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Should Ben & Jerry's commit to entering the Japanese market the following summer? Why?
Ben and Jerry should not consider committing themselves towards entering the Japanese market the following summer. The primary reason is that the market in which the super-premium ice cream is based (Japan) seemed to be very saturated. In case Ben and Jerry consider entering the Japanese market, selling the products would be difficult in terms of advertising as well as brand positioning (Hagen, 1999). The competition was also high in Japan market since it was large, and as such, the market was known to have a highly sophisticated distribution system that was triggered by manufacturers. As a result, different products were high. In this case, Ben and Jerry would arguably have become a late entrant, which was not sure of the situation in the market. Intense competition from established companies such as Haagen-Dazs made advertising difficult for Ben and Jerry considering it had already achieved a foothold in the entire market (Hagen, 1999). On the same note, competition became more intensified in the Japanese market since there were six ice cream manufacturers selling products related to super-premium in Japan. Therefore, Ben and Jerry should not commit to entering the market since it would hugely be challenging to convince Japanese consumers to purchase the company’s products instead of products from other companies that are already established in the market.
Additionally, Ben and Jerry ought not to enter the Japanese market the following summer as a result of changes to the Asian economy. It is essential to consider the economy of a country before entering the market or introducing the products to the markets. This may be vital towards the determination of any policies or barriers that may affect the selling of the market. In this case, the economic crises as far as Asia is concerned are likely to affect Ben and Jerry's products (Hagen, 1999). In case the economy begins to deteriorate, it would pose severe challenges to export ice cream products from Vermont to Japan. Exportation challenges would also negatively impact profits and revenue, hence affecting the entire operations of the company. Also, the changes in the currency are likely to change and this may affect ice cream products for Ben and Jerry. In case the Yen currency rates shoot rapidly, this will force Ben and Jerry products to go up. Increasing the currency will lead to a decrease in demand (Hagen, 1999). In this case, the currency going up will demotivate consumers from purchasing the products, and as such, this will lead to losses for Ben and Jerry’s company. Therefore, it is clear that Ben and Jerry are not yet ready for an international venture. The company requires a strategic plan that will enable it to enter a global market as a way of guaranteeing high revenues and profits as well as domination over its competitors.
If Ben & Jerry's committed to entering the Japanese market the following summer, should it do so with Mr. Yamada or with Seven-Eleven?
For a better understanding of who Ben and Jerry should decide to work with, it is imperative to understand the position of the business in the context of the marketing mix. As such, the marketing mix is a fundamental value-chain activity for a business. In addition, distribution or ‘‘place’’ is essential for all business since it introduces new markets that will double revenues and profits. Excellent distribution for the product will also allow channels of distribution that create different utilities that benefit customers such as form, time, place as well as information. In this case, Ben and Jerry’s market is looking for the best distributor for their ice cream products into the Japanese market (Hagen, 1999). The main reason as to why Ben and Jerry should select Seven-Eleven is to attain the global influence. The company arguably wants to be recognized internationally because this will increase its sales and impact. As Ben and Jerry seek to dominate the market in Japan, partnering with Seven-Eleven will enable it to register a firm position among other local markets.
Ben and Jerry should use Seven-Eleven to enter the Japanese market to be able to expand its business among multiple national boundaries. Selecting Yamada’s channel to enter the Japanese market would be advantageous since Ben and Jerry would avoid some distribution costs, which are distinctive of the regular multi-layer distribution system in Japan. According to Hagen (1999), Ben and Jerry’s agreement with Yamada would not only result in profits but also to the immediate placement of the company’s products to the compartments of the freezer of over 7, 000 stores in the country that were convenient. These stores were fundamental to the sale of ice cream, for they accounted for 40% of the entire super-premium ice cream sales in Japan. Seven-Eleven had positively taken advantage of its size as well as its logistics systems via purchasing products from suppliers directly. Ben and Jerry would benefit since Seven-Eleven’s strategic move to buy products instantly would aid in avoiding many channels of intermediaries that were between retailers and suppliers in Japan (Hagen, 1999). On the same note, costs saved from avoiding channels of distribution would be used in making the ice cream products very affordable. Making the products accessible would be fundamental because it would have permitted a broader margin towards protection against risks such as fluctuation in currency, long as well as costly channels of distribution.
Ben and Jerry should select Yamada upon entering the Japanese market since it enjoys a brand expansion in Japan. Initially, Seven-Eleven had attempted to identify a Japanese company to co-pack chunky super-premium ice cream. Unfortunately, the Japanese packer was not successful, especially on its processes of production (Hagen, 1999). Arguably, this is an excellent chance for Ben and Jerry to choose to work with Yamada since it already enjoyed a firm brand strategy in the entire market. Ben and Jerry ought to positively exploit this golden opportunity upon the company’s attempt to penetrate the Japanese market. Moreover, Ben and Jerry’s value of its ice cream will improve since it will reach up to consumers in Japan since Seven-Eleven would be able to combine operations from Japan and U.S. For that reason, Ben and Jerry would be able to improve their brand in Japan and gain a lot of positive recognition.
Ben and Jerry should select Yamada upon entering the Japanese market because it is an active and current partner in the United States. Seven-Eleven enjoyed a significant market area in the United States since it had a strong and firm brand capital. Just like the brand capital that Haagen-Dazs enjoyed, it was important for Ben and Jerry to embrace such as strategy (Hagen, 1999). However, it was challenging for Ben and Jerry to distribute its ice cream products beyond the Japanese market. For that reason, it is wise that Ben and Jerry use Seven-Eleven as a business platform to guarantee more profits and influence. Achieving a brand capital is vital since it would have allowed since it is an effective marketing strategy. A business that embraces effective marketing will be able to attract a lot of consumers and also reach out to target customers. In this case, Ben and Jerry could increase its brand capital upon using Seven-Eleven as a channel towards entering the Japanese market.
Again, Ben and Jerry should select Yamada upon entering the Japanese market to improve its production issues. Ben and Jerry packed their products in 473 ml, which was one pint. This amount did not satisfy the needs of customers since some wanted to purchase the ice cream in smaller amounts. In addition, the company produced the ice cream using one pint as a result of sanitation purposes. Majority of customers preferred their servings since they met their preferences. To dominate the market, it was wise for Ben and Jerry to embrace the production of smaller cups as a new strategy (Hagen, 1999). Although the original production strategy would require the construction of new equipment, it was worth the gamble. Seven-Eleven would have requested to make changes about the products for the benefit of meeting interests for the consumers. Buyers and consumers from Japan were widely known for demanding products that were based on their specifications. For that reason, Seven-Eleven would have aided Ben and Jerry to pack ice cream products into smaller amounts to meet consumer’s preferences. 
Ben and Jerry should select Yamada upon entering the Japanese market for to be able to minimize shipping costs. Initially, Ben and Jerry used to transport their products to the West Coast as well as to Europe, and as such, it used freezer containers. According to Hagen (1999), the shipments seemed to be costly, while that embraced by Seven-Eleven was fast and cheap. It was also reliable and affordable because it was based on actual logistics for the market. Combing the aspect of changing the mode of packing as well as the method of transportation, Ben and Jerry would be able to enter the Japanese market with the help of Seven-Eleven comfortably. This is because Seven-Eleven enjoyed a stable and strong capital brand in the market. As a result, Ben and Jerry would easily dominate the Japanese market and reduce competition among its competitors.
Again, Ben and Jerry should select Yamada upon entering the Japanese market to be able to double its profits. The presence of a warehouse in Japan allowed storage of more goods. In this case, Seven-Eleven needed more production in order to meet the orders it received from its customers. According to Hagen (1999), the stiff competition that Haagen-Dazs presented allowed Seven-Eleven to manufacture products based on the preferences of the customers. Ben and Jerry selection of Seven-Eleven was a good move since it would be able to sell directly considering it was a large chain. Seven-Eleven had already gained entrepreneur spirit, and as such, it had already studied the market. Collaboration with Seven-Eleven may work for Ben and Jerry because they will be able to dominate the market. The fact that Japan’s economy continued to languish, meant that Ben and Jerry would experience hardships to do business. On the same note, sales would heavily depend on promotional efforts by Seven-Eleven. For that reason, it would have been wise for Ben and Jerry to select Yamada upon entering the Japanese market.
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