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Bye Love Bye /
Elena’s

Mexican ice cream brand launches limited-edition product to help heartbroken consumers through breakups,
increasing sales by 160%

 https://www.youtube.com/watch?v=7gagSnVf0og

CAMPAIGNS 27 MAY 2021

Challenge / As a result of the Covid-19 pandemic, retailers around the world were forced to close in order to slow the spread
of the virus. For Elena’s, a family-owned Mexican ice cream brand that predominantly sells its product in store, this meant a
dramatic decrease in revenue.

In order to mitigate the impact, Elena’s needed to increase awareness of its offering online and drive consumers to its website.

Solution / To create buzz about Elena’s and incentivise people to purchase its products online, the ice cream brand and creative
agency VMLY&R Commerce        in Cleveland, Chicago and Mexico City, launched a special-edition product designed to heal
broken hearts.

Working off the insight that people turn to ice cream in times of emotional distress (like a break up), Elena’s created a one-litre
tub of ice cream called Adios Amor Adios (Bye Love Bye) that was divided into the five emotional stages of grief: denial, anger,
sadness, acceptance and hope. Each stage was represented by a different flavour (vanilla, matcha tea, chocolate, red berries and
mango), selected based on scientific evidence that shows how the different ingredients impact your mood.

For example, the second stage of grief – anger – was flavoured with matcha tea, which has been proven to raise serotonin, GABA
and dopamine levels, resulting in a relaxing effect. Whereas the layer of dark chocolate (according to the brand, by this stage of
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the tub you should be feeling sad) is rich in amino acids which help your brain release endorphins to lower stress levels and
trigger a general sense of happiness.

Codes were printed on the interior of the ice cream tub to correspond with each flavour/stage of grief. When typed into the
brand’s website, customers were in with a chance of unlocking a voucher to help the individual handle the emotional trauma that
they were experiencing.

For instance, the code revealed by the second layer – anger –  unlocked a free shipping label to send your ex-partner’s clothes to
the charity Salvation Army. Meanwhile, the code at the bottom of the tub – hope –  offered a free Tinder gold subscription to help
you get back in the dating game.

Each tub of ice cream cost 200 pesos ($10) and could be purchased via the brand’s ecommerce site where you could also find
advice on what to do to feel better. And, even get in touch with a therapist if needed.

The socially-driven campaign was launched on 3 April and lasted for one month.

Results / According to the agency, the campaign increased mentions of the brand on social media by 420% and led to a 230%
increase in visits to the brand ecommerce site. Not only did the first batch of the special-edition product sell out in one week, the
campaign also resulted in a 160% sales increase for Elena’s other flavours.

Update 01/07/21: To find out more about the insight and strategy behind the campaign, read our interview with Manuel Bordé,
global chief creative officer at VMLY&R Commerce, Sebastián Cuevas, associate creative director at the Cleveland office. As well
as Inés Sologuren, growth and operations manager at the Mexico City office, here.

Contagious Insight /

Safety in numbers / The best way a brand can grow long-term is to increase its number of buyers and the occasions for
which its product is purchased. This is a key finding from research by the Ehrenberg-Bass Institute for Marketing Science,
summarised by Professor Byron Sharp, director of the Institute, in his book How Brands Grow. Sharp argues that if you
want to grow a brand, the primary question you should be asking yourself is ‘on what occasion/at what moments in
[people’s] lives could our brand come to mind for consumers?’

For an ice cream brand like Elena’s the key consumption occasion is obvious: hot weather. In fact, a 1% rise in temperature
(in degrees Celsius) leads to an increase in the demand for ice cream of approximately 1.2%. Here, Elena’s is creating
another category entry point by linking its product to emotion, relationships and a certain state of mind. Consequently, the
brand is able to expand its appeal, widen its audience and drive sales. In the words of Byron Sharp: ‘Successful growth
brands (ones with the highest market share) are the ones with universal appeal and the biggest customer base.’

Try it out / According to the agency, one of the business objectives of this campaign was to increase online sales, and
sampling is a tried and tested tactic when it comes to impacting purchase. In fact, a report from Sampling Effectiveness
Advisors found that 73% of consumers are likely to buy a product after trying it. And, a report from the Journal of Retailing
revealed that product sampling can actually increase sales for the entire category, not just the specific product being
sampled. Elena’s special-edition ice cream tub that features five different flavours is a way for the brand to introduce
consumers to a variety of its ice creams, hence the hefty 160% sales increase of its other flavours.

Reaching further / Crucially, Elena’s didn’t just release a couple of pots of ice cream based on emotions and think that it
would be novel enough to get attention. The brand continued the campaign through multiple touchpoints (eg, codes to get
a free Tinder account) that ensured the conversation and lifecycle of the campaign would extend beyond the initial launch.
While this was a limited-edition product launch, the intrigue, fun and PR value of the story was able to live beyond it and
put Elena’s top-of-mind during a challenging time.

https://www.elenashelados.com/
https://www.contagious.com/io/article/insight-strategy-bye-love-bye
https://theconversation.com/explainer-how-does-the-weather-affect-the-economy-44944
https://samplingadvisors.com/tools/w2.pdf
https://www.sciencedirect.com/science/article/abs/pii/S0022435917300544?via%3Dihub
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