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1. Introduction
Cadbury​‍​‌‍​‍‌​‍​‌‍​‍‌ is one of the most globally recognised confectionery brands in the UK and, basically, everywhere. The business was established in Birmingham in 1824. At present, it is a part of Mondelēz International and has well-known products like Dairy Milk, Creme Egg, and Roses. Cadbury is a company in the fast-moving consumer goods (FMCG) sector and, as a result of its brand heritage and customer loyalty, enjoys a very strong market position in the UK chocolate industry (Mintel, 2023).
The main aim of this report is to implement a situational analysis which helps to understand the external factors influencing the marketing decisions and the strategic direction of Cadbury. The PESTLE analysis framework is employed as it provides very detailed information about the various facets of the external business environment that the enterprise faces, i.e., political, economic, social, technological, legal, and environmental (Kotler and Keller, 2016).
2. Situational Analysis
The PESTLE analysis assists in determining the external forces which influence the marketing and business strategies of Cadbury in the UK market.
	Factor
	Key Issues
	Marketing Implications for Cadbury

	Political
	The​‍​‌‍​‍‌​‍​‌‍​‍‌ changes in UK trade policies along with Brexit have significantly affected the import and export costs of raw materials such as cocoa. Besides, the health-related initiatives by the UK government aiming at reducing the consumption of sugar are a source of trouble to the companies producing confectionery (BBC News, 2023).
	Cadbury must adjust product formulations to meet legal sugar limits and manage sourcing strategies to reduce supply chain risks.

	Economic
	Inflation and rising raw material costs, particularly cocoa, impact production expenses. Changes in consumer purchasing power can influence demand for chocolate products (Euromonitor, 2024).
	Cadbury may need to adapt pricing strategies to stay competitive while maintaining profit margins. Value-based promotions can appeal to price-sensitive consumers.

	Social
	Consumers are becoming more health-conscious and socially aware. There is also a growing preference for ethically sourced and sustainable products (Accenture, 2023).
	Cadbury can focus on low-sugar and Fairtrade-certified products to attract health-conscious consumers and enhance its brand image.

	Technological
	Technology influences marketing and production. Growth in e-commerce and social media offers new platforms for brand engagement (Deloitte, 2023).
	Cadbury should strengthen digital marketing campaigns and invest in automation to improve production efficiency and online visibility.

	Legal
	The UK has strict food labeling and advertising laws, particularly for products aimed at children (Gov.UK, 2023).
	Cadbury must ensure compliance with health labeling and advertising restrictions, which will influence design, packaging, and marketing content.

	Environmental
	Climate change affects cocoa farming and supply, while consumers demand eco-friendly packaging (Guardian, 2024).
	Cadbury should continue investing in sustainable cocoa sourcing and recyclable packaging to meet environmental commitments and improve its corporate reputation.



From this PESTLE analysis, it is evident that external factors play a significant role in influencing both marketing and business strategies for Cadbury. The organisation should focus on both making profits for the business and creating value for society by providing healthier and sustainable food, along with adopting innovative digital marketing approaches.
3. Critical Analysis and Evaluation
From the PESTLE Analysis above, it can be noted that external elements have a significant impact on marketing structures and long-term strategies adopted by Cadbury. According to Marketing Environment Theory by Kotler and Keller (2016), it is necessary for a business to keep pace with developments in the external environment in which it is operating to increase chances for success.
From a product strategy perspective, political and societal circumstances are pressuring Cadbury to produce products that meet public demands for healthcare and sustainability. Due to the UK governmental campaigns to cut sugar and adopt healthier diets, Cadbury has already begun launching low sugar content in its popular items like Dairy Milk (BBC News, 2023). The social trends further demonstrate that consumers are more concerned with ethical and sustainable production. Consequently, Cadbury prioritises the Fairtrade cocoa and recyclable packages (Guardian, 2024). The strategies assist in safeguarding the brand image and fulfilling the expectations of the customers.
On pricing strategy, the economic pressures, such as inflation and increasing cocoa prices, imply that Cadbury has to strike a balance between affordability and profit margins (Euromonitor, 2024). Applying the concept of competitive strategy provided by Porter (1980), the firm can choose a differentiation strategy, keeping a marginally higher price but emphasising the quality of the products and ethical sourcing to support value.
In terms of promotion strategy, technological advancements have revolutionised marketing communication of Cadbury. The company relies on digital platforms and social media to spread its brand story and connect with customers. The campaigns like the "Donate Your Words" establish emotional appeal and increase brand loyalty (Deloitte, 2023). This assists the company to be competitive in a digital market.
Lastly, on its distribution strategy, online shopping and e-commerce expansion enable Cadbury to achieve presence outside of the traditional retail (Accenture, 2023). Enhancement of relationships with retailers such as Tesco and expansion of online presence will provide coverage to the market.
In the context of a Resource-Based View (Barney, 1991), Cadbury possesses the advantage of strong brand equity and heritage, which are key internal resources that enable the company to effectively respond to external pressure. Nevertheless, there are still difficulties, such as the increasing production costs and health-related regulations that can restrict the flexibility in product innovation. Overall, the long-term competitive advantage of Cadbury relies on continuous adjustment to these external factors.
4. Conclusion and Recommendations
This analysis has revealed that Cadbury is most influenced by political, social and economic forces in its marketing strategy. More sustainable and low-sugar product innovations are needed because of health regulations and evolving consumer attitudes. Brand positioning and flexible pricing is also necessary due to economic uncertainty.
Recommendations:
· Invest more in sustainable sourcing and recyclable packaging.
· Add low sugar and vegan products lines to address health trends.
· Enforce digital marketing and storytelling on ethical values.
Situation analysis plays a critical role in strategic planning since it allows firms such as Cadbury to identify opportunities and threats in the external environment at an early stage. Knowledge of such changes allows the management to make sound marketing choices that are both competitive and socially responsible in the long run (Kotler and Keller, 2016).
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