[image: ]


[bookmark: _GoBack]
Programme: Master of Business Administration 
Module: Marketing Management
Module code: LCMB7024
Title: Portfolio: Brand Development

Lecturer: Dian Mayasari
Student Name: Naveenkumar Jayakannu
Student ID: 2438827
Submission Date- 19th November 2025
Existing Company: Cadbury 
Brand Name- MEMORIES





















Table of Contents
Introduction	3
STDP Strategy	4
Critical Analysis of Marketing Mix 	7
Product Promotion Poster	11
Reflection of Portfolio	12
References	14


































INTRODUCTION

Cadbury has represented the sweet, lasting center of your favorite moments for over 2 century. From when John Cadbury opened his shop in Birmingham in 1824 (Cadbury Company History & Milestones), our purpose has been to make a difference, through quality and generosity, by connecting people, with a tradition begun with the flagship Dairy Milk, in 1905 (Cadbury Company History & Milestones 2024). 
This dense history is why the cadbury brand fits so well, because it is more than a chocolate. cadbury is a brand rooted in the experience of sharing. Cadbury’s latest successful campaigns reinforce this focus, most notably by delivering "a glass and a half of generosity and kindness in all of us" through emotional storytelling that evokes nostalgia and connection. So this portfolio is based on the Cadbury’s new brand and conducting the STDP, and Marketing mix strategy for the brand success. (Self Source)
Presenting Cadbury Memories - a range of chocolates and gifting moments that have been expertly created to spark the strongest connections to nostalgia and togetherness. This range is part of a continued commitment to quality cocoa and a modern understanding of emotional consumer needs. The best moments aren't just kept in your heart; they can also be enjoyed in the form of these delicious gifts.
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Cadbury Memories First Look


1. STDP Strategy

1.1 Segmentation :- 
The first part of STDP is segmentation: The act of breaking down a population into smaller groups of consumers that have similar needs, characteristics, or behaviors. Segmentation allows companies to no longer view the market as a single, homogenous body and to become more aware of the diversity in behavior that exists among buyers. (Ansari R.S 2025).
Cadbury products are divided into segments on the basis of a mix of demographics, behavioural & psychographics factors; like on the basis of Income & occasions. We will find everyone of all age groups and demography enjoying their products. Cadbury’s product offering is mostly based on production, pricing of the various packs, how the packaging, the capacity of the retailer's storage, occasion & situational demand, celebrity endorsement and many other things. (‌Bhasin, H. 2015)
For this new brand MEMORIES segmentation will be Psychographic Mindful Conscious Consumers Consist of individuals who prioritize spending quality time with others, engaging in personalized or emotional activities, and experiencing connections over owning or purchasing material items.  They are seeking ways to alleviate "present disconnect." All of these traits align directly with the core value proposition of the product: "The Catalyst for Connection." Behavioral Occasion Givers & Hosts, are those who are routinely spending money towards gifting, giving experiences for an occasion (to go along with the anniversary gift, hostess gift, birthday gift, housewarming gift, Christmas, Diwali, Rakhi etc. Geographic sementing primarily urban and peri-urban centres with higher disposal incomes and faster digitally driven lifestyle extended to Demographic Promising Young Professionals (25-40), Gen X (41-55+) & Empty Nesters  Consumers that have a higher than average disposable income who are seeking out and paying for premium, high quality, specialty products in their marketplace. The anticipated premium pricing for "Sophisticated, Mindful Flavors," requires that we are able to segment the consumer segment that have the financial capacity to expect to pay said premiums. (Self Source & Bhasin H 2015)
1.2 Targeting :- 
Cadbury has aimed its marketing towards various age demographics, but has tailored its product segmentation towards specific classes of consumers. For instance, Cadbury Temptations and Bourneville are positioned for higher end consumers who are willing to pay more, while Cadbury SILK appeals to those with a hard-to-resist chocolate experience. Cadbury positioned itself as a good times symbol and alternative, spontaneous brand for special but more real moments. (Bhasin H 2015)
Cadbury Memories will target an individual or couple (ages 25-55) who intentionally seeks meaningful, device-free engagement. They are the friend or partner who connects with others and partially initiates conversation and connection among friends, family, or partners. They see chocolate as not simply a food, but a way to enhance an experience. Core Need where a unique, elegant and simple tool to create deep, quality connection in a screen-dominated world and value Proposition Alignment were they will appreciate that the product is "Purposeful Design viewing the product as an investment in a better social experience  (Self Source)  

1.3 Differentiation:- 
The next steps are the actual consumer differentiation which is developing unique attributes in the company’s market offering that can provide superior value to competing offerings. Differentiation is required to ensure there is a credible reason for the customer to choose you over the alternatives.
Differentiation is what makes Cadbury 'Memories' stand out from standard chocolate bars or premium competitors (like Godiva, Top Top, Nestle, Ferrero etc). Cadbury Memories Chocolate serves as more than an indulgent treat; rather it can serve as a means to foster a connection between individuals. Conversation starter cards or prompts are included in the box around the chocolate, allowing it to become an activity that is participatory. Product Design a sophisticated, artisanal, mindful flavor personality that is distinct from the chocolate from Cadbury or other mass-produced options. Use "sophisticated, mindful flavors" (for example, sea salt caramel, chili, and orange zest, dark chocolate blends), and offer a visually elegant packaging option. 
Packaging & Presentation were the packaging is designed to share and allows for connecting with others as part of the ritual. A premium box structure with each confection individually wrapped, individual pieces that visually feel expensive and could be on display on a table, or used as a gift. (Self-Source) & (Pearce, King and Shaw, 2024)



1.4 Positioning:- 
A positioning strategy is a series of activities and procedures that aim to grow the brand, company or product’s image and presence. Product marketers should determine how they believe market associates will think about their product, as the only true positioning occurring is what the customer holds as the product moves through its own lifecycle. If a customer is not thinking about the product, it does not hold that position. (Pearce, King and Shaw, 2024)
Positioning refers to the distinctive position that the product occupies in relation to competing products, and more importantly, in the mind of the target consumer.  For example, to the Mindful Connector who seeks meaningful interactions, Cadbury 'Memories' is the premium, purposeful chocolate experience that creates deep quality connection through conversation starters to encourage a quality, memorable moment of indulgence, compared to ordinary gifting chocolate. (Self-Source)
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Fig 1.4.1 Positioning of Cadbury Memories (Self Developed)


2. Critical Analysis of Marketing Mix (4Ps)

The marketing mix can be described as the use of a marketing component that involves combining a number of different components in order to ensure that a product's brand is established and become more established to help sell a product or service. Product based companies constantly think of plans to be come up with ways to sell their products and coming up with a marketing mix is one plan to do that. Marketing mix is a traffic of marketing component/tactics used to market a product or services in the market, which also includes selling it. It involves positioning a product that is being marketed as well, so that it is sold at the right price, place and right time. The product is selling strategy is based on the marketing and promotions strategy. The components of the marketing mix are often referred to as the 4Ps Product, Price, Place, and Promotion. Business sector marketing managers often think of their marketing strategy by thinking of the 4Ps. Once again, in today's environment, marketing is becoming increasingly difficult as the marketing is increasingly adding multiple other Ps to the marketing mix for overall important development. (Byjus, 2023)
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   Fig 2.1 4Ps of Marketing Mix (Byjus, 2023)

Product 
A product refers to a good that is made or developed to satisfy the wants of an individual or a group, whether it is in the form of a service or a good. It is also important to conduct thorough market research before developing a product since it has a life cycle that can change from growth to maturity and decline in sales. A product has a life cycle where it blends the growth phase to the maturity phase and then to declining sales phase. (Byjus, 2023)

Price 
This is the only price generating element of the marketing mix were as all other elements posit a cost. Therefore, it is critical to get the price right not just to address costs, but to make a profit! Before we can consider price, we must research what customers will pay and have a perception of demand for that product/service in the market. Because price also provides a strong indication of the positioning in the market against competing brands (low price = value brand), price must be established with competing brands in mind. (Allen, 2020)

Place 
Distribution is one of the most significant sections of the marketing mix strategy. It involves putting and distributing a product in a location or placing product in an easily accessible location for potential customers or buyers. (Byjus, 2023)

Promotion 
Promotion is a marketing communications process that helps the company promote the product and its features to the public. The awareness of the product is one of the biggest and most important pieces of the marketing mix that attracts the attention of the customers and encourages them to buy the product. (Byjus, 2023)
Promotion is central to our marketing expertise. Whether working through direct marketing, public relations, advertising, content strategies, or in-store presentations, we, as marketers, are our best at activating awareness and encouraging engagement. Promotion is about a brand telling an interesting and compelling story to its consumers, which guides them to think about the brand's product or service. Promotion can achieve several goal, from awareness to selling and creating revenue. (McCabe, 2024)
Marketing Mix Strategy (4Ps) for "Cadbury Memories”
[image: ]Product
Fig 2.2 Product Look (Memories) (Self Made)
The core product is not just the chocolate, but the nostalgic experience and the collectible packaging.
	Aspect
	Strategy for "Cadbury Memories"

	Core Product
	Core product with small premium and segmented for 2-4 peoples made with fully chocolate and nuts with rigid box packing launching with classic collection followed by seasonal editions.

	Packaging 
	A premium, sturdy, reusable box made to resemble a memory box or vintage photo album. The inside can be made with velvet lining, or a holder for a small personal item.

	Augmented Product
	A scannable QR on the inside lid that links to a private landing page for the buyer of the product to upload photos/a personalized video message for the recipient. The link would remain active for one year.

	Branding
	Use a classic, sophisticated font and deep colour palette (i.e., gold and rich purple) to signify premium, heritage quality on the outside of the box. "Cadbury Memories: By a Memory; Gift a Memory" could be an effective tagline.




Table 2.1 Product Mix for Cadbury Memories (Self sourced)

Price
For this brand the strategy is premium pricing strategy (Skimming) to reflect the high quality, sophisticated positioning, and innovative packaging. The price should definitely be higher than a standard Cadbury selection box, Dairy Milk family bar to reflect the collectible value, personalization, and premium packaging. This reinforces the premium product, gifting positioning. The pricing point should suggest luxury and gifting rather than a mass market price. The high price should be justified more with the emotional return and the unique, reusable "keepsake" packaging than with the chocolate weight (Twin, 2024). The final Price for the Cadbury Memories will be 10£ for small box (400 gm) and 15£ for big box (800 gm) (Self Sourced)
Place
Available in nearby supermarkets, Retail Stores, Convenience store, Cadbury gifting platforms & selected online retailers. Online shopping sites aimed at meaningful gifts (e.g., Uncommon Goods; a dedicated online florist or gifting service), which directly connects with the "Sentimental Gift-Giver." Direct-To-Customer via a standalone, premium site for Cadbury (ex. "Cadbury Memories Portal"). (Twin, 2024)
Promotion
Advertising via digital marketing, Short Videos with tagline “Become a Memory” & sales promotion where launch will include “Buy a Memory & Gift a Memory” Promotion, encouraging to purchase one for themselves and one to give away as a thoughtful gesture. Also more with Nostalgia Campaigns: Work with "nostalgia" themed influencers (retro culture blogs/history accounts) and utilize user generated content encouraging recipients to share the memory the box triggered using the #CadburyMemoryBox. 
[image: ]Milestone Partnerships engage key organizations celebrating a milestone (major historic anniversary) or a non-profit focused on memory/reminiscing (i.e. Alzheimer's research). Highlight this in premium lifestyle and gifting magazines. (Twin, 2024, & Self Sourced).







   Fig: 2.3 Cadbury Memories Promotion (Self Made)
3. Product Promotion Poster
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Fig 3.1 Poster (Self Sourced made by Canva)

4. Reflection of Portfolio
Reflection on Brand Concept & Strategy Development
The experience was highly effective in demonstrating the coherence required between a brand concept and its strategic execution.
Main skills and Insight I gained are strategic coherence (STDP) the most key learning was how segmentation ultimately drives differentiation (or how segmentation and differentiation are intertwined and indirectly dictate one another). In this case, the Segmentation target was the "Sentimental Gift-Giver." As a result, we had to position the product as to be genuinely different from competitors. We did not merely positioned as a chocolate product, or even a superb chocolate product: we positioned it as a collectible personalized keepsake box. Moving into psychographics (rather than standard demographic analysis) to reach this position necessitated an understanding of the (values and) occasion forwarded by Emotion and Nostalgia the takeaway from the project was that any brand concept that is strong will tap into deep universal human emotions. And this meant nostalgia provided a very rich, ready-made emotional platform that justifies the convenience of premium pricing and achieves immediate recognition.
Moving towards Integrated Marketing Mix the 4 Ps involved developing marketing strategies for the product was exercise in strategy trade-offs. For instance, premium pricing would require a highly selective Place (distribution) strategy. If we had put the chocolate into every supermarket and grocery retail channel, then our premium offering would become irrelevant. This further supported that the 4 Ps need to confirm and uphold the central positioning statement.
Areas for Future Enhancement
•Quantitative Validation: The current approach is based upon qualitative rationale. Ultimately, market research (e.g. surveys, focus groups) would be the next step to test willingness to pay premium prices and interest in the specific vintage packaging/personalization features.  
•Financial Modelling: The strategy does not have any defined financial projections (e.g. COGS, volume projections, break-even analysis). Future projects should include a simple financial model to assess the feasibility of the premium pricing strategy.
[bookmark: _Toc214224408]


Reflection on Marketing Strategy Pitch Preparation & Delivery
[bookmark: _Toc214224409]My role in crafting and executing the approach articulating the STDP and 4Ps underscored the significance of clarity and persuasive framing in this I gained the skills of establishing the Problem first were the strategy was received best when it began with the issue: "How does Cadbury create value in the high-value gifting market (luxury brands) dominating this space?" This immediately established what was at stake and made the subsequent strategy (Cadbury Memories) feel like a perfectly logical and necessary answer. Then Visualizing the Action (The Positioning Map) the original Cadbury positioning map served as an essential visualization for the complete pitch. To physically illustrate where "Cadbury Memories" would sit (High Price, High Quality/Nostalgia), suddenly justifying the strategy against others, like Godiva and Ferrero. Finally Agility in Handling Iteration having to make changes on the spot with the image (e.g. changing the background, moving the "Memories" text) demonstrated a need for fluidity and ability to iterate quickly within the culture of a presentation. A successful pitch is not just delivering a plan, but working quickly to adapt and incorporate verbiage and other feedback.
Areas for Future Enhancement

· Conciseness and Pace: The Marketing Mix explanation in a more formal pitch could take advantage of the ordering of the most differentiated components of the marketing strategy. For example, perhaps spend more time on the differentiation of "Personalization" (Product) and the direct-to-consumer channels (Place) than on social media as a more standardized component.  
· Storytelling Arc: Although the organization was reasonable, the pitch could feel more powerful with a more robust storytelling arc. The story could be centred around a fictional customer (e.g., a person buying a gift for their mother's 60th birthday) to more humanize the "Sentimental Gift-Giver" and to demonstrate the product's use case and emotional return.
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EMORIES

THE CATAYLST FOR

Cadbury's core strength is its emotional
connection to consumers through the
themes of Generosity and Sharing.
Cadbury 'Memories’, would focus on
elevating the spontaneous, everyday act
of sharing into a personalized, mindful
experience.

SEGMENTATION

Geographic segmenting primarily in Urban and
Peri-Urban centers with higher disposable
incomes and faster, digitally-driven lifestyle
extended to Demographic segments based on
age millennials (25-40) and Gen X (41-55) and
Income as Middle to Upper-Middle Class finally
Occasion-Based Consumers seeking a small,
spontaneous reward, a perfect host/guest gift or
festivals like Christmas, Rakhi, Diwali.

TARGETING

Professional audience (20-55) who
value their limited downtime. People
loving coffee breaks, hosting small
get to gather, or some looking for
some tasteful chocolates.

POSITIONING

The brand positioning will
differentiate 'Moments' from
traditional Cadbury (mass market,

simple joy) and high-end artisanal
brands (often solitary indulgence)

DIEEERENIMIASRHIGIN

Cadbury 'Memories' differentiates itself by
shifting the value proposition of chocolate from
solitary indulgence to facilitated, purposeful
human connection.

CONNECTIONS

MARKETING MIX

PRODUCT

Core product with small premium and segmented
for 2-4 peoples made with fully chocolate and
nuts with rigid box packaging launching with
classic collection followed by seasonal editions
PRICE

The strategy is Premium Pricing (Skimming Strategy)
to reflect the high quality, sophisticated positioning,
and innovative packaging. Priced significantly higher
than a standard Cadbury Dairy Milk family bar.The
final Price for the Cadbury Memories will be 10£ for
small box (400 gm) and 15£ for big box (800 gm)

PLACE

Available in nearby supermarkets, retail stores,
convenience store, Cadbury Gifting Platform &
Select Online Retailers

PROMOTION
Advertising via digital marketing, Short videos with
tagline “Become a Memory” & Sales Promotion were

promotion, encouraging customers to purchase one
for themselves and one to give away as a thoughtful
gesture.

ISSUES

= Product quality concern such as mould, change in shape,
and ingredients.

« Product Availability issues for customers

« Ethical Concern like sourcing

« Shortage in stock

» Geographic availability.

PRODUCT OUTPUT

« To give good experience to the customers.
« Available in all over cadbury operating countries
« Providing stock early whenever required.
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THE PROBLEM:
Present Disconnect.

(Sgreens are isolating us).

\
\ THE SOLUTION: CADBURY ‘MEMORIES

— The Cataylst for Connection

* 1. Purposeful Design: Conversation Starters Inside.
¢ 2. Premium Indulgnce: Sophiticaiated, Mindful Flavors

@ CUSTOMER: A INVESTOR:
Quality Time & Emotional ROI. ~  Premium Margin & Brand Resilience




