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[bookmark: _Toc143804089]1. Introduction
Marketing management necessitates implementing and developing strategic marketing programs, activities and processes that align with broader business objectives by using customer insights, tracking metrics as well as optimising internal processes to obtain success. The main aim of the study is to assess the marketing management of a well-known UK-based company namely “Cadbury” (cadbury.co.uk., 2023). Cadbury is a British multinational confectionery company owned by Mondelez International and is known for its “Dairy Milk Chocolate”. The major scope of the study is to conduct an environmental marketing analysis by considering the internal and external environment and the role played by marketing within the organisation. 
[bookmark: _Toc143804090]2. Company Overview 
The notable British confectionery organisation Cadbury was established in 1824 by John Cadbury, and it is notable for its top-notch chocolates and confections (cadbury.co.uk., 2023). The objective of the business is to give joy to everybody by making lovely and luscious delights. Cadbury has laid down a good foundation for itself as an easily recognised name and is associated with charming confectionery experiences that unite individuals because of its extended history that goes back nearly two centuries.
[bookmark: _Toc143804091]3. External environment analysis
PESTLE ANALYSIS
Cadbury’s external environment is to be assessed via Pestle analysis that focused on discovering the factors impacting the growth of the multinational confectionery company. 

	Political 
	· Foreign Policies
· Brexit deal (reuters.com., 2020)
· Taxation (globallinker.com., 2022)
· Outsourcing 

	Economic
	· Economic recession
· Profitability
· The annual inflation rate amounted to 7.9% in June (tradingeconomics.com., 2023)
· The unemployment rate amounted to 4% from March to May (tradingeconomics.com., 2023)

	Social 
	· Social acceptance 
· Halal or not
· Causing Obesity

	Technological 
	· Research and Development
· Social media channels

	Legal 
	· Intellectual copyright issues
· Sugar tax

	Environmental 
	· Low carbon emission
· Cocoa life program


Table 1: Pestle analysis
(Source: developed by the author)
Political
Cadbury is one of the multinational confectionary brands that operate in multiple countries and approximately about 75% of the company’s revenue is generated from outside of Britain and America. The growth and operation of the company is impacted due to tariff and trade policies of different countries. Since the Brexit deal, other Europeans are not allowed to enter the market and therefore restrictions on foreign workers and cheap labour negatively affected the operation of the company in the UK (reuters.com., 2020). 25% increase in the Value-added tax on the sale of different chocolate confectionary items has significantly dropped the total sale of the company (globallinker.com., 2022). However, outsourcing allowed the company to create job opportunities in developing countries such as India along with managing the issue of high cost.   
Economical
Wars, international political issues, oil crises and other conflicts have struck the global economy into recession. Moreover, the growth of the inflation level has negatively impacted the creep and purchasing power (tradingeconomics.com., 2023). This has caused a decrease in demand for the product by negatively affecting the sales of Cadbury. On the other hand, the UK’s unemployment rate amounted to 4.0% which created an atmosphere of social unrest and financial instability along with minimising the buyer’s spending (tradingeconomics.com., 2023). As a result, in 2022, the annual revenue of the company has increased by 7% whereas the company’s net income declined by 29.55% which means no contribution to profitability and growth of the company. 


Social
Cadbury has been able to penetrate different countries across the world due to the high level of social acceptance of chocolate candies. Certain Muslim consumer markets remain highly cautious regarding halal food and the ingredients used in the product. Therefore, the brand must ensure that it is following the religious and cultural norms to successfully conduct its operations in Muslim countries. In the Western world, obesity among young children is a serious issue and high-sugar products and confectionery items are the primary cause of cholesterol issues and obesity (healthcentral.com., 2023). Cadbury must keep in mind the health concerns issues of the customers because they have become highly cautious. 
Technological
A significant amount of resources and capital has been invested by Cadbury in Research and development that uplifted the production process and the tech capabilities of the company. This resulted in lower production, the set-up of low retail prices along with increasing profitability and sales. On the contrary, in order to connect with its customers and introduce its latest offers and products, Cadbury has employed several social media platforms such as Twitter, Instagram and Facebook (businesstoday.in., 2020). It assisted the brand to develop a strong interconnection with the target customers and spread brand awareness.    
Legal
Counterfeiting is a common kind of issue faced by confectionery product manufacturing brands and different IPR regulations and laws are there in different countries. As a result, Cadbury must be aware of those regulations and laws before outstretching its operations in different markets. The UK government has imposed a tax on sugar-containing products or sweet products to deal with obesity and other health concerns (instituteforgovernment.org.uk., 2022). The product portfolio of Cadbury involves a lot of sweet products which can negatively affect the revenue and profitability of the company.   
Environmental
Cadbury has introduced the “Cocoa Life Program” to empower and help farmers in several developing countries. This program encourages the farmers to get involved in environmentally friendly farming practices such as minimising the usage of pesticides by 20% (cadbury.co.uk., 2023). The confectionery brand has adopted certain strong steps for reducing its carbon emission and carbon footprint rate to comply with the regulations of the UN.
The PESTEL analysis concludes that Cadbury operates in a changing business environment. The business must modify its strategies, product offerings, and operational procedures to navigate these factors. Cadbury will be able to maintain a competitive advantage and achieve long-term success by addressing geopolitical, economic, cultural, technological, legal, and environmental developments.
[bookmark: _54yhxkfxypft][bookmark: _Toc143804092]4. Porter’s Five Forces Analysis

	Threat of New Entrants
	Low: For manufacturing, distribution, and brand building, the confectionery sector needs a large capital commitment. The robust brand reputation, wide range of products, and international distribution network of Cadbury serve as entrance barriers (HIDIROĞLU, 2019). Additionally, Cadbury enjoys cost advantages from economies of scale in production that would be difficult for new competitors to match. Cadbury has a substantial market share as of 2021, which discourages possible new competitors even more.

	Bargaining Power of Suppliers
	Medium: With regard to various raw materials, suppliers to Cadbury have varying degrees of bargaining strength. Due to supply-demand dynamics, commodities like cocoa may experience price volatility; nonetheless, Cadbury’s size and volume enable excellent risk management. Specialised ingredients, however, might only have a few suppliers, giving them some sway. For instance, cocoa prices rose by roughly 30% in 2020 (Shahbandeh, 2023), having an influence on expenses but also underlining the need for Cadbury to manage supply chain risks.

	Bargaining Power of Buyers
	Medium: In the market for confections, consumers have a variety of options, which gives them some negotiating power. This force is somewhat countered by consumers' strong brand loyalty for Cadbury, its wide range of products, and their emotional connection to the company (HIDIROĞLU, 2019). Customer loyalty is increased by the company's capacity to innovate and provide distinctive experiences through its products. Despite possible substitutes, Cadbury still has a sizable customer base.

	Threat of Substitutes
	Medium: Healthy snacks, fruits, and other sweets that can be substituted constitute a moderate threat to Cadbury. Some consumers may pick alternatives to traditional chocolates due to shifting consumer tastes for improved nutrition and growing health consciousness (Kiss et al. 2022). The long-standing brand recognition, emotional pull, and product innovation initiatives of Cadbury, however, neutralise this danger. The corporation responded to changing consumer tastes by introducing healthier alternatives and portion control solutions.

	Competitive Rivalry
	High: There are many businesses competing for market share in the fiercely competitive confectionery industry. Along with regional brands, worldwide companies like Mars, Hershey's, and Nestlé compete with Cadbury. This rivalry is characterised by aggressive promotion, product differentiation, and pricing tactics. According to Grand View Research, the worldwide confectionery business was valued at $298.23 billion in 2020, showing fierce competition (GVR, 2020). In order to survive this competition, Cadbury must continuously innovate, broaden its product line, and uphold its emotional connection with consumers.



Table: Porter’s Five Forces Analysis of Cadbury
Source: Self-made




[bookmark: _Toc143804093]5. Internal analysis
Cadbury’s internal environment is to be assessed by conducting a swot analysis which investigates the strengths, weaknesses, opportunities and threats. 
	Strengths
· Strong brand
· International presence
· Research and development 
· CSR-Cocoa life 
	Weaknesses
· Pricey
· High sugar
· Limited portfolio
· Low calories 

	Opportunities
· Portfolio expansion
· Developing markets
· Healthier product
	Threats
· Competitors 
· Regulations
· Counterfeit


Table 2: SWOT analysis
(Source: developed by the author)
Strengths
Through its quality services and products, Cadbury has been able to establish a strong brand name and reputation. “China, India, Australia” and the “UK” are the most selling markets (mondelezinternational.com., 2023). However, the global operations assist the company to raise its revenue and sales along with diversifying its resources. In order to develop a new form of chocolate, Cadbury invests a plethora of resources in research and development. Cadbury introduced a special project namely “Cocoa Life” under which the company closely works with cocoa farmers by providing them with community training, planning and the development of skills. Laying a strong foundation for cocoa communities is the primary objective which proves Cadbury is a socially responsible corporation.  
Weaknesses
Several marketers claim that a premium price is charged by Cadbury for its chocolates even though it is the same as what other competitor company offers. As a result, certain price-conscious customers tend to select low-priced products. Even though Cadbury has launched low calories chocolates and sold them in multi-packaging, several people have raised serious questions about the business. A high level of sugar is contained in the chocolates offered by Cadbury which is not good, particularly at a time when diet, low calories and low sugar trends are increasing (healthcentral.com., 2023). Therefore, many people are avoiding highly sugary chocolates nowadays. Cadbury offers a variety of products in the chocolate and confectionery niche but the company has not enlarged its portfolio in other food category items. 
Opportunities
Gen Z and millennials have become very cautious regarding their diet and food (Corbisiero et al. 2022). As a result, the brand must offer healthier products to differentiate itself in the market. Cadbury must also consider shifting its production facilities to developing countries which would assist in reducing production costs along with increasing profitability for the company. The company has been able to set up a strong brand name in the confectionery industry and is required to focus on introducing new items in the food and confection category. This can assist the company to stabilise its earning by diversifying its assets. 
Threats
Some of the main competitors of Cadbury include “Kraft Foods, Hershey’s, Nestle and Mars Wrigley” (whatcompetitors.com., 2022). They also provide almost the same items at cheaper prices which poses a great threat to the company. The attention of the politicians has been attracted by the trend of health and diet cautious trends. They are launching new regulations and laws for confectionary companies in terms of low calories, price and low sugar (instituteforgovernment.org.uk., 2022). On the other hand, certain counterfeit manufacturers often sell fake products under the disguise of Cadbury’s logo. This product creates allergic reactions and food poisoning among customers and they blame the brand as well as file lawsuits in certain situations.
[bookmark: _ijc2he569gvp][bookmark: _Toc143804094]6. Segmentation, Targeting, and Positioning
Segmentation: To meet the needs of different consumer segments, Cadbury uses a variety of segmentation techniques. It caters to all age groups demographically, with products designed especially for children, teenagers, and adults (Pandey et al. 2021). It also has low pricing making it affordable for people from all socioeconomic groups. Geographically, it operates all over the world, modifying flavours and goods to suit regional tastes. In a psychological sense, Cadbury portrays its goods as sources of happiness and satisfaction for the soul, luring people looking for indulgence. 
Targeting: A differentiated targeting method is used by Cadbury. It serves several market sectors by providing a wide variety of products, such as Cadbury dairy Milk for everyday consumption, Cadbury Bournville for fans of dark chocolate, and Cadbury Fuse for those wanting a variety of tastes and textures (Pranjale and Anute, 2022). In order to appeal to a wider range of tastes, this strategy aids the organisation in gaining a larger market share. 
Positioning: Cadbury concentrates on a number of positioning techniques to set itself apart. In terms of advantages, it portrays its goods as sources of delight and pleasure, in line with its goal of bringing people moments of enjoyment. The user-based positioning demonstrates Cadbury’s inclusion by highlighting its attraction to people of all ages. In order to compete, it highlights its rich history and dedication to quality. Celebrity endorsements foster aspirational value, such as with the enduring “Cadbury Dairy Milk Silk” advertisements in India (Jinu, 2020). The heritage of Cadbury and its affiliation with Mondelez International convey reliability and tradition. Additionally, Cadbury’s “Cocoa Life Program” highlights its dedication to environmental sustainability while appealing to customers’ pro-environment views. 

[bookmark: _iq58ozocedlt][bookmark: _Toc143804095]7. Marketing Mix Strategies 7Ps of Cadbury 
Product: For varied consumer tastes, Cadbury offers a wide range of confectionary goods. Cadbury Dairy Milk, Bournville, Silk, Five Star, and other brands are among its product offerings (Aujla, 2021). To keep customers interested, the brand regularly innovates by releasing new flavours, limited editions, and varieties. In order to increase its market presence, Cadbury also provides items for special events like festivals and festivities. Brand loyalty is reinforced by the emphasis on high-quality components and consistent flavour.
Price: Value-based pricing is used by Cadbury. Its pricing reflects the perceived value of its goods, taking into account elements like brand recognition, consumer preference, and product quality (Aujla, 2021). To appeal to diverse consumer categories, the corporation sells products at varying price points. Smaller bars are more reasonably priced, however, premium options like Cadbury Silk are more expensive. In order to stimulate large purchases, Cadbury also uses promotional pricing during the holiday season.
Place: Across the entire world, Cadbury has a strong distribution network. It makes use of a range of distribution methods, including internet platforms, convenience stores, supermarkets, and retail outlets (Aujla, 2021). The user experience is made simple by this multi-channel strategy. The fact that Cadbury operates in both urban and rural locations further demonstrates its dedication to meeting the needs of various markets.
Promotion: The advertising tactics used by Cadbury are varied and interesting. The business spends a lot of money on advertising to increase consumer recognition and affinity. Customers respond to its advertising, which frequently features happy scenes and moving narratives. In order to increase brand remember, Cadbury also uses celebrity endorsements (Aujla, 2021). To interact with customers, hold contests, and publish updates, businesses use social media sites like Twitter, Instagram, and Facebook. Brand recall is maintained by limited editions, connections to well-liked events, and innovative marketing strategies.
People: Employees at Cadbury's are essential to providing outstanding customer service. The brand's reputation for quality and delight is upheld by staff at all levels, from production to customer service. Through its "Share the Joy" campaigns, Cadbury engages customers and promotes a sense of belonging (Agrawal and Dey, 2023).
Process: In Cadbury's production procedures, quality control and adherence to food safety regulations are given first priority. As per Agnihotri and Bhattacharya (2020), initiatives like the "Cocoa Life Programme," which strives to encourage ethical procurement and environmentally friendly farming, serve as examples of the company's dedication to sustainable sourcing and eco-friendly practices.
Physical Evidence: Cadbury's branding and packaging provide tangible proof of its quality and standing (Arya and DineshBabu, 2021). For instance, Cadbury Dairy Milk is easily recognised thanks to its distinctive purple packaging. The corporation's focus on moral sourcing and environmentally friendly business practices displays its commitment to moral business practises.
In conclusion, Cadbury's marketing mix strategies demonstrate its commitment to offering high-quality chocolate products to a diverse customer group. Cadbury maintains its position as a well-liked and dependable brand in the candy market by putting a strong emphasis on product innovation, value-based pricing, multi-channel distribution, emotive advertising, and interaction through social media.
[bookmark: _Toc143804096]
8. Role of marketing
Marketing determines the process of management responsible for anticipating, identifying and satisfying the requirements of the consumers profitably (Shibli et al. 2021). Cadbury utilises a broader range of ways for promoting itself. The promotion of the different products is done through posters, television, newspapers, radio and online. In order to ensure its products, reach the people and make the people aware of its items, the company has made great efforts. Numerous taglines are attached to different products of Cadbury. The brand aims to form an emotional connection with its audiences and how chocolates can add happiness to their regular lives. Cadbury has a famous tagline “Kuch meeta ho jai” in India which displays that the brand is making efforts to promote itself in the market of sweets by creating an emotional brand. On the other hand, for Bourneville, the company has set a tagline, “You earn it”. They also ensure that their chocolates always remain in the spotlight by featuring their recognisable Dairy Milk bars in television and print promotions.  
[image: ] Figure 1: Cadbury dairy milk
(Source: cadburyworld.co.uk., 2023)
In order to attract younger clients and form a sense of brand community, the company take advantage of Internet channels. Cadbury’s sponsored events include sporting competitions, music festivals and philanthropic endeavours which help to develop the brand along with establishing relationships with target demographics. In order to create positive buzz and boost brand loyalty, Cadbury Fuse served as the 2023 Tata Mumbai Marathon’s official snacking partner where runners received free chocolate bars as a part of Cadbury’s partnership with the London Marathon (sportsmintmedia.com., 2023). Under sales promotion, the company developed programs namely “Buy one, get one free” and “Win a vacation to Cadbury World” to tempt customers to indulge in numerous chocolate sweets (cadburyworld.co.uk., 2023). Enticing videos and images of their delectable chocolates are posted on its different social media platforms such as Twitter, Facebook, YouTube and Instagram (businesstoday.in., 2020). Among all mentioned channels, YouTube is the primary medium for executing marketing campaigns in India under “YouTube Cadbury India”. The company also responds to messages and comments and conducts interactive initiatives to ensure that its clients feel like a part of the Cadbury family.  
[bookmark: _Toc143804097]9. Recommendation for Future
Certain recommendation for the future of Cadbury includes 
Studying the Audience via conducting research on the target audience would assist in incorporating reviews and similar alternatives to issues. Google Trends can be used by Cadbury to get insights into the shifts in consumer preferences in the target market (Rahmanov et al. 2021). Apart from this, key research tools provide a clear view of how certain particular phrases could be used by Cadbury for developing its performance. In order to unveil top competitor strategies that could assist the company to remain ahead in the markets, Tesco is required to utilise marketing intelligence tools or other platforms that facilitate this function. 
Identifying the most crucial KPIs is also recommended to Cadbury because KPIs are considered to be important metrics that assist to estimate the success of the campaigns (Primasiwi et al. 2021). KPIs evolve around profits and leads consisting of technical, financial and user experience to develop the performance of the company. 
Obtaining data via Surveys, Customer Reviews and testimonials is also necessary for a successful campaign related to digital marketing (Stier et al. 2020). An increase in the reliability and accuracy of the information is experienced from customer reviews that have the tendency to rise exponentially. This process can assist to extract meaningful information from the existing customers which would enable Cadbury to recognise what factors relating to the services or products must be promoted. 
[bookmark: _Toc143804098]10. Conclusion
It can be concluded that Cadbury is a leading brand in the confectionery industry which has also introduced low calories chocolate for its customers. Across the globe, Cadbury is operating its confectionary business in more than 50 countries. Premium chocolates are considered to be the major source of the company’s income. Pestle analysis has identified the external environmental factors impacting the brand. It has been identified from the swot analysis that government regulations, competitors, counterfeit products and low product diversification are some of the main challenges experienced by the company. Cadbury is required to outstretch its market by developing healthy products to address these issues. 
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