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In today's ever-shifting economic environment, companies must be adaptable if they want to survive and prosper (Baker and Hart, 2008). This is especially true in today's fast-paced and international marketplace, where a range of factors—including new technology, altering customer tastes, and a continuously developing regulatory landscape—can affect the ability of a business to function. Studying one's surroundings consistently is something businesses need to do if they want to be able to effectively respond to both the threats and opportunities that come from within and outside of their walls.

[bookmark: _GoBack]This report aims to help Cadbury keep pace with the ever-evolving confectionary market by providing valuable insights and suggestions for doing so. This report's purpose is to assist Cadbury in expanding and improving its operations by analyzing the company's external environment, marketing strategy, and competitive analysis. 


[bookmark: _Toc134194453]Company Overview
Established in 1824 by John Cadbury, Cadbury is a British international confectionery firm. After purchasing Cadbury in 2010, the business is now owned by Mondelez International (Cadbury.co.uk, 2023). Cadbury's chocolates are household names in more than 50 countries. The company's most popular brands include Dairy Milk, Twirl, Flake, and Crunchie. 
Cadbury has been a staple in the sweets market for almost two centuries, giving the company a long and storied pedigree. The business has developed and matured through the years, increasing its product line as it adapted to new markets and consumer demands.
Cadbury has been struggling in recent years due to several factors, including growing competition from other candy producers and shifting consumer preferences toward healthier eating. But the corporation has kept pushing the boundaries of innovation, releasing such hits in India as the Cadbury Dairy Milk Silk line of chocolate.
Notwithstanding these setbacks, Cadbury has maintained its status as a formidable and well-known brand, attracting devoted customers and earning praise for its consistently high-quality offerings (Cadbury.co.uk, 2023). The company has created several programs to lessen its negative effects on the environment and help the local community as part of its dedication to ethical and sustainable business practices.

	MISSION
	VISION

	Cadbury's goal is to make its customers happy by providing them with delicious treats, and their business practices are geared toward the long-term success of the company and its constituents (Cadbury.co.uk, 2023).
	To make people happy via chocolate innovation and product creation, Cadbury aspires to become the most beloved chocolate brand in the world. To realize this goal, the company places a premium on adhering to the highest possible quality, sustainability, and professional ethics in all facets of its operations.





[bookmark: _Toc134194454]Analysis of the Company's Industry and Market Trends
The candy business is fast-paced and ever-evolving due to the influence of shifting consumer tastes and preferences. In recent years, as consumers have become more conscious of the risks of a diet heavy on sugar, the sector has had to overcome obstacles brought on by health concerns. This has prompted a move toward smaller serving sizes and individual packaging, as well as a rise in the demand for healthier, all-natural options.
Many large companies, including Cadbury, control the vast majority of the £5 billion British candy business. There has been an increase in the desire for sugar-free and low-calorie options, as well as a trend toward more expensive, handcrafted goods.
Cadbury has introduced new products, such as the Dairy Milk Silk collection, which includes the finest materials and novel flavor combinations, in response to these trends (Cadbury.co.uk, 2023). The corporation has also put money into sustainability projects like the Cocoa Life initiative, which works to better the livelihoods of cocoa growers and spreads the word about sustainable agriculture.
[bookmark: _Toc134194455]Situation Analysis
Cadbury may better understand its position in the market and formulate strategies to reach its objectives by performing a thorough situational analysis (Clarke et al., 2015). This section examines Cadbury's external environment to isolate critical parameters influencing its performance.
[bookmark: _Toc134194456]Porter's Five Forces 
	The threat of New Entrants
	There are many obstacles to breaking into the confectionery market, such as the need to invest heavily in marketing and distribution to compete. Competition in the Cadbury market is fierce due to the company's well-established brand recognition and dedicated client base. According to Bruijl and Gerard (2018), new trends and shifting customer tastes, on the other hand, could attract new competitors, particularly in the high-end and natural product categories.

	Bargaining Power of Suppliers
	The confectionery sector is vulnerable to supply chain interruptions and price volatility in its primary raw ingredients, which include chocolate, sugar, and milk. For this reason, Cadbury has created sustainable sourcing programs like Cocoa Life to lessen its reliance on a small number of suppliers. If demand for such raw resources exceeds supply, however, the negotiating position of suppliers may strengthen (Bruijl and Gerard, 2018).

	Bargaining Power of Buyers
	Customers have several options if they are unhappy with Cadbury's products; they may simply switch to those of a competitor. Yet, Cadbury's brand recognition and customer loyalty offer it some sway over pricing and advertising strategies. Consumers' tastes and habits could shift as a result of the movement toward better diets and reduced sugar intake.

	The Threat of Substitute Products
	Confectionery manufacturers must contend with ice cream, biscuits, and pastry industry rivals. When people become more health conscious, they may also start opting for lower-calorie snacks like fruit instead of sweets (Voronina and Gritskevich, 2016). Competitors may pose less of a threat to Cadbury because of the company's well-known brand and distinctive product line.

	The Intensity of Competitive Rivalry
	Major businesses like Nestle and Mars are constantly vying for a larger slice of the candy market. Cadbury has introduced new products in response to this, including the Dairy Milk Silk line and sugar-reduced varieties. Revenue and market share in this sector may also be affected by price competitiveness and marketing initiatives (Boonsuk and Tuamsuk, 2022). But Cadbury may have an edge in the market because of its well-known brand and dedicated consumer base.


[bookmark: _heading=h.1t3h5sf]
It draws upon industrial organization (IO) economics to derive five forces that determine the competitive intensity and therefore attractiveness of an Industry. 
The Intensity of Competitive Rivalry (High)
Many businesses are engaging against Cadbury and making arrangements to take over the leadership the company has had for several years. Companies such as Nestle, Hershey’s, Ferrero, etc. are Cadbury’s main rivals. 
Competition will always be strong among these companies because they sell from the same types of stores and their products are alike in some respects.
The threat of New Entrants (Low)
The entry of participants will be challenging because there are already well-established companies within this market. These include Mars, Nestle, Ferrero, Kraft, Hershey’s, and Lindt.
These make the barriers to entry very strong for another new company to start. They also need high initial capital demands.
The threat of Substitute Products (Moderate)
Supermarkets tend to imitate popular chocolates (for example Nestle, Kit Kat) and produce their brand on the shelves at an affordable price.
A confectionary is brought for snacks and gifts. In this way, a large number of replacements exist, like chips, fruits, beverages, etc. Still, chocolates score higher than the substitutes as they are easy to preserve.
Bargaining Power of Buyers (Moderate-High)
Cadbury’s buyers are dispersed all around the world and they are in billions. The increasing number of contestants that offers the same type of products at a lower cost might be the cause of customer loyalty variations. No switching cost for buyers.
Bargaining Power of Suppliers (Low)
Large numbers of distributors. 
Cadbury has higher bargaining power than its suppliers. Cadbury can buy the fresh materials for cheaper and more in scale than a medium-sized business could.
[bookmark: _Toc134194457]PESTLE Analysis 
	Political/Unfavourable
	Cadbury is operative in many countries, each with its political climate and set of laws. The business must act by the following rules for the marketing, labeling, and storage of food products. Cadbury's administration and supply course may be affected by changes in trade regulations or tariffs. 
Cadbury has to imply tax and trade policies that influence its operations. Taking into consideration the political conditions of different countries, elements like political conditions, trade policies tax policies, and import restrictions (Brexit), can influence the sales or mass production of Cadbury.  

	Economic/Unfavourable
	Since recessions and periods of economic variability incline to decrease discretionary expenditure, businesses like confectionery are at risk of these conditions (Perera, 2017). Given that the corporation procures ingredients from different countries, currency fluctuations present another risk to Cadbury's baseline. 
Economic factors can fluctuate as well in the company benefits or losses. 

	Social/Unfavourable
	Cadbury's product alternatives and marketing methods may be affected by switching customer preferences and trends, such as increased importance on health and well-being. The company may have to change its product recipes and packaging to keep up with shifting market preferences (Ramli, 2017). Demand for sweets could be affected by demographic shifts like an aging population or a more diverse population. 

	Technological/Favourable
	Cadbury's production methods and shipping infrastructure could be affected by future technological developments. To increase productivity or decrease the regular and necessary costs, the corporation may need to invest in the purchase of new equipment. How Cadbury distributes its products and connects with its customers could be modified by the increase in digital marketing and e-commerce.
The use of technology has enhanced the process of mass production for Cadbury for many years and will continue to happen if it keeps on embracing technology in its manufacturing.

	Legal/Favourable
	Legal and regulatory obligations that Cadbury must meet include those about food hygiene, packaging, and advertisement (Perera, 2017). The company's capacity to safeguard its branding and products may also be affected by intellectual property rules.
With a brand image like Cadbury’s, it’s easier for other countries to accept the company as it has a good influence on the whole economy. 

	Environmental
	To motivate environmentally responsible agricultural practices and lessen their overall environmental impact, Cadbury has launched sustainability programs as well as the Cocoa Life program. The end user and other stakeholders may put pressure on the business to resolve environmental concerns including global warming and waste management (Oraman, 2014).
Cadbury has been adopting environmentally friendly techniques so that they continue to preserve their image in most of their markets.
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[bookmark: _Toc134194458]Marketing Strategy
	· Brand Awareness
Using tactics like TV commercials, social media, and influencer relationships, the corporation hopes to expand on its already solid reputation and raise its brand's profile in consumers' minds. To set itself apart from rivals and foster brand loyalty among consumers, Cadbury emphasizes the distinctive qualities of its products, such as their smooth texture and decadent taste.
	· Customer Segmentation
Cadbury caters to a wide variety of customers by tailoring their offerings to specific demographic and psychographic subsets. To meet the needs of a wide variety of customers, the company provides everything from cheap candy bars to high-end chocolates. Cadbury also uses targeted marketing to appeal more strongly to specific demographics, such as families or millennials.

	· Digital Marketing
To expand Cadbury's reach and encourage more customer participation, the company employs an effective digital marketing strategy that makes use of influencer partnerships and social media. The firm regularly updates social media channels like Instagram and Facebook with content that promotes its products and draws attention to its sustainable practices, where it has amassed a sizable fan base.
	· Sustainability
Through its Cocoa Life initiative, Cadbury supports environmentally friendly farming methods. To ensure that the cocoa beans it uses are produced sustainably, the company collaborates with farmers to enhance farming techniques and incomes. Cadbury's sustainability efforts are an integral aspect of the company's marketing strategy since they set the company apart from its rivals and appeal to consumers who care about environmental issues.
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[bookmark: _Toc134194460]An Analysis of the Company’s Main Competitors
Cadbury confronts stiff competition from both well-established and up-and-coming rivals in the global candy business. Cadbury's top four rivals are as follows:
Nestlé: Nestlé, headquartered in Switzerland, is a global food and beverage conglomerate (Nestlé.com, 2023). Cadbury has a dominant share of the confectionery market in many of the countries where it operates thanks to popular brands including KitKat, Smarties, and Aero.
Mars: M&M's, Snickers, and Twix are just a few of the candies that are manufactured and sold by Mars, Inc., an American international corporation. The company is widely available around the world and competes with Cadbury in various sectors.
Ferrero: The Italian business Ferrero is responsible for such well-known candies as Nutella, Kinder, and Ferrero Rocher. Cadbury is expanding its footprint in several of the markets where it already enjoys a strong reputation for delivering high-quality and innovative products.
Hershey's: Hershey's is a famous chocolate and candy manufacturer based in the United States. Popular brands manufactured by the firm include Reese's Peanut Butter Cups and Twizzlers. Hershey's is a major player in the North American market and a major rival of Cadbury's across a wide range of product categories.
Cadbury has launched numerous initiatives, including new product development, advertising campaigns, and supply chain optimization, to stay ahead of the competition. The company has made significant R&D investments to maintain its position as an industry leader, and its products have earned a solid reputation for quality and originality. To set itself apart from rivals, Cadbury places a premium on encouraging brand loyalty among its clientele through its advertising and social media efforts.
[bookmark: _Toc134194461]Assessment of the Company's Competitive Advantage
Cadbury has risen to the top of the candy industry thanks to many distinct advantages over the competition.
Because of its long history and widely recognized brands including Dairy Milk and Crunchie, the company enjoys a solid reputation and extensive brand recognition among customers. Cadbury gains a substantial competitive advantage in the form of brand loyalty and customer trust, which facilitates the introduction of new goods and the entry into new markets (Ramli, 2017). In addition, Cadbury places a premium on product innovation, pouring resources into R&D to develop novel items that sell well. The company's dedication to innovation is a major factor in its continued success and leadership in the candy industry. Cadbury's commitment to environmental responsibility and ethical trade has set it apart from rivals and won over an increasingly conscientious clientele.
Cadbury can efficiently reach customers all over the world thanks to its well-established distribution network and supply chain. This ensures that products are always accessible to buyers, which boosts customer satisfaction and loyalty to the company.

[bookmark: _Toc134194462]Recommendations
Based on the analysis conducted in this report, there are several recommendations that Cadbury can consider to ensure future success:
· Expand product line to cater to changing consumer preferences
Cadbury, in light of the growing interest in health and fitness, might want to consider introducing additional reduced-sugar and calorie products. There's been a recent uptick in the popularity of plant-based and vegan diets, and that's another sector the corporation might want to investigate.
· Strengthen online presence and e-commerce capabilities
As more and more people prefer to purchase and do business online, Cadbury would be wise to invest in expanding its digital footprint and e-commerce offerings. It can also form partnerships with other online merchants or investigate other online distribution options (Verhoef and Bijmolt, 2019.).
· Focus on sustainability and ethical business practices
As consumers become increasingly concerned about environmental and social issues, Cadbury needs to continue to focus on sustainability and ethical business practices. This could involve setting even more ambitious sustainability targets, such as achieving carbon neutrality or reducing packaging waste, as well as increasing transparency around the company's supply chain and sourcing practices (Zimon et al., 2020).
· Expand into new markets
Cadbury can look to expand into new countries, especially emerging markets with rapidly expanding populations and rising per capita incomes. To do so, the company might, for example, team up with distributors or shops in the area, or create new items that cater to local desires.

[bookmark: _Toc134194463]Ansoff Matrix – Marketing Strategy

The Ansoff Matrix is a well-thought-out tool used by businesses to accomplish growth. The four strategies recommended by Ansoff Matrix are:
· MARKET PENETRATION can be reached by expanding sales, getting directly to customers, improving the merchant system, expanding the customer lifetime value, and focusing on sales of existing products to existing markets. 
This strategy requires selling more to the current customers as well as to new customers which might be difficult due to an identical marketplace. 
Cadbury attempt to reach growth via existing products in the present market section to increase its market share. In 2007 Cadbury begin a campaign advertisement named “Gorilla” under the “A glass and a half production”. 
· PRODUCT DEVELOPMENT implies expanding new products or services for your existing audience. This strategy requires continued research and progress as well as the never-ending evaluation of consumer needs. 
Cadbury’s aim a new product in its ongoing market segment. Cadbury includes new ingredients to the current product e.g. Cadbury Dairy Milk Chocolate mixed with raisins and almonds.
· MARKET DEVELOPMENT includes sales of your existing products into brand-new markets. There are countless ways to achieve market expansion such as new geographical markets, new distribution channels, new product packaging, and different pricing policies. 
Cadbury Dairy Milk was introduced to the Indian market in 1948. The advert was capable to seize the Indian audience. As a result, the total number of clients and operating profit has expanded. 
· DIVERSIFICATION is happening when a company creates new products for an entirely new market. Both the product and consumer are new to the company therefore it is very high risk, and can be either profitable or a loss. Cadbury joins forces with drinks company Schweppes to create Cadbury Schweppes in 1969. Because Cadbury represents a very well-known and trusted brand name, customers look for high-quality products. Cadbury’s number of consumers is increasing because of its diversification.



[bookmark: _Toc134194464]Conclusion
The analysis of the external environment that Cadbury operates in has provided vital insights into the operations of the company and the competitive position it has. The confectionery business was found to be highly competitive based on the findings of Porter's Five Forces analysis, with multiple important firms competing for market share. As this was going on, the PESTLE research was highlighting the impact that a variety of external factors, such as economic, technological, and regulatory changes, have on Cadbury. Cadbury is well-positioned in the market, according to the assessment of the firm's primary competitors and competitive advantage; yet, the company confronts challenges in adjusting to changing consumer preferences and expectations.
Overall, for Cadbury to preserve its competitive advantage and achieve future growth, the company should investigate the possibility of broadening its product line, improving its e-commerce capabilities, placing a greater emphasis on sustainable and ethical business practices, and investigating new market opportunities. By taking into consideration these recommendations and keeping a close watch on the situation of the business world, Cadbury can ensure that it continues to hold the position of the market leader.
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