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Award Designation and Category:  
Data Innovation 
 
Campaign Title:  
Talenti Layers 
 
Year the campaign took place: 2019 
 

 
 

 
 
Brand: Talenti 
Creative Agency: Mekanism 
Media Company/Agency: Mindshare 
Research Company: Unilever’s Consumer & Market Insights team with IRI 
and Mindshare 
Additional Affiliated Companies: UStudio (Unilever In-House Creative) 
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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
The Talenti ice cream brand suffered from a decline in 2017-18 and needed 
a step-change in performance. In 2019, an exciting new range called Talenti 
Layers was about to launch, and generating trial was crucial to return the 
brand to growth. The goal of the 100% digital campaign was to increase 
household penetration by communicating the craftsmanship of each pint - 
through the irresistible look of Layers - to specific, purchase-based 
audiences.  

 
To achieve this goal, Talenti was the first brand to work with the newly 
formed Unilever Digital Hub on innovative ways to activate finely targeted 
audiences, and pilot a leading indicator model in order to make in-flight 
optimizations. In partnership with the Consumer & Market Insights (CMI) 
team, we created a model that helped determine which metric was most 
correlated to sales, allowing creatives, audiences, and platforms to be 
optimized accordingly. We also used these insights to identify and activate a 
1st Party site engager lookalike audience.  
 
The leading indicator results were validated by an increase in percent of 
sales driven by media. In addition to driving sales, the campaign achieved 
best in class brand lift results across all social partners, including awards for 
strongest CPG campaign ever from Twitter. Overall, the campaign helped the 
brand achieve unprecedented sales growth. 
 
 
 
Consumer Insight  
Custom-crafted messages deliver mouth-watering appeal, turning 
prospective buyers into Talenti fans in real time 
 
 
 
 
 
 
 



 

     |  2020 ARF David Ogilvy Awards - Winning Case Summary 3 

 
 
Marketing Challenge 
 
The complexity of the CPG shopper journey demanded a new data driven 
measurement framework to optimize marketing strategies while a campaign 
is still in-flight. However, sales typically cannot be optimized directly due to 
the long purchase cycle in CPG and the fact that most conversions happen 
offline in stores. We needed a way to influence sales via in-flight 
optimizations to drive Talenti back to growth. 
 
The solution? Identify a mid-funnel leading indicator model that will provide 
a potent proxy to sales and can be easily tracked in real time. This type of 
study was especially important for a brand like Talenti, which had 
experienced two years of decline and was looking to drive awareness and 
trial of their innovation, Layers.  
 
The Unilever Digital Hub, in partnership with the Consumer & Market Insight 
(CMI) team, led the development of an actionable leading indicator with 
input from our partners. The process involved a mix of art and science, and 
was highly iterative. The initial testing and modeling came with some 
challenges, as we had to identify a proxy metric to sales with the right scope 
to optimize in media. After a lengthy process of testing multiple signals, CMI 
identified our leading metric, combining two of our strongest metrics into 
one signal allowing us to optimize media in flight. 
 
To strengthen the model, we then tested several more specific metrics to 
understand their effectiveness and the sales attributed. We had to balance 
the effectiveness with our understanding of the brand strategy to align on 
the attribute that made the most sense for media. The final leading indicator 
we selected hit the sweet spot by capturing consumer attention and driving 
sales through optimizations.  
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Methodology  
 
The Talenti Layers 2019 campaign used a leading indicator model to identify 
which metrics should be optimized on in-flight and to custom build precision 
audiences for targeting. 
 
CMI set out to determine a behavioral proxy metric which was most 
correlated to sales and equity and was available in real time, allowing for 
fast validation or quick course correction if needed. The Talenti campaign 
was a great fit because of the brand’s established relationship between 
offline sales and digital activity, as well as the brand’s campaign objective of 
driving awareness and trial of Talenti Layers with consumers most likely to 
convert. 
 
Initially, a correlation analysis was used to form a starting hypothesis on 
what the potential leading indicators might be. Next, we used advanced and 
rigorous modeling techniques to identify the incremental sales coming from 
these identified variables. The Digital Hub and CMI zoomed into one 
attribute in particular to establish the most relevant indicator, quantifying its 
impact on sales while controlling for distribution, seasonality and other 
factors. 
 
This study, which was a first for Unilever, determined the leading indicator 
that had the highest contribution to sales. Since this was a real-time test, 
media on social and display was then optimized towards this metric. 
 
The team was also able to use these learnings to identify and target 
audiences. The audience first campaign strategy involved three specific 
audiences identified via purchase data that established a core, halo, and 
aspirational audience target. These audiences were targeted using a 
combination of data sources (3rd, 2nd, and 1st party), thereby ensuring we 
were leveraging all signals to reach a wide range of audiences with highly 
personalized and relevant messaging.    
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CMI then used the leading indicator to develop and activate a 1st party site 
engager audience by creating a lookalike model in Adobe with a seed set. 
This helped the audience size grow almost 80 times larger!  Based on the 
leading indicator work, we discovered which data tactics, targeting and 
audiences had the highest lifts in spending per household. Overall, these 
learnings on which audiences and metrics are most effective have informed 
not only the Digital Hub team efforts but the larger CMI team strategies. 
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Creative Execution 
 
Talenti created three initial creative concepts with the goal of communicating 
the craftsmanship of each pint, through the irresistible look of their Layers 
innovation. The ads featured full-screen close-ups to drive that Talenti tastes 
delicious, is made with high quality ingredients, makes any moment feel 
special and is different from other ice creams to ultimately motivate 
consumers toward purchase.   
 
We served these creatives to distinct custom audiences across display and 
social to identify which concept resonated most with each audience. Bi-
weekly performance reviews determined that creative performed similarly 
across all variations, potentially pointing to a lack of variance between the 
concepts. The team then created four new eye-catching assets featuring 
updated call to actions. Two of these new creatives were bespoke to the 
audiences, while three featured specific flavors.  
 
The creative changes helped drive an increase towards the leading indicator, 
and  growth in social and display metrics – fantastic results all around.  
 
We also drew learnings from which messaging resonated most with which 
audience to inform future campaigns.  We found that our always-on best in 
class creative should be served to our broader audiences, while the audience 
with lower awareness must have a separate creative strategy to generate 
consumer interest. 
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Business Results/Lessons Learned  
 
The Talenti Layers campaign was the most effective Unilever social campaign 
of the year, resulting in significant lifts in aided and unaided awareness, 
brand equity, underlying sales growth and sales driven by media. By using 
the leading indicator model to understand and influence consumer behavior, 
Talenti generated excitement, awareness, and trial of their launch. 
 
Talenti also had the most successful brand effect across all CPG Twitter 
campaigns measured in the US in the past 3 years, achieving results in the 
98%+ percentile on awareness, consideration, and ad recall. The campaign 
also outperformed category norms for Pinterest, Facebook, and Snapchat. In 
addition to outstanding brand lift results, the iterative approach to creative 
boosted agreement of all key attributes: tastes delicious, is made with high 
quality ingredients, makes any moment feel special and is different from 
other ice creams. 
 
Lastly, we saw that this leading indicator model is an early predictor of sales, 
which needs to be ‘layered’ with sufficient long-term brand building activity. 
More than the business results, developing the leading indicator model was a 
great learning experience for the newly formed Digital Hub and the CMI 
team. It has significantly changed not only our approach to measuring live 
campaigns, but hopefully that of the industry as well.  Going forward, we 
intend to validate these results with Talenti and other brands, and explore 
how Leading Indicator models can be developed for upper funnel metrics. 
Our data driven measurement journey has only just begun! 
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Talenti Layers Campaign Collaborators: 

1. Katie Riviera: Senior Partner – Director, 
Mindshare katie.rivera@mindshareworld.com  

2. Victoria Awokoya: Partner - Director Analytics, Mindshare 
victoria.awokoya@mindshareworld.com 

3. Jessica Manis: Director - ULTRA Lead, 
Mindshare jessica.manis@mindshareworld.com 

4. Anibal Dams: Managing Partner, Group Director, Group M 
anibal.dams@groupm.com 

5. Jing Xu: Senior Analyst, Group M jing.xu@groupm.com 
6. Karen Laker: Talenti Senior Brand Manager, 

Unilever Karen.Laker@talentigelato.com 
7. Camila Viola: Talenti Associate Brand Manager, 

Unilever Camila.Viola@talentigelato.com 
8. Ben Weinberg: Measurement & Optimization Specialist, Unilever 

Ben.Weinberg@unilever.com  
9. Dana Goodman: CRM Associate Manager, Unilever 

Dana.Goodman@unilever.com  
10. Emily Bigelow: Food & Refreshments Digital Hub Lead 

Emily.Bigelow@unilever.com  
11. Adam Frazier: Dynamic Audience Specialist, Unilever 

Adam.Frazier@unilever.com  
12. Leslie Miller: Ice Cream Marketing Director, Unilever 

Leslie.miller@unilever.com  
13. Tomomi Mimura: Connect Senior Manager, Unilever 

Tomomi.Mimura@unilever.com  
14. Patrick Jones: Digital Services Manager, Unilever  

Patrick.Jones@unilever.com  
15. Richard Fielding: Principal, MCOE, IRI 

Richard.Fielding@IRIworldwide.com   
16. Jess Miller: Account Supervisor, 

UStudio jessmiller@ustudio.global 
17. Carlos Bolivar: Senior Multimedia Designer, 

UStudio carlosbolivar@ustudio.global   
18. Brad Ure: Brand Director, Mekanism brad.ure@mekanism.com 
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19. Katie Gilbaugh: Brand Manager, Mekanism 
katie.gilbaugh@mekanism.com>  

20. Emily Swenson: Art Director, Mekanism 
emily.swenson@mekanism.com 

21. Ian Kovalik: Partner & Executive Creative Director, Mekanism 
Ian.kovalik@mekanism.com 

 
 


