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�� X(35-48 años): 61% del segmento 

consumidores de café (U.S.) 

Y(20-34 años): 47% del segmento 
consumidores de café  (U.S.) 
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Matures Boomers X´ers Y’s
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Redes Sociales

TV Radio

Impresos MASS MEDIA
• Participative & expressive
• Dynamic/ Web-driven
• ‘Pulled ’ by consumers

• Passive
• Mainstream/ TV-driven
• ‘Pushed ’ at consumers

SOCIAL MEDIA
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Activaciones

Eventos

Virtual

Vallas

Tiendas

Free Press

TARGETED MEDIA

A
U

D
IE

N
C

E
 R

E
A

C
H

• ‘Pulled ’ by consumers
• Many-to-many flow of info
• Re-defining marketing comms

• Individual
• User preference driven
• People/user based
• Highly relevant

• ‘Pushed ’ at consumers
• One-to-many flow of info 
• Becoming less relevant

PERSONAL MEDIA
• Extension of mass media
• Niche mass media
• Still TV driven
• Relevant, not revolutionary

USER PARTICPATION & ENGAGEMENT
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