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(Muse by CLIO, 2019)

http://www.youtube.com/watch?v=0Kio3t3nXJo




 (Ad Stasher, 2017)

http://www.youtube.com/watch?v=bXnM5T7cmdc










(Digiday, 2017)







Campaign Target Creative Target 

● Brand loyals: Buyers who are 
loyal to Halo Top 

● Favourable Brand Switchers: 
Buyers who buy Halo Top but 
also buy other similar brands 

● New Category Users: Buyers 
who want to buy ice cream 
with health benefits or a brand 
that provides health options 
(vegan, dairy free ect) 

● Behaviour: Dieters, frequent 
gym visits, health conscious, 
calorie counting, social media 
engaged, looks up brand 
before purchasing. 

● Lifestyle: Fitness enthusiasts, 
ambitious individuals

● Values: Socially conscious, 
progressive thinkers, attracted 
to brands that are clean and 
spell out their key benefit to 
avoid confusion.



C - Category Positioning
Adopting the Narrower Category 
Positioning Strategy

● Halo Top niche product was the solution to ice 
cream anxiety (reword this sentence)

● innovation of being the industry’s first low calorie, 
low sugar protein ice cream meant that they have 
bridged the impossible - to be able to indulge in ice 
cream without the guilt and inadvertently created 
the first healthy ice cream market.

● Their positioning Strategy is embedded in their 
packaging:

○ Slogans placed on lid foil - no bowl no 
regrets / stop when you hit the bottom 

○ Ice Cream calorie count strategically 
displayed in centre to be visible. 

(GILLILAND, 2019)



(GILLILAND, 2019)





(GILLILAND, 2019)



Key Benefits Emotional Selling Proposition:  

● Associating emotions instills 
positive emotions excitement, 
indulgence, humor and guilt free 
towards their consumers.

● Halo top aims to position 
themselves as a cheerful, 
reassuring and beneficial brand. 

Entry tickets: All Halo Top products 
guarantees lower calories and sugar. 

● This entry ticket benefit is strongly 
positioned - The calorie count 
strategically place on the centre of 
all its products. 

Inferior benefits: Halo top products 
price point is higher than its 
competitors. 

● Halo Top prices deters new 
category users & Multi Brand 
Loyals away from their brand as 
they would seek similar products 
positioned at a lower price. 

(CALDBECK, 2018)





I D U 
● It is important to their 

customers that they are 
healthy yet still enjoying 
their desert. 

● The brand is able to 
deliver this benefit 
through their marketing 
strategy, using phrases 
such as “Guilt Free Zone” 
and “No bowl, no 
regrets”. 

● Each pint of ice-cream 
also proudly displays the 
amount of calories per 
tub. 

● Halo Top is unique as 
their ice cream has less 
fat and sugar than 
traditional ice-cream, as 
well as added protein. 

● They offer a healthy 
alternative to ice-cream 
that is still real ice cream 
as opposed to frozen 
yogurt or a confectionary 
desert.  

● Focus on allowing 
customers to indulge 
without feeling guilty. 



Multiattribute Strategy 
1. Uniqueness strategy – Increase Halo Top’s perceived delivery on an 

important benefit: 
- Has less fat and sugar than traditional ice-cream, and added protein.
- Brand has not compromised in taste, quality of variety of flavours, and 

it is marketed as a unique guilt free dessert alternative. 

2. Comparative strategy – Using comparative advertising, to decrease 
a competitor’s perceived delivery on a benefit: 

- Comparative advantage is that it is a normal line of pint sized ice 
cream flavours, that taste just as good as any other competitor

- Outperform competitors in terms of  health benefits.
- Instagram page they are constantly showing new gourmet 

flavours, some that are new and some that are readily available -
- Facebook shares low cal indulgent recipes (pancakes, brownies) 

to pair with their ice cream and outline their health benefits 
though this constantly 





(a) The perfect pint 

(b) Low in calories, 
high in taste 

(e) Guilt free zone 





6
Plant Based 

Gluten Free Range 

Dairy Free Range

Vegan Range

Low Calorie 

Internationally Sold

Annual sales revenue of 

$132M

(Ben & Jerry’s Homemade, Inc. | 

Encyclopedia.com 2018)

Blue Ribbon Low 

Calorie Range

Vegan Range

Internationally Sold

4 Flavours

(Streets Ice Cream, 

2019)

Plant Based

6 Flavours

Dairy Free

Gluten Free Range

(Over The Moo, 

2021.)

 

Vegan Range 

Low Calorie

Internationally Sold

Dairy Free Range

3 Flavours

Australia made and owned

(Medianet 2019)



                    TARGET MARKET

- 16 - 24 year olds

- Interested in social justice issues

- Reasonably wealthy 
Willing to pay more for higher quality 

- Has a sense of humour 

BEN & JERRY’S 
COMPETITOR 1

(Reding, 2020)



“PECAN RESIST” 
EQUALITY, JUSTICE AND RESPECT 

RESPONDING TO THE TRUMP 

ADMINISTRATION
978k views on YouTube

“I DOUGH I DOUGH” 

THE LGBTQ+ COMMUNITY AND 

MARRIAGE EQUALITY
26k  likes & 11k shares on Facebook

“CHANGE THE WHIRLED” 
DISMANTLE SYSTEMS OF 

OPPRESSION AND EMPOWER 

PEOPLE OF COLOUR
91k likes on Instagram

(Beard, 2021) (Parker, 2020)

http://www.youtube.com/watch?v=4rJ_X1tKwAQ


STREETS

OVER THE MOO

COMPETITOR 2

COMPETITOR 3

                      TARGET MARKET

- 20 - 40 year olds

- Those who choose not to / cannot eat dairy

- Interested in an indulgent experience

                      TARGET MARKET

- 20+ year olds

- Loyal customers to a familiar brand 

- Attracted to healthy products

- Looking for a ‘guilt-free’ dessert

(Molloy, Cheung, 2013) (Langmore, 2018)



- The brands advertisements are featured on physical means such as billboards, 
posters, flyers and a promotional van where they travel and host ‘pop-up’ stations.  

- This targets a more passive audience and optimises sales through foot traffic.

- The van also generated a lot of earned media articles in the lead up to their launch. 

(Urquhart, 2017)

OVER THE 

MOO



- Streets are a renowned brand 
Australia-wide, having provided indulgent 
ice cream for decades. Their marketing 
strategy have introduced their low calorie 
range with a collaborative approach.
 

- Teaming up with Fitness First and Mango 
PR, Blue Ribbon have harnessed 
geo-targeted ads to encourage sales. This 
campaign alerts the audience how many 
kilometres away their ice cream stockists 
are and how many calories walking to this 
destination would burn, justifying the sale 
and indulgence of their sweet dessert. 

- Fitness First members were also offered 
one-hour classes and rewarded a 
complimentary tub after completion.

(Newsroom, 2019)



TILLYS
COMPETITOR 4

                      TARGET MARKET

- Women

- 20 - 50 years old

- Conscious of Australian owned / 
made products

- Health / Image conscious 

(Media Net, 2019)





HIGH PROTEINLOW PROTEIN

GUILT FREE 

CONSUMPTION

HIGH GUILT CONSUMPTION(Fat Secret, 2021)



CREAMINESSLACK OF

HIGH CALORIES 

LOW CALORIES

CREAMINESS

(Snyder, Leogrande, n.d)



UNIQUETRADITIONAL

VEGAN FRIENDLY

NON-VEGAN

FLAVOURSFLAVOURS



HIGH  PRICELOW  PRICE

TASTY

DISTASTEFUL(Tyler, 2018)

















DEMOGRAPHIC ● Age: 18-34
● Gender: Women
● Ethnicity: Any ethnicity 
● Religion: Any (except Hinduism as eggs are in ice cream proteins)
● Education: College and above education level
● Household Size: 1-4 people 

GEOGRAPHIC ● Country: Australia based target 
● Climate: Warmer climate closer to the equator and by the ocean 

BEHAVIOURAL ● Usage Rates: Weekly or Bi-weekly 
● Brand Loyalty: Brand loyals, favourable brand switchers and new category users
● Behaviours: Dieters, gym membership holder, health conscious, calorie counting, 

social media engaged, researches healthy brands 

PSYCHOGRAPHIC ● Lifestyle /Personality: Fitness enthusiasts, ambitious individuals, Socially conscious, 
progressive thinkers, attracted to brands that are clean and spell out their key 
benefit (low calorie). 

















What                               
(decision stages)

1. Need Arousal 2.     Search and Evaluation 

Who                                           
(roles) 

Target market of 18-24, 26-35 year 
old women (initiator) 

● Target market (decider) 
● Social media influencers (influencer) 
● Friends (influencer)
● TV and social media ads

Where                                   
(location)

● Supermarket 
● At home 
● Social Media 
● Web 

● Supermarket 
● Social Media 
● Web / reviews

When                                     
(timing)

3pm-Midnight (After work/school 
and before shops close) 

Search and evaluation is done as a pre-purchase 
action 

How                                        
(decision 
process)

Bad day, comfort food, healthy 
reward, finished exercise, desert 
alternative

Consider all available options, Halo Top has the 
gourmet flavour range that doesn't sacrifice 
deliciousness, and feel guilt free (This is a stronger 
emotion than other brands strategies of happiness, 
taste ect)



What                        
(decision stages)

3. Purchase 4. Usage 

Who                            
(roles) 

Target Market (Decider) Target Market (Decider)
Friends, Roommates, Partner, Children 

Where                   
(location)

Supermarket or specialty store At home, at a park, friends house ect 

When                       
(timing)

3pm-Midnight (After work/school 
and before shops close) 

Within a week of buying 

How                    
(decision process)

Target market goes in with the 
need, brand knowledge and 
direction, completes a final 
evaluation of brands offered and 
purchases. 

Eating ice cream guilt free



Abboud, L 2019, Halo Top challenges big brands for scoop of ice-cream market, Financial Times, Financial Times.

Blue Ribbon 308-372 Calorie Tubs 2021, walls.

Burke, O 2019, New Australian Low Calorie Ice Cream, Medianet.

Carey, A 2019, Mates raking in millions after making dessert ‘healthy’, NewsComAu, viewed 14 April 2021, 
<https://www.news.com.au/finance/business/retail/lawyer-mates-raking-in-millions-after-making-dessert-healthy/new
s-story/4e1e811da2dab17973277f70089e5b23>.

Caldbeck, R 2018, How Halo Top Became a Consumer Sensation, Medium, viewed 20 March 2020, 
<https://ryancaldbeck.medium.com/how-halo-top-became-a-consumer-sensation-23ca9315662f>. 

Comestri 2021, 2021 Trends in Ecommerce (AU), viewed 14 April 2021, 
<https://www.comestri.com/wp-content/uploads/2020/11/2021-Trends-in-Ecommerce-AU.pdf>.

Danao, M 2020, Halo Top Increased Sales By 2,500% With Word-of-Mouth, Word-of-Mouth and Referral Marketing Blog.

EDAN n.d., Halo Top, EDAN Creative, viewed 14 April 2021, <https://edancreative.com/gallery/halo-top/>.

Encyclopedia.com 2016, Ben & Jerry’s Homemade, Inc. | Encyclopedia.com, Encyclopedia.com.

FAB News 2019, Blue Ribbon Helps Ice Cream Lovers Justify the Treat with Geo-Located Ads – FAB News, Fabnews.live, viewed 
14 April 2021, <https://fabnews.live/blue-ribbon-helps-ice-cream-lovers-justify-the-treat-with-geo-located-ads/>.

https://www.news.com.au/finance/business/retail/lawyer-mates-raking-in-millions-after-making-dessert-healthy/news-story/4e1e811da2dab17973277f70089e5b23
https://www.news.com.au/finance/business/retail/lawyer-mates-raking-in-millions-after-making-dessert-healthy/news-story/4e1e811da2dab17973277f70089e5b23
https://ryancaldbeck.medium.com/how-halo-top-became-a-consumer-sensation-23ca9315662f


References 
Facebook - Halo Top 2021, Ad Library, www.facebook.com, viewed 14 April 2021, 
<https://www.facebook.com/ads/library/?active_status=all&ad_type=all&country=ALL&view_all_page_id=2370446964216
38&start_date>.

Fernfort Uni n.d., Australian Dairy Farms Group PESTEL / PEST & Environment Analysis[Strategy], Fern Fort University.

Five Trends for the Legal Industry to Watch in 2021 2021, www.lexisnexis.com, viewed 14 April 2021, 
<https://www.lexisnexis.com/community/lexis-legal-advantage/b/trends/posts/five-trends-for-the-legal-industry-to-wat
ch-in-2021>.

Gilliland, N 2019 How Halo Top is challenging the ice cream market social marketing strategy, viewed 9 April 2021, 
<https://econsultancy.com/how-halo-top-is-challenging-the-ice-cream-market-social-marketing-strategy/>.

Halo Top | Ice Cream For Adults | Compilation n.d., www.youtube.com, viewed 14 April 2021, 
<https://www.youtube.com/watch?v=0Kio3t3nXJo>.

Halo Top Ice Cream Commercial 2017 - (USA) n.d., www.youtube.com, viewed 14 April 2021, 
<https://www.youtube.com/watch?v=bXnM5T7cmdc>.

Halo Top Review — King of Cheat Meals Food Blog - Auckland, New Zealand 2020, King of Cheat Meals, viewed 14 April 
2021, <https://www.kingofcheatmeals.com/snack-reviews/halo-top-review>.

Health 2015, Australia New Zealand Food Standards Code – Standard 2.5.6 – Ice cream, www.legislation.gov.au.



References 
Helm, B 2018, Why the Most Hated-On New Ice Cream Brand in America Is a Booming $100 Million Business, Inc, viewed 4 April 2020, 
<https://www.inc.com/magazine/201802/burt-helm/halo-top-healthy-ice-cream.html>. 

IBISworld 2021, IBISWorld - Industry Market Research, Reports, and Statistics, www.ibisworld.com.
Lang, A 2019, Low-Calorie Ice Cream: Healthy Options and Recipes, Healthline 

Langmore, K 2018, Dairy-free Over the Moo finds niche in Australian ice cream market, www.intheblack.com.

iffreing, I 2017, Inside Halo Top’s Instagram strategy, Digiday

Lindstrom Company, n.d, The Secret Ingredient In Halo Top’s Branding Success, Martin Lindstrom, viewed 30 March 2020, 

<https://www.martinlindstrom.com/the-secret-ingredient-in-halo-top/>.

MarketLine 2020, Ice Cream in Australia, Marketline.

Neo, P 2019, Healthy food in Australia: Three major trends to influence new product development revealed, foodnavigator-asia.com.

LNudd, T 2019, Halo Top Is ‘Ice Cream for Adults,’ and So Are Its Hilariously Bleak New TV Commercials, Muse by Clio.

Our ice cream 2020, over-the-moo.

https://www.inc.com/magazine/201802/burt-helm/halo-top-healthy-ice-cream.html
http://www.intheblack.com
https://www.martinlindstrom.com/the-secret-ingredient-in-halo-top/


Parker, E 2020, Is Ben & Jerry’s Political Stance Risky or Necessary?, BuzzSumo.com, viewed 14 April 2021, 

<https://buzzsumo.com/blog/is-ben-and-jerrys-political-stance-risky-or-necessary/>.

Quickstats.censusdata.abs.gov.au. 2021. 2016 Census QuickStats: Oatley. [online]. Viewed  12 April 2021,  Available at: 

<https://quickstats.censusdata.abs.gov.au/census_services/getproduct/census/2016/quickstat/SSC13064>.

Reding, T 2020, Marketing Plan for Ben and Jerry’s, Issuu.

S, S 2017, Halo Top Ice Cream Launch 2 New Ads ‘The Perfect Pint’ | AdStasher, www.adstasher.com.

Snyder, N & LeoGrande, L 2018, This Low-Calorie Ben & Jerry’s Ice Cream Is Better Than Halo Top, Spoon University, viewed 14 April 

2021, <https://spoonuniversity.com/lifestyle/ben-jerry-light-ice-cream-line-totally-beats-halo-top>.

Tyler, J 2018, We compared Ben & Jerry’s new ‘light’ ice cream with the trendy company that is trying to compete with it — and the winner 

was clear, Business Insider Australia, viewed 14 April 2021, 

<https://www.businessinsider.com.au/ben-and-jerrys-vs-halo-top-best-low-calorie-ice-cream-2018-8>.

Urquhart, M 2017, A New Vegan Ice-Cream Truck Rolls into Sydney, Broadsheet, viewed 14 April 2021, 

<https://www.broadsheet.com.au/sydney/food-and-drink/article/new-vegan-ice-cream-truck-rolls-sydney>.

https://buzzsumo.com/blog/is-ben-and-jerrys-political-stance-risky-or-necessary/
https://quickstats.censusdata.abs.gov.au/census_services/getproduct/census/2016/quickstat/SSC13064
http://www.adstasher.com



