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Ice Cream is a  

$10.8 
BILLION 
A YEAR INDUSTRY
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40%22 79%

The average American consumes 22 pounds of ice cream 
per year, ranking #1 in the world. New Zealand ranks 
second and Australia third. (Halo Top is currently 
selling in Australia and hopes to be selling in New 
Zealand in the near future)

40% of Americans will eat ice cream at least once during 
a two week period, which is just below coffee at 47%.

Ice Cream has profit margins in the 30%’s, higher than 
snack foods, cereal, sugar or candy. Ice cream ranks 
among the highest profit margins in the food industry.

Ice cream isn’t just for dessert anymore, 49% of 
consumers eat frozen treats as a snack, while 55% eat 
it after a meal. The snackers say they are looking for low 
sugar 45% of the time and are looking for higher protein 
28% of the time.

Frozen dessert habits are 
changing as people eat 
healthier.
Frozen yogurt sales are down double digits while all 
natural, high health premium ice cream is up 30%+. 
Of ice cream eaters, 79% cited super premium 
ice cream as their favorite product.

Ice Cream is a $10.8 billion 
a year industry. 

pounds of ice cream the average 
American eats per year, ranking 
#1 in the world

of Americans will eat ice 
cream at least once during 
a two week period.

of ice cream eaters cite 
super premium ice cream 
as their favorite product.

THE ARENA 
 industry size and facts

THE SKINNY
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The Next Step
So, to take the revolution to its next logical 
progression, Halo Top incorporated all the 
best elements of the new quality movement 
and did them all one better:  same great 
ingredients, same great taste, but with a fraction of the 
calories and sugar, and also high in protein.

Halo Top uses only all-natural ingredients, hormone-free, 
milk and cream, and many other organic ingredients. In 
fact, the top-notch ingredients that Halo Top uses are one 
of the main reasons that its taste profile remains so good, 
even when it’s so much lower in calories, sugar and fat. 

In short, Halo Top has revolutionized the market—who 
wouldn’t want to eat an ice cream that was actually 
healthy and actually tasted great?

Better yet, Halo Top is 
bringing their explosive, 
national, grass roots 
following to the retail arena.

THE SKINNY

70%40% 2500%of consumers said that flavor 
and taste was their #1 driver 
of choice.

of children born today are 
likely to become diabetic in 
their lifetime.

Halo Top’s 
growth between 
2015 and 2016.

COMPANIES THAT CAN DELIVER 
GREAT TASTING ICE CREAM 
WITH FEWER CALORIES, HIGHER 
PROTEIN, LOWER SUGAR, AND 
ALL-NATURAL INGREDIENTS 
HAVE A WINNING FORMULA.

But, the problem wasn’t resolved there, because with all 
these emerging brands, as authentic and genuine as they 
are, their product is still very high in fat, sugar and calories, 
with little to no protein. And with 40% of children born 
today likely to become diabetics in their lifetime, families 
are more and more concerned with their eating choices. 
But people want to eat healthier without sacrificing taste. 
In fact, 70% of consumers when asked about the #1 factor 
in choosing ice cream, said that flavor and taste was their 
#1 driver of choice.

Not surprisingly the market is wildly responding. Over the 
past three years, Halo Top has been producing jaw-drop-
ping growth in the wholesale dessert industry, including 
more than 2500% growth from FY 2015 to FY 2016 
Nationally, Halo Top is currently outselling Häagen-Dazs 
and Ben and Jerry’s at a sale per store level. And it’s not 
even close—often outselling those brands by a metric of 2x. 

There is a tectonic shift 
taking place in the frozen 
dessert industry in the U.S. 
that creates an opportunity 
for substantial profits to the 
companies positioned 
to take advantage.

THE FAST BREAK 
 Business Opportunity

Back in 2005, frozen yogurt re-emerged as a player in the 
frozen dessert category and, for nearly a decade, saw double 
digit sales growth. However, over time people began to 
realize that frozen yogurt was not a healthy food. To mask 
the tartness of the product, most frozen yogurt manufac-
turers severely upped the sugar levels of their product.

With the public finally realizing that non-fat, high sugar 
desserts were no panacea for health, they began to gravitate 
back to the real thing, ice cream. But, not just any ice 
cream. Consumers were now searching for desserts that 
were authentic, made with all-natural ingredients, and full 
of taste.

In many forms in the food and hospitality industry, from 
craft beers, to farm to table restaurants, to locally sourced 
ice cream manufacturers, a trend was strongly emerging 
to get back to real, to authentic, to anti-corporate, anti-food 
conglomerate, non-GMO, non-Hormone food sources.

Ice cream was evolving, like food, from the tired old 
corporate behemoths of Baskin Robbins, Häagen-Dazs and 
ColdStone Creamery, and morphing into more grass root 
based, authentic and earthy brands like Jeni’s Splendid Ice 
Cream and Quenelle Artisan and Salt and Straw.

06
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Low-cal ice cream 
THAT TASTES GREAT
First ever low-calorie ice cream 
that uses only 
ALL NATURAL INGREDIENTS
Low in calories, fat, and 
sugar but high in 
QUALITY INGREDIENTS, 
PROTEIN, AND TASTE

17 FLAVORS 
Fit. Healthy. Fun.

1

2

3

4

THE REBOUND 
Our Concept

08

Halo Top is now the 

FASTEST 
GROWING 
ICE CREAM 
BRAND 
IN THE U.S.

09
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“Halo Top has shot to the 
top of the freezer case in 

record time ... sales in 2016 
jumped about 2,500% from 

the year before.”

 -  CH A RLES  KO PPELM A N ,  FO RBES

10
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Marketing Overview
Halo Top has had similar success in 
implementing its grass roots marketing 
strategy and creating an army of 
brand evangelists.

At present, Halo Top’s following is around 1 million across 
all social media platforms, including approximately 475,000 
on Facebook and approximately 396,000 on Instagram.

People want to talk about and share Halo Top with the 
world. Our customer engagement is through the roof, and 
customers routinely post about finding the latest flavor or 
stocking up on Halo Top. 

Sales Overview
Simply put, Halo Top is the fastest selling 
ice cream in the US right now, bar none. 

Currently, Halo Top sells 17 flavors of dairy pints as well 
as 2 flavors of 4-packs (4 pints to a box, currently sold 
in Costco), although more product innovation is in the 
pipeline. 

Only 16% of ice cream manufacturers sell nationally. Halo 
Top is in the top ten of national wholesalers and, in fact,  
he third best selling pint in the country.

In just a few short years, Halo Top has gone from being 
sold in less than 1,000 stores (as of 2014) to more than 
15,000 stores (as of 2017).

Halo Top is currently sold 
in virtually every marquee 
retailer across the US, 
including the 10 major 
retailers in the greater 
Los Angeles area.
Even more impressive than the store count, Halo Top’s 
velocity at the store level is second to none—and we 
mean that literally. No brand - Ben & Jerry’s, Häagen-
Dazs, Talenti, Dreyer’s, Breyer’s included—outsells Halo 
Top when going head to head. In fact, using Kroger—the 
second biggest grocer in the US—as an example, Halo Top’s 
velocity is about 2x that of Ben & Jerry’s and Häagen-Dazs 
and about 3-4x that of Talenti. 

Finally, according to IRI, one of the leading third party data 
providers in the industry, Halo Top is already the #3 best 
selling pint in the US and #5 best selling brand in the US 
when you expand the category beyond just pints. 

THE SKINNY

#315K 1Mbest selling pint in the U.S. and 
#5 best selling ice-cream brand 
expanded outside of the pint.

number of stores that carry 
Halo Top pints nationwide

combined followers across all  
Halo Top’s social media platforms. 

Halo Top was created in 2011 by Justin Woolverton, who 
loved ice cream but had to limit his intake because of 
hypoglycemia. Frustrated that he couldn’t enjoy ice cream 
as much as he would like, Justin decided to experiment 
with some recipes of his own making in his kitchen at 
home. After much trial and error, Justin hit on a formula 
that would later rock the ice cream world.

He teamed up with an attorney friend he met at a basketball 
league, Doug Bouton—President and Chief Operating 
Officer of Halo Top—and together they embarked on a 
quest to bring the greatest tasting, healthy ice cream to the 
world. Mission accomplished boys.

HALO TOP IS NOW THE 
FASTEST GROWING ICE 
CREAM BRAND IN THE US. 

THE HOME TEAM 
Who is Halo Top?

In a nutshell, Halo Top 
is low-cal ice cream that 
tastes great—ice cream that 
is low in calories, fat and 
sugar, but high in quality 
ingredients, protein, and 
great taste.
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Halo Top indexes 

BETTER 
THAN ANY 
OTHER 
BRAND 
IN HIGH INCOME BRACKETS

15

Customer Demographics
Our customers are also extremely 
attractive:

Our customers skew millennial, although we index better 
than other brands across all age groups, including 41-50 
and 51-60. 

Our customers have money, and we index better than other 
brands among higher income brackets ($100K+)—including 
the $500K+ bracket where our index is a whopping 
approximately 6.5x greater than our competitors. 

Our customers are influencers, and we index best 
within the hip and trendy segments like fashionistas, 
trendy moms, trendy homemakers, corporate execs, 
and corporate moms. 

Halo Top buyers index higher 
than competitors in the top 
four income brackets $150K+

Source: Oracle Datalogix

25-34
35%

18-24
14%

35-44
24%

55-64
8%

65+
4%

45-54
15%

AGE-RANGE DISTRIBUTION

Our customer Demographic 
skews millennials, but ranges 
across all ages.

Brand buyers index as hip, 
trendy, white collar, and 
moms in these segments.

LIFESTYLES INDEX

5004003002001000

Fasionistas

Young & Hip

Trendy 
Moms

Trendy 
Homemakers

Corporate 
Execs

Corporate 
Moms

Business 
Travelers

High 
Spenders

Fit Moms

Green Mom

Healthy 
& Fit

Affluent 
Boomers

HALO TOP COMPETITORS

IN SHORT, HALO TOP 
IS A PHENOMENON LIKE 
NO OTHER,
and has become a lifestyle brand for which people are 
willing to pay a premium and with which people want 
to be associated.

 INCOME SEGMENT CPG BASE AUDIENCE INDEX

 <$15K 9% 2% 26

 $15K - $29K 10% 2% 20

 $30K - $39K 7% 3% 44

 $40K - $49K 7% 5% 65

 $50K - $59K 8% 2% 25

 $60K - $74K 12% 8% 70

 $75K - $99K 17% 15% 87

 $100K - $124K 12% 16% 128

 $125K - $149K 7% 10% 150

 $150K - $199K 6% 13% 214

 $200K - $249K 3% 8% 285

 $250K - $499K 2% 10% 589

 > $500K 1% 6% 1021
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“It’s low in calories 
but not low on flavor. 
I can honestly eat an 

entire pint and not feel 
bad about it.”

-  H EDY  PHILLIP S,  P OP  SUG A R

16
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1918 THE PUBLIC 
IS GROWING 
TIRED  
OF THE SAME OLD FORMULA

19

THE AWAY TEAM 
Competition

Latest Concept
The latest concept players are authentic, artisan ice cream 
purveyors like Jeni’s Splendid Ice Cream, Quenelle Artisan 
Ice Cream, Salt and Straw and Smitten. All the latest 
concept players use hand-crafted technique, adventurous 
flavors and youthful attitude and spirit. It’s a refreshing 
take on a centuries old past time that has re-invigorated 
frozen dessert and wrestled tired customers away from 
the old school players.

These brands have quality products, but still don’t solve 
the health issue, as their ice cream is still high in fat, 
sugar, and calories.

Old School
In the Old School category, you have Baskin-Robbins, 
Häagen-Dazs and ColdStone Creamery. Each of these ice 
cream dinosaurs has been around the block a few too many 
times and now the public is growing tired of them. Very 
corporate, adhering to an ancient formula that engenders 
very little brand loyalty, the old school is the old man 
hanging out at the bar close to closing time, while the ice 
cream revolution is passing him by.

Served out of nondescript, 5 gallon tubs, full of preserva-
tives, ingredients invented by Monsanto in the 1950’s and 
60’s and with a mindset to match, the old school is not 
long for this world. Remember Blockbuster video?

100030% 1250daily value of Saturated 
Fat in 1 2.5 oz. scoop of 
Baskin Robbins Chocolate 
ice cream.

calories in a pint of 
Häagen-Dazs Vanilla. 
Compare that to Halo Top’s 
240 calories.

average calories in a pint of 
Jeni’s Splendid Ice Cream.

THE SKINNY

© 2 0 1 7 H A L O T O P C R E A M E R Y C O N F I D E N T I A L



2120

Design Focus
Additionally, Halo Top is a socially-aware company that 
has wrapped its product in a beautifully designed package 
(designed by Benji Peck of Peck and Company) that as 
pointed out by Mintel Research:

“is a distinguishing selling point on its 
own, that celebrates and appeals to, the 
customers sense of individuality.”

Revolutionary Product
Halo Top employs the highest quality ingredients, 
starting with milk and cream, instead of water like many 
competitors do. Next, organic cane sugar, eggs and sea salt 
that contribute strongly to our high taste profile. Lastly 
we use plant derived sweeteners like organic stevia, a leaf 
native to Paraguay that has been used safely and effectively 
for over 200 years.

It all adds up to the most authentic, natural, great tasting 
ice cream, but with an amazing twist. While old school 
players like Häagen-Dazs and Ben and Jerry’s, and even 
latest concept players like Jeni’s have extremely high 
calorie counts, a Halo Top pint has 360 calories tops!

You can actually eat an 
entire pint of ice cream and 
not hate yourself for it.
Who would’ve thought that was possible before Halo 
Top? It is the foundation of Halo Top’s meteoric rise in the 
wholesale ice cream industry and the key driver for our 
passionate fan base to be lining up outside our doors when 
the retail stores come to your shopping centers and malls.

Engaging Brand
Through Instagram, Snapchat and other social media 
platforms, Halo Top will differentiate itself in the 
marketplace, by product first, but by social relevance 
second, to tap the pulse of its active demographic.

The retail stores will follow through on this design 
resonance to appeal to the customer with a strong sense 
of creativity and individuality.

40%240 5gcalories in the entire pint of 
Halo Top Vanilla ice cream.

daily value of protein in 
entire pint of Halo Top 
Vanilla ice cream.

net carbs per serving of Halo Top 
Vanilla ice cream, compared to 21g 
for Ben & Jerry’s Vanilla

THE SKINNY

This player is deftly utilizing all the components of the 
latest concept playbook, high quality and all-natural 
ingredients, bold new flavors, hormone-free dairy, but 
with a revolutionizing twist.

Halo Top is the greatest concept for the simple fact,

THAT LIKE GINGER 
ROGERS IN “SWING TIME,” 
SHE DOES EVERYTHING 
THAT FRED ASTAIRE 
DOES, BUT BACKWARDS 
AND IN HIGH HEELS.

OUR SECRET WEAPON 
Competitive Advantage

There has emerged, an even 
newer player on the scene.

20
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Halo Top is

IN LINE 
WITH ALL 
3 MAJOR 
TRENDS  
IN FROZEN DESSERT

23

In 2016, Mintel Research, 
a leading research in the 
frozen dessert category 
released a report that 
outlined the 3 leading 
trends in the ice cream 
industry:

Niche Companies and Products
The US is leading the way for launch activity in hand- 
crafted ice creams. Those products offer innovation 
inspiration to other markets, specifically with regard 
to sourcing ingredients from local farmers and using 
packaging as a distinguishing selling point that 
celebrates and appeals to, a sense of individuality.

Flavors and Formats
The #1 driver for ice cream is Flavor. The latest flavor 
innovations are taking a page out of confectionery’s 
playbook and combining sweet and salty, including salted 
caramel and salted vanilla flavoring. In an attempt to 
attract the more sophisticated palates of adult consumers, 
brands are incorporating everything from bitter fruits and 
vegetables, to cheese and alcohol, creating signature flavors.

Health
Overwhelmingly, consumers claim to be buying less ice 
cream because they are unhealthy as opposed to too 
expensive. Consumers are attracted to:

— Low Sugar 45% increase 

— High Protein 28% increase

— Hormone-free 24% increase

— Low calorie 20% increase

Companies that offer “better for you” options including 
lower calorie, lower fat, smaller portion sizes and better 
ingredients are beating down the competition.

THE ASSIST 
Frozen Dessert Trends

28%45% 24%increase in attractiveness 
of Low Sugar products 
to consumers

increase in attractiveness 
of High Protein products 
to consumers

increase in attractiveness 
of Hormone-Free products 
to consumers

THE SKINNY

22
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2524 25Hitting on all main drivers, fresh ingredients, distinctive 
and creative flavors, with the ultimate health profile, it is 
no wonder that Halo top is the fastest growing ice cream 
brand in the US. 

This comparative advantage will propel Halo Top past 
staid and tired competitors such as Baskin-Robbins, 
Häagen-Dazs and ColdStone Creamery.

Halo Top will ride the wave of authentic, artisan ice 
creameries like Jeni’s, Smitten and Salt and Straw, but 
leave them in the dust.

THE SLAM DUNK 
The Bottom Line 

WELCOME TO THE 
HALO TOP REVOLUTION. 
COMING TO A RETAIL MALL 
NEAR YOU.
Soon. Very Soon.

Halo Top has the taste, 
the ingredients, and the 
nutritional profile without 
sacrificing the #1 must have: 
Flavor!

24
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“I don’t want to know what 
evil sorcery lies inside this 

cardboard container of 
creamy deliciousness. I just 
want to keep on eating five 

pints of ice cream a week ...”

 —  L AU REN  BA NS,  BON  A PPETIT

26
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William David Stone 
Chief Operating Officer, Halo Top Scoop Shop LLC

Wm. David Stone has extensive retail frozen dessert 
experience, having started-up two Yogurtland franchises 
from design to build to operation and expansion over the 
past 10 years. Under David’s leadership, both stores consis-
tently ranked in the top ten of sales out of 240 stores, both 
domestically and internationally. Additionally, David founded 
and operated Frozen Yogurt International, a national brand 
on the leading edge of frozen dessert café concepts.

William has a strong background in starting up and running 
successful businesses, having over 30 years of entrepreneur-
ial experience. William founded FYI Consulting in 2008 
to advise other frozen dessert retail owners on industry 
best practices. 

Benji Peck 
Founder and Proprietor of Peck and Company

Benji has spent more than fifteen years finessing his 
branding, design, and illustration skills. As the founder 
and Creative Director of Peck & Company he holds a client 
list that spans the country and the world. Benji’s branding 
work can be seen everywhere from LA and NYC to Atlanta, 
Cape Cod and even Belgium and Switzerland—not to 
mention in a number of industry and award publications.

He’ll be the first to tell you that his studio is all about 
“people before projects.” This relationship-based approach 
has served Peck & Company well over the years and 
allowed them to build their business almost entirely on 
client referrals.

Melissa Young 
Founder and Proprietor of Studio My ID 

Following a fresh, modern and simplistic approach to 
design that will transform any atmosphere into a space 
that fosters creativity, functionality, productivity and sales. 
Studio My ID strives to design environments that work 
in harmony with an efficient atmosphere to support your 
company’s brand values.

Studio My ID has a long list of High Profile Retail Clients 
including: Adelman Museum, Beamers Café, Café Rio, 
California Fish Grill, CYO, FYI, iDessert, La Torta, Puesto 
and is the exclusive designer for all Burger Lounge 
build-outs and design.

29

THE ROSTER 
Founders & Key Player’s Profiles

Justin Woolverton  
Founder and Chief Executive Officer of Halo Top, 
Chief Executive Officer of Halo Top Scoop Shop LLC

Justin founded Halo Top in October of 2011. Justin formerly 
worked as an attorney in the litigation department of 
Latham and Watkins, LLP. He is admitted to practice law 
in California and New York. Justin received his J.D. from 
Columbia Law School in 2009, where he graduated as a 
Harlan Fiske Stone Scholar and graduated from UCLA 
summa cum laude in 2006 with a Bachelors of Science in 
Political Science.

Doug Bouton 
President and Chief Operating Officer of Halo Top 
President of Halo Top Scoop Shop LLC

As President and COO, Doug oversees, among other things, 
Halo Top’s sales and operations departments. Before 
Halo Top, Doug worked as an attorney in the Corporate 
Department of Proskauer Rose LLP. Doug received his 
J.D. from the University of Virginia school of Law and 
graduated from Georgetown University with a Bachelor 
of Science in Mathematics. 

2828

© 2 0 1 7 H A L O T O P C R E A M E R Y C O N F I D E N T I A L



3130

Gor Gai Thai 
Del Sur

California 
Fish Grill 
Irvine

Water Bar 
Pacific Beach

OUR HOME COURT 
Studio My ID Work Samples

Sprinkles 
Disney

Urbane Cafe 
Temecula

Burger 
Lounge 
Del Sur

© 2 0 1 7 H A L O T O P C R E A M E R Y C O N F I D E N T I A L



3332

Halo Top has nearly 

1 MILLION
SOCIAL
MEDIA
FOLLOWERS
ACROSS ALL PLATFORMS

33

THE TRIPLE DOUBLE 
Social Media Overview

475K 
Facebook followers

396K 
Instagram followers

23.1K 
Twitter followers

9.1K 
Pinterest followers
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How Noosa and Halo Top Are 
Disrupting The American Dairy ... 
in Record Time
“The American dairy is one of the most competitive 
spaces in the food industry, long dominated by giants 
who have the scale to quickly and widely distribute a 
product with a very short lifespan, in a sector where 
consumer brand loyalty is legendary. Perhaps the most 
competitive product lines within this increasingly 
cut throat category are yogurt and ice cream, and yet 
two backyard brands, born out of the curiosity and 
imagination of a single young founder, have catapulted 
to the top, taking on giants like Yoplait, Chobani, 
Häagen-Dazs and Breyers in just a few short years— 
and all through the power of creative disruption.”

The ‘Ice Cream’ That Helps You 
Slim Down or Swole Up
“Ice cream has always been a place of steep nutritional 
compromise—you either go whole-hog and eat the real, 
butter-fat-laden deal, or you settle for some suspicious, 
chemical-based foam and get a stomachache ... If you’re a 
committed ice cream adherent, you may have already heard 
of Halo Top, the wonder dessert with as many calories 
per pint (240 to 280; $5.99) as a single half-cup serving of 
most ice creams. It also has just 5 grams of sugar, as much 
protein as a 3-ounce serving of beef (24g), and only 8g of fat 
... Halo Top looks like a flat-out miracle.”

Low-Cal Halo Top Ice Cream is *Gasp* 
Truly Amazing
“I know what you’re thinking: What kind of tongue-numb, 
yoga pants-wearing basic b goes full ride-or-die for a 
low-calorie ice cream? Well I’m here as a grown woman 
who has never once contorted her body into half tortoise 
and who enjoys a dense scoop of rocky road (full-fat style) 
on the regular to say: Halo Top is as good as actual ice 
cream. I know. It’s an earth-shattering thing to say aloud, 
let alone write in a sophisticated culinary magazine.”

by Charles 
Koppelman   
04/02/17

FULL ARTICLE: 
https://www.forbes.
com/sites/ 
charleskoppelman/ 
2017/04/02/how- 
noosa-and-halo-top-
are-disrupting-the-
american-dairy-in- 
record-time/ 
#1ab94fafe6c7

FULL ARTICLE: 
https://www.
bloomberg.com/news/
articles/2016-11-03/
halo-top-ice-cream-
helps-you-slim-down-
or-swole-up

FULL ARTICLE: 
http://www.bonappetit.
com/entertaining-style/
trends-news/article/
halo-top-ice-cream

by Carrie Battan 
11/03/16

by Lauren Bans 
09/13/16

3534

THE FULL-COURT PRESS 
Press Excerpts

What It’s Like to Eat Nothing but 
This Magical, Healthy Ice Cream 
for 10 Days
“The ice cream was called Halo Top. It’s made by a little- 
known L.A. creamery with a staff of ten and distributed in 
health-food joints around the country. Cartons boast ‘240 
calories per pint’ in large letters on the front. For context, 
that’s 1/4 of what’s in Ben & Jerry’s and 1/5 of Häagen-Dazs. 
Halo Top also claims 1/6 the fat and carbs and 25% more 
protein than typical ice cream.

And it tasted…like ice cream. Not simply like a frozen 
protein shake or like Arctic Zero brand “frozen dessert,” 
which is about as satisfying as eating snow. No, this stuff 
was real. I ate a whole pint of chocolate in the parking lot.”

How Halo Top Is Conquering the 
Ice Cream Biz -- Without Ads
“When Liza Black found out Halo Top ice cream was on 
sale at ShopRite last month, she and her husband went 
on a mission. At one store, they bought four pints of the 
Peanut Butter Cup flavor ... At a time when it’s tougher than 
ever for products to earn and keep a place in the highly 
competitive supermarket freezer case, pints of low-calorie, 
protein-packed Halo Top are selling out in some stores, 
even with relatively high prices and, for now, limited 
marketing.”

27 Men’s Fitness-Approved Snacks 
for Fitness Freaks and Health Fanatics
“When you read “low-calorie, high-protein, and low-sugar” 
(sweetened with stevia) your brain doesn’t automatically 
jump to yum!. But these pints from Halo Top blew the lid 
off our team’s ice cream fantasies. If you want something 
really indulgent-tasting, go for Sea Salt Caramel; Oatmeal 
Cookie has great texture; and Black Cherry or Lemon 
Cake are great options if you want something lighter and 
brighter. Oh, and each pint (as in the entire container) has 
24g of protein and just 240-360 calories.”

FULL ARTICLE: 
http://www.gq.com/
story/halo-top-ice-
cream-review-diet

FULL ARTICLE: 
http://adage.com/
article/print-edition/ 
halo-top- 
conquering-ice-cream-
biz-ads/308177

FULL ARTICLE: 
http://www. 
mensfitness.com/
nutrition/what-to-
eat/27-mens-fitness- 
approved-snacks- 
fitness-freaks-and-
health-fanatics
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