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Our goal is to manage the company so as to ensure social and financial 
value for a long time. We're starting to feel more at ease in our pursuit of 
both objectives, and measure our success both financially and in social 
terms. We are now convinced that the two are inextricably linked, and 
that the focus on excellence, quality and social needs will allow us to 
grow in a solid and stable on both the parameters. 
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In a global economy to business success can be guaranteed only if the 
managers of businesses have a vision of integrating marketing and 
especially a market-oriented vision. 
Without this "conscience of the market and the product” will be increasingly 
difficult, if not impossible to survive in a competitive environment becomes 
more dynamic. The global market is a challenge which requires an 
economic attitude, a proactive behavior, designed to ensure achievement of 
advantageous positions in a given area. 
The competitive position can be obtained only through application of the 
competitive marketing strategy involving the existence of powers in the 
field of marketing based on guidance strategic. 
Develop a marketing strategy can often be a complicated, laborious, 
requiring the completion of stage-specific characteristic of strategic 
marketing planning. 
This concept may seem a little stiff and ponderous, especially in the 
situation is not exactly understand the purpose of planning and specific 
marketing, identifying and creating a competitive advantage. 
Faced with an increasingly turbulent, marked by an increase in 
competitiveness and the impact speed of technological change, managers 
made more than that adaptation to the environment and fructification 
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opportunities it requires a strategic approach to actions that will be 
undertaken with the aim of winning favorable position in the market. 
As a result, strategic planning, marketing becomes the main tool used to 
achieve this and, in essence, to identify sources of competitive advantage. 
Study case:  In 1963 Ben Cohen and Jerry Greenfield attended the same 
school in Long Island, New York. They had made friends, and in 
subsequent years had shared values' alternative 'and radical at that time very 
popular among younger generations: pacifism, environmentalism, social 
justice, rejection of bourgeois conventions.  
Fourteen years later they were still friends, still animated by the values 
which had consolidated their friendship. Both felt dissatisfied with their 
career and their lifestyle: together, they decided to start a new life project.  
First of all, they decided to move to Vermont, was one of the greenest and 
most tranquil of America, in a village in the countryside. There would have 
started a new company. 
Initially tried with service deliveries of bread at home, but they realized that 
this was not what we were seeking. One day, read the newspaper ad for a 
correspondence course on ice cream preparation. Almost game is registered 
for the course cost just five dollars.  
The course was the turning point of their lives: in 1977 opened the first ice 
cream parlor in Burlington, investing in it all their savings, about 12mila 
dollars. The ice cream was an immediate success: it seemed that the people 
of Burlington have not seen ice cream before. In fact, at that time in the U.S. 
ice-cream was practically unknown: an alternative to the usual industrial ice 
cream, Ben and Jerry brought a wide variety of tastes and flavors, from the 
fruit of the forest to coffee. 
In 1980, using the most free time during the winter, they began to pack the 
ice cream in cans, plastic and sell them in small retail stores in the area. In 
1981, sales had grown so much as to require the construction of a second 
building for production. The increase in sales was approximately 60% per 
year, and claims were held by all neighboring states. In 1990 the company 
sold in the U.S., with a strong presence in supermarkets than in traditional 
retail stores.  
But the growth and success were not what the two founders aspiring, each 
of them had a strong ideological bias against the traditional business. 
Ben, shared these preoccupazionie is convinced that a growing company 
could become a force for social change. The approach reflected in the 
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management of the attitudes of the two founders. Were discarded traditional 
approaches to marketing: no market research, advertising media, no test 
marketing. Ben had decided that the marketing should be based on 
educational events focused on social problems. At the same time, these 
events were supposed to be fun. With this approach, were created a series of 
original promotional initiatives. The jars were used for communication 
campaigns like those for the support of family farms (under threat from 
large corporations) or the prohibition of the use of hormones in milk 
production of cattle.  
The company also sponsored summer music festivals, visiting the company 
became the second most popular tourist attraction of Vermont. The annual 
meeting became "events" much publicized that lasted several days and 
included topics such as world peace, environmental protection and other 
social causes. A bus carrying a solar-powered mobile entertainment for the 
whole country. The use of raw materials for the manufacture of ice cream 
was consistent with the objects of the company. For example, a group of 
American Indian farmers supplied all the fruits of the forest, a group of 
homeless who had set up a roasting supplied coffee beans needed for the ice 
cream-flavored coffee, it was studied a taste of ice cream fruits of the 
Amazon rainforest to promote its conservation.  
In 1985 was created the "Ben & Jerry Foundation" to fund projects in the 
field of social welfare and aid to the needy. This foundation was funded 
retaining 7% of the profits, a percentage has never been used in other 
similar initiatives. The idea that the company could be something other than 
a simple business spread to other companies: Ben was one of the promoters 
of a club of companies called "1% for Peace", which promotes peace 
through mutual understanding and allocates 1% of profits to initiatives to 
promote the values of peace. 
The environmental aspects of production were taken seriously, and Ben 
appointed a manager with the specific task of studying the environmental 
problems (eg, discharges, waste, energy consumption, packaging) and work 
to improve environmental impact, anticipating a common practice today in 
many enterprises. Even the relationship with staff has been set in a manner 
consistent with the values of the company. Ben has tried to create an 
atmosphere where employees do not have to abandon their lifestyle when 
they are at work: the dress is casual, even in the offices of the tone is 
friendly, informal and direct. The philosophy is very participatory 
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management: managers are regarded as persons in support of all employees, 
open to debate, able to inspire enthusiasm and values to staff through 
dialogue. 
The challenge that Ben had sent could not leave insensitive Jerry, who 
personally promoted the "Joy Gang", a project whose purpose was to instill 
the joy on the involvement of staff in initiatives based on games and shows. 
It was decided that the mission should have been divided into three parts: 
the mission of the product, social mission, the economic mission. 
The Board decided to assign equal weight to three parts, and to highlight the 
interdependence between the three missions.  
Ben & Jerry's is dedicated to creating and demonstrating a new concept of 
enterprise. The mission consists of three parts connected to each other:  
Mission - to produce, distribute and sell natural ice cream and quality in a 
wide range of innovative flavors, with the milk produced by farms of 
Vermont. Mission Social-Work in a company to actively recognize the 
central role that business plays in the structure of society through innovative 
ways of improving the quality of life in a large community: local, national, 
international. Economic Mission-Work in a company with a solid financial 
base and growth, which increases the value for our shareholders, creating 
job opportunities and appropriate economic recognition to our employees. 
In the annual report accompanying the budget, Ben wrote:  
  "... And We manage Ben & Jerry's in order to ensure social and financial 
value for a long time. We're starting to feel more at ease in our pursuit of 
both objectives, and measure our success both financially and in social 
terms. We are now convinced that the two are inextricably linked, and that 
the focus on excellence, quality, social needs will allow us to grow in a solid 
and stable on both the parameters. " 
A market survey conducted at that time showed that 52% of respondents 
would pay up to 10% more for goods produced by a company "socially 
responsible" as Ben & Jerry's. 
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