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Introduction

Frozen yogurt was introduced to consumers in the 1970s, but “…it didn't catch on with consumers looking for an ice cream substitute,” according to Nan Rainey, a chemist with the Federal Drug Administration. Over the years, and in response to consumer demand for better taste and texture, manufacturers have created frozen yogurts that are more appealing to the demanding public, now once again health-conscious, but also unwilling to sacrifice taste. While frozen yogurts have emerged as a consumer dessert choice and substitute for ice cream, its 2003 market share in volume sales is 4%, as compared with ice cream at 80%, reduced fat and light ice creams at 11%, and sherbets and sorbets at 5%.

The health benefits of yogurt have long been touted. It is certainly a good source of B vitamins, protein and calcium and is much more digestible than fresh milk. A benefit is that a typical serving of ice cream or frozen yogurt—unlike sorbets or sherbets—provides about 20% of the recommended daily calcium intake for adults. Some benefits, however, are thought to be lost when yogurt is frozen, which destroys most of the beneficial bacteria. However, “Frozen Yogurt” sounds much healthier than ice cream, and in many cases, frozen yogurt is typically lower in fat and calories than many ice creams.  
According to the National Center for Health Statistics, 64% of adults age 20 years or older are overweight or obese, which means a growing incidence of heart disease, high cholesterol, and Type II adult diabetes. In addition, many people are increasingly concerned about calcium intake to ensure healthy bone density. Recent diet trends prove that some people are serious about changing their diets, and they’re counting calories, fat, carbohydrates, and sugar content. 

This “nutrition label” scrutiny definitely extends to desserts, such as frozen yogurts and ice cream products. In response to consumer demand, Ben & Jerry’s-- which has built a brand name on “innovative indulgence” premium products--has answered its customers calls for “better for you desserts.” In April 2004, the company introduced a line of low-carb, low/no-sugar ice creams, and four low-fat frozen yogurts, including a reformulation of its popular Cherry Garcia frozen yogurt.  

Dairy industry analysts predict that frozen yogurt, a category with declining sales for the past decade, is flattening out and will potentially grow slightly as a result of consumer’s increased understanding of the healthfulness of the product (calcium), lower fat content, and improved taste. This prediction is promising for the new Ben & Jerry’s low-fat frozen yogurt line, which offers less than 3 g. of fat per serving with all the benefits of their indulgent taste and flavor combinations. It’s also promising for customers interested in a “better-for-you” dessert that offers a premium dessert experience. Frozen yogurt has come a long way from the ‘70s.

Competitive Profile

Since Ben and Jerry’s Ice Cream is categorized as super premium ice cream, it is only natural that Häagen Dazs is their direct competitor. However, in the category of Frozen Yogurt, it is also important to look at TCBY as a competitor since this company is the best selling frozen yogurt in the US market and quite possibly in the world. To look at these competitors more closely, below is an analysis of the strengths, weaknesses, opportunities and threats currently facing Haagen Dazs and TCBY. 

Competitor #1: Häagen Dazs

Strengths

· Strong brand equity

· Strong and prominent distribution 

· Straight forward naming of product

· Strong product recognition and product history

Weaknesses

· Expensive ingredients 

· Frozen yogurt is not the ‘dessert junkies’ choice of indulgence

· Old recipe of a bad tasting frozen yogurt, might be stuck in the consumer’s mindset

· Although they claim to use all natural ingredients, their ingredient labels still  include a lot of non natural “sounding” ingredients

· Limited control of customer service since they franchise their ice cream shops

Opportunities

· Indulgence is a basic human need

· There is a portion control eating movement, and Häagen Dazs has the marketing dollar to follow this trend

· Häagen Dazs has the tools to expand their products and come up with new and interesting recipes.

Threats

· Change in the government’s ruling regarding snack taxation

· People are tired of basic flavors

· Not on par with the health and wellness program that is very much alive now

Häagen Dazs has been around since the early 60’s; the brand regained popularity in the 90’s. They are known as the “dessert junkies’” dessert. According to SIC2024 (a publication that talks about ice cream and frozen dessert), Häagen Dazs is the industry leader with a 52% market niche for frozen yogurt novelties (such as frozen yogurt stick bars), even though their regular ice cream has very strong competition coming from Ben and Jerry’s. Haagen Dazs emphasizes that they are the old-fashioned super premium ice cream with a sense of nostalgia in the brand communication efforts. Their focus is to give the consumer the best ice cream product there is, the old-fashioned way.


Häagen Dazs has a collection of basic flavors such as vanilla and chocolate, which use the best ingredients such as vanilla from Madagascar, and chocolate from Belgium. These flavors are the top two most popular flavors, according to the sales of ice cream in the supermarkets reported by IDFA, with 33% for vanilla and 19% for chocolate. Without misleading or confusing names of their products, this gives the consumers the confidence to reach for the products without having to sample it. The customer knows what they are getting when they buy a Haagen Dazs yogurt or ice cream. Also, all of their frozen yogurts are either fat free or non-fat. 

The ingredients that they have chosen are expensive ingredients, and this is shown by the high pieces that customers have to pay. According to Dreyer’s, a fluctuation of basic ingredient prices, such as cream prices, could potentially hurt the end product. This is a problem that Ben and Jerry’s also shares with Haagen Dazs. While Ben and Jerry’s only uses Vermont based creameries, it is not known whether Häagen Dazs uses local creameries. With plants all over the world, it is concluded that they may use local creameries to cut production costs.

Haggen Dazs claims to have the best ingredients, yet their ice cream and yogurt’s ingredient list still have many chemical or non-natural appearing descriptions. This is a big contrast with Ben and Jerry’s, since they insisted on easy to pronounce names for their ingredients. Ben and Jerry’s idea is to make the customer at ease with what they eat. 

The merger of Nestlé (parent company of Häagen Dazs, both under UK’s Pillsbury) with Dreyers will ensure a prominent ice cream distribution for Haagen Dazs. According to Dreyer’s annual report of 2004, they have what is called a “direct store service” distribution channel where they customized each product according to the store needs. They also have a preference in the grocery store’s freezers, and Häagen Dazs is usually at the beginning of the ice cream aisle.

The website for the brand is very easy to navigate, and communicates the brand clearly. There is a reward program when signing up on the website, where people can find recipes to create delectable deserts using their product. This helps with the market penetration of the products, and aids in reinforcing the mission of the company.


Since Häagen Dazs franchises its ice cream stores, they do not have complete control over customer service in their scoop shops or cafes. If customer service is not kept consistently in check, bad customer service could potentially hurt the brand and customer retention in the long run.


With the movement of eating healthy, there is room in people’s “food budget” to indulge. The trend to indulge in 2005 is predicted to still be going strong, according to Kim Premo, a director of R&D for Kerry Sweet Ingredients in an interview with Dairy Food Magazine. And Häagen Dazs is a brand that is positioned as an indulgence food. With the growing market for a lighter ice cream or frozen yogurt, Häagen Dazs could use their own resources to create recipes that could potentially be a great tasting frozen dessert. There is also a movement toward portion control as seen in various TV programs and publications, Häagen Dazs could reap the benefits of this movement by creating more choices for their frozen yogurt bars. Currently Ben and Jerry’s are one of the only two companies that are known for their inclusion of ice cream bars.

The government has focused on the fight against obesity, not only in the US, but also all over the world. In the US only, the government already plans to increase the tax on snacks. Since super premium ice cream is the most fatty snack, according to the FDA’s standard, this could mean the decline of people consuming super premium ice cream. It is not known whether frozen yogurt is also part of this tax program, since it is perceived as a healthier choice.



On the other hand, Häagen Dazs and Ben and Jerry’s are not the brands that people associate with frozen yogurt. There are two perceptions around frozen yogurt. First, frozen yogurt is perceived as the second tier of ice cream. This goes against the image of super premium ice cream and yogurt that both Haagen Dazs and Ben and Jerry’s communicate in their brands. Second, the bad tasting frozen yogurt of the early 90’s, might still be lingering in the consumer’s mind.

Competitor #2: TCBY

Strengths

· The fastest growing ice cream parlor in the US, and easily in the world

· Lower prices, more “everyday” kinds of desserts

· Strong partnership with Mrs. Field

· Extensive flavor choices

Weaknesses

· Only known for the yogurt, no known report on the other specialties

· Report on bad customer service due to franchising

· “Generic” feeling in the brand

Opportunities

· Frozen Yogurt is still viewed as the healthier choice for frozen desserts, compared to ice cream

· Expanding in the frozen yogurt novelties, with their already existing flavor choices

· “At home” consumption is always high, with TCBY’s already known flavors, it is easy for them to expand in this direction

Threats

· FDA’s regulation regarding frozen yogurt might be changed 

· The natural food ingredient movement could hurt them eventually since they are not an all natural brand


The real strength that this company has is the fact that they have the best tasting yogurt in the country. With the growing number of people who are concerned with their weight, TCBY has been the real threat for super premium ice cream makers and this has pushed other brands to create a frozen yogurt that is as good as TCBY’s, or even better.  TCBY is categorized as a regular ice cream, which also means that the fat content in the original flavor is also lower than the super premium ice cream types, according to FDA’s regulation for labeling. With prices around 1.25 – 2.50 per cup in the store, they are an “everyday” type of frozen dessert store, and can reach to a wide segment of customers. Frozen yogurt is perceived as a healthier choice than ice cream, and this will help to boost TCBY’s sales in the long run.


They also have an extensive list of Frozen Yogurt flavors already in their stores, as well as offering an array of specialties that are common for yogurt products, such as parfait.


However, TCBY has positioned itself as a second tier type of frozen yogurt. They franchise their scoop shops and this has really hurt their customer service. With a published complaint by a reviewer on Epicurious.com (a shopping comparison site) that states that the TCBY’s scoop shops have the rudest employees, TCBY needs to upgrade their customer service across the board.


They also rely heavily on their frozen yogurt as the main revenue product, and there is no indication that the other products at TCBY are doing as well as their yogurt sales. Since the protocol for frozen yogurt is now very flexible, unlike the real yogurt, FDA might change the ruling and this could affect the taste that TCBY is known for. 


Company Profile


Ben & Jerry’s Ice Cream (SEC charter name: Ben & Jerry’s Homemade, Inc.) was co-founded in 1978 by Ben Cohen and Jerry Greenfield, two enterprising 27-year old friends from New York. After receiving all As in a $5 Penn State ice cream correspondence course in which they conducted market research to find college towns without ice cream shops, the self-professed counter-culturalists settled on Burlington, Vermont. With a $12,000 loan, Ben and Jerry opened their first ice cream scoop shop in a renovated gas station located on a high-traffic street corner.


Ben & Jerry’s reputation--both for its rich, unusual, and natural-ingredient ice cream flavors and their community-oriented approach to doing business—spread throughout the state. Business boomed, and by 1985, Ben & Jerry’s built its manufacturing plant and company headquarters in Waterbury, Vermont. In 1988, Ben & Jerry’s issued their 3-Part Mission Statement, which serves as the guiding principles for the company: finest-quality products, economic reward, and a commitment to social change.

Over the years, Ben & Jerry’s has become synonymous with innovative, premium ice cream products that are equally innovatively named (e.g., Chunky Monkey, Cherry Garcia, One Sweet Whirled). According to Walt Freese, the company’s current CEO (Chief Euphoria Officer) and former Chief Marketing Officer, “Innovation…is absolutely central to expanding our market share.” In fact, Ben & Jerry’s keeps its brand fresh by generating considerable consumer interest when it introduces new flavors and new products each year, retiring, but still paying homage to, less stellar performers in its “Flavor Graveyard” page on its website. 


The company is a leading manufacturer of over 50 super premium ice creams, frozen yogurts, sorbets, and other frozen novelty products, including single-serve bars and containers, ice cream cookie sandwiches. Ben & Jerry’s sells its for-home consumption products primarily in pint-sized containers, while at its scoop shops, customers are treated to an array of various-sized and shaped product “concoctions,” including: ice creams, frozen yogurts, sorbets, frozen drinks, fruit smoothies, soft serve ice cream, sundaes, coffees, and cakes.  


As shown in the following table, Ben & Jerry’s has over 350 franchised Scoop shops and “Partner Shops” (a scoop shop awarded to not-for-profit organizations, for which the $30,000 franchise fee is waived) located throughout the United States. In addition, licensed scoop shops operate internationally in Canada, Mexico, the United Kingdom, Israel, Iceland, and ten European and three Asian countries.

	Number of U.S. Scoop Shops/Partner Shops 
	(By State)

	State
	# of shops

	Alabama
	1

	Arizona
	4

	California
	57

	Colorado
	4

	Connecticut
	7

	Delaware
	2

	District of Colombia
	7

	Florida
	31

	Georgia
	11

	Illinois
	15

	Indiana
	4

	Maine 
	5

	Maryland 
	9

	Massachusetts
	15

	Michigan 
	3

	Minnesota 
	6

	Missouri 
	2

	Nevada 
	7

	New Hampshire 
	5

	New Jersey 
	14

	New Mexico 
	4

	New York 
	30

	North Carolina 
	8

	Ohio 
	15

	Oregon 
	6

	Pennsylvania 
	13

	Rhode Island 
	7

	South Carolina
	7

	Tennessee 
	8

	Texas 
	15

	Utah
	4

	Vermont
	9

	Virginia 
	16

	Washington
	6

	Total
	357



Over the years, the company has turned its co-founders’ and staff’s commitment to socially and environmentally-responsible business practices into action, with such innovative strategies as: (1) raising public awareness of the adverse economic impacts of recombinant bovine growth hormone (rBGH) on smaller, family-run dairy businesses; (2) devising efficient recycling policies at its manufacturing facilities; (3) replacing traditional industry-standard product packaging with more environmentally sustainable packing (e.g., chlorine-free paperboard, use of unbleached paper products at all its scoop shops and other facilities); and (4) working with its suppliers to improve these companies’ environmentally-friendly business practices (e.g., reducing amount of packaging and plastic used for incoming shipments, creating reusable containers for ingredients such as caramel, marshmallow, and fruit).


In April 2000, the multi-billion dollar Anglo-Dutch corporation, Unilever, purchased Ben & Jerry’s for $326 million. Ben & Jerry’s became, at that point, a wholly-owned, autonomous subsidiary of Unilever, with Ben and Jerry themselves no longer involved in the day-to-day operations of the company but still involved as Board members, active in dispensing goodwill, working on Ben & Jerry-affiliated social programs and charities, and providing the link to the brand’s founding core values.


Prior to and following the Unilever purchase, many shareholders and customers expressed deep concerns, fearing that Unilever would change the entire Ben & Jerry’s ethos, its mission, and its core values. Vermont Governor, Howard Dean, voiced his concern by asserting that Ben & Jerry's, which had come to symbolize Vermont to the world, would undergo a potential "corporate homogenization." Unilever maintained it would uphold the values in the company’s three-part mission statement.  


In the nearly five years since the purchase, it appears that the concerns of major critics have been somewhat allayed: Unilever has allowed Ben & Jerry’s core values to remain the centerpiece of how the company operates. However, as former CEO, Yves Couette, said “some changes were radical, others were more moderate—all were strategic.” Some of these strategic moves, unfortunately, included employee lay-offs and Vermont plant closures.  


On the other hand, the company’s global reach has also allowed Ben & Jerry’s to enter new international markets and achieve 20% growth in sales revenue (e.g., expanding production by using Unilever’s Dutch manufacturing facility, initiating new alliances with Unilever’s Ice Cream sister companies.) Unilever also continues Ben& Jerry’s commitment to creating a better world through grants and philanthropy and continues give away 7.5% of pre-tax profits to the Ben & Jerry’s Foundation (which allocates grants to non-profit “grassroots organizations …which facilitate progressive social change”) and other affiliated charitable causes.  


Prior to the acquisition, Ben & Jerry’s reported that its 1999 sales were $237 million and profits were $13.5 million, with the company donating 7.5% of its pre-tax profits to charities.  After the purchase, financial data is no longer provided on the website as it is now subsumed in the overall Unilever financial data. A 2003 article in Dairy Field magazine indicated that company sales exceeded $260 million in 2002. It is also interesting to note that a January 29, 2005 nytimes.com article indicated that Unilever’s “rough spell starts to look even rougher”—due to its $20 billion debt after acquiring Bestfoods in 2000 and its “bloated cost structure, too much bureaucracy.” It is difficult to tell, at this time, what this means for Ben & Jerry’s, but it would seem that Unilever’s 2002 restructuring may continue to be on the table as an option.


The company’s website is fun, colorful, and provides comprehensive information about the company’s products, scoops shops, and business-related information, including social and environmental reports, previous financial audits, and a useful section for students and consumers interested in finding out answers to specific questions. Overall, the company is very active in keeping its website fresh, recently creating a highly-branded Cow to Cone” flash video, that increased web “stickiness” by 25%. Nancy Stoddard, IT Marketing Integration Manager, describes their attention to keeping a high-quality website: “We’re a super-premium brand that uses the highest quality ingredients to make our ice cream so it makes sense to use the highest quality tools for developing our website, as well.” 


As Walt Freese, the current CEO stresses, “I believe the real value of your business lies in consumer relationships over time.” The value Ben & Jerry’s places on customer relationship management (CRM) encompasses all aspects of the company, extending from the scoop shops (the 3-D venue to express the company’s personality) to the web.


Ben & Jerry’s values its website for its ability to keep the brand image at the forefront while at the same time dispensing information and seeking customer input/support (e.g., Resurrect a Flavor Form, Suggest a Flavor Form, sign up to receive the “ChunkMail” newsletter when Ben & Jerry’s has “something flavorful to say, about once a month.) A May 2004 online article in Knowledge Management, indicates that Ben & Jerry’s implemented an on-demand CRM solution “to respond to customer questions that concern anything from the ingredients in a flavor of ice cream to special company promotions like Free Cone Day.” 


In 2003, Ben & Jerry’s reported that “we continued the double digit increases in (website) consumer contacts seen in recent years with 18,000 consumers contacting us, a 12.5% increase from 2002.” With their CRM solution, Ben & Jerry’s has achieved a “knowledgebase efficiency rate of 99.7%,” which means that nearly every website visitor found the answer they were seeking via the online database.

Customer Profile

Taste and Less Filling? Targeting Health-Conscious Customers


Throughout the early 1990s, consumer demand for “healthful” desserts drove frozen dessert manufacturers to provide low-fat and low-sugar ice creams and other related desserts, such as frozen yogurt.  Consumer interest in these products waned in the mid-1990s, partly due to some dissatisfaction with taste, and instead, the public turned to premium frozen desserts that offered rich, and oftentimes decadent, ingredients and flavor combinations.  


Over the past few years, and in part fueled by reemerging consumer interest in “better-for-you” desserts, manufacturers have once again responded, this time by rolling out such products as low-fat frozen yogurt, and ice creams that are light, low-fat, no sugar, or low-carb extensions of their premium or super-premium ice cream product lines. 


This re-introduction of more healthful, better tasting frozen dessert products over the past few years has coincided with reenergized consumer interest in losing weight, watching cholesterol, and diabetic concerns. As Ben & Jerry’s claims on their website, when rolling out their low carb and low sugar ice cream product lines and their new low-fat frozen yogurts last spring, “When it comes to dessert, it’s no easy feat to watch what you eat and enjoy eating it, too. That’s why we’re offering options we think it’ll tickle your nutritional fancy as well as amaze your taste buds.”

Spare Change? Targeting Those with Higher Discretionary Incomes


Due to the typically higher costs of super-premium ice creams and frozen yogurts, manufacturers tend to target customers with higher discretionary incomes. In fact, as Walt Freese, Ben & Jerry’s then-CMO and now CEO, explained his scoop shop’s demographics, in a Quality and Speed for Restaurant Success Review interview in April 2003, “We tend to de well across the board, but we tend to do particularly well with dual income households without children…our core consumers tends to be dual-income, no children, 18-34. If you talked in terms of absolute target, we’d be talking about more affluent and educated consumers.”


In a 2003 Dairy Field online interview, Chuck Green, director of sales at Ben & Jerry’s further explained: “We spend less where the fish are not. In other words, some people are obsessed with being everywhere. But it doesn’t make sense for us to be in some outlets where the average ring is $1.50 when we ring at $3.69. So we don’t commonly pursue that business, we minimize our efforts in terms of our target area.”

Calling all Social Activist Baby Boomers and Others Interested in Making a Difference: Targeting Those With a Common Dream of Changing the World


With its counter-cultural co-founders leading social and environmental activist efforts over the past 27 years, Ben & Jerry’s appeals to those like-minded Baby Boomers, as well as younger and older people who want to effect positive change. This brand differentiation helps position Ben & Jerry’s as the brand of choice for those who want to help at-risk youth and those re-entering the work force (Partner Shops), environmental and social non-profits (Ben & Jerry’s Foundation), and other causes aimed at effecting positive change in the local community and the world. 
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Product Profile & Pricing

Ben & Jerry's offer four different flavors of Low Fat Frozen Yogurt: three flavors are available in supermarkets plus one extra flavor, Black Raspberry, is offered in franchised scoop shops.

Low Fat Frozen Yogurt was first introduced in 1998 in Ben & Jerry's product line. The most recent roll-out of the low-fat frozen yogurts, were touted as having “3 grams of fat or less” as compared to the original versions that had 4.5 or 6 g. of fat per serving. This information is useful for those watching their weight or their cholesterol.


The small pint size sold in retail markets is not cheap. At local supermarkets, Ben & Jerry's low-fat frozen yogurt sells for $3.99. With special store promotions, it may be possible to buy two pints for $6, a $2 savings. In scoop shops, prices for small, medium, and large cups of low-fat frozen yogurt are $2.75, $3.25, and $3.75, respectively. The Frozen Yogurt is being place intermixed with regular ice cream. Also, Ben & Jerry's Franchise scoop shop is the 2nd fastest growing business in the same business category1. 


Ben & Jerry's has a decent distribution network in the US, however Low Fat Frozen Yogurt products were only distributed in US and Canada. Nation wide, Ben & Jerry's have 1244 total distributors. Some of the local (West Coast) retailers that carry Ben & Jerry’s Low Fat Frozen Yogurt are Albertsons, Cala Foods, Safeway, Food 4 Less, and even Target stores.

	Ben & Jerry's Distribution
	
	
	

	State
	City
	Zip Code
	Distributors
	Total #

	CA
	San Francisco area 
	94***
	Albertsons, Bell Markets, Cala Foods,  Safeway
	85

	CA
	San Diego area
	92***
	Albertsons, Bell Markets, Food 4 Less, Ralphs Grocery, Ralphs Marketplace, Stater Brothers, Vons Food & Drug,  Vons Market
	86

	CA
	Los Angeles area
	91*** / 90***
	 Albertsons, Albertsons Super Store, Max Foods, Pavilions, Ralphs Grocery, Ralphs Fresh Fare,  Ralphs Marketplace, Save On, Target,  Vons Market,  Vons Super Combo Store, Vons Food & Drug
	191

	AZ
	Phoenix area
	85***
	Albertsons, Albertsons-Osco, Bashas Market,  Frys Marketplace,  Frys Food Store,  Safeway, Super K
	78

	CO
	Denver area
	80***
	Albertsons,  Albertsons Super Market, King Soopers,  Safeway,  Super K,  Super Target
	134

	TX
	San Antonio area
	78***
	H E Butt Food Store, H E Butt, Super Target
	34

	TX
	Houston area
	77***
	Fiesta Mart, H E Butt,  H E Butt Central Market, H E B Pantry,  Kroger Store, Kroger Signature Store, Randalls, Super Target
	85


	TX
	Dallas area
	75***
	Albertsons, H E Butt Central Market, Kroger Store, Minyard Food Store, Sack N Save, Super Target, Tom Thumb
	156

	Ill.
	Chicago area
	 
	Cub Foods,  Dominicks, Dominicks Fresh Store, Jewel Food Store, Jewel Osco, Meijer Supermarket, Osco Drugs, Super K,  Target, 
	123

	PA
	Philadelphia area
	08*** / 18*** / 19***
	Acme Markets, Bottinos Shoprite, Genuardis Family Market, Giant Foods, Pathmark, Rite Aid Drugs, Shoprite, Super Fresh,Super Fresh Food Market,  Super G, Target, Weis Market
	121

	NY
	New York area
	07*** / 10*** / 11***
	A & P Store,   Food Emporium,   Genovese Drug, Kings Supermarket, Pathmark, Rite Aid Drug, Shoprite,  Stop & Shop,  Super Stop & Shop,  Target, Waldbaums
	151


Placement in Supermarkets

Almost all supermarkets have six shelves of freezer space for frozen products, and the height of the shelves is also very similar. According to the average height of American women, about 5'4 and of men, about 5'9, the second shelf from the top is the most conspicuous for women's eye's level and the top shelf is the most conspicuous for men's eye's level. 


It seems that there is inconsistency in the placement for Ben & Jerry products in supermarkets even within the same group of supermarkets. However, the Ben & Jerry low fat frozen yogurts are mostly placed on the top shelf or on the second shelf from the top. In addition, Ben & Jerry’s low fat frozen yogurt occupies a more prominent place than Ben & Jerry’s regular ice cream. This placement strategy could help generate more consumer awareness of the frozen yogurt product line.

While the Ben & Jerry's brand is the most fun, up-beat, and creative among the competitors (two competitors we look into are TCBY and Nestlé’s Haagen-Dazs), Ben & Jerry's Low Fat Frozen Yogurt product line assumes a very uniform and consistent packaging within the company's product family. 
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 The packaging for all three products are in blue, green, and white which denote the "Yogurt" message. The only way a customer can tell which flavor he or she is buying is by looking at the different illustrations and pictures on the packaging. 
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 On the other hand, a competitor like Haagen-Dazs took on a completely different approach. It is very hard to distinguish their regular ice cream from their frozen yogurt product line. This may be done to extend the rich and premium brand image consistently to all its products.


Compared with TCBY, Dreyer's, and Haagen-Dazs, Ben & Jerry's also offer the least choice in terms of frozen yogurt flavors as well. All three different flavors from Ben & Jerry's are only "recycled" flavors from the ice cream line (plus one special flavor, Black Raspberry, available in scoop shops). Haagen-Dazs, on the other hand, has eight different flavors to chose from and some very exotic and ethnically-oriented flavors such as dulce de leche.


There are also external factors influencing the popularity of Ben & Jerry's Low Fat Frozen Yogurt. For example, consumer demand for frozen desserts like Low Fat Frozen Yogurt is dependent on seasonal and weather changes. This has led Ben & Jerry’s to consider co-branding opportunities with Green Mountain Coffee Company to address some seasonality trends. As stated earlier, consumer’s re-emerging health interests (more calcium, less fat, etc.) affect demand for the product.

SWOT Analysis

	Strength

· Low in Calorie and fat

· Brand Popularity

· (High position franchise growth (2nd)
· The most fun, up-beat and “creative brand” among the competitors
	Weakness

· Demand susceptible to seasonal and weather-related trends

· Less flavors to choose from

· Departure from “indulgence” brand association

· Not very original with only recycled  ice cream flavors

	Opportunities

· Health consciousness

· To introduce many more original flavors

· Leverage marketing opportunities (Dairy Association will be running public information campaign about “3 a day dairy” products)

· Aging population (calcium intake)
	Threats

· Crowded Marketplace

· Competitors provide more value, greater variety of flavors,  added products (for example, non-fat Frozen Yogurt)

· Other forms of snacks




Product Promotions and Reviews

Ben and Jerry’s relies on values- led marketing, focusing most of the company’s marketing efforts towards social marketing campaigns and building one- on- one-customer relationships. Their marketing strategy is based on three attributes “ a great product, a fun, caring environment, and community involvement”. Also at the core of their values-led marketing strategy is a mission statement that includes “initiating innovative ways to improve the quality of life locally, nationally, and internationally.”

A key segment of Ben and Jerry’s marketing can be classified as “event- or guerilla marketing”, as the chief marketing manager, Walt Freese, explains, “We look for ‘high-touch events where we’re getting to our customers one on one.”

One of Ben and Jerry’s trademark events is the annual Free Cone Day. In 2004, the company partnered with Rock the Vote and Apple for a campaign entitled,

 ‘ ETOV-Turn it around.’ This one-day event registered 10,000 voters, and gave away a grand prize from Apple, as well as thousands of free ice cream cones. The annual free cone day is a great way for the company to introduce customers to new flavors, build relationships with new and existing customers, and become involved with the community.


Ben and Jerry’s Scoop Trucks are another one of the company’s innovative marketing strategies. In 2000, representatives from the company attended over 100 events, each with a social mission focus, including the AIDS Walk in San Francisco where they provided ice cream for 15,000 people, the Best of LA fundraiser for Meals on Wheels, the Hopes and Heroes Fundraiser in New York that supports children with cancer, and the POW-MIA road race in Boston. In total, the scoop trucks raised about $32,000 for nonprofits and got the word out about their ice cream.

Web based marketing is also an important focus to the companies marketing mix, with their user-friendly and upbeat web site. On the website, it is easy to locate scoop shops as well as find out which supermarkets and stores offer what flavors of the company’s various ice cream and yogurt selections. The colorful website also asks customers to get involved and to ‘Learn how you can help’ with events such as the Tsunami Relief fund. 

Because Ben and Jerry’s doesn’t advertise very often, public relations is front and center to their marketing strategy. Ben & Jerry's focuses on communicating the company's unique business approaches via public relations campaigns designed to generate unpaid newspaper, magazine, radio and TV news coverage. Ben Cohen and Jerry Greenfield, the company’s founders, also continue to make personal appearances on TV and radio

Ben and Jerry’s is a popular choice for business awards, the company has won several, including being recognized as America’s Small Business Persons of the year by the US Small Business Administration in 1988, awarded the James beard (the cooking’s industry’s Oscar equivalent) Humanitarians of the Year Award, in 1993, awarded the Peace Museum’s Community Peacemakers of the Year award in 1997, and the company won first place in the "social responsibility" category in a 1999 Harris Interactive Poll regarding public perceptions of corporate reputability, which was published in the Wall Street Journal. 
Conclusion

Trends


In the United States, and around the world, the healthy lifestyle movement is once again on the rise--with increasing interest in exercise such as yoga and pilates and healthier eating choices. With their counter-cultural and social activist image, newly coupled with the global leveraging opportunities offered by Unilever, Ben and Jerry’s is on a great course for further growth in yogurt sales. As reported by Information Resources, Inc in the year 2000, Ben & Jerry’s out-sold Häagen Dazs in the category of frozen yogurt. 


With the healthy living movement, there is also a growing number of people who are against having chemicals in their food, and according to SIC 2024 this is especially prevalent in Europe. Ben and Jerry’s has recognized this issue, by using all natural ingredients whenever possible in their products. This will have an impact on retaining and gaining customers who are interested in healthy eating and living.

Questions


However, being in the super premium ice cream brand category, Ben and Jerry’s Frozen Yogurts are priced high, and consumers have to pay a lot for this yogurt dessert. While there are health benefits, there are also drawbacks as some of their products have a higher fat content than that of their competitors. It is possible that consumers worry about this? Will some brand-loyal customers move from the super-premium ice cream to the low-fat frozen yogurt? What motivates the consumer to buy Ben and Jerry’s low-fat frozen yogurt as opposed to TCBY’s or Häagen Dazs?  
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Search Engine Ranking for Ben & Jerry’s Frozen Yogurt

February 7th 2005
Word Search: “Frozen Yogurt”
yahoo.com

1) www.recipesource.com/desserts/frozen-yogurt

2) foodnetwork.com/food/recipes/recipe/0,1977,FOOD_9936_19496,00.html

3) www.nancisfrozenyogurt.com

4) www.tcby.com

5) www.only8frozenyogurt.com

8) www.benjerry.com
google.com

1) www.tcby.com

2) www.tcby.com/mpccoupon.asp

3) www.sendicecream.com/recformakfro.html

4) www.annecollins.com/calories/calories-frozen-yogurt.htm

5) www.diabetic-recipes.com/recipes/oct99_4.3.htm

7) www.benjerry.com

Vivisimo.com

1) www.nancisfrozenyogurt.com

2) www.recipesource.com/desserts/frozen-yogurt

3) www.tcby.com

4) www.21choices.com

5) www.benjerry.com

A9.com

1) www.tcby.com

2) www.tcby.com/mpccoupon.asp

3) www.nancisfrozenyogurt.com

4) www.sendicecream.com/recformakfro.html

5) www.21choices.com

22) www.benjerry.com/our_products/flavor_details.cfm?product_flavor_type_id=9

eurekster.com

1) www.benjerry.com
2) www.tcby.com/

3) www.nancisfrozenyogurt.com/

4) www.recipesource.com/desserts/frozen-yogurt

5) www.calorie-counter.net/calories-in-frozen-yogurt.htm
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