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[bookmark: _Toc101622574][bookmark: _Toc1905873414]Introduction 

The purpose of this report is to provide detailed information and analysis on the key marketing activities of Cadbury. The paper will include description of communication and communication model, as well as definition of integrated marketing communication and its limitations. Furthermore, brand and brand equity will be discussed and related to the company through the analyzation of the Kellers’ brand equity model. The author will also analyse the stages of the customer journey and the customer touchpoints in the chosen organisation, as well as the way the company maintains consumer satisfaction and loyalty. The paper will conclude with summary of the discussed key marketing activities of the company and recommendations for new customer touchpoints. 

[bookmark: _Int_tut9RQiv]Cadbury was founded by John Cadbury who opened its first shop back in 1824 in Birmingham. The chocolate empire started by selling cocoa and drinking chocolate which were prepared personally by John Cadbury. Later, in 1831 he decided to expand his family business on a commercial scale and bought his first warehouse. The first “Dairy Milk” chocolate bar was created in 1905 and it was sold in unwrapped blocks that could be broken down into penny bars. By the beginning of the First World War, Cadbury’s Dairy Milk had become the company’s biggest seller and by the early 1920s it had taken over the UK market. Nowadays, the chocolate is considered to be a “megabrand,” hugely popular, available in many different varieties and all over the world. 
[bookmark: _Int_JvhIe0mm]The mission and vision of Cadbury are to create and deliver quality products. Their mission statement is: “Cadbury means quality; this is our statement. Our reputation is built upon quality; our commitment to continuous improvement will ensure that our promise is delivered.” As per the company’s vision, it states: “Working together to create brands people love.” (Cadbury, 2020). Cadbury has not failed with the promises and today it is the market leader in the chocolate confectionery business with a market share of over 70% and world-famous brands including Bournville, Temptation, Celebrations, Toblerone, Oreo, Gems, Bubbaloo and more. 

[bookmark: _Toc1135181378][bookmark: _Toc101622575]Communication and model of communication

The word “communicate” is related to the word “common” and means to share something with somebody else. Through communication we share our ideas and therefore increase and enrich our knowledge and common sense. However, communication does not always have positive outcomes, and on many occasions, it can lead to conflicts and disagreements (Karl, R., 2000). 

[bookmark: _Toc759219123][bookmark: _Toc101622576]Shannon and Weaver’s model of communication
 
The most influential model of communication is the one developed by Claude Shannon and Warren Weaver. The model consists of five elements which can be seen on the figure below. The process starts from the information source where a message is produced and then sent through to the encoder which encodes the message into signal. The next step of the message is the channel to which signals are adapted for transmission and then sent to the receiver, who decodes the message from the signal. Last point is destination, where the message arrives (Shannon C., 1948). 

[image: ]Fig 1: The Shannon-Weaver Model (Beyer, G., 2012).


Shannon and Weaver are the first to take into consideration one more factor that could influence the way the message is received thus they add one more element to the model- noise. The noise could be anything that interference with the message travelling along the channel. There could be internal and external noise. The external noise is something that is not in the contract of the sender or the receiver. Example of such noise could be static on the phone or radio, failed internet connection, or people talking loud in the background. Internal noise on the other hand is when the sender makes mistakes while sending the message or the receiver makes mistake while decoding the message. For example, spelling mistakes or missing vital information in emails, or misinterpreting a sentence when reading an email (Littlejohn, S. and Foss, K., 2009). 
There are many advantages about Shannon and Weaver’s model of communication. The main one is that is explains the barriers to effective communication very well and shows us how to identify and improve various aspects in it by breaking down the communication process into understandable parts. This on the other hand also allows us to look at the critical steps in the communication from the beginning to end. 
[bookmark: _Int_yBAkVo2f]Unfortunately, there are also disadvantages and limitations to the model. One is that it does not address one to many way of communication. This means that the model is more suitable for interpersonal communication rather than group or mass communication. 

[bookmark: _Toc101622577][bookmark: _Toc1444322039]Shannon and Weaver model in Cadbury 

From the figure below it can be seen that the model can be effectively implemented in Cadbury because it allows the company to encode a clear message of who they are and what they offer to their target market through various kinds of channels (I.e., social media, advertising, marketing campaigns). Further, they also can establish and analyse who their competitors are (noise) and have a post-purchase point and collect final feedback of the product from their customers. 


Cadbury
Encoder
Channel- social media, advertising
Noise- Competitors
Decoder
 Target market
Feedback / Post-purchase touchpoint

Fig 2: Author created

[bookmark: _Toc2123873763][bookmark: _Toc101622578]Integrated Marketing Communications

Integrated marketing communication is essential for companies that are committed to engaging with their current and potential customers through various forms of media and helps businesses reach perspectives from different angles, hoping to attract attention and win customers’ loyalty (Johnson and Schultz, 2004). Using a well-prepared plan to create an efficient marketing communication mix not only helps the firm contact its clients, but it also helps it adapt to the ever-changing marketing environment. This is an area that is constantly changing - new tools and advertising channels emerge, their specifications are updated, and audience expectations are constantly rising. As a result, it is critical that the company stays "up to date" on all new marketing opportunities in order to adequately respond to the challenge of enticing customers in an increasingly competitive environment.
[bookmark: _Toc682929491][bookmark: _Toc101622579]Advantages of IMC
One of the most valuable benefits of IMC is that it recognises the importance of using and implementing innovative marketing tools such as direct marketing, Internet marketing, and sales promotions. By merging all their messages, it allows marketers to plan and construct a consistent and synergistic approach (McGrath, 2005b).
As Reid (2003) summarizes, IMC is a sound and clear approach that considers all target audiences and encourages both the individual and the one-to-one communication. He also points out another major advantage of the approach which is the financial benefit the integrated marketing communications can have on the company, as well as the cooperation and recall increase (Reid, 2003). 

[bookmark: _Toc1862803327][bookmark: _Toc101622580]Barriers to IMC
Although there are a lot of advantages in implementing and applying ICM in the modern business, there are also few barriers and obstacles that can occur. 
· Lack of resources- Top management should ensure that adequate resources are available; from people and budgets to sharing data between teams. If the moment of one aspect of a campaign is inaccurate, it can negatively affect other aspects of the campaign, leading to distorted campaign results.
· Top Management Support- A successful IMC approach needs the support, guidance and resources of senior management, or creates a barrier for employees. Control is shared, which can be a difficult concept for some senior management, creating a barrier to integrated marketing communication (Ratnatunga and Ewing, 2005).
· Limits the creativity - This means that if the promotion team comes up with a creative idea, but it does not fall within the objectives of the integrated campaigns, the team cannot implement the plan, no matter how creative it looks.
[bookmark: _Toc567006417][bookmark: _Toc101622581]Cadbury’s Promotional Strategies
[bookmark: _Toc819168134][bookmark: _Toc101622582]Online promotional strategies in Cadbury

Cadbury have developed a strong appearance and engagement with their target market on all main social media channels. This is a wonderful way to engage with their followers and encourage users to share and create bigger awareness of the product. 
Cadbury uses Twitter as an online social media channel and have developed a series of their own hashtags that tie in with their running campaigns, such as #FreeTheJoy which was altered to #UnwrapJoy around the Christmas period.
Furthermore, Cadbury run regular competitions through the platform in the form of games which receive a lot of positive engagement from their followers, build loyalty and attract new customers.
The brand also has a few Facebook pages; however, they are not as engaging and creative as Twitter. 
Cadbury also has many followers on Google+ but the channel is limited and there is no interaction with fans of the page through comments.
As the brand has already established a strong presence on all main social media channels an approach, they could take to enhance the brand awareness is creating a new and more engaging campaign. To maximise the campaign and its popularity, the company can focus on the social factor and make it family oriented by not only creating a competitive factor, but also bringing the family together. A campaign Cadbury could consider is a “Golden Family Ticket” campaign inspired by the Chocolate Factory movie. The campaign would consist of producing a set number of golden tickets which will be placed within the Cadbury Milky Dairy chocolates. The winners will win the exclusive opportunity to create their own Cadbury flavour chocolate. Furthermore, the winners will also take part in the production, taste, and packaging of the product. 

[bookmark: _Toc2065396724][bookmark: _Toc101622583]Offline promotional strategies in Cadbury

[bookmark: _Int_EJWjpAZe][bookmark: _Int_7eOgpycS]One offline promotional strategy which could be greatly beneficial to Cadbury is sponsoring school sport events. One hand, this will increase the brand awareness and popularity, but also will have a positive outcome to the image of the brand. Cadbury will be associated with healthy initiatives and a supporter of healthy lifestyle and exercising among young children and teenagers. The whole image of the company will be changed for good in times when people are more considerate of their health and eating habits, the organisations will not be linked only to sugar and sweet anymore, but healthy, better but yet delicious choices. Additionally to that, the company can promote its healthy crunch bars and snacks, which will also increase the awareness of the product and the sales. Furthermore, Cadbury can also combine the whole sponsorship program with creating surveys among school children, teachers, and parents, gathering feedback of the tastes and products they would like to see on the market. 
[bookmark: _Toc101622584][bookmark: _Toc1800452874]Brand and brand equity 

The brand is what and how people percept, see, and feel of a certain product, service, or event. The brand is not about the business or the organization, but the strong and positive emotions it creates in people. The brand is usually supported by a logo or symbol or also a special look/image of the products (Aaker, 1996). 
The brand equity is a set of soft factors which control the overall success of the brand by increasing and decreasing the utility associated with a product and therefore change the customers’ purchasing decisions. Brand Equity is a combination of consumer preferences, awareness, loyalty and the value of seizure (Keller, 2003). The brand equity, however, can be positive and negative.
 Positive brand equity is when consumers are completely satisfied with the product offered under the brand name, and in such a way as to use the brand name as a synonym for the product itself or the image that appears in the consumer's mind when thinking about the particular product, such as Nescafe for coffee, BMW for cars, Highland for still water, etc. 
Quite the opposite, the brand equity can have a negative effect on the customers when it does not deliver to the expected standards and therefore will provoke a negative reaction from the consumers. They would rather advise others not to buy the product because it is not good value for money. So, when the equity of the brand is high, customers will not give up on the product, even if the price for the same product is higher compared to its competitors. 

[bookmark: _Toc583392469][bookmark: _Toc101622585]Keller’s Brand Equity

Brand Salience
Customers' perceptions of a brand and how they distinguish ne brand from another are referred as brand identity. From the customers’ point of view, it is how the brand represents itself. This stage is an essential first step in building customer brand equity and carries the weight of the rest of the pyramid. Furthermore, it is important that people get the right recognition of the brand’s identity. Fail in accomplishing this level will lead to customers not progressing further up the pyramid. 

Brand Performance/ Brand Imagery
The second stage of Keller’s CBBE model is divided into two parts- performance and imagery. The performance is about all the features and capabilities the produce/service had, I.e., functionality, reliability, style, price, durability, customer service and satisfaction. Customers will go further the pyramid if the product delivers on the promises highlighted in the brand awareness campaigns. Or, on the other hand, if it does not meet the expectations, the company risks losing its customers. 
The imagery is about the way the brand affects the customers and whether it meets their psychological and social needs. Those needs can be met by either direct (customer’s own experience with a product/service or indirect (with targeted marketing, or by word of mouth) approach. 

Customer Judgements/ Customer Feelings 
This is the stage that corresponds to the customers’ feelings and response to the purchase they have made. At this stage it is vital that the product/service lives up to the reputation built earlier in the pyramid. Customers' response to the product or service will fall into two categories: judgements and feelings. The clients will judge the product based on its quality, credibility, practicality, and will also compare the brand to its competitors. Customers will also have a feelings-based response to the brand, and it will depend on the way the product/service made them feel. the brand can directly provoke feelings, but customers will also respond emotionally to how it makes them feel about themselves.

Customer Resonance 
At the top of the pyramid is the resonance, which is the most desirable and most difficult level to achieve. To achieve brand resonance, there should be a deep and psychological connection between the customer and the brand. This includes behavioural loyalty in the form of regular purchases, attitudinal attachment- where the customer loves the brand, sense of community- customers has a sense of belonging when they interact with people associated with the brand, and active engagement- customers are actively engaged with the brand. 


[image: ]
Fig 3: Customer Based Brand Equity Ideal Pyramid (Keller, 2003)

[bookmark: _Toc835461235][bookmark: _Toc101622586]Advantages and Limitations on Keller’s Brand Equity Model

The main advantage of the model is that is allows businesses to initiate a real, intense, and active relationship between the brand and its customers based on their feelings, judgements and overall opinion of the brand and its products. Another advantage of the model is that brands that manage to reach and fulfil all four levels of the pyramid gain a lot of valuable benefits, including higher price premiums and more efficient marketing campaigns. 
The main disadvantage of the CBBE model is that it does not focus on B2B market and builds value only on B2C businesses. This is because Keller’s model is focused mainly on individual’s perceptions of the brand in the assessment of brand equity. In B2B context, however, those other influencers can also have an impact on the brand equity (Gorgon, et al., 1993). Additionally, B2B products are often marketed under the manufacturer label where the company’s name is used with a specific product name, while Keller’s model is focused on the individual brand (Mitchell et al., 2001). As a result, the company name becomes a crucial decision variable. The company behind the brand is critical in a B2B context, while, in Keller’s model it is only a minor component (Selnes, 1993). 

[bookmark: _Toc1813019434][bookmark: _Toc101622587]Keller’s Brand Equity Model in Cadbury

[image: ]
Fig 4: CBBE Pyramid (The Cadbury Chocolatier, 2012)


 Brand Salience
As it can be seen from Fig 4., Cadbury has created an extremely high brand salience in a whole. Cadbury has achieved that through creating very easily recognisable products. Customers instantly link the products with its trademark purple colour. Furthermore, Cadbury are very well known for their “Glass and Half Full” symbol which attains moderate brand recognition. 
Brand Performance/ Brand Imagery
Cadbury has been a leading brand in the chocolate market for years and despite facing minor problems with packaging and quality in the past, the brand now rates very highly in the performance category. The company has always been associated with high quality and richness in chocolate. Cadbury packages evolve over time, but with the fact that people of all ages need to continue to identify the product, they retain many attributes as a sign of a solid brand that retains much of its significant value.
Customer Judgement/ Customer Feelings
Over the years Cadbury has created a high brand and product quality. It has also built itself a formidable reputation for its powerful heritage. Consumers trust the brand and feel that they can safely buy products not only for themselves but also for their family and friends. Customers are aware of the quality control that Cadbury applies to their products and feel that the company is highly credible. Cadbury is a brand that focuses not only on the individual, but also brings the family together. It can be consumed by individuals needs and used as gifts for others or celebrations. The brand evokes a lot of positive feelings in its consumers, such as warmth, happiness, and excitement. 
Customer Resonance
Cadbury has a very loyal customer base with clients spanning both children and the elderly. Customers feel connected and loyal to the company due to its high range of choices, quality, and performance. It is also considered a dessert alternative in some countries. 


[bookmark: _Toc768959081][bookmark: _Toc101622588]Customer Journey Map

A customer journey map depicts every interaction your consumer has with your service, brand, or product in a visual plot. The building of a journey map immerses you in the thinking of the customer, allowing you to understand where you are underperforming, what you are doing well, and where you may improve throughout the client's lifespan. A journey map shows all the touchpoints your customers may have with your brand, from how they first heard about you through social media or brand advertising, to their direct interactions with your product, website or your support team and includes all the actions your customer takes to achieve a goal over certain period.
The advantages of creating a customer journey map are that it allows companies and businesses to outline their current process by visualizing what the customers experience in real time. It can also pinpoint and address areas that need improvement by collecting feedback to meet the customer’s needs and wants.
Awareness
The first stage of the customer journey is the awareness, and this is the stage where the potential customer is now researching information, products, or services they would require. At this stage, the potential customer builds his first impressions of a business, brand, or company and decides whether to proceed with it. 
Consideration
At this stage, the potential customer has now narrowed down his options down and is considering which one would suit them the best. At this stage, the product or service is being compared to other solutions on the market. 
Purchase/ Decision 
During this stage, the customer has now done his research and is ready to do a purchase. They are well informed of the product/service that will fit their needs best and believe that the chosen company will also be best fit. At this point the customer’s reviews are vital because this is the moment when the potential customer may choose a competitor’s product/service. 
Retention
The retention stage refers to the ability of the company to retain its customers over a certain time of period and build loyalty with its customers through regular usage and value. 
Advocacy 
The final stage of the customer journey map is the advocacy stage, and this is when the customer becomes an active advocate for the brand through providing and spreading positive feedback. 

[bookmark: _Toc590829368][bookmark: _Toc101622589]Cadbury’s customers’ touchpoints

Some of the main Cadbury’s competitors include Ferrero Rocher, Nestle, and Lindt. All these brands offer variety of chocolate products, such as chocolate bars, blocks, and boxes chocolates (Gilliland, 2016). Hence, it is vital for Cadbury to stand out from its competitors and achieve a sustainable competitive advantage. To achieve that, the company uses the consumer behaviour concept of decision making which consists of pre-purchase (need recognition, research, evaluation of alternatives), purchase, and post-purchase stages (Karimi, et al., 2015). 

[bookmark: _Toc160589206]Cadbury Brand Pre-purchase touchpoint

The first touchpoint Cadbury makes with its customers is during the pre-purchase phase and this is when they need to introduce their new products in such a way that they cause a wave of excitement and desire in customers to go and buy this product as soon as possible. Throughout the year Cadbury has run many different campaigns to gain the attention of the target market, as well as advertisements and the social media platforms. An example of successful advertisement is the one of the drumming gorillas which the company created back in 2007. However, the commercials felt stale and irrelevant to the new and young generation, which is why the corporation launched a content-driven campaign consisting of a series of advertisements (D&AD, 2010). The first gorilla in the series, the drumming gorilla, was a big commercial success and skyrocketed Cadbury’s sales. However, despite having many successful advertisements and campaigns, the company concentrates on the social media as a pre-purchase touchpoint with its customers (Moth, 2012). Their most recent well-loved campaign "Easter Egg Hunt” is another example of successful engagement with the customers. Everyone around the world can participate in it and so far, there are 140000 hidden eggs waiting to be found (Evans, 2022). 
[bookmark: _Toc912212158]Cadbury Brand Purchase Touchpoint
The purchase touchpoint is the phase where the customer has already decided to purchase a product from chosen brand and is now browsing through their option. For Cadbury to satisfy on that phase, they try to create enjoyable experience by being flexible, adapting to sudden changes, and creating enjoyable experience. According to Claire Low, marketing director of Cadbury, customers are short on time, therefore their interaction with the brand and the products should be frictionless. This begins with the basics: improving product visibility, pictures, and thumbnails, emphasising positive reviews, and so on (Hamill, 2021). Example of such moves is the recent pandemic when the online shopping became the main way of product purchasing. During that time, Cadbury has managed to maintain and keep their customers satisfied and happy by offering their full variety of products online on multiple channels. I personally, as a customer, have never been disappointed with the brand. It is available in every shop and there is always a wide variety of products available. However, what I would really like to also see is bigger variety of healthy options, such as protein shakes and drinks, chocolatey-fruit snacks, as well as cereals for the younger part of the target market. 
[bookmark: _Toc7089914]Cadbury Brand Post-Purchase Touchpoint

The post-purchase customer point is all about the way customers felt about the product, whether they were satisfied and enjoyed the experience. It is the moment when feedback is provided, and Cadbury can use that feedback to reflect on the factors that need to be improved for the future. Cadbury's main place for feedback are their social media platforms, however they also have information how to contact them on their website. As a customer who regularly buys Cadbury products, I personally do not feel any post-purchase communication or engagement with the company. I feel like it only relies on the taste and the quality that will make me come back for more. However, something that would really touch me personally and make me even more loyal to the brand would be, for example, finding a “Thank you for believing in us” or “Thank you for choosing us” message written on the inside packaging of the chocolate bars. Additionally, customer satisfaction surveys could be made, as well as monthly discount coupons for gift hampers that can be purchased from the website can be printed off in newspapers or magazines.

[image: ]
Fig 3: A Customer Journey Map (Visser, M., 2017).

[bookmark: _Toc592271564][bookmark: _Toc101622590]Strengths and Weaknesses of Cadbury’s customer Journey map

After analysing the various stages of the customers’ journey map, as well as identifying the current existing customer touchpoints of Cadbury, in conclusion we can summarise the strengths and the weaknesses of the company and its customer journey map in general.
The strengths of Cadbury are that the company has created an extraordinarily strong brand and brand equity, the products are easily recognisable and available in both small and big supermarkets. The brand also offers wide variety of products with good taste and affordable price which associates the brand with excellent value for money. This, on the other hand, has built a strong customer satisfaction and loyalty. Cadbury has also proved to value its customers by being flexible and adapting to sudden changes and crisis, such as Covid-19 pandemic and making more products available on their direct channel of distribution. 
A significant weakness that the author has found in Cadbury’s journey map, however, is at the post-purchase customer touchpoint. Once a purchase has been done through an indirect channel of distribution, the contact between the company and the customer ends. Unless the customer wants to leave feedback in social media channel, such as Facebook or Instagram, or directly emailing the company, there is not any other form of post purchase connection such as surveys, coupons, etc. 
[bookmark: _Toc1454951162][bookmark: _Toc101622591]Kotler’s Five Product Level model

According to McIlroy and Barnet (2000), loyalty cannot be taken for granted and it will continue for as long as the customers feel they receive better value than they would obtain from another supplier. Day (1994) claims that being able to identify and satisfy customers’ needs leads to improved customer retention, and Clark (1997) also adds that customer retention is one of the greatest strategic advantages for surviving in today’s competitive environment. Many studies have shown that for a company to be successful on the long-term, it must create and maintain loyal and satisfied customers by adapting and listening to the customers’ needs and changing preferences. Additionally, companies should always take actions for improving those connections created. Kotler (2000) says that satisfaction is “a person’s feelings of pleasure or disappointment resulting from comparing a product’s perceived performance or outcome in relation to his or her expectations.” he also explains that customers’ need state the felt deprivation of a customer, while the customer’s wants are changeable and dependent on the individual personality and culture. According to Kotler, the product is not just a physical object, but also something that should be produced with the aim to satisfy a wide range of customer’s needs and expectations. Therefore, he creates a model which identifies five basic levels that all products need to fulfil in order to increase customers’ satisfaction which will also have a positive effect on the brand equity and business awareness. 


Core level products- from fig.4. we can see that the core level products are those which address the fundamental needs of customers, such as food, water, home needs. For example, a customer who does a grocery shopping has a core need for food and eating. Or someone who buys a car has a core value to travel quickly and conveniently from one place to another. 

Basic level products- the basic level products are such that offer only attributes or characteristics that are necessary for it to function, there are not any extra features included. Hence, because of the lack of features and attributes, businesses that only offer generic products experience high competition on the market and find it challenging to build strong brand equity. Examples of such products are bottled water, mirrors, and beds.

Expected level products- the expected level products are different from the previous two levels because those products have added value features. However, the problem with those is that with the time they become normalised and even revert to core level products. 

Augmented level products- these products have extra features added that have competitive advantage as well and make them the better value for money among the competitors. For example, laptops that come with a warranty for a no-extra cost are augmented level products. 

Potential products- the potential products are the updated and innovated augmented level products. It is important that businesses stay up to date with the market and customers’ needs, wants and expectations. Otherwise, if the augmented products do not get upgrade to the next and final level, they risk falling back to the lower level of the model. 

[image: ]
Fig. 4. Five Products Level model (Kotler,2000)


[bookmark: _Toc1082615016][bookmark: _Toc101622592]Kotler’s Five Product Level model in Cadbury

Core product- at the core level, Cadbury products aim to satisfy customers’ need for food and sweet craving. Additionally, it also aims to quench a customer’s thirst through their drinking chocolate. 

Basic product- chocolates come in various flavours, types, and packages. The company also offers products for special occasions, gift hampers, gift boxes, as well as festive chocolates and chocolate boxes. The drinking chocolate also comes in various flavours, variants, and packaging sizes. 

Expected product- when it comes to value- adding, Cadbury does also offer ice-cream which is a great option for the hot part of the year. Furthermore, the company’s healthy bars are another form of expected product. 

Augmented product- Cadbury's products exceed customer’s expectations with taste, quality, value for money, and wide variety. The company has also managed to differentiate its brand from the competitors with its never changed well-known purple packaging, as well as various campaigns. 

Potential product- due to significant brand equity and value there is a minor risk for Cadbury’s augmented products to fall to lower levels of the model. However, the company can still focus on creating more and new healthier options and even maybe breakfast cereal options to the market.

In summary, Cadbury fulfils each level of Kotler's product model by offering wide variety of products with high quality and affordable price, meaning that both customers' needs, and expectations are met. The product is also available at every shop, both in smaller and bigger sizes. The only field of improvement on which the company could focus is the healthy bars and expanding its existing range. Furthermore, Cadbury could potentially consider the younger part of the target market by offering cereals and focusing on the baby food production. 
[bookmark: _Toc2120108316][bookmark: _Toc101622593]Recommendations and conclusion
To sum up, Cadbury is an extraordinarily strong well renowned brand which gains their success through remarkably successful strategic and competitive marketing decision. The company has always been focussing on the customer’s needs and expectations and have fulfilled that level by offering more than 14 products on the market with various tastes, sizes, and affordable prices. The company manages to keep customers interested, entertained, and engaged by creating various marketing campaigns and communicating through many social media channels. 
However, a few recommendations could be made for the future development of the company. Firstly, based on the expanding healthy eating campaign in the world, Cadbury need to launch healthier solutions for their customers, such as healthy cereal, protein bars, and protein drinks. Additionally to that, they could also consider them step into the baby food market by developing few baby purees and nectars. 
Although Cadbury has a stable connection with its customers, it would be a good idea to put a hint of personal attitude to each of them by creating a new customer post-purchase touchpoint for all their products offered through indirect channel of distribution. A thank you note in the packaging of the products, coupons on the newspapers or monthly discounts could be a strategic marketing decision for not only keeping customers’ loyalty and satisfaction, but also attracting new customers and increasing sales.

In conclusion, the report provided a definition of communication and analysis of Shannon and Weaver’s model of communication. The definition of Integrated marketing communication and its advantages and disadvantages was also included and analysed. A discussion of Cadbury’s promotional strategies was provided, and new ideas of online and offline strategies was also given. The paper also explained the idea of brand and brand equity as well as analysed Keller’s brand equity model and its advantages and limitations. Next, the report focused on analysis of customers’ journey map and the customers’ touchpoint in Cadbury as well as the strength and weaknesses of the company’s journey map. At the end, the report examined Kotler’s five product level model and the way Cadbury implements the model in order to achieve customers’ satisfaction and loyalty. The paper concluded with recommendations for future developments and marketing strategies and new customer touchpoints Cadbury could focus on in order to achieve better customer satisfaction and to increase its revenue. 
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* Has a loyal customer base with attitudinal
Attachment.

¢ Customers feel connected to the brand due to
positioning to families

¢ Brand has a good reputation due to
heritage

# Good Quality and Value for Money

o Style and Design: Purple and
distinctive packaging.

* Happiness, Romanticism
*Indulgence, Family orientation,
Warmth, Excitement

» Universally relevant
to both young and old

¢ Fun Experience
Celebrations

+“Feel Good” Brand

+ Good quality
* Reliable Brand
* Affordable

* High Awareness, High Recall and High Brand Recognition
* Impulse vs Take Home





