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Abstract 

 

Consumer perception of brands and politics as a tool of 
marketing.  

By Memisi, S. (2020) When corporations become political: A case study of Ben & 
Jerry’s in the Black Lives Matter movement. Copenhagen Business School, 
Frederiksberg. 
 

This research article describes the results of consumer behaviour and perception towards 

corporations which take public political stances regarding matters which may be viewed as 

controversial by society. Furthermore, it describes the potential of segmentation on political beliefs, 

as well as the consumers attitude towards knowing them. The research was conducted on the basis 

of the Black Lives Matter movement in the U.S. which is seen as a controversial topic of discussion. 

It furthermore bases the results on the company of Ben & Jerry’s as it is used as a case study for this 

audit, due to their controversial statement which addresses themes such as white supremacy and 

racism in the U.S. In accordance to this, the audit examines the U.S. market and makes therefore 

only use of respondents from the U.S. The respondents have been grouped into two segments of 

republicans and democrats, where the use of qualitative and quantitative methodology conclude a 

positive increase in consumer perception from the democratic respondents, as well as a general 

tendency to support brands which beliefs align with the individual, from the majority of 

respondents. The case study further discusses the possibilities of politics as a key tool of marketing 

and segmentation. 
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1. Introduction 

“Black lives Matter!”. During the summer of 2020, this slogan has been shouted all the way from 

the streets of Washington D.C., to central Copenhagen as part of the many protests held throughout 

the world, by the political organization of Black Lives Matter (BLM) (Black Lives Matter, 2020). The 

chant and protests are a reaction to the murder of George Floyd, an African American man, who 

was killed by Minneapolis police whilst in its custody. The New York Times writes that the police 

were called to the scene, due to Mr. Floyd being suspected of paying for his cigarettes with a 

counterfeit bill. Seventeen minutes later, Mr. Floyd was unconscious and pinned down by three 

officers, showing no signs of life (Hill, E. 2020).   

 

This sparked outrage throughout the U.S., as themes of police brutality, systematic racism, and 

white supremacy became relevant topics of discussions, and the world resonated with it. It seems 

as, when controversial topics of discussions occur in a society, every individual has an opinion on 

the matter and makes sure it is heard, either by joining the protests or by expressing it on social 

media. However, oftentimes, some of society’s members stay quiet. The corporations. Often, it is 

unclear to the consumer which values and political beliefs a company encompasses, due to a 

majority of companies avoiding making public statements regarding such matters. 

 

However, this is not the case at ice cream manufacturer, Ben & Jerry’s (B&J’s), as it published what 

could be argued to be an extremely controversial statement in support of the protests. Ben & Jerry's 

wrote in a press conference message: “WE MUST DISMANTLE WHITE SUPREMACY. SILENCE IS NOT 

AN OPTION: All of us at Ben & Jerry’s are outraged about the murder of another Black person by 

Minneapolis police officers (...) and the continued violent response by police against protestors. We 

have to speak out. We have to stand together with the victims of murder, marginalization, and 

repression because of their skin colour, and with those who seek justice through protests across our 

country. (...) The murder of George Floyd was the result of inhumane police brutality that is 

perpetuated by a culture of white supremacy” (Ben & Jerry’s, 2020).  
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The popular ice cream brand, which was founded in 1978 in Burlington, Vermont by owners Ben 

Cohen and Jerry Greenfield for the sum of $12.000, has now lifted itself to a strong recognizable 

global brand with sales in 2019 ranking up to $680+ million (Appendix 1, Conway, J. 2019 via. 

Statista). In accordance to the statement, the ice cream company furthermore proceeds to 

underline its support for the BLM cause, which began in 2016, where the movement was initiated. 

Furthermore, B&J’s argues what it deems as necessary steps that need to be acted upon to achieve 

the goal of abolishing white supremacy. One of the steps being a call out to U.S. President Donald 

Trump to take action and responsibility. But how will such statements influence B&J’s as a brand? 

 

This is what motivated and catalysed the conduction of this research paper. The study aims towards 

unveiling how corporations who decide to express a public political stance, are affected by taking 

such actions. The research paper will do so accordingly by using Ben & Jerry’s as a case study on the 

basis of the Black Lives Matter situation and protest which occurred in the U.S. The study will 

examine how Ben & Jerry's political statement regarding the BLM movement affects current and 

potential consumers' perception of the B&J’s brand and whether it affects them at all. Furthermore, 

the research paper aims to investigate whether people of the same ideological beliefs are more 

eligible to purchase its products in contrast to its competitors. The study also wishes to examine 

B&J’s current positioning in the market, in order to study whether its political involvement could 

further benefit or harm its positioning. Lastly, the audit aims to examine the segment which B&J’s 

operates in as well as investigate the underlying potential which may lie for B&J’s to segment 

towards political beliefs and what the outcome of this could be. 

 

The study will begin by addressing different prior research studies in this field in order to establish 

a basis of understanding of the current paradigm and the contribution of this study. This 

contribution shall be assisted by different theoretical frameworks such as consumer behaviour 

theory, branding theory in the form of brand reputation and reputation management, as well as 

market segmentation theory. The audit will begin by examining brand reputation in the sense of 

corporate branding, and which factors may influence a brands reputation, as well as how a brands 

strength is measured and managed.  
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Accordingly, the study will examine the consumer’s behaviour and its needs, as well as how the 

expected outcome of a corporation making political statements will affect the consumer. Next, the 

appliance of market segmentation theory will determine B&J’s current position in the market with 

the help of brand positioning theory, as well as segmentation theory in the form of psychographic 

segmentation in order to suggest a new potential customer base for B&J’s. This will be done with 

elements of both demographic and psychographic segmentation to view the capability of 

segmenting on political beliefs.  

 

Subsequently, the study shall incorporate a variety of theoretical frameworks from different 

philosophies of science such as social constructionism and pragmatism. This will be done in 

accordance to, and as an aid to the methods and research design which shall be examined 

subsequently. The philosophies of science will assist in different methodological tools, which 

purpose is to optimize the data collection process, and result in as accurate data as possible. 

Furthermore, it shall provide the theoretical framework for consumer behaviour and the studies of 

individuals. This will further explain why and how some consumers may differ or agree with the 

B&J’s statement.  

As mentioned earlier, the next segment shall examine the different methodologies which this 

research paper can apply in order to collect the data needed to answer the following research 

question: 

 

“How does Ben & Jerry's public political statement regarding the Black Lives Matter cause affect 

the perception of its brand in the eyes of its consumers, and how could it influence its sales?” 

  

As well as the underlying problem statements of: 

• Are customers with the same values more prone to buy its products in contrast to 

competitors? 

 

• How is Ben & Jerry's currently positioned in the market? 
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• With the data in, can it be argued that Ben & Jerry's would benefit by segmenting on lifestyle 

rather than demographics? 

 
The study has divided the desired respondents into two groups; Democrats & Republicans, as it 

wishes to primarily study respondents of these political beliefs. The reason behind this is that these 

two political parties are the largest in the U.S. and lie in opposite ends within the political spectrum. 

Furthermore, it is a qualified guess that the beliefs which B&J’s express in its statement are those 

of democratic values, which is also what this study wishes to examine. Due to the combination of 

theory and philosophical sciences, the empirical data will consist of qualitative as well as 

quantitative data. Furthermore, the empirical data collected will help answer a line of hypotheses, 

constructed with the help of the pragmatic philosophy. These hypotheses will be introduced in the 

methodological chapter.  

 

The methodology will be followed by an analysis of the results which will incorporate the former 

mentioned theory and philosophies of science in order to examine what the data reads and confirm 

or invalidate the different hypotheses created in relation to the data collection. Hereafter, a 

discussion of the data results will follow as well as a section of limitations and recommendations for 

further research. Lastly, a conclusion to answer the research question and different problem 

statements will follow. 

 

2. Literature review 

The purpose of this research paper is to examine consumer behaviour and uncover consumers’ 

perception towards companies and brands who decide to take a public political stance on current 

controversial issues which are relevant topics of discussion in society or in a community. 

Furthermore, it will examine whether the impression made on consumers is positive or negative 

and whether they are more obliged to support the company depending on their own political 

standpoint i.e. if the consumer shares the same views as the company. Lastly, it will explore the 

achievability regarding brand positioning and achieving competitive positioning based upon the 

lying potential behind segmenting on political beliefs. Therefore, the main academic work and 
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theory selected is done so with the intent of delivering insight into the topics and draw inspiration 

to this audit revolves around the subjects of consumer behaviour and brand reputation. 

2.1 Når virksomheder bliver politiske (Jorgensen, K. S. 2020) 

 

“The global brands have joined the fight against racism and show active support for Black Lives 

Matter. Political CSR is brandings 3. Wave and can surely be a good idea. But the risk is great, if 

corporations do not walk the walk.” - Jorgensen, K. S. (2020) 

In the following academic article, Jorgensen discusses the increasing proactive engagement seen 

from corporations regarding political issues in the public. The baseline of the article is the protests 

following the death of George Floyd, where Jorgensen states that we as citizens, the majority of us, 

understands the pain and anger that follows, which has fueled us with energy to fight the battle 

against racism. However, from a business perspective it is worth noticing how global corporations 

and brands in the weeks following the death and protests have used their marketing channels more 

frequently to speak out against racism and support the movement, in contrast to prior.  

Jorgensen then exemplifies by mentioning different brands and the measurements they have taken 

such as Netflix who on their twitter account wrote “Being silent is part of the problem”, or LEGO 

who chose to stop the marketing of police toys and donated $4 million in support of NGO’s which 

help black children and broaden the education of children regarding racial equality. Usually it is a 

rule of thumb when it comes to branding and marketing to stay quiet on societal themes which may 

split the waters such as e.g. religion, politics and sexuality. Jorgensen (2020) rhetorically asks what 

is at stake, considering the fact that there despite the aforementioned, still is a show of support for 

BLM from the big brands. He then narrows it down to one thing, being that political themes over 

the years have gotten more attention, which according to him will not result in the consumer 

deselecting a brand because they express their beliefs, but instead put them in a risk position where 

the consumer will choose the competing brands which do.  

Jorgensen (2020) then argues that this strategy is known as Political Corporate Social Responsibility 

also referred to as CSR or PCSR. CSR is According to Jorgensen, seen as a branch of corporate 

branding, perpetrated by American communication experts. The concept of (P)CSR covers the basic 
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paradigm shift in the perspective of what the corporation's role is and what the term value creation 

includes. It was clear from the 1970 that the classic approach of not interfering was not optimal, 

which hence made the communication experts study value-based marketing. This was done on the 

basis of a series of studies which concluded that consumers also selected products based on the fact 

that they had some sort of sympathy for the company i.e. an emotional attraction. Another factor 

which catalyzed the studies of PCSR was the growing pressure on corporations from politicians, 

media and different interest groups (Jorgensen, 2020). A good example of PSCR is Nike which in 

2018 chose NFL player Colin Kaepernick as the front figure for their marketing campaign. Kaepernick 

was seen as a controversial figure as he protested police brutality by kneeling during the American 

national anthem. This made many people - the majority of them republicans - very mad and resulted 

in them burning their Nike belongings. However, even though Jorgensen does not go into details 

about this in his article, another article written by Abad-Santos, A. (2018) for Vox, states that Nike 

has profited to nearly $6 billion dollars from the marketing campaign. With the show of support 

from corporations to the BLM movement, follows the risk of red washing. Jorgensen (2020) explains 

that red washing is the term used when individuals or corporations present themselves as being 

progressive without actually putting in the effort, which of course is something that can backfire as 

the consumer may perceive the corporation as exploiting the current situation. 

The article from Jorgensen has had a big impact on this research paper as it functioned as a 

catalysator. The article awoke the interest to write about the current situation in the U.S which is 

seen as a theme of relevance to many people. It also sparked the interest to research what happens 

when companies decide to take political standpoints and see how the consumer reacts to this. 

Hence it inspired the theme and the case for this audit, however it also provided the relevant tools 

and angle for the case. A point of criticism to Jorgensen’s audit is that it seems very one sided. He 

explores the function of corporations and political standpoints almost exclusively from a corporate 

point of view. The only time the consumer is mentioned is when Jorgensen recognizes that the 

consumer is more prone to purchasing a product if he/she has sympathy for the company it 

purchases from. However, Jorgensen is not alone. Multiple searches on this matter bring about 

studies and articles relating to “corporations‘ influence on politics” or “corporations morale”, but 

seems to indicate a lack of research on this field. This audit will contrary to Jorgensen and other 



 10 

studies examine the political standpoints taken by corporations from a consumer's point of view in 

the hopes of providing a new perspective on this field. 

The article has thus provided the angle for this study which is branding and consumers perception 

of corporations which express political beliefs, from a consumer’s point of view, as this audit will 

aim towards studying why and how the consumer acts when he/she is introduced to corporate 

opinions. Therefore, the theory of consumer behaviour has been chosen in order to examine the 

different underlying factors which may influence consumer behaviour. This - combined with the 

philosophy of science - also suggested the use of qualitative measures i.e. interviews to examine 

the consumer on a deeper layer.  Furthermore, as the audit, besides consumer behaviour also aims 

towards examining consumer perception, the article has inspired the use of branding theory in this 

audit, in contrast to corporate social responsibility (CSR) theory which was used by Jorgensen 

(2020). The deselection of CSR and the favouring of  branding theory - more specifically brand 

reputation - derives from  the fact that the audits purpose is to study the case of BLM and Ben & 

Jerry’s from a consumer's point of view and whether or not their statements have made a positive 

or negative impact on their brand.  

Judging from Jorgensen’s article, CSR is not able to provide the relevant theoretical and 

methodological framework as the theory’s main focus points are communication from corporations 

to consumers and withholding that responsibility. Instead, Jorgensen mentions branding. Brand 

theory will on the contrary provide the tools and measurements relevant for managing brand 

reputation which further correlates well with the quantitative methodology, as well as help examine 

the relationship between the consumer and brand so the communication is not as one-sided.. The 

concept of brand management will therefore be further elaborated on in chapter 3.2.2, Lastly, brand 

theory, in contrast to CSR, examines multiple factors which may influence brand perception and 

consumer choice. All of this will be elaborated on further in chapter 3.3. 
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2.2 Segmenting customer brand preference: demographic or 
psychographic 

 

“Demographic and psychographic variables based on the differentiation of consumer brand 

preference were used to elicit the characteristics of market segments. In a comparative evaluation, 

the multi-combination variables of demographic segmentation exhibited market-segmenting 

capabilities equivalent to those of psychographic segmentation. The purpose of this research is 

utilizing multiple segmentation variables to identify smaller, better-defined target sub-markets for 

enhancing business competitive advantages” Lin, C. (2002). 

 

As mentioned earlier, the former article from Jorgensen (2020) helped provide theories to this 

research paper in the form of consumer behaviour and branding theory. What this study also wishes 

to uncover is the potential of, and whether or not it is profitable to segment on beliefs or not. This 

is where the study of Lin, C. (2020) becomes functional, as he studies different segments of a given 

market, based on demographic and psychographic variables to identify the characteristics present 

of the consumer in the different segments. Lin’s study has no attachment to any specific case or 

situation in contrast to this audit, as he studies consumers' affiliation to multiple brands.  

 

In his research design, Lin states that the empirical data will be collected with the method of 

quantitative data through a questionnaire. Here the consumers will be presented to a series of 

brands and then have them answer in terms of likelihood with the use of a 5 point likert scale to 

determine the level of sympathy for the brand, based on demographics and lifestyle attitudes. This 

includes political beliefs as well. The question categories are divided into three; The first being the 

aforementioned level of agreement. The second category concerns the respondents age, sex, 

education and income. The third category concerns the consumers brand preference. Furthermore, 

Lin supplemented the data collected by the questionnaires with personal interviews with a few 

respondents to attain qualitative data.   
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In regard to theory, Lin uses the studies of Smith (1956) to define the concepts of market segments 

“A market segment is a group within a market that is clearly identifiable based on certain criteria. 

Consumers within such a sub-market are assumed to be quite similar in their needs, characteristics 

and behaviors.” Lin then elaborates on this definition by introducing the definitions of Pride and 

Ferrell (1983) which state that consumers of each segment have different needs and therefore each 

segment requires a different marketing mix to fill that need. Lin (2020) furthermore explains the 

different approaches by elaborating on the psychographic traits with the studies of Kotler (1997) 

whom states that even though consumers are in the same demographic group, their personality 

traits may vary vastly.  In addition to this, Keller (1993) argues that if the brand characteristics 

correspond to consumer personalities it will lead to favorable, and unique associations with the 

brand and are an important part of brand equity, which ultimately would lead the company to a 

favourable competitive position. 

 

 In his conclusion, Lin states that “The relation between consumer brand preference and the 

characteristics of a sub-market is the key for marketers to develop effective sub-marketing 

strategies.” This means that by utilizing different market segmentation variables, the company is 

more likely to understand the brand preference to each segment, which would ultimately help them 

market the brand for that specific segment. Lin further explains that in order for a company to gain 

competitive advantage, a multi-segmentation strategy which combines the traditional demographic 

strategy with the psychographic will ultimately result in marketing segmentation information useful 

for deciding product positioning and increasing target market share. 

 

Lin rounds up his findings by finally summarizing and expressing his view on the two segmentation 

theories:  “Market research tends to use demographics as the basis for analysis rather than 

“lifestyle” issues. While demographics remain a crucial link to the “real” world of targeting and 

segmentation and cannot be ignored, researchers engaged in commercial work should begin to 

make more use of psychographic variables alongside the demographics.” i.e. Lin argues for the use 

of  psychographic segmentation and advocates corporations to invest in it, however, this should be 

combined with demographics for the best results. As mentioned earlier, the purpose of this audit is 

to examine the potential which lie for B&J on segmenting on beliefs, the academic research paper 
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written by Lin has further inspired this audit to investigate B&J’s current positioning and which 

segment they have operated in, contra the one they target with their statement whether that be 

consciously or unconsciously. A point of criticism to Lin’s study - seen from the perspective of this 

audit - is that it appears very broad and may appear as superficial as a wide variety of brands and 

respondents are researched.  

 

This has however inspired this audit to conduct a more in-depth analysis of B&J’s case and 

consumers by also making use of the quantitative method of questionnaires and likert scale to 

collect data on the opinions of the consumers before and after B&J’s statement.  Furthermore, Lin’s 

approach of categorizing the questions into three has inspired this audit to categorize the 

respondents into two: Republican and Democrat, as this audit wishes to put emphasis on the 

psychographic segmentation, especially the political beliefs aspect of it. Lastly, the study of Lin has 

inspired this paper to use the theories of Kotler (1997) in regards to segmentation theory, however, 

although this research paper puts emphasis on the psychographic approach of segmentation theory, 

it will with the advice of Lin, C (2020) combine the demographic approach together with the 

psychographic in order to get a more distinct picture of B&J’s customer base.  

 
  

3. Theory 

3.1 Introduction 

The following chapter will present different theories and definitions that in the analysis will be 

coupled with the Ben & Jerry’s case, in order to answer the research question.  

Firstly, this chapter will present the theory of corporate branding developed by Lars Sandstrøm, 

author of the book “Corporate branding: Et værktøj til strategisk kommunikation” from 2003. 

Sandstrøm presents the concepts of branding reputation - investigating the perception of a brand 

from a consumer perspective - as well as reputation management, which examines how this 

perception is managed and measured. In continuation of these prior concepts, Richard Rosenbaum-

Elliot’s book, Strategic Brand Management from 2015 introduces the Law of Apparent Reality; a 

theoretical concept which analyses a consumer’s emotional attitude towards a brand and their 
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perception of it, and how companies can use emotional branding to improve their brand 

reputation.  

 

Rosenbaum-Elliot (2018) describes emotional branding from a consumer behavior perspective. 

Therefore, the theoretical chapter will proceed with presenting selected theories regarding 

consumer behavior. Here, the main perspectives on consumer behavior are described by William L. 

Wilkie in his book, Consumer Behavior, from 1994. Wilkie introduces seven keys to consumer 

behavior that, when put together, create a fundamental knowledge of consumer behavior. He also 

identifies external factors which influence consumer behavior; the factors most relevant to this 

study being culture and subculture. In order to answer the research question, there is also a need 

to examine consumer attitudes. Wilkie argues that the formation of consumer attitudes towards a 

brand influences consumer perception of the brand, ultimately leading to a certain type of 

consumer behavior.  

 

Finally, the last theoretical framework that will be applied in the study is Philip Kotler’s schools of 

thought regarding customer needs, presented in his book, Marketing Management: Analysis, 

Planning, Implementation, and Control from 1997. In terms of branding, it is relevant to investigate 

whether political beliefs can be viewed as a customer need, which is also stressed in one of the 

research questions; “(...) can it be argued that Ben & Jerry's would benefit by segmenting on lifestyle 

rather than demographics? According to Kotler (1997), the strongest competitive positions to take 

are those where customers recognise that a supplier or product is the one they choose because it 

best meets their needs. Therefore, the study wishes to examine whether knowing corporations’ 

political beliefs can be viewed as a customer need. Assuming that there is a customer need for 

companies to address political issues, Hooley et. al (2012) suggests that this need will influence a 

brand’s reputation positively, which will ultimately lead to competitive positioning. Subsequently, 

the study will examine Ben & Jerry’s positioning on the market. One of the concepts of competitive 

positioning is the consumers’ perception of a given brand, which correlates well with managing 

brand reputation.  
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As well as positioning, Hooley et. al (2012) suggests that this customer need should also be 

recognized in a company’s market segmentation. Therefore, this will be addressed in Ben & Jerry’s 

case. A collection of market segmentation theories presented by Hooley et. al. in the book 

Marketing Strategy & Competitive Positioning from 2012. This section will present different 

principles of marketing segmentation, such as segmentation criteria (i.e. demographic and 

psychographic approaches). Later in the analysis, potential segments which B&J’s could or may 

already operate in, based solely upon political beliefs, are proposed. The connection between 

analyzing competitive positioning 

and market segmentation is 

illustrated in the figure 1 below:  

As the basic principles and 

purposes of the theory have 

already been explained, the theory 

itself will be elaborated upon while 

the analysis takes place 

simultaneously. Therefore the 

implementation of the theory will 

also be conducted in the analysis chapter. 

3.2 Corporate Branding & Branding Reputation 

3.2.1 An Introduction to Branding & Corporate Branding 

In today’s society, the phrases “I like their brand” or “They have a strong brand” are frequently used 

in everyday language. It seems as if the subject of a discussion is a corporation or its product, the 

concept of branding will be part of said discussion. However, one may wonder what this concept, 

which has corporations pouring millions into planning and implementation, actually consists of. In 

short, Brakus, et al. (2009) defines a brand as “a label, designating ownership by a firm, which we 

experience, evaluate, have feelings towards, and build associations with to perceive value.”  

 

Figure 1, Hooley et al. (2012) 
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However, this definition may seem particularly one sided and may appear as coming from a 

consumer viewpoint. Since the mid-80’s, multiple thoughts and theoretical frameworks have been 

conducted, which has resulted in a wide spectrum of varied perspectives regarding the 

conceptualization and management of a brand (Heding, et al. 2009). These new ideas enhanced the 

way we perceive branding, as it is now common to refer to branding when discussing a product, a 

corporation, a corporation as an attractive workplace, a stock as a good investment, or a 

corporation's politics and values for environmental change and social responsibility. This means that 

branding does not only affect the consumer, but also employees e.g. in HR, and stakeholders in the 

company (Sandstrøm, L. 2003, P.5). 

 

Sandstrøm (2003) divides the concept of branding into two: product-branding and corporate-

branding. Product branding can be split into four stages, (illustrated in fig. 2) namely; the generic 

product, the expected brand, the expanding brand, and finally the ultimate brand. The product 

branding approach will be explained briefly, as it is not of equal importance to this audit as the 

corporate branding approach, as this paper aims to 

investigate corporate branding. However, it is still 

something which needs addressing as both product 

and corporate branding are dynamic factors which 

are integrated together. The four stages presented by 

Doyle (2002) can be compared to psychologist 

Maslow's hierarchy of needs (1943), as it draws 

parallels to the psychologists' model. The further up 

the product moves, the higher a need it satisfies to 

the consumer. This can i.e. be seen as the product in 

the early generic stage consists of only basic qualities, 

which satisfy basic needs of the consumer. It is, 

however, to be mentioned that these basic needs may differ drastically between each consumer, 

which determines how generic the product is. A good example of this could be ketchup which is not 

a very generic product in contrast to insulin, as insulin is harder to imitate, hence making it more 

generic. As illustrated in figure 2, the higher a segment the product elevates to, the bigger an 

Figure 2, Sandstrøm (2003) 
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influence it has on the corporate branding, e.g. in the expanded segment. Here, a fusion between 

the product and the corporation is made as service and customer experience becomes part of the 

purchase and hereby influences the customer’s perception and attitude towards the brand 

(Sandstrøm, 2003. P10-13).  

 

In contrast to product branding, the corporate branding approach, as the title suggests, focuses on 

the corporation as a brand. From a marketing perspective, the corporate branding approach is also 

referred to as a monolithic branding strategy, meaning that the corporation frequently uses a single 

name, logo and aesthetic for all its products and 

assets. In this case, Ben & Jerry's relies on such 

branding identity as all products fall under the same 

brand. The competitive advantage of a monolithic 

strategy is simplicity, opportunity of integration, and 

the belief of one mission and vision standing 

together stronger than scattered. However, the 

consequences of putting all eggs in one basket is the 

risk of one unfortunate event shaking up the entire 

brand (Morsing, 2002). This could potentially 

become a real scenario for Ben & Jerry’s, as its 

actions of making political statements and 

participating in demonstrations may be perceived 

negatively by some of its stakeholders, which may 

influence the perception of its brand. This is, 

however, one of the key concepts when it comes to 

corporate branding. Figure 3 (Sandstrøm, 2003) shows the purpose of corporate branding, which is 

to make the consumer “become aware of and accept the corporation's values, as well as create a 

relationship of credibility and loyalty”. The illustration further elaborates that the corporation's 

values and politics are a helping factor towards creating said credibility and value, which is just as 

relevant a factor for Ben & Jerry’s as the aforementioned.  

 

Figure 3, Sandstrøm (2003) 
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Sandstrøm (2003, P.15-17) further elaborates: “Corporations are ought to hold themselves 

responsible for the surrounding society, which will feed a proactive dialogue between the 

stakeholders which are affected by or affect the corporation”. Sandstrøm clarifies that a moral 

dimension to branding has occurred which corporations can use as a common point of reference to 

further the development of their brand and help build relations to consumers. The moral dimension 

of branding expresses itself in multiple ways, e.g. knowledge management, environment, social 

conditions, ethics and sustainable relations. Furthermore, authorities and politicians need to be 

informed about financial-, as well as other conditions which may affect society in general. This is in 

alignment with the case of Ben & Jerry's as it can be argued that the entire company takes a moral 

standpoint and publishes the statement on its website homepage, demanding politicians to take 

action and authorities help end systematic racism in the U.S. (Ben & Jerry's, 2020), which, as 

mentioned earlier, is a monolithic strategy. The question now is whether its course of actions will 

benefit B&J’s more, or if all the eggs in its basket will break. 

 

3.2.2 Branding Reputation & Reputation Management 

 

When discussing corporate branding, one needs to address the brand reputation and reputation 

management. Fombrun & Shanley (1990), as well as, Weigelt & Camerer (1988) argue that people, 

be it consumers or other stakeholders, associate reputation to a corporation from a historical 

perspective as it becomes an entity created over time. Furthermore, reputation relates to 

trustworthiness which stands in contrast to rumours and image, and is a result of all intern and 

extern stakeholders’ evaluation of the company. Additionally, reputation has formed itself into a 

quantitative measurable parameter which is evaluated by researchers, consultants and media. 

Multiple methods of measurement exist, the most popular being Fortune Magazine’s “Most 

Admired Companies”. Director at Reputation Institute, Charles J. Fombrum (1990) has researched 

what characterizes the different measurements and lists a series of criteria which recur, such as: 

financial performance, product quality, employee care, involvement in local communities, and 

organizational questions. Fombrum argues that different characteristics impact different 

stakeholders e.g. employees, who value characteristics that build credibility, create responsibility, 
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and pride. Likewise, citizens value characteristics that display care for the community (Sandstrøm, 

2003).  

 

Sandstrøm (p.19-21) further proposes four needs to optimize corporate branding and managing 

brand reputation: globalization and economy, openness and transparency, valuation, and 

communication and marketing. The need most relevant to this case is the second; openness and 

transparency. Here, Sandstrøm argues that no corporations can fully exclude themselves from 

influencing stakeholders either within or outside the company. What transparency and openness 

essentially means, is the ability for the stakeholders to perceive the corporation’s culture, values 

and vision, but it also invites the corporation itself to spark dialogue about its management, 

strategy, policies, and become in pact with the outside world’s understanding.  

 

As mentioned earlier, the reputation of a brand takes time to establish, but can be destroyed 

overnight. Here, Beck (1986) argues that we live in a risk society, meaning that there are certain 

factors in our late modern society which we, as individuals and as a society, are not in control of and 

therefore not able to manage. Beck elaborates by questioning if modern society fundamentally is 

equipped to tame its powers and implies that society in general has a self-destructive potential, 

which can be argued as something that is seen in the U.S. now with the demonstrations and rioting. 

Beck exemplifies how these unknown factors may influence a company, e.g. the ExxonValdez oil 

spill scandal in Alaska. Sandstrøm (2003, p.143-144) opposes by arguing that corporations do not 

need to fear such factors in order to maintain a strong brand. On the contrary, Sandstrøm argues 

that if corporations are proactive in their policies and take social responsibility and show 

engagement, it will strengthen their brand. It is however to be mentioned that, as aforementioned, 

some consumers may see this in a negative light and argue that the corporation only takes action in 

its strive for economic growth (Klein, N., 2001). 

 

Taking the arguments of Shanley, Fombrum, Sandstrøm and Beck into consideration, which in 

summary imply that a corporation which is invested in, and upholds the concerns of the community 

and its citizens, embraces the moral responsibility and is proactive in its policies and societal 

responsibility, is more likely to improve its brand reputation for the better. Rosenbaum-Elliot et. al. 
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(2011) also argues that the best way to manage a corporation's reputation is by scoring them. 

Therefore, with the aforementioned theory in mind, the methodology section should show an 

overall improvement in the perception of B&J’s as a brand, as well as an increased support from the 

respondents, as B&J’s has been proactive in its communication and taken societal responsibility. 

 

3.2.3 Emotional branding strategy 

 

Rosenbaum-Elliot et. al. (2018, p.24-26) argues that emotions play a big part when it comes to 

consumer choice and behaviour, as cognitive activity i.e. the consumer obtaining information, is 

followed by an emotional evaluation, which results in the formation of an attitude. This can be 

related to the Ben & Jerry's case as its reaction to the situation in the U.S. may have formed certain 

emotions and attitudes for various stakeholders towards its brand. Rosenbaum further elaborates, 

claiming that a social aspect of emotion exists, and that contrary to popular belief, it does not refer 

to the individual or personal phenomena as claimed in much consumer research, but rather to the 

social aspects. Rosenbaum-Elliot specifies by discussing the social constructivist models by Harré 

(1986) and Shweder (1993), which this research paper will elaborate on further in chapter 4.2.  

 

Here, Rosenbaum (2018, p.27) argues that “the meaning of emotion is generally constructed by 

social interactions leading to an understanding of accepted behaviour and value patterns'' and 

elaborates that it is of importance to understand the socio-cultural environment in which a brand is 

marketed, as that environment will inform the extent and manner in which emotions will influence 

both consumer decision making and brand evaluation. This is relevant to B&J’s case as the BLM 

movement is a community, which can be seen in the massive turnout during demonstrations. This 

means that some of the participants may build either positive or negative attitudes towards B&J’s 

as a brand for its actions, as the information may be spread in different environments. 

 

In relation to this, Rosenbaum presents four laws: the law of concern, the law of apparent reality, 

the law of closure and the law of the lightest road (Rosenbaum-Elliott, 2018). This audit will only 

address the law of concern, as the others are deemed irrelevant to the case study. Here, it is 
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explained that emotions arise as a response to events which we view as important to either our 

goals, motives or concerns in life. Furthermore, we continually interpret these situations we face 

through the values we hold dear and have a preference to experience things that augment these 

values. This is relevant to B&J’s case as this implies that consumers who are more likely to support 

the BLM movement, are more prone to support B&J’s and react positively to their brand, after the 

data is gathered. 

 

3.3 Consumer Behaviour  

 
The aspect of consumer behaviour was briefly mentioned during the discussion of branding and 

consumer emotions. This segment will elaborate more deeply on what consumer behaviour is, as 

well as how the consumer functions as an individual and which factors may influence their 

behaviour towards Ben & Jerry's.  

 

3.3.1 Main Perspectives on Consumer Behaviour  

Consumer behaviour is the study of how we as individuals, and groups (i.e. social classes, 

subcultures etc.), purchase and why we purchase the way we do. Wilkie, W. (1994, P.7-14) defines 

consumer behaviour as: “The mental, emotional, and physical activities that people engage in when 

selecting, purchasing, using, and disposing of products and services so as to satisfy needs and 

desires.” The formal field itself is particularly young, but consumer behaviour has existed since 

before the monetary system was introduced, and the importance of consumer purchases form the 

backbone of the economic system as about 4 trillion dollars of the U.S. BNP derives from consumers. 

One should keep in mind that this was the case in 1994, and since then, the world has only become 

richer (Mayeda, A. 2018). Wilkie further adds that we all are consumers and hence undertake many 

forms of consumer behaviour, not only periodically, but each day and that our choices socially can 

help mould society. This can be related to the quantitative methodology section (chapter 5.4) of this 

audit, which also examines the general attitude that consumers may have towards knowing every 

corporation's political standpoint and where their money is going. This means that, theoretically, 
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the individual consumer and different social groups are able to determine which company 

he/she/they wish to support or boycott.  

  

 

Wilkie proceeds to introduce 

what is known as the “seven 

keys” to consumer behaviour. As 

illustrated in figure 4 the seven 

keys can be defined as: 

Motivation, activity, process, 

timing & complexity, roles, 

external factors, and lastly 

people. He furthermore adds 

that these characteristics can be 

viewed individually, but when 

put together they create a rich 

structure for the fundamental 

knowledge of consumer behaviour. In this audit however, the sixth key of external factors will be 

examined individually, as the others are of less relevance to the case study. 

 

When it comes to external factors, Wilkie presents the concept of influence which different external 

factors may have on consumer behaviour. Influence reflects the dynamic of consumer behaviour 

and shows how adaptive it is in nature and 

how consumers adapt to the situations 

around them. Figure 5 the numerous 

sources of external factors such as: 

culture, subculture, social class, family, 

reference groups and friends, external 

conditions, marketing environment, and 

situational effects. The ones relevant to 

Figure 4, Wilkie (1994). 

Figure 5, Wilke (1994). 
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Ben & Jerry's case are culture, subculture, social class, and external conditions, as these could be 

factors which would divert consumer behaviour and attitude in their favour. 

 

The cultural aspect refers to the beliefs, values, and views we share as members of society.  This 

means that consumers who support BLM and the civil rights movement are more prone to, maybe 

not directly support B&J’s, but at least accept its values, beliefs and vice versa. Subculture, on the 

other hand, refers to groups of people within an entire culture, who tend to share the same value 

and behaviour pattern. These subcultures are defined on bases of sex, race, age, nationality etc. 

which could imply that black people, which is the subcultural group most affected by the situation 

and those most in favour of the BLM movement (Appendix 2, shows approximately 86 %, poll by 

Parker et. al. 2020) will create positive attributes toward B&J’s.  

 

Although social class incorporates variables such as income, occupation and education, it can still 

be argued that it is a relevant factor as 39 % of African-Americans live in poverty, and minorities in 

general are more likely to experience multidimensional poverty (Reeves, Rodrigue, & Kneebone, 

2016), which also would result in positive influence from minorities to B&J’s brand, however, it is to 

be mentioned that the lower class is not the segment which B&J’s operates in. This will be 

elaborated in chapter 6.2.1; Segmentation. Lastly, the source of external conditions is discussed 

which refers to a variety of often unexpected factors such as the demonstration, which also have 

resulted in rioting and looting (Wilkie, 1994. P.20-21). However, there is a risk that associating B&J’s 

with such things may influence some consumers negatively. 

 

3.3.2 External Influences: Cultural & Situational Influences 

Wilkie (1994, P.310-316) further discusses these external factors. He starts by elaborating on culture 

and explains that it is the broadest of all external factors. He exemplifies with the story of two twins 

who were separated at birth and raised in different environments, and how it influenced everything 

from appearances to values and political beliefs. Wilkie further divides culture into two 

components: External, material and internal, mental.  
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The external, material culture refers to tangible objects i.e. materialistic things which we are able 

to hold and see. Wilkies argues that our material culture is what allows us to express ourselves 

aesthetically and why we connect emotions and symbolism to certain brands (Rosenbaum-Elliot, 

2018) e.g. when we as consumers buy expensive clothes, such as Louis Vuitton. The consumer 

attempts to reflect their personality in the materials he/she buys with the help of brands and brand 

reputation. In contrast to this, the internal, mental culture refers to the ideas and points of view 

that are shared by most members of society. The most prominent of these include knowledge 

systems, belief and value systems, and the social normative systems.  

 

Wilkie then proceeds to define key American consumer values with the help of sociologist Robin 

Williams (1970) who formed six propositions. Only a handful of the propositions have been selected 

and will be described in this case, as the others were deemed irrelevant. Williams claims that 

Americans are prone to mastery and controlling. As people, they approve assertiveness, stress 

power and openly express their desires. Furthermore, the American consumer is prone to a dynamic 

and changing world. Williams argues that Americans welcome an open view of the world, a world 

which provides change, growth and movement.  

 

Lastly, Williams stresses that an American value is the strong belief in equality of  opportunity for 

everyone. This further indicates that American consumers will most likely respond positively to the 

BLM movement and B&J’s. However, it is to be mentioned that Wilkie (1994) prior to the discussion 

of consumer values, examined the phenomena of subcultures and Williams does not address the 

phenomena of intra-cultural differences at all. Schrauf, R. (2009) defines intra-cultural differences 

as cultural differences between individuals, all of whom belong to the same, larger cultural group 

and argues that given shared cultural beliefs and norms, individuals will nevertheless differ in their 

adherence to these beliefs. This could be an implication of some American social groups and 

subcultures creating negative relations to BLM and B&J’s.  

 

Wilkie (1994, p:381) proceeds to describe the influence of situational forces. Situational forces are 

referred to as temporary, but immediate forces which in contrast to mental culture, are external 

factors. They derive from particular settings or conditions in which consumers find themselves - 
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frequently for short periods of time and often influenced by social influences. Situational influences 

are often used in the context of a need which the consumer may have in a specific situation, which 

the product may fulfill e.g. when it rains, the need for an umbrella becomes apparent. However, it 

can also be argued that situational influences are not only a personal concept, but also societal and 

thus influence brand and not product. If we look at the previous chapter (3.2) and take Sandstrøm’s 

(2003) theories into consideration, combined with Wilkie’s claim of situational influences also being 

affected by social influences, it can be argued that a situation may arise in a community where an 

opportunity to influence the company brand appears, if, according to Sandstrøm, the company 

chooses to be proactive during the situation, which in this case is the temporary, but immediate 

phenomena of demonstrations currently happening in the U.S and hence the opportunity to 

improve B&J’s brand.  

 

3.3.3 Consumer Attitudes 

In the earlier segments, the consumer was primarily studied from an outside perspective, fx. by 

investigating forces that may influence the consumer’s behaviour. The following segment will study 

the next step of consumer behaviour, which is the personal attribute of attitudes. Wilkie argues that 

of all the concepts in consumer behaviour, attitudes are the most significant, as attitudes represent 

the consumer’s summary evaluations of various elements in the world. Wilkie exemplifies this by 

using the phrase “I like Pepsi”, which summarizes his views and opinions towards Pepsi as a brand. 

He further elaborates that attitudes are mental positions which cannot be observed directly and 

therefore must be measured, for example with Sandstrøm (2003) and Rosenbaum-Elliot’s (2018) 

scoring system on managing brand reputation presented in chapter 3.2.2. As examined in chapter 

3.2.3, the factors which have an influence on consumers were defined as an approach of emotional 

branding.  
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These factors partake in forming consumer attitudes as Wilkie mentions that attitudes are learned, 

meaning that they are affected, formed and molded by information obtained and experiences. 

Wilkie presents figure 6 which proposes the three components of attitudes. These components 

consist of the cognitive-, 

affective-, and conative 

component. Figure 6 

helps explain the flow of 

how attitudes are 

formed. It illustrates the 

three components in 

alignment to one 

another and as dynamic, 

which means that they influence each other. It furthermore helps illustrate how attitudes are 

formed in the Ben & Jerry's case.  

As mentioned by Rosenbaum-Elliot (2018), the consumer obtains knowledge or information, which 

in figure 6 is illustrated as the cognitive component. In this case, the information which the 

consumer obtains of B&J’s is in regard to its political views and actions. Hereafter, the consumer 

generates certain feelings towards B&J’s, which may be positive or negative. The concept of feelings 

is illustrated as the affective component in figure 6. Lastly, the conative component of the consumer 

is influenced, also known as the consumer’s behavioural tendencies. Wilkie mentions that attitudes 

are predispositions to response, meaning that once the attitude is formed, the consumer evaluates 

- with the help of previous components - whether he/she likes Ben & Jerry's, and if they will support 

them by either purchasing its products or vocally expressing their support for the brand (Wilkie 

1994, p.387). 

 

Wilkie further adds that attitudes are useful not only to brands, but consumers as well as it assists 

them with certain functions, such as: adjustment, ego-defence, value-expression, and object-

appraisal. The most relevant to Ben & Jerry's case is the adjustment function, which states that 

attitudes help consumers alter their likes and dislikes to the realities of their external environment. 

This means that attitudes help consumers adapt to the marketplace, which in B&J’s case suggests 

Figure 6, Wilkie (1994). 
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that consumers who are of the same belief as the company are more likely to adjust their likes in 

B&J’s favour, and hence build positive connotations towards the company as a brand and/or 

support it by purchasing its products.  The next chapter will, in correlation to this, account for the 

selected philosophies of science and argue the chosen methodology for this audit’s research design, 

which will also be further elaborated on in chapter 5.2. 

 

4. Philosophy of Science 

4.1 Introduction 

The following chapter will present the chosen theories within the field of philosophy of science. The 

purpose of this chapter is to elaborate on the aforementioned section about consumer behaviour 

with the use of relevant theoretical framework, provided by the philosophies of social 

constructionism and pragmatism to examine why we as consumers, individuals, and social groups 

act the way we do. The aforementioned theories of brand reputation and consumer behaviour 

helped explain the business aspect of consumer behaviour and brand perception, as well as how it 

could benefit, or harm Ben & Jerry's and which factors could potentially influence consumer 

behaviour. The concept of philosophy of science on the other hand, will in a broader perspective 

aid in examining the individual's perception of themselves, society, and reality. The chosen 

philosophies of science will more explicitly aid this audit into researching which motives may 

influence the consumer into perceiving the actions of B&J’s as either positive or negative. 

Furthermore, they will help identify the relevant methodology to this case study and provide the 

relevant tools in order to collect applicable data which will help answer the research question. 

Firstly, the concept of social constructionism will be examined focusing on different theorists such 

as Kuhn, Gerger and Bourdieu, followed by the science of pragmatism.   

 

4.2 Social constructionism 

As mentioned earlier, one of the theories chosen as the philosophy of science for this case is the 

notion of social constructionism. Holm, A. (2014) simplifies the general idea of social 

constructionism by using an example of the monetary system, stating that we as individuals and as 
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a society have come to a common agreement that money, which essentially is a piece of paper, 

carries a certain value for us, meaning that money is a social construct. Social constructionism, much 

like hermeneutics and structuralism, is defined as a societal philosophy of science in contrast to 

pragmatism, which is defined as a classic philosophy of science. This means that social 

constructionism studies the social relations an individual creates in a community, either with other 

individuals or in different social groups, as well as how these social links influence the individual's 

perception of reality and self-identity (Holm, 2014). 

 

This is also the reason why the approach of social constructionism has been chosen for this research 

paper as opposed to the approach of hermeneutics, which theoretical framework prevails in the 

interpretation (Holm, 2014). Both philosophies of science advocate for the use of qualitative 

research methods e.g. interviews or focus groups. However, in contrast to social constructionism, 

the hermeneutic approach asserts that interpretation itself is a circular contextual measure, and 

therefore the context of a given situation can only be interpreted through each individual 

component, which assists into making it a whole (Holm, 2014). The social constructionist approach 

will assist in investigating the constructed reality of the respondents in terms of political beliefs, 

attitude towards BLM, the social groups and links they participate in and whether these factors 

influence their perception of B&J’s. 

4.2.1 Kuhn & Gergen 

Social constructionism has many sources of inspiration. Holm (2014) mentions theorists such as 

Gergen, Latour, Bourdieu, Kuhn, and Wittgenstein. However, the main theorists this research paper 

will emphasize on are Gergen, Kuhn and Bourdieu. Holm further mentions that a common 

denominator that the various constructionist approaches share, is the drawn inspiration from Kuhn 

and Wittgenstein. Wittgenstein’s approach to social constructionism puts emphasis on the linguistic 

aspects of social relations and that our reality is constructed via the language itself, whereas Kuhn’s 

approach to social constructionism takes point in the environment of science and researchers. In 

Kuhn’s view, constructionism is to examine the social community knitted together by a matrix 

determined by profession (Kuhn 1977:463). The social ties between researchers determines what 

they see and what hence is concluded as real science. This means that in Kuhn’s perception, science 



 29 

itself is a social construct. In continuation of Kuhn’s philosophy of science and the inspiration which 

social constructionism draws from him, it is not only science itself, which is a social construct, but 

reality itself (Holm 2014: 143).  

 

In accordance to this, American social constructionist Kenneth Gergen creates four basic 

assumptions, which according to him constitutes the core of social constructionism (Gergen 1999: 

47-50).  

1. There is no necessary correlation between the world and our concepts of the world. This is an 

impression of Wittgenstein’s approach, which states that the language is not a reflection of 

reality, but on the contrary a social behavioural aspect. 

2. Our descriptions of reality stem from the social relations we partake in. As Kuhn mentioned 

earlier, we create our view of the world collectively.  

3. Through our understanding of the world, we shape our own future. I.e. it is our common 

understanding of the world, that decides what we can - and cannot - do. 

4. Reflections of our understanding of the world are essential to our future well-being. Through 

problematization of suppressing conceptions of each other we can   improve society.  

These are the four core values formulated by Gergen. They are all dynamic in their relation to each 

other, as Gergen states they all influence each other. However, only the second and fourth are seen 

as relevant to the case study and therefore only the two of them will be elaborated.  

 

In the second assumption, Gergen describes that our perception of reality is a result of the social 

relations we are in. Gergen elaborates by stating that we do not understand and describe the world 

individually, but always collectively. The world is our constant collective reproduction of how it is 

described collectively i.e. without a common understanding of the police being seen as an authority, 

they would merely be men in the same uniform. Normally, we would categorize a statement as 

either “true” or “false” if it is in alignment with reality, but from a social constructionist point of 

view, our statements make up reality. When we distinguish between “true” and “false”, it is yet 

another example of how we understand the world and ourselves in it (Holm 2014). Gergen 
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elaborates by stating that even our most private thoughts, feelings and traits are understood and 

read in concepts which are collective. Therefore, when it comes to our identity it is impossible to 

distinguish between the public and the private aspects of the individual. If we need to describe 

ourselves, we often include topics such as upbringing, education, interests, political views and 

future plans. Hereby we form our self-understanding from adopted social conventions about how 

self-understanding is supposed to be perceived.  

 

Gergen’s second assumption examines the understanding of our world and how it influences our 

future well-being. The foundation of this assumption is the concept of identity politics, which 

especially in the US has been conducted with heavy inspiration from social constructionism. The 

purpose of identity politics is to improve how society speaks of suppressed groups as their 

suppression is reproduced in the sense we address them (Holm 2014). The train of thought here is 

that with the help of identity politics we can collectively help vulnerable groups in society such as 

the BLM or other at-risk groups which affect different social systems. Pierre Bourdieu, who is 

another relevant theorist of social constructionism further elaborates on this. 

 

4.2.2 Pierre Bourdieu 

The French philosopher and sociologist somewhat disagrees with Kuhn’s and Gergen’s view on 

social constructionism. Although he generally agrees with the theory of identity, self-perception and 

reality being a construct determined by the social links and groups we interfere with, he disagrees 

with the course of action (Bourdieu 2004: 26-31). According to Bourdieu, one can not understand 

science simply by studying a single laboratory, as this only makes up for one small piece of a larger 

network of laboratories, universities, journals etc. Bourdieu elaborates that science, just like politics, 

art and business  constitutes a special field in our society with its own rules, manners and 

perspective on the world (Bourdieu 2004: 32-35). 

 

A field is defined by Bourdieu as a different social system in society e.g. science or politics. In each 

of these societal fields, symbolic capital is achievable, which Bourdieu refers to as something which 

gives us recognition. In the field of science an example of symbolic capital could be a doctorate or 
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approved funding for research, in politics it is power. Lastly, Bourdieu mentions that to each field 

there is a habitus which he defines as being the practical bodily act of  knowing the fields norms, 

values and manners which helps us know how to act.  

The world according to Bourdieu is not something which exists independently of our social practices. 

On the contrary, it is divided into fields of practices which contain norms, habits and capital. This 

means that we collectively produce these fields through daily interaction with each other.  

 

4.2.3 Social Constructionism summarized 

With the use of social constructionism as the philosophy of science, the theoretical framework, as 

mentioned earlier, takes point in Kuhn’s and Gergen’s approach of social constructionism which 

claims that the individual's reality is a construction itself which is formed and influenced by the 

different social links he or she partakes in. Gergen’s furthermore established four basic assumptions 

of social constructionism where two of them are of relevance to this case. Additionally, Bourdieu 

introduces the concepts of fields, habitus and capital which are present in each social group. As 

mentioned earlier, social constructionism will allow for the research of motives, behaviour and 

attitudes of the respondents in terms of political beliefs, stance towards BLM, the social groups and 

links it participates in and whether these factors influence their perception of B&J’s. This will be 

done through the qualitative research method of interviews. 

4.3 Pragmatism 

In chapter 3.2.2, the concepts of brand reputation and reputation management were discussed. 

Here, Sandstrøm (2013) and Rosenbaum-Elliot (2015) describe that in order to measure, examine 

and manage the brand's reputation, some form of quantitative empirical data is needed. 

Rosenbaum exemplifies by listing different media and consultant agencies which practice brand 

management by collecting quantitative data in the form of surveys. Social constructionism helped 

define the methodological approach in order to answer the research question broadly. However, in 

order to give an adequate answer whether consumer perception of B&J’s brand and its reputation 

has changed, empirical quantitative data is needed. For this the theory of pragmatism has been 

chosen.  
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Although the pragmatic approach shares some of the same features with Popper and positivism 

such as the quantitative empirical framework and hypothetical approach, a heavy critique of the 

two sciences however, is their world view. Both Popper and positivism see the world and people as 

non-dynamic, whereas the practitioners of pragmatism orient in a world which is still changing. This 

is the world view of pragmatism (Holm 2014) and yet another reason as to why it was chosen over 

e.g. positivism, as the situation which B&J’s and BLM perfectly illustrates the dynamic change  which 

constantly occurs in society and the world. 

 

Pragmatism arose in the U.S. after the American Civil War and the representatives of the pragmatic 

science are hence all Americans such as Pierce, C., James, W., and Dewey, J. The pragmatic approach 

shares inspiration from all three theoreticians. With that said, it is not equivalent to the three 

agreeing fully on the pragmatic approach, however, they can all agree on the aforementioned world 

view, where they  view the world as being dynamic and that chaos is a relevant factor which helps 

develop the world (Holm 2014).  Instead of focusing on working either inductively or deductively, 

the researcher needs to understand science from the perspective of influence it has on society. This 

is in correlation to the purpose of pragmatism which summarized means “to act.” What Holm (2014) 

means by this is that when the research process has been concluded, the basic assumptions of the 

pragmatic approach is to take action and focus on practical applicability. This approach conjoints 

with the purpose of reputation management discussed in chapter 3.2.2 which states that after 

empirical data has been collected, the brand must take action depending on the areas which the 

consumer has scored low (Rosenbaum-Elliot, 2018).  

Although pragmatism derives from the U.S., it draws inspiration from the Greek philosophical school 

of skepticism. Skepticism’s basic assumption advocates for the researcher not being able to 

acknowledge the truth of the world and therefore should neither attempt it. This trait is visible in 

pragmatism, as the aforementioned focus of the science is on action and practicality, instead of 

abstract conceptions about truth (Holm, 2014). The concept of action and practical applicability is 

described by James, W. (1907), who states: “We evaluate a certain theory's validity (truth) from its 

practical consequences and not from abstract principles.” This implies two things: 

1. Firstly, James states that valid theories are theories we can verify in practice. James asserts 

here that we in practice can substantiate the hypotheses regarding a certain theory’s truth 
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by performing experiments where the results are in alignment with the theory. This is how 

we can distinguish them from false theories.  

2. Secondly, James discusses the concept of instrumentalism and the truth to theories. 

Instrumentalism advocates for the perception of scientific theories desire to be understood 

as instruments for our action i.e. what makes a theory important is not that it “reflects 

reality”, but that we can use it for something (James 1907). 

A consequence to James’ point is that it can be easily misunderstood by researchers to only study 

theories and phenomena in which there is some aspect of applicability to it. Holm (2014) admits 

that it is contextual which ideas are deemed as useful, but states that just like the world, contexts 

are dynamic and change all the time. Therefore, science needs to examine the world, not just in 

depth, but also in its breadth. 

 

4.3.1 Pragmatism in practice: Knowledge and process 

In the former segment, the audit interpreted the concepts of skepticism and instrumentalism, 

describing how pragmatism validates theories by the collection of empirical data and the use of the 

theory in practice. This segment will, however, describe the use of the pragmatic methodology and 

the process from theory to knowledge. 

 

Ormerod (2006) defines knowledge as something which is obtained during the practical 

examination of either an object or a problem statement. Pragmatists are not advocates of apriotic 

knowledge, which is knowledge that is not based on observation, and are skeptic to metaphysics 

which is any form of knowledge which is not empirically based. As mentioned earlier, Pragmatists 

view reality as a messy affair, which demands thorough research (Ormerod, 2006). In that sense 

positivism and pragmatism are in agreement which is only strengthened by their view on theories 

and the need for them to be verifiable. However, what differs between pragmatism and positivism 

is the researcher’s role. Whereas positivism sees the researcher as an objective and abstract 

individual with no influence, pragmatism sees the research as a social process and crucial to the 

validation of the theory. Pierce (1878) explains that when a researcher starts conducting a study, 
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he/she attaches themselves to different parts of the study and are keen to explain the researched 

subject differently. Therefore, it is crucial to authenticate the researched theory by thorough after-

testing, ultimately resulting in a social consensus among researchers about the validity of the 

theory. Here, a point of criticism may be that the audit’s quantitative and qualitative research design 

may be influenced by the researcher himself as there is no social process after the data has been 

analyzed and the hypotheses deemed as either true or false. Therefore, it can also be argued that 

the audit makes use of positivistic features. 

 

The more defining factor that separates pragmatism from positivism and critical rationalism - apart 

from the dynamic world view - is the scientific approach which views science as a process. A 

pragmatist does not create methodological rules for the research, as the research process begins 

when an observation is made (Burks, 1946). In our normal everyday life, we do not ponder about 

how the world is connected. We act and focus on practicality, however, when we finally encounter 

a phenomena which makes us speculate, we start seeking an explanation.  It is when this 

speculation occurs that drives us to form hypotheses to the discussed phenomena. This is an 

understanding of the so-called abduction process, which is the approach of a scientific 

research  project having its point of departure from a surprising phenomena and the construction 

of different hypotheses to explain 

the phenomena. Holm (2014) 

illustrates the pragmatic work 

process in figure 7 , which shows 

the flow starting with observation 

of phenomena, creation of 

hypotheses, testing of said 

hypotheses in practicality, and 

finally the empirical results. This 

process is not fully applicable to the quantitative research design, however, almost every aspect of 

this is present.  

 

Figure 7, Holm (2014) 



 35 

The scientific process started with the observation of a chaotic measure being the BLM protests 

happening all over the U.S. and B&J’s supporting their cause. A news article mentioning its  public 

statement (Kowitt, B. 2020) sparked interest in how companies' political views may influence 

consumers' perception of the brand. Hereafter, three hypotheses were created, which with the help 

of empirical data will either be validated or annulled. The loose structure is further backed by Holm 

(2014), who states that pragmatism is an undogmatic approach where the important factor is not 

the compliance of abstract rules, but that what we do, works. 

 

4.3.2 Pragmatism summarized 

In the previous segments, pragmatism was discussed both as a philosophy of science, as well as the 

theoretical framework and scientific process that follows. The concepts of scepticism and 

instrumentalism were accounted for, which are in alignment with the aim of this audit, and will 

assist in creating the research design. Pragmatism advocates for the testing of theories and 

hypotheses in practicality, and this goes well with the empirical data required to manage B&J’s 

brand reputation. The pragmatic approach will aid in testing whether the created hypotheses are 

true, and with the use of empirical data, assert how consumers feel towards companies taking 

political stances and help with the segmentation theory. It can also be argued that the political 

statement itself can be the instrument, as James (1907) states; “What makes a theory important is 

not that it reflects reality, but that we can use it for something.” If the hypotheses are true, it can 

be argued that political standpoints in the corporate world can be used as an instrument for 

segmentation and branding.  
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5. Methodology 

5.1 Introduction 

The following chapter will address the carefully selected methods and research design deemed fit 

to both collect and process data relevant to this audit.  

Firstly, the overall research design of the audit and the data collection purpose will be introduced. 

Next, the qualitative research method and the motive for its application to this case study will be 

presented. Additionally, the qualitative data collecting technique in the form of research interviews 

will be discussed and elaborated upon, followed by an explanation about the interviews. 

Secondly, the quantitative exploratory research method will be described, and the use of 

quantitative data collecting techniques, which in this case comes in the form of surveys, will be 

discussed. Lastly, the appliance and purpose of the quantitative data will be commented on, 

followed by an elaboration of the quantitative research design.  

  

5.2 Research design and data collection purpose  

The following segments will assess the set-up regarding the data collection process. As previously 

mentioned during the philosophy of science, the data gathering process will consist of two types of 

empirical data such as quantitative and qualitative, which shall be further elaborated on later in this 

segment. As mentioned in the theoretical chapter (3.3), which addressed the use of consumer 

behaviour, as well as the theoretical framework of the previously mentioned philosophy of social 

constructionism, one of the purposes of the data collection is to examine consumers' opinions on 

both political and personal beliefs, as well as the consumers' attitude towards corporations who 

take a political stance. This will be done with the aid of interviews which are seen as a tool of 

qualitative methodology (Andersen, 2014). 

  

Furthermore, the methodology will also examine the consumers perception towards Ben & Jerry's 

before and after the statement, as well as the level of support the consumer is willing to show for 

Ben & Jerry's. Here the data will research if there is a correlation between the level of support the 

consumer is willing to show for Ben & Jerry's, with how much the consumer's beliefs are in 
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alignment with Ben & Jerry's. Furthermore, the data wishes to examine whether the consumers’ 

view political beliefs as a customer need, as also addressed by Kotler (1997) in the analysis chapter 

(6.2).  This will be done with the appliance of quantitative methodological tools, in the form of 

surveys in order to also measure and manage the brand reputation as suggested by both Sandstrøm 

(2003), Rosenbaum-Elliot (2015) and the pragmatic research approach, which is also why a variety 

of hypotheses have been created. These will also be examined later on in the methodology section. 

  

In order to incorporate the different theories with the purpose of answering  the different research 

questions, U.S. citizens have been chosen as respondents for both the qualitative and quantitative 

data and have hence been split up into two respondent groups. As mentioned earlier in the audit, 

the two groups consist of republican and democrats. The purpose of the qualitative data is to give 

a deeper understanding and perception as to why the consumer is of mentioned political belief, and 

as to why he/she would support - or boycott, Ben & Jerry's, whereas the quantitative data, as 

previously mentioned, will assist in the examination of customer needs (Kotler 1997) and reputation 

management. However, it is to be mentioned that in contrast to the large reputation surveys as 

reviewed in chapter 3.2, the questionnaire in this audit shall be examined as a niche and one-sided 

version of those as it only addresses the political aspect of consumer behaviour and brand 

reputation. Another factor to consider is the bias of respondents, as some may have already created 

a certain likeability towards B&J’s. This will however be elaborated on in the limitations section, 

chapter 7.1. 

 

The interviews will consist of two respondents - one whom sees themselves as a democrat and 

another who sees themselves as a republican. The reason as to why the respondents are not 

segmented between pro/anti BLM is to exclude the limitation of not involving republican BLM 

supporters or democratic ALM supporters, as they may also exist, and therefore a factor to consider. 

Another reason for this research designs segmentation is due to the fact that the majority of 

Americans are either of republican or democratic belief and as stated previously, B&J’s prior political 

stances are those similar of democratic beliefs. It is however to be mentioned that some bias may 

occur from the democratic respondents, as Kaur, S. (2020) states that B&J’s have a long history of 

taking political stances. It can be argued that the usage of the triangulation method (Denzin, 1978) 
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has occurred continuously throughout the paper as both the introduction (chapter 1), theory 

(chapter 3), as well as the philosophy of science (chapter 4) has assisted in narrowing the purpose, 

data and methods down for this research paper, which ultimately leads to the desired angle and 

purpose. 

  

Yin (2009) refers to this research design as a “single case study” in which its characteristics are 

decided from the audit only studying one entity, which in this audit is Ben & Jerry's. It can be argued 

that BLM is an entity too, which in that case would result in a multiple case study, however, this 

research paper does not explicitly study BLM, but is merely seen as a current factor, which functions 

as a catalyst for Ben & Jerry's statement and show of support. A case study in general is defined as 

an empirical audit, which illuminates a current phenomenon in the realm of reality, where the 

boundaries and context of the phenomena are not explicit and multiple sources of information can 

be applied to illuminate the phenomena (Yin, 2009). As mentioned earlier, this research paper will 

use both qualitative and quantitative methods, where the answers from the interviews shall be used 

as a “skeleton” to form the surveys to acquire quantitative data. The quantitative data collection 

purpose is to research in numbers the consumers opinion of Ben & Jerry's and if the statement has 

had an impact on the consumers view and their eligibility of purchasing Ben & Jerry's products. The 

overall purpose of the data collection is to establish if the statement has done more bad than good 

for Ben&jerry’s and how they - in association with segmentation theory - could use politics as a 

branding and segmentation tool. 

  

It could therefore be argued that with the mix of research methods, the audit encompasses aspects 

of the survey study research design, as it also makes use of quantitative data in the form of 

questionnaires, as well as aspects of the Experimental research design, as it also incorporates 

hypotheses which are studied (Andersen, I. 2014, p.106-108). This argument is further backed by 

the use of the pragmatic approach which as stated earlier has the purpose of  answering hypotheses 

with the use of quantitative data. 

  

In relation to this, the following hypotheses have been created, in order to be examined and 

confirmed/invalidated by the data gathered. 
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Hypothesis 1: 

“Ben&Jerry’s statement and participation in the protests have had a positive influence on the brand” 

Hypothesis 2: 

“Customers with the same beliefs are more applicable to support Ben&Jerry’s, than their 

competitors.”  

Hypothesis 3: 

“All democratic respondents will at some level support B&J’s after their statement” 

Hypothesis 4: 

“Consumers who support the republican party are more likely to disagree with the statement and 

B&J’s, in contrast to democrats” 

5.3 Qualitative Research Method  

The difference between qualitative and quantitative data is according to Andersen, I. (2014) the fact 

that quantitative data is represented by numbers and categories with the help of standardised 

answers, whereas qualitative data is everything else, but numbers, such as: text, film, photos, 

objects etc. In other words, the qualitative research method is an anthropological research method, 

which bases its data collection on open communication. With that said, quantitative data is of 

relevance to this audit, but before the questionnaires can be generated, it is critical to gain insight 

on the consumers thought process and a deeper understanding of their views and beliefs, which in 

this audit is regarding the BLM movement. A sort of  “behind the scenes” look of the general 

answers which can be seen in questionnaires. This is provided with the qualitative method as it, as 

mentioned earlier, gives us access as to why the consumers think the way that they do, in contrast 

to the quantitative method which tells us what people think (QuestionPro, 2020). 

 

5.3.1 Personal Interviews 

According to Andersen (2014. P. 152-153), when it comes to interviews, multiple sorts such as the 

Open-, Informant-, Research-, Analytical-, Narrative-, Discourse-, Partly Structured-, and Focus 
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Group- interview exist. All these forms are categorized as Personal Interviews which means that they 

in contrast to a questionnaire or another standardized interview, is a personal contact between the 

interviewer and respondent. Here the situation may form and differ variously, as the scene can vary 

from a very structured interview with pre-written questions, to an informal interview which only 

structure is to discuss certain themes or topics. The latter consist of both opportunities and dangers: 

the opportunity to discuss many topics more fluently and intensively, but with the consequences of 

the results not being sufficient and applicable to the matter which is intentionally researched 

(Andersen, I. 2014: 156).  This research paper will take point in a mixture between the partly 

structured interview and the research interview, which will be explained later on. 

The common denominator for the aforementioned qualitative methods are that they all are 

categorized as primary data. Data generally can be divided into different categories, such as primary 

and secondary, qualitative and quantitative, and stimuli and non-stimuli data. Andersen (2014, 

p:137) defines primary data as data which is gathered personally, which in this case is via. 

interviews., whereas secondary data is defined as data gathered either through e.g. documents or 

by someone else. Stimuli data is defined as data which causes a reaction in the respondent, whereas 

non-stimuli data does not. This could e.g. be observations, which categorizes this audits interview 

as stimuli data.  In regards to this audit, secondary data could have been gathered via. writings on 

forums and social media addressing the issue at hand. This method is also known as netnography, 

where the researcher views qualitative online data as an indicative of cultures and communities 

(Belk, 2003). The reason why interviews and primary data was chosen over netnography and 

secondary data, is due to the following research paper investigating a specific case, which in this 

case is Ben & Jerry's and the consumers opinion, which means that consumers opinions on the 

matter are required and not only general political belief.  

 

5.3.2 The Partly Structured Research interview 

As mentioned earlier a merger of the research- and the partly structured interview has been 

constructed for this research paper. The qualitative research interview is a term which psychologist 

Steiner Kvale (1979) initiated. The aim of the research interview is to focus on understanding certain 

characteristics of the individual such as, behaviour, motives and personality (Andersen, I. 2014, 
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P.152), which are traits of relevance to this  research paper as one of the objectives is to understand 

consumer behaviour, as previously discussed in the theory chapter. The  research interview shares 

similarities with the partly structured interview. One of these similarities is the openness and the 

skills of the interviewer which they both share. Here it is expected of the interviewer to ask 

elaborate follow-up questions, all whilst listening and interpreting the answers. 

 

Though the partially structured interview shares characteristics with the research interview, it 

differs in the structure. When applying the method of the partially structured interview, the 

interviewer already has a theoretical or practical insight to the phenomena studied, but still requires 

different angles and valuable primary information. Here the respondent takes the role of an 

informant, which has firsthand knowledge to the social systems and area studied. The person 

interviewed is able to give the researcher the much needed insight and information from their 

primary point of view. Furthermore, the partially structured interview - which lies in its name - has 

to a certain degree, somewhat of a structure. Instead of having a clear structure, the interviewer 

has certain themes or areas, which they require the respondent to illuminate, therefore it is 

common for the interviewer to jump between these themes, as the interview progresses (Andersen, 

I. 2014, P.155).  

The characteristics of the partly structured interview were deemed valuable for this audit and lie in 

its lineup. Here, the phenomena researched is already known and theoretical insight regarding the 

problem statement has to an extent already been examined (see theory section). Furthermore, the 

loose structure gives the researcher the ability to restructure the questions and allows following up 

on themes more approachable, as the aim of the interview is to gather insight from a first-hand 

source and create a window to the situation at hand, seen from the respondents perspective, whilst 

obtaining information regarding their opinion, motives and personality traits. This is where the 

characteristics of the research interview come into play, as mentioned earlier, the purpose of the 

research interview is often used to gain a deeper understanding of the individuals behaviour. It can 

therefore be argued that the use of a partly structured interview combined with the research 

interview, will allow for a deeper, more dynamic comparative analysis of both the theory and the 

data gathered. This is argued as the consumer theory and corporate branding, in cohesion with the 
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data gathered and flexibility of the interviews, will help illuminate the different problem statements 

and solutions. 

 

5.3.3 About the interviews 

For this research paper, a total of two interviews were conducted. The two respondents who were 

interviewed were both female and of American descent. The two respondents ranged from the ages 

of 23 to 25 and were both born in the US, but moved later on in life to Copenhagen in order to do 

their masters degree abroad. The respondents have been specifically chosen for their ethnic 

background as this study examines the primary market of Ben & Jerry's, which is the US and it also 

being ground zero of the incidents and the BLM movement. Another factor which played a deciding 

role when it comes to the choice of respondents, were their political beliefs and values. Therefore, 

the two respondents were each chosen from the different end of the political spectrum. One 

respondent which saw herself as being republican and the other which saw herself as a democrat. 

This was segmented on the basis of the hypotheses which saw that the majority of people who 

would support B&J’s statement would be of democratic belief, while those opposed would be 

predominantly of republican beliefs. As mentioned earlier the structure of the interview was loose, 

however, actual questions that would highlight specific themes were constructed in order to create 

some sort of neutrality and function as a common denominator for both respondents. This would 

help amplify the similarities or differences which our respondents may have towards Ben & Jerry's 

before the statement, and after. 

5.3.4 Interview 1: Erin 

Neither of the two respondents opposed going on record with the statements they made. Erin is a 

23-year-old exchange student doing her masters in Copenhagen, at Copenhagen University and 

studied public health at Ohio University (OSU) before her move. Erin was approached on social 

media by a mutual friend who had seen one of her posts on a Facebook group for Americans living 

in Europe. Erin happily accepted the offer to partake in the interview, as she believed it was a 

relevant topic of discussion and an interesting interview. The interview hence took place in 

Copenhagen on July 18th, 2020. Erin was invited to a coffee shop at the east side of Copenhagen 

where the interview was conducted. Erin views herself as a republican and has voted for the 
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republican party at the latest election in 2016. The entire interview and Erin’s answers were audio 

recorded, whilst notes were taken on the computer, which would make following up on different 

topics easier. The interview was conducted in English.  

 

5.3.5 Interview 2: Agnes 

Agnes is a 25-year-old student at Copenhagen Business School (CBS). She, like Erin, moved from the 

US to Copenhagen to do her master’s degree in international business communication. Agnes, 

originally from Chicago, Illinois, was first acquainted with Denmark and Copenhagen when she did 

an exchange semester during her bachelor's degree which she originally studied at the University of 

Illinois. Agnes, a co-student at CBS, was easy to approach as this study is written in cooperation with 

CBS. Agnes was on her way home from vacation, which is why the interview was conducted online 

over skype. Unlike Erin, Agnes sees herself as being a democrat and a supporter of the democratic 

party. The interviews were conducted in English and audio recorded, whilst notes and keywords 

were taken. 

 

5.4 Quantitative Data 

In relation to the quantitative data, a questionnaire has been constructed in an effort to gather 

extensive amounts of data on American consumers which either know Ben&Jerry’s by brand or by 

product, as they consider themselves a consecutive consumer. The questionnaire’s objective was to 

research the American consumers' opinion towards Ben & Jerry's before and after their statement, 

as well as to get an insight to their purchasing behaviour, in an attempt to distinguish a pattern 

between beliefs and sales.  

 

The audit administers with an online questionnaire generated on Qualtrics.com, in contrast to a 

physical questionnaire. This is due to the fact, that there are several advantages to an online 

questionnaire, which can be split up into three; firstly it provides the researcher with the means to 

distribute the questionnaire to a vast majority of respondents with the use of different social media 

platforms such as Facebook or LinkedIn, or different online forums e.g. Reddit, Quora, and reach 

out to a specific target group which otherwise would have been hard to interact with. This is favored 
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as the target audience for the questionnaire are Americans or individuals whom have lived in the 

US for a longer period of time (+2 years).  

 

Subsequently it requires little maintenance and resources to manage the data, as it is constructed 

on the internet, which allows respondents for immediate access, as well as, instant data collecting. 

Lastly, it allows for quicker and more accurate data processing and analysing, as many survey tools 

allow different data filtering options. In some cases, the data analysis work can already commence 

when parts of the replies have been obtained (Hair, Bush, Ortinau, 2003). On the other hand, several 

factors which can be deemed as problematic to the data collection process may occur with the use 

of questionnaires.  

 

One of these being the respondents not finding the questions relevant to the matter, which may 

lead to frustration and them withdrawing from the questionnaire all together (OECD, 2012). Other 

factors may include things such as, how readable the questions are, what the purpose of the 

questionnaire is, how long it will take, and simply if the study itself is interesting enough for them 

to decide to spend time on it (Andersen, I. 2014, p.161). These factors are yet another reason as to 

why the aforementioned interviews were conducted. Anterior to the formulation of the survey 

questions, the research interviews examined the themes and issues to the study at hand. This 

assisted in identifying the behavioural motives of the respondents as to why they support or 

condemn the  actions of Ben & Jerry's, and other factors which they put emphasis on e.g. if all 

corporations have an obligation to let their political values heard, so they, as consumers, know 

where their money is going. Additionally, the interviews help ensure that the questions and answers 

for the questionnaire are identifiable and relevant to the case.  

 

OECD (2012) examines good practices in survey design, which Andersen, I. (2014) also emphasizes 

in his studies. The practices function as a checklist on how to draft good questions, which was used 

to assess the questions after they were constructed. One of the attributes were to create 

unambiguous questions, meaning to keep them simple, short and easy formulated to avoid 

misunderstandings. Accordingly, effort was put into keeping the questionnaire and questions as 

simple and unambiguous as possible, therefore a total of 10 questions were conducted, as not to 
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tire the respondent.  However, one question referring to the Ben & Jerry’s statement can by some 

respondents be viewed as ambiguous in its attempt to ask a question, while simultaneously 

informing the respondent on the matter e.g.:   

“(...) B&J said that "we must dismantle white supremacy", support the BLM movement and 

made different plans of action to eliminate racism and police brutality in the US. Furthermore, their 

owners were arrested participating in BLM protests. How strong do you agree/disagree with these 

statements/actions?” 

Although the question is too long, it was deemed necessary for the survey, as there is the liability of 

respondents unaware of the situation partaking in the questionnaire, which would either lead to 

inconclusive or misleading data. Otherwise, the language was kept simple and no technical terms 

were used throughout the other questions. The  structure of the questionnaire in terms of 

importance was chronologically distributed, meaning that the questions got more personal and 

substantial the further the respondent got. This means that the more important questions were 

weighted towards the second half of the survey, where the respondents are more applicable to 

answer them, as they feel more comfortable (OECD, 2012).  

 

5.4.1 Distribution of surveys 

As mentioned earlier, the questionnaire is limited to a certain extent, as the target audience consists 

of a specific group of desired respondents, which in this case is Americans. As the study is conducted 

in Copenhagen, Denmark, it is no secret that the respondents for the questionnaire are harder to 

reach, in contrast to if the study was conducted in the US.  

In an effort to reach as many respondents and gather large quantities of data, the questionnaire 

was distributed on several platforms. The survey was shared through a personal network on 

multiple social media platforms such as Facebook, LinkedIn and Messenger. Accordingly, it was also 

shared by the respondents from the qualitative interview with friends and family in the US, as well 

as on different facebook groups such as “Americans living in Denmark” to target as many 

respondents as possible. 
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Another important factor during the distribution is the letter of invitation to the survey, also 

referred to as a header. When distributed on the several social media platforms and communities 

within them, the introduction to the questionnaire is deemed rather important, as a good header 

will increase the rate of participants (OECD, 2012). The header for the questionnaire read as 

follows:  

 

“Dear network, As my master thesis is coming to an end at Copenhagen Business School , i have 

conducted the following questionnaire. We as private individuals are often keen to express our 

political beliefs, to actual matters which happen in our communities. However, we seldomly hear 

corporations express their beliefs/values publicly. Do you believe the consumer has a right to know 

where their money is going? Or do you simply not care, as you keep product and beliefs seperated? 

In the context of the Black Lives Matter situation in the US, i would like to research American 

consumers behaviour. Ben & Jerry's will in this audit be used as a case study, and I would like to know 

the consumers perception towards B&J before and after their public statement supporting the Black 

Lives Matter movement. For this study i would primarily like to get some firsthand knowledge, 

meaning actual Americans. So, if you know anyone from America willing to answer the survey, it 

would help a great deal if you would share this questionnaire with them. If you have lived in the US 

for a longer period of time yourself (2+ years), you are welcome to answer the survey as well. It is of 

course anonymous” 

 

By doing so, the respondent feels informed both about what the purpose of the questionnaire and 

data usage is, as well as what themes and phenomena are researched. Furthermore, the respondent 

is assured in terms to privacy, as it is mentioned that the survey is anonymous.   

 

5.4.2 Pretesting 

Krosnick, J. (1999)  like OECD (2012), mentions in his survey research the multiple factors which can 

limit or compromise the data collecting process i.e. the need for further explanation of certain 

questions, or questions which were difficult to comprehend or read. In an attempt to hinder and 

minimize the chances of such happening, the approach of pretesting was applied. Pretesting allows 
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the detection of bottlenecks which may occur in the survey, from the respondents point of view, as 

they may encounter issues which the researcher may not have thought of.   

 

In accordance to this, a total of 5 respondents were asked to examine the questionnaire before it 

was published to the public. There was a general agreement towards the majority of the questions 

being ambiguous and easy to understand. However, one of the questions was formulated as 

following: “Ben & Jerry's made the following statement: (link to website). How is your perception of 

Ben&Jerry’s after reading the statement?”. The respondents’ feedback to this question were all 

monotonous, as they all answered that the question was both frustrating, confusing, and appeared 

lazy or disinterested. The respondents’ arguments for such claims, were firstly that the link which 

referred them to the Ben&Jerry’s homepage was not interactive and redirecting, meaning that the 

respondents had to copy the link manually to a new browser. The respondents mentioned the 

liability of many future subjects skipping that process altogether and just answering something to 

move further in the questionnaire, resulting in misleading data. Furthermore, they elaborated that 

some respondents may get frustrated and exit the questionnaire altogether. Additionally, the 

feedback, and challenge, was to incorporate Ben & Jerry's statement, as a summary, in the question, 

without it being too ambiguous. However, the new format received positive feedback and was 

categorized as being more distinct and unambiguous. 

 

In summary, the use of pretesting with a select target audience allowed for a different point of view, 

in terms of how the questions were received. Furthermore, it recognized the need to rephrase 

certain questions, create new questions, as well as, erase unnecessary or repetitive questions. 

 

5.4.3 Sections 

The questionnaire can figuratively be viewed as a chronological timeline, which took inspiration 

from the structure of the partly-structured research interviews. This means that in the early stages 

of the questionnaire, the level of brand awareness between the consumer and Ben&Jerry’s is 

established, as well as the BLM situation. Afterwards, the respondent’s political orientation and 

views on companies interfering with politics is examined. Lastly, the consumer's level of support to 
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Ben&Jerry’s is addressed. However, it should be mentioned that these are the general sections of 

the questionnaire and much like the interviews, they should be viewed as themes, and not as a strict 

structure defining the questionnaire, as they in some places combine (see appendix 3). 

 

In the brand awareness section, questions such as “Are you familiar with Ben & Jerry's” and “Are 

you familiar with the political statement, which B&J gave regarding the Black Lives Matter protests 

following the death of George Floyd?” were asked early on (appendix 3), as the qualitative 

interviews showed that both respondents (Erin & Agnes) were aware of the situation. Both answers 

to the questions were “Yes/No” answers. Afterwards, the respondent’s view on B&J’s statement 

was measured. As this question was mentioned earlier on, it will not be repeated, however the 

answers to these questions were observed through a 7-point likert scale , with the available options 

being: 

1. Strongly agree 

2. Agree 

3. Somewhat agree 

4. Neither agree nor disagree 

5. Somewhat disagree 

6. Disagree 

7. Strongly disagree 

Subsequently, it was desired to measure the consumers likeability towards B&J before they made 

their statement, which is why the follow-up question “From 1-5 (5 being the best) how did you 

perceive B&J before the statement, in terms of likeability?” was added. Here, as mentioned in the 

question, the respondent answered through af 5 point numeric scale, with 5 being the highest score. 

The aim of these questions is to measure how invested the consumer is to Ben & Jerry's and what 

their perception of the brand is before the statement. 

  

Following the brand awareness section, the consumers political beliefs and opinions are examined. 

Here the question “Of which political belief do you consider yourself?” was asked. The following 

answers to the question were available: 

1. Republican 
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2. Democrat 

3. Other 

  

The use of “Display Logic” was used here as it gives the respondent the option of submitting a self-

written answer if the “Other” answer was used, as some Americans may consider themselves a 

member of a third-party e.g. Libertarian (Reinhart, R. 2018). Additionally questions researching the 

respondents opinions towards corporations taking a political stance were formulated e.g. “How 

strongly do you agree with the following statement: ‘The consumer has the right to know the beliefs 

and values of each corporation in order to know where their money goes’”. Here the 6 point likert 

scale was used, with the following options:  

1. Strongly agree 

2. Agree 

3. Neither agree nor disagree 

4. Disagree 

5. Strongly disagree 

6. Corporations should not interfere with politics 

  

The purpose of these questions are to examine if the consumer believes that corporations have a 

general responsibility to assert political situations in their communities and let them be known to 

the public, as well as their own political ideologies. Another purpose is to show whether there is a 

correlation between the consumers political beliefs and the level of support they show for B&J 

which is why the question “How do you perceive B&J after this statement, in terms of likeability?” 

was formulated after the respondent shares their political beliefs. Here the use of the 7 likert chart 

was applied again: 

1. Extremely positive 

2. Moderately positive 

3. Slightly positive 

4. Neither positive nor negative 

5. Slightly negative 
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6. Moderately negative 

7. Extremely negative 

As mentioned earlier these questions and answers were created after the basis of the interviews 

and after pretesting and publishing the questionnaire it can be concluded that it includes questions 

and data relevant to the study and helps answer the research question at hand. 

  

6. Analysis 

6.1 Introduction 

The following chapter will begin with analyzing the Ben & Jerry’s case when coupled with the 

selected theories regarding meeting or creating customer needs, competitive positioning and 

market segmentation, possibly identifying a new interesting segmentation approach for the ice 

cream company.  

 

Then, the empirical data collected respectively with the help of qualitative and quantitative 

methodological tools, which were mentioned in the research design. First, the chapter will analyze 

the qualitative data collected with the use of partly structured research interviews. It will 

comparatively analyze the answers of both respondents simultaneously and round up by 

summarizing the most critical points. Hereafter, an analysis of the quantitative data will follow to 

determine whether there has been a difference in brand perception towards B&J’s after its 

statement and whether there is a relation between consumer support/opposition and own personal 

beliefs. Lastly, a two tiered typology will follow to compare the qualitative and quantitative data.  

 

6.2 Ben & Jerry’s competitive positioning 

Kotler (1997) defines positioning as “the act of designing the company’s offering and image so that 

they occupy a meaningful and distinct competitive position in the target customers’ minds.” (Hooley 

et. al., 2012) Competitive positioning is concerned with a consumer’s perception of different 

companies competing in a particular market. In Ben & Jerry's case, it is the food market, more 
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specifically ice cream. It is important to mention that competitive positioning is applicable at 

different levels such as; companies, products/services and brands, which is also why the discussion 

of competitive positioning and segmentation is relevant to this case, as it correlates well with 

managing branding reputation. Even though positioning and segmentation are two separate 

concepts, they are ultimately linked together by customer needs and therefore influence each 

other. 

Hooley et al. (2012) depicts this flow of action in figure 1, which illustrates how customer perception 

and different market segments overlap and are connected by customer needs. As mentioned in the 

introduction, Ben & Jerry's tops the list as the most popular ice cream brand by sales, with an annual 

revenue in 2019 of $681.5 million (appendix 1). By the looks of the report it can be argued that B&J’s 

already has achieved competitive positioning over its competitors, but the speculation lies with how 

it obtained such a strong brand. This following segment will examine how exactly B&J’s obtained 

competitive positioning in its respective market. 

 

Earlier in the audit, the concept of generism was introduced by Sandstrøm (2003) in figure 2. The 

concept however, developed by Michael Porter (1980) refers to a given product/service or brand’s 

ability to focus on different strategies, in order to obtain a competitive advantage. Porter mentions 

multiple generic strategies that a company may use to gain a competitive advantage such as cost 

leadership, cost focus and differentiation. One of the strategies which can be argued to have assisted 

B&J’s in achieving competitive positioning is the strategy of differentiation (Hooley et al. 2012, P. 

248). Differentiation can be defined as the approach, where the company decides to make their 

brand perception unique  to the consumer and make it stand out in contrast to competitors. 

Different differentiation “drivers” such as pricing, product, distribution, branding etc. can aid in 

achieving uniqueness (Hooley et al., 2012).. It can be argued that B&J’s makes use of the 

differentiation strategy in two forms: product and branding.  The branding approach can be argued 

for as Kaur, S. (2020) states that Ben & Jerry's is creating an emotional connection to the consumer 

by f.x. using animal welfare suppliers. This can be related back to Rosenbaum-Elliot’s (2018) 

approach of emotional branding, which establishes an emotional connection between the 

consumer and the brand.  
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This argument is further supported by Ben & Jerry's itself, claiming that it was the first company to 

introduce fair trade (an initiative where suppliers are paid fairly) to the ice cream market in the U.S. 

(Ben & Jerry's, 2020). Another factor which helped B&J’s gain a competitive advantage is the 

product. Ben & Jerry's is known for its high quality ice cream, but is even better known for its unique 

flavors (Kuhn, S. 2020) such as “Phish Food”, “Netflix & Chill’d”, “S’mores”, and “The Tonight Dough”, 

the latter being a promotional collaboration with TV-host Jimmy Fallon (Ben & Jerry’s, 2020). This 

out-of-the-box thinking, as well as the ice cream company’s fair trade initiatives and high quality is 

yet another example of how a product can influence corporate branding (Sandstrøm 2003, figure 2) 

and contribute to achieving a competitive positioning. 

Kuhn, S. further argues that a factor which also helped B&J’s attain competitive advantage and 

positioning is the bold stances it takes on controversial topics such as equal marriage rights, global 

climate change, and now, anti-racism. Earlier in this chapter, it was illuminated by Sandstrøm (2003) 

how taking proactive measures and social responsibility in communities will influence corporate 

branding for the better. This could imply that because Ben & Jerry’s has always taken this approach, 

it has helped the company gain its competitive brand positioning. This will be examined in chapter 

6.3 during the data analysis segment. 

 

6.2.1 Ben & Jerry’s market segmentation 

As presented earlier, B&J’s has a history of expressing political beliefs publicly, which could explain 

how it gained its competitive advantage. However, the market potential still has not been 

researched. The aim of the 

following segment is to examine 

the ice cream market from a 

psychographic segmentation 

perspective in order to identify the 

potential of this strategy. This will 

be done from a democratic 

perspective as mentioned in the 

research question. The reason 
Figure 8, Hooley et al. (2012) 
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behind this derives from the fact that former political stances that B&J’s has taken are in alignment 

with the democratic values e.g. equal marriage rights, environmental issues, and civil rights. In order 

to illuminate different approaches to segmentation in regards to B&J’s consumers, the case will 

compare two forms of marketing segmentation strategies: the traditional and more popular choice; 

demographic segmentation, and the aforementioned, more unorthodox marketing on lifestyle, 

attitudes and opinions; psychographic segmentation. Firstly, the demographic approach will be 

examined, followed by the psychographic. 

In order to examine the potential of both strategies, an interpretation of them is needed. Hooley 

et. al. (2012) present what in this case shall be referred to as figure 8, which distinguishes the 

demographic segmentation strategy from the psychographic in the category of measures. Here, 

the demographic approach is categorized as an objective measure, meaning that the target group 

is an objective observation where values, beliefs, attitudes, and opinions are not taken into 

consideration. Instead, characteristics such as age, race, gender, family size and ethnicity are 

prioritized. Demographics measures can be further expanded by involving socio-economic 

features such as occupation, income and education (Hooley et al., 2012. P. 166- 167). In order to 

analyze the target audience in the U.S. from a demographic approach, one will first need to 

identify the consumer. On the Ben & Jerry's website (Ben & Jerry’s, 2020) it is stated that its 

consumers are people from the age of 5-35. This suggests that sex, geography and occupation is 

not a factor. According to Duffin, E. (Appendix 4, via. Statista, 2020) the U.S. inhabits 

approximately 129 million. in that age span. This segment is obviously extremely broad, and 

multiple companies, including local stores are competing within that segment.  

 

However, socio-economic demographic segmentation criteria also come into play, for example by 

income through product pricing. According to the website of Walmart - the largest retailer in the 

U.S. (Souza, 2019) - the price of a 16 oz. Ben & Jerry’s pint of ice cream is $3.97 (Walmart.com, 

2020). Comparing this price with other ice cream brands on the website, it appears that the price 

level is very similar to that of Häägen Dazs - the second largest ice cream brand in the U.S. (Conway, 

J, 2020) - with a price of $3.88 for a 14 oz. pint (Walmart.com, 2020). However, there are definitely 

alternatives of more affordable ice cream, such as Walmart’s private label brand Great Value, which 

offers a 48 oz. vanilla ice cream pint for only $1.97 (Walmart.com, 2020). Taking this into 
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consideration, this paper will argue that Ben & Jerry’s ice cream is the less affordable ice cream 

option among its competitors, appealing more to the middle- and upper social class. The social 

classes of the U.S. can be categorized in three; upper (3%),  middle (40%), and lower class (27%). 

With the assumption that Ben & Jerry’s is not the go-to brand for the lower class considering the 

more affordable options, this audit will exclude this social class from Ben & Jerry’s segmentation 

criteria. This means that 27 % of the 129 million will most likely not purchase B&J’s, which equals a 

potential customer base of 97 mio Americans.  

 

While 97 mio. potential consumers do sound appealing; an emphasis needs to be put on “potential”. 

The ice cream industry sees many competitors such as Häagen Dazs, Blue Bell, Turkey Hill, Breyers, 

Talenti etc., although Ben & Jerry’s is highest by annual revenue as a single brand (Conway, J. 2020). 

However, in total, private labels including Walmart’s Great Value gross higher than B&J’s annual 

revenue at around $1.1 billion.  

With this much competition in the market, one can only ponder upon how B&J’s manages to attract 

and captivate the majority of 97 mio. consumers. The answer may be found in Ben & Jerry’s 

psychographic segmentation criteria. Figure 8 states that the measures are subjective which in 

relation to this case study is lifestyle characteristics. In this field, the segmentation theory puts 

emphasis on three main elements:  

• Activities (such as leisure, sports, hobbies, and travel) 

• Interactions (such as self-perception, and personality) 

• Opinions (such as politics and social and moral issues)  

This paper will focus on the element opinions, which is the most relevant considering that the study 

is focused on American consumers' perception of the B&J’s brand - this will be elaborated in a 

minute.  

 

It was earlier mentioned that one of the purposes of this audit is to examine American consumers' 

perception of B&J’s after its statement regarding the BLM protests from a democratic perspective, 

as the stances B&J’s has made are primarily of democratic values. Gallup (gallup.com) mentions that 

in the U.S., party affiliation - which means that an individual is a consistent voter and believer of the 

party - is around 26 % for Republicans, 31 % for Democrats and 41 % for Independents. This suggests 
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that by adding this psychographic segmentation criteria, out of the 97 million, 31 % - excluding 

independent voters - has a potential customer base consisting of approximately 67 million buyers. 

As mentioned earlier, this approach is only to visualize the potential customer base of Ben & Jerry's 

and therefore anti-BLM Democrats or pro-BLM Republicans are not part of this equation, which is 

why the numbers are not entirely accurate. However, it helps signify why B&J’s remains the market 

leader.  

 

Referring to the previous statement by Hooley et al. (2012), which argues for three main elements 

to lifestyle measures that brands can follow, he mentions the element of opinion which covers 

politics, social and moral issues. This element also relates well with Sandstrøm’s (2003) theory of 

corporate branding, which states that companies who are proactive and are involved in social issues 

are more likely to achieve (positive) competitive brand positioning. Hooley et al. (2012) further 

mentions that in order to administer a psychographic approach, the marketer needs empirical 

quantitative data in the form of a questionnaire where the consumer is able to answer in a 5-point 

or 7-point agree/disagree scale. Hooley’s psychographic approach is in alignment with Rosenbaum’s 

approach of brand reputation where it is stated that in order to manage a given brand’s reputation, 

one must first research it, which should also be done through a series of questionnaires and 

quantitative data.  

6.3 Data analysis 

6.3.1 Qualitative data 

As mentioned earlier, the empirical data was collected with a hybrid method constructed from 

elements of the partly structured interview as well as the research interview. Each respondent 

belonged to their own end of the American political spectrum, categorized as either Republican and 

Democrat. In this case, Erin will help provide insight to the opinions and views on this case from a 

Republican point of view, whereas Agnes will do so accordingly, but from a Democratic perspective. 

However, the questions were constructed in such a way that they were applicable to both groups 

with the purpose of comparing them equally. In accordance with the questions and the themes 

which were discussed, an array of similarities and differences started to show which will be analysed 

simultaneously.  
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Firstly, the respondents' familiarity with the brand was established. As explained in the introduction 

of this audit, Conway, J. (2020) (appendix 1) stated that Ben & Jerry's was the largest ice cream 

brand in the U.S. ranked by annual revenue. This was no surprise to both Erin and Agnes, as they 

were both familiar with the brand. Their perceptions towards the B&J’s brand was also very positive, 

but their perception both fundamentally derived from the product itself as Erin states: “(...) I really 

like their product, which I think is the main reason why I like the brand, uhm, but I also just think 

that… I think they are really good at branding, and (...) I think they are really creative with their 

flavours.” (Appendix 5, L 13:) Agnes seconds this by stating “I think the ice cream is really good, I 

think it's pretty well known also internationally, because I've seen it in a lot in stores here (...)” 

(Appendix 6, L: 21) Agnes elaborates further by stating “ I guess before any of the political stuff, I 

didn't really think that much about them, though it was just like besides actual ice cream.” This 

implied that Agnes was aware of the situation with B&J’s, but furthermore, it relates back to the 

early stages of the analysis which examined B&J’s competitive positioning and differentiation 

strategy (Hooley et al. 2012). Here Kaur, S. (2020) claimed that one of the reasons why B&J’s 

achieved competitive positioning is due to its unique products, which is supported by the 

respondents. Next, the respondents' purchase patterns were analysed. The intent here was to 

examine the frequency of them purchasing B&J’s products, and after they have been introduced to 

the statements, examine if a change in pattern has occurred. Erin states that in the U.S. she 

purchased it every Friday, but in Denmark twice or thrice a month, (Appendix 5, L38) whereas Agnes 

states that she buys it once a month (Appendix 6, L34).  

 

Secondly, the respondents' political beliefs were examined. As mentioned earlier, Erin considers 

herself a Republican, whereas Agnes sees herself as a Democrat. The respondents each gave their 

own reasons as to why they were of such political beliefs. Agnes argues for the Democratic beliefs 

by saying: “I'm Democrat because, (...) I feel like the Republicans tend to more have a more (...) 

individualist mindset because they care a lot about not being taxed, as I can see the benefits of taxing 

a bit higher because it goes more to a greater view and kind of like anti capitalism and stuff (...) and 

also the social justice side.” (Appendix 6, L54). 
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 Erin argues for her Republican views by stating: “I’d like to consider myself a republican, (...) mainly 

because my parents are republican, umm so I grew up with republican values, and I’ve always voted 

republican (...) I think the main reason why I (...) vote republican, is cause of the lower taxes. (...) I 

think that people who work hard should also be rewarded for that.” (Appendix 5, L50) Although Erin 

sees herself as a Republican, she agrees with Agnes on the topic of pro-life, where Agnes states that 

“I think a lot of the Republican values are also outlined with more like old school thinking (...) You 

know ban abortions” (Appendix 6, L63), But when asked by the interviewer about this, Erin states: 

“Yeah that’s a point where I disagree.” She further elaborates by explaining “I love the idea that 

everyone has the same health care benefits (in Denmark), and though I consider myself a republican, 

I don’t necessarily agree with the way that the republican party stands in the US ” when asked about 

her move to Denmark (Appendix 5, L66 ). This is an important factor to emphasize as it shows that 

the political spectrum is not a locked stable segment or factor, but instead a dynamic model. This, 

in addition to the argument made in chapter 6.2.1 stating that B&J’s segment consisting primarily 

of democrats, is contradicted by this.  

 

Thirdly, the respondents’ general attitude and opinions towards companies taking public political 

stances were examined. A general agreement between Erin and Agnes could be observed regarding 

this theme, as Erin mentions: “I’d like to know um, what political beliefs companies have um, as I 

support them, I’d like to know how… where they stand as well (...) and if I agree with them it’s likely 

that I support them more, over the company that I disagree with.” (Appendix 5, L116).  

Agnes supports this statement by explaining: “Yeah, I think that it’s definitely good to know where 

the money is going, because like for example, I don’t know do you know what Chick-fil-A is? 

Interviewer: “Yeah.”  

Agnes: “Yeah so like they (...) heavily donate to anti LGBT (...) organizations like billions of dollars, so 

I’m not really interested in, like supporting that saying, no matter how good it is, (...) when they put 

so much money into like, taking away the rights of people, so I’m happy to know that, but also, I also 

like with Ben and Jerry’s (...) I like to see what they’ve done, because I think there’s a difference 

between like posting… like a picture, and actually doing something, and I know that’s something, 

that people are talking about a lot now, and kind of like, uhm putting corporations under fire, for 
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example they’re like “OK cool, you Instagram the black square, but like what did you actually do?” 

(appendix 6, L73).  

 

This refers back to the article of Jorgensen (2020) in the literature review (chapter 2.1) as he 

mentions the concept of redwashing. To summarize, it means the risk of negative perception from 

consumers, if the support for a certain cause is not backed up by action. This is why Agnes has a 

positive association towards B&J’s, however, as Erin states, the reason for this is most likely because 

of the alignment in political beliefs. Referring to the previous chapter of competitive positioning, 

figure 1 by Hooley et al. (2012), it states that in order to gain competitive positioning, the customer’s 

needs need to be matched by the corporation. It can therefore, from the statements made by Erin 

and Agnes, be argued that a need is not necessarily fulfilled by the product alone, but also by the 

company's brand image. This relates well to Sandstrøm’s (2003) claims which stated that 

corporations need to be proactive in their communities in order to brand themselves successfully. 

Seen from a social constructionist perspective, the concepts of Bourdieu were mentioned in chapter 

4.2.2. The concept of capital which occurs differently in every field e.g. politics, can be argued is 

present in a context like this, as the consumer has high capital, meaning that they determine 

whether they wish to support or boycott a company. Which in our case, both respondents wish to 

do so as they both support the BLM movement. 

 

Erin: “I think it’s very tragic, what happened to George Floyd (...) and I support the black lives matter 

movement, in contrast to my fellow republicans (...) I can see the need in these protests (...) and that 

something has to be done.” Interviewer: “why is there a need for these protests?”, Erin: Cause it’s 

obvious that racism is still an issue in the US.” (Appendix 5, L125). Agnes agrees as she states: “Uhm, 

I'm very for it, I think it's a great thing, and I actually attended the BLM protests here in Copenhagen.” 

(Appendix 6, L134). Agnes’ actions reflect well with the second basic assumption of Gergen social 

constructionist theory, which was reviewed in chapter 4.2.1. The assumption is based upon identity 

politics. Gergen argues that we can collectively help vulnerable groups in society such as the BLM 

or other at-risk groups which affect different social systems to secure our future well-being. 

Furthermore, social constructionism states that the groups we create social links with influence our 

attitudes and beliefs, which can be argued is the case with Agnes.  
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Fourthly, both Erin and Agnes were presented to the statement which B&J’s has made and 

expressed positive opinions about it. Erin was also questioned about B&J’s calling out President 

Trump. Erin’s comments regarding this issue was: Overall, I agree with what they are saying, that 

racism and white supremacy doesn’t have a place here (..) in the US.  I think it’s good they do that 

(call out Trump), and I uh, support Trump, in many of his actions, um like for example, that he has 

lifted the US economy a lot…but I also think that it’s fair that they call for him (...) in areas that he 

lacks action (...).” (Appendix 5, L154) 

 

Agnes and Erin's views are in alignment as Agnes argues “(...) I think it's great, like I totally agree 

with everything, and I just think it's cool that they’re… like you, you don't even really expect like an 

ice cream brand to get involved in anything, they're really taking it to the next level, and calling 

people out, (...)I think it's cool, that a company that you wouldn't think would really be relevant, is 

like taking such huge measures, to spread… not just spread the word but get shit done.”(Appendix 

6, L167). This is particularly interesting to see as Erin, who previously mentioned the lack of 

enthusiasm from her fellow republicans towards BLM, agrees with Agnes. The reason for this can 

be argued to be the theme of solidarity which is present at both political parties. This can be referred 

back to chapter 3.2.3 which discussed Rosenbaum-Elliot’s (2018) Law of Apparent Reality, where he 

states that emotions play a vibrant part in the minds of the consumer, and chapter 3.2.3 which 

examines figure 6 by Wilkie (1994), who agrees with Rosenbaum-Elliot (2018) by arguing that 

information forms our cognitive mind, which ultimately results in attitudes towards a certain brand. 

 

Accordingly, the respondents' perception towards B&J’s was also examined after they were 

presented with the statement directed towards abolishing white supremacy, calling out President 

Trump, ending police brutality, and showing support for the BLM movement. Again, the 

respondents were in agreement as both expressed significant change in their perception of B&J’s. 

Erin explains: “I think I’d just support them even more now, I think it’s really cool that they had 

something to say in this matter, um and as I said, I really like knowing where the companies stand, 

politically, not cause… not that it’s a criteria, but since I agree with them, I will continue to support 

them even more. And I also think that it’s really cool, that um, you know a lot of businesses claim 
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that they support the black live matter movement, but they don’t really do anything, uhh, besides 

posting the black square. But they actually are very progressive in their political stands.” (Appendix 

5, L166) Erin’s statement correlates with multiple concepts which were mentioned previously in this 

audit with one of them being the concept of redwashing, however more importantly, it implies a 

positive change of perception towards the B&J’s brand, which ties well with Sandstrøm’s (2003) 

approach of reputation management and his claim to being progressive. Furthermore, it indicates 

that some form of brand management has occurred (Rosenbaum-Elliot, 2018), however that claim 

is not conclusive with the current data at hand, which is what the quantitative data will assist with.  

 

Agnes also shows her change of perception by saying: “Yeah, I'm definitely gonna associate it with 

that (the political stance) now, and just in general they are on my mind more often, because before 

yeah it was something, like I just thought it's good if it's on sale, sure I'll buy it, but now I feel like it's 

different because I feel, like if I'm buying it, I'm like helping with something, because I know that 

they're using a lot of their resources, to you know, take action.” (Appendix 6, L191) This goes to show 

that the competitive positioning theory used in chapter 6.2 is in alignment with the data collected 

as a psychographic approach may influence consumer behaviour at a reputation management level. 

Lastly, the respondents were questioned regarding their consideration of purchasing B&J’s in 

contrast to competitors and if the possibility has increased or decreased. From the attitudes which 

can be observed by the respondents’ previous statements, it comes as no wonder that both Erin 

and Agnes would consider purchasing B&J’s products instead of their competitors, Agnes: Yeah, I 

would, I definitely would.” Agnes was further questioned if this came as a direct result from the 

political stances which B&J’s have taken, to which she also replied “Definitely.” (Appendix 6, L202). 

 

Erin also expresses her show of support by answering the question with: “Yeah! I have also always 

preferred them”. When questioned whether this has given her further reason to choose B&J’s in 

contrast to competitors Erin responds with “I absolutely think so.” (Appendix 5, L178 & L182). It is 

however important to mention that price seemed to be a great factor to the two respondents 

purchasing patterns in Denmark where they are based right now. This could affect the sales, but the 

aim of the interview was to study whether their perception of the brand has changed which by the 

answers can be determined it has been in a positive way. Subsequently, the respondents were asked 
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with a follow up question regarding their opinion of whether corporations have a general 

responsibility to speak out against societal problems, which both agreed on, however, Agnes 

mentioned that one of the reasons why she is of this belief is due to the BLM situation also affecting 

not only potential customers, but also employees as she states “I do, because that's who they are, 

it affects their employees, it affects their customers. (...) whether they like it or not, they are involved. 

As long as there are, like humans… working for them you know, so I think that is important, and it 

shows that they care, and respect their customers, and their employees.” (Appendix 6, L209).  

  

6.3.2 Qualitative data summary 

Evidently, the qualitative data analysis shows an overall positive change of perception towards Ben 

& Jerry’s from the respondents. Both Erin and Agnes had a certain affiliation and likeability towards 

the B&J’s brand to begin with, however this was strictly due to the products differing in quality, as 

well as being generic in contrast to their competitors. In regard to political aspects, both 

respondents stated that they did not think much about B&J’s and hence were surprised when they 

heard about the actions they have taken. After the statement the analysis shows that both 

respondents show support for B&J’s as a direct result from their political expression. What the 

analysis also shows is the obfuscation between Republican and Democrat as Erin, who sees herself 

as Republican, also supports the BLM movement. The data obtained gives insight as to why the 

respondents behaviour and perception has changed, however, it is not measurable, and the brand 

reputation is therefore not conclusive. This will be discussed in the next segment where the 

quantitative data will be analysed.  

 

6.3.3 Quantitative data analysis 

6.3.4 Introduction 

As previously stated, the qualitative data implied a certain change in the respondents’ affiliation 

towards B&J’s for the better. The quantitative data will help measure the respondents’ perception 

and B&J’s reputation in numbers. The questionnaire reached 70 respondents in total, however, 7 of 

those were inconclusive due to either the respondent quitting midway or other factors which could 
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have interrupted the data collecting process. Therefore 7 of the 70 responses had to be discarded, 

leaving a total of 63 applicable questionnaires. The following section will start out by examining 

each question chronologically in order to establish and review the general opinion of the 

respondents and to see whether any change has happened. Subsequently, the answers will be 

filtered in such a sense that the survey flow of respondents who answered either “Democrat” or 

“Republican” can be examined. This means that the audit will be able determine whether there has 

been a direct correlation between political views and brand reputation. Lastly, the segment will 

answer the different hypotheses created in relation to the quantitative method. 

 

6.3.7 General quantitative data results 

As mentioned in the research design (chapter 5.2), the purpose of the first part of the questionnaire 

was to establish a base of familiarity between the consumer and B&J’s, and the current situation. 

Appendix 3 illustrates all the general data collected by the questionnaire. In question 1 (Q1) “Are 

you familiar with Ben & Jerry's?” the majority of respondents (98.4%) were familiar with the B&J’s 

brand. Only one respondent answered “No.” When the respondents accordingly in Q2 were 

asked:  “Are you familiar with the political statement, which B&J gave regarding the Black Lives 

Matter protests following the death of George Floyd?”, the answers evened out as only 58% were 

familiar with the statement and 41% were not. It is valuable to mention that this may help give a 

clearer picture of B&J’s brand reputation, both before and after the respondent is introduced to the 

statement as they are less likely to already have their perception of B&J’s influenced by this. 

Accordingly, the respondents were introduced to the statement which B&J’s have made and the 

actions they took. Furthermore the respondents' likeliness to agree/disagree with the actions in 

question were measured as Q3 reads: “If not, B&J’s said that "we must dismantle white supremacy", 

support the BLM movement and made different plans of action to eliminate racism and police 

brutality in the US. Furthermore, their owners were arrested participating in BLM protests. How 

strong do you agree/disagree with these statements/actions?” The respondents were given a 7-

point likert scale to answer (Appendix 3): 

• 65 %, answered that they “strongly agree” with B&J’s, 

• 14.3% agree 
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• 4.8% somewhat agree 

• 4.6% neither agree nor disagree 

• 6.4% somewhat disagree 

• 3.2% disagree 

• 1.6% strongly disagree.  

This phase of the questionnaire studies the respondents’ political beliefs, as well as their likeability 

towards B&J’s before the statement, as the respondents subsequently are asked “From 1-5 (5 being 

the best) how did you perceive B&J before the statement, in terms of likeability?” in Q4. To this 

question, almost 40% of the respondents scored B&J’s on a 5, which relates well with the interviews 

where both Erin and Agnes emphasized their likeability to the brand prior to the BLM case.  

 

As mentioned earlier, this phase of the questionnaire investigates the respondents’ political beliefs. 

In question 5, it becomes more explicit as the respondents are not asked to take a stance on a 

statement like in question 3, instead they are explicitly asked about their own personal beliefs. Q5 

asks: “Of which political belief do you consider yourself?” Here the respondents were able to answer 

as either “Republican”, “Democrat” or “Other”. As mentioned in chapter 6.2.1 which addressed 

market segmentation, it was stated that in the U.S., 26 % saw themselves as Republican, 31% as 

democrat, and 41 percent as “other”. One is ought to believe that those numbers will be reflected 

in this poll, however, the answers to this question show that 65% of the respondents identify 

themselves as being democrat, 29% see themselves as other, and only 6.35% identify as republicans. 

The possibilities for these numbers will be examined further in the discussion chapter. 

 

Next, the questionnaire examines the respondents' perception after the statement with Q6 “How 

do you perceive B&J after this statement, in terms of likeability?” Again, the respondents were given 

the option to answer in a 7-point scale. 59% answered “extremely positive”, 22.22% answered 

“moderately positive” and on average 5% answered “slightly positive” and “neither 

positive/negative”. However, an interesting turn was made as only 1.6% answered “slightly 

negative”, but 6.35%, answered “moderately negative”. There is a correlation of numbers between 

the 6.35% who answered, “slightly negative” and the percentage who answered “Republican” in 

question 5, which also was 6.35%. Whether or not these are the same respondents will be examined 
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further in this chapter. However, this evidently goes to show that 86% of the respondents perceive 

B&J’s in a positive manner after knowing their political standpoints, in contrast to Q3, where 64% 

scored B&J’s either 4 or higher (3 being neutral). This confirms hypothesis 1 which states that B&J’s 

actions have had a positive influence on the consumers. 

 

Additionally, the questionnaire also examines the respondents’ general attitude towards publicly 

knowing a corporations political beliefs with Q7: “How strongly do you agree with the following 

statement: ‘The consumer has the right to know the beliefs and values of each corporations in order 

to know where their money goes.’" 90% of the respondents agree at some level with the statement, 

with 60% of the 90 answering “strongly agree.” The data shows that the respondents believe there 

is a general customer need for this. This can be referred to two previous theories mentioned earlier 

in the audit. One being the market theory in the sense of competitive positioning, which saw the 

examination of political views being categorized as a customer need and hence influencing brand 

reputation (chapter 6.2), as well as the philosophy of pragmatism, as this can be referred back to 

chapter 4.3 where James’ (1907) theoretical concept of instrumentalism can be applied as this 

‘need’ can be used as a tool for brand reputation. 

 

The final phase of the questionnaire examines the direct influence which B&J’s political stance has 

had on the respondents in order to explicitly measure how much of a factor it has been for the 

respondents. This also allows for more accurate data when the survey flow of both the democrats 

and republicans shall be examined later in this section. Q8 examines this direct influence by asking: 

“How likely are you to support B&J after this statement? Has something changed?” As can be seen 

in appendix 3, 84% of the respondents answered in a positive manner, of which 57% answered 

“extremely likely”. In contrast, 8% of the total respondents were neutral as they answered, “neither 

likely/unlikely” and a combined 8% answered in a negative manner. The survey supplements this 

with a follow up question (Q9) “Would you consider yourself to be more likely to support/boycott 

B&J because of their political involvement?” However, this question has been deemed as invalid, 

not only because it is nearly identical to the previous question, but also because it is misleading as 

it asks about two separate issues simultaneously, whilst not offering the sufficient answers to 

respond correctly. This could confuse the respondent further and hence lead to misleading data. 
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The final question addresses the need which might lie in consumer behaviour of knowing a 

company's political stance. This topic was briefly discussed in Q7, but in contrast to Q7 which only 

examined whether the respondents ought to believe they have the right to know a company's 

political stance, Q10 examines whether the consumer is more likely to support companies which 

beliefs are equal to their own by asking: “Are you more prone to support a company/corporations 

which political beliefs/values are in alignment with your own?”  

 

The answers for these were divided in a 5-point likert scale. The majority (44.44%) answered 

“definitely yes” and 36.5% answered “probably yes”, whereas 12.7% answered “might or might 

not”. In contrast, 4.76% answered “probably not” and 1.6% answered “definitely not”. The data 

shows that the majority (approximately 81%) of the consumers are more likely to support a brand, 

if the brands beliefs match their own. This means that controversial political standpoints can 

hypothetically be used by corporations as a tool of brand management, thereby confirming 

hypothesis 2. 

 

6.3.6 Survey Flows 

This next segment will, as mentioned previously, study the survey flow and patterns strictly of the 

republican (Appendix 8) and democratic respondents (Appendix 7). The purpose of doing so, is to 

help answer the remaining hypotheses and examine their behaviour patterns, as well as study 

whether or not the democratic segment which was studied in chapter 6.2 is plausible, for a 

psychographic segmentation strategy. Accordingly, this will be done by filtering the data in a manner 

that only the answers of those who selected either Republican or Democrat in Q5 will be shown. 

The survey flows shall be examined comparatively.  

 

The republican survey flow shows that every respondent in Q1 (Appendix 8) was familiar with B&J’s, 

in contrast to the democrats which shows that 2.4% were not familiar with the brand (Appendix 7). 

However, it is to mention that only 4 of the 63 respondents were republican, as opposed to the 

democrats which were 41 out of 63 respondents (Q5). 75% of the republican respondents were not 

familiar with the statement which B&J’s had made (Q2). This will allow for a more accurate reading 
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of their opinion towards B&J’s before and after the introduction to their statement. The democratic 

respondent on the other hand seemed more involved as 61% were informed of B&J’s statement 

already. Next, in Q3, when asked about the level of agree/disagree regarding B&J’s actions, 50% of 

the republicans answered, “somewhat disagree” whereas the rest (25%) each answered “disagree” 

and “strongly disagree.” (Appendix 8). This goes to show that the republican respondents generally 

disagree with B&J’s and their beliefs, confirming hypothesis 4. 

 

However, the democratic counterparts also have approximately 5% of the respondents who at some 

level disagree with B&J’s and further 5% who are neutral. The rest, which consist of 90% of the 

democratic respondents (Appendix 7), agree with B&J’s, which is a remarkably high number, again 

confirming that B&J’s beliefs are much in alignment with the democratic values. This also correlates 

to the answers given from Agnes in the interview which saw herself as a democrat and fully 

supported B&J’s actions. Whether this indicates a high level of support for the brand will be 

examined in Q8.  

 

In Q4, which ranks B&J’s brand in terms of likeability, 75% of the republican respondents scored 

B&J’s at a 4, and 25% at a 2, expressing general likeability towards the brand. In Q6, which examines 

their likeability after the statement, coincidentally, 75% of the republican respondents answered 

that they perceive B&J’s “moderately negative” which indicates that a change of opinions has 

occurred (Appendix 8). The democratic counterparts were a bit more scattered in Q4 as approx. 

32% scored B&J’s as neutral (3), whereas 17% scored them at a 4, and 41.5% at a 5, which leaves 

the rest (approximately 10%) at a 2 or below. The democratic respondents, which also showed a 

general likeability towards the B&J’s brand in Q4, likewise exhibit a change of pattern  in Q6, as a 

total of 95% of the respondents show some level of positive perception towards the B&J’s brand, 

with ca. 70% scoring “extremely positive” (Appendix 7). However, although this is great news for 

B&J’s, some respondents (2.5%) perceive them in a slightly negative way and further 2.5% have not 

a change in opinion. This debunks hypothesis 3, as not all democrats show some sort of support for 

B&J’s after the statement. This data relates well with the observation made with Erin during the 

interviews, which showed that even though an individual identifies as part of a group, they may 

differ from their peers as the political spectrum is broad.  
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Some common grounds between the democratic and republican respondents are however to be 

found in Q7 where 75% of the republicans to some level agree with the statement of knowing 

corporations’ beliefs. The democrats second this as 83% to some extent agree whereas 5% disagree. 

The republicans do not have any respondents who disagree per se, however, 25% do not believe 

that corporations should mix politics into business. An interesting development can be seen in Q8 

however, as 25% (equivalent to one) of the republican respondents are “moderately likely” to still 

show support for B&J’s, whereas 25% are still neutral and 50% are “moderately unlikely” to support 

B&J’s. The democratic counterparts on the other hand only show 2.4% who are not willing to 

support B&J’s after their statement and 7.3% who stayed neutral. The majority at ca. 90% of the 

democrats show some level of support towards B&J’s with nearly 70% answering “extremely likely”. 

As mentioned prior, this further debunks hypothesis 3 as not all democrats are willing to support 

B&J’s after the political statement. The possibilities shall be discussed in the next chapter. 

 

Lastly, the survey flow examines whether republicans or democrats are more prone to support a 

company which supervises their interests. Some level of agreement between the two groups can be 

seen from the data collected as a total of 85% of democrats believe they at some level are more 

prone to, compared to the republican counterpart which is measured as 75%. The remaining 25% 

remain neutral, whereas only ca. 10% the democrats answered this. The remaining 10% expressed 

some level of disagreement.  

 

6.3.7 Quantitative data summary  

The qualitative data examined the reasons of consumer behaviour and the underlying reasons as to 

why the consumer would change behaviour and perception towards the B&J’s brand. The 

quantitative data collection has measured exactly how much of an impact Ben & Jerry’s actions have 

had on the two consumer groups, in the sense of perception and brand reputation, as well as the 

consumers' probability to support Ben & Jerry’s. The data shows that generally - this includes all 

responses (appendix 3) - the vast majority reacted positively to these claims made by B&J’s, in 

particular the democratic respondents which saw a 95% positive perception towards B&J’s after its 
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statement against racism (appendix 7), in contrast to before the statement where approximately 

58% of the democratic respondents scored B&J’s at some level of likeability, thus confirming 

hypothesis 1: “Ben & Jerry's statement and participation in the protests have had a positive influence 

on the brand” and hypothesis 2: “Customers with the same beliefs are more applicable to support 

Ben & Jerry's, than their competitors.” This can further be argued as the data shows that the 

republican group did not share the same optimism as their democratic counterpart as 75% of the 

republicans scored B&J’s high before the statement, and negatively after the statement.  

 

However, not all Democrats agreed as the data collected showed an increase in negative perception 

from the Democrats as 2.5% scored negative after hearing about B&J’s political beliefs, hence 

debunking hypothesis 3: “All democratic respondents will at some level support B&J’s after their 

statement.” An interesting turn of events was taken however as the data showed 25% of the 

republicans still willing to support B&J’s after its statement, although they all shared some level of 

disagreement with the statement made by Ben & Jerry's which also confirms hypothesis 4: 

“Consumers who support the republican party are more likely to disagree with the statement and 

B&J’s, in contrast to democrats.” 

 

Overall, the questionnaire functioned well as a niche replica of the larger surveys made by different 

media and firms in order to examine and help manage different corporations' brand management. 

As Sandstrøm (2003) and Rosenbaum-Elliot (2018) stated in chapter 3.2.2 the quantitative data 

helped provide an overview of how the brand is perceived in the eyes of the consumer, and with 

the target group consisting of consumers with democratic beliefs, the data concluded an increase 

in both brand reputation as well as suspected support for the brand in contrast to competitors. This 

combined with the qualitative interviews is able to provide B&J’s with the necessary information to 

maintain competitive positioning and advantage. 
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7. Discussion 

The discussion chapter has been split in three. Firstly, the chapter will discuss the qualitative and 

quantitative results from the data collection. It will do so by interpreting and discussing the results 

of the data collected, as well as help illustrate new findings and understanding to the research 

problem. This will be conducted simultaneously and comparatively with the qualitative 

and  quantitative data. Secondly, the discussion will review the possible limitations which could have 

influenced the data collecting process, as well as the results, and how this could have been avoided 

in the future. Lastly, the chapter will give its recommendations for further research conducted on 

this subject and how to optimize the data collection process and findings. 

 

It is obvious that the majority of the respondents, both in the qualitative and quantitative data 

results consisted of respondents with primarily Democratic beliefs. As stated earlier, 65% of the 

respondents in the quantitative data research identify themselves as Democrat, and only 6.35% 

identify as Republicans. The preferred outcome would have been an allocation of around 50% 

Democrats and 50% Republicans. This would have resulted in more accurate data and given B&J’s a 

more precise picture of the brand reputation, as the data right now is misleading from the 

Republican’s point of view. One may ponder how the vast imbalance of respondents may have 

occurred. One of the explanations could derive from the way which the questionnaire was 

distributed. In the methodology chapter (5.2), the research design described how the distribution 

of questionnaires would occur. Here, it was stated that the respondents which participated in the 

qualitative interview would make use of their network in order to help distribute the surveys.  

 

The possibility of the Democratic respondent, which in this case is Agnes, having a larger network 

than the Republic respondent - being Erin - could be one explanation as to why there is such an 

imbalance of the two study groups. Another plausible explanation could be the second distribution 

channel, which was social media. As aforementioned, the questionnaire was shared on a Facebook 

group named “Americans in Denmark”. The reason why this is mentioned as a possibility, is due to 

the fact that during the interview, while Agnes was expressing her political beliefs and why she 

viewed herself as a Democrat, she was asked the follow up question: “Is that also one of the reasons 

why you moved to Denmark? Not (...) strictly one of those reasons but (...) because (...) Danish values 
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are more in alignment of your own personal beliefs?” To which Agnes answered: “Yeah, I can agree 

with that especially with the fact that like I was able to study for free, and stuff and (...) I'm a big fan 

of Bernie and (...) he always uses (...) like Denmark and stuff as an example.” (Appendix 6).  

 

This could imply that the majority of the Americans who have moved to live in Denmark, have done 

so as the Danish political system is more in alignment with their own personal beliefs, resulting in a 

naturally higher percentage of Democratic newcomers, in contrast to Republicans. This would 

coincidently mean that the facebook forum consists naturally of more Democratic users than 

Republicans.  

 

However, some Democrats did disagree with the statement which B&J’s made and actually 

perceived them in a more negative manner afterwards. This could be due to the respondent being 

more centered in the political spectrum. This was seen multiple times in this research paper. First, 

in chapter 6.2.1 where Gallup (2020) divided the U.S. party affiliation as 26% republican, 31% 

democrat and 41% independent. Secondly, this could also be seen in the quantitative data which 

showed 25% of the republican respondents were still willing to support B&J’s, although their 

political beliefs do not match and 18% of the respondents which answered “other”. The answers of 

the respondents who chose “other” have not been analysed as this research paper is only focused 

on a comparative analysis of Republicans and Democrats, however this respondent group shall be 

elaborated on further in the recommendations section. Finally, it could also be seen with Erin. 

Although she expresses elements of belief which could be categorized as stereotypically Republican 

e.g. firm believer of freedom of speech, freedom of rights and the right to carry arms. She also does 

not hesitate to call out her fellow Republicans for what she believes to be unjust and why she 

perceived Ben & Jerry's positively.  

 

An explanation to this could be that Erin and the other 25% of Republicans willing to still support 

B&J’s do not perceive this as a political issue, but instead as a humanitarian issue, where the 

principle of human empathy comes to play. Parker et al. (2020) shows in appendix 9 that 38% of 

Republicans are willing to work with balck people in order to help with problems in their local 

communities. This could imply that if more data had been acquired from the Republicans’ point of 



 71 

view, a certain percentage could have agreed with B&J’s actions and presumably supported them, 

ultimately resulting in debunking hypothesis 4. Another explanation could possibly be the 

theoretical concept of social links which was discussed during the theoretical framework of social 

constructionism. As Erin has moved to Denmark, her circle of people may have changed, resulting 

in new social links, which could have influenced her beliefs, although she still holds on to the idea 

of being a republican. The influence of social links could especially be seen with Agnes as she stated 

that she attended the BLM protest in Copenhagen and also therefore could have had her opinions 

influenced further, thus confirming the aforementioned second basic assumption of Gergen, which 

states that “Our descriptions of reality stem from the social relations we partake in.” (chapter 4.2.1) 

 

However, although the data is not as precise as once intended, it does not mean that it is not 

applicable. The data still shows a significant interest in Ben & Jerry's and a shift in the consumer 

perception and behaviour, after the respondents are introduced to their controversial statement. 

But what does this mean for B&J’s? The segmentation analysis in chapter 6.2.1, shows the possible 

customer segment that Ben & Jerry's could operate in, should they choose a psychographic 

marketing strategy. This target group consists of individuals with democratic beliefs only. Combined 

with the quantitative data, it shows an estimate in percentage of how many consumers in that target 

audience are willing to support B&J’s, whilst the qualitative data examines the reasons why. This 

means that the majority of the Democratic consumers are willing to support Ben & Jerry’s after its 

claims, either by positive affiliation and word of mouth or financially. 

 

The data analysis process furthermore analyzed the consumers familiarity with the B&J’s brand. 

Both the questionnaires and interviews expressed a vast acquaintance with the brand as both Agnes 

and Erin were familiar with B&J’s, as well as 98% of the respondents from the questionnaire. 

However, the  interviews showed that Agnes & Erin’s former perception both fundamentally 

derived strictly from the product itself as they both expressed their love for the high quality and 

unique flavors which are to be found in its products. Earlier in this audit, it was established that 

B&J’s had attained competitive positioning in its respective market (Appendix 1).  
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Kuhn, S. (2020) argues that one of the reasons as to why this is, is due to its generic products which 

was confirmed by both Erin and Agnes, but Kuhn also argues it is due to B&J’s long history of political 

involvement. As it shows, B&J’s has a long history of taking political stances e.g. when it in 2019 

showed support for Senator Bernie Sanders by making an ice cream pint dedicated to him, yet again 

expressing its Democratic standpoint to the public (Nobles, R. & Lou, M. 2019). However, this claim 

is contradicted by the data collected as neither Agnes nor Erin mention anything about B&J’s prior 

political stances and  social responsibility which is what Kaur, S (2020) mentions in his writings. 

Agnes further stated that she didn’t associate Ben & Jerry’s corporate branding with anything. It 

came as a shock to her when she found out they had made a statement and participated in 

demonstrations (Appendix 6). This counterargument is further backed by the quantitative data 

which showed that up to 41% of the total respondents were not aware of the statement which B&J’s 

has made.  

 

Although the research design was split between two groups who share different opinions, another 

aspect which was examined during the data analysis which shared some common ground between 

the Republicans and Democrats, is the question of whether the consumer aspires to know the 

different political stances of not just B&J’s, but any given corporation. In both the qualitative and 

quantitative data, the majority of consumers agreed that they would prefer to publicly know 

corporations political beliefs. This is expressed as Agnes for instance states “I think that it's definitely 

good to know where the money is going” and further elaborates by saying that Chick-Fil-A, an 

American fast food chain, is a heavy supporter and donor of anti-LGBTQ organisations and NGO’s.  

This is further backed by the quantitative data which saw, approximately 91% of the respondents 

share the same opinion on publicly having access to corporate beliefs as Agnes.  

 

This could be interpreted as the consumers collectively agreeing on this matter and defining it as a 

customer need, which can be observed in chapter 3.1  as it examines figure 1 of Hooley et al. (2012) 

and chapter 6.2.  What was interesting to observe was how little thought was given to this topic, 

when the respondents were asked about the matter. For example Erin, which at first seemed unsure 

and hesitant, but then decided she would like to know where her money is going after all (appendix 

5, L:). However, what could public accessibility of such information mean to the corporations?  
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Political beliefs and values of corporations being freely accessible to the public would, as interpreted 

from the data, mean a lot to the consumer as 70% of the total respondents stated they at some 

level would be more prone to support a company, if the organizations political beliefs are in 

alignment with their own, and 90% of democratic believers stated they would support B&J’s after 

hearing its political views. What this means to the organizations is an implied shift in power. This 

signifies that the consumer gets control of where he/she decides to spend their money and chooses 

whom to support. 

 

This could potentially mean a shift in the majority of the corporation's current segments as well as 

their popularity among different peers, which one of the aforementioned chapters exemplified by 

describing Nike’s incident in 2018 with controversial footballer Colin Kaepernick. This collaboration 

resulted in many consumers of opposing beliefs to boycott Nike. These factors of customer need 

and shift in power can, as previously mentioned in the analysis, also be referred back to Bourdieu’s 

philosophical concepts of capital. The need of the consumer which can roughly be interpreted as 

power in different fields or “habitus” as Bourdieu calls it. In this context, capital is the power of 

money and brand reputation which the consumer will have over the corporations. As seen with 

B&J’s this could however lead to competitive positioning, but another risk is the current risk of 

redwashing which still exists with CSR. This can be seen in appendix 10 where a feedback to the 

survey accuses B&J’s of being too selective with its political activism and hence calling them out on 

its double standards of supporting Israel's illegal settlements and violation of human- and civil rights 

of Palestenians.  

 

Ultimately, this could potentially result in a debate of consumer demands and whether or not public 

access to corporate political stances should be made obligatory by law. This is has been seen in 

different countries in the form of CSR which was made mandatory by law e.g. Denmark (CSR.dk), 

whereas in the U.S it is seen as a “soft law” meaning it is not mandatory and enforced by U.S 

regulations i.e. “hard law”, however it is seen as obligatory due to pressure from consumer 

expectations and internal norms (George, E. 2019) Although it may seem as a far stretch to discuss 

the idea of mandatory public access to corporate politics from such limited data, one must 

understand the concept of ”lobbying” and how widespread it is in the U.S. 
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The research of Duffin, E. (2020) showcases that approximately $3.46-3.47 billion has been spent 

these last two years on lobbying, in the U.S. (Appendix 11). Duffin defines lobbying as “The intention 

of firms employing lobbyists, who in turn lobby government officials, is to gain a degree of influence 

on the legislative process in the hope of legislation more favorable to their business or cause being 

passed. Lobbying occurs at all levels from local government to presidential elections.” Drutman, L. 

(2015) agrees and describes how extensive it is in the U.S. by stating that large corporations have 

up to 100 lobbyists influencing politicians and government legislations. Furthermore, for every $1 

labor unions spend on lobbying, large corporations spend $34, which makes Drutman state that 

corporate lobbyists have conquered modern democracy. As the data showed, the American 

consumers were very interested in knowing corporations political beliefs and the concept of 

lobbying might explain why. 

 

Finally, another important factor was the lack of literature and theory on this subject. Whilst 

examining both branding theory and consumer behaviour theory, it seemed as the concepts of 

beliefs and politics were either secondary concepts or functioned as fragments or supplementary 

terms to a larger concept. One author which saw the potential was as aforementioned Sandstrøm 

(2003) which wrote that being progressive in political matters would ultimately benefit the 

corporate branding, but even he only vaguely mentioned this in a smaller section. The impression 

is that this seems as an unexplored area of marketing strategy.  

 

Although, how can B&J’s make use of this knowledge? Surely, as was examined earlier in the study, 

the theories of psychographic segmentation and CSR address the political concept in each their 

respective way, with their own separate purpose. However, this study shows the potential of using 

political beliefs as a key tool of marketing strategy and utilizing it to influence consumer behaviour 

as Rosenbaum-Elliot (2018) and Wilkie (1994) express in Wilike’s figure 6 which states that 

information forms our cognitive perception and attitude towards a brand. By using the customer 

need of political beliefs as a marketing tool, a company can  improve brand reputation and 

competitive positioning which hypothetically can result in increased sales. This means that B&J’s 



 75 

can use the knowledge of increased support by progressive political stances to maintain or further 

competitive positioning and further improve their already strong brand. 

 

Whilst this research paper used Ben & Jerry’s and the Black Lives Matter movement as a case study 

for the data collection, it does not mean that this data is only applicable and relevant for B&J’s. The 

study shows that the majority of consumers value proactive corporations who take bold stances on 

controversial topics. It furthermore shows that a psychographic segmentation strategy may benefit 

the brand reputation and that political beliefs can be used as a tool not only in CSR, but also in 

marketing strategy as other corporations hypothetically can conduct a market analysis on a relevant 

controversial topic and examine which opinion is the most popular among peers and express that 

standpoint publicly. Another strategy could be to go after a niche market and support the exact 

opposite end of the spectrum if there already are too many competitors in the given segment.  

 

7.1 Limitations 

There are several limitations to this study, one being the imbalance of the questionnaire responses. 

As was seen earlier, the majority of the responses in the quantitative data were Democrats which 

constituted approximately 65% of the total respondents, whereas only 6.35% were Republicans. 

This is a significant imbalance in the data and the representation is not accurate enough. During the 

analysis chapter, some of the hypotheses which primarily targeted republicans or examined both 

groups (H2 and H4), were either confirmed or debunked. However, with such inaccuracy the 

hypotheses hold no actual legitimacy and ethos, as there simply is not enough quantity to support 

such claims, as the 6.35%, equivalent to 4 respondents, do not represent over 85 million republican 

Americans. Therefore, H2 and H4 are not applicable beyond this case study and should hence be 

viewed with heavy scepticism.  

 

Furthermore, two additional potential biases can be discussed. Firstly, as mentioned in the former 

section, the two main distribution channels (Agnes and Erin, as well as Facebook forums) which 

helped publicize the questionnaire, all live in Denmark. As examined earlier, Agnes stated that 
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Danish values and general political beliefs are more in alignment with the Democratic beliefs, which 

she argued could be one of the reasons why she chose to move. This could imply that the Facebook 

forum “Americans living in Denmark” are also more prone to be of Democratic beliefs. This means 

that there from the beginning has been a bias and imbalance in the respondents, as Republicans are 

less likely to move and live in Denmark. This imbalance could have been avoided if a Republican 

forum group had been located, hence resulting in more accurate data. 

 

The second bias could be the case of Erin. She views herself as a Republican, and has always voted 

republican. However, her stance on being pro-abortion, pro-BLM and pro Medicare-for-all suggests 

that she - without knowing it - may have become a Democrat. The answers and positive feedback 

towards B&J’s and BLM were surprising as they were not expected, which could mean that the social 

groups which Erin is part of could have influenced her political opinions over the years, hence 

resulting in a Erin which is more centred than Right-wing. 

 

Another limitation in the quantitative data is the invalidation of Q9: “Would you consider yourself 

to be more likely to support/boycott B&J because of their political involvement?” (appendix 3) 

As previously mentioned, this was done so due to the resemblance to the previous question (Q8), 

and on the account of the question being misleading. It asks the respondents which may have two 

very separate opinions whether they are more likely to either support or boycott B&J’s with the 

same likert scale to answer. This is a conflict of interests as a respondent who is dissatisfied with 

B&J’s might interpret this question as in order to express dissatisfaction, he/she must choose 

“dislike a great deal” as they might think answering “like a great deal” is preserved the respondents 

who chose to support B&J’s. Therefore, the data is not applicable and counterproductive. Instead, 

the question could have examined how willing the respondents are to buy from B&J’s which leads 

to the next limitation. 

 

The quantitative data, in contrast to the qualitative, does not examine purchase patterns and how 

these could have been influenced by the actions of B&J’s, which could be argued would have been 

valuable information to Ben & Jerry’s. It would furthermore have provided a clearer picture of what 

the 95% Democratic respondents mean when they express, they will support B&J’s. Is it financially 
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by sales? By expressing positive acknowledgement of the brand? By supporting them on social 

media? All these questions are therefore left for interpretation instead of an analysable variable. 

 

 

 

7.2 Recommendations 

 

For further research on this topic, multiple recommendations are to be considered. Firstly, it is 

recommended to study the purchase patterns in the form of quantitative data. Examining the 

purchase patterns in the qualitative interviews was very insightful as both respondents expressed 

an increase in support for B&J’s, however, it is not of measurable substance. Therefore, it is 

recommended for further research to not only establish familiarity with the brand that is studied, 

but also to create a base of purchases. This way, the researcher can definitively examine whether 

an increase in sales is expected and by how much. The researcher can take it a step further and 

divide the level of support in different categories such as e.g. “financial support”, “brand reputation” 

etc. to examine more specifically how the consumer will react to such a statement. 

 

Secondly, it is recommended for future research to consider certain biases in the respondent 

groups. This would at an early stage have helped detect a plausible disproportion in the two 

respondent groups, ultimately resulting in a more proportionate data collecting process. An 

alternative to avoid such disproportion could be researching different forums on social media which 

strictly consist of only republican and democrat beliefs, which would have given a clearer 

description, also eliminating the 28% of respondents who identified as “other”. 

 

Thirdly, another alternate direction which a researcher could go, is instead of attempting to neglect 

the “other” group, one could rather study it. In relation to this case study, it is recommended for 

the researcher to examine how the pattern of the other 28%, and how the B&J’s statement has 

influenced them. Furthermore, it is recommended to give them the option to choose which other 

third-party they affiliate with, as neither of the 18 respondents commented on this, although they 
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had the option. In regards to a more broad study on the 41%  which in the U.S. affiliate with a third 

party, it is recommended to study whether it is possible to divide them into groups and see if a 

pattern of similarities or dissimilarities unfolds between multiple third parties and what the 

possibilities are for psychographic segmentation. 

 

Fourthly, this research study briefly analyzed the general public's opinion towards openly knowing 

corporation’s political beliefs. For future research, one could potentially elaborate on this by 

conducting the study on a much larger scale. This can be done from either a marketing perspective 

similar to this case study, or from a sociological point of view which would examine the concept of 

lobbying in the U.S. and how consumers feel about this, and which effect it would have if open 

access to corporate political beliefs became a mandatory legislature in the U.S. 

 

 

8. Conclusion 

 

The research paper aimed towards examining how Ben & Jerry's political statement regarding the 

Black Lives Matter movement affected current and/or potential consumers in terms of brand 

reputation and behaviour towards B&J’s before and after the incident. Furthermore, it investigated 

whether people of the same ideologies are more eligible to purchase their products as opposed to 

consumers whose political beliefs do not align with the statement. Lastly, the research paper aimed 

towards analysing B&J’s current positioning in the market and how this would be affected by their 

public political expressions, as well as, research the underlying potential of segmenting towards 

those beliefs. 

 

The audit examined, with the help of brand reputation and reputation management, the factors 

which influence the reputation of a given brand, in this case, Ben & Jerry’s. The theoretical 

framework of brand reputation as reviewed in chapter 3.2, showed that a brand can use multiple 

tools to improve its brand. One of those tools being Sandstrøm’s (2003) corporate branding theory, 

which examines brand reputation from the corporate point of view. Here, Sandstrøm states that a 
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corporation should be proactive in order to increase brand reputation and in agreement with 

Rosenbaum-Elliot (2018), use quantitative data in order to manage the brand reputation. This goes 

well in context to the pragmatic theoretical approach, as examined in chapter 4.3. Another theory 

by Rosenbaum-Elliot, this time seen from the consumer’s point of view, is the Law of apparent 

reality, which states that consumers form emotions toward a given brand from the cognitive 

information which is obtained about the brand. In this case, it is the consumers’ obtaining the 

knowledge of B&J’s statement, which ultimately results in them forming certain attitudes towards 

the brand. 

 

This also resulted in the use of consumer behaviour theory which also examined the formation of 

consumer attitudes as illustrated in figure 6, as well as the external factors which may influence 

consumer behaviour, such as cultural and situational influences. This paired well with social 

constructionism as this audits philosophy of science, hence resulting in the appliance of qualitative 

methodology in the form of interviews. It can therefore be concluded, with the use of brand 

reputation, reputation management, consumer behaviour and the data collected, that there is a 

significant positive improvement in the democratic respondents’ perception of the Ben & Jerry’s 

brand. This also resulted in a majority of the Democratic respondents which suggested that they 

were willing to support B&J’s after learning about its political involvement, which can be interpreted 

as support by either positive reference or financial support via. sales, thus resulting in the answering 

of the main research question: “How does Ben & Jerry's public political statement regarding the 

Black Lives Matter cause, affect the perception of its brand in the eyes of its consumers, and how 

could it influence its sales?” 

This further led to the examination of consumer beliefs and the study of how shared beliefs between 

the consumer and the brand, may influence the consumer’s behaviour in terms of support for the 

brand. With the help of quantitative and qualitative data, it can be concluded that the majority of 

the general respondents stated that they were more willing to support a company whose political 

beliefs were more in alignment with their own in contrast to other competitors. An example of this 

can be seen in the interviews where Agnes states that she is more willing to support B&J’s in contrast 

to competitors after hearing about its political involvement, thus answering the first problem 

statement: “Are customers with the same values more prone to buy their products in contrast to 
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competitors?” It is however to be mentioned that the data for the republican respondent group is 

inconclusive due to the lack of evidence and therefore categorized as misleading.  

 

The data collection process also uncovered the vast potential of examining the general consumers’ 

opinion regarding the need for public accessibility to corporate political beliefs. As mentioned in the 

discussion chapter, the majority of respondents required this and could be categorized as a 

customer need, which cannot be filled by a product or service, but by proactive political measures, 

which will ultimately result in competitive positioning as described in chapter 3.1 and 6.2. 

Furthermore, this “need” can be interpreted by the reader as either a legislative measure which 

forces companies to do so e.g. as an extension of the “Mission & Vision” and “Values” on the 

corporate “About Us” website. Or as an accessible file to the consumer of all the legislations which 

the corporation has influenced sparking the discussion of lobbyism in the U.S. 

 

Furthermore, the study examined B&J’s current brand positioning in the market, with the purpose 

of examining how the political involvement could benefit this positioning, as well as examine the 

potential of psychographic segmentation. With the help of market strategy theory, in particular 

competitive positioning and the research of Conway, J. (2020) it can be concluded that B&J’s have 

the strongest brand in the market, thus answering the problem statement of “How is Ben & Jerry's 

currently positioned in the market?” 

 

Subsequently, Kaur, S (2020) argued that this is due to the political involvement, which exposed that 

B&J’s have a long history of expressing political beliefs. However, in contrast to Kaur, S. the data 

analysed in this research study shows that it is not due to prior political stances (e.g. Agnes stated 

that she was surprised by hearing that an ice cream brand has taken such measures), but due to the 

uniqueness in their generic products. 

 

Lastly, with the use of corporate branding, brand management, consumer behaviour and 

segmentation theory, it shows the true potential of segmenting on lifestyle. The segmentation 

analysis in chapter 6.2 and 6.2.1 discovered the potential of 67 million consumers in the U.S. alone. 

The data indicates that B&J’s would benefit more from a psychographic approach as both 
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respondents from the interviews claimed they would support the cause, as well as 90% of the 

democratic respondents in the survey. If these numbers are reflected upon the general segment of 

democratic consumers alone in the U.S., it could mean a potential customer base of 60 mio. 

Consumers for Ben & Jerry’s, thus concluding the final problem statement of “With the data in, can 

it be argued that Ben & Jerry's would benefit more segmenting on lifestyle than demographics?” 

  

This knowledge is not only applicable to B&J’s, but also other corporations as discussed in the 

previous chapter, which stated that organizations should view political standpoints as a key tool of 

marketing instead of a supplementary concept to consumer behaviour and brand reputation, as the 

data presents, it can help a brand achieve competitive positioning. However, as mentioned in 

Jorgensen’s (2020) research article, organizations should beware of the dangers of redwashing, as 

the consumers according to this new school of thought can either make or break a business. 
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10. Appendices: 
 

Appendix 1: 

By Conway, J. (2020) Top ice cream brands of the United States in 2019, based on sales. 

 

 
 

Appendix 2: 

By Parker et. al, Pew research center. Amid protests, majorities across racial and ethnic groups express 

support for the Black Lives Matter Movement. 2020 
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Appendix 3 : 

Quantitative data. This appendix shows the general data submitted by all respondents. 

Default Report 

When corporations become political 

September 9th 2020, 10:15 am MDT 

 

Q1 - Are you familiar with Ben&Jerrys? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you familiar with 

Ben&amp;Jerrys? 

1.00 2.00 1.02 0.12 0.02 63 

 

  

# Answer % Count 

1 Yes 98.41% 62 

2 No 1.59% 1 

  Total 100% 63 
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Q2 - Are you familiar with the political statement, which B&J gave regarding the 

Black Lives Matter protests following the death of George Floyd? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you familiar with the political 

statement, which B&amp;J gave 

regarding the Black Lives Matter 

protests following the death of 

George Floyd? 

1.00 2.00 1.41 0.49 0.24 63 

 

  

# Answer % Count 

1 Yes 58.73% 37 

2 No 41.27% 26 
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  Total 100% 63 

 

  

Q3 - If not, B&J said that "we must dismantle white supremacy", support the BLM 

movement and made different plans of action to eliminate racism and police 

brutality in the US. Furthermore, their owners were arrested participating in BLM 

protests. How strong do you agree/disagree with these statements/actions? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 
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1 If not, B&amp;J said that &quot;we 

must dismantle white 

supremacy&quot;, support the BLM 

movement and made different 

plans of action to eliminate racism 

and police brutality in the US. 

Furthermore, their owners were 

arrested participating in BLM 

protests. How strong do you 

agree/disagree with these 

statements/actions? 

1.00 7.00 1.89 1.53 2.35 63 

 

  

# Answer % Count 

1 Strongly agree 65.08% 41 

2 Agree 14.29% 9 

3 Somewhat agree 4.76% 3 

4 Neither agree nor disagree 4.76% 3 

5 Somewhat disagree 6.35% 4 

6 Disagree 3.17% 2 

7 Strongly disagree 1.59% 1 
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  Total 100% 63 

 

  

Q4 - From 1-5 (5 being the best) how did you perceive B&J before the statement, in 

terms of likeability? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 From 1-5 (5 being the best) how 

did you perceive B&amp;J before 

the statement, in terms of 

likeability? 

1.00 5.00 3.92 1.06 1.12 63 

 

  

# Answer % Count 
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1 1 1.59% 1 

2 2 7.94% 5 

3 3 26.98% 17 

4 4 23.81% 15 

5 5 39.68% 25 

  Total 100% 63 

 

  

Q5 - Of which political belief do you consider yourself? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 
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1 Of which political belief do you 

consider yourself? - Selected 

Choice 

1.00 3.00 2.22 0.55 0.30 63 

 

  

# Answer % Count 

1 Republican 6.35% 4 

2 Democrat 65.08% 41 

3 Other 28.57% 18 

  Total 100% 63 

 

  

Q6 - How do you perceive B&J after this statement, in terms of likeability? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How do you perceive B&amp;J 

after this statement, in terms of 

likeability? 

1.00 6.00 1.89 1.43 2.04 63 

 

  

# Answer % Count 

1 Extremely positive 58.73% 37 

2 Moderately positive 22.22% 14 
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3 Slightly positive 4.76% 3 

4 Neither positive nor negative 6.35% 4 

5 Slightly negative 1.59% 1 

6 Moderately negative 6.35% 4 

7 Extremely negative 0.00% 0 

  Total 100% 63 

 

  

Q7 - How strongly do you agree with the following statement: "The consumer has 

the right to know the beliefs and values of each corporations in order to know 

where their money goes" 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How strongly do you agree with the 

following statement: &quot;The 

consumer has the right to know the 

beliefs and values of each 

corporations in order to know 

where their money goes&quot; 

1.00 7.00 1.78 1.29 1.66 63 
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# Answer % Count 

1 Strongly agree 60.32% 38 

2 Agree 20.63% 13 

3 Somewhat agree 11.11% 7 

4 Neither agree nor disagree 1.59% 1 

5 Somewhat disagree 3.17% 2 

6 Disagree 1.59% 1 

7 Corporations should not interfere with politics 1.59% 1 

  Total 100% 63 

 

  

Q8 - How likely are you to support B&J after this statement? Has something 

changed? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How likely are you to support 

B&amp;J after this statement? Has 

something changed? 

1.00 6.00 1.95 1.42 2.01 63 

 

  

# Answer % Count 

1 Extremely likely 57.14% 36 
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2 Moderately likely 19.05% 12 

3 Slightly likely 7.94% 5 

4 Neither likely nor unlikely 7.94% 5 

5 Slightly unlikely 3.17% 2 

6 Moderately unlikely 4.76% 3 

7 Extremely unlikely 0.00% 0 

  Total 100% 63 

 

  

Q9 - Would you consider yourself to be more likely to support/boycott B&J because 

of their political invovlement? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Would you consider yourself to be 

more likely to support/boycott 

B&amp;J because of their political 

invovlement? 

1.00 7.00 2.49 1.72 2.95 63 

 

  

# Answer % Count 

1 Like a great deal 38.10% 24 
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2 Like a moderate amount 28.57% 18 

3 Like a little 3.17% 2 

4 Neither like nor dislike 20.63% 13 

5 Dislike a little 0.00% 0 

6 Dislike a moderate amount 4.76% 3 

7 Dislike a great deal 4.76% 3 

  Total 100% 63 

  

Q10 - Are you more prone to support a company/corporations which political beliefs/values are 

in alignment with your own? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you more prone to support a 

company/corporations which 

political beliefs/values are in 

alignment with your own? 

1.00 5.00 1.83 0.94 0.87 63 

 

  

# Answer % Count 

1 Definitely yes 44.44% 28 

2 Probably yes 36.51% 23 

3 Might or might not 12.70% 8 

4 Probably not 4.76% 3 

5 Definitely not 1.59% 1 

  Total 100% 63 

  

Appendix 4: 

By Duffin, E. (2020) Population of the United States by sex and age 2019. 
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Appendix 5: 

 

Interview 1, Erin. 

 

1´st interview – Erin 



Interviewer: Welcome to err Erin, we are sitting here, at a café. Umm Erin, would you please tell us 1 

about yourself? 2 

Erin: Umm yeah, umm my name is Erin, I’m here in Copenhagen as an exchange student, umm, I study 3 

public health, at Ohio university, normally, but  I’m here in  Copenhagen cause I study a full masters 4 

at Copenhagen university public and community health. 5 

Interviewer: Ok, yes. umm thank you for joining me on this interview. 6 

Erin: Mhm 7 

Interviewer: umm, and I just think we should go right ahead. So the first question is, if you are familiar 8 

with Ben & Jerrys?! 9 

Erin: Of course! 10 

Interviewer: Mhm, and umm what are your perceptions about the company? 11 

Erin: Uhm… uhm, first of all I really like their product, which I think is the main reason why I like, the 12 

brand, uhm, but I also just think that… I think they are really good at branding, and yeah, I just like 13 

their product, laughing 14 

Interviewer: Mhm, ok err... 15 

Erin: Especially Chocolate Fudge Brownie 16 

Interviewer: Especially cho… laughing um, that was my next question. What do you think of their, 17 

products? 18 

Erin: I love them! 19 

Interviewer: You love them? 20 

Erin: It’s my favorite ice cream. 21 

Interviewer: Why them, and not for example, Hagen daz or any other... 22 

Erin: Hmm, well... 23 

Interviewer: ice cream, makers? 24 

Erin: In the US, Ben & Jerrys is very cheap, so here, I’m not sure if it would be my first choice, but since 25 

I just grrew up with the product, I continue to support them here in Denmark, umm yeah so yeah first 26 

of all its usually very cheap in the US but I also just like that they get creative with their flavors. 27 

Interviewer: Mhm 28 

Erin: Umm… yeah! I think just that Hagen daz is a little more boring than Ben & Jerrys    29 

Interviewer: Ok 30 

Erin: Overall also in branding and packaging and everything. 31 
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Interviewer: Ok! Umm how often do you purchase their products, and now you’ve said that.. you grew 32 

up umm, eating them in the US, so maybe we could do like comparison like how often would you buy 33 

them in the US? 34 

Erin: Umm, at least every Friday night. 35 

Interviewer: Every Friday night. Ok yes! And in Denmark? 36 

Erin: Here… not as often laughing 37 

Interviewer: Not as often, ok. 38 

Interviewer: So you… 39 

Erin: laughing Maybe like, twice a month, or something 40 

Interviewer: Ok 41 

Erin: Or 3 times a month. 42 

Interviewer: So you think price has something to do with it? 43 

Erin: Definitely! 44 

Interviewer: Definitely, ok 45 

Interviewer: its a break factor, ok, umm… now we switch directions of it… 46 

Erin: sometimes it’s on discount though, at Føtex. When it’s on discount I buy it more often. 47 

Interviewer: More often, ok that’s fair. Umm I’d just like of which political belief, would you consider 48 

yourself being. Republican or Democrat? And why? 49 

Erin: Ok! So umm, I’d like to consider myself a republican, umm… mainly because my parents are 50 

republican, umm so I grew up with republican values, and I’ve always voted republican. 51 

Interviewer: Now, you said that you grew up with republican values. 52 

Erin: Mhm, yeah, I was just gonna get into that laughing 53 

Interviewer: Yeah, what are they? 54 

Erin: So, I think the main reason why I like to vote republican, is cause of the lower taxes laughing 55 

Interviewer: Mhm 56 

Erin: I think that… I think that people who work hard should also be rewarded for that 57 

Interviewer: Mhm 58 

Erin: I don’t think it’s fair that people that don’t work as hard, get the same… money laughing  59 

Interviewer: Care? 60 

Erin: Care, as people who really do work hard, so… of course I don’t think anyone should be poor or… 61 

just lack like, important health benefits and just care overall, but I think that there should be a 62 

difference. 63 
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Interviewer: Mhm, what do you think about the way thing are done here in Denmark? Where we have 64 

really high taxes, but also what most people consider one of the best universal health care.   65 

Erin: Well I love the idea that everyone has the same health care benefits, and though I consider myself 66 

a republican, I don’t necessarily agree with the way that the republican party stands in the US that… 67 

Interviewer: On the single taxpayer system. 68 

Erin: Yeah, exactly 69 

Interviewer: Yeah 70 

Erin: Umm so, but I also think that tax here is like, too high. 71 

Interviewer: Too high. Ok! 72 

Erin: Even as a student, I know you pay, I don’t know if it’s like 39% 73 

Interviewer: Mhm 74 

Erin: I think that’s crazy! 75 

Interviewer: Mhm, ok. Umm that’s fair enough, umm then I’d like to know… 76 

Erin: Also, there is some other values 77 

Interviewer: Yeah 78 

Erin: Republican values that I... like for example… umm, that they stress freedom of speech… 79 

Interviewer: Mhm 80 

Erin: laughing Also just the traditional values, like the family or intid values and, yeah, my family has 81 

always had guns in the house laughing 82 

Interviewer: Yeah, ok. Are you a big gun fanatic? 83 

Erin: Mmm… it’s kind of a passion. 84 

Interviewer: Oh, ok. 85 

Erin: I like to go to the shooting range with my dad, or I did when I was younger. 86 

Interviewer: Mhm, ok that’s fair enough. Umm… 87 

Erin: And also I just haven’t had any like bad experiences with… with uh guns where I live. 88 

Interviewer: Ok! Umm, it sounds like you’re pretty… um how do you say it, like conservative, regarding 89 

some, some things um but it’s also known that for example, republicans are very umm, prolife, 90 

Erin: Mhm 91 

Interviewer: What is your take on that? 92 

Erin: Yeah that’s a point where I disagree… 93 

Interviewer: Oh 94 
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Erin: with republicans, and also, I don’t… I think its difficult cause compared to here in Denmark um 95 

in the US you’re either black or white. You’re either rep… republican or democrat I’d like to… to think 96 

that there would be a spot in between 97 

Interviewer: Oh 98 

Erin: Like there is here in Denmark, cause I don’t agree with for example this prolife 99 

Interviewer: Ok 100 

Erin: Values and also, the immigration laws. 101 

Interviewer: Ok, yeah. 102 

Erin: I think everyone should have a choice. 103 

Interviewer: Ok. Yes, that’s fair. Umm so what is your opinion on corporations that take a political 104 

stance? 105 

Erin: umm, um, I’m not against it 106 

Interviewer: Mhm 107 

Erin: actually, I’d like to know um, what political beliefs companies have 108 

Interviewer: Mhm   109 

Erin: um, as I support them, I’d like to know how… where they stand as well. 110 

Interviewer: So, you want to know what beliefs the company that you’re buying 111 

Erin: Well it’s not like um, criteria for… 112 

Interviewer: Yeah, yeah 113 

Erin: if I wanna buy the products or not, but I don’t mind knowing where they stand, and… 114 

Interviewer: Ok 115 

Erin: and if I agree with them it’s likely that I support them more, over the company that I disagree 116 

with. 117 

Interviewer: Ok, yeah. That makes sense, umm now you’ve been here in Denmark but there has been 118 

a lot of um, how do you say… protest and controversy going on 119 

Erin: Mhm 120 

Interviewer: In the US 121 

Erin: I’m aware. 122 

Interviewer: Um yeah. What do you think about the black lives matter movement, following the death 123 

of George Floyd? 124 
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Erin: umm, I think it’s very tragic, what happened to George Floyd and I, I’m uhh, and I support the 125 

black lives matter movement um, in contrast to my fellow republicans um I, I can see the need in these 126 

protests 127 

Interviewer: Mhm 128 

Erin: And that something has to be done. 129 

Interviewer: Mhm, why is there a need for these protests? 130 

Erin: Cause it’s obvious that racism is still an issue in the US. 131 

Interviewer: Ok. Yeah. 132 

Erin: And you can’t just ignore it anymore, and police brutality. 133 

Interviewer: Oh ok! Ben & Jerrys recently released the following statement, (I’m just going to read a 134 

little bit about it.) 135 

Erin: Yeah, I, I know that they, they had some comments on it, but I haven’t read them. 136 

Interviewer: Ok, um they wrote, with large letters as you can see it here, I’m just showing you on my 137 

computer, “We must dismantle white supremacy, silence is not an option.” And then they say that 138 

“All of us at Ben & Jerrys, are outraged about the murder of another black person, by Minneapolis 139 

police officers last week, and they continued violent response by police against protesters.” Um, The… 140 

They then go on to talk about multiple victims… 141 

Erin: Mhm 142 

Interviewer: Some who were also, not just killed by police but also for example Ahmad Arbury who 143 

was murdered by um fellow white neighbors, umm, they um, then make some demands, if you can 144 

call them, they say: “first we call up on president Trump. The later officials and political parties to 145 

commit our nations, who have funnel process of healing, and reconciliation, instead of calling for the 146 

use of aggressive tactics on protesters, the president must take the first step by disavowing white 147 

supremacist and nationalist groups, that overly supports him, umm, as not only is it claims but there 148 

are evidence that supremacist groups, such as the KKK, um, openly umm, how do you say… um, 149 

support Donald Trump.” 150 

Erin: Mhm 151 

Interviewer: uhm, so what I want to know is what are your thoughts on Ben & Jerrys coming with such 152 

an offensive statement? 153 

Erin: Overall, I agree with what they are saying, that racism and white supremacy doesn’t have a place 154 

here in… or in the US. 155 
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Interviewer: Ok, um, as a republican, you also have an republic president, which is Donald Trump, and 156 

here Ben & Jerrys call them… call upon trump to take action… 157 

Erin: Mhm 158 

Interviewer: What do you think about that? 159 

Erin: I think it’s good they do that, and I uh, support Trump, in many of his actions, um like for example, 160 

that he has lifted the US economy a lot… 161 

Interviewer: Mhm 162 

Erin: um, but I also think that it’s fair that they call for him now when we are in areas that he lacks 163 

action, that he needs to step up his game. 164 

Interviewer: Ok. How do you perceive Ben & Jerrys after this statement? Did something change? 165 

Erin: umm, if anything changed, I think I’d just support them even more now, I think it’s really cool 166 

that they had something to say in this matter, um and as I said, I really like knowing where the 167 

companies stand, politicly, not cause… not that it’s a criteria… 168 

Interviewer: Mhm 169 

Erin: but since I agree with them, I will con… continue to support them even more. And I also think 170 

that it’s really cool, that um, you know lot of businesses they claim that they support the black live 171 

matter movement, but they don’t really do anything, uhh, besides posting the black square. But they 172 

actually are very progressive in their political stands. 173 

Interviewer: Ok. Would you consider purchasing Ben & Jerrys products, in contrast to other 174 

competitors? And why? 175 

Erin: Hmm. Yeah! 176 

Interviewer: Mhm 177 

Erin: And I always have preferred them 178 

Interviewer: But is… is this something that has boosted that support even more? 179 

Erin: I absolutely think so. 180 

Interviewer: Mhm, uh, and do you think corporations in general have responsibility to speak out 181 

against social problems in general, not just the black lives matter movement? 182 

Erin: Yeah as I mentioned earlier, it’s not a criteria, but I like companies that do that. 183 

Interviewer: Mhm 184 

Erin: Because then I know where my money is going. 185 

Interviewer: Ok, well, umm, I don’t have any more questions, so thank you for your time. 186 

Erin: Thank you! 187 



 

Appendix 6: 

Interview 2, Agnes:  

 

Interview 2 – Agnes 



Interviewer: Yes, and we are live! Umm would you mind just saying a few words about yourself? 1 

Agnes: About what sorry? 2 

Interviewer: About yourself 3 

Agnes: Oh, I’m an American, living in Denmark for like 3 years now. 4 

Interviewer: Mhm 5 

Agnes: Uhh I’m an… I did an exchange and then I decided to come here, and live with my boyfriend 6 

but then while I was here, umm because I also have an east citizenship, I did an master since it was 7 

free, and that’s not something that I would’ve been able to do at home. 8 

Interviewer: Oh! 9 

Agnes: So, yeah! 10 

Interviewer: That’s perfect! Umm so you know what I’m trying to research here. 11 

Agnes: Yeah. 12 

Interviewer: And I’m just gonna go right ahead, and ask if you’re familiar with Ben and Jerrys? 13 

Agnes: Yes! 14 

Interviewer: Yes 15 

Agnes: Just in general, yes in general yes! 16 

Interviewer: Just in general yes, uhm, what are your perceptions of the company? 17 

Agnes: Uhm, I think the ice cream is really good, I think it's pretty well known also internationally, 18 

because I've seen it a lot in stores here, 19 

Interviewer: Mhm 20 

Agnes: And not all other brands from USA have… I haven't seen them here, so it seems pretty global, 21 

and yeah, and I, I guess before any of the political stuff, I didn't really think that much about them, 22 

though it was just like besides actual ice cream. 23 

Interviewer: OK, yeah, it was just more like it was just a strong recognizable brand? 24 

Agnes: Yeah, like it's a good ice cream. 25 

Interviewer: it’s a good ice cream, ok yeah, but it wasn't anything like… you know like ah, I love Ben 26 

and Jerrys because of anything else? 27 

Agnes: No. 28 

Interviewer: Ok. Ok, umm, how often do you purchase their products? At least, I know that in America 29 

they are cheaper so… 30 

Agnes: Yeah, yeah. 31 

Interviewer: if we go by American prices and standards? 32 
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Agnes: True. Well actually, uhm, during the thesis me and Daniel bought Ben & Jerrys all the time! 33 

Interviewer: Laughing 34 

Agnes: Like… All the time! 35 

Interviewer: Laughing 36 

Agnes: Also laughing 37 

Interviewer: Oh ok, that's fair enough, and so would you say like once every week maybe? 38 

Agnes: Um I would say yeah, well no, less. Maybe like once a month. 39 

Interviewer: OK, one a month. 40 

Agnes: Well I guess during that time it was more because they actually had promotions, like if it’s on 41 

promotion I’d definitely buy it. 42 

Interviewer: Oh, yeah. 43 

Agnes: But like, it’s a bit less than that. 44 

Interviewer: Yeah, because they are pretty expensive in Denmark. 45 

Agnes: Yes. 46 

Interviewer: Yeah. Ok! Um, of which political belief would you consider yourself being? Republican or 47 

Democrat and why? 48 

Agnes: Um I'm Democrat because, I…. oh shit, like I don't really believe in… I feel like the Republicans 49 

tend to more have a more I have like a more individualist mindset because, they care a lot about not 50 

being taxed, as I can see the benefits of taxing a bit higher because it goes more to a greater view and 51 

kind of like anti capitalism and stuff… 52 

Interviewer: OK. 53 

Agnes: because I think, yeah, like it's and also because I think a lot of the Republican values are also 54 

outlined with more like old school thinking… 55 

Interviewer: Like more conservative? 56 

Agnes: You know ban abortions, and yeah, yeah, 57 

Interviewer: OK 58 

Agnes: and like anti-gay and stuff, so… 59 

Interviewer: Mhm 60 

Agnes: Both for the… um like physical side and also the social justice side.  61 

Interviewer: OK, yeah, that's a good answer, umm, is that also one of the reasons why you moved to 62 

Denmark? Not because of like, like strictly one of those reasons but is a becau… because like, Danish 63 

values are more in alignment of your own personal beliefs? 64 
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Agnes: Yeah, I can agree with that especially with the fact that like I was able to study for free, and 65 

stuff and I was also like he's obviously not an option anymore, big fan of Bernie and I didn’t like what 66 

he goes for like he always uses I feel like he always uses like Denmark and stuff as an example. 67 

Interviewer: Yeah, yeah, he does. So I would just like to ask you, your like, general opinion on 68 

corporations, who take a political stance so like, do you, do you think that it's like, corporations have 69 

responsibility, or do you think that maybe like they just need to keep their mouth shut, or that the 70 

consumer actually has a right to know, where their money is going? 71 

Agnes: Yeah, I think that it's definitely good to know where the money is going, because like for 72 

example, I don't know do you know what Chick-fil-A is? 73 

Interviewer: Yeah. 74 

Agnes: Yeah so like they… um, their food is really good it's like a good fast food place… 75 

Interviewer: Yeah, I had there, a burger… 76 

Agnes: they, they like, heavily donate to anti LGBQ… 77 

Interviewer: Gasp 78 

Agnes: organizations like billions of dollars, so I'm not really interested in, like supporting that saying 79 

no matter how good it is, when them trying to like… when they put so much money into like, taking 80 

away the rights of people, so I'm happy to know that, but also, I also like with Ben and Jerry's I, I like 81 

to see what they've done, because I think there's like a difference, between just like posting… 82 

Interviewer: Yeah 83 

Agnes: like a picture, and actually doing something, and I know that's something, that people are 84 

talking about a lot now, and kind of like, uhm putting corporations under fire, for example they're like 85 

“OK cool you, you 86 

Instagram the black square, but like what did you actually do?” 87 

Interviewer: Yeah 88 

Agnes: So, like for example, I was actually just telling Phillip today, do you know what Venmo is? 89 

Interviewer: The… what? 90 

Agnes: Do you know what Venmo is? 91 

Interviewer: Venmo yeah, like the application where you can send money? 92 

Agnes: Yeah, so like, we use it like, mobile paying, in US and I was using it too. It's a little bit more 93 

social media ish, because you actually see like, what people send money to, so I donated to a few 94 

things, and then Venmo thems… like for black lives matter and then then Venmo, themselves actually 95 
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sent me $20.00, and wrote like, black lives matter, we saw you made some donations so keep paying 96 

it forward, and they actually, like sent me $20, to like, send to more… 97 

Interviewer: Whaat!? 98 

Agnes: organizations, yeah… 99 

Interviewer: Ok, that’s pretty cool. 100 

Agnes: I can… I can send you a screenshot of that if you want, but I thought that was really cool, 101 

because it was like, actually doing something, not just tweeting like… 102 

Interviewer: Yeah, yeah… 103 

Agnus: A picture… 104 

Interviewer: yeah, because, because that’s also like, it's a fine line between umm, like, many 105 

consumers feel that, you know why do corporations not speak up, because they have a lot of 106 

influence, and power… 107 

Agnes: Yeah. 108 

Interviewer: And when some finally do speak up, they are often accused of, “Oh you’re just trying to 109 

make more sales”, and like milking the situation, and stuff like that, but… 110 

Agnes: For sure, I definitely feel, that way with like gay pride companies, just like change their logo to 111 

a rainbow, and then the next day change it back to normal… 112 

Interviewer: Yeah. 113 

Agnes: so, I'm like, Ok cool, but it's not actually like, showing that they're doing things, that I think 114 

that's a huge difference. 115 

Interviewer: Mhm, how do you feel that Ben and Jerrys, differentiates from just a simple inner logo 116 

change, in regards to this black lives matter uhm, situation? 117 

Agnes: Well for one, they got arrested, which is pretty badass… 118 

Interviewer: Yeah. 119 

Agnes: also like I was kind of I'm, I'm pretty big like, I'm pretty active on Twitter, and there are always 120 

like, I actually didn't even follow them, but I was seeing a lot about the things, that they were 121 

tweeting, because how many other, people were retweeting it, and how many other people were like 122 

oh, Ben and Jerry's is wi… wilding out, 123 

Interviewer: Laughing 124 

Agnes: *Also laughing* umm,  and then like I've, I've seen that they like, partnered with a lot of 125 

people, and created a lot of their own content, where they are explaining the problems with like, the 126 

prison systems, and they are themselves, explaining how like so many more people both color 127 
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incarcerated for cannabis, even though like, white people actually like, they smoke similar amounts 128 

and like, it’s a lot of their own content that they're creating that's like, spreading information, 129 

Interviewer: Ok. 130 

Agnes: And not just like hashtag BLM. 131 

Interviewer: Yeah, OK, umm… just in general, what are your perceptions, or what do you think of… of 132 

the black lives matter movement following the death of George Floyd? 133 

Agnes: Uhm, I'm very for it, I think it's a great thing, and I actually attended the BLM protests here in 134 

Copenhagen.. And umm.. um.. I think that a lot of… if anyone disagrees it’s because… they’ve, like… 135 

uhm,  “I'm taking, like the actions of a few people and letting it, like represent a whole group” 136 

Interviewer: Yeah. 137 

Agnes: I think that it’s actually a very good thing, and I think that it’s actually, uhm… not only start… 138 

how people just start talking about it, but actual changes are happening. 139 

Interviewer: Yeah… yeah, because as I've heard, umm, it's still going on in the US,  just the media here 140 

in Europe, has like diale… or, like toned down. 141 

Agnes: Yeah, like… for sure, my Instagram still every day, is very, very, very, much uhm, like covered 142 

with… 143 

Interviewer: OK 144 

Agnes: With black lives matter, and like, people are still sharing all those, like information on stories, 145 

and uhm, like even this podcast I listen to, it's just like these two girls that talk about, like pop culture 146 

stuff, like every Friday, they started this morning like highlight black, small business owners, and, like 147 

it's everywhere. 148 

Interviewer: Ok, that's pretty cool, uhm, so as you mentioned earlier, Ben and Jerry's released a 149 

statement… 150 

Agnes: Mhm 151 

Interviewer: I don't know if you've read this statement… 152 

Agnes: I’m not sure. 153 

Interviewer: But I can just like give you a snippet of it, I just need to find it… yes! they have written on 154 

their homepage, with like caps, and very large letters, we must dismantle white supremacy, 155 

Agnes: Oh yeah, I saw that! 156 

Interviewer: Yeah, silence is not an option, and that all of us at Ben & Jerrys are outraged about the 157 

murder 158 
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of another black person, by police officers last week, then they go on talking about George Floyd, and 159 

mentioned other African Americans who were killed by police, and then they make some… then they, 160 

I’m sorry, then they write that four years ago, they publicly stated their support for black lives matter, 161 

and then they list a few, how do you say, like demands, or like steps, of action towards a better society, 162 

or how to dismantle white supremacy, which one of them is to call upon president trump, uhm, and 163 

to, how do you say, like abolish these aggressive tactics, on protesters, and disavowing white 164 

supremacist and nationalist groups, so I just wanted to hear like what are your general thoughts on 165 

this? 166 

Agnes: Uhm, I think it's, I think it's great, like I totally agree with everything, and I just think it's cool 167 

that there… like you, you don't even really expect like an ice cream brand… 168 

Interviewer: Yeah 169 

Agnes: to get involved in anything, they're really taking it to the next level, and calling people out, like 170 

I saw on their Twitter, they were calling out, like Facebook, Instagram, and saying we're not gonna 171 

post ads on there anymore, if you don't stop like removing hate comments, and stuff, and it seems 172 

like… I think it's cool, that a company that you wouldn't think would really be relevant, is like taking 173 

such huge measures, to spread… not just spread the word but get shit done. 174 

Interviewer: Yeah, OK, um… and it's, I mean from, from what I've heard in general, it seems as 175 

everyone would think of Ben and Jerry's, being pretty neutral like… 176 

Agnes: Yeah, I just wouldn't really expect them to have an opinion, I wouldn't be like… I wouldn’t be 177 

like thinking, “What does Ben & Jerrys think?” 178 

Interviewer: Yeah, exactly, so obviously uhm, you agree with what they said, is it because of the 179 

political beliefs? Or is it because of your, your own values, that makes you agree with this or is it like 180 

a mixture of both? 181 

Agnes: I guess you could say it's a mixture, but for me, I just feel like it's so, like simple it's, like a basic 182 

human right, you know? 183 

Interviewer: Yeah. 184 

Agnes: So, I just yeah, I just think, like I don't really get how people could disagree, but that's just me. 185 

Interviewer: Yeah, OK and so we talked about that Ben and Jerry's seem pretty neutral, and like, when 186 

you didn't really have an opinion on, or like I say… not an opinion, but you didn't think of them as, as 187 

you said you didn't expect an ice cream company to have a say, but how do you perceive them after 188 

this statement, like did something change for you, like when you go, and if you see their logo or brand 189 

somewhere, or just their ice cream in the store. 190 
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Agnes: Yeah, I'm definitely gonna associate it with that now, and just in general they are on my mind 191 

more often, because before yeah it was something, like I just thought it's good if it's on sale, sure I'll 192 

buy it… 193 

Interviewer: Yeah. 194 

Agnes: But now I feel like it's different because I feel, like if I'm buying it, I'm like helping with 195 

something, because I know that they're using a lot of their resources, to you know, take action. 196 

Interviewer: Yeah, ok, and would you consider purchasing Ben and Jerry's products in contrast to 197 

other competitors, for example like let's say Hagen das, and Ben and Jerry's, obviously there's the 198 

factor of price, but if we say that they have the same price or if Ben and Jerry's was a little bit more 199 

pricier than another brand uhm, but which one, like… would you consider purchasing Ben and Jerry's 200 

in contrast to their competitors? 201 

Agnes: Yeah, I would, I definitely would. 202 

Interviewer: Mhm, and is this a, like as a result of the political stance that they took? 203 

Agnes: Definitely. 204 

Interviewer: OK, yes. And the final question. Do you think corporations in general, have responsibility 205 

to speak out against societal problems, such as… 206 

Agnes: Yeah! 207 

Interviewer: the black lives matter? 208 

Agnes: Yeah, I do, because that's who they are important, it effects their employees, it effects their 209 

customers. 210 

Interviewer: Mhm. 211 

Agnes: Like it's bigger than… 212 

Interviewer: Sales? 213 

Agnes: Yea… it, like there… no matter what they… whether they like it or not, they are involved. 214 

Interviewer: Yeah. 215 

Agnes: As long as they are, like humans… 216 

Interviewer: Mhm 217 

Agnes: working for them you know, so I think that is important, and it shows that they care, and 218 

respect their customers, and their employees. 219 

Interviewer: Mhm, ok, perfect! 220 



 

 

Appendix 7: 

 This appendix shows the survey flow of the democratic respondents 

Q1 - Are you familiar with Ben&Jerrys? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you familiar with 

Ben&amp;Jerrys? 

1.00 2.00 1.02 0.15 0.02 41 

 

  

# Answer % Count 

1 Yes 97.56% 40 



 1 

2 No 2.44% 1 

  Total 100% 41 

 

Q2 - Are you familiar with the political statement, which B&J gave regarding the 

Black Lives Matter protests following the death of George Floyd? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you familiar with the political 

statement, which B&amp;J gave 

regarding the Black Lives Matter 

protests following the death of 

George Floyd? 

1.00 2.00 1.39 0.49 0.24 41 

 

  



 2 

# Answer % Count 

1 Yes 60.98% 25 

2 No 39.02% 16 

  Total 100% 41 

 

  

Q3 - If not, B&J said that "we must dismantle white supremacy", support the BLM 

movement and made different plans of action to eliminate racism and police 

brutality in the US. Furthermore, their owners were arrested participating in BLM 

protests. How strong do you agree/disagree with these statements/actions? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 If not, B&amp;J said that &quot;we 

must dismantle white 

supremacy&quot;, support the BLM 

movement and made different 

plans of action to eliminate racism 

and police brutality in the US. 

Furthermore, their owners were 

arrested participating in BLM 

protests. How strong do you 

agree/disagree with these 

statements/actions? 

1.00 6.00 1.49 1.15 1.32 41 

 

  

# Answer % Count 

1 Strongly agree 78.05% 32 

2 Agree 12.20% 5 

3 Somewhat agree 0.00% 0 

4 Neither agree nor disagree 4.88% 2 

5 Somewhat disagree 2.44% 1 
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6 Disagree 2.44% 1 

7 Strongly disagree 0.00% 0 

  Total 100% 41 

 

Q4 - From 1-5 (5 being the best) how did you perceive B&J before the statement, in 

terms of likeability? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 From 1-5 (5 being the best) how 

did you perceive B&amp;J before 

the statement, in terms of 

likeability? 

1.00 5.00 3.88 1.11 1.23 41 
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# Answer % Count 

1 1 2.44% 1 

2 2 7.32% 3 

3 3 31.71% 13 

4 4 17.07% 7 

5 5 41.46% 17 

  Total 100% 41 

 

  

Q5 - Of which political belief do you consider yourself? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Of which political belief do you 

consider yourself? - Selected 

Choice 

2.00 2.00 2.00 0.00 0.00 41 

 

  

# Answer % Count 

1 Democrat 100.00% 41 

  Total 100% 41 

 

 

Q6 - How do you perceive B&J after this statement, in terms of likeability? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How do you perceive B&amp;J 

after this statement, in terms of 

likeability? 

1.00 5.00 1.46 0.89 0.79 41 

 

  

# Answer % Count 

1 Extremely positive 70.73% 29 
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2 Moderately positive 19.51% 8 

3 Slightly positive 4.88% 2 

4 Neither positive nor negative 2.44% 1 

5 Slightly negative 2.44% 1 

6 Moderately negative 0.00% 0 

7 Extremely negative 0.00% 0 

  Total 100% 41 

 

  

Q7 - How strongly do you agree with the following statement: "The consumer has 

the right to know the beliefs and values of each corporations in order to know 

where their money goes" 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How strongly do you agree with the 

following statement: &quot;The 

consumer has the right to know the 

beliefs and values of each 

corporations in order to know 

where their money goes&quot; 

1.00 5.00 1.68 1.07 1.14 41 

 

  



 10 

# Answer % Count 

1 Strongly agree 60.98% 25 

2 Agree 21.95% 9 

3 Somewhat agree 9.76% 4 

4 Neither agree nor disagree 2.44% 1 

5 Somewhat disagree 4.88% 2 

6 Disagree 0.00% 0 

7 Corporations should not interfere with politics 0.00% 0 

  Total 100% 41 

 

  

Q8 - How likely are you to support B&J after this statement? Has something 

changed? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How likely are you to support 

B&amp;J after this statement? Has 

something changed? 

1.00 5.00 1.59 1.04 1.07 41 

 

  

# Answer % Count 

1 Extremely likely 68.29% 28 
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2 Moderately likely 17.07% 7 

3 Slightly likely 4.88% 2 

4 Neither likely nor unlikely 7.32% 3 

5 Slightly unlikely 2.44% 1 

6 Moderately unlikely 0.00% 0 

7 Extremely unlikely 0.00% 0 

  Total 100% 41 

 

  

Q10 - Are you more prone to support a company/corporations which political 

beliefs/values are in alignment with your own? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you more prone to support a 

company/corporations which 

political beliefs/values are in 

alignment with your own? 

1.00 5.00 1.68 0.92 0.85 41 

 

  

# Answer % Count 

1 Definitely yes 53.66% 22 

2 Probably yes 31.71% 13 

3 Might or might not 9.76% 4 

4 Probably not 2.44% 1 

5 Definitely not 2.44% 1 

  Total 100% 41 

  

Appendix 8: 
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This appendix examines the survey flow of the republican 

respondents

 

Q2 - Are you familiar with the political statement, which B&J gave regarding the 

Black Lives Matter protests following the death of George Floyd? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you familiar with the political 

statement, which B&amp;J gave 

regarding the Black Lives Matter 

protests following the death of 

George Floyd? 

1.00 2.00 1.75 0.43 0.19 4 

 

  

# Answer % Count 

1 Yes 25.00% 1 

2 No 75.00% 3 

  Total 100% 4 
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Q3 - If not, B&J said that "we must dismantle white supremacy", support the BLM 

movement and made different plans of action to eliminate racism and police 

brutality in the US. Furthermore, their owners were arrested participating in BLM 

protests. How strong do you agree/disagree with these statements/actions? 

 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 If not, B&amp;J said that &quot;we 

must dismantle white 

supremacy&quot;, support the BLM 

movement and made different 

plans of action to eliminate racism 

5.00 7.00 5.75 0.83 0.69 4 
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and police brutality in the US. 

Furthermore, their owners were 

arrested participating in BLM 

protests. How strong do you 

agree/disagree with these 

statements/actions? 

 

  

# Answer % Count 

1 Strongly agree 0.00% 0 

2 Agree 0.00% 0 

3 Somewhat agree 0.00% 0 

4 Neither agree nor disagree 0.00% 0 

5 Somewhat disagree 50.00% 2 

6 Disagree 25.00% 1 

7 Strongly disagree 25.00% 1 

  Total 100% 4 

 

  



 18 

Q4 - From 1-5 (5 being the best) how did you perceive B&J before the statement, in 

terms of likeability? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 From 1-5 (5 being the best) how 

did you perceive B&amp;J before 

the statement, in terms of 

likeability? 

2.00 4.00 3.50 0.87 0.75 4 

 

  

# Answer % Count 

1 1 0.00% 0 

2 2 25.00% 1 
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3 3 0.00% 0 

4 4 75.00% 3 

5 5 0.00% 0 

  Total 100% 4 

 

  

Q5 - Of which political belief do you consider yourself? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Of which political belief do you 

consider yourself? - Selected 

Choice 

1.00 1.00 1.00 0.00 0.00 4 
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# Answer % Count 

1 Republican 100.00% 4 

  Total 100% 4 

 

Q6 - How do you perceive B&J after this statement, in terms of likeability? 

 

  

# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 
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1 How do you perceive B&amp;J 

after this statement, in terms of 

likeability? 

4.00 6.00 5.50 0.87 0.75 4 

 

  

# Answer % Count 

1 Extremely positive 0.00% 0 

2 Moderately positive 0.00% 0 

3 Slightly positive 0.00% 0 

4 Neither positive nor negative 25.00% 1 

5 Slightly negative 0.00% 0 

6 Moderately negative 75.00% 3 

 

Q7 - How strongly do you agree with the following statement: "The consumer has 

the right to know the beliefs and values of each corporations in order to know 

where their money goes" 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How strongly do you agree with the 

following statement: &quot;The 

consumer has the right to know the 

beliefs and values of each 

corporations in order to know 

where their money goes&quot; 

1.00 7.00 3.00 2.45 6.00 4 
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# Answer % Count 

1 Strongly agree 50.00% 2 

2 Agree 0.00% 0 

3 Somewhat agree 25.00% 1 

4 Neither agree nor disagree 0.00% 0 

5 Somewhat disagree 0.00% 0 

6 Disagree 0.00% 0 

7 Corporations should not interfere with politics 25.00% 1 

  Total 100% 4 

 

Q8 - How likely are you to support B&J after this statement? Has something 

changed? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 How likely are you to support 

B&amp;J after this statement? Has 

something changed? 

2.00 6.00 4.50 1.66 2.75 4 

 

  

# Answer % Count 

1 Extremely likely 0.00% 0 
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2 Moderately likely 25.00% 1 

3 Slightly likely 0.00% 0 

4 Neither likely nor unlikely 25.00% 1 

5 Slightly unlikely 0.00% 0 

6 Moderately unlikely 50.00% 2 

7 Extremely unlikely 0.00% 0 

  Total 100% 4 

 

Q10 - Are you more prone to support a company/corporations which political 

beliefs/values are in alignment with your own? 
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# Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

1 Are you more prone to support a 

company/corporations which 

political beliefs/values are in 

alignment with your own? 

2.00 3.00 2.25 0.43 0.19 4 

 

  

# Answer % Count 

1 Definitely yes 0.00% 0 

2 Probably yes 75.00% 3 

3 Might or might not 25.00% 1 

4 Probably not 0.00% 0 

5 Definitely not 0.00% 0 

  Total 100% 4 

  

Appendix 9: 

By Parker et. al, (2020) Amid protests, majorities across racial and ethnic groups express support for the 

Black Lives Matter movement. This appendix illustrates the rep/dem percentage willing to work with black 

people in their community in order to solve problems. 
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Appendix 10: 

Feedback on the questionnaire 
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Appendix 11: 

By Duffin, E. (2020) Total lobbying spending in the United States from 1998 to 2019. 

 
 

 


