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[bookmark: _Toc204259355]Executive Summary

The report evaluates Associated British Foods (ABF) Grocery Division marketing strategy through an assessment of its performance and obstacles and potential areas for improvement. The brand-specific marketing efforts of Twinings and Jordans through wellness campaigns and eco-farming initiatives have successfully built brand equity while matching current consumer values. The company achieved outstanding returns through its social media and influencer marketing and sustainability-focused advertising efforts which resulted in Twinings U.S. ads achieving top 1% rankings.
The analysis shows that the company faces several strategic gaps. The company faces ESG messaging fragmentation between brands while digital maturity levels vary and the business depends on retailers for operations which restricts consumer interaction and data collection. The existing weaknesses prevent the company from expanding its operations and learning from one brand to another.
The company should create one unified ESG narrative while building a centralised digital marketing hub and testing direct-to-consumer models and implementing standard ESG KPIs. The proposed recommendations align with ABF's decentralised structure while being both practical and based on marketing principles including IMC, CRM and Balanced Scorecard.
The implementation of these solutions will create better strategic alignment and enhance digital performance while securing ABF's grocery brands for future sustainability requirements in the global market.
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[bookmark: _Toc204259358]Introduction 

Associated British Foods plc (ABF) operates as a diversified international food, ingredients, and retail group with its headquarters located in the UK. The FY2024 financial year brought ABF its highest group revenue total of £20.1 billion which represented a 4% increase at constant currency compared to 2023. The company achieved a 38% increase in adjusted operating profit to £1,998 million while investing £1.28 billion in gross investments throughout its divisions (Associated British Foods, 2025).
[image: C2FO Optimises Associated British Foods' Supplier Relationships To Benefit  Entire Supply Chain - C2FO Great Britain]
[bookmark: _Toc204259248]Figure 1-Grocery products of Associated British Foods plc
Sources: (Mugo, 2024).
The company operates through five main business segments which include Grocery, Retail (Primark), Ingredients, Sugar and Agriculture and employs 138,000 staff members across 56 countries. This report focuses mainly on the grocery industry of Associated British Foods plc. The Grocery segment generated 21% of revenue at £4.24 billion through its international brands Twinings, Jordans, Patak’s and Mazola which operate in more than 120 countries (Associated British Foods, 2025).
The Group follows a strategy of sustainable long-term growth through operational decentralisation and strategic capital management. The company integrates ESG performance into its operations through its waste recycling rate of 86% and its goal to achieve 100% sustainable packaging. Twinings established a goal to reach net-zero emissions by 2030 while Primark achieved a 21% reduction in Scope 1 & 2 emissions during FY2024. ABF dedicates substantial funds to marketing initiatives and innovation development and sustainability programs to protect its worldwide business portfolio (Associated British Foods, 2025).
[bookmark: _Toc200962945][bookmark: _Toc204259359]Task 01 - Critical Evaluation of ABF’s Marketing Activity

[bookmark: _Toc200962946][bookmark: _Toc204259360]1.1 Concept and Importance of Marketing 
The Grocery Division of Associated British Foods plc (ABF) relies heavily on marketing strategies because it operates Twinings, Patak’s, Jordans, Ovaltine, and Mazola brands across multiple international markets. The Grocery division generated £4.24 billion in revenue during FY2024 which made up 21% of ABF's group total while marketing investments led to a 12.1% profit margin improvement (Associated British Foods, 2025).
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[bookmark: _Toc200962968][bookmark: _Toc204259249]Figure 2 - Operating profit margin
Sources: (Associated British Foods, 2025).
ABF operates through a devolved marketing system which allows each brand to run its own marketing campaigns and ESG strategies and consumer positioning initiatives while meeting divisional KPIs. The marketing structure demonstrates the fundamental principle of the marketing concept which focuses on profitable customer need satisfaction. The brands create individual marketing strategies which match their specific audience demographics and regional market characteristics. Mazola used the Spanish-language “Hazlo con Corazón” (“Do it with Heart”) campaign in the U.S. to connect directly with Latino consumers through messages that match their cultural background which demonstrates a traditional segmentation and adaptation approach. Twinings directed its marketing efforts toward health-oriented and high-end consumers in North America and Europe through sustainability-focused campaigns that set a goal to achieve carbon neutrality by 2030.
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[bookmark: _Toc204259250][bookmark: _Toc200962947]Figure 3-Mazola product of Associated British Foods PLC
The importance of marketing is also evident in ABF’s shift toward integrated ESG-led branding. Under the marketing mix model (4Ps), ABF has adapted its “Promotion” and “Product” elements to incorporate eco-packaging, traceable sourcing, and regenerative farming storytelling (e.g., Jordans Farm Partnership). These activities align with the Societal Marketing Concept, which holds that companies should deliver value in a socially responsible manner. Executive compensation is now partially linked to ESG outcomes, embedding marketing accountability at the highest level.
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Political
The European Union's Deforestation Regulation (EUDR) will become effective in December 2025 and requires all products sold in the EU to be deforestation-free while imposing strict due diligence obligations on companies including ABF. The regulation affects ABF's marketing compliance strategies because Twinings and Jordans must comply with the new rules since they depend on tea and oats as their main commodities. The company must establish strong supply chain transparency and traceability systems because non-compliance would lead to market access restrictions(Latham & Watkins, 2025).
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[bookmark: _Toc200962969][bookmark: _Toc204259251]Figure 4 - European Union's Deforestation Regulation (EUDR)
Sources: (Latham & Watkins, 2025).
The recent Israeli strikes against Iran's South Pars gas field have caused rising oil prices and worldwide economic instability. The ongoing conflict poses a threat to essential shipping lanes through the Strait of Hormuz which would disrupt worldwide supply networks. The ongoing war in Ukraine together with deteriorating relations between Russia and Western nations continue to impact global trade patterns (Economic Times, 2025).
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[bookmark: _Toc200962970][bookmark: _Toc204259252]Figure 5 - Recent strikes on Iran's South Pars gas field
Sources: (Economic Times, 2025).

During his second term as President Donald Trump implemented new trade policies and tariffs which caused economic instability across the globe. The combination of Trump's trade policies with Middle East conflicts has resulted in worldwide inflationary pressures (Geopolitical Economy, 2025).
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[bookmark: _Toc200962971][bookmark: _Toc204259253]Figure 6 – US introduced new tariffs and trade policies
Sources: (Geopolitical Economy, 2025).


Economic
The worldwide economic projection for 2025 shows a decline because experts now predict only 2.4% growth instead of earlier projections. The worldwide economic growth rate will decrease to 2.4% because of rising political tensions between nations and the ongoing conflicts in the Middle East and Ukraine and the trade uncertainties caused by U.S. policies (United Nations, 2025).
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[bookmark: _Toc200962972][bookmark: _Toc204259254]Figure 7 - The global economic outlook for 2025
Sources: (United Nations, 2025).
The price of oil has increased to $73 per barrel after Israel launched an attack on Iran. The conflict shows signs of escalating which could drive oil prices up to $100 per barrel according to expert predictions. The rising energy costs will increase production and shipping expenses which will impact companies such as ABF (Politico, 2025).
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Sources: (Politico, 2025).
The worldwide inflationary pressures continue to rise because fuel and utility price increases affect how much people spend. The Federal Reserve of the United States must deal with inflation control problems because of these geopolitical developments.

Social
Consumer preferences are increasingly shifting towards sustainability. Kantar's 2024 report shows that sustainability has become a key factor for 47% of consumers during their purchasing decisions. ABF needs to improve its sustainability initiatives while providing clear information about these efforts to consumers because this trend shows its importance.
However, the rising cost of living presents challenges. The desire for sustainable products among consumers is strong but affordability stands as a major obstacle to their purchase. Brands need to find a balance between sustainability and cost-effectiveness to fulfill consumer expectations (United Nations, 2025).
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Sources: (Harvard Business School, 2025).
Technological
ABF has been proactive in adopting technological solutions to enhance supply chain transparency. The company has introduced traceability tools, including blockchain pilots, particularly in high-growth brands like Twinings and Jordans. These initiatives aim to ensure product authenticity and compliance with emerging regulations (Associated British Foods, 2025).
Globally, there is a growing trend towards integrating blockchain technology in government and business operations. For instance, Jordan has unveiled an ambitious blockchain policy for 2025 to modernise its governance and service delivery systems. Such developments highlight the increasing importance of technological innovation in maintaining competitive advantage (Associated British Foods, 2025).


Legal
The regulatory systems are undergoing changes to handle environmental issues. The EU's Corporate Sustainability Reporting Directive (CSRD) and the International Sustainability Standards Board (ISSB) are mandating Scope 3 emissions reporting requirements. ABF and other companies must now disclose their supply chain indirect emissions which requires them to develop complete data collection and reporting systems(Associated British Foods, 2025).
The new climate laws of California demand businesses to measure and report their greenhouse gas emissions including Scope 3 starting from January 2026. The legal requirements demand companies to adapt to these obligations because non-compliance will result in substantial penalties (Associated British Foods, 2025).
Environmental
The agricultural sector faces major threats from climate change because tea and oats and spices represent more than 70% of ABF's grocery inputs which are climate-sensitive crops. The production process faces immediate disruption because of unpredictable weather patterns and rising temperatures and soil degradation thus requiring immediate supply chain resilience measures(Associated British Foods, 2025).

The tea industry faces two major challenges because of unpredictable precipitation and extreme heat which negatively affect both yield and quality. The spice production sector faces challenges from unpredictable monsoon patterns and climate changes which demonstrate the need for sustainable farming methods and climate-resistant plant varieties(Associated British Foods, 2025).

ABF's Grocery Division functions within a complex system which includes strict regulations together with geopolitical tensions economic uncertainties changing consumer preferences technological progress legal requirements and environmental challenges. Strategic planning combined with sustainable practice investments and market agility will help the company maintain global market competitiveness and compliance (Cravens & Piercy, 2009).
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	Force
	Description
	Example
	Impact Level

	Competitive Rivalry
	High competition from global FMCG giants (e.g., Unilever, Nestlé, Kraft Heinz) and local brands across Europe, Asia, and North America. Brands increasingly compete on ESG claims.
	72% of consumers in Western Europe consider sustainability in brand selection (Kantar, 2024).
	High

	Supplier Power
	Moderate supplier power due to ABF’s wide sourcing network, but climate change and geopolitical risks increase volatility in commodity supply (e.g., tea, oats, and spices).
	70% of ABF’s grocery inputs are climate-sensitive; tea prices up 14% YoY due to East Africa droughts (ABF, 2024).
	Medium

	Buyer Power
	High power from large retail chains (Tesco, Walmart, Carrefour) demanding price controls and traceable, ethical sourcing.
	65% of UK consumers now demand “traceability” on food labels (IGD, 2024); retailers enforce green KPIs on suppliers.
	High

	Threat of Substitutes
	Rising demand for plant-based, organic, and local alternatives increases the threat to legacy branded staples.
	Organic and plant-based food sectors expected to grow 9.6% CAGR globally through 2028 (Statista, 2025).
	Medium

	Threat of New Entrants
	Entry barriers remain due to economies of scale, retail shelf access, and regulatory burden (e.g., EUDR, carbon disclosures). However, DTC and e-commerce lower barriers digitally.
	Small DTC brands in food & beverage grew 3x faster than traditional brands in the UK in 2024 (Mintel, 2025).
	Low


[bookmark: _Toc200962962][bookmark: _Toc204259311]Table 1 - Porter’s Five Forces Analysis
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The Grocery Division of Associated British Foods implements specific marketing approaches to position their brands according to different consumer groups. The global market for Twinings targets consumers who value both luxury and wellness through its focus on premium products and historical heritage and health advantages. The company promotes its “Superblends” tea range which contains vitamins and functional herbs while its sustainability commitments including becoming carbon neutral from farm to store by 2030 attract environmentally conscious consumers. The brand positions itself for ethical consumption through its recyclable packaging and “Sourced with Care” supplier program (Associated British Foods, 2025).
Mazola targets health-conscious and multicultural consumers in the U.S. market with a focus on Latino and African-American communities. The “Hazlo con corazón” marketing campaign which included heart health statements and cooking content relevant to Spanish-speaking audiences helped increase brand value and customer involvement among Spanish-speaking households (Associated British Foods, 2025).
The premium breakfast market in Western Europe is served by Jordans and Dorset Cereals. Jordans uses its Wildlife Partnership Farms to preserve more than 10% of its farmland for biodiversity conservation which creates a sustainable brand image that supports countryside preservation. Dorset Cereals presents “simple honest food” through nature-inspired branding while partnering with the Woodland Trust to attract customers who value quality and environmental responsibility (Associated British Foods, 2025).
The examples demonstrate ABF's ability to segment markets and develop distinct messages which help each brand establish special emotional and ethical bonds with its target audience.


Market Positioning 
	Brand
	Positioning Theme
	Example

	Twinings
	Premium heritage + sustainability
	“Sourced with Care” program; carbon-neutral pledge by 2030; Superblends teas

	Jordans
	Eco-leader in granola
	Wildlife Partnership Farms; 10% of land set aside for biodiversity

	Mazola
	Functional health and heart-healthy oil
	“Hazlo con corazón” campaign; corn oil marketed as cholesterol-reducing


[bookmark: _Toc200962963][bookmark: _Toc204259312]Table 2 - Market Positioning
Segmentation Strategy
	Segmentation Type
	Focus Area
	Example

	Geographic
	U.S., UK, France, Asia-Pacific
	Mazola’s U.S. Latino campaign; Twinings expansion in North America and Asia

	Psychographic
	Eco-consciousness, dietary lifestyle values
	Jordans’ nature-positive farming; Twinings’ health and wellness tea lines

	Behavioral
	Loyalty, health-seeking, sustainability-driven
	Repeat Twinings purchases; Dorset’s success with eco-conscious cereal buyers


[bookmark: _Toc200962964][bookmark: _Toc204259313]Table 3 - Segmentation Strategy
Marketing Mix – ABF Grocery Division
	Element
	Description
	Examples

	Product
	High-quality, diverse grocery products focused on wellness, sustainability, and taste.
	Twinings offers wellness teas (e.g., “Superblends”); Jordans uses whole grains and promotes biodiversity; Patak’s focuses on authentic Indian cooking sauces.

	Price
	Value-based and premium pricing aligned with brand positioning and quality.
	Twinings positioned as premium tea brand in the UK/US; Mazola targets middle-income health-conscious consumers with affordable pricing.

	Place
	Multi-channel distribution via supermarkets, e-commerce platforms, and DTC pilots.
	Dorset Cereals in UK supermarkets and Amazon; Twinings available in physical stores, e-commerce sites, and global markets (Asia, US, Europe).

	Promotion
	Brand-specific campaigns using digital, TV, influencer, and SEO strategies.
	Mazola’s “Hazlo con corazón” TV/YouTube ads for U.S. Latino market; Twinings influencer marketing in the U.S. wellness segment.

	People
	Skilled brand teams with localised marketing autonomy and sustainability expertise.
	Twinings has regional sustainability teams in tea-origin countries (Kenya, India); Brand teams manage localised consumer engagement.

	Process
	Brand-led marketing processes with a focus on ESG compliance, innovation, and digital transformation.
	Jordans’ Farm Partnership ensures traceable eco-farming; Twinings uses sustainable sourcing audits and CRM-based customer feedback.

	Physical Evidence
	Eco-conscious packaging, product labeling, and in-store/on-pack messaging.
	Twinings uses recyclable packs with carbon footprint info; Dorset Cereals packaging highlights forest partnership and UK-made identity.


[bookmark: _Toc200962965][bookmark: _Toc204259314]Table 4 - Marketing Mix – ABF Grocery Division
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	Media Channel
	Brand
	Description 

	Social Media
	Twinings
	Facebook, Instagram, and X (formerly Twitter) used for wellness-focused U.S. campaigns and seasonal tea launches.

	YouTube & Linear TV
	Mazola
	“Hazlo con corazón” TV and YouTube ads promoted heart-health benefits in Spanish-language media across U.S. Latino markets.

	SEO-Optimised Websites
	All Brands
	Twinings.com, JordansCereals.co.uk, and Mazola.com use SEO for product visibility and health content blogs.

	Influencer Collaborations
	Twinings, Jordans
	Twinings partnered with wellness influencers for Superblends tea in the UK and U.S.; Jordans collaborated with eco-bloggers on biodiversity.

	Amazon & E-commerce
	Twinings, Dorset
	Amazon listings with A+ content and verified reviews; Dorset Cereals promotes direct-to-consumer sales via e-commerce.


[bookmark: _Toc200962966][bookmark: _Toc204259315]Table 5 - Media Channels
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ABF achieves successful grocery brand marketing through its ability to engage consumers while building brand value and driving sales growth. The Twinings U.S. advertising campaigns achieved top 1% consumer resonance according to Kantar through their wellness tea and sustainable sourcing messaging. The high performance demonstrates Twinings' capability to establish emotional connections with health-oriented American consumers through straightforward messages about wellness and environmental stewardship.
The Fleischmann’s yeast brand achieved a 7% increase in household purchases through ABF’s targeted promotional strategies. The company achieved this success by using social media recipes and retail partnerships in their multimedia outreach efforts to bring back interest in home baking products during post-pandemic recovery periods (Kotler & Armstrong, 2018).
The "Hazlo con corazón" campaign from Mazola proved successful in the U.S. Latino market through its targeted approach. The Spanish-language advertising campaign for heart health and cultural connection led to substantial increases in brand equity and consumer recall among Hispanic audiences. The customised marketing approach created strong connections with customers which led to better shelf visibility in stores that serve Latino communities (Associated British Foods, 2025).
[bookmark: _Toc200962955][bookmark: _Toc204259368]1.5 Measuring Campaign Success and Metrics

	Category
	KPIs
	Examples 

	Brand Performance
	Brand equity, repeat purchase rates
	Twinings U.S. ranks in top tier for repeat purchase frequency (Kantar, 2024)

	Digital Engagement
	Website traffic, click-through rate (CTR), social shares, time-on-site
	Jordans saw 24% uplift in website sessions after launching biodiversity storytelling campaign

	Advertising Efficiency
	ROAS (Return on Ad Spend), cost-per-click (CPC), conversion rate
	ROAS pilots conducted before scaling large media spend; Twinings achieved 4.3x ROAS in 2024 campaign

	ESG & Sustainability
	% of carbon-labeled products, % of packaging sourced sustainably, waste recycled
	86% of waste recycled across Grocery division (ABF, 2024); 100% sustainable packaging target by 2030


[bookmark: _Toc200962967][bookmark: _Toc204259316]Table 6 - Measuring Campaign Success and Metrics


[bookmark: _Toc200962956][bookmark: _Toc204259369]Task 02 - Conclusion – Addressing the Shortcomings of ABF’s Grocery Marketing Strategy

The critical evaluation reveals that Associated British Foods (ABF) shows effective brand-specific marketing capabilities in its Grocery Division yet faces substantial strategic weaknesses which affect its long-term competitiveness particularly in the evolving sustainability and digital environment.
ABF's grocery brands suffer from a major strategic disadvantage because they lack a unified ESG narrative. The sustainability campaigns of Twinings and Jordans include carbon-neutral targets and biodiversity partnerships yet their initiatives operate independently from each other. The company lacks a unified sustainability brand identity which also means there is no established cross-brand communication strategy. The decentralised approach which supports brand independence hinders marketing synergy between brands while making ABF less competitive than Unilever which unifies all brands under a single "sustainable living" strategy. The scattered ESG communication makes it challenging for consumers to recognise ABF as a company with a unified ethical and environmentally responsible brand image (Associated British Foods, 2025).
The digital engagement initiatives of the brand portfolio show inconsistent distribution patterns. Twinings achieves top 1% Kantar consumer resonance in the U.S. through its social media and influencer partnerships and SEO-optimised content but Dorset Cereals and Ovaltine remain less visible to consumers. ABF has not established a unified digital infrastructure to standardise website designs and integrate e-commerce features and implement data-driven personalisation across all brands. The inconsistent digital maturity between brands hinders marketing efficiency while preventing opportunities to develop cross-brand learning and digital ecosystem growth (Associated British Foods, 2025).
The company fails to maximise ESG-related marketing metrics for real-time decision-making. ABF tracks brand equity and ROAS and sustainability KPIs (86% waste recycled and 100% sustainable packaging goal) but the company does not publicly disclose how these metrics affect marketing spend or content design. The absence of transparent brand-level reporting diminishes stakeholder trust and prevents organisations from establishing meaningful benchmarks. The ESG performance narrative of ABF remains incomplete because Twinings has introduced carbon-labeled packaging but Mazola and Blue Dragon lack comparable metrics.
The company's dependence on traditional retail partnerships instead of direct-to-consumer (DTC) innovation creates restrictions for marketing adaptability. The digital campaigns of Mazola's "Hazlo con corazón" have proven successful in specific market segments but most grocery brands maintain their dependence on Tesco and Walmart for in-store placement. The growth of online grocery shopping at 25% YoY globally during 2024 (Statista, 2024) restricts ABF from developing ownership and personalisation of consumer relationships (Associated British Foods, 2025).
The success of marketing initiatives can be observed in individual instances such as Fleischmann’s 7% rise in household purchases but there is no indication of a unified learning system that connects all brands. The successful influencer collaborations from Twinings and cultural targeting strategies of Mazola remain isolated to their respective brands because they lack portfolio-wide implementation. The absence of internal knowledge sharing prevents the company from speeding up marketing innovation.
The Grocery Division of ABF achieves success in brand-specific campaigns while maintaining trust with core consumer segments but its competitive positioning and long-term agility remain limited due to the lack of an integrated marketing strategy and digital coherence and unified ESG storytelling and data transparency. The company needs to resolve these weaknesses to maintain sustainable brand equity while meeting the evolving consumer expectations in the global food industry.

[bookmark: _Toc200962957][bookmark: _Toc204259370]Task 03 - Strategic Recommendations for Enhancing ABF’s Grocery Marketing Strategy

01. Create a Unified ESG Brand Narrative across Grocery Brands
The main weakness found in ABF's grocery brands relates to their disconnected sustainability communication efforts. The ABF Grocery Division lacks a unified ESG umbrella strategy because Twinings, Jordans and Dorset Cereals each promote carbon neutrality, biodiversity and recyclable packaging independently. The lack of a unified brand identity weakens ABF's brand equity because consumers now prioritise corporate ethics and environmental responsibility in their purchasing decisions (Kotler & Armstrong, 2016).
ABF needs to create a single sustainability framework which could be named “ABF Earth Grocery” or another label to demonstrate its dedication to ethical sourcing and traceability and environmental stewardship throughout its grocery sub-brands. The framework would maintain individual brand personalities but create a common sustainability language and visual identity through an “ABF Verified Green” stamp (Peter & Olson,, 2018).
The IMC model supports this approach because it enables all brand communications including packaging and website content and advertisements to present a unified sustainability message. The branded house endorsement structure enables ABF to maintain its “house of brands” structure while adding ESG assurance to all marketing communications. A single unified message helps build trust with consumers because transparency has become essential for 76% of European consumers according to PwC 2024 data which strengthens market positioning.
02. Centralise Digital Marketing Infrastructure across Brands
The digital marketing maturity levels between ABF's grocery brands show inconsistent results. Twinings demonstrates excellent digital performance through its SEO and influencer partnerships and optimised e-commerce strategies Ovaltine and Mazola struggle with digital content richness and targeted media deployment (Assael, 2020).
The Grocery Division needs a centralised digital marketing hub which ABF should establish to address this issue. The team would manage shared resources including web development platforms and CRM systems and data analytics dashboards and media planning tools. The team would assist brand teams in developing uniform e-commerce capabilities while making sure all brand websites achieve mobile optimisation and search engine optimisation and user-friendly design standards (Baker, 2021).
The CRM approach supports this recommendation because it uses customer data integration to create personalised marketing and strengthen customer loyalty. ABF can create consumer profiles and enhance digital marketing funnels from awareness to conversion by combining customer interaction data between its brands (e.g., Twinings repeat buyers and Dorset newsletter subscribers).
The recommendation focuses on internal coordination and platform investment since ABF already runs digital campaigns at the brand level and this can be achieved within current budgets and resources.
03. Expand Direct-to-Consumer (DTC) Models for Select Brands
The heavy dependence of ABF on traditional retail partnerships with Tesco and Walmart restricts its ability to connect directly with customers and manage their data and create personalised experiences. The growing online grocery market by 25% during 2024 (Statista) presents an exceptional opportunity for direct-to-consumer (DTC) initiatives (Cravens & Piercy, 2009).
The company should launch DTC models with Twinings and Dorset Cereals as examples of high-equity brands. Twinings should launch a wellness subscription box that includes seasonal teas alongside educational materials about sustainability and health. Dorset Cereals should provide their online-exclusive bundles with "plant-a-tree" incentives through their partnership with the Woodland Trust NGO.
The marketing theory approach utilises the STP Framework (Segmentation, Targeting, and Positioning) to enable ABF direct service of eco-conscious and health-seeking segments through personalised offers. The Customer Value Proposition (CVP) becomes stronger through bundling convenience with transparency and ethical sourcing which retail shelves cannot effectively communicate (Assael, 2020).
The company should initiate DTC implementation through its existing microsites while using third-party logistics for fulfillment. The controlled pilot nature of this proposal makes it cost-effective and scalable based on performance (Chernev,, 2021).


04. Institutionalise Marketing Knowledge Sharing Across Brands
The individual campaign successes such as Fleischmann’s 7% rise in household purchases and Mazola’s positive Latino engagement do not appear to be shared across the ABF brand portfolio. The knowledge structure that is siloed results in missed opportunities to replicate and scale effective strategies (Cravens & Piercy, 2009).
ABF should establish an internal Marketing Centre of Excellence (CoE) for the Grocery Division. This would function as a shared knowledge base housing:
· Case studies on successful digital and retail campaigns
· Data dashboards comparing campaign KPIs
· Templates for influencer outreach or ESG messaging
· Insights on regional consumer preferences
The implementation cost is minimal focused on documentation, collaborative platforms (e.g., SharePoint, Trello), and periodic internal workshops. However, the strategic impact in terms of marketing innovation and agility could be substantial (Kotler & Armstrong, 2018).
This reflects Kotler’s Learning Organisation Model, where internal feedback loops and continuous improvement are essential to innovation. Moreover, by introducing marketing ROI frameworks, the CoE could help brand teams plan, execute, and evaluate campaigns based on both creative impact and data-driven metrics (e.g., ROAS, brand recall, consumer sentiment).
The implementation cost is minimal focused on documentation, collaborative platforms (e.g., SharePoint, Trello), and periodic internal workshops. However, the strategic impact in terms of marketing innovation and agility could be substantial (Diasz , 2017).
05. Implement ESG-Based KPIs for All Grocery Brands
ABF publishes ESG goals in its Annual Report such as 86% of waste recycled and the goal of 100% sustainable packaging by 2030 but there is no clarity on how these indicators are embedded into individual brand performance evaluation. As climate regulation tightens and green consumerism rises, marketing success must be measured not only by profit but also by social and environmental outcomes (Baker, 2021).


Therefore, ABF should implement a uniform ESG KPI framework across all grocery brands. This would include metrics such as:
· % Of products with carbon impact labels
· % Of sustainably certified ingredients (e.g., RSPO, Rainforest Alliance)
· Packaging recyclability index
· Supplier ESG audits passed
The Balanced Scorecard framework developed by Kaplan and Norton enables marketing strategy development through financial performance assessment as well as customer satisfaction and internal process and sustainability performance evaluation. The integration of ESG targets into brand managers' KPIs should follow the existing ESG-linked bonus structure of the CEO (Kotler & Armstrong, 2016).
The proposed recommendation has practical application in operations. The existing data collection process for compliance and reporting purposes already covers most of the required information. The alignment of marketing performance data with existing metrics will create accountability while building trust among consumers and stakeholders (Peter & Olson,, 2018).
ABF's Grocery Division can improve its market position and protect its brands for the future while satisfying consumer and regulatory needs and retail partnership requirements through strategic data-driven sustainable marketing practices (Gilligan & Wilson, 2003).
[bookmark: _Toc200962958][bookmark: _Toc204259371]Conclusion

The Grocery Division of Associated British Foods demonstrates strong brand-specific marketing effectiveness through sustainability messaging, targeted campaigns, and consumer engagement. The long-term impact of the company remains limited because of three main strategic gaps which include fragmented ESG communication and inconsistent digital capabilities and limited direct-to-consumer engagement. A unified ESG framework combined with improved digital infrastructure and standardised performance metrics will enhance brand equity and marketing efficiency. The proposed improvements match ABF's existing resources and organisational structure. ABF can maintain its position as a competitive purpose-driven company in the global grocery sector through strategic marketing adjustments that address environmental and social needs and technological advancements.
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European Commission Announces Simplifications to the
Implementation of the EU Deforestation Regulation

April 16, 2025

‘The updated guidance includes simplification measures allowing due diligence statements' reuse, annual submission, and management by authorised
representatives on behalf of companies.

On 15 April 2025, the European Commission (the Commission) announced measures to simplify the implementation of the EU
Deforestation Regulation (EUDR), which is set to apply from 30 December 2025, This iniiative is part of the Commission’s more general
ongoing focus on streamiining regulatory processes while continuing to apply the overall ambitions of the Green Deal. As part of the
simplification measures concerning the EUDR, the Commission published (1) an updated Guidance Document, (2) an updated FAQs
document, and (3) a draft Delegated Act.
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January forecast (figure 1) This downward revision primarily reflects
heightened trade tensions and intensified policy uncertainty, which are
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Israel's attack on Iran has President Donald Trump facing the prospect of the
same economic nightmare that helped unravel Joe Biden's presidency

rapidly spiking energy prices triggered by a war outside his control.

‘The series of airstrikes that began Thursday night caused the world benchmark
oil price to jump to $73 a barrel as of noon Eastern time Friday, up $8 since
early Wednesday, with the promise of more price hikes to come f the fighting
spreads. Energy analysts said the price could shoot to $100 a barrel —a level
not seen since the aftermath of Russia’s invasion of Ukraine in 2022 — if the
conflict widens and interrupts oil shipments from the Middle East
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