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The Beginning 



What Started as a Huge Idea… 

 Became a remarkable integrated marketing launch 
campaign that invited millions of targeted consumers 
across the country to step beyond the velvet rope 
and into the lifestyle of the ultimate MAGNUM 
pleasure seeker. 

 
 The launch has generated more than 2 BILLION* 

media impressions so far… 
 
 …AND resulted in Magnum Ice Cream becoming one 

of the leading ice cream brands in the U.S…  
 
 … making it one of Unilever’s most successful 

product launches to date! 
 
  *as of 12.31.11 



Challenge + Solution 

It was one of the most anticipated launches of 2011. International fashion icon Karl 
Lagerfeld partners with stylish Hollywood starlet Rachel Bilson for the official unveiling.  
More than fifty premier fashion and lifestyle media line the red carpet—flashbulbs 
popping, bloggers a-Twitter—to catch a first glimpse. 

 

Was it a preview of Chanel’s new line? A celebration for the latest Louboutin? Nope—not 
even close. It was the debut of a new ice cream bar.  

 

We weren’t just selling ice cream; we were selling an indulgent, aspirational and 
pleasure-seeking lifestyle well-recognized in close to 40 other countries. Magnum Ice 
Cream is one of the world’s largest ice cream brands, and now it was debuting in the 
U.S., the No. 1 ice cream market in the world.  

 

Tapping into pleasure-seekers’ love for fashion and film, we invited them to step beyond 
the velvet rope, highlighted by a red carpet premiere during the Tribeca Film Festival, 
featuring three Magnum-inspired films directed by Lagerfeld and starring Bilson.  

 

We didn’t ask ourselves, “How would you launch an ice cream?” But rather, “How would 
you introduce a luxury item?” We knew that ultimately our goal was to turn this 
delicious, super-premium ice cream brand into one of the most coveted fashion 
accessories of the year. 

 

 



Magnum’s Michelle 

Working in tandem with Magnum’s ad/media buying agency, we learned about 
and defined the Magnum target as Michelle: a discerning woman in her late 
20s who actively strives to live her life to the fullest.  She lives in an urban 
city and is on the second or third rung of her career ladder with a HH income 
of $75K, which leaves some disposable income to play with.  

 

Michelle works hard during the week and when it comes to the weekend, she 
likes to play hard. For her, small luxuries and indulgences give her pleasure 
and she feels justified treating herself to things that she really wants. 
Although she sees pleasure as a natural, supportive and enhancing aspect of 
her life, sometimes she takes pleasure for granted. 

 

She’s social and very socially connected, always a “like,” Tweet, BBM or text 
away from her friends who are her most important influencer. She’s fashion 
forward and proud of the brands she wears, carries and consumes, taking her 
cues from pop culture trend-setters. Her brand affinities are rivaled only by 
her desire to chase and embrace the pleasures in life.  



Why Was It Successful?  

Our story was compelling  

 

We created custom content that engaged our 
target, Michelle, in an organic, unobtrusive way 

 

We offered her exclusive access into a world she 
loves and curated a lifestyle for her that is 
authentic 

 

Our dialogue with her has remained consistent and 
exciting throughout 



Secured: More 2 BILLION* total media impressions  

Media Impressions Overview 

TV  

Radio 

Magazine 

Newspaper 

Twitter 

Online 

News Release 

Blogs 

*as of December 31, 2011 



The Launch 



The Magnum Ice Cream food story opened with deskside meetings at top-tier 
women’s interest and lifestyle media, including Real Simple, Food Network 

Magazine, Allure, Cosmopolitan and Food & Wine.  
 

To whet the appetites of short-lead media, editors were treated to a tasty 
introduction: a press kit made entirely of chocolate. The unexpected surprise 

led to a wave of positive coverage of the brand, the product and its U.S. 
launch. Consistent outreach to national and regional food media led to 

positive reviews and coverage from a diverse range of outlets.  
  

  

 

 

  

Telling the Food Story  



Partnership Announcement 

On March 18, The Wall Street Journal and Women’s Wear Daily broke the 
exclusive about the U.S. debut of Magnum Ice Cream and the brand’s 

partnership with Karl Lagerfeld and Rachel Bilson. 
 
 
 
 
 
 
 
 
 
 
 
 
 

New York Magazine’s “The Cut,” Elle.com, OK! and People.com also 
celebrated news of the launch. 



Behind-the-Scenes 

Only a handful of reporters were granted exclusive, behind-the-scenes 
access with Rachel Bilson at the Magnum Ice Cream film series shoot, 

including Elle.com, InStyle, and People.com. 
 
 
 
 
 
 
 
 
 
 
 
 

NYMag.com, ExtraTV.com, PopSugar, MTV.com and Racked.com also offered 
their eager readers a sneak preview at the film series by sharing the  

behind-the-scenes news. 



Media Days: Karl Lagerfeld and 
Rachel Bilson 

Karl Lagerfeld and Rachel Bilson conducted exclusive interviews with leading 
media outlets such as W, The New York Times, InStyle and                      

Entertainment Weekly. 
 
 
 
 
 
 
 
 
 
 
 
 

They also spread the word to USA Today, Glamour.com, “FOX & Friends,” “ABC 
News Now,” US Weekly, Life & Style, InTouch Weekly, Yahoo’s Wonderwall and 

PopSugar. 



The Launch Event  

More than 50 national media reported live from the red carpet at the 
Magnum Ice Cream U.S. launch event during the Tribeca Film Festival. 



Over 1,300 accredited media attended the Tribeca Film Festival and interacted 
with the brand in different ways, which generated daily branded                     

media coverage.    

  

 

 

  

The Tribeca Film Festival 



The Magnum Ice Cream film series was rolled out in three phases. During the 
course of several weeks, select online media received an exclusive 

opportunity to unveil one of the three films. 

The Film Series 

Magnum Facebook Page 
“Photo Mood” 

April 21 

EW.com 
“Art Class” 

May 2 

Just Jared 
“Applause” 

May 9 



The Buzz 



Through popular “foodie” media network Foodbuzz, Magnum Ice Cream bars 
were put in the hands of 250 influential, independent food bloggers as part of 

its "Tastemakers" program.  
 

Magnum Ice Cream was one of the most “Buzzed” brands of 2011, racking up 
page views, plays of the videos and millions of impressions from participating 

bloggers. 

  

 

 

  

Telling the Food Story  



Seeded behind-the-scenes photos, video and final films through strategic 
fashion and entertainment online and blog placements. 

 
 
 
 
 
 
 
 
 
 
 
 
 

Yahoo!’s OMG, Just Jared, Celebuzz! and Popoholic also shared the behind-
the-scenes news and video. 

 

 

 

 

 

 

 

 

 

 

 

 
 

Blogger Engagement 



Introduced Magnum Ice Cream to fashion-forward women, giving them the 
opportunity to illustrate the Magnum lifestyle by styling chic red carpet looks 

for Rachel Bilson, complete with the season’s new must-have accessory: 
Magnum Ice Cream.  

 

 

 

 

 

 

 

 

 

 
 

Polyvore 



845,844 total 
engagements 

(likes, 
comments, 
set views) 

9.4M 
marketing 

impressions 
through 

Polyvore.com 
& social 

promotion 

Polyvore Engagement 

3,143 entries featuring Magnum Ice Cream during 
contest period of 10 days 

984 organic 
blog embeds 

of sets created 
using Magnum 

ice cream 
products 

 
677 hours 

spent on all 
entries;  

13 minutes 
spent per 

entry  
 



Polyvore Coverage 

More than 609,000 impressions, positioning Magnum Ice Cream to fashion 
influencers as a symbol of ultimate luxury indulgence. 

 
 
 
 
 
 
 
 
 
 
 
 
 

Additional blog coverage included Style.com, Fashionista.com, FashionEtc., 
La Chanel Phile and Fashionable Press.  

 

 

 

 
 



Global Facebook Page 

Facebook page content served to users based on U.S. geographic location 
and English language preference. 

 
 
 
 
 
 
 
 
 
 
 
 
 

Content focuses on the high-end lifestyle of the target audience, sharing 
information about fashion, travel, food and luxury trends. 

 

 

 

 

 
 

Nearly 
94,000 fans 
in first five 

months! 
 
 



U.S. Fan Growth 

April 21 –Tipping point for 
growth 

June 9 – Pleasure Hunt 
tab released in U.S. 

April 22 – 29% fan 
growth in two days 

June 1 – 653% fan 
growth since 4/21 

Date 

#
 o

f 
U

.S
. 

F
a
n
s
 



Magnum’s social platforms were updated with live content to provide virtual 
access to the red carpet event and offer fans/followers the opportunity to 

step beyond the velvet rope. 

 

 

 

 

 

 

 

 

 

 

 

 
 

Film Series Premiere/ 
Tribeca Film Festival 



Film Series Premiere/ 
Tribeca Film Festival 

Monitored live tweets from guests and 
media at the event, engaging with 

influencers and sharing their content 
throughout the evening 

Key online media and bloggers were 
invited to cover red carpet arrivals, 

including a designated “live tweeter”; 
Specific high-end online editors were 

asked to attend the event, resulting in 
significant buzz online. 

Live updates included #MagnumScene to 
encourage guests to follow the 

conversation and photos in real-time 

The first film premiered on the 
Magnum Ice Cream Facebook 

simultaneously, driving users to 
instantly view and share the film 

online 



 
Launched a Twitter page to introduce Magnum Ice Cream as the new “it” ice 

cream, engage with digitally savvy women and amplify awareness of the 
brand online. 

 
 
 
 
 
 
 
 
 
 
 
 
 

Integrated Twitter media buys, including Promoted Accounts, Promoted 
Tweets and Promoted Trends. 

Twitter 



Twitter Engagement 

7,081 mentions 

2,609 clicks to Magnum website 

51 direct messages 

2,746 @replies 

 
More than 

12,000 
interactions 
with Twitter 

users; 
33,000 
Twitter 

followers 
 
 
 



Twitter Influencer Engagement 



Secured single Promoted Trend sponsorship of #RoyalWedding on the day of 
the event (April 29), tweeting live content and engaging with U.S. viewers in 

real-time.  
 
 
 
 
 
 
 
 
 
 
 
 
 

#RoyalWedding 



#RoyalWedding 

More than 2.54M mentions of 
#RoyalWedding by Twitter users that 
day, or about 13,000 tweets per minute  

5.8% engagement rate on 1.44M 
Promoted Tweet impressions 

83,000 clicks 

16x normal account mentions, 22x 
normal follows, more than doubling our 
follower count in one day 

The Magnum Ice Cream Facebook page 
gained more than 1,000 fans 

The PBS live stream of the wedding 
that Magnum Ice Cream promoted 
organically and through a Promoted 
Tweet received more than 900,000 
views 



#RoyalWedding Engagement 

1,083  
re-tweets 

270 replies, 
mentions 

and  
direct 

messages 



Launched a Tumblr page to complement Facebook and Twitter by distributing 
longer forms of social updates to fans/followers online. 

 
 
 
 
 
 
 
 
 
 
 
 

Provided “Michelle” with authentic and compelling content and allowed her 
virtual access to the Magnum Ice Cream red carpet launch event.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Tumblr 



Tumblr 

Custom designed Tumblr page to 
coordinate with the newly launched 
MagnumIceCream.com and Twitter page 

Live blogged Magnum Ice Cream launch, 
film premiere and red carpet arrivals and 
event experience 

Followed Tumblr blogs of interest such as 
fashion, food, travel and fan sites 

673 unique 
page views 

 
Twitter #1 

referral source 
 

Tumblr also a 
major referral 

source  
 



The Event 



Event Overview 

 Fashion royalty, journalists, celebrities, models and 
socialites all found common ground – in an ice cream bar – 
as they gathered inside the IAC building in New York City 
on April 21, 2011, for the official U.S. launch of Magnum 
Ice Cream. 

  

 At the event, more than 300 guests from the fashion, 
media and social worlds viewed the original film series, 
honored Karl Lagerfeld and Rachel Bilson and indulged in 
Magnum ice cream bars and Magnum-inspired signature 
cocktails and passed appetizers. The event included 
opening remarks from Jane Rosenthal, co-founder of the 
Tribeca Film Festival, who thanked Magnum for its signature 
sponsorship and welcomed and praised Karl and Rachel for 
their work on the film series. 



The Red Carpet 

54 media attendees  

on the red carpet… 



The Red Carpet 

  

 

 

 …and more than 30 bold-faced VIPs, including… 

  

 

 

  

Anna Wintour Christian Siriano Crystal Renn Nicole Lapin Behati Prinsloo 

Neon Trees Alex Meraz Kim Raver Diane Birch Patrick Demarchelier 

http://www.rightcelebrity.com/?pp_album=main&pp_cat=&pp_image=Crystal_Renn_1.jpg
http://www.thehollywoodgossip.com/gallery/alex-meraz-photo/


 

 

 

 

 

 

 

 

 

 

 
 

The Red Carpet 



Magnum Has Arrived… 



Launch Party Social Media Chatter 



Launch Party Media Buzz 

  

 

 

  

 “…imagine a room full of people like Anna (Wintour) and 
Oliver Theyskens going out of their way to gather to watch 
three of these (films) on the big screen.”  

 — New York Magazine: “The Cut”  

  

 “What’s better than fashion and ice cream? A three-part 
short film series launching Magnum Ice Cream featuring 
Rachel Bilson and directed by Karl Lagerfeld.”  

 — OKMagazine.com  

  

 “Who knew that you could get this many fashion people to 
come out for an ice cream party?”  

 — Racked.com  

http://nymag.com/daily/fashion/2011/04/video_baptiste_giabiconi_acts.html
http://www.okmagazine.com/2011/04/rachel-bilson-karl-lagerfeld-debut-ice-cream-flick-at-tribeca-film-festival/
http://racked.com/archives/2011/04/22/karl-lagerfeld-and-rachel-bilson-premiere-their-film-shorts-for-magnum-ice-cream-at-the-tribeca-film.php


The Results (At-a-Glance) 



The Numbers 

We generated mass awareness for Magnum with most coverage featuring the 
majority of program messages and reaching Michelle in the highly targeted media 
she devours. 

Goal: 200 million media impressions 

Achieved: More than 2 BILLION media impressions 

 

We ignited a conversation with our core consumer by launching Facebook, Twitter 
and Tumblr for Magnum in the U.S. 

Goal: 50,000 likes on Facebook 

Achieved: More than 158,000 likes on Facebook 

  

Magnum landed in the U.S. with greater demand than ever imagined and Unilever 
must now import 30% of stock through year end. 

Goal: Achieve 3.5% trial and 30% repeat 

Achieved: 5% trial and 32.1% repeat 

Magnum became the number one Super Premium Stick brand in the U.S. within 
four weeks of the U.S. launch* and has grown the category by 67% (owning 
34% of category) 

  

 
*Results provided by Nielsen 



The End of the Beginning 

Product sales and impressions made one last Magnum 
fashion statement: Unilever had hailed this one of its 
most successful product launches. 

 

So, how do you know when you’ve positioned a premium 
ice cream bar as one of the most coveted fashion 
accessories? When the fashion authority, Vogue, calls to 
request Magnum product for a prop in its own spread. 
We truly had our Magnum Opus. 

  

 

*Results provided by Nielsen 


