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Executive Summary
Sustainable brand extension strategy for Cadbury has been elaborated based on Cocoa Crunch Granola that combines chocolate flavour with healthy ingredients. STDP analysis reflects customer segmentation and targeting is important for Cadbury to ensure success and competitive advantages. This report outlines the 7Ps marketing mix of Cadbury Cocoa Crunch Granola, which has been designed to be sustainable, a means of brand. The strategy combines the elements of product innovation, value-based pricing, and customer-centric marketing in order to improve competitive advantage and brand value through targeted growth in the long-term. 
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[bookmark: _g19pd9qcr4h3][bookmark: _Toc236508075]Introduction 
The study has been designed for Cadbury, focusing on brand extension by taking sustainable development into account. Application of STDP has been considered for Cadbury to analyse geographic, demographic, psychographic and behavioural factors related to market segmentation. The report explains the 7Ps marketing mix to support Cadbury’s market extension strategy, apart from providing reflection on learning. 
[bookmark: _Toc236508076]Element 2: Application of STDP for Cadbury's brand extension 
[bookmark: _Toc236508077]2.1 Segmentation 
	Geographic

	Customers for Cadbury's Cocoa Crunch Granola will be divided based on geographic locations, including both urban and suburban areas in the UK. In these locations, customers have easier access to supermarkets and online grocery platforms where the product will be available. As mentioned by Griva et al. (2024), geographic segmentation divides customers based on location-related factors, including address, city of residence, population density and store location. This product is suitable for developed and emerging markets, especially where demand for healthy and sustainable food products is increasing rapidly. 

	Demographic

	This segmentation for the proposed product will include customers aged 15 to 45 years, including students, young professionals, working adults and families. In addition, chocolate consumption varies due to different socio demographic characteristics including lifestyle culinary traditions and eating habits, which influence consumer purchase decision (Massaglia et al., 2023). Income of customers under demographic segmentation will consider middle to high income customers, who are willing to spend more on healthier food options. 

	Psychographic

	The product is focused on attracting customers who value health, wellness and consumption of products made sustainably. Specifically, this customer segmentation is seeking nutritious foods and selecting brands that contribute positively to the environment in terms of responsible sourcing and eco-friendly packaging. Based on the views of Theocharis and Tsekouropoulos (2025), customers are increasingly choosing brands that focus on sustainability, ethical sourcing and environmental responsibility. The product will attract customers who enjoy convenient food options, especially busy professionals, because they are more attracted to products that fit a busy lifestyle.

	Behavioural

	Under this segmentation, Cadbury will focus on customers who purchase granola healthy snacks and chocolate products regularly. As highlighted by Schäufele-Elbers and Janssen (2023), sweet snack enthusiasts segment showed a strongest preference for convenience foods and fast foods compared to other consumer groups. Quality and health-conscious consumers, besides brand loyalty and interested in trying new products from Cadbury, will be considered to target customers in the behavioural segment.  


Table 1: Customer segmentation
(Source: Self-designed)
[bookmark: _Toc236508078]2.2 Targeting 
Cadbury Cocoa Crunch Granola follows a differentiated targeting strategy, focusing on customers who want healthy chocolate products. Additionally, target customers for the products are people aged between 15 years and 45 years, especially students, young professionals and families with children. According to the viewpoint of Jayawardena and Gamlath (2025), eco-friendly packaging is important for increasing health-conscious consumers' satisfaction and influencing their purchasing decisions.This target market has medium to high purchasing power in terms of willingness to pay a premium price for healthy food products. Existing customers of Cadbury are also a target group for this product because their brand loyalty can encourage them to try new products. 
[bookmark: _Toc236508079]2.3 Differentiation 
The new product of Cadbury differentiates itself by combining the well-known chocolate taste of Cadbury with healthy ingredients and sustainable production. Although there are several brands that offer Granola bars, Cadbury focuses on nutrition with a proper balance between taste and health, as well as environmental responsibility. The product will provide customers with healthier chocolate options in terms of maintaining Cadbury’s premium chocolate flavour. Tuigunov et al. (2025), mentioned that recently changing customer preferences have increased the demand for healthier and environmentally sustainable food choices. Cadbury's brand reputation is another differentiating factor, because customers trust the brand, which will make it easier to introduce new products. Cadbury can use its established distribution network and customer loyalty to reach a large number of customers. 
[bookmark: _Toc236508080]2.4 Positioning 
Cadbury Cocoa Crunch Granola is positioned as a premium sustainable snack product that combines delicious chocolate flavour with healthy nutrition ingredients. As stated by Manikandan and Sarguna (2024), Cadbury can use the strong reputation of the Dairy Milk brand to launch premium versions. The positioning map reflects that this product offers both nutritional value and high sustainability, apart from health benefits compared to other milk chocolates. 
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Figure 1: Positioning map
(Source: Self-designed)
Specifically, the positioning focuses on great taste, better nutrition and sustainability to ensure customers enjoy healthy chocolate products made with sustainably sourced ingredients. Furthermore, compared with Kellogg's and Nestle Granola, Cocoa Crunch Granola offers Cadbury's chocolate flavour and is more nutritious than Nature Valley products. For instance, the protein bar of Nature Valley provides 10 to 15 grams of protein (Naturevalley, 2026). Cadbury Cocoa Crunch Granola bars will provide 25 grams of protein in each bar, which is higher than current protein/granola bars available in the UK market. Overall, this positioning can help Cadbury to create a strong position in the healthy snack market while maintaining brand identity and appealing to health-conscious customers.
[bookmark: _Toc236508081]Element 3: 7Ps Marketing Mix

Figure 2: 7Ps Marketing Mix
(Source: Self-designed)
Product 
Cadbury Cocoa Crunch Granola is Cadbury's new product plan into the emerging healthy breakfast segment, with a blend of whole grain oats, sustainably sourced cocoa, almonds, pumpkin seeds and dried fruits. The product will be packaged in a manner that takes advantage of the growing consumer interest in healthier food options, providing an increased fibre content compared to typical chocolate snacks and with less added sugar. Cereal remains an important part of the breakfast category and valued at £1.81 billion, it is still the number one choice for breakfast with 21 million households purchasing cereal 21 times per year  (Wholesalemanager, 2024). It is a sustainable brand extension that retains Cadbury's sweet association to quality cocoa and also ventures into a complimentary product category. The implementation of reusable packaging and the use of responsibly sourced cocoa also gives Mondelez International increased environmental credibility and a greater long-term brand equity thanks to its Cocoa Life programme.
Price 
Cadbury Cocoa Crunch Granola will be priced at a premium, based on its value for money due to the quality of its ingredients, brand reputation and sustainability credentials. The trend of consumers willing to pay higher costs for health and green foods has accelerated significantly. Value-based pricing will increase customer satisfaction by matching the price of the product or service with the value perceived by the customers, as opposed to the production cost. As per Dane et al. (2024), value-based pricing and outcome-based pricing are the most promising long-term developments. Discounts and supermarket loyalty offers will keep people trying the product without hurting the brand's premium. It will help to make the brand profitable and help in maintaining Cadbury's quality image and sustainable brand extension goals.
Place 
Cadbury Cocoa Crunch Granola will be distributed through an omnichannel intensive approach to achieve the maximum market coverage. It will be sold in major UK supermarkets such as Tesco, Sainsbury's, ASDA and Morrisons, convenience stores, health food shops and web retailers for example Amazon Fresh or Ocado.  For instance, around 65% of online grocery shoppers say they would accept slower rapid delivery if it meant access to a wider, more useful range (Mintel, 2026). A Mondelez distribution network, already in place, minimises extra logistics expenses and enhances the efficiency of the supply chain. Environmental performance is further enhanced with Sustainable transportation partnerships and Responsible sourcing contributing towards the overall sustainable growth strategy. 
Promotion 
The promotion will use an “Integrated Marketing Communications (IMC)” approach that will integrate digital advertising, influencer marketing, social media, in-store promotions and PR. There will be three key benefits highlighted in the marketing messages like Real Cadbury cocoa taste, nutritional breakfast elements and sustainable sourcing. In recent years, integrated marketing communication (IMC) is dominating and influencing the companies’ communications (Rehman et al., 2022). The involvement of nutritionists and fitness influencers will boost credibility amongst younger customers, and product samples in supermarkets will drive product trials. Multiple communication channels reinforce brand awareness, customer engagement and long term brand equity, which aids successful brand extensions.
People 
The people are the people who deliver the Cadbury brand experience through their work with people in their employment, retail partners and customer service teams. They will be trained on the nutritional benefits, sustainability programs, allergen details and practices surrounding the sourcing of Cocoa Life to achieve consistent customer communication. Effective communication between restaurant staff and customers with food allergies is crucial for ensuring safe dining experiences (Konstantinou et al., 2025). It also helps the company to maintain ethical sourcing standards across the supply chain as it is collaborating with responsible suppliers. Employee knowledge investments contribute to customer satisfaction, solidify Cadbury's sustainability commitments and foster long-term relationships with customers in the healthy food segment.
Process 
The process strategy aims to maintain a consistent level of product quality by using responsible sourcing, a process of efficient manufacturing and transparency in supply chain management. Through Mondelez International's Cocoa Life programme, Cadbury will have the opportunity to help support sustainable cocoa cultivation in the region and to benefit the cocoa farmers. For consumers, QR codes on packaging can give them traceability details, nutritional information, as well as sustainability updates, contributing to transparency. For example, Businesses are always looking for greater efficiency and earning more, while supply chain digitization is becoming popular to cope with long-term issues (Ali et al., 2024). In addition, ongoing quality surveillance, supplier audits, automation of production controls and consumer feedback systems guaranteed uniform product quality and reinforced operational efficiency and customer trust. Sustainable supply chain processes generate competitive advantage by enhancing efficiency, stakeholder confidence and operational resilience, which helps to ensure sustainable brand extensions are successful in the long run. 
Physical Evidence 
Physical evidence is product packaging, shelf presentation and visual brand identity that affects customers' perceptions. Cadbury Cocoa Crunch Granola will keep its signature Cadbury purple theme, with earth tones and paper wrapping to deliver the Cadbury message of indulgence and sustainability. Having the nutritional information right there on the front of the pack and cocoa certification (Cocoa Life) or the recycling symbols on the package give a clear indication of quality and environmental care. Promotions increase the sales of the promoted products and affect population dietary patterns through influencing purchasing behaviour (Rosin et al., 2023). Also, the use of eco-friendly displays, the ready-to-use point of sale content, uniformity of both branding and packaging design, evokes a memorable shopping experience and promotes repeat sales. The physical evidence had a strong effect on customer perception prior to product usage. Overall, this means sustainable packaging further reinforces brand credibility, improves the perceived quality and supports Cadbury's brand extension strategy of a greener brand.
[bookmark: _Toc236508082]Element 4: Reflection 
Developing a sustainable brand extension marketing strategy for Cadbury is a valuable learning experience and helped me understand the steps to introduce new products. I have learned how companies meet changing customer expectations and support environmental sustainability. I proposed Cadbury Cocoa Crunch Granola as a healthier product made with sustainably sourced cocoa and recyclable packaging. During this study, I learned that sustainability is becoming an important part of current marketing strategy because customers are interested in both product quality and environmental impact. Specifically, I understand that customers want products that have a positive environmental impact and support ethical business practices. This learning is essential for me to recognise the importance of responsible sourcing, eco-friendly packaging and healthier food options. Customers prefer recyclable packaging because they believe it is more sustainable compared to plastic packaging, even though it provides better protection for food products (Bócoli et al., 2025). I have also learned about how businesses can align product expansion strategy with SDGs. Completing the STDP analysis improves my understanding of marketing strategy, and I recognise how market segmentation helps businesses identify different groups of customers. I understand that, based on several characteristics, companies make a segmentation strategy effectively to select the right target market and customers. 
Developing the differentiation and positioning map helped me understand how a business can create a competitive advantage by offering unique products in terms of differentiating itself from competitors. This learning enhances my ability to apply innovative marketing strategies to a real business situation. Preparing the poster strengthened my practical skills, and I organised information clearly and focused only on important points. The presentation was limited to five minutes, so I was more focused on communicating complex ideas in a simple manner. Delivering the presentation improved my confidence in public speaking, although I was more concerned about speaking within the time limit. 
This study contributed to my personal and professional development by improving critical thinking and encouraging me to analyse market trends and customer preferences. It also enhanced my problem-solving skills because to complete the task, I was required to develop realistic products that meet customers' needs. In future projects, I will need to conduct more detailed market research by analysing industry reports to support my arguments with stronger evidence. I will also improve my communication and presentation skills to create more engaging posters. I plan to continue developing my presentation skills by practising more frequently and seeking feedback from lecturers and peers. 
[bookmark: _5nl0prrs4d8g][bookmark: _Toc236508083]Conclusion
Cadbury Cocoa Crunch Granola is a well-placed and well positioned brand extension that is sustainable in the context of Cadbury's brand awareness and equity and the potential of its entry into the healthy breakfast market. In conclusion, its application in effective STDP and effective integration of 7Ps marketing mix improves customer value, facilitates environmental sustainability, boosts competitive positions and enables future growth opportunities for the business.
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