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Introduction: When a company takes their existing brand and launches a new product in a different category, it's called a brand extension. Brand extensions reduce the extensive advertising and brand-building efforts and lowering development costs. A brand extension introduces a new product and increases the brand value. Brand extensions leverage the existing recognition and trust associated with the parent brand, so people easily adapt its product (Kotler, et al. 2020).
The Cadbury is a long-established company known for quality chocolate. Customers already trust the Cadbury name for its chocolate. It has a large and loyal customer base. Consumers are likely to try a new product offering. Dark chocolate and ice cream are a classic and widely enjoyed combination. This provides a natural product concept.
Over the next few years, the global ice cream market is predicted to grow, adding $31.7 billion in value by 2029. This growth is occurring at an annual average of 6.1%. The growth of the premium ice cream category is also being fueled by exotic, herbal and adventurous flavour options (Kinder, 2025). The premium ice cream market is growing, with consumers seeking high quality product desserts. This trend allows for offering a unique product. This brand extension allows Cadbury to diversify its product offerings and new market segment beyond chocolate products. Brand extension increases market share and create strong brand value for Cadbury company. The purpose of this report is to analyse Cadbury’s brand extension into the premium ice cream market.
[bookmark: _Toc196446278]Brand extension development: Cadbury's is entering the ice cream market with a Dark chocolate with premium ice cream, and it is leveraging Cadbury's cocoa expertise and quality. Different variations include enhance the product quality and tastes like chocolate chunks, flavours and nuts. The Packaging will increase the brand image such as Cadbury's iconic purple and gold with a premium touch. This extension aims to capture consumers seeking high-quality, feels taste quality, building on Cadbury's trust. It offers a new format for enjoying the dark chocolate flavour. Cadbury's is known for quality, the delight of indulgence and the emotion of joy. The Combination of dark chocolate with premium ice cream introduces a new experience and offers a luxurious feeling. While dark chocolate fills the gap between familiar comfort and taste. It aims to create products that attract a new consumer. Introducing a dark chocolate with premium ice cream option provides a richer chocolate experience compared to milk chocolate. The global ice cream market is growing year on year. Thus, Cadbury can attract consumers willing to pay higher- quality experience. Cadbury has built a strong brand image and make a strong customer relationship. This innovation opens new categories in the market. Its premium ice cream targets demographic groups who prefer sophisticated dessert options. Cadbury's dark chocolate with premium ice cream brand extension increases the overall value of its brand. It promotes the brand's outside with milk chocolate offerings to an indulgent side. This product connects with a consumer need for different kind of dessert options.
[bookmark: _Toc196446279]Segmentation, targeting and positioning for the brand extension: STP marketing helps businesses to position their products in the market by segmenting and selecting target markets and achieving marketing results (Han et al.,2012).
Segmentation: Market segmentation is the process of dividing a consumer market into smaller segments based on characteristics such as demographic, geography, behaviour and psychographic. The goal is to understand consumers’ needs and behaviour of each segment. Demographic segmentation is dividing business market into small groups based on demographic characteristics like age, income, gender and occupation. Organizations can better to understand consumer needs and make products according to those needs. Geographic segmentation divides into different groups based on different locations such as cities, countries and states. It makes new product according to geographic location. Because geography focus on human needs, values and preferences. Behavioural segmentation means how people interact with a product, service and brand. What they have bought in the past and their loyalty to a particular brand. It analyses consumer behaviour. Psychographic segmentation is a marketing technique that connects consumer personality with brands (Martin, 2011). Cadbury dark chocolate with premium ice cream targets adults with high income level. Understanding age and income levels helps Cadbury manage distribution channels. The product would be stocked in stores and supermarkets that are easily accessible to this target demographic. While chocolate and ice cream offer a unique combination. Additionally, Urban areas to have a higher class of consumers who can pay afford premium products. Cadbury can marketing and distribution strategies based on cities, regions and countries where dark chocolate and premium products are very popular. Analysing consumers past behaviour and purchase patterns, Cadbury can identify and targeting consumers who are interested in and purchase dark chocolate ice cream. Understanding the psychographics of their target audience, Cadbury creates an emotional connection with consumers, making the brand extension with new product it is more impactful.
Targeting: A company with limited resources may choose to focus on specific segments. This allows for focusing on resources and maximizing the potential success in those specific segments. A company will target consumers basic needs and wants. This approach allows the company to diversify it's business and focus on consumer needs. The company targeting specific segments, the company aims to generate profit. It aims to create customer value in selected segments. A company may enter a new segment to test its product or service in the market (Kotler et al., 2020). Ice cream segments allow us to leverage the " premium" aspect of the product. These segments generate a high profit margin. This approach aligns with the Cadbury's established brand image of quality and indulgence. Cadbury is targeting consumer need for indulgent, premium experiences with quality product and taste. By extending into the premium ice cream category, Company is diversifying its business focusing a consumers who want a more luxurious product. The company goal is to provide a premium quality product with superior taste experience. 
Positioning: A Positioning strategy is a plan that outlines how a brand, company or product will be perceived in the market, focusing on its unique value and competitive advantages. It includes target audience, marketing category, brand differentiation, brand identity and pricing strategy (Brooksbank, 1994). For adults who enjoy chocolate flavour and indulgent experiences, Cadbury Dark Chocolate Premium Ice Cream provides premium ice cream that delivers the rich feeling and fantastic taste of dark chocolate in a luxuriously creamy format. Cadbury has a strong brand presence in the market. New extension can leverage its position in the market. Its communication and interactions increase connection with consumer trust. Competitors may face a challenge in establishing this level of trust. The 'Premium' description indicates the use of high-quality ingredients, reflecting the product's rich taste, diverse flavours and quality. While Cadbury positions its new brand extension based on these qualities, competitors choose to focus on price, flavours and unique taste experiences.
[bookmark: _Toc196446280]Customer Personal Profile:
Customer Name: James Smith, who works at GQG Partners as the Chief Financial Officer, is a potential consumer of Cadbury's Dark Chocolate with Premium Ice Cream. He considers this product as an indulgent treat and a moment of enjoyable pleasure.
Demographic: In demographic segmentation, the business market is divided into smaller groups based on characterises such as age, gender, income, occupation, education and location.  
Age: He is 45 to 50 years old. He's the CFO at a company with a good reputation. He is very experienced man in his field.  
Gender: Male
Income: He is in the upper-income level. His position as a CFO at GQG Partners, a financial firm. This indicates a high level of earnings.
Occupation: Chief Financial officer is a high-level executive role in a financial service company. He manages equity portfolios for institution and individual clients.
Education: He is holding a master's degree in finance; He is well-qualified for his senior role.
Location: He lives in a metropolitan such as London.
Psychographic: This marketing technique connects consumer personality and brands, and it considers characteristics such as Values, attitudes, lifestyle, buying behaviour and aspirations.
Values: James has good experiences with the Cadbury brand; he enjoys the product and finds it satisfaction with this product and reward himself.
Attitudes: James prefers the rich and involved flavours of dark chocolate ice cream. This means he is prepared to pay a premium for high quality items that offer an exclusive taste.
Lifestyle: His position as a CFO in a reputable company, James lives a professional life. He has limited leisure time and is looking for a way to enjoy moments of relaxation. He has a taste for luxurious products and enjoys premium goods or services.
Buying Behaviour: James's purchasing decisions depend on product quality and taste. James likes to buy well-known brands because they give him enjoyment in his life. 
Aspirations: James aspires to maintain a successful career and experience a comfortable and fulfilling personal life. He likes luxurious products and experiences that improve his sense of well-being and enjoyment. 
[bookmark: _Toc196446281]Marketing Mix Strategy: Marketing mix strategies involve the strategic management and combination of marketing elements to exchange and satisfy customer needs better than competitors and achieving organizational goals. There are four elements into marketing mix which are product, price, promotion and place (Nguyen et al., 2024).
Product: A product is defined by customer needs and wants. The product is the starting point in the marketing strategy. A company offers different kinds of products and gains consumer loyalty. Positive consumer perceptions show consumer trust for its brand. Consumers try new products with positive experiences. Brand extensions leverage established brand awareness and recognition of the company's product (Marušić, 2019). For instance, a Cadbury Dark Chocolate with Premium Ice Cream brand would leverage the established trust and quality of the Cadbury Brand while It offers a more refined and luxurious product with specific features, quality, diverse flavours and a packaging strategy to target an audience looking for a premium dark chocolate ice cream taste.
Price: When a Company launches a new product in a store. It focuses on its pricing strategy because Price affects consumer mindset. The strategic use of price for introduction and sales along with an understanding of consumer price sensitivity. Therefore, it can be divided in two levels of price strategy. The first is strategic pricing, which involves setting the regular price and managing targeted price. This level has a long-term impact on consumer decisions. Second, tactical pricing, which involves daily price changes. It influences short-term purchasing decisions. This indicates that consumers form an overall price expectation for a company's products and new products (Franjkovic et al. 2018). For example, when Cadbury launches its dark chocolate with premium ice cream as a brand extension. It will introduce premium or value-based pricing approach. This indicates a higher price with aligned with the high quality of the product. This long-term pricing strategy aims to the new product within a specific quality segment in consumer's minds. Furthermore, Cadbury might use discounts and special offers when introducing the new product to the market. This strategy helps to engage customers. This will influence both long-term brand perception and short-term sales success.  
Promotion: Promotion marketing strategy is an important strategy for attracting a new customer. Successful promotions indicate consumer connected with the brand. Promotions build a strong relationship with consumers and trying new offering product. For brand extensions, promotions encourage customers to try new products. Promotions increase brand awareness of the existing brand. Successful promotions increase sales and improve competitive position in new market segments (Bondarenko and Vyshnivska, 2023). For, Cadbury can leverage its existing brand equity with dark chocolate to enter and compete in the premium ice cream market. The combination of Cadbury's dark chocolate expertise with the luxurious experience of premium ice cream. Promotions aim to build a strong relationship between consumers and Cadbury's brand. It can offer a discount on the first purchase when a launching a new product this type of promotion increases brand awareness. Cadbury should use digital media to promote its product. It can generate content such as product photos and videos. It can give offers of free samples in stores to attract consumers to experience with the dark chocolate flavour. Cadbury can partnership with influencers. Influencers promote its product on the social media. Consumers see the product and buy that product. This type of marketing strategy can increase sales and brand awareness of Cadbury's new product.
Place: Place refers to company activities that make the product availability to target consumers (Kotler et al., 2020). However, the physical distribution for business products ensures that the right products are available when and where needed. A supplier regularly delivers products on time and buyer's logistical needs. It builds trust and confidence, which has a positive effect. |For Expensive products, direct distribution channels are preferred because business buyers need technical assistance. The direct interaction and support process can generate a feeling of security and satisfaction. A responsive distribution system that minimizes turmoil and supports efficient operations for the buyer contributes to a positive experience. A reliable and efficient distribution place is generate strong relationship between buyer and seller. A smooth and efficient distribution place enhance the value of the product (Dibb et al., 2012). Cadbury uses a multi-channel distribution strategy, like Supermarkets and Hypermarkets for reaching a large consumer base in the ice cream segment. Its product size is smaller; thus, it is easily available in stores. Cadbury works with wholesalers to reach a wider network of retailers. Cadbury use the best quality of raw material to prepare of the product such as cocoa beans, milk, sugar, other ingredients and packaging materials. It uses fresh milk and different kinds of flavours which provide better taste and quality. Also, it uses plastic tubs and wrappers as packaging materials. Ice cream requires cold storage to maintain quality. Cadbury uses high- powered refrigerated to maintain the taste and quality of the ice cream. It uses trucks with temperature control for moving ice cream between suppliers, distribution centres and retailers. It maintains stock levels and provides regular orders for retailers and distributors. 
[bookmark: _Toc196446282]Conclusion: In conclusion, Cadbury's brand extension into the ice cream market with its dark chocolate with premium ice cream offers a strategic and potentially successful move. The company is leveraging its strong brand equity, providing quality chocolate and its loyal customer base to enter a premium dessert category. The extension is directly recognized with the Cadbury name and initial marketing. Consumers who know Cadbury for its chocolate are try their ice cream. The global ice cream market is experiencing significant growth, driven by demand for high-quality and indulgent desserts. The combination of dark chocolate and premium ice cream is a classic flavour, offering a natural product concept with the attract a richer consumer base. Cadbury can easily diversify its product portfolio over its core chocolate offerings into a new market segment of consumers seeking indulgent desserts. A successful brand extension will increase Cadbury's overall market share and its brand value of high-quality indulgent products. A Value-based strategy can lead to higher profit margins. Dark chocolate adds to richness for premium dessert seekers. The marketing mix strategy provides diverse flavours and attractive packaging, efficient distribution for market entry and growth. 
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