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Hermes of ice cream-Zhong XueGao
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Strategic Digital Marketing; Price position; Target position
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Background information

Before 2018, the high-end market of ice cream was dominated by foreign brands such
as Nestle and Haagen-Dazs, accounting for about 25%. With the government's
supporting policy, brands of “made in China” are gradually sought by young people
and started rising in the market. Millennials, the main force of consumption in the
market, are now much more likely to shop online because of the needs of their work
and life. The epidemic has strengthened the convenience of online shopping. Besides
tastes, for them whether the ingredients are healthy with low calorie, low sugar and low
fat are more critical.

Marketing strategy

1.Product packaging and price positioning. Zhong XueGao shaped its ice cream as a
piece of traditional Chinese roof tile, which gave the brand a unique recognition.
Meanwhile, the warehouse-type family package was highlighted since Chinese people
had more concerns for families. For the requirements of health by customers, Zhong
Xuegao sticked out the characteristics of health, low sugar, low fat and zero additives
which achieved maximum effect of positioning the products. They relied on online sales,
locking the new middle class in the first and second-tiered cities with the sales route of
high quality and high price.

2.Product distribution. Zhong XueGao had advertised on social media based on the
locations and social classes of their customers and let more targeted customers
understand the product. The company set up flash stores off-line to attract consumers
where they could experience the brand with more interactions. It not only achieved
offline sales but also drew the attention of social media by thematic activities. It
established an enclosed loop of clocking-in, sharing and customer diversion and
expanded the popularity of the brand.

3.Cross-border marketing and celebrity effect. With its influence, Zhong Xuegao
cooperated with other six brands across industries to enhance the popularity and
topicality. Collaboration with celebrities and KOL increased awareness of the brand.
The real-time experience of KOL attracted the attention of target customers.
Outcomes

The miracle of sales lasted for three years from 2019 to 2021. The revenue exceeded
100 million RMB. By May 2022, Zhong Xuegao had sold 220 million pieces of ice
cream, which ranked Top One in the category of ice cream products for years.
Implications & Challenges

Ice cream products have unique characteristics. It needs high quality control of supply
chain and product quality if it relies on on-line sales exclusively. Eventually Zhong
Xuegao returned to off-line store sales but received negative feedback. Was Zhong Xue



Gao over-marketed? How would Zhong Xuegao deal with the crisis of public relation
from the marketing perspective?
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