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Iglo-Industria de Gelados
Limitada, Portugal, is a small but
expanding business now
employing more than two
hundred people. Recently the
slogan for the Raja brand was
changed from ‘The Best There
Is’ to ‘Better than Ever’ -
‘Melhor que Nunca’. This report
explains the background to the
change and the claim.

Jim Twiss was looking forward to the week-end.
It was three o’clock on a Friday afternoon in
Gloucester, England. Being ‘a product manager
for ice-cream, Twiss reflected, might be a
rewarding job, but it was also an exhausting one.

When, a few minutes later, he heard a voice
telling him that he was going to Portugal he had
to pinch himself to be convinced that he was
really awake.

“There’s a plane early Monday morning,” the
voice went on. ‘We’ll make all the arrangements.’
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The new factory at Santa Iria is on a level site beside
the Tagus estuary, with ample space for expansion

Marinus Boneker (right) from Rotterdam Engineering
Department will soon be leaving the factory after
being there eighteen months to help get it started.
He is seen in the chill room talking to maintenance
supervisor Luis Esteves

If Twiss’s arrival in Portugal early on a Monday
afternoon in December 1969 was somewhat un-
orthodox — even for a young Unilever trainee — it
came at a time of exceptional change and op-
portunity. Unilever had entered the ice-cream

business in Portugal as recently as 1959 with the
acquisition of a small factory in the centre of
Lisbon that had started as an ice plant and was
later selling ice-cream under the brand name of
Esquimé. For some years the company made slow
progress. Then, in 1966, the business underwent
a dramatic change by means of a surprisingly
simple form of promotion. A wide range of little
plastic models of Walt Disney figures — Snow
White and the seven dwarfs, Bugs Bunny and
other characters — were distributed with each
ice-cream. The marketing men were delighted
when sales doubled in a season. And sales con-
tinued to rise to a lesser degree in subsequent
years. Ol4’s main competitor was Raja, which was
quick to follow the idea of plastic models to aid
sales, with a similar if less sensational result, thus
broadening the whole basis of the market.

A New Start

Increased sales put a considerable strain on the
Ol factory, the productive capacity of which was
very limited. Space was at a premium, there was
no room to expand, and it was difficult for vans
to get in and out of the narrow entrance into the

-






