MODULE CODE: LCBB4004
MARKETING FUNDAMENTALS
Lecturer: Zameer Hussain
ASSIGNMENT: 2
Individual Report: The Effect of Globalisation on an Organisations’ Marketing Strategy
                                           Aleksandar Valentinov Petrov 2112978


Table of Contents
Introduction	3
Marketing Mix of Cadbury	3
Product Strategy	4
Pricing Strategy:	5
Place & Distribution Strategy:	6
Promotion Strategy:	7
People	8
Process	9
Physical Evidence	10
Market Research	11
Target Market	11
Brand equity of Cadbury	11
Competitive analysis of Cadbury	12
Role of Stakeholders in Global Marketing	13
Types of Stakeholders	13
Roles of Stakeholders in Global Marketing	13
Conclusion	15
References	16



[bookmark: _Toc110284639]Introduction 
Bailey & Alexander (2019) stated that Marketing has a greater influence on the success of the company than any other factor or department of the company. The effectiveness of band positioning and competitive advantages are determined by the marketing activities for both consumers and businesses. If any organisation has influential and efficient marketing performances, the company can make extraordinary growth and success story in both local and global markets. Child & Smith (2021) stated that marketing develops a positive image of the brand to the customers. It ensures that the features and perceived value of the products and services offered reach the target audiences properly and regularly. Thus, marketing is the most critical element of the company that ensure the growth and sustainability of the organisation. 
This report will analyse the international marketing practice of Cadbury. Cadbury et al. (2022) mentioned that Cadbury is the subsidiary of Mondelez International. Cadbury it is founded in 1824 in England. This is a British Multinational company that manufactures chocolate and beverage items. Currently, Cadbury has direct operations in sixty countries, and it sells its product to more than two hundred countries. Conyon & Mallin (2021) mentioned that it has employed around 46000 employees globally. This company is part of the London Stock Exchange since 1984. 
[bookmark: _Toc110284640]Marketing Mix of Cadbury 
Dahya et al. (2022) stated that the marketing mix is the most common strategic approach for developing and analysing the marketing performances of a company. The elements of this framework play tactical roles. The elements of the marketing mix are variables and controllable that must be managed to control and satisfy the target group. All elements of the marketing mix act simultaneously as they support each other while implementing the marketing strategies. Dedman (2020) mentioned that Marketing Mix of Cadbury analyses its marketing performances by implementing 7P's such as Product, Price, Place, Promotion, People, Process and Physical evidence. Marketing Mix deals with product development, product innovation, pricing strategy, store locations, distribution channels, and promotional activities. Cadbury uses these strategies to be successful in both local and international marketing. Thus, Jones & Pollitt (2021) stated that this company can achieve competitive advantages, business goals and sustainability in the global market. 


[bookmark: _Toc110284641]Product Strategy
Kinnersley et al. (2021) mentioned that Cadbury has a large product portfolio for the target market. Every product has a different audience and is designed as per the demands of each country. Products are varied from location to location maintaining the standard of products for each location. The rest of the products of Cadbury are being developed based on national and festive occasions such as Christmas, Diwali, Eid, Halloween and so on. Musa et al. (2021) mentioned that the product portfolio not only covers chocolates but also desserts and beverages. Cadbury prefers to develop its product segregation based on the demographic areas. That is why products are different in different areas through the brand name similar. This company also has entered ice-cream and biscuits segments.
[image: Cadbury Celebration Chocolate]
Fig: products of Cadbury
 Rowlinson & Hassard (2021) stated that Cadbury caters for a lot of customers by enabling customised product packaging focusing on the values and culture of that country. Among products, Fruit Sundae, Crème Egg, Bourn Vita, Dairy Milk Fruit, Bournville, Cadbury Dairy Milk, Caramel, Perk, Pretzel, Caramel Cake Bars, Brunch Hazelnut, Crunchie, Cadbury Five Star, Bytes, Blackcurrant Mini Rolls and Oreo are noteworthy as well as Star product of the company. In the global market, Smith et al. (2022) mentioned that Cadbury is known for the “Creme Eggs” product that is catered to the Easter Festival. A classic product like Dairy Milk is common in all markets and running for years to support the niche market though this company is developing its taste every year. 
[bookmark: _Toc110284642]Pricing Strategy:
[bookmark: _heading=h.2et92p0]Weir & Laing (2021) stated that the pricing strategy of Cadbury is hybrid and designed as per the quality of the products. Cadbury offers both premium and general products for the customers. Eclairs, Five Stars, Perks, Classic Dairy milk are examples of low-priced products that cater for the needs of low-priced segments. Premium products such as Bourneville, Dairy Milk Silk, and Bourn Vita are examples of Premium products that target the high-income level class of the target market. Woodruff et al. (2021) mentioned that the pricing strategy depends on the packaging, quality, and economic factors of the market. Moreover, Cadbury designed prices based on the size and shape of the products. Cadbury placed the pricing strategy in such a way that anyone can afford the products from the retail shops. To attract customers during festivals, Bailey & Alexander (2019) stated that Cadbury also offers gift packs at discounted rates and places the gift packs in the target market to create a desire to buy the products during the festive seasons. Cadbury also ensures that constant marketing activities reach customers with different taste buds. Cadbury et al. (2022) mentioned that apart from the chocolate product, Cadbury also offers Health drinks products at affordable costs compared to other competitors such as Nestle, Unilever, GSK. 
[image: Heart Melted Slik Cadbury Chocolates Bundle : Gift/Send/Buy Gourmet Gifts  Online CL0013 | egiftmart.com]
Fig: Bundle of Cadbury
From the discussion, Dairy Milk is the core product considering pricing and accessibility to the customers. Moreover, this analysis found three types of Pricing strategies of Cadbury such as- 
1. Skimming Pricing: Child & Smith (2021) stated that these are the premium-priced products that create perceived benefit for the customers by fulfilling their desires and demands from the new products or packaging. Cadbury Silk, Bourneville, and Oreo Biscuits are the perfect example of a Skimming pricing strategy as Cadbury keeps the pricing higher than competitors. 
2. Bundle Pricing: Conyon & Mallin (2021) mentioned that Bundle Pricing is designed to attract customers in such a way that they become benefitted to buy products in a bundle. These bundles are very prominent during the festive and celebration period. 
3. Economy Pricing: Dahya et al. (2022) stated that Cadbury ensures that there are systematic variations among the product prices to appeal to a broader customer base. Low-priced products such as Classic Dairy Milk, Perks, and Eclairs are segmented into this group. 
[bookmark: _Toc110284643]Place & Distribution Strategy:
[bookmark: _heading=h.3dy6vkm]Dedman (2020) mentioned that Cadbury is available in more than sixty countries in the world. The main factor that helps Cadbury to expand in the global market is strong and efficient supply chain management. The impact of the global supply chain is remarkably high for the sustainability of Cadbury in the international market. Apart from sixty direct operational countries, this company has appointed distributors in the rest of the countries to make sure that products are available to all people of this world. Jones & Pollitt (2021) stated that the placement of the products enables the profitability and sustainable revenue model of the company. The beverages and food items are available in all supermarkets, groceries, and retailers. The distribution channel ensures that every retailer has at least one category of Cadbury product. 
[image: Cadbury partners John Lewis for Easter retro video store | Campaign US]
Fig: Dedicated Cadbury store
[bookmark: _heading=h.1t3h5sf]Kinnersley et al. (2021) mentioned that with the evolution of eCommerce and online platforms, Cadbury has also expanded its availability on the online marketplaces for the easy shopping of the customers. Cadbury caters for the idea of gifting products to the dearest ones with beautiful packaging so that customers can remember the name for a longer time. Musa et al. (2021) mentioned that the products of Cadbury are available in both urban and rural areas. As it is already discussed that the products are designed in such a way that anyone from any income level can buy the products. That is why, Cadbury ensures that every retailer and store has a variety of products to offer the customers. 
[bookmark: _Toc110284644]Promotion Strategy:
[bookmark: _heading=h.2s8eyo1]Rowlinson & Hassard (2021) stated that the promotional mix of Cadbury uses both conventional and digital promotional methods to advertise the brands and products. Among the traditional methods, Cadbury uses television, radio, newspaper, magazine, print media and billboards to promote its features and advertise its brand image. Smith et al. (2022) mentioned that this company makes significant efforts to reach customers through digital platforms and media such as Facebook, LinkedIn, Instagram, Twitter, review sites and websites. 
[image: Social distancing and a story in Cadbury Dairy Milk Silk's new ad,  Marketing & Advertising News, ET BrandEquity]
Fig: Advertisement of Cadbury
[bookmark: _heading=h.17dp8vu]The main element of the advertisement of Cadbury is the Tagline such as “Kuch Mitha Ho Jai” in India, and "Taste like this feel” in the UK and Europe. Weir & Laing (2021) stated that this shows that Cadbury is trying to reach the customers through emotion and culture. Also, the taglines promote that there is hidden happiness in Chocolate consumption with family and dearest ones. Among the health beverage product, Bourneville also uses the tagline "You Earn It". Cadbury also has celebrity endorsements for every brand and product to reach close to the customers. This company also use BTL marketing strategies through integrated communication channels. The goal of this communication is the promote the products through regional language and dialects. Thus, Woodruff et al. (2021) mentioned that Cadbury tries to gain market share from the regional competitors through direct engagement with the audiences. From the discussion, Cadbury uses every media and method available to reach the customers by offering happiness by buying chocolates. 
[bookmark: _Toc110284645]People
Bailey & Alexander (2019) stated that People are the backbone of Cadbury and employed around 46000 people to run these global operations successfully. Cadbury ensures that every employee gets the right training at right time to deliver the appropriate service to the customers. Moreover, people develop strategies to ensure sustainability and constant growth of the company. In the chocolate industry, customers judge the company's image and services from the interaction with staff and the support received from them. Cadbury et al. (2022) mentioned that Cadbury ensures that every employee develops people skills and service as well as product knowledge. Moreover, Cadbury also provides both monetary and non-monetary benefits to the employees to keep them motivated and energetic during services in this company. 
[image: Workers at Cadbury World on the site of the Cadbury chocolate factory  founded by George Cadbury in 1879, England, United Kingdom Stock Photo -  Alamy]
Fig: Workers of Cadbury Factory
[bookmark: _Toc110284646]Process
[bookmark: _heading=h.lnxbz9]Child & Smith (2021) stated that Cadbury is known for the best quality products. This company maintains both global and domestic standards to manufacture and deliver its products. The total process of Cadbury starts from collecting raw materials to delivering products to the customers. The process ensures that every chocolate bean collected is fresh and has the best quality. Moreover, Conyon & Mallin (2021) mentioned that this process ensures that every retailer has the products before stockouts by projecting the needs and demands of the target market. Due to its constant availability in the shops, customers prefer the products more than any other available in the market. 




[bookmark: _Toc110284647]Physical Evidence
[bookmark: _heading=h.1ksv4uv]In the chocolate industry, Dahya et al. (2022) stated that physical evidence is an essential element of the marketing and service mix that allows the customer to trust and judge the brand image and values of the company. Consumers develop a perceived value and image of the company through the physical evidence of the company. Cadbury has physical evidence on both online media and offline channels. Dedman (2020) mentioned that customers see advertisements and billboards of this company and develop strong trust in the taste, price, and perceived value. Without having a strong presence in the market, customers develop confusion about the quality and service of the company. That is why Cadbury ensures that every target market has a strong presence of brand image and physical evidence of this company along with advertisements. 
From the discussion, Jones & Pollitt (2021) stated that Cadbury uses an extensive and hybrid marketing mix for the large product lines and varieties of target audiences. The nature of its marketing mix of Cadbury is aggressive compared to other manufacturing companies in various segments. As customers consume chocolate occasionally, Kinnersley et al. (2021) mentioned that the marketing strategies of Cadbury focus on occasions, festivals, and happiness. This brand has created chocolate as a symbol of love and happiness through its marketing and promotional mix. Thus, customers are happily consuming the chocolates despite their health and nutrition values. 









[bookmark: _Toc110284648]Market Research
[bookmark: _Toc110284649]Target Market 
Musa et al. (2021) mentioned that the global market segmentation of Cadbury for all products has focused on several factors. This company targets consumers from every stratum of the market so that everyone can enjoy Cadbury products. In some countries, Cadbury has positioned its beverage product Bournvita as an essential health drink for the development of children. It targets parents having kids aged between 2 to 10 years. Currently, this beverage product is extremely popular among Generation Z and millennial parents. Rowlinson & Hassard (2021) stated that this is an affordable product for middle- and upper-class people of any country. 
On the other hand, Bourneville, Cadbury Temptations and Cadbury Silks are premium products that are designed and target high-income level customers. Moreover, Cadbury brought multiple versions of Cadbury silks to target those who cannot resist to eat chocolates. To understand the multiple market segmentations and target audiences of Cadbury, the following table has a summarization of target audiences. 
	Demographic wise target market

	Age Category 
	Product name 

	Kids/Child
	Classic Dairy Milk, Eclairs, Five star, Perks, Bournvita 

	Young Adult 
	Silk, Bournville and Oreo 

	Adults
	Bournville, Cadbury Temptations and Ice Cream. 


 
[bookmark: _Toc110284650]Brand equity of Cadbury
Smith et al. (2022) mentioned that Cadbury targets every consumer of all ages to encourage and motivate them to purchase chocolates for themselves and family. To develop strong brand equity and competitive advantages, Cadbury changes the packaging of all products to celebrate the festivals such as Easter, Christmas, Mother's Day, and other religious festivals. Weir & Laing (2021) stated that the main aim of developing this band equity of Cadbury is to impulse customers to choose Cadbury over all other chocolate manufacturers in this world. The integrated marketing communication has given Cadbury a global network to connect and maintain consistent brand equity throughout the year. 
[bookmark: _Toc110284651]Competitive analysis of Cadbury 
Woodruff et al. (2021) mentioned that the confectionaries industry is overcrowded by local and global manufacturers. This market is highly competitive. Customers sometimes remain in confusion to choose products from world-class options available in the stores. Though the parent company of Cadbury, Mondelez International, is the leader in the global confectionaries industry, this company face intence competition from Nestle, Perfetti, Kraft, Tesco, Ferrero Rocher, Kraft Foods, Amul in the international market. Bailey & Alexander (2019) stated that the competitors also offer the same products with different tastes and values. Cadbury has dedicated R&D facilities that are working regularly to formulate products aligning with the dynamic and changing lifestyle of the local and international market. Thus, this company ensure high growth in the international markets. 














[bookmark: _Toc110284652]Role of Stakeholders in Global Marketing 
Kotler et al. (2021) stated that a stakeholder is a person that has an interest in the business. Cadbury et al. (2022) mentioned that the stakeholder can impact the business and affect the operation. Anyone can be a stakeholder of a company such as employees, vendors, customers, suppliers, retailers, and any other person. They have an interest in the company and they invest in the company directly or indirectly to determine the growth and future of the company. Stakeholder plays a critical role in the daily operations and marketing activities of the company. 
[bookmark: _Toc110284653]Types of Stakeholders
There are two types of stakeholders such as internal and external stakeholders. 
· Internal Stakeholders: Musa et al. (2021) mentioned that employees are internal stakeholders of the company. Some of them are part of the decision-making team who have voting and authorisation power to the company. Internal stakeholders invest for the greater interest and become the board of directors of the company. Internal stakeholders have the authority to make the decision regarding daily operations and organisational strategies. 
· External Stakeholders: Rowlinson & Hassard (2021) stated that these are external people who have a direct or indirect interest in the company. They do not have authority to bring changes to the company, they influence the company to make changes as per their needs. Customers, retailers, and suppliers are examples of external stakeholders. 
[bookmark: _Toc110284654]Roles of Stakeholders in Global Marketing 
As the stakeholder of Cadbury is part of direct management, Smith et al. (2022) mentioned that they approve most of the marketing decisions. Being a public limited company, the board of directors of Cadbury helps to take marketing decisions. They can take over the service function to make this company a successful one in both local and global markets. 
To operate the global marketing environment, stakeholders are the source of financial resources as they are large investors of Cadbury. Thus, Weir & Laing (2021) stated that internal investors can decide when to invest money in marketing operations. Moreover, the investors of Cadbury can pressurize the team to see the outcomes of the marketing investment through financial reports. Global marketing operations require huge investment and stakeholders are the main decision-making body regarding this. Woodruff et al. (2021) mentioned that all the internal stakeholders are major stakeholders of the company and monitor the overall growth and progress of the company. They are the faces behind the corporate conscience of Cadbury. They ensure that the marketing team of Cadbury is ensuring the human right and local laws while promoting the products and brand name. They also monitor the potential harmful events to the environment in the global market. 
Bailey & Alexander (2019) stated that the communities and customers are the secondary and external stakeholders of Cadbury. The area where Cadbury is operating is also a stakeholder of the company because the community is being benefitted through the operations of this company. Cadbury creates jobs for the community and trains locally based people to become part of a global company. Thus, Cadbury et al. (2022) mentioned that the community also promote the brand image and products of the company through word-of-mouth marketing tactics. This is how the community also define the marketing activities of Cadbury. Suppliers are vendors are the external stakeholder and they play a very decisive and crucial role in the marketing activities. Though suppliers are part of external stakeholders, Child & Smith (2021) stated that Cadbury considers suppliers as the primary stakeholders of the company. Suppliers source raw materials from the best sources for Cadbury as they are experts in this field to meet the requirement of the company that the company does not have. Thus, Cadbury tries to fulfil the desire of the customers after analysing their feedback and suggestion for the company. 
Apart from the major marketing responsibilities of the stakeholders, Conyon & Mallin (2021) mentioned that stakeholder defines the new development areas and marketing work on the feasibility and future. They can contribute to market penetration and increase the revenue of the company. Marketing gets most of the innovative ideas from the various stakeholders of Cadbury.
To get benefits from stakeholder, Cadbury engages and involve them in various activities and operations actions. Dahya et al. (2022) stated that some of the stakeholders sell the final product of the company such as distributors and retailers and they must be involved and engaged from the beginning of the process. If Cadbury finds any opportunities for the market, this company must involve and collaborate with the stakeholder to face the market and get the best output from it. Thus, Cadbury highlights its goals and objectives in the domestic and international market. 
The goal of marketing is to generate qualified leads. Jones & Pollitt (2021) stated that it is extremely easy to generate through product marketing through advertisement, content development and value propositioning of the company. To do so, Cadbury learns from the stakeholder where to put the ad and arrange marketing campaigns to drive and generate leads from the market. Similarly, the marketing team involves the internal stakeholder to develop products as per the idea generated for the campaign and new customer base. Dedman (2020) mentioned that Cadbury makes this possible to ensure support marketing by engaging the stakeholder in the global market. Lastly, the role of the stakeholder in the development of the company and its marketing activities is critical. In this age of information and technology, companies have developed several hybrid methods of strategies to engage the stakeholder in various levels of operations. By collecting the data from external stakeholders, the company can easily develop strategic marketing actions to beat the rivals in the same market. 
[bookmark: _Toc110284655]Conclusion
The role of marketing in Cadbury starts from understanding and identifying the customers and target audiences by offering value through products and services. By knowing the needs and demands of the customers, Cadbury develops a marketing plan and positioned its products to the target market to fulfill the desire of the target audiences. The knowledge collected from the market helps to create distinctive products and services for the customers. As the market is changing constantly and more rivals are entering in the market, this found that Cadbury operates in a very crowded and competitive market. By developing sustainable marketing strategies, Cadbury sustains this global competition in this industry. 
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