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Haagen-Dazs loves Honey Bees
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Strengths

Premium image: sophisticated, prestigious, and
luxurious

Well-recognized brand with a strong position in
the global market

Products are high quality/natural with no
additives, GMOs, or artificial flavors
Convenient: sold in shops and retail stores
Strong brand equity and unique packaging
Available at major retail chains

Owned by General Mills and the brand has been
around for 60+ years

Hiagen-Dazs has a wide range of regular ice
cream to fat free, dairy-free yogurt in the
market, which can easily capture the trendy to
conscious customers

Weaknesses

Advertising is mainly print ads

Don’t talk about the ice cream itself in
advertising

Does not have a strong social media following
and has an overall low presence on Instagram,
Twitter, and Facebook

Limited global awareness compared competitors
High fat and calorie products

Old school approach of manufacturing
compared to competitors resulting in expensive
products

Lack in variety of flavors compared to
competitors

Opportunities

Introduce lower calorie ice creams to compete
with other companies

New potential flavor and product launches
Adpvertise their other healthier ice cream
products such as dairy-free, gelato, frozen
yogurt, sorbet, etc.

Diversify brand into other categories through
launching non-ice cream products

Influencer collaboration for healthy dieting
Expand advertising to more mass and digital
media

Increase the number of Hiagen-Dazs shop
locations (currently 250 locations in US)

Threats

Highly competitive industry - consumers are
becoming increasingly concerned about their
health

Ice cream sales are lower in winter, fall, and
spring than summer

Many other healthy “dessert” alternatives
Competitors have lower prices

Food and international regulations
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GENDER & AGE

52.8%

Race

47.2%

{\-

= ' 36%
15.5%

® White @ African-American
'~ Asian @ Other

31%

Household Income

1$100,000 OR MORE | ;

$75,000 - $99,999 _ +~

$50,000 - $74,999 — 33%
$40,000 - $49,999 _ 5.0%

$30,000 - $39,999 _ 6.8%
|

$20,000-529,999 [N +3*
|

Lessthan $20,000 N 6.2%
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Hdagen-Dazs

The Taste of Luxury.
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