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[bookmark: _Toc217078163][bookmark: _Toc217078289]Introduction (Osama El Fadel 2313452)
Cadbury Chocolate UK holds a strategic position within the British confectionery industry, blending a distinguished history with modern commercial reach. Founded in 1824 in Birmingham, Cadbury's historic development and its social experiment in Bournville remain central to its brand image and social credibility (Cadbury, 2025; Clegg, 2021). On an organisational level, Cadbury is part of Mondelez International and provides not only distribution efficiencies and research and development but also a clearly defined corporate sustainability framework (Ipsos, 2019). Its product range is extensive, including flagship Dairy Milk variants, seasonal lines, and other limited-edition innovations; the company competes through its taste, perceived quality, and symbolic links rooted in British culture.
The marketing plan will assess the strategies and implementations needed to achieve Cadbury's primary objective, which is to secure a 3% increase in sales. This plan will also evaluate Cadbury UK's strategic positioning and propose coherent initiatives to build on sales patterns and brand equity using an integrated STP and 7Ps framework. The report includes a suitable structure: a situational analysis (PESTLE and SWOT), strategy development (STP and Ansoff), marketing-mix creation (7Ps), and a practical implementation with a control model to translate objectives into action. 







[bookmark: _Toc217078164][bookmark: _Toc217078290]Environmental Analysis (Alin Claudiu Grigorescu 2416749)
The size of the UK chocolate market is expected to reach approximately USD 12.46 billion in 2025, and it is projected that it will be worth USD 16.20 billion by 2030, with super-premiumization and online retail being key drivers for growth. Chocolate is still a mass-market addiction: 95% of UK adults eat chocolate. Yet the business landscape is being reshaped thanks to health regulation, cost-of-living pressures and climate-driven supply shocks, and environmental analysis is key to Cadbury’s UK strategy.

1.1. [bookmark: _Toc217078165][bookmark: _Toc217078291]Political & Legal 
The UK regulatory climate is becoming more difficult for companies such as Cadbury's. Unhealthy food and drink high in sugar, fat, and salt is raising a negative image with consumers following the government’s clampdown on HFSS (High Fat, Salt, Sugar) legislation bars stores from displaying any high-sugar products at till points or checkouts both in-store and online; from October 2025 restrictions started on volume-based promotions (for example “buy one get one free”) of HFSS-labelled goods under the new proposals to tackle obesity (Bidfood 2025: GovUK 2024). In turn, this places a neat boundary around Cadbury’s core retail approaches – such as checkout-end displays and promotion packaging. Finally, greater crackdowns on imported confectionery that violate the UK additive and labelling guidelines (The Guardian 2025) underline growing scrutiny of confectionery supply chain practices and the requirement for adherence to rules. The revocation of its royal warrant after 2024 could also diminish Cadbury’s heritage prestige as a symbolic, yet possibly potent, marketing resource (The Guardian 2024). So, politically and then legally, regulation tightens up as traditional levers of promotion are restricted and compliance and disclosure is tightened.





[bookmark: _Toc217078166][bookmark: _Toc217078292]Economic 
The UK economy currently faces headwinds and tailwinds. Overall, UK inflation has settled at 3–4 per cent by the end of 2024–25, according to the Office for National Statistics (ONS) (2015). But the price of chocolate has skyrocketed: according to reports, retail chocolate prices rose around 15 per cent in the year to August 2025 and by around 43 per cent since 2014 – largely due to booming cocoa costs (The Guardian 2025). These cost pressures squeeze margins and heighten competition; a price-sensitive consumer, feeling pressure from the cost of living, raises the risk that shoppers will trade down to cheaper private-label offerings -- while inexpensive simple indulgence products remain desirable.

[bookmark: _Toc217078167][bookmark: _Toc217078293]Social
Socio-demographic trends continue to be generally supportive , albeit changing in nature. Cadbury still enjoys the power of a strong brand and with its emotional associations to family, comfort food, gifting seasonally- particularly during holidays and celebrations (Mordor Intelligence 2025). Such cultural and emotional connections help maintain the demand, particularly for gifting and sharing variants. Broadly, the ever-increasing health-consciousness and escalated worry regarding sugar consumption, obesity and HFSS-related health consequences lead many consumers to limit daily chocolate intake or seek controlled-portion or sugar-reduced offerings (The Grocer 2024). 
At the same time, ethical consumerism – from ethical sourcing of cocoa to labour standards and environmental impact – is growing among younger, values-driven consumers in developed markets; Cadbury faces rising pressure to ensure that all aspects of its value chain are sustainable and that it demonstrates a public commitment to corporate social responsibility.





[bookmark: _Toc217078168][bookmark: _Toc217078294]Technological & Environmental 
Technological and environmental issues continue to link ever more closely in influencing strategic challenges and opportunities facing Cadbury. ​Climate change has been damaging important cocoa-growing regions. Uncommonly high temperatures and irregular rainfall in West Africa led to record-low yields during the 2023–24 cacao season, with spikes in cocoa prices from around $2,500 to more than $10,000 per ton (Salata Institute 2025). In the case of cocoa, predictions are that prices have increased by about 400 per cent over recent years at least partly because disruptions to production caused by climate change (Christian Aid Media Centre 2025). That kind of input cost volatility and supply risk is a threat to margins and continuity, which concerns Cadbury. Its parent company, Mondelez International, has in turn invested significantly through its own sustainability-cocoa programme (Cocoa Life) for the sourcing of 100 per cent sustainable cocoa by 2025 — a figure which currently encompasses around 91 per cent of its global cocoa volume (Cocoa Life 2022). On the packaging side, Cadbury in the UK has shifted sharing bars to wrappers made from 80% recycled plastic, showing growing environmental regulation and consumer demand for sustainable packaging (Mondelez/Amcor 2024–25). Advances in manufacturing efficiency, sustainable packaging materials and e-commerce companies are all technological advances that help Cadbury thrive despite the demands of regulation, cost containment and consumer choice.
[bookmark: _Toc217078169][bookmark: _Toc217078295]Environmental
 The wider environmental backdrop features climate change concerns over cocoa supply, packaging waste legislation and growing consumer tastes for sustainably-sourced products. Instability in the cocoa regions makes Cadbury’s raw material supply more risky and may lead to higher prices. However, now packaging laws are transforming, and consumer preferences have changed to require sustainable materials and recycling – Cadbury’s plastic-recycled content wrappers are part of the solution. So, for competitive distinction, environmental sustainability is then both a threat and an opportunity.





[bookmark: _Toc217078170][bookmark: _Toc217078296]Porter’s Five Forces 
Competition in the UK chocolate market is fierce. A small number of major brands make up about 70% of everyday chocolate sales and battle over shelf space an retailer focus (Mintel 2024). Buyer power is strong: Too few large supermarket chains control grocery distribution and can negotiate hard for price discounting, placement deals and promotional terms to the detriment of margins. The power of the supplier is high because cocoa production is heavily concentrated in a number of highly climate-sensitive areas; short supply and fluctuating prices diminish Cadbury’s negotiating strength regarding the price of raw materials (WBS 2025). The possibility of substitution is real: consumers might choose other non-chocolate snacks (e.g., nuts, protein bars), better-for-you options, premium craft chocolate, or even indulge themselves with an activity that’s not food. In the meantime, any new national-level challengers face a barrier of entry that is still costlier than it used to be due to Cadbury’s entrenched brand equity, supply chain scale and long-term retailer relationships.

[bookmark: _Toc217078171][bookmark: _Toc217078297]SWOT Summary 
Cadbury is entering 2025 as a well-established brand with extremely strong qualities; it enjoys high awareness and deep emotional connections in the UK, based on decades of heritage, making it the only choice for comfort, celebration and everyday treats. It has the backing of extensive distribution in the UK from all major supermarkets and convenience channels, as well as being supported by Mondelez International for capital investment but also a global sustainability platform through Cocoa Life and packaging innovation. Cadbury’s switch to recycled-content wrappers and its sustainability credentials support the brand in an era when consumer and regulatory beliefs around ethical sourcing and environmental impact continue to increase.





However, Cadbury’s historical flagship portfolio is overwhelmingly focused on HFSS-compliant products—making it susceptible to regulatory pressures and increasing health-consciousness. It also contends with unpredictable input costs associated with world cocoa supply shocks, which undermine profitability and limit price competitiveness. Increasing consumer price awareness (particularly as the increasing cost of living restrains consumer spending) heightens the risk of trade down to cheaper private-label alternatives. At the same time, ongoing public scrutiny over health credentials, sugar content and ethical sourcing means brand reputations are occasionally pained among ethically or health-conscious consumers.
However, there is hope: Cadbury is well-placed to use their brand and resources to innovate with lower-sugar or portion-constrained alternatives in line with HFSS legislation, meeting the growing consumer demand for on-trend health- and sugar-related needs whilst maintaining indulgence credentials. The company’s investments in sustainable packaging and certified cocoa sourcing can serve as another way to stand out for a growing segment of consumers who are buying with the planet in mind. The development of e-commerce and direct-to-consumer channels also provides additional opportunity to for personalised marketing of subscription-based “treat” boxes, potentially lessening the need for supermarket shelf-space and promotions.
However, the following key risks the company can face: (1) Regulatory crackdowns on advertising and where HFSS products can be promoted will limit Cadbury’s exposure through traditional promotions; (2) Cocoa marketing's supply fluctuations as a result of climate change could lead to more pricing spikes or sourcing challenges; (3) The negotiating prowess of retailers and, especially, private-label competitors will further erode price elasticity; and 4. Competitive encroachment for healthier snacks from premium chocolate, Artesian preparation or non-chocolate indulgence reduces its historical market share.




[bookmark: _Toc217078172][bookmark: _Toc217078298]STP Analysis (Segmentation, Targeting, Positioning) (Andra Tabaras 2335892)
The STP framework is a fundamental marketing tool that aids organisations in resource allocation and in designing offerings that better suit specific consumer needs, as outlined by Padgett and Loos (2023). According to Kotler et al. (2019), effective marketing strategies focus on customer engagement, value creation, and long-term relationships, utilising segmentation, targeting, differentiation, and positioning to divide the overall market into smaller segments, select those that can be served most effectively, and determine how to deliver superior value to them.
[image: A red sign with white text and blue arrows

AI-generated content may be incorrect.]Figure 7.1: Designing a customer-driven marketing strategy (Kotler et al., 2019, p. 199)
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[bookmark: _Toc217078174][bookmark: _Toc217078300]Segmentation
From a strategic perspective, market segmentation can be understood, following Ferrell et al. (2021), as the process of dividing the overall market for a product category into relatively homogeneous groups whose members share similar preferences, while remaining clearly distinct from other groups. In this context, Carbury’s market can be segmented using demographic variables such as age (Gen Z, Millennials, Gen X), income bands such as low-mid and mid–high, and family status (single consumers and parents), alongside psychographic variables such as lifestyle (health-conscious versus indulgence-seeking) and values (sustainability-oriented versus price-focused). Recent literature highlights the importance of the conscious consumer segment, which prioritises ethical production and transparency, and the digital native segment, which is particularly responsive to social media interactions over traditional advertising (Ghvanidze et al., 2019).
[bookmark: _Toc217078175][bookmark: _Toc217078301]Targeting 
According to Padgett and Loos (2019), the reason for segmenting a market is to reveal meaningful differences between groups so that a company can decide which specific segments should receive concentrated marketing attention. This process of targeting involves assessing each segment in terms of its attractiveness and its fit with the organisation’s objectives and resources, so that the chosen target markets promise sufficient size, growth potential, and profitability to justify investment. Based on this, Carbury is advised to focus on two main groups: the first comprises conscious indulgers, which includes Millennials and Gen Z consumers aged roughly 18–40 who seek premium treats aligned with ethical sourcing and sustainable packaging, and are willing to pay more for guilt-free snacking. The second group consists of traditional-loyal consumers, mostly older consumers aged 45 and above, who feel nostalgic loyalty to the brand but increasingly require innovations like reduced-sugar options to sustain their consumption.
[bookmark: _Toc217078176][bookmark: _Toc217078302]Positioning
Strengthening an existing market position essentially involves continually raising customer expectations so that the brand stays distinctive and hard to imitate. As Bishop (2012) argues, effective positioning can be maintained over time when the company has or develops a strong competitive advantage that remains highly relevant to target customers and continues to influence their purchasing behaviour. In line with this principle, Carbury aims to position itself as the modern embodiment of Britain’s confectionery heritage, blending traditional British flavours with contemporary ethical practices such as fully recyclable packaging and fair-trade cocoa. It offers a value proposition of enduring taste and a mindful future, reflecting recent evidence that successful modern positioning combines emotional connection with perceived ethical value.






[bookmark: _Toc217078177][bookmark: _Toc217078303]Strategic Growth Framework: Ansoff Matrix
[bookmark: OLE_LINK6]According to Doyle (2016), the Ansoff Matrix provides a structured model for analysing product–market growth options. Ecobici (2017) adds to this by distinguishing between market penetration, market development, product development, and diversification as alternative strategic paths. To increase sales, Carbury can apply this framework by prioritising market penetration and product development, using the former primarily to stimulate higher usage among existing customers through loyalty schemes and bundled family offers supported by personalised digital communications. The latter can be utilised to introduce new variants such as a reduced-sugar Carbury Lite range and a vegan Carbury Plant line that cater to the health-conscious segment. Meanwhile, diversification is currently considered too risky for the short-term aim of boosting sales within the present financial year and is thus deprioritised in favour of consolidating core capabilities.
[bookmark: _Toc217078178][bookmark: _Toc217078304]Integrated Marketing Communications (IMC)
Shakila and Nasution (2023) emphasise that an effective integrated marketing communications strategy ensures consistent messaging across all brand touchpoints, which is essential for building trust and strengthening brand equity. Additionally, Kotler et al. note that when a company seeks to alter entrenched perceptions within its existing target market, it typically needs to commit substantial resources to a coherent IMC initiative. In this context, Carbury can adopt a digital-first hybrid approach that uses TikTok and Instagram for transparent behind-the-scenes and recipe content, collaborates with UK-based foodie and eco-lifestyle micro-influencers to promote sustainable and vegan lines, and complements these with traditional tools such as in-store point-of-sale displays highlighting “New Look, Same Great Taste” and sponsorship of local community events to reinforce the heritage dimension. All these efforts should be coordinated through strong management systems to minimise the risk of fragmented or inconsistent brand communication.



[bookmark: _Toc217078179][bookmark: _Toc217078305]Marketing Mix (7Ps) (Liliya Radoslavova Radeva 2418897)
The marketing mix offers a structured framework through which organisations convert strategic objectives into tactical choices (Kotler, Armstrong, & Opresnik, 2018). For Cadbury, a leading player in the UK confectionery market, the 7Ps model is crucial for assessing how effectively the brand competes in a mature, highly competitive, and increasingly health-conscious environment. A thorough evaluation of each element highlights Cadbury’s strengths as well as areas needing significant strategic adjustment.

[bookmark: _Toc217078180][bookmark: _Toc217078306] Product
Cadbury offers a wide range of chocolate products, from popular bars like Dairy Milk and Wispa to seasonal varieties and limited editions. The use of family branding enhances customer recognition and emotional connection, supporting long-term brand value (Keller & Swaminathan, 2020). Consistent packaging and a sense of heritage strengthen the brand’s identity in busy retail settings, where visual cues heavily influence consumer choices (Solomon, 2018).
However, market pressures related to health awareness, ethical sourcing, and sustainability require more innovative product development. Although reduced-sugar options are available, Cadbury risks falling behind competitors who are advancing more quickly in plant-based and organic confectionery. As Baines, Fill & Page (2014) argue, product innovation is essential for competitive differentiation in saturated markets. Therefore, expanding into vegan formulas, ethically certified cocoa lines, and functional chocolate would help Cadbury address changing consumer priorities.

[bookmark: _Toc217078181][bookmark: _Toc217078307] Price
Cadbury generally employs competitive pricing, a common strategy in FMCG markets where products are frequently purchased and substituted (Kotler et al., 2018). Low-cost pricing for standard chocolate bars promotes impulse purchases, a key behaviour in confectionery consumption (Solomon, 2018). The affordability of Cadbury products has historically contributed to their strong household penetration.
For premium offerings such as Darkmilk, selection boxes, and seasonal gift sets, the company employs value-based and psychological pricing, where higher perceived quality justifies a premium (Keller & Swaminathan, 2020). However, inflationary pressures and rising living costs may reduce consumer willingness to pay extra, increasing the risk of switching to supermarket private labels. West, Ford & Ibrahim (2015) emphasise that in such circumstances, brands need to reinforce perceived value through differentiation rather than relying on pricing alone.


[bookmark: _Toc217078182][bookmark: _Toc217078308] Place
Cadbury utilises an intensive distribution approach, ensuring its products are available in supermarkets, convenience stores, petrol stations, vending machines, and digital platforms. Intensive distribution is particularly effective for low-involvement goods where consumers value convenience and familiarity (Baines et al., 2014).
The brand relies heavily on indirect distribution channels, which offer national reach but diminish Cadbury’s control over retail presentation, pricing, and shelf placement. Large retailers possess significant bargaining power in FMCG markets, which can limit brand influence over in-store promotion (Kotler et al., 2018).

[bookmark: _Toc217078183][bookmark: _Toc217078309]Promotion
Cadbury’s promotional strategy is based on emotionally driven advertising. Campaigns such as “Gorilla” and “Glass and a Half in Everyone” demonstrate the power of emotional storytelling in strengthening brand identity. Studies have shown that emotional branding encourages loyalty and enhances brand attachment (Solomon, 2018).
Cadbury's volume-driven strategy depends heavily on sales promotions like price discounts and multibuy offers. While these are effective for boosting short-term sales, excessive reliance on discounting can diminish perceived value if not complemented with brand-building communications (Smith & Zook, 2016).
Cadbury’s digital marketing activity remains less agile than its competitors, investing heavily in influencer partnerships. Keller & Swaminathan (2020) emphasise that contemporary branding requires consistent engagement across digital touchpoints. Expanding TikTok and Instagram campaigns could enhance visibility among younger consumers.

[bookmark: _Toc217078184][bookmark: _Toc217078310] People
Although Cadbury produces physical goods, its employees significantly influence product quality, brand reputation, and consumer trust. Staff working in R&D, manufacturing, customer service, and sustainability initiatives contribute to the overall brand experience. As Baines et al. (2014) explain, the “people” element is crucial in creating value.
Given rising public scrutiny over ethical cocoa sourcing, Cadbury must ensure employees responsible for sustainability have the competencies needed to represent the brand transparently. Ethical behaviour and skilled communication can strengthen stakeholder trust and differentiate the brand (West et al., 2015).



[bookmark: _Toc217078185][bookmark: _Toc217078311] Process
Cadbury’s operational processes, from sourcing cocoa to manufacturing, packaging, and logistics, are central to delivering consistent product quality. Efficient processes reduce waste and ensure availability during peak seasons. According to Kotler et al. (2018), streamlined processes are vital for value creation and customer satisfaction.
To improve operational agility, Cadbury could adopt data-driven supply chain technologies, such as predictive analytics for demand forecasting. Integrating consumer insights into operational planning strengthens responsiveness and allows brands to adapt quickly to preferences (Smith & Zook, 2016).


[bookmark: _Toc217078186][bookmark: _Toc217078312] Physical Evidence
Cadbury’s physical evidence includes its distinctive purple packaging, iconic logo, and consistent visual identity. Visual differentiation plays a major role in FMCG markets where consumers make rapid decisions (Solomon, 2018).
An emerging challenge for Cadbury is addressing consumer demand for environmentally responsible packaging. Many competitors have introduced biodegradable or reduced-plastic designs. Strengthening Cadbury’s commitment to sustainable packaging and communicating this progress transparently would enhance competitiveness.















[bookmark: _Toc217078187][bookmark: _Toc217078313]Implementation and Control (Osama El Fadel 2313452)
To reinforce the marketing strategy successfully, the commitments of Cadbury involve specific and quantifiable commitments that will influence the decision-making in marketing, sales, operations, and sustainability functions.  

The SMART objectives that Cadbury has to implement are the following:  
1. Gain a 3% position in the UK Dairy Milk market share in 12 months by investing in specific promotional activities, online interaction and more in-store activation.  

2. Increase digital participation by 20% in 12 months, based on the rates of interaction of social media platforms and performance of online campaigns.  

3. Aim to ensure that by the year 2026, 80% of cocoa will be sourced through Cocoa Life, through better traceability and farmer-support systems.  

Balanced Scorecard provides a control architecture which is the basis of the subsequent key performance indicators (KPIs): 
Financial KPIs 
- 5% or higher year-on-year growth in the mainstream chocolate segment. 
- 15% and above marketing return on investment on large digital campaigns. 
Customer KPIs 
- 10% points improvement in Net Promoter Score in 18 months. 
- Increase digital (flagship campaigns) engagement rates to a 35% level. 
- Increase brand recall among 18-34 year olds by 8%


Internal Process KPIs 
- Source 80% Cocoa-Life by 2026. 
- Aim to make 70% packaging recyclable by the year 2026. 
Learning & Growth KPIs 
- Hold sustainability training for 100% of marketing employees. 

The implementation is in phases, Q1 is dedicated to the development of the product pipeline, refinement of the digital strategy and verification of the KPI. Q2 provides activation of campaigns and strengthening of retailers partnerships. Q3 analyses the pipeline development, packaging tests and Cocoa-Life inspection. Q4 summarises the thoughts about the next year of planning. 
Roles are based on an RACI framework: marketing will be in charge of campaign implementation and monitoring of insights; supply chain will be in charge of sustainability and sourcing audits; sales will be in charge of distribution and retail activation; senior leadership will ensure resources are distributed and corrective oversight.  This integrated control system is a combination of strategic focus and operational discipline that allowed Cadbury to attain commercial growth and promote credible sustainability results.






[bookmark: _Toc217078188][bookmark: _Toc217078314]Conclusion and Recommendations 
The strong legacy and market dominance that Cadbury holds provide a stable foundation for future prosperity. To remain competitive, the company should further accelerate product innovation, especially in healthier and premium segments, while also enhancing digital engagement to better connect with younger customers. Expanding the Cocoa Life programme, along with increasing transparency in sustainability reporting, should strengthen stakeholder confidence and make the supply chain more resilient. The implementation of the KPIs and Balanced Scorecard mentioned above will ensure measurable progress and uphold accountability across all departments. These actions will position Cadbury to sustain performance, build brand equity, and adapt efficiently to emerging market expectations. 
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