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Introduction: I’m writing a report on Cadbury company by analysing the environmental marketing and taking in to consideration about the external factors affecting as well as analysing the internal factors of the organisation and how marketing plays and important role within the organisation as well. Suggesting recommendation for future benifts and growth of the ompany. 
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Founder of Cadbury Mr. John Cadbury in 1824.
Introduction(Cadbury.co.uk)
Cadbury is one of the biggest multinational companies of sweets and chocolate. It’s a British multinational company. Its headquartered is located in Uxbridge London and it operates more than fifty countries all over world. It is the second largest brand of sweet and chocolates in the world after Mars. Cadbury best known product all over world is dairy milk. Basically it started in 1824, by John Cadbury who was selling tea, coffee and drinking chocolates in a street Birmingham, England. Cadbury manufacturing business was started in 1831 on a commercial basis where he took four storey warehouses for manufacturing. In 1842 John Cadbury started selling chocolate drinks of 16 varieties and 11 different varieties of cocoas. In 1847 they started expanding the business into large scale factory in Birmingham Street and later spread to major parts of Britain’s. The turning point for Cadbury business is by introducing new chocolates and technique to get the result of `Cadbury Cocoa Essence’ it was the UK’s first cocoa product that doesn’t have any other substance mix, it was in the pure form. The company always believe in innovative idea from different source. The first chocolate milk bar was introduced in the business by 1897. The Cadbury first Easter egg was made in 1875. The first Cadbury logo was introduce in 1905. Boxes of chocolate have been produce since 1960 and to more then 8 million boxes are sold every year. The Cadbury logo was reintroduced by William Cadbury has his signature in 1921. And in 1952 it became one of the major brands all over the world. The `Glass and half symbol’ was introduced in 1928, first it was used in posters and press. It started investing on advertisement in 1928 after getting a great success. It got a tremendous sales growth in 1970 after the successful television advertising campaign. They introduce celebrity’s, comedian and comic actors for the promotion of Cadbury in 1983. In 1990 it started with the Cadbury world where it encourages the visitor to take a tour and it attract more visitors to take a tour of the Cadbury factory. In 2010 Cadbury became the part of Kraft food. In 2015 it became 80 years for Cadbury foundation that support the causes all over Ireland and UK.
Macro environment of the company: The macro environment basically consists of external forces that can be an opportunity or a threat to the organisation. (Golf Lancaster and Paul Reynolds, 2005)
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Social/Culture forces: This factor may be favourable when considering with Cadbury as in different culture in different countries, it respect the value and believe. It brings a family feeling that is attached to the pack; it has special offers for every festive season and occasion. In term health conscious it low sugar chocolates and means it’s more concern about human being health. It prefers vegetarian sweets as most believers avoid non-vegetarian diet. It tries to produce small bars for more health conscious and reduce the amount of sugar. It effect respond to consumer changing demands and always bring out the best to the consumer.( Butler, 2015)
  Legal forces: Brexit would be unfavourable in terms of Cadbury, there will be shortage in employees in UK manufacturing industries and there will also be taxation implement on every export and import in the European cities. The concern on health problem such as obesity or diabetics may leads to implementing more tax on sugar. (Butler 2015) Legal issue may force the company requirement to list out the ingredients in the chocolate and the calorie detail that may help the consumer to make decision on the basis of fats intake.
Economic forces: It would be unfavourable as in 2010 due to week pound the Kraft food would able to take over Cadbury at a very low price. Its was favourable when the Kraft borrow loan of 7 million pound from UK bank to secure the sale with a very lowest amount of interest.( Morris, 2014)
Environmental forces: Environmental issues would be unfavourable because they have reduce their amount of packaging which may relate to hygiene problems and favourable because it reduces the amount of waste. It has even reduce the packaging amount of Easter egg.(Mondelez, 2017). It is also supporting the farmers who grow cocoa beans so it’s favourable to the environment.
Technological forces: This forces is favourable because new and advance technology and innovative idea coming for the betterment of Cadbury like sustaining Cadbury chocolate more efficiently during hot weather.(Modeleze 2017). Advertising on social media platform like face book, instagram, snap chat and twitter to attract more consumer, so its favourable. (Cadbury, 2017) 
Porters five forces model: basically this model is used to understand the strategy of operating the business. To understand how profit the business could to enter the market or exit the market. The firm operating the industry, to understand how the firm operating the impact of forces for more profits and implement changes in operating to become more profitable. (Golf Lancaster and Paul Reynolds, 2005)
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Industry rivalry: This force will be high because it has many competitors such as Nestle, Hershey’s, Mars and Ferrero Rocher. And in case of Hershey it share 42% of the global market so it has really tuff competitor. (Cadbury, 2008)
Threats of new entry: This force will be low because the confectionary market is cover with well established brands such as Cadbury, Nestle, Hershey’s, Mars and Ferrero Rocher so there is a very low chance for new arrivals to sustain in the market unless it comes with more innovative and interesting concept. (Cadbury, 2008)

Bargaining power of buyer: This force is low in Cadbury because it has only the retailer and the consumer in group of buyers. It is fewer prices intensive that have small fraction of buyers.
Bargaining power of supplier: it has a great impact in terms of the product quality and price because the Cadbury produce by using the product like milk, cocoa and sugar any changes in these products price or quality may affect the Cadbury, and confectionary producer are facing high price for cocoa supply due shortage of cocoa production.(bbc, 2008). But Cadbury is supporting the farmers that produce cocoa and sugar for sustainable supply from countries like Ghana, India and Indonesia. So this forces may be medium in terms of Cadbury.(Cadbury, 2008)
Threats of Substitutes product: According to the WHO (World Health Organisation) the most people suffering from obesity, overweight and cardiovascular disease and other health problems are from countries like US, UK and Germany and those countries are the largest confectionary market all over the world. As consumer is more health conscious they avoid eating so this force has high influence on Cadbury.
Swot Analysis:

Strength: Cadbury is one of the strongest brands which are 200years old. It has a heritage brand image. It is basically not only in UK but operates more than 40 countries in the world with a positive reputation. It is completely owned by the company Mondelez international which is also known as Kraft food which generates the revenue of 26billion pound every year, it’s a huge food company. These revenues can lead to large profit.(Mondelez International)
Weakness: There are some health issues for people with health conscious as they prefer low fats or calorie intake which will be a weakness to Cadbury. There are number of consumer complain that the original product taste differently. It has strong competitor like Hershey’s which occupy 42% of the global market. It has limited product range. (Cadbury, 2008)
Opportunity: As the company has limited product range it can expand their business by increasing the product range that may lead to profits. Due to globalisation and increase in consumer income can lead to more sales.

Threat: Implementing taxation on sugar would be major threat to the Cadbury Company. As people are more diet and health conscious they avoid using more fats or calorie product, these are the major threats of the company.

(Butler 2015)

Segmentation: Companies basically divide the dis similar group to similar group. Basically needs to understand and educated about the demands of the consumer and changing demand which give rise to segmentation marketing. (Golf Lancaster and Paul Reynolds, 2005)

Demographic: In UK Cadbury company offer wide range of product from chocolate bar, cakes, desserts and biscuits. It targets all age group. In 2018 it was estimated that more than 21 million people consume Cadbury product. It’s credited as world best chocolate selling brand with revenue of 3 billion pound in UK. (Mondelez, 2017)

Geographic: Cadbury product can be found more than 40 countries all over the world. Cadbury product manufacturers are in more than 15countries all over the world. It has biggest market in UK, India and Australia. (Mondelez, 2017)

Targeting: After the segmentation then comes the Targeting in which the company is more specific about whom their customer are.

Differentiate Marketing : Cadbury focuses on one market mix for one group of people and different form different group of people like in India the Cadbury company do their promotion bases of their culture like people celebrating Diwali with Cadbury that replace their traditional sweets, so the marketing mix varies in different countries. (Cadbury.co.uk)

Positioning: Basically it means creating an image in the mind of the consumers.

Benefit Positioning : Cadbury product may certain benefits like low sugar chocolate, customised your chocolate on basis of your requirement, 100% vegetarian these are the benefits that Cadbury had rather than just the brand image. (Cadbury.co.uk)

User positioning: Cadbury make used of celebrities or promoting the brand as the celebrity is talking about the Cadbury that may influence the reference group. (Cadbury.co.uk)

Competitive Position: As the company had strong competition with competitor like Nestle, Mars etc. it forces more on their strength and weaknesses. But Cadbury is a heritage brand which is 200 year old and with innovative idea it attract more group of people. (Cadbury.co.uk) (Golf Lancaster and Paul Reynolds, 2005)

The marketing mix (Golf Lancaster and Paul Reynolds, 2005)

Product: Cadbury has a wide variety of product. It has different product available to different company depending upon their geographic and demographic environment. Products like bournvita it holds a strong position in milk additive and dairy milk holds a market share of 60-65% in chocolate industries. Since it’s a heritage brand it has a strong brand image and a positive reputation because of its high quality product all over the world. 
Brand strategy: Cadbury uses one signature brand name ‘Cadbury’ for different or variety of its product like Cadbury dairy milk, Cadbury silk, Cadbury gems. It used range branding for different products. (Cadbury.co.uk)

Line filling: The Company provides more variety and feature of same product to the same consumers. In case of Cadbury different variety of product like dairy milk fruit and nut , dairy milk with hazelnut , dairy milk with crackers , dairy milk with Oreo biscuits. It is provide a wide range of product to influence the sale growth.
Brand extension: Brand extending its product range and produces a new product in a new industries. Cadbury started its new product in various part of the world before it was limited to UK. It involved celebrity involvement which plays the role as brand ambassador. (Cadbury.co.uk)

Price: It has cheaper price comparing with the other chocolate but excluding the product like Oreo biscuits, Cadbury silk, Cadbury Brownville are slightly high than the competitors. It gives special discount price on special occasions while using price skimming methods. (Cadbury.co.uk)
Place: Cadbury product is available at every part of the countries which cover more than 40countries in world and have 15 manufacturing companies all over the world. It is available in both urban and rural areas of the countries. The do have direct channel of distribution through their websites. They even use indirect channel through retailers. they used intensive distribution as product available at many store as many as possible to reach the consumer.(Cadbury.co.uk)

Promotions: There is different advertising campaign that Cadbury Company uses to promote their product. They use sales promotion like coupons or offers. There was 25% off on Amazon in using Cadbury coupon available in the wrapper. It does digital marketing through social media like facebook instagram and snapchat, many people follow Cadbury in these social media. It sponsors most of the events to promote the brand. (Cadbury.co.uk)
Product life cycle: (Golf Lancaster and Paul Reynolds, 2005)
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Growth stage: The growth stage basically means about strong sale and profits in the products of Cadbury. In 1998 it has got the great brand growth which covered all hearts of people, where most of the people consume it. So they began two popularize the brand through social media and other festive season which was replace by other traditional sweets. It started with campaign to attract adult age group by the campaign there is child hidden in every human being. It has win award in India for kuch khas campaign in India which leads to growth in sales up to 40 %.( Cadbury.co.uk)
Maturity stage: There is variety of product introduce in the market with different variety of flavours and ingredients like fruit and nuts, hazelnut in the chocolates, Cadbury silk and Oreo. Cadbury caramel flavour, they have also bring product of low sugar for the once with health problem or health conscious. Cadbury has special offer and coupons for certain product during festive for the sustainable position in the market. Different social media platform is being used to promote or remind the people. Various event been organised by the company. (Cadbury.co.uk)
Conclusion and recommendation:
Different strategy in the growth stage: (Golf Lancaster and Paul Reynolds, 2005)

Fortress or position defence strategy: To get more customer loyalty and more satisfaction while improving the quality of the product. To get more people to purchace the product again and again by implement various offers on special occasions.
Line stretching strategy: Either focus on upward stretch where producing higher quality with higher price or downward stretch lower quality with lower price.

Confront strategy: To develop a price leadership strategy by introducing new product to the company with different features in case of Cadbury we can introduce Cadbury ice cream or a new flavour in Cadbury to differentiate it with competitor.
Market expansion strategy: to expand in different part of the world and cover all the corner, use different target market to the product.

Leapfrog Strategy: The Company should develop more advance technology to cope up with the product and competition in the market.

Strategies in the Maturity stage: (Golf Lancaster and Paul Reynolds, 2005)

Increased penetration strategy: To produce similar product but target different target market.

Extended strategy: Finding new ways for the usage of the product to make the product sustain in the market.
Global market expansion: Making product available in new country rather than the home country. Include most of the developed or developing countries.

The Ansoff Matrix: It is basically the marketing planning that help in business that leads to growth strategy.(Ansoff Matrix, 2009)
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Market Penetration: This is the existing market and existing product. Give offer like buy one get one free, discounted coupons. Can use different promotion techniques and can also use integrated marketing promotion skills for the growth in sales. Maintain a good relationship with the customer, more loyal to customer service which encourages the existing customer to by more products.

Product developing: This is the existing market with new developed product. Improving the quality of product like low sugar product for customer with health problems, improve the quality of taste or upgrade the technology used to develop the product or produce it. Focus more on the packaging by increase the amount of packaging, using organic ingredients for the consumer’s health. Producing vita bits chocolate by Cadbury for consumer consuming healthy diet, producing chocolate chips and corns which reduces the intake of chocolate in it with different taste.
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