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Halo Top® Fruit Pops
Chatterbox Drove More
than 31,000 Product
Trials

The Challenge

Halo Top® first found its way into grocery store freezers offering
fewer calories, less sugar, and higher protein than traditional ice
cream. It became the first of its kind creating an entirely new
better-for-you frozen dessert category. Fast forward to 2021, Halo
Top launched Fruit Pops, an exciting new addition to their lineup of
healthier frozen desserts. To make a splash in the summertime,
they wanted a creative and unique solution to drive awareness and
trials.

By partnering with Ripple Street, the leading peer-to-peer
marketing platform that matches brands with their ideal
consumers, Halo Top® not only met awareness and sampling
goals, they also gained authentic product reviews, user generated
content, and increases in all major brand lift KPIs.

Ripple Street's program achieved outstanding results for Halo Top®
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Ripple Street Strategy

To help Halo Top reach their objectives, the Ripple Street team
developed a comprehensive marketing campaign engaging over
9,500 consumers. Fruit pop lovers discovered the new Halo Top®
Fruit Pops and showed their love and passion prior to being
selected for this Halo Top® Fruit Pops Chatterbox experience. The
4,000 most engaged and socially savvy were rewarded with a talk-
worthy Chat Pack to shop for Halo Top® Fruit Pops and share Fruit
Pop coupons with their friends and family, both online and off.
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Halo Top® Chatterbox Program
Exceeded Goals

: § x> This in-home experience for Halo Top®
FRU I'I' POPS » @ ] , I generated authentic product trials, social
7T | X ) engagement, and drove impressive lifts in brand
5 ) ' favorability (141%), purchase intent (88%), and intent to
#HaloTopFruitPopsPack : recommend (233%).

Recruit High Quality, Engaged Consumers

Ripple Street used its unique ability to hyper target consumers ~ FAVORABILITY HFT
ages 25-44 who were looking for a healthier frozen dessert to Before | 367 141%
spread the word about Halo Top® Fruit Pops in person and on Atter

SOCIal medla' PURCHASE INTENT LIFT
Deliver At-Home Product Trials and Engagement if::rre [ 88%
4,000 Halo Top® advocates received one free coupon for a

box of Halo Top Fruit Pops and three $1 discount coupons for INTENT TO RECOMMEND UrT
one box of Halo Top® Fruit Pops to share with their friends R — )
and family. Once consumers had product in hand, they took After 233%

part in several activities creating memorable product trial
experiences. In addition, the Fruit Pops Chatterbox sparked
actions like product reviews, generating over 2,000 reviews § | Teiionyslens
that will be syndicated. B

Super refreshing and low calorie treat

Complete Post-Campaign Surveys #HaloTopFruitPopsPack #Sponsored | was so surprised how few calories
. . - I \ ici I /
Chat pack part|C|pants completed surveys on their Halo Top® these fruit bars were for such a delluou§ Egle| r.efreshmg taste! They arev even
] . ) . better than lemonade on a hot day. My kids enjoyed them too and | don't feel
experience, answering questlons on everythlng from brand guilty serving them for snack. Now need to try the rest of the flavors as I'm
favorability and purchase intent to their favorite Fruit Pop sure they'll also be great.

flavor.

Deborah @CouponClipNMama - May 10
50-65% less sugar?! Yes, Please!! #HaloTopFruitPopsPack #Sponsored
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FRUIT POPS ?.,’

#HaloTopFruitPopsPack

Halo Top® Fruit Pops Chatterbox

Halo Top® Fruit Pops cut out the sugary stress around eating what

you love, so you can focus simply on enjoying every bite. Halo Top.
ripplestreet.com

' o. f To learn more visit about.ripplestreet.com
or email sales@ripplestreet.com




