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CASE STUDY: MasterFoods HomeStyle Marinades  

Campaign Objectives

Find in�uencers to cook with Marinades as part of an experiential event 
for friends and family.

Strategic Approach

Hosts pro�led to meet category and brand involvement criteria. 

11,600 in�uential hosts or guests in physical attendance,
in a natural, enjoyable environment.

Consumer Engagement & Sharing

Vibe Village has unique engagement tools such as individual 
in�uencer pages where photos, vidoes and blogs are loaded and 
shared.  

Frequency of use 
fortnightly/
weekly

Highly Persuasive Reach > 140,000

Studies indicate word of mouth has 10 times the persuasive power of Tgarage has a 
robust pre-post 
quant research 
approach.
Signi�cant 
increase in net 
promoter score. 
Signi�cant increase 
in occasion use, around 
entertaining. 

16% 67%

Brand Experience

Brand Performance

Demonstrate MasterFoods Marinades are an available alternative to making
making “from scratch”.

Consumers demonstrate their creativity upon applying by submitting their
“secret recipes”.

Highly experiential, 1300 Parties around Australia over 2 weeks with pro�led “hosts”.

Consumers demonstrate their engagement by loading photos, videos, blogs 
of their Party at Vibe Village and sharing these with others.

Magnify the event and reach through stimulating face to face and virtual word
of mouth pass-on.
Support Marinades positioning - “why cook when you can create”

In this case there were over 3,000 photo/videos and over 1,000 
blog entries were
uploaded 
and shared. 

Lauren Smith
MaterFoods
Brand Manager
Australia & New Zealand

We had been looking at ways 
to really engage consumers around 
our brands. I thought the Tgarage
approach was unique in the experience
they deliver to consumers, which goes
way beyond traditional sampling and
also the way they pro�le consumers,
and measure the campaign. We have
now run several programs with Tgarage,
and have been really happy with the 
results.

Testimonial

Prior Post

an average broadcast message.

11,600 hosts/guests

The greater engagement the stronger the word of mouth spread
and behaviour change.

Word of mouth stimulated through physical real world   
product experience then magni�ed in the physical and
virtual worlds.  
In this case, typical of many word of mouth programs 
majority of word of mouth pass-on was face to face.

We'll spread 
the word

Face to 
face
72%

Phone
12%

Internet
16%


