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NAME OF CASE 

STUDY: 

Halal history  in the making: Saffron Road™ & Whole Foods 
Market®

 Partner Together to Meet Muslims’ Needs During 
Ramadan 

 

BUSINESS SITUATION: Addressing an Unmet Consumer Need 

 

A. The Opportunity to Tap into a New Consumer Market 

 

It is not often that brands and retailers in the U.S. acknowledge American Muslim consumers 

and their major holidays, but occasionally when they do, they see first hand an outpouring of 

support from that often ignored community. With its high-quality products and seasoned 

consumer marketing team, American Halal Company, Inc and its new brand, Saffron Road, 

successfully bonded an emotional connection with discerning American Muslims consumers.  

Given Saffron Road’s mission to better serve the ongoing Halal needs of the eight million strong 

American Muslim consumer base, it formulated a formidable plan to more deeply connect with 

and serve the needs of its core constituency during the month-long Ramadan festivities last 

August, while also deploying digital media to drive new customers and significant retrial of its 

products into Whole Foods Market stores nationally. 

 

Saffron Road partnered with Whole Foods Market, the world’s largest natural foods retailer, with 

$10 billion in sales, who would become the first major grocery store in the U.S. to reach out to 

Muslim consumers nationwide during Ramadan. Since the brand’s entry into the marketplace, 

Whole Foods Market and Saffron Road, by deploying innovative digital and multicultural 

marketing outreach, have together filled a void in the marketplace, not only for Muslim 

consumers seeking Halal foods, but also for epicurean natural foodies by upping the ante among 

premium ethnic and frozen foods in general. 

 

B. Campaign Planning  

 

Holidays and seasons are often leveraged so brands can leverage their impact on consumers' 

lives. We are all familiar with seeing promotions around religious or cultural holidays such as 

Easter, Passover, Christmas or Hanukkah, however in the U.S. especially, American Muslims 

and their holidays go mostly ignored, until Saffron Road embraced this disenfranchised 

demographic. 

 

The month-long Islamic holiday of Ramadan offers up an especially relevant time for food brands 

to reach out to Muslims. Despite the fasting period during the day, traditional Ramadan evenings 

encompass festive celebrations and feasts among family, friends, and communities. For brands 

and retailers, this month-long celebration offers an ideal entry point for creating rapport with 
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Muslim consumers – a growing niche that is increasingly gaining attention as a valuable 

consumer group. 

 

To date, Saffron Road, along with its digital public relations partner, Hewar Social 
Communications, had already created a significant level of awareness among Muslim 
consumers. However, due to being a new brand and still being widely unknown, the team 
wanted to create a campaign during Ramadan to create more awareness and ultimately drive a 
surge of Muslim consumers in stores to purchase Saffron Road Halal products for their 
Ramadan grocery needs. 

 

Saffron Road was fortunate to have a strong retail partner, Whole Foods Market, who 
understood the value of the Halal food market from the very beginning. Whole Foods Market 
was Saffron Road’s first retail partner and launched their four original frozen Indian Entrees 
across all of its store regions nationally, something that is very rare for Whole Foods Market to 
do for a completely new food brand. Given Whole Foods Market’s commitment to multicultural 
marketing and serving a variety of consumers, as well as specifically recognizing the value of 
Muslim consumers, Saffron Road invited Whole Foods Market to collaborate with the brand 
during Ramadan.  

 

 

C. What We Hoped to Achieve 

 

Saffron Road aimed to increase sales and further connect emotionally with American Muslim 

consumers during the month of Ramadan. Specifically the brand planned to: 

 

o Create Awareness & Exposure for Saffron Road and its Halal Products 

o Drive Results & Monetize Sales Lift (brand awareness, sales, consumer retrial, Facebook 

likes, etc) 

o Create & Sustain Positive Buzz & Engagement Online 

o Develop Share-Worthy & Engaging Online Content  

o Optimize for Scale & Increased Impact 

 

D. Campaign Strategy & Budget 

 

As a result of being a new brand and having a shoestring budget, we believed focusing on online 

communications would offer us the most value and direct access to communicate with our 

intended audience. Our strategy focused on reaching Muslim consumers where they were 

already discussing Halal foods, meal preparation and getting ready for Ramadan. This focused 

heavily on reaching Muslims online, as there are thousands of conversations happening at any 

given time about Halal foods.  

 

We identified where Muslims are talking about Halal foods and Ramadan online and engaged 
with them there either through content development or advertising. We planned to have several 
product reviews with influential bloggers be published during this time, as well as offer several 
promotions and giveaways on sites where Halal conversations were taking place. 
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RESEARCH STORY: An Anthropological Approach to Understanding Muslim Consumers 

 

Had we not bothered to ask Muslim consumers about how, and where they go for resources on 
Halal food and preparing for Ramadan, we might have been clueless as to where would have 
been the best place to reach them and how. We are keen on continuously leveraging our highly-
engaged social community to understand their thoughts on a variety of topics including new 
product ideas, how they shop for groceries, where they research products online, to where they 
go for inspiration on meal ideas for their families. 

 

We took an anthropological approach to identifying where and how Muslims were discussing 
Halal food online. Leading up to our campaign, Saffron Road leveraged its highly-engaged 
social media community and key brand ambassadors to ask what type of content about Halal 
foods they would like to see during Ramadan and where they go online for meal inspiration, tips 
and ideas. 

 

Insights: As a result of our ongoing inquiries and social listening with Saffron Road’s social 
media communities via both Facebook and Twitter, we uncovered the following insights 
regarding what type of activities and content that would motivate Muslim consumers to buy 
Saffron Road. 

 

Based on our own social listening research, combined with other third-party secondary research 
reports, it was clear our efforts during Ramadan should be focusing on the following: 

o Reaching the CPO (Chief Purchasing Officer) of households, which are many cases are 
women. 

o Given the nature of Saffron Road’s products (i.e. frozen entrée meals), we learned that 
many young adult consumers in the following life stages are key consumers to reach. 
- University students 
- Young single, white-collar professionals 
- Young professional married couples  
- Urban professionals (higher education, higher incomes, eat out often) 

 
o Reaching consumers online on Muslim lifestyle website and blogs such as: 

Zabihah.com, elanthemag.com and MyHalalKitchen.com (in addition to Facebook and 
Twitter). 

o At present, there were very little resources on preparing for Ramadan online and in the 
blogosphere. We found that much like consumers expect to see articles, tips and 
resources in major women’s’ magazines like Woman’s Day around the holidays on how 
to prepare for the meals and guests, Muslims also want to see this type of content. 
There exist no well-known American Muslim version of Martha Stewart Living to look to 
for guidance. 

o Muslims love to share resources and news with friends and family that are relevant to 
their community and lifestyles. Therefore, our efforts need to leverage influencers and 
their ability to act as an echo chamber for our news and resources. 

o Prior to Saffron Road launching, Muslims had little to no certified Halal options nationally 
in mainstream grocery stores. On our online outlets, Muslim consumers told us that they 
want to see more Halal food options in convenient mainstream grocery stores that fit into 
their busy, on-the-go lifestyles.  

o Though American Muslims are less motivated by price than most U.S. consumers, we 
found the price reduction would be a helpful motivator to purchase, especially for 
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younger adults or those who may be willing to try Saffron Road products for the first 
time. 

o Lastly, we learned that Muslims desperately want to be acknowledged – acknowledged 
as consumers in the marketplace, but also acknowledged in positive national 
conversations as a part of the multicultural fabric that makes up American society and 
culture. Our efforts would need to validate this group publicly and in a big way. 

 

 

CAMPAIGN DESCRIPTION: Making Halal History 

 

A. Summary of Tactics 

Saffron Road’s social-media heavy campaign during Ramadan encompassed several initiatives 
to reach American Muslim adult consumers nationwide such as: 

 

o Nationwide price reduction of Saffron Road products with select retail partners 
including Whole Foods Market.  

o Charity donation in the name of Saffron Road and its blog partner, My Halal Kitchen, to 
charity partners: nonprofit Whole Planet Foundation and The International Federation of 
Red Cross and Red Crescent Societies. Saffron Road committed to donating 50 cents 
for every new “like” its Facebook page received during Ramadan. Our series of 
Facebook ads targeting Muslims who express interest in Halal food contributed to 
bringing many more fans to the page and donations for our charity partners. 

o Partnership with popular Halal food blog, My Halal Kitchen, to provide Ramadan-
related food content in the form of tips, articles and recipes to prepare for suhoor and 
iftar meals throughout the month.  

o Worked with Whole Foods Market and My Halal Kitchen blog to host several online 
giveaways offering shoppers chances to win Saffron Road products and $100 Whole 
Foods Market gift cards. 

o Reaching thousands of consumers with digital coupon offers on popular Muslim 
websites such as, Zabihah.com and elanthemag.com. 

o Ramadan specific creative and messaging on Saffron Road's social media properties 
and website. 
 

All of our tactics for Ramadan 2011 began no later than the middle of July 2011 and ran until the 
end of Ramadan – roughly September 1, 2011. 

 

One major component of Saffron Road’s campaign during Ramadan was its collaboration with 

retailer partner, Whole Foods Market. The brand and retailer made Halal history as the grocer 

became the first food retailer in the U.S. to acknowledge Muslims consumers during Ramadan 

on a national level. The goal of this collaboration was to get more Muslim consumers coming into 

Whole Foods Market to purchase food goods for their Ramadan celebrations and beyond. 

Through the two companies’ collaboration, both Saffron Road and Whole Foods Market 

leveraged the power of social media to reach Muslims where they were already discussing Halal 

foods and Ramadan. 
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C. Our Campaign Amplified – Since We Didn’t Blink! 

 

As most innovators experience in some form or another, our campaign was not absent of 

controversy. About midway through our campaign, news on Twitter began to spread that the 

promotion with Whole Foods Market had been cancelled due to the company caving into 

pressure from anti-Muslim bloggers. This rumor began to spread fast and furious online, and 

from some very influential people. Blogs and national mainstream media began to pick up the 

controversial story immediately.  

 

Fortunately we had proactively planned for some potential backlash by preparing preemptively 

six months earlier: a playbook, a rapid response influencer list (to counter respond to xenophobic 

bloggers); online media release(s); and rapid American Muslim advocacy. Those contingency 

plans did indeed become useful since we had to rapidly listen and react. Our pre-planning 

enabled us to act quickly to address the rumor. Once we had the facts from all parties involved, 

we were able to leverage the negative publicity and online conversations as an opportunity to set 

the record straight that our campaign was still on and that both Whole Foods Market and Saffron 

Road stood by its Muslim consumers. Saffron Road’s CEO even went live on CNN to set the 

record straight and inform viewers about the campaign’s national success at drawing in 

thousands of new American Muslim consumers into Whole Foods Market stores for Ramadan. 

 

One key component in driving online conversations in our favor was our Rapid Response 

program, which quickly showed support for Saffron Road and Whole Foods Market online by 

helping us immediately put an end to the false rumor and inform others that the campaign was in 

fact still on. 

 

 

BUSINESS RESULTS: Marketing to Muslims – The Results Speak for Themselves (The 

Little Engine that Could) 

 

Result Highlights: 

 

o Whole Foods Market becomes the first grocery store to acknowledge Muslim 

consumers during Ramadan with a nationwide campaign 

o Over 300% increase in product sales during the month of August  

o Saffron Road ranked as #1 new frozen product in 2011 in ALL of Whole Foods Market 

stores nationally – setting new sales records 

o Nationally thousands of new customers flock to Whole Foods Market – countless 

increase in revenue to Whole Foods Market 

o Thousands of positive online conversations sharing our news and content 

o Millions of media impressions with coverage from major & niche outlets 

o Facebook fan base grows by 115 percent, resulting in $620.50 being donated to 

Whole Planet Foundation and the International Federation of Red Cross and Red 

Crescent Societies  

o Twitter follower base grows by 40 percent 

o Rapid response program effectively quashed negative backlash from consumers, 

bloggers and media 
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o Effectively leveraged controversy and widespread media coverage as opportunity to 

set the record straight and increase awareness of brand 

o Saffron Road connected emotionally with American Muslims  

o Both Saffron Road and Whole Foods Market are now top-of-mind among millions of 

American Muslim consumers 

o Brand value of Whole Foods Market and Saffron Road exceptionally enhanced – 

everyone wins! 

 

Outcomes of Saffron Road’s campaign included a 300 percent lift is sales, media coverage 

resulting in millions of impressions – all the while validating an eight-million strong group of 

American consumers with premium spending power for the first time. Many of those consumers 

that our campaign reached have stated that they plan to be loyal consumers of both Saffron 

Road and Whole Foods Market for life. With results such as these, we will not be surprised to 

find other brands and retailers follow the path we’ve charted and connect with this new consumer 

territory.  

 

Due to our efforts, Saffron Road is now on the radar of potentially millions more consumers, both 

Muslims and non-Muslims alike. Saffron Road, along with its partner, Hewar Social 

Communications, plan to continue proactive outreach with Muslims and leverage the momentum 

gained during Ramadan to deepen its relationship with this community of valued consumers. 
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