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 W

hen you are lead by V ALUES, it doesn ’t COST your business, it HELPS your business. ~~ Jerry Greenf eld
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Who We Are

Paul Chun
Favorite Ben and Jerry’s flavor is 

Cinnamon Buns

Favorite Word is Flow

Favorite color is pink

Katelyn Guerin
Favorite Ben and Jerry’s flavor is 

Half Baked

Favorite Word is Bubbles

Favorite color is pink

Tessa Pollock
Favorite Ben and Jerry’s flavor is The

Tonight Dough

Favorite Word is Brouhaha

Favorite color is pink

Jared Jackson
Favorite Ben and Jerry’s flavor is Peanut 

Butter Cup

Favorite Word is Wild

Favorite color is pink
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Why We Are Here
Making thoughts into words and words into actions, change 

can be made. Ben and Jerry’s has done so much already for en-
voking thought, word, and change in so many communities, but 

it is time to do more. And Ben and Jerry’s wants to do more. 
With an already established brand that is trusted and loved 

through not only America but the world, Ben and Jerry’s has 
the perfect platform to continue the martyrous task of speaking 

on important issues and giving others the space to speak for 
themselves. This plans book delves into how this can be done 

and where Ben and Jerry’s can go.
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Ben & Jerry’s is devoted to great ice cream and social change. 
Its journey to becoming one of the biggest brands in ice cream 

has been flled with social campaigns 
addressing issues the company feels pertinent. However, some-
where along its journey Ben & Jerry’s has developed an implicit 

bias towards people of color. We were faced with the task of 
create a marketing communications 

campaign introducing a new flavor that invites the 
previously unnoticed into the brand. We decided to take it a 

step further and target women of color, as they are even more 
underrepresented amongst the brand.

Why We Are Here
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Company Analysis
Ben & Jerry’s Homemade Holdings Inc. was founded in 1978 in Burlington, 
Vermont as a manufacturer of frozen desserts including ice cream, frozen yo-
gurt, and sorbet. 

The founders are Ben Cohen and Jerry Greenfeld. Ben & Jerry’s has very 
strong ties to social responsibility and doing good in the world. Ben & Jerry’s 
is a B Corporation which holds them in high regards for rigorous standards of 
social and environmental performance, accountability, and transparency.1 

Over the course of Ben & Jerry’s existence it has made strides in setting the 
bar high for social responsibility among its competitors; since 1988 it has ran 
more than 10 cause campaigns and implemented many in-house rules to fol-
low.2 Although B&J’s has 
made signifcant social 
contributions, they have 
unconsciously forgotten 
about some audiences. 
Ben & Jerry’s has focused 
most of their attention on 
white audiences, subtly 
ignoring people of col-
or.3 Going forward, B&J 
needs to incorporate these 
audiences into their efforts 
in order to measure up to 
what the company claims 
to do.

1“Ben & Jerry’s History.” Http://Www.benjerry.com, www.benjerry.com/about-us#2timeline.
2“Ben & Jerry’s History.” Http://Www.benjerry.com, www.benjerry.com/about-us#2timeline.
3Greenwood, Sean. “Ben and Jerry’s Overview.” Capstone Class. Capstone Class, 18 Sept. 2017, Boston, Massachu-
setts.
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Market Analysis
Social

Because of the information consumers can now read and share online and on social media, the public is 
much more conscious about what goes into their bodies. A 49% growth rate in the non-dairy ice cream 
sector proves that the consumer, although wanting to indulge and satisfy their cravings are also mak-
ing efforts to become more healthy.1 It could also mean that many consumers who enjoy ice cream are 
becoming more intolerant to dairy and require another option for consumption.2 Companies such as 
HaloTop have discovered this pull towards healthier alternatives and have taken advantage.

Technological
In terms of actually preparing ice cream, flavors and “creations” are becoming more and more difficult 
to produce.3 Ice cream companies, especially local brands are attempting different flavors to stand out 
amongst competitors. Flavors involving yams, curry, beets, cilantro, and lobster are being used in ice 
cream flavors across the United States.4 Ben and Jerry’s shouldn’t feel the need to go this extreme with 
ice cream flavors, but it is important to recognize this shift in the market and start to think of the possi-
bility of going more drastic with flavors.

Environmental
Palm Oil is an ingredient used in many different ice creams to achieve the right texture that the con-
sumer wants. 85% of the world’s palm oil comes from Indonesia and Malaysia, and these areas are being 
slashed and destroyed for the valuable oil making it a danger to the ecosystem they are in along with 
climate change.5 Ben and Jerry’s competitor HaloTop uses palm oil as well, and if HaloTop was to 
realize this environmental issue and change the product, this could affect the sales of Ben and Jerry’s as 
customers could move over more willingly to HaloTop if they were to advertise a switch from palm oil 
to another ingredient. 

1“Americans Are Scooping Up Better-for-You Sweetness for National Ice Cream Month.” What People Watch, Listen To 
and Buy, Nielsen, www.nielsen.com/us/en/insights/news/2017/americans-are-scooping-up-better-for-you-sweetness-for-na-
tional-ice-cream-month.html.
2“Lactose Intolerance.” National Institute of Diabetes and Digestive and Kidney Diseases, U.S. Department of Health and 
Human Services, 1 June 2014, www.niddk.nih.gov/health-information/digestive-diseases/lactose-intolerance.
3 Ice Cream Insights and Consumer Perceptions: 3 trends impacting the US market. (2015). Retrieved October 02, 2017, 
from http://www.mintel.com/blog/food-market-news/ice-cream-insights-and-consumer-percept ions-3-trends-impacting-
the-us-market
4 Bellomo, Maggie SheehanJennifer MeyersandRheanna O’Neil, and Hannah Doolin. “The Craziest Ice Cream Flavors In 
Every State.” Delish, 28 Aug. 2017, www.delish.com/food/g2795/50-states-crazy-ice-cream-flavors/.
5“Ice Cream’s Impact on the Environment”, WWF, 2016
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Consumer Analysis

“2016 Spring Report-
er GfK MRI.” MRI, 
2016.

Ice Cream and 
Frozen Novelties.” 
Mintel, 2017.
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Product Analysis
With its most recent flavor “One Sweet 

World,” the press release for this flavor says 
“...it’s a small part of Ben & Jerry’s larger 
effort to advance issues of social and eco-

nomic justice.”1 It also mentions that it is a 
limited-batch flavor, and proceeds will go 
to “support those working at the intersec-

tion of economic and racial justice.” We are 
going to continue this effort of the other 

social justice focused flavors and link it to 
a spokesperson to show Ben and Jerry’s 

efforts for racial diversity.

1 Jerry’s, Ben &. “Ben & Jerry’s Latest Offering Envisions 
One Sweet World For All.” PR Newswire: News Distribu-
tion, Targeting and Monitoring, 17 Oct. 2017

Flavors on A Mission:
Bernie’s Yearning, 

Empower-mint, One Sweet 
World

Past 
Partnerships include:
Jimmy Fallon, Phish,

Stephen Colbert, Bob Marley,
Elton John, Tina Fey

Their Flavors:
 ~50 flavors in curculation in 

pints and scoop shops
switch out based on popularity 

when necessary.

What 
Ben and Jerry’s Offers:

Pints, pint slices, ice 
cream bars, collabo-
rations as with New 
Belgium Brewery
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Competitor Analysis
The largest competitor that Ben and Jerry’s has 
actively identifed is Haagen Dazs, according 
to their Public Relations Grand Poobah, Sean 
Greenwood.1 With a rivalry that goes way back to 
the 1980s when Haagen Dazs tried to limit Ben 
and Jerry’s distribution in the Boston area. The 
“What’s the Doughboy Afraid Of?” campaign that 
Ben and Jerry’s launched was a response to that 
Haagan Dazs initiative. While Haagan Dazs con-
tinues to be a main competitor in Ben and Jerry’s 
eyes due to them being in the same super premium 
category, their brands and personalities completely differ. Ben and Jerry’s continues to have a silly, 
upbeat and socially conscious personality while Haagan Dazs has a more serious and simplistic 

personality.2 

Halo Top is a new competitor to Ben and Jerry’s, creating a 
healthier alternative to ice cream that negates the guilt of full 
fat, all sugar ice cream that the market knows and loves. This 
emergence into the market has the possibility of taking some of 
the more health conscious Ben and Jerry’s customers away to 
fnd this more healthy alternative. 

Breyers, although not 
falling into the super pre-
mium category, should be 

mentioned as a competitor because this company does hold 
the largest market share of ice cream behind private labels.3 

Local brands are another competi-
tor to Ben and Jerry’s. (Using the Boston area as an example) Companies 
such as Crescent Ridge, FoMu, and Emack and Bolio’s pose a threat to 
Ben and Jerry’s local scoop shops as some consumers attempt to shop more 
locally for economic, environmental, or health conscious reasons.4

1 Greenwood, Sean. “Ben and Jerry’s Overview.” Capstone Class. Capstone Class, 18 Sept. 2017, Boston, Massachu-
setts.
2 “3. Competition.” Brand Audit Blog, 8 Dec. 2013, brandauditicecream.wordpress.com/3-competition/.
3 “Market Share Leading Ice Cream Brands U.S., 2017.” Statista, www.statista.com/statistics/255060/market-share-of-
the-leading-ice-cream-brands-in-the-united-states/.
4 Salguero, Michael. “Why Buying Local Is Worth Every Cent [Infographic].” The Huffington Post, TheHuffington-
Post.com, 24 Nov. 2013, www.huffingtonpost.com/mike-salguero/why-buying-local-is-worth_b_4310520.html.

  
11    



  
12    



Target Market Profile
 Our primary target market is millennial African American women in the United States. We chose this 
market because it is a target market that Ben and Jerry’s has not actively invited to the brand through 
the flavors or marketing. We would like to show that Ben & Jerry’s is making a conscious decision 
to reflect this target in their current efforts with race relations. Currently, approximately 13.3% of the 
population is African American, not including mixed-races.1 Women in the United States also make up 
50.8% of the United States.2 African American women aged 20 - 34 make up 20.2% of the female Afri-
can American population in the United States3 and millennial aged (18-34) African American women 
comprise of almost 10% of the total African American population in the US. African American women 
also consists of 13.22% of ice cream consumers who have purchased ice cream in the past six months. 
Women aged 18-34 also consists of 28.78% of current ice cream consumers.4 Out of these ice cream 
consumers, women aged 18-34 make up 33.12% of Ben & Jerry’s customers who have purchased it in 
the past six months and African American women make up 11.31% of these customers as well.5 Due to 
this information we anticipate our target audience to be about 7% of the United States population and 
about 5% of current ice cream consumers. 
Our target mostly has some college education or an associate’s degree and are more likely than African 
American males to gain higher education. Entrepreneurship is also high in our target market with 59% 
of black owned businesses belonging to African American woman.5 Our target market also has shown 
great income growth and on average makes around $25,000 - $40,000. They also spend more time on 
social media than the total population with the most being on Facebook. African American millennials 
are also more likely to try out new technology before other demographics and watch live TV 61% more 
than total market consumers.5 
African American Millennials want authentic black stories from representation in television to see-
ing black models and representation in advertisements and brands. In fact, 62% of African American 
millennials agree that they feel really good about seeing celebrities in the media who share their ethnic 
background. All but one of the top 10 shows among African Americans, for both Millennials and those 
35 and older, are shows where African Americans signifcantly over-index against the total population. 
This proves that African American Millennials want to see people who reflect their ethnicity and cul-
ture in what they consume. Between 2011 and 2015 broadcast tv ad spend focused on black audiences 
increased 255% because of an increase of diversity in programs such as Empire and Black-ish.5  41% of 
African American millennials also agree that a celebrity endorser may influence them to consider or buy 
a product.5  And based on the previous information, black millennials are more likely to consider or buy 
a product if they have a celebrity endorser that reflects their ethnic background. 

1 United States Census July 2016. (2016, July 1). Retrieved November 12, 2017, from https://www.census.gov/quickfacts/
fact/table/US/PST045216#qf-headnote-a
2 Bureau, US Census. “The Black Alone Population in the United States: 2014.” Census, Jan. 2015, www.census.gov/data/
tables/2014/demo/race/ppl-ba14.html.
3 Data Access and Dissemination Systems (DADS). “SEX BY AGE (BLACK OR AFRICAN AMERICAN 
ALONE).” American FactFinder - Results, 2016,factfnder.census.gov/faces/tableservices/jsf/pages/productview.xhtm-
l?pid=ACS_16_1YR_B01001B&prodType=table.
4 “Ice Cream, Ice Milk & Sherbet Report.” GfK MRI SMARTSystem, www.gfkmrismartsystem.com/UniversityReport-
er/Report.aspx.
5 “Young, Connected and Black .” Nielson, 17 Oct. 2016, www.nielsen.com/content/dam/corporate/us/en/reports-down-
loads/2016-reports/african-american-consumer-report-oct-2016.pdf.
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The Movers and Shakers

Crystal is 22 years-old and just graduated her local state college and is look-
ing forward to the future. She dreams of owning her own business one day 

and works tirelessly towards that goal. Although she lives a busy life she 
makes sure to carve out the time to watch her weekly TV shows and treat 
herself. Although she prefers to stick to a strict diet and cook at home, her 

busy schedule causes her to stop in the frozen food section more times than 
she would like - where she sometimes likes to indulge in a pint of her favor-

ite ice cream for her weekly nights of relaxation. 

Crystal
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The Schedulers

Monica is a 30 year-old mom of two boys. Her day consists of man-
aging her hair salon, driving her sons to their after-school activities 
and making sure dinner gets on the table every night. She follows a 
very strict schedule which includes her weekly family tv nights. She 
treats her family to their favorite pint of Ben & Jerry’s  as they relax 

on the couch from their hectic lives. 

Monica
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Tracee Ellis Ross
We decided to choose Tracee Ellis Ross, star of ABC’s show Black-ish who just won a Gold-
en Globe for her role as our celebrity endorser.1 We chose this endorser because through our 
research we found that our target market enjoys comedy, is familiar with the abc network 
which is the cable provider for Black-ish, and watches comedy/variety shows while eating ice 
cream. 

Women who eat Ben & Jerry’s watch Comedy Central more than any other network at 
14.72% proving that they are fans of comedy. Women who have eaten Ben & Jerry’s in the past 
6 months have also visited abc.com often (16.87% of the target) which is the cable network 
provider for Tracee’s show Blackish.2 This shows that our market is familiar with our chosen 
endorser through these channels. We would like our target to see themselves reflected in a 
Ben & Jerry’s flavor which currently has no women of color endorsers.3

1 “About Tracee.” Tracee Ellis Ross, traceeellisross.com/about-tracee/.
2 Data Access and Dissemination Systems (DADS). “SEX BY AGE (BLACK OR AFRICAN AMERICAN 
ALONE).” American FactFinder - Results, 2016,factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtm-
l?pid=ACS_16_1YR_B01001B&prodType=table.
3 “Ben & Jerry’s Ice Cream Pints.” Http://Www.benjerry.com, www.benjerry.com/flavors/ice-cream-pints.
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Planned Parenthood
1/5 

women have 
relied on Planned 

Parenthood in their 
lifetime 1              

1/3 of those
 women are women 

of color 2

Tracee 
Ellis Ross already 

supports PP through 
things such as the 

“Liberated Women” 
Campaign. 3

“I 
believe that 

every women, and every-
one, should have access to 

health care that keeps them safe 
[and] that there should be a place 

where they feel safe enough to 
ask the questions that they 

have.” 4

-Tracee Ellis RossBen & Jerry’s 
social mission to 

“use Ben & Jerry’s in 
innovative ways to make 

the world a better 
place.” 5

1  2 “The Irreplaceable Role of Planned Parenthood Health Centers.” Planned Parenthood, 26 May 2017, www.planned-
parenthood.org/uploads/fler_public/2d/49/2d495908-6de0-4466-98a6-f25c456572b9/fact_sheet_-_irreplaceable_role_
of_pp_health_centers_1.pdf.
3 Parenthood, Planned. “Leading Black Activists and Planned Parenthood Partner to  Launch.” Planned Parenthood, 14 
May 2017,www.plannedparenthood.org/about-us/newsroom/press-releases/leading-black-activists-and-planned-parent-
hood-partner-to-launch-liberated-woman-campaign-against-attacks-on-health-care-for-women-of-color.
4 Seemayer, Zach. “EXCLUSIVE: Tracee Ellis Ross Praises Planned Parenthood’s ‘Needed, Important and Wonderful 
Work’.” Entertainment Tonight, ETOnline, 13 Jan. 2017, www.etonline.com/news/207435_tracee_ellis_ross_praises_
planned_parenthood_needed_important_and_wonderful_work.
5 “Ben & Jerry’s is a values-Led company.” Http://Www.benjerry.com, www.benjerry.com/values.
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We as black 
people are not 
a monolithic 
bunch. We are 
not all the same 
and neither are 
women. 
Instead, we are 
all individuals
who have these 
extraordinary
stories to tell and share with each other that 
will enrich all of our lives and help us all be-
come more ourselves and better people.

~Tracee Ellis Ross
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 So What Are We Eating?

The flavor of strawberry further symbolizes the relationship of Planned 
Parenthood and Ben and Jerry’s. The brownie chunks would come from 
Greyston Brownies which is a company partnered with B&Js that em-

ploys ex-felons. 

MRI has women 18-34 who have eaten strawberrys, brownies, and Ben 
& Jerrys in the last 6 months to be indexed at 103.1 

1 “2016 Spring Reporter GfK MRI.” MRI, 2016.

Strawberry 

ice cream with chunks 

of brownie and fudge 

swirl!
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Objectives

Recognize the importance of Planned Par-
enthood in terms of supporting women, especially 

women of color.

Having Ben and Jerry’s recognize their privi-
lege, and giving women of color a platform for them to 

speak for themselves.

Making a stand against racist and sexist policies 
and rhetoric

Continuing to improve inequities in groups that 
are underrepresented in their own company
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 The Big Idea
Intersectional Feminism:

Intersectionality: the interconnected nature of social categori-
zations as they apply to a given individual or group, creating 

overlapping systems of discrimination or disadvantage.

So if feminism is advocating for women’s rights and equality 
between the sexes, intersectional feminism is knowing that 

women’s overlapping identities impact the way they experience 
oppression and discrimination.
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This campaign gives “the dish” on women of color. It gives everyone insight on how 
planned parenthood supports women of color and just how vital it is. It also gives homage 
to Tracee Ellis Ross’ career as the show that really started her career path was called The 

Dish. “The dish” is also a colloquial term for a woman who has it all. 

The Pink container is Ben & Jerry’s only pink pint.. This is to stand in solidarity with 
women. Pink is a color predominately associated with women and it directly relates to 
Planned Parenthood as well because of their iconic pink logo. We want this product to 

stand out on the shelves for its message as well as its packaging.
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Because 25% of a scoop is too much to lose.*

*The Congressional Budget Office has estimated that up to 25 percent of patients served by Planned Parent-
hood could lose their access to care if the organization lost its federal funding. 
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Social Media
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Podcast Advertisements

We chose 5 podcast to do approximately 10 30 second 
ads on. These podcast are all hosted by millennial 
black women and are either comedy or talk about 

issues our target market cares about. 40% of our tar-
get agreed that they trusted advertisements on radio 
which is higher than on mobile phones, newspapers, 

and magazines.1 

1 Young, Connected and Black .” Nielson, 17 Oct. 2016, www.
nielsen.com/content/dam/corporate/us/en/reports-down-
loads/2016-reports/african-american-consumer-report-oct-2016.
pdf.
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These #FindTheDISH stickers will be featured on freezers containing Ben and Jerry’s 
Ice Cream.

We feature the hashtag and qr code because our target is one to leverage social media 
to increase the national consciousness with regard to issues affecting the Black commu-
nity and to effect change. By using these tactics it allows the target to be engaged with 

the flavor & brand and spread awareness of something that affects their community 
and something they care about.

OOH Advertisements
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OOH Advertisements

These will be color-changing magnets placed on the side of ice cream freezers in different 
convenience stores, pharmacies, and grocery stores. African American Millennials have 

a higher index to shop at drug stores so we want to focus on those, then convenience 
stores, and then grocery stores.1 2

____________
1 “Young, Connected and Black .” Nielson, 17 Oct. 2016, www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2016-re-
ports/african-american-consumer-report-oct-2016.pdf.
2 “2016 Spring Reporter GfK MRI.” MRI, 2016.
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Free Cone Day

.Event in Ben and Jerry’s stores
 Nationwide, this specifc campaign 

would be:

Having tables outside Ben & Jerry’s 
locations

Getting signatures for 
anti-defunding petition

Handing out small samples of flavor

  
28    



*Start of Campaign, March 8th
*Free Cone Day, March 20th

*Mothers Day, May 13th!
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Show Me The Money!

Budget of: $250,000
Publish advertisements on Facebook and Instagram - $25,000

Stickers with #TheDish (guerilla) - $50,000
Publish 30 second advertisement on Podcasts - $30,000

(Friends Like Us, 2 Dope Queens, The Read, Black Girls 
Talking, Another Round)

Google Ads - $20,000
Free Cone Day Event - $50,000

Color Changing (guerilla) - $75,000
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Evaluation  and 
Measurement

10,000 signatures during Free Cone Day event

5 - 10 News articles / earned media from credi-
ble sources (Buzzfeed, NY Times, Huffington Post)

Facebook: 
500 likes per post, 30 comments per post

Instagram: 100,000 more followers
15,000 likes per post, 250 comments per post

# of people who use #FindTheDish and the QR Codes:
10,000 people
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