyed a strong second or third place and, in the US, Tassimo had a very distant second 

position to the North American leader Keurig.  Canadians were becoming very familiar with 

Keurig through their significant presence in the foodservice channel.  Kraft Canada had no 

experience in appliance marketing and therefore could not leverage prior learning from core 

categories.  

 

Research was therefore designed to provide marketing and strategic direction for a creative 

campaign that would help propel Tassimo into dominant leadership of the On-Demand coffee 

segment in Canada. 
 

The marketing objective was to increase household penetration by 5 points in 2 years (2010 – 
2011) while maintaining a market share leadership position.  Additional objectives included: 
 
 Elevate Tassimo’s brand equity perception amongst coffee consumers and establish the 

brand as a leader in the coffee category 
 Make Tassimo the “got to have appliance” for in-home coffee 
 Establish Tassimo as the best in class Coffee Appliance due to the unique and patented 

barcode technology. 
 

RESEARCH STORY: 
From start to finish, the integrated research journey involved both systematic planning, coupled 
with the courage to be flexible and innovative, as each phase was completed and new learnings 
internalized.  (See Appendix 1 for the complete Research Framework.)   
 

Early Market Wins: Understanding the Market Dynamics and Potential 
1. IPSOS Vantis Study indicated that the potential and key drivers for performance centered 

around brewer price and distribution, leading the team to focus on in-store presence. 
2. NPD Small Appliance Tracking pointed to the importance of investment at key retailers during 

gifting periods for significant brewer sales lift.  Unfortunately, Keurig was mimicking tactics 
and showing similar performance. 

3. TNS mystery shop indicated that price point, distribution and retailer engagement was equal 
for Tassimo and Keurig. 

4. (IPSOS) Synovate Global benchmarking indicated both Tassimo and Keurig performed 
equally well and that consumer satisfaction was on par for both systems.   
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Key Insight: Continuing with the current strategy and marketing investment levels, the best 
either competitor could expect to do is to split the market equally.  A new strategy needed to be 
developed!! 
 

Consumer Understanding: Breaking the Code to Consumer Engagement: 
Finding and engaging with consumers in categories that have extremely low incidences can be 
challenging and costly.  Working together with our research partner Fresh Squeezed Ideas, it 
was determined that leveraging the internet would yield the most cost effective way to reach 
both Keurig and Tassimo consumers, primarily due to the fact that both heavily engage in 
discussions and blogs regarding their system.  The methodology chosen involved 
‘netnographies’ and an interactive on-line forum.  
 

Key Findings: 
i. For both Tassimo and Keurig core consumers, the path to purchase is very similar – e.g. 

consumer engages in the On Demand segment ‘with blinders on’.  For the vast majority of 
consumers, the system they engage with first is the system they ultimately purchase.  

ii. Keurig and Tassimo consumers differ significantly from each other in attitudes, behaviours 
and demographics. However, their ideal coffee experience is remarkably similar.   

iii. In general, other than for scanning in stores, consumers have little or no knowledge of other 
usage for barcodes.  When explained in detail, both Tassimo and Keurig consumers agree 
that Tassimo’s technological superiority (using a barcode to provide  brewing instructions to 
the machine) is  a significant motivator to adopt that system. 

iv. Both traditional media, on-line and social media all play a significant part in the early stages 
of gathering information before purchase. 

 

Key Insights: 
 Getting in front and disrupting the path to purchase is key to winning.  Consider a media 

strategy outside of traditional CPG tactics such as movie trailers, computer game launches 
and emerging technologies to generate immediate mass awareness. 

 Market opportunity resides in broadening the consumer definition of the current Tassimo 
consumer to include the demographic and behavioural characteristics of the Keurig 
consumers. 

 To be memorable and engaging, the creative message must highlight the versatility of 
Tassimo’s barcode technology. 

 

Communication Development and Optimization: Iterative Learning 
Key Findings/Insights: 
 Initial consumer feedback indicated that the barcode message presented was too technical 

and the engaging portion of the communication did not have a link to coffee/coffee makers 
and was confusing. 

 Adjusted creative was once more presented to consumers via one-on-one interviews and 
while the engagement portion of the message resonated with consumers, additional clarity 
relating to the technology portion of the message was needed. 
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 Advertisements were filmed and tested with Millward Brown LINK and further optimized prior 
to release. 

 

CAMPAIGN DESCRIPTION: 
The campaign focused on the key seasons for purchase of On Demand machines.  
 Mother’s day/Father’s day 
 Back to school/Thanksgiving 
 Holiday/Christmas 
 

The target audience was men and women coffee drinkers, who appreciate a great cup of coffee 
and have a discerning palate.  These individuals tend to live in a more urban environment and 
enjoy food, new technology and entertaining.  Their kitchen is a focal point of their at- home 
entertainment.  They enjoy a wide variety of hot beverages, from coffee to cappuccino and from 
tea to chai latte.  Some of these beverages require sophisticated appliances and the target 
audience is looking for an easy way to become the ‘at- home barista.’ 
 

The media plan for 2010 was structured around a massive blitz for the Christmas/Gifting season. 
We mirrored the approach of Quick Service Restaurants and Movie Trailers to create mass 
awareness and impact in minimal amount of time.  We needed to reach 92% of our target in the 
first 4 weeks of the campaign. 
 

Television:  2400 GRP’s over 8 weeks from November 1 – December 26 
Digital:  Banner ads 12 weeks from October 4 to December 26 
On-line giveaway:  1 Tassimo machine a day in December. 
Print:  624 GRP’s with inserts into all major Canadian Magazines (French and English) for 
October – December editions. 
Sampling: Retail sampling at key department stores (400 events) 
 

This was also augmented with 1 week of Cinema as well as one tactical promotional event 
(Cash for Clunkers) where consumers could bring in their old coffee makers and receive a 
brand new Tassimo machine to the first 100 consumers. 
 

The media plan for 2011 was also structured around the Christmas/Gifting season, but with 
additional support during key gifting periods. 
 

Mother’s Day 2011:   
Print:  Full page ad (April 30th) in the Globe and Mail (largest National Newspaper) 
Digital:  Facebook page where consumers could send a personalized “sing a gram” to family 
expressing their wish to receive a Tassimo as a Mother’s Day gift. 
Sampling:  Retail sampling at key department stores (100 events) 
 

Christmas/Gifting 2011: 
Television: 2500 Total GRP’s from mid-October end of December 



 

 

5 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Digital: Banner advertising driving to festive Facebook promotion (29MM impressions and 97K 
clicks) 
On-line: Integrated Facebook page with a Tassimo vs … where Tassimo goes head to head 
with against festive challengers (elves, Christmas tree, Santa etc...) 
Print: 360 GRP’s; R/F: 62%/3.85 
Sampling: Retail sampling at key department stores (260 events) 
 

BUSINESS RESULTS: 
2010 Results 
The team had set an aggressive goal to double its sales of brewers in 2010.  We achieved an 
over delivery on brewer shipments by 21.5% and according to NPD tracking, brewer 
consumption for the year was up + 134% vs. prior year.  Shipments of T-Discs over were + 18% 
over plan and up + 97% vs. prior year, while $ consumption was up + 80% vs. prior year.  
Household penetration increased by 2.2 pts. surpassing our target of 2.0 pts. 
 

Pre-Post advertising and tracking results indicated an increase in awareness for Tassimo 
amongst coffee drinkers from 59% to 75%.  47% of consumers could associate the barcode 
technology to Tassimo, up from 18%.  Key brand equity metrics also showed significant 
improvements in: 

 Is a coffee expert: 23% to 30% 
 Has a wide variety of brands: 26% to 31% 
 Has superior technology: 29% to 34% 
 Consistently brews a great beverage: 33% to 40% 

 

Additionally, within Kraft Foods Global, Canada was awarded the Golden Brewer Award, based 
on achieving the best in-market success in 2010.  The Canadian team led in terms of both 
brewer and T-Disc growth, beating out established and larger growth markets.  The team was 
also recognized for its ability to adopt a global strategy to better meet local consumer needs. 
The US Tassimo team is now looking to adopt elements of the Canadian creative to use in its 
market. 
 

2011 Results 
While not all diagnostics are available for the 2011 campaign, we do have some preliminary 
results which continue to show upward momentum for Tassimo.  In particular, our on-line 
engagement within our Facebook community continues to strengthen the relationship with 
Tassimo.  Indeed, our fan base increased by more than 80,000 in 2011 and our engagement 
(ratio of active followers to total followers) is above 30%, the highest amongst Kraft Canada 
brands. 
 
T-disc consumption is up 82% vs. prior year and brewer shipments to retail are up 120% vs. 
prior year.  Initial indications show that Canada is the country that sold the most number of 
brewers globally.  Based on these initial results, we project the household penetration number to 
increase by 3.2pts, surpassing our target for the year by 0.5 and surpassing the two year target 
by 0.7pts. 
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Appedix 1 – Research Framework 
 
 

A. Early Market Wins 

- Market size estimation 

- Competitive landscape 

- Key drivers 

B. Consumer Understanding 

- Consumer landscape 

- Path to purchase 

- Technology comprehension 

Media and 

Communication strategy 

 

Creative Strategy 

Creative 

Development 

Creative 

Optimization 

In Market Performance 

monitoring 


