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Services Marketing at Ice Cream Shops: 
Baskin-Robbins, Ben & Jerry’s and Cold Stone Creamery 

 
 
Introduction 

This purpose of this paper is to compare and contrast services marketing at three 

ice cream scoop shop companies: Baskin-Robbins, Ben & Jerry’s, and Cold Stone 

Creamery.  In a Mintel report on ice cream shops published in 2009, “roughly seven out 

of 10 respondents say that ice cream is the first thing that they think about when wanting 

a tasty treat” (Ice Cream).  Given that consumers are easily drawn to ice cream as a 

product, ice cream shops are not necessarily challenged at attracting customers to eat ice 

cream, but instead must focus their marketing efforts on selling the experience and 

service that comes with a customer’s visit to an ice cream shop.  Some focus is also 

placed on marketing the quality of the product as an extension of the service experience.  

As described throughout this paper, all of the companies use both similar and differing 

tactics to market their service experience to their customers. 

Company Overviews 

Baskin-Robbins is a subsidiary of Dunkin’ Brands, Inc., based out of Canton, 

MA.  It was founded in 1945 in Glendale, CA by Burt Baskin and Irvine Robbins.  At the 

end of 2009, the company consisted of 6,207 franchised locations worldwide, in 33 

countries and 46 states (Dunkin’ (a)).  It has created over 1,000 flavors of ice cream in its 

lifetime, and serves over 300 million customers each year (Dunkin’ (b)).   

Ben & Jerry’s is a wholly owned subsidiary of Unilever Plc, with its headquarters 

in South Burlington, VT.  It was founded in 1978 in Burlington, VT by Ben Cohen and 

Jerry Greenfield.  At the end of 2008, it consisted of 845 scoop shops worldwide, most of 
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which are franchised, while others are company owned (Ben & Jerry’s (e)).  Unlike 

Baskin-Robbins and Cold Stone Creamery, who solely sell ice cream in their shops, a 

large part of Ben & Jerry’s profit comes from selling its ice cream pints in retail outlets 

such as grocery or convenience stores. 

Cold Stone Creamery is the newest of the three companies, founded in 1988 in 

Tempe, AZ by Donald and Susan Sutherland.  It is a subsidiary of Kahala Corporation, a 

private company based in Scottsdale, AZ.  At the end of 2009 it consisted of over 1,400 

franchised shops worldwide (Cold Stone (a)).   

Value Proposition and Positioning 

While the three companies may differ in size and length of existence, the value 

propositions for each are quite similar, although Cold Stone Creamery particularly 

articulates its value more clearly than the others do.  In addition to competing with each 

other, all three shops also compete with other outlets where ice cream is sold, such as 

supermarkets and convenience stores, so as a part of their value propositions, they all 

highlight the experience of buying ice cream from one of their scoop shops.  Mintel’s 

report found that “77% of respondents say they buy [ice cream products] at the 

supermarket” as opposed to “30% of respondents [who] buy ice cream-type treats from 

an ice cream shop” (Ice Cream). Thereby, ice cream shops must accentuate the 

experience and service that they provide in order to deter customers from solely 

purchasing ice cream at a supermarket.  

Of the three companies, Cold Stone Creamery most clearly articulates its value 

proposition throughout its website and advertising by describing its scoop shops as the 

“Ultimate Ice Cream Experience” (Cold Stone (c)).  It has even gone so far as to 
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copyright the phrase, and when used in conjunction with its mission statement (“we will 

make people happy”), Cold Stone is telling its customers that by coming to its stores, 

they will be provided with a fun, interactive, and happy experience unlike any other ice 

cream shop (Cold Stone (e)).  [Note: the name “Cold Stone” will be used interchangeably 

throughout this paper as reference to Cold Stone Creamery].   

Cold Stone positions itself against its competitors (other ice cream shops and 

supermarkets) by highlighting its quality product and the unique, customized way that it 

is served.   Unlike the other two companies, Cold Stone claims that its “ice cream is 

better because [it is made] fresh every day in every store, which puts Cold Stone 

completely in a class of [its] own” (Cold Stone (f)).  The company positions itself as 

providing a super premium ice cream product that is customized to order, otherwise 

known as a “‘Creation’—because each one is a work of art” (Cold Stone (f)).  Unlike the 

other two companies that have pre-blended ice cream, Cold Stone allows its customers to 

choose their toppings and ice cream of choice, after which a scooper then blends the 

concoction together on a frozen granite slab.  If a large tip is provided, the scoop artists 

often break out in singing a lively jingle, something that is not done at the other two ice 

cream companies, thereby providing a “fun, festive atmospheres in [its] stores [that sets 

them] apart from the competition” (Cold Stone (b)). 

Like Cold Stone, Baskin-Robbins also plays up the fun experience that can be had 

in its shops when describing its value proposition.  As founder Irv Robbins is noted for 

saying, “‘we sell fun, not ice cream’” (Baskin-Robbins (a)).  Additionally, Baskin-

Robbins includes its variety of unique flavors available for its customers as part of its 

value proposition.  Baskin-Robbins does not articulate its value proposition as clearly as 
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Cold Stone does, but one reason for this may be because the company’s value might 

already be known amongst its consumers, since the company has existed over 40 years 

longer than Cold Stone has.  Baskin-Robbins defines itself on its website as “America’s 

Favorite Neighborhood Ice Cream Shop,” further emphasizing that the company is 

already well known and has repeat customers (Baskin-Robbins (a)).  However, in order to 

attract new customers, throughout its marketing collateral the company may want to 

further emphasize and describe the fun experience that is provided in its shops.  

One way that Baskin-Robbins positions itself against its competitors is that in 

addition to having so many innovative flavors throughout its lifetime, in 2008 the 

company also became “the first national ice cream chain to offer both hand scooped and 

Soft Serve ice cream” (Dunkin’ (b)).  The company looked to its customers when making 

this decision, as the idea was “launched as a result of a company survey that found that 

more than half of Americans cannot decide between traditional hard ice cream and Soft 

Serve” (Ice Cream).  While Baskin-Robbins is typically defined as serving traditional ice 

cream, as opposed to the super-premium ice cream found at Ben & Jerry’s and Cold 

Stone, it uses this difference to its advantage by positioning itself as a better value than 

the other two companies, since its scoops shops offer ice cream at a lower price, yet still 

provide a fun experience. 

Unlike Cold Stone and Baskin-Robbins, Ben & Jerry’s does not directly 

emphasize an interactive or fun service experience in its value proposition, but it does 

indirectly point to the service experience by emphasizing the feeling that a customer will 

encounter when visiting one of it shops.  The franchise section of its website describes its 

shops as “a ten-minute vacation, a bit of self-indulgence, [and] a joy for the belly and 
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soul” (Ben & Jerry’s (b)).  However, the rest of its website more so emphasizes the 

company’s commitment to its three-part product, economic, and social mission, thereby 

insinuating that by visiting one of its shops, its customers are also in support of its 

mission.  The Ben & Jerry’s value proposition downplays the service experience and 

more so emphasizes providing its customers with a quality product and support for the 

community through its social mission, by “initiating innovative ways to improve the 

quality of life locally, nationally and internationally” (Ben & Jerry’s (d)).  

As a reflection of its value proposition, Ben & Jerry’s positions itself against its 

competitors as being a more socially-aware company, specifically focused on promoting 

world peace and environmental awareness.  As with Cold Stone, Ben & Jerry’s also 

positions itself as providing a super-premium ice cream product, unlike the traditional ice 

cream found at Baskin-Robbins.  However, instead of emphasizing the experience 

provided at its scoop shops, Ben & Jerry’s more so positions its shops as avenues for 

consumers to support the company’s values by visiting the shops and providing their 

patronage.  Of course the scoop shops still provide their customers with a positive and 

fun service experience, but this is not as clearly articulated on the company’s website as it 

is with Cold Stone and Baskin-Robbins.  This is most likely due to the fact that Ben & 

Jerry’s draws a large part of its profit from selling pints at retail outlets in addition to 

selling ice cream at its scoop shops, so the company is not solely focused on the scoop 

shop service experience.  

Brand Identity 

 Each company’s brand identity strives to reflect its value proposition and mission.  

Both Ben & Jerry’s and Cold Stone Creamery are known as super-premium ice cream 
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shops, serving high-quality ice cream, whereas Baskin-Robbins is known as a traditional 

ice cream shop, serving lower-priced items and more standard flavors.  The 2009 Mintel 

report clearly defines each company’s brand identity, naming Baskin-Robbins as the 

“classic variety” brand, Cold Stone Creamery as the “‘ultimate experience’” brand, and 

Ben & Jerry’s as the “ethical ice cream” brand (Ice Cream).   

 Ben & Jerry’s faced a particularly daunting task of remaining true to its brand 

when it was acquired by corporate giant Unilever in 2000.  Fortunately, the company 

“didn’t convert to ‘corporate,’ despite the buttoned-up personality of its new parent 

company; rather its leadership took great pains to stay true to Ben & Jerry’s roots, tie-dye 

and all” (“Case Study”).  Ben & Jerry’s demonstrates this stance throughout its 

advertising and website, with a strong example of effectively promoting its brand identity 

through the “Imagine Whirled Peace” campaign that it launched in 2008.  As part of the 

campaign, the company set up an interactive mosaic in the form of a peace sign on its 

website, allowing users to “upload their own ‘message of peace,’ which [was] then added 

to the peace sign mosaic” for all to view (“Case Study”).  The benefit of this unique 

advertising campaign was that “the average time spent on the site [was] about 5.5 

minutes—an eternity in terms of advertising/marketing” (“Case Study”).  As Charles 

Rosen, a principal at a Ben & Jerry’s advertising agency notes, “‘This is a brand that built 

its iconic status not through advertising, but through guerilla marketing, through word-of-

mouth and through taking a position that went well beyond ice cream’” (Mahoney).  

Rosen’s comments further support the fact that Ben & Jerry’s focuses more so on 

promoting its ethical brand identity than on promoting the service experience in its scoop 

shops.   
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Ben & Jerry’s also successfully promotes its brand identity through the numerous 

community events and promotions run by the company and its scoop shops, such as at its 

annual global franchise meeting, when franchisees help repair schools or rehabilitate 

impoverished communities as part of their week-long meeting agenda.  Events such as 

these give Ben & Jerry’s a competitive edge, as there is “a huge difference between 

posing as an involved company, and really doing something, and customers can tell” 

(Mahoney).  The company’s active involvement in promoting its mission through 

community events and awareness campaigns successfully upholds its ethical brand 

identity.   

While Baskin-Robbins portrays a completely different brand image, as the classic 

variety brand, it has existed longer than the other two brands, so it has a strong following 

and significant brand recognition.  The company’s variety of flavors sets it apart from the 

competition, initially offering “31 flavors, one for every day of the month” (Baskin 

Robbins (b)).  The company continues to introduce new flavors every year, and their 

flavor library now consists of over 1,000 varieties.  The Baskin-Robbins website 

proclaims that “with 98% brand awareness and with 80% of people in the U.S. enjoying 

our treats, we enjoy the delicious position of being the ice cream industry’s recognized 

leader” (Baskin Robbins (c)).  Even though the company has achieved almost 100% 

brand awareness, proving that it has many repeat customers, in 2008 it decided to 

“revitalize the brand” by introducing Soft Serve ice cream to its customers (Ice Cream).   

As with its hard ice cream, Baskin-Robbins stuck true to its brand identity by promoting 

“‘31 ways to enjoy’ soft serve ice cream” as part of the new product launch (Ice Cream).  

This promotion, using a form of the company’s original tagline, proves that it is 
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successful at integrating its brand identity throughout all forms of communication, in 

order to further its image of a company that provides a variety of options to its customers. 

Lastly, Cold Stone Creamery, the newest brand of the three companies, had to 

give its brand an edge so that customers could distinguish it from other competitors.  

Cold Stone has successfully integrated its brand image throughout all media by tagging 

itself as the “ultimate ice cream experience.”  As its website mentions, when Cold Stone 

first started, “there was a swell of consumers who…demanded quality, variety, and 

choice.  Cold Stone Creamery was delivering just that, plus one more valuable 

commodity—entertainment.  Cold Stone Creamery was a fun, novel experience unlike 

any other.  People started talking!” (Cold Stone (d)).   Cold Stone wisely played up the 

entertainment factor in its branding, thereby causing customers to tell others about their 

fun service experience, which in turn brought the company both newcomers and repeat 

customers alike.   

Customer Targets and Segmenting 

 Although the three companies have three different brand identities, they all share 

similar tactics when targeting customers, and also divide their targets into similar 

segments.  For all three companies, their main customer base consists of two 

demographics: younger generations in the 18-34 year old range (particularly attracted to 

the super-premium shops) and families with children (more so attracted to traditional 

shops like Baskin-Robbins) (Ice Cream).  A third demographic, though not as large as the 

other two, is older consumers who visit ice cream shops as away of treating themselves.  

Unlike coffee shops, who especially cater to their regular customers, ice cream shop 

customers mainly consist of impulse purchasers who may or may not be regular users.  
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As the 2009 Mintel report proves, “among respondents who have gotten ice cream from 

an ice cream shop, 81% made the decision to do so within an hour of purchase” (Ice 

Cream).  Because of this, all three ice cream shops particularly try to focus on ways to 

drive customers to become planned purchasers, in order to add to their already existing 

customer base of impulse purchasers.  

One way to drive customers to make planned purchases, while thanking them for 

their support at the same time, is by running discounted or free promotions.  For example, 

every year Ben & Jerry’s scoop shops promote Free Cone Day, offering free ice cream 

cones at all of their shops nationwide, and now even a few international locations have 

started to take part in the tradition.  Likewise, Baskin-Robbins offers their 31-Cent Scoop 

Night once each year and Cold Stone offers free ice cream for moms who visit with their 

children on Mother’s Day (thereby bringing in two customer segments).  Baskin-Robbins 

also ran a discounted promotion when launching its new Soft Serve ice cream, offering 

88-cent cones “to build excitement and interest in the new product” (Ice Cream).  This 

tactic is essentially a two-part promotion, in that it introduces a new product, and also 

drives customers to the store that may not have otherwise been planning on going.  

All three shops have also tried targeting health-conscious consumers by adding a 

line of low-fat or low-calorie menu items to their shops.   Ben & Jerry’s and Cold Stone 

Creamery do not broadly advertise their lineups of healthier choices, perhaps to keep up 

with their image as super-premium ice cream shops.  However, both shops do offer a few 

frozen yogurt and sorbet options, while Cold Stone also has two low-fat flavors.  Baskin-

Robbins ran an entire promotion when launching its line of BRight Choices menu items, 

consisting of “fat-free, dairy-free, no-sugar-added, and light ice cream choices” (Ice 
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Cream).  The day that Baskin-Robbins launched its new menus items, every scoop shop 

offered a “free BRight Choices scoop to any customer with proof of gym membership” 

(Ice Cream), in hopes of attracting an entire segment of customers who might normally 

try to avoid ice cream shops.   

 Another large way that all three companies segment their customer base is by age 

groups.  The elderly age group is the one group that tends to plan a trip to an ice cream 

shop, as opposed to making an impulse purchase.  However, those in the younger age 

groups or families with children are less likely to make a planned purchase, so the ice 

cream shops particularly focus on targeting these age groups in hopes of driving them to 

their stores more frequently.  All three companies use extremely colorful advertising 

campaigns and bright storefronts to visually attract customers, particularly younger 

generations or those with children (see Appendix for advertising examples).  Baskin-

Robbins seems to especially target families and children more than the other two 

companies do, perhaps because they are viewed as a traditional ice cream shop, as 

opposed to being a more upscale super-premium shop.   

More recently, all three companies have also started using social media such as 

Facebook and Twitter, especially to target the younger generations.  Of the three 

companies, so far Ben & Jerry’s has fared the best in terms of followers.  As of 

December 2009, the Mintel report stated that Baskin-Robbins had 343,000 Facebook 

fans, Cold Stone Creamery had 238,400 and Ben & Jerry’s had nearly one million fans 

(Ice Cream).  One reason why Ben & Jerry’s has more than double the Facebook fan base 

of the other two companies is because it is “highly interactive with its fans, consistently 

updating posts, conducting polls, and highlighting events—all of which keep fans 



  11

immersed in the brand” (Ice Cream).  All three companies also have links to Twitter on 

their websites, allowing yet another way for fans to spread messages about their fun 

service experiences at the shops.  

Financial Success 

 The recent economic downturn made particularly 2008 a tough year financially 

for both Ben & Jerry’s and Cold Stone Creamery.  As Ben & Jerry’s reports on its 

website, “2008 was a very challenging year for the quick service restaurant industry in 

general and our scoop shops were not immune to this development” (Ben & Jerry’s (e)).  

Ben & Jerry’s opened less scoop shops than usual, as did Cold Stone Creamery, with the 

Mintel report claiming that Cold Stone “had more than 20% of its units up for sale during 

2008” (Ice Cream).  Baskin-Robbins, however, fared significantly better than Cold Stone 

and Ben & Jerry’s during the recession, opening more than 600 stores globally in 2008, 

and by early 2009 it had even “embarked upon an unprecedented growth campaign 

designed to double its U.S. presence over time” (“Baskin-Robbins Announces”).  

Additionally, while Cold Stone Creamery’s sales “declined 11.8%” in 2008, Baskin-

Robbins’ sales “increased by 3.6%” (Ice Cream).  

 The main reason behind Baskin-Robbins being more recession-proof than Ben & 

Jerry’s or Cold Stone Creamery is because it is not branded and marketed as a super-

premium ice cream shop, but instead provides traditional ice cream at cheaper prices than 

its more upscale competitors.  As one franchisee noted, “‘in today’s economy, Baskin-

Robbins’ product is a good value and it offers a family experience’” (“Baskin-Robbins 

Announces”).  Some customers who normally would have frequented Ben & Jerry’s or 

Cold Stone opted to save money and “trade down to less expensive ice cream shops (i.e. 
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Baskin-Robbins) or out of the category” all together, by going to supermarkets or other 

retail outlets for less expensive ice cream that could be brought home (Ice Cream).  

Therefore, while Ben & Jerry’s and Cold Stone were losing customers, Baskin-Robbins 

was actually gaining customers.  

Presently, all three companies appear to be financially stable, and Cold Stone in 

particular decided in early 2009 to focus on increasing unit sales as opposed to opening a 

large number of new stores.  The company planned to “bring each of the 1,350 stores’ 

average unit volume to $500,000 from 2007’s $353,000” (Chapman).   By early 2010, 

after having a strong year in 2009, Cold Stone unveiled “plans to open another 200 

outlets…on a franchise basis worldwide, more than double last year’s figure.  The new 

outlets will increase Cold Stone Creamery outlets to 1,650” (Jitpleecheep).   While this 

expansion should prove profitable for the company, it will particularly need to focus on 

managing the service experience at each of the new outlets, to ensure that its “ultimate 

experience” brand identity is clearly articulated with each new store that opens. 

Services Marketing Effectiveness and Recommendations 

 Christopher Lovelock defines the 8 P’s of services marketing to consist of the 

following aspects: product elements, price and other user outlays, place and time, 

promotion and education, process, physical environment, people, and productivity and 

quality (Lovelock and Wirtz 22-25).  Each of the three ice cream companies is effective 

in carrying out particular aspects of the 8 P’s, yet they also each have areas where there is 

room for improvement.  As mentioned in the previous section about targeting customers, 

all three companies excel at promotion and education, particularly when it comes to 

offering free or nearly free product offerings to draw customers to their stores.  
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Additionally, all three companies are active about working with community organizations 

as a way of both furthering their brand awareness and helping those in need at the same 

time.  For example, Cold Stone notes on its website that it has “a formal charitable giving 

program with the Make-A-Wish Foundation on a national and local basis,” explaining 

that its stores can host events to raise money on the foundation’s behalf (Cold Stone (b)).  

Likewise, Baskin-Robbins notes that one of its endeavors is to host “Ice Cream Social 

FUNraisers” at its stores to raise money for any number of organizations (Baskin-

Robbins (a)).  Additionally, as the most well known company for community 

involvement of the three, Ben & Jerry’s repeatedly hosts events or supports organizations 

as a part of its Social Mission, such as the yearly franchisee gathering when they work 

with organizations like Habitat for Humanity to help rebuild impoverished communities 

(Ben & Jerry’s (c)). 

 While all three companies are successful at using discounted offerings and 

community events as means of promotion and education, there are a few areas where they 

could add additional means of promotion to keep their customers satisfied.  One idea 

would be to offer a customer loyalty program, such as an ice cream punch card where a 

customer could get a free cone after a certain number of visits.  Lovelock explains that 

research has found that “loyalty programs strengthen the customers’ perception of the 

value proposition, and lead to increased revenues due to fewer defections and higher 

usage levels” (Lovelock and Wirtz 377).  Of the three companies, only Cold Stone 

appears to have a loyalty program in place, offering a Cold Stone Rewards card.  The 

other two companies should consider adding a rewards card program as well, as it would 

add to the fun experience and would incentivize customers to make repeated visits to the 
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shops, and it would further the companies’ value propositions, showing that they care 

about their customers. 

 As with promotion and education, a company’s process is another important 

aspect of services marketing.  While all three companies have a set process in place when 

serving customers at each of their shops, Cold Stone Creamery is the most successful at 

bringing its process to a different level, namely by providing entertainment to its 

customers.  Especially on a hot summer day, ice cream shops are bound to have long 

lines, so it is important that waiting customers are tended to, even if indirectly (such as by 

providing interesting facts or information about the company displayed on the walls to 

read), in order to deter them from leaving.  The line formation is also an important 

consideration for ice cream shops.  All companies should use a single line setup in their 

shops, as research has shown that “customers who waited in parallel lines to multiple 

servers reported significantly higher agitation and greater dissatisfaction with the fairness 

of the service delivery process than customers who waited in a single line (‘snake’) to 

access multiple servers” (Lovelock and Wirtz 277).  A proper line setup further supports 

a section of the 2009 Mintel report that researched the factors influencing a customer’s 

choice of ice cream shops.  Second to quality and variety of ice cream is service, 

“suggesting operators should give more consideration to how guests are handled during 

every visit” (Ice Cream).  Cold Stone does just this by providing an interactive 

experience, allowing customers to pick exactly which items they want mixed into their 

“Creation,” while at the same time singing scoopers entertain both the customers they are 

serving, and those waiting in line.  
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 In relation to the service process, the physical environment of an ice cream shop 

is a particularly significant aspect of ensuring that customers are immersed in a fun 

service experience.  This is one area that all three companies, even if more recently, seem 

to carry out especially effectively.   To compete with Cold Stone’s “ultimate ice cream 

experience,” in 2006, Baskin-Robbins responded by unveiling a store redesign “to sport a 

new look that focuses on making the ice cream parlor a more interactive experience for 

customers” (Carmody).  Some of the features consisted of turning “sundae-making into a 

spectator event [by adding] a foot rail at the base of the ice cream counter,” so children 

could easily watch the process, and creating new logos and signs aimed at playing up the 

fun experience (Carmody).  Likewise, in 2009 Ben & Jerry’s revealed a store redesign, 

aimed at creating a warmer experience in hopes that customers would stay and relax for a 

period of time, as they might in a coffee shop.  The new design was created “with young 

adults in mind, as they spend more time in stores and [relate] to the brand’s message 

more than families with kids do,” so it featured lounge seating and even a community 

table in some larger stores (Ebenkamp 35).  Offering an inviting store layout is an 

important aspect of making customers feel welcome during their visit, thereby ensuring 

that they will return.   

 While all of the companies successfully integrate an inviting store layout as part 

of their service experience, another important aspect of the service experience is 

productivity and quality.  One particularly interesting venture that Baskin-Robbins started 

in 2009 was to introduce a line of stores called BR Express, aimed at providing faster, 

lower-cost service.  Its menu is based off of its Soft Serve offerings and the smaller stores 

were designed to provide a “simplified, quick and convenient option for specialized, non-
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traditional locations in colleges, airports, arenas, [and] malls” (Ice Cream).  While it is 

still too early to tell how successful this venture will be, it is currently being tested in a 

few markets around the U.S., particularly as a way of competing with some fast food 

brands who have recently added more ice cream options to their menus.  If this venture 

proves successful, Cold Stone and Ben & Jerry’s could consider doing the same, although 

this type of fast service might negatively affect their shared brand image of being super-

premium upscale ice cream shops.   

 In relation to productivity, one form of quality that Ben & Jerry’s seems to 

execute more effectively than the other two companies is having many avenues for 

customers to provide feedback.  One important aspect of quality service recovery is 

making it easy for customers to give feedback (Lovelock and Wirtz 397), and Ben & 

Jerry’s does just this.  Of the three companies, it has the largest “Contact Us” section on 

its website, providing over a dozen categories and reasons for providing feedback (Ben & 

Jerry’s (a)).   The other two companies offer a handful of options for providing feedback 

on their websites, but do not make it as easy for the customer to submit his feedback 

within a certain category.  Therefore, they may want to consider offering more avenues 

for feedback as Ben & Jerry’s does, since the more options a customer has, the more 

likely he will actually provide the feedback. 

Conclusion 

 After comparing and contrasting the three ice cream shops, it is clear that each has 

its own brand identity and value proposition, yet all three seem to target the same 

customer groups and segments.  Financially, while Baskin-Robbins fared well during the 

recession, Ben & Jerry’s and Cold Stone Creamery experienced losses, yet all three 
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companies appear to be stronger now, as evidenced by expansion plans and store redesign 

efforts.  All three companies do an effective job of promoting their service and brand 

through community events and discounted offerings, yet each still needs to work on 

drawing more repeat customers, such as by establishing loyalty programs.  In terms of the 

actual service experience and process, Cold Stone offers the most unique experience, yet 

all three companies promote a fun atmosphere with their physical environments, which 

complement the indulgence one experiences when enjoying ice cream.  It appears that the 

public’s desire to visit ice cream shops will not be diminishing anytime soon, so provided 

the three companies continue to market both their quality products and the fun and 

enjoyable aspects of their service experience, they should all continue to be successful for 

many years to come. 
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