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EXECUTIVESUMMARY

TheprojectwhichIchooseisonCadburyCompanywhichmade

Confectioneryitemsanddifferenttypesofchocolateproducts.Theproduct

whichwehavechoosesareCadburyDairyMilkChocolate.Cadburyisa

MultinationalCompanyanditsbusinessisworldwide.

Thisprojectcoversthefollowingtopics:

Theintroductionandthehistoryofthecompany,Strategicplanningofthis

companylikeVision,mission,statementandthecustomerdriven

marketingstrategiesofthatcompanylike(marketsegmentation,targeting

andpositioning).

TheprojectalsocoverstheFourP’sofmarketing(Product,Price,Placeand

Promotionalstrategies).

ItalsocoversaboutthePositioningstrategylikehowcompanysetsits

positivepositionandinthemindsofconsumers.Italsotellsaboutlogo,

Slogansandaboutthetargetmarketofthisproduct.

MicroandMacroEnvironmentofthiscompanyalsodiscussed.

Atthelastmyconclusionaboutthewholemarketingprocessofthat

company’sproduct

Ialsogivethereferenceofthosewebsiteswhichprovidesmerelevant

material.Andtherecommendationsaboutthisproject
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INTRODUCTION

Cadburydominatesthechocolatemarketwithabout71%marketshare.Nestle

hasemergedasasignificantcompetitorwithabout23%marketshare.Key

competitioninthechocolate segmentis from co-operative owned Amul

and Camp co,besideshostofunorganizedsectorplayers.Thereexistsa

largeunorganizedmarketintheconfectionerysegmenttoo.Leadingnational

playersareParry's,Ravalgaon,CandiceandNutrient.MNC'slikeCadbury,Nestle,

Perfecta,arerecententrantsinthesugarconfectionerymarket.Othercompeting

brandssuchasGCMMF'sBadam barandNestlé’sBarOnehaveminormarket

shares.ChocolateconsumptioninIndiaisextremelylow.Percapita

consumptionisaround160gmsintheurbanareas,comparedto8-10kginthe

developedcountries.Inruralareas,itisevenlower.Indianchocolatemarketgrew

attherateof10%pain70'sand80's,drivenmainlybythechildrensegment.In

thelate80's,whenthemarketstartedstagnating,Cadburyrepositioned itsDairy

Milkto any than an occasionaltime productratherluxury.Its

advertisementfocusedonadultsratherthanchildren.Cadbury’sFiveStar,the

firstcountchocolate,waslaunchedin1968.Duetoitsresistancetotemperature,

thechocolatehasbecomeoneofthemostwidelydistributedchocolateinthe

country



CADBURYBRAND

CHOCOLATES

1. DAIRYMILK

CadburyDairyMilkisa

brandofmilkchocolate

manufacturedby

Cadbury.Abarofdairy

milkwillprovides17

percentofdailyfat

intakeand35percentof

dailyfatintake.Every

productinthedairyMilk

lineismadewith

exclusivelymilk

chocolate.

Itwasintroducedinthe

UnitedKingdom in1905

andnowconsistsof

productsandthe

founderofdairyMilk

chocolateisJohn

Cadbury.



2.5STAR 3.CELEBRATIONS

Cadburycelebrationspackis

themostpopularinoccasions,

suchasRakshaBandhan,

Diwali,andEid,etc.itaimsto

spreadjoyandbringpeople

togetherwithawholesomebox

ofminiaturechocolates.

Celebrationscontainamixture

ofminiatureSnickers,Twix,

Mars,Bounty,MilkyWay,

Galaxymilk,GalaxyCaramel

andMaltese’sTeasers.

5Starisachocolatebar

producedbyCadburyandsold

inIndia,Indonesia,Malaysia,

Brazil,SouthAfricaandEgypt.

Itdescribedasa“carameland

nougat”mixcoveredwith

“smoothmilkchocolate”and

issoldinagoldenwrapper

decoratedwithstars.Itwas

introducedin1969,52years

agoinUnitedKingdom andit

wasfirstlyintroducedinIndia.



5.TEMPTATION 5.ECLAIRS

Cadburytemptationbrings

adeliciouspremium

chocolateinalmondflavor.

Itisinspiredbythefineart

ofchocolatemakingwhich

bringsachocolatethat

craftedtoperfection.Itis

embeddedwithbest

ingredientsandcomesina

varietyofdelectableflavors

appétit.

CadburyEclairsiscurrently

manufacturedbyCadbury

inventedbytheBirmingham

basedconfectionary

companyTravelersin1932;

theywereadoptedintoDairy

milk.Eclairsarecurrently

availableintheUnited

Kingdom,Ireland,Australia,

Kenya,HongKong,South

AfricaandIndiawhereit

knownas“DairyMilkEclairs”.

Thecurrentproductsare

CadburyEclairs,Orange

Twist,HazelnutTwist,

velvets,VelvetsCoffee.



BEVERAGES

BOURNVITA

CadburyBournvitaisadeliciouschocolatehealthdrink

whichisenrichedwithVitamin(D,B2,B9,andB12).

CadburyBournvitamalteddrinkdebutedin1948inIndia,

thesameyearCadburyIndiawasestablished.InIndia,

CadburyBournvitaisoneofIndia’smosttrustedbrands

andcomesinbothachocolateandcaramelflavour.It

combinesthegreattasteofchocolateandgoodnessof

essentialnutrientsthataidgrowthanddevelopment.

Bournvitaisameltedchocolatedrinkmixthatcanbe

enjoyedpipinghotordeliciouslycold.



SNACKS

ACadburysnackisashortcakebiscuitsquareortwo

biscuitswithchocolatefillingcoveredwithmilk

chocolate.Therearebasicallythreeversionsof

CadburysnackareavailableintheUnitedKingdom and

Ireland.SnackShortcake(chocolate-coatedshortbread

inyellowwrapped),Snackwafer(chocolate-covered

waferfingersinapinkwrapper),andsnackSandwich.



CANDY

Hallsisthebrandnameof

apopularmentholated

coughdrop.Hallscough

dropsaresoldbythe

Cadbury-AdamsDivisions

ofCadbury,nowownedby

MondelezInternational,

andhavelongbeen

advertisedasfeaturing

“VapourAction”.Hallswas

firstmadeinthe1930sin

StanleyRoadwherethe

companywasfoundedin

1964.



MANAGERIALUSEFULNESSOFTHESTUDY



1.Cadbury has begun recruiting managementgraduates in India to
serve its globaloperations.

2.Factors forsuccess:extensive distribution network,strong brands,
customization toIndianmarket.

3.ForCadbury,Indiais:hugepotentialmarket,sourceofmanagerialtalent.
4.Futureplans,India:Toexplorelargerportfolioorgrowth.Tolookfor

opportunitiesinSAARCregion.

SIGNIFICANCEOFCADBURY

Inthisglobalandcompetitiveeraallbusinessactivityneedsmorecomplex
superiorand enhanced technology.In the presentscenario chocolate
industry has become moreconsumersoriented.

Researchbecomesanecessaryforbusinessactivitytoacceleratethebusiness
inagreaterpace.Researchershowsthecurrentpositionaswellasstrengthof
anorganizationandproduct,whichhelpsintheformationofbusinessplan.In
theotherhandopponentsarewaitingforustotakeerroneousdecisionandtake
advantagesofthesituation.Wecancountertheirmoveonlythroughdynamic
andeffectivetoolofmarketingresearch



PROBLEMSOFTHEORGANIZATION

•ItisnotahiddenfacttheCadburyhasitsownimageorbrandwhichshowsthe
valueofmoneyforitsproduct.TheCadburyhaveagreatproductlineanddepth.

•IfwegiveanoveralllookontheallmarketpositionofCadburyproductalmost
allproducthaveagreatmarketshareinotherhandallproductaremarketleader
withtheirgratersalesvolumeandhighturnover.ButincaseofCadburysnacks
andbeveragesthepositionofCadbury is notsatisfactory.The company
has separate distributionchannelforchocolate;theyaregivinghighpriorityto
confectioneryproducts.Theyareprovidingeasyreplacement,highpenetration,
andregularvisittoretailersshop.Mostimportantlytheyareprovidingcool
storageequipmenttotheirretailersandthem positioningtheirproductthrough
heavyadvertisementcampaign.

•RecentlytheCadburyChocolateisre-lunchedinmarketbuttheposition
remainssame,whichisverycriticalforthecompany.Afterre-lunched,thesale
volumeandcustomerawarenessabouttheallchocolateproductsremain
unsatisfactory,whichcreateharshsituationforallorganization?Companyhighly
willingtoexcelinthechocolatefieldtherearesomeproblem,whichisadversely,
influencetheorganization.

•Therearesomeproblems,whichisasfollows:-

•Competitorspositioninmarket

•Vastdistributionchannelwhichdealsalmostallproduct

•Replacement



SWOTANALYSIS

STRENGHTS

1.Cadburyisacompany,whichisreputedinternationallyasthetopmost
chocolateproviderintheworld.

2.Thebrandiswellknowntopeople&theycaneasilyidentifyitfrom others.
3.Cadburytheworldleadersinchocolate,isawell-knownforceinmarketing

anddistribution.
4.Usershaveapositiveperceptionaboutthequalitiesofthebrand.
5.CadburymainstrengthisDairymilk.Dairymilkisthemostconsumed

chocolateinIndia.
6.ByusingpopularmodelslikeCyrusBroche,PrettyZintaandothersCadburys

hasmanagedtoportrayayoungandsportyimage,whichhasresultedin
convertingbuyersofotherbrandstobecomeitsstaunchloyalists.

7.CadburyhaswelladjusteditselftoIndiancustom.
8.IthasproperlyrepositioneditselfinIndiawheneverrequiredi.e.from children

toadults,togethernessbartoenergizingbarforyoungonesetc.

WEAKNESSES

1.Thereislackofpenetrationintheruralmarketwherepeopletendtodismissit
asahighendproduct.Itismainlyfoundinurbanandsemi-urbanareas.

2.Ithasbeenrelativelyhighpricedbrand,whichisturningthepriceconscious
customeraway.

3.Peopleavoidhavingtheirchocolatethinkingabouttheeggingredients.
4.Lackoflaunchofnewproducts&Flavors



5.

OPPORTUNITIES

1.Thechocolatemarkethasseenoneofthegreatestincreasesintherecent
times(almost@ 30%).

2.Thereisalotofpotentialforgrowthandahugepopulationwhodonoteat
chocolateseventodaythatcanbeconvertedasnewusers.

3.Usinginformationandtechnologytobringefficiencyinlogisticsand
distributionandahalfsymbol,whichplaysakeyroleinthe'ChooseCadbury'
strategy,continuestocommunicatethequalityandsuperiortasteofCadbury's
chocolate.

Cadburyintroducedanewglobalmarketingstrategycalled'ChooseCadbury'.
Thisstrategycameaboutasaresultofextensiveresearchintoconsumer
behaviorsandperception.Itisacampaignthatperfectlyillustrateshowabrand
canevolveandhowdifferentmessagescanbecommunicatedwithoutlosingthe
corestrengthandbrandvaluesthatarealreadyestablished.

GRAPHICALANALYSIS

Theclassiciconshaveplayedamajorroleinestablishingthelookandfeelof
howCadbury'sadvertisementsshouldlookthroughsuccessivecampaigns.
Thesekey'lookandfeel’iconswereheavilyresearchedtoensurethatthe
messagestheyimpartarealwaysrelevanttotheCadburyconsumer.Indepth
customerresearchisconductedto'test'thesemessages

ThegraphshowsthatCadbury'sIndiaLtd.topswith59%shareoftheadvertising



pieontelevision.NestleIndiaLimitedgrabsthe2ndpositionwith28%share,
whereas,ParleProductsgetsthe3rdpositionwith5%oftheadvertisingshare.

RESEARCHMETHODOLOGY

DEFINITIONOFRESEARCHMETHODOLOGY

ResearchMethodologydefinedasprocedure,whichareusetodefinethe

problem,identifyit,collectthedataandanalyzethosedatainordertoknow

informationaboutthetopic.

RESEARCHDESIGN

Itisaprocessorstrategythatresearcherchoosetointegrateallthecomponent

andfactsinordertostudythetopicinacoherentandlogicalway.Itprovides

collectionofrelevantdataorevidencewithminimalcost,time&effort.

TypesofResearchDesign:-

 Exploratoryresearch

 Descriptiveresearch

 Causalresearch



ExploratoryResearch

Exploratory analysis is"thepreliminary analysis toclarify theprecise nature

of thematter tobe resolved." it's wontto guarantee extra analysis istaken

into thought throughout Associatein

Nursing experiment furthermore as determinative analysis priorities, grouping inf

ormation andhoninginon bound subjects, whichcan be troublesome to

require noteof whilenot alpha analysis

DescriptiveResearch

Descriptiveresearchisdefinedasa researchmethodthatdescribesthe
characteristicsofthepopulationorphenomenonthatisbeingstudied.This
methodologyfocusesmoreonthe“what”oftheresearchsubjectratherthanthe
“why”oftheresearchsubject.

CausalResearch

Causalresearchcanbedefinedasaresearchmethodthatisusedtodetermine
thecauseandeffectrelationshipbetweentwovariables.Thisresearchisused
mainlytoidentifythecauseofthegivenbehavior.Usingcausalresearch,we
decidewhatvariationstakeplaceinanindependentvariablewiththechangein
thedependentvariable.

So,wearedoingDESCRIPTIVEresearchbecauseithelpustocollecthelarge
amountofdatainshortperiodoftimethroughsurveyprocessbypreparinga
questionnaire

SAMPLINGDESIGN
Asampledesignisprocessofobtainingtheinformationfrom asubset(sample)
oflargegroup(population)

Theresultforthesamplesisthenusedtomakeestimatesoflargergroup

SAMPLINGSIZE

Itmeanshowmanysamplesyouhavetakenfrom thepopulationduringyour
researchprocess.So,Iselectedasamplesizeof40people

SAMPLINGMETHOD

Basicallytwotypesofsamplingmethodinwhichwecandoourresearch



1.PROBABILITYSAMPLINGMETHOD

2.NON-PROBABILITYSAMPLINGMETHOD

PROBABILITYSAMPLINGMETHOD

Itisatypeofsamplingmethodinwhichtheresearcherschooseasamplefrom
thelargepopulationusingmethodofprobability.Itbasicallyinvolvesrandom
selectionmethod.

TypesofProbabilitysamplingmethod

1.SimpleRandom Sampling:-Inthistypeofsamplingmethod,everymemberof
populationhaveanequalchanceofselection.

2.SystematicSampling:-Inthistypeofsamplingmethod,everymemberina
populationhasassignedwithanumberandmembersareselectedona
regularintervaloftime.ItisjustsimilartoSimpleRandom Samplingmethod.

3.StratifiedSampling:-Inthistypeofsamplingmethod.Allthemembersofa
populationarebeingdividedintofollowingsmallgroupswhichhelpthe
researchertodrawapreciseconclusionbyensuringeachgroupasasample.

4.ClusterSampling:-Inthistypeofsamplingmethod.Allthemembersof
populationaredividedintofollowingsmallgroupsbutwithsimilar
characteristics.Thebenefitofthissamplingisyoucandirectlyselectthe
groupsinsteadofselectioneachmembersfrom group.

NON-PROBABILITYSAMPLING

Innon-probabilitysamplingmethoditisnotknowthatwhichpersonisgoingto
beselectedfrom populationasasample.Itisbasedonjudgementofresearcher.

TypesofNonProbabilitySamplingMethod

1.ConvenienceSampling:-Ittotallydependsupontheresearcherthat

accordingtohisconvenienceheselectthepersonasasample

2.ConsecutiveSampling:-Itissimilartoconveniencesampling.Inthis
researcherchooseagroupofsample,thenconductaresearchovera



periodoftime,thenanalysetheresultandthenmoveontotheothergroup
ifrequired.

3.QuotaSampling:-Inthistypeofsamplingtheresearcherdividethemember
intomaleandfemaleinanorganization.Becausetounderstandbetter
population.Theresearcherwillonlyneedsomesamplesnottheentire
population.

4.PurposiveSampling:-Inthistypeofsamplingmethod.Theresearcher
selectsthemembersonthebasisofhisintelligence,Knowledgeand
credibility.ItisalsocalledJudgementalSampling.

IhaveusedaNON-PROBABILITYsamplingmethod.Innon-probabilityIhave
usedaCONVENIENCESAMPLINGmethodbecauseprocedureusedtoselecta
unitforinclusioninasamplearemucheasier,quickerandcheaper.Thisis
especiallyincaseofconveniencesampling

SAMPLEUNIT

Itmeanstowhom youareconsiderasrespondent

MysampleunitisallthepeopleofIndiathosewhoareengagewithinsurance
sectors.

METHODSOFDATACOLLECTION:-

Therearetwomethodsofdatacollection:

1.PRIMARYDATA:

Primarydatais datathatiscollectedbyaresearcherfrom first-handsources,
usingmethodslikesurveys,interviews,orexperiments.Itiscollectedwiththe
researchprojectinmind,directlyfrom primarysources.

2.SECONDARYDATA:

Secondarydataarethosedatawhicharecollectedforsecondtimeandwhich
arecollectedbysomeoneelseandalreadybeingpassedthroughstatistical
process.



Secondarydataisadatagatheredfrom studies,surveys,orexperimentsthat
havebeenrunbyotherpeopleorforother’sresearch.

HereinthisprojectIhaveusedbothPRIMARYDATAaswellasSECONDARY
DATAinordertocollectininformationinaprecisemanner

TOOLSFORDATACOLLECTION

Thereare5toolsfordatacollection

1.SurveyMethod

2.InterviewMethod

3.QuestionnaireMethod

4.ScheduleMethod

5.ObservationMethod

1.SurveyMethod:-Thismethodisusedtodiagnosisandsolvingofsocial
problem isthatofunderstandingasurvey.

2.InterviewMethod:-Thismethodofcollectingdatainvolvespresentationororal
verbalstimuliandreplyintermsoforalverbalresponse.Interviewmethodis
oralverbalcommunication,whereintervieweraskquestion(whichareaimed
togetinformationrequiredfrom thestudy)torespondent.

TherearemanytypesofInterviewmethod

PersonalInterview

TelephonicInterview

StructuredInterview

UnstructuredInterview

PanelInterview

SelectionInterview



DepthInterview

3.QuestionnaireMethods:-Inthismethodquestionnaireisgenerallysentthrough
ane-mailandnofurtherassistancefrom sender.Itsenttoapersonwitha
requesttoanswerthequestionsthatwerewritteninquestionnaireandreturn
inprinteddefiniteorder.
Aquestionnairemustbeshortandsimple;questionshouldnotbeintechnical
termsandshouldbeproperlyarrangedinasequence.

4.ScheduleMethod:-Itislikeaquestionnairebutitisfilledbyenumeratorwhois
speciallyappointedforfillingaquestionnaire.Enumeratorexplainsaim and
objectivestorespondentandfillstheanswerinprovidedspace.

5.ObservationMethod:-Itisamethodunderwhichdatafrom fieldiscollected
withthehelpofobservationbyobserverorbypersonallygoingtofield.

TypesofobservationMethods

Structured&Unstructured

Participants&Nonparticipants

Controlled&Uncontrolled

IhaveselectedtheQUESTIONNAIREMETHODfordatacollection,firstIpreparea
questionnairefortakingafeedbackfrom peoplethiswouldhelpusingettinga
properdataofuser’spreferencetowardsInsuranceSector.



DATAANALYSIS&INTERPRETATION

Dataanalysis&interpretationisaprocessofassigningoraddingmeaningand
values to the collected data and information and help in determining the
conclusion,significance,andimplicationoffinding.

So,wehavecollectedprimaryaswellsecondarydatawiththehelpofsurvey
methods.Wefirstprepareaquestionnaireandcirculateamongthegroupof40
people.Oursamplesizeisalso40.So,from thequestionnairewecollectedthe
dataandthatdataweshouldberepresentsinform ofgraphwehavealsodonea
surveyonourfamilymembersandfriends.

Wehaveprepared11questionsonquestionnaireandwehavedoneoursurvey
on40peoples.So,wearegoingtoanalyse&interpretthegivendata.



PERCENTAGEANALYSIS

Q1.Doyoueatchocolate?

yes

No



INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the98%peoplemainlylikeChocolateand2%peopledislikeschocolate.

Q2.Whichbrandofchocolatedoyouprefer?

Cadbury

Nestle



Amul

Other

INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the89%peoplemainlylikesCadbury,11%likesAmuland2%peoplelikesnestle

Q3.Whichsub-brandyouhavepurchased?

 Cadbury

 Nestle

 Amul

 Other



INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the94% peoplemainlypurchasesCadbury,4% purchaseAmuland2% people

likesnestle.

Q4.Whichform ofchocolatedoyoulike?

 Hardy

 Nuttiest

 Crunchy

 Chew



INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the45% peoplemainlylikeshardy,4% purchasenuttiest,32% peoplelikes

crunchyetc.

Q5.Whichpackdoyoupurchase?

 Smallpack

 Bigpack

 Familypack



INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the64%peoplemainlypurchasesmallpack,24%purchaseBigpackland2%

peoplelikesfamilypacketc.

Q6.)Whichpromotionaloffersattractsyouthemost?

 Freegift

 Priceoffers

 Anyother



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the55%peoplemainlylikespriceoffers,45% peoplelikesfreegift,5%people

likesanyother.

Q7.)Howfrequentlydoyoupurchasechocolate?

 Onceinafortnight

 Daily

 Weekly

 Monthly

 Quarterly



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the10.1%peoplelikesonceinafortnightand20%peopledaily,40%peopleare

weekly,12.6%monthly,andtherestof17.3purchasechocolatequarterly.

Q8.)Whataccordingtoyouinreasonablepriceofchocolate?

 Between0to10

 Between10to20

 Between20to30

 Above30



Interpretation:

 Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the60%peopleBetween0to10,25%peoplethinksthepriceofchocolate

between10to20,10%peopleisbetween20to30andrest,5%peopleabove30.

Q9.)AreyousatisfiedwiththeCadburyanditsservice?

 Yes

 No



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the70% peoplelikestheCadburychocolateandrest,30% peopledislikesthe

Cadburychocolate.

Q10.)Ifyoupreferredbrandisnotavailableforrepeatpurchasethenwhatwill

youdo?

 Postponeyourpurchase

 Switchovertootherbrand

 Gototheothershoptosearchforyourpreferredbrand



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the5%peopletoPostponeyourpurchase,60%peopletoswitchovertoother

brandandRest,35%peoplearegototheothershoptosearchforyourpreferred

brand.

FINDINGANDRESULTS

Customersarebrandingconscious.Theypreferbrandedchocolatesin

comparisontolocalchocolates.

Therehighimpactofadvertisementonconsumers.

 Outof40respondents34respondentsliketoeatchocolates.

MostsellingCadburyproductisDairyMilk.

Consumersareveryconsciousaboutthequalityoftheproductinthat



mattertheyarereadytocompromiseandthecompanyproductarevery

qualitative.

Reasonsfornotswitchingovertootherbrands:-

 Taste/flavor

 Brand

 Image

 Quality

SUGGESTIONS

Companyshouldconcentratemoreontelevisionforadvertisement,all

mostallpeopleattractedthroughthistelevisiononly.

Forpromotionaloffers,companyshouldgoforfreegifttoysfor



children’s,ratherthangoingforotherways.

Thecompanyshouldtakefeedbackfrom thecustomers.

Thecompanyshouldintroducesomenewanduniqueproductstothe

customersforincreasingtheirsales.



LIMITATION

There are some limitations is the study on consumerperception

regardingCadburyproducts.

Time sample size is 40,so the accurate surveyis notenough to

generalizethefindingofthestudy.

SamplesareonlycollectedinCoimbatoreDistrict,soitwillnotapplicable

tootherplaces

Peoplewerehesitanttodisclosethetruefacts.



CONCLUSION

Onthebasisofanalysis,itisclearthatthecustomertaste&preferenceis

increasingtowardstheCADBURYbrandedproducts.

Duetosincerity&responsiveness,peoplehavetobecomeawarefor

companiesthenpriceisnotimportantforcustomers.Companyshould

providebetterqualityofproducts.

Today,Nationispassingthroughaphaseofrapidtransformation.

Twoforcesaremostresponsibleforthesetwotypesofdrasticchanges;

theyareexplosivegrowthoftrade&internationalcompetition&otherforce

liketechnologicalchange.Thisnewerahaswitnessedremarkable

advancementintheavailabilityofinformation&anumberoflarge

companiesoperationsinsuchmarketwheretheprincipalofnature

selectionleadtothesurvivalofthefittest.

TheCadburyCompanyhastoimproveitselfbyprovidingnewrangeof

chocolates,attractivepackingandbetterpromotionaloffersduringfestive

seasonstowithstandinternationalcompanies
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QUESTIONNAIRE

PersonalProfile:-

Name:-..........................................................................................

Address:

-.....................................................................................................................

...............................................................................................................................

....

Gender:-Male() Female()

EducationQualification:

-..........................................................................................

Profession:

-.................................................................................................................

Age–

1.between0-10

2.between10-20

3.between20-30

4.Above30

Q1.)Doyoueatchocolates?

 Yes

 No

Q2.)Whichbrandofchocolatedoyouprefer?

 Cadbury

 Nestle

 Amul



 Other

Q3.)Whichsub-brandyouhavepurchased?

 Cadbury(Dairymilk,5star,perk,Celebration,Temptation)

 Nestle(KitKat,Munch,Barone,Milkchocolate,Milkybar)

 Amul(darkchocolate,Fruit‘N’nut,Milkchocolate,tropicalorange)

 Anyotherbrand

Q4.)Whichform ofchocolatedoyoulike?

 Hardy

 Nuttiest

 Crunchy

 Chew

Q5.)Whatpackdoyoupurchase?

 Smallpack

 Bigpack

 Familypack

Q6.)Whichpromotionaloffersattractsyouthemost?

 Freegifts

 Priceoffers

 Anyother

Q7.)Howfrequentlydoyoupurchasechocolate?

 Onceinafortnight

 Daily



 Weekly

 Monthly

 Quarterly

Q8.)Whataccordingtoyouisthereasonablepriceofchocolate?

 Between0to10

 Between10to20

 Between20to30

 Above30

Q9.)AreyousatisfiedwiththeCadbury&itsservice?

 Yes

 No

Q10.)Ifyoupreferredbrandisnotavailableforrepeatpurchasethenwhat

willyoudo?

 Postponeyourpurchase

 Switchovertootherbrand

 Gototheothershoptosearchforyourpreferredbrand

Q11.)Ifanotherbrandofthesameproductappearsinthemarket,willyou

prefertostopbuyingthisbrandandbuythenewbrand?

 No,notatall

 Imayconsidered

 No,Ishallnot

 Can’tsay



.................................................(THANK

YOU)........................................................
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EXECUTIVESUMMARY

TheResearchprojectwhichwehavechoosesisontheCadbury

CompanywhichmadeConfectioneryitemsanddifferenttypesof

chocolateproducts.Theproductwhichwehavechoosesare

CadburyDairyMilkChocolate.CadburyisaMultinational

Companyanditsbusinessisinallaroundtheworld.

Thisprojectcoversthefollowingtopics:

Theintroductionofthecompany,andabouttheproducts,

problemsandthesignificanceofthecompanySWOTanalysisof

thecompanyandmarketingstrategiesofthecompanylike

(marketsegmentation,targetingandpositioning).

Theprojectalsocoversthegraphicalanalysisofthecompany.

Italsocoversallthethinkswhichisrelatedtotheresearch

methodologyliketheresearchmethods,samplingmethods,and

primaryandsecondarydata.

Wealsodiscussedaboutpercentageanalysisofthe

questionnaire.

Atthelastwehavedonethefindings,suggestions,limitations

andconclusionofourresearchproject.



Wealsogivethereferenceofthosewebsiteswhichprovidesus

relevantinformationrelatedtoourproject.
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INTRODUCTION

Cadburydominatesthechocolatemarketwithallabout71%marketshare.

Nestlehasacquiresthechocolatemarketwithabout23%marketshare.Thekey

competitioninthechocolatesegmentsisfrom theco-operativewhichisowned

byAmulandCampCo,besideshostofunorganizedsectorplayers.Theyexistsa

largeunorganizedmarketintheconfectionerysegment.Leadingnationalplayers

areParry's,Ravalgaon,CandiceandNutrient.MNC'slikeCadbury,Nestle,

Perfecto,arerecentlyenteredinthesugarconfectionerymarket.Thesomeother

competingbrandsaresuchasGCMMF'sBadam barandNestlé’sBarOnehaving

veryminormarketshares.ChocolateconsumptioninIndiaisextremelylow.Per

capitaconsumptionisallaroundabout160gmsintheurbanareas,comparedto

8-10kginthedevelopedcountries.Inruralareas,itisevenlower.Indian

chocolatemarketgrowsattherateof10%perannum in70'sand80's,driven

mainlyforthechildrensegment.Inthelate80's,whenthemarketstarted

spreading,CadburyrepositionitsDairyMilktoanyotheroccasionaltimeproduct

ratherthanluxuryproduct.Itsadvertisementfocusedonadultsratherthan

children.Cadbury’sFiveStar,wasthefirstchocolate,whichwaslaunchedin

1968.Duetoitsresistancetotemperature,thechocolatehasbecomeoneofthe

mostwidelyandlovelydistributedchocolateinthecountry.



CADBURYBRAND

CHOCOLATES

3. DAIRYMILK

CadburyDairyMilkisa

brandofmilkchocolate

manufacturedby

Cadbury.Abarofdairy

milkwillprovides17

percentofdailyfat

intakeand35percentof

dailyfatintake.Every

productinthedairyMilk

lineismadewith

exclusivelymilk

chocolate.

Itwasintroducedinthe

UnitedKingdom in1905

andnowconsistsof

productsandthe

founderofdairyMilk

chocolateisJohn

Cadbury.



4.5STAR 3.CELEBRATIONS

5Starisachocolatebar

producedbyCadburyandsold

inIndia,Indonesia,Malaysia,

Brazil,SouthAfricaandEgypt.

Itdescribedasa“carameland

nougat”mixcoveredwith

“smoothmilkchocolate”and

issoldinagoldenwrapper

decoratedwithstars.Itwas

introducedin1969,52years

agoinUnitedKingdom andit

wasfirstlyintroducedinIndia.

Cadburycelebrationspackis

themostpopularinoccasions,

suchasRakshaBandhan,

Diwali,andEid,etc.itaimsto

spreadjoyandbringpeople

togetherwithawholesomebox

ofminiaturechocolates.

Celebrationscontainamixture

ofminiatureSnickers,Twix,

Mars,Bounty,MilkyWay,

Galaxymilk,GalaxyCaramel

andMaltese’sTeasers.



5.TEMPTATION 5.ECLAIRS

Cadburytemptationbrings

adeliciouspremium

chocolateinalmondflavor.

Itisinspiredbythefineart

ofchocolatemakingwhich

bringsachocolatethat

craftedtoperfection.Itis

embeddedwithbest

ingredientsandcomesina

varietyofdelectableflavors

appétit.

CadburyEclairsiscurrently

manufacturedbyCadbury

inventedbytheBirmingham

basedconfectionary

companyTravelersin1932;

theywereadoptedintoDairy

milk.Eclairsarecurrently

availableintheUnited

Kingdom,Ireland,Australia,

Kenya,HongKong,South

AfricaandIndiawhereit

knownas“DairyMilkEclairs”.

Thecurrentproductsare

CadburyEclairs,Orange

Twist,HazelnutTwist,

velvets,VelvetsCoffee.



BEVERAGES

BOURNVITA

CadburyBournvitaisadeliciouschocolatehealthdrink

whichisenrichedwithVitamin(D,B2,B9,andB12).

CadburyBournvitamalteddrinkdebutedin1948inIndia,

thesameyearCadburyIndiawasestablished.InIndia,

CadburyBournvitaisoneofIndia’smosttrustedbrands

andcomesinbothachocolateandcaramelflavour.It

combinesthegreattasteofchocolateandgoodnessof

essentialnutrientsthataidgrowthanddevelopment.

Bournvitaisameltedchocolatedrinkmixthatcanbe

enjoyedpipinghotordeliciouslycold.



SNACKS

ACadburysnackisashortcakebiscuitsquareortwo

biscuitswithchocolatefillingcoveredwithmilk

chocolate.Therearebasicallythreeversionsof

CadburysnackareavailableintheUnitedKingdom and

Ireland.SnackShortcake(chocolate-coatedshortbread

inyellowwrapped),Snackwafer(chocolate-covered

waferfingersinapinkwrapper),andsnackSandwich.



CANDY

Hallsisthebrandnameof

apopularmentholated

coughdrop.Hallscough

dropsaresoldbythe

Cadbury-AdamsDivisions

ofCadbury,nowownedby

MondelezInternational,

andhavelongbeen

advertisedasfeaturing

“VapourAction”.Hallswas

firstmadeinthe1930sin

StanleyRoadwherethe

companywasfoundedin

1964.



MANAGERIALUSEFULNESSOFTHESTUDY



5.Cadburyhasbeginswithrecruiting managementgraduates in India to
serve its globaloperations.

6.Factors forsuccess:extensive distribution network,strong brands,
customization toIndianmarket.

7.ForCadbury,Indiaishavinghugepotentialmarket,sourceofmanagerialtalent.
8.Futureplans,Indiahastoexplorelargerportfolioorgrowth.Tolookfor

opportunitiesinSAARCregion.

SIGNIFICANCEOFCADBURY

Inthisglobalandcompetitiveerawhereallbusinessactivityneedsmore
complexsuperiorand enhanced technology.In thispresentscenario
chocolate industry has become moreconsumersoriented.

Researchhasbecomesanecessaryforthebusinessactivitytoacceleratethe
businessinagreaterpace.Researchershowsthecurrentpositionaswellas
strengthofanorganizationandproduct,whichhelpsintheformationof
businessplan.Intheotherhandopponentsarewaitingtotakesanerroneous
decisionandtakeadvantagesofthesituation.Wheretheycounterstheirmove
onlythroughdynamicandeffectivetoolofmarketingresearch



PROBLEMSOFTHEORGANIZATION

•ItisnotahiddenfactthatCadburyhasitsownimageorbrandwhichshowsthe
valueofmoneyforitsproducts.TheCadburyhasagreatproductlineanddepth
inthemarket.

•IfwegiveanoveralllookontheallmarketpositionofCadburyproductalmost
allproducthaveagreatmarketshareinotherhandallproductaremarketleader
withtheirgratersalesandhighturnover.ButincaseofCadburysnacksand
beveragesthepositionofCadbury is notthatmuchsatisfactory.The
companyhastheseparate distributionchannelforchocolate;theyweregiving
highprioritytoconfectioneryproducts.Theyareprovidingeasyreplacement,
highpenetration,andregularbasedvisittoretailersshop.Mostimportantlythey
areprovidingcoolstorageequipmenttotheirretailersandthenpositioningtheir
productsthroughheavyadvertisementcampaign.

•RecentlytheCadburyChocolateisre-lunchedinmarketbuttheposition
remainssame,whichisverycriticalforthecompany.Afterre-launching,the
salesvolumeandcustomerawarenessabouttheallchocolateproductsremain
unsatisfactory,whichcreateharshsituationforallorganization?Companyhighly
willingtoexcelinthechocolatefieldthattherearesomeproblems,whichis
adversely,influencetheorganization.

•Thereweresomeproblems,whichareasfollows:-

•Competitorspositioninmarket

•Poordistributionchannelwhichdealsalmostallproduct

•Replacement



SWOTANALYSIS

STRENGHTS

9.Cadburycompanyisareputedlyinternationallyasthetopmostchocolate
providerintheworld.

10.Thebrandsarewellknowntopeople&theycaneasilyidentifyfrom other
brands.

11.Cadburyistheworldleadinginchocolates,isawell-knownforceinmarketing
anddistribution.

12.UsershaveapositiveperceptiontowardsthequalitiesoftheCadburybrand.
13.CadburymainstrengthisDairymilk.Dairymilkisthemostconsumed

chocolateproductinIndia.
14.ByusingpopularmodelslikeCyrusBroche,PrettyZintaandothersCadburys

hasmanagedtoportrayayoungandsportyimage,whichhasresultedin
convertingbuyersofotherbrandstobecomeitsstaunchloyalists.

15.CadburyhaswelladjusteditselfinIndiancustomers.
16.IthasproperlyrepositioneditselfinIndiawhereveritrequiresi.e.from

childrentoteenagersandadults,togethernessbartoenergizedbarforthe
youngpeopleetc.

WEAKNESSES

6.Thereislackofpenetrationintheruralmarketwherepeopletendstodismiss
asahighendproduct.Itismainlyfoundintheareaofurbanandsemi-urban.

7.Ithasrelativelyhighpricedbrand,whichisturningthepricesconscious
customeraway.



8.Peopleareavoidinghavingtheirchocolatethinkingabouttheeggingredients.
9.Lackoflaunchingofnewproducts&Flavors

OPPORTUNITIES

1.Thechocolatemarkethasseenoneofthegreatestincreasinginrecenttime
(almost30%).

2.Thereisalotofpotentialforgrowthandahugepopulationwhodonoteat
chocolateseventodaytheywereconvertedasnewusers.

3.Usinginformationandtechnologytobringefficiencyinlogisticsand
distributionandahalfsymbol,whichplaysakeyroleinthe'ChooseCadbury'
strategy,continuestocommunicatethequalityandsuperiortasteofCadbury's
chocolate.

Cadburyintroducesanewglobalmarketstrategycalled'ChooseCadbury'.This
strategycameoutasaresultofextensiveresearchintocustomerbehaviorsand
perception.Itisacampaignthatperfectlyillustrateshowthebrandevolvesand
howdifferentmessagescanbecommunicatedwithoutlosingthecorestrength
andbrandvaluesthatarealreadyestablished.

GRAPHICALANALYSIS

Theclassiciconshaveplaysanimportantroleinestablishingthelooksandfeel
ofhowCadbury'sadvertisementsshouldlookthroughassuccessivecampaigns.
Thekey‘lookandfeel’iconswereresearchedwhichensurethatthemessages
thatimpartsarealwaysrelevanttotheCadburyconsumer.Indepthcustomer
researchisconductedbyCadburyto'test'thesemessages



ThegraphshowsthattheCadbury'sIndiaLtd.Isonthetopwith59%ofshareof
theadvertisingpieontelevision.NestleIndiaLimitedgrabsthe2ndpositionwith
28%share,andParleProductsgetsthe3rdpositionwith5%share.

RESEARCHMETHODOLOGY

DEFINITIONOFRESEARCHMETHODOLOGY

ResearchMethodologydefinedasprocedure,whichareusetodefinethe

problem,identifyit,collectthedataandanalyzethosedatainordertoknow



informationaboutthetopic.

RESEARCHDESIGN

Itisaprocessorstrategythatresearcherchoosetointegrateallthecomponent

andfactsinordertostudythetopicinacoherentandlogicalway.Itprovides

collectionofrelevantdataorevidencewithminimalcost,time&effort.

TypesofResearchDesign:-

 Exploratoryresearch

 Descriptiveresearch

 Causalresearch

ExploratoryResearch

Exploratory analysis is"thepreliminary analysis toclarify theprecise nature

of thematter tobe resolved." it's wontto guarantee extra analysis istaken

into thought throughout Associatein

Nursing experiment furthermore as determinative analysis priorities, grouping inf

ormation andhoninginon bound subjects, whichcan be troublesome to

require noteof whilenot alpha analysis

DescriptiveResearch

Descriptiveresearchisa researchmethodwhichmainlydescribesthe
characteristicsofthepopulationorphenomenonthatisbeingstudied.Basically
itfocusesmoreonthe“what”oftheresearchsubjectratherthanthe“why”ofthe
researchsubject.

CausalResearch

Causalresearchisaresearchmethodwhichisusedtodeterminethecauseand
effectrelationshipbetweentwovariables.Thisresearchismainlyusedto
identifythecauseofthegivenbehavior.Usingcausalresearch,wecandecide
whatvariationsweretakesplaceinanindependentvariablewiththechangein
thedependentvariable.

So,wearedoingDESCRIPTIVEresearchbecauseithelpustocollecthelarge
amountofdatainshortperiodoftimethroughsurveyprocessbypreparinga
questionnaire



SAMPLINGDESIGN
Asampledesignisprocessofobtainingtheinformationfrom asubset(sample)
oflargegroup(population)

Theresultforthesamplesisthenusedtomakeestimatesoflargergroup

SAMPLINGSIZE

Itmeanshowmanysamplesyouhavetakenfrom thepopulationduringyour
researchprocess.So,Iselectedasamplesizeof40people

SAMPLINGMETHOD

Basicallytwotypesofsamplingmethodinwhichwecandoourresearch

3.PROBABILITYSAMPLINGMETHOD

4.NON-PROBABILITYSAMPLINGMETHOD

PROBABILITYSAMPLINGMETHOD

Itisatypeofsamplingmethodinwhichtheresearcherschooseasamplefrom
thelargepopulationusingmethodofprobability.Itbasicallyinvolvesrandom
selectionmethod.

TypesofProbabilitysamplingmethod

5.SimpleRandom Sampling:-Inthistypeofsamplingmethod,everymemberof
populationhaveanequalchanceofselection.

6.SystematicSampling:-Inthistypeofsamplingmethod,everymemberina
populationhasassignedwithanumberandmembersareselectedona
regularintervaloftime.ItisjustsimilartoSimpleRandom Samplingmethod.

7.StratifiedSampling:-Inthistypeofsamplingmethod.Allthemembersofa
populationarebeingdividedintofollowingsmallgroupswhichhelpthe
researchertodrawapreciseconclusionbyensuringeachgroupasasample.

8.ClusterSampling:-Inthistypeofsamplingmethod.Allthemembersof
populationaredividedintofollowingsmallgroupsbutwithsimilar
characteristics.Thebenefitofthissamplingisyoucandirectlyselectthe



groupsinsteadofselectioneachmembersfrom group.

NON-PROBABILITYSAMPLING

Innon-probabilitysamplingmethoditisnotknowthatwhichpersonisgoingto
beselectedfrom populationasasample.Itisbasedonjudgementofresearcher.

TypesofNonProbabilitySamplingMethod

5.ConvenienceSampling:-Ittotallydependsupontheresearcherthat

accordingtohisconvenienceheselectthepersonasasample

6.ConsecutiveSampling:-Itissimilartoconveniencesampling.Inthis
researcherchooseagroupofsample,thenconductaresearchovera
periodoftime,thenanalysetheresultandthenmoveontotheothergroup
ifrequired.

7.QuotaSampling:-Inthistypeofsamplingtheresearcherdividethemember
intomaleandfemaleinanorganization.Becausetounderstandbetter
population.Theresearcherwillonlyneedsomesamplesnottheentire
population.

8.PurposiveSampling:-Inthistypeofsamplingmethod.Theresearcher
selectsthemembersonthebasisofhisintelligence,Knowledgeand
credibility.ItisalsocalledJudgementalSampling.

IhaveusedaNON-PROBABILITYsamplingmethod.Innon-probabilityIhave
usedaCONVENIENCESAMPLINGmethodbecauseprocedureusedtoselecta
unitforinclusioninasamplearemucheasier,quickerandcheaper.Thisis
especiallyincaseofconveniencesampling

SAMPLEUNIT

Itmeanstowhom youareconsiderasrespondent

MysampleunitisallthepeopleofIndiathosewhoareengagewithinsurance
sectors.



METHODSOFDATACOLLECTION:-

Therearetwomethodsofdatacollection:

1.PRIMARYDATA:

Primarydataisthedatawhichiscollectedbyaresearcherfrom first-hand
sources,usingmethodslikesurveys,interviews,orexperiments.Itismainly
collectedwiththeresearchprojectinthemind,directlyfrom primarysources.

3.SECONDARYDATA:

Secondarydataarethosedatawhicharecollectedforsecondtimeandwhich
arecollectedbysomeoneelseandalreadybeingpassedthroughstatistical
process.

Secondarydataisadatagatheredfrom studies,surveys,orexperimentsthat
havebeenrunbyotherpeopleorforother’sresearch.

HereinthisprojectIhaveusedbothPRIMARYDATAaswellasSECONDARY
DATAinordertocollectininformationinaprecisemanner

TOOLSFORDATACOLLECTION

Thereare5toolsfordatacollection

6.SurveyMethod

7.InterviewMethod

8.QuestionnaireMethod

9.ScheduleMethod

10. ObservationMethod

6.SurveyMethod:-Thismethodisusedtodiagnosisandsolvingofsocial
problem isthatofunderstandingasurvey.

7.InterviewMethod:-Thistypeofmethodisusedforcollectingdata,which
involvespresentationororalverbalstimuliandreplyintermsoforalverbal
response.Interviewmethodisatypeoforalverbalcommunication,where



intervieweraskquestion(whichareaimedtogetinformationrequiredfrom the
study)torespondent.

TherearemanytypesofInterviewmethod

PersonalInterview

TelephonicInterview

StructuredInterview

UnstructuredInterview

PanelInterview

SelectionInterview

DepthInterview

8.QuestionnaireMethods:-Inthismethodquestionnaireisgenerallysentthrough
ane-mailandnofurtherassistancefrom sender.Itsenttoapersonwitha
requesttoanswerthequestionsthatwerewritteninquestionnaireandreturn
inprinteddefiniteorder.
Aquestionnairemustbeshortandsimple;questionshouldnotbeintechnical
termsandshouldbeproperlyarrangedinasequence.

9.ScheduleMethod:-Itislikeaquestionnairebutitisfilledbyenumeratorwhois
speciallyappointedforfillingaquestionnaire.Inthistheenumeratorexplains
abouttheaim andobjectivestorespondentandfillstheanswerinprovided
space.

10. ObservationMethod:-Underthisdata,whichdatafrom fieldiscollected
withthehelpofobservationbyobserverorbypersonallygoingtofield.



TypesofobservationMethods

Structured&Unstructured

Participants&Nonparticipants

Controlled&Uncontrolled

IhaveselectedtheQUESTIONNAIREMETHODfordatacollection,firstIpreparea
questionnairefortakingafeedbackfrom peoplethiswouldhelpusingettinga
properdataofuser’spreferencetowardsInsuranceSector.

DATAANALYSIS&INTERPRETATION

Dataanalysis&interpretationisaprocessofassigningoraddingmeaningand
valuesinthecollecteddataandinformationwhichhelpsusindeterminingthe
conclusion,significance,andimplicationoffinding.



So,wehavecollectedprimaryaswellsecondarydatawiththehelpofsurvey
methods.Wefirstprepareaquestionnaireandcirculateamongthegroupof40
people.Oursamplesizeisalso40.So,from thequestionnairewecollectedthe
dataandthatdataweshouldberepresentsinform ofgraphwehavealsodonea
surveyonourfamilymembersandfriends.

Wehaveprepared11questionsonquestionnaireandwehavedoneoursurvey
on40peoples.So,wearegoingtoanalyse&interpretthegivendata.

PERCENTAGEANALYSIS

Q1.Doyoueatchocolate?

yes



No

INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the98%peoplemainlylikeChocolateand2%peopledislikeschocolate.

Q2.Whichbrandofchocolatedoyouprefer?

Cadbury



Nestle

Amul

Other

INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the89%peoplemainlylikesCadbury,11%likesAmuland2%peoplelikesnestle

Q3.Whichsub-brandyouhavepurchased?

 Cadbury

 Nestle

 Amul



 Other

INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the94% peoplemainlypurchasesCadbury,4% purchaseAmuland2% people

likesnestle.

Q4.Whichform ofchocolatedoyoulike?



 Hardy

 Nuttiest

 Crunchy

 Chew

INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the45% peoplemainlylikeshardy,4% purchasenuttiest,32% peoplelikes

crunchyetc.

Q5.Whichpackdoyoupurchase?

 Smallpack

 Bigpack

 Familypack



INTERPRETATION

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the64%peoplemainlypurchasesmallpack,24%purchaseBigpackland2%

peoplelikesfamilypacketc.

Q6.)Whichpromotionaloffersattractsyouthemost?

 Freegift

 Priceoffers

 Anyother



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the55%peoplemainlylikespriceoffers,45% peoplelikesfreegift,5%people

likesanyother.

Q7.)Howfrequentlydoyoupurchasechocolate?

 Onceinafortnight

 Daily

 Weekly

 Monthly

 Quarterly



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the10.1%peoplelikesonceinafortnightand20%peopledaily,40%peopleare

weekly,12.6%monthly,andtherestof17.3purchasechocolatequarterly.

Q8.)Whataccordingtoyouinreasonablepriceofchocolate?

 Between0to10

 Between10to20

 Between20to30

 Above30



Interpretation:

 Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the60%peopleBetween0to10,25%peoplethinksthepriceofchocolate

between10to20,10%peopleisbetween20to30andrest,5%peopleabove30.

Q9.)AreyousatisfiedwiththeCadburyanditsservice?

 Yes

 No



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the70% peoplelikestheCadburychocolateandrest,30% peopledislikesthe

Cadburychocolate.

Q10.)Ifyoupreferredbrandisnotavailableforrepeatpurchasethenwhatwill

youdo?

 Postponeyourpurchase

 Switchovertootherbrand

 Gototheothershoptosearchforyourpreferredbrand



Interpretation:

Intheabovediagram,Accordingtothesurveyconductedithasbeenfoundthat

the5%peopletoPostponeyourpurchase,60%peopletoswitchovertoother

brandandRest,35%peoplearegototheothershoptosearchforyourpreferred

brand.

FINDINGANDRESULTS

Customersarebrandingconscious.Theypreferbranded

chocolatesincomparisontobuythelocalchocolates.

Therehighimpactofadvertisementonconsumers.

Outof40respondents34respondentsliketoeatchocolates.

MostsellingCadburyproductisDairyMilk.



Consumersareveryconsciousaboutthequalityoftheproduct

inthatmattertheyarereadytocompromiseandthecompany

productareveryqualitative.

Reasonsfornotswitchingovertootherbrands:-

Taste/flavor

Brand

Image

Quality

SUGGESTIONS

Companyshouldconcentratemoreontelevisionfor

advertisement,allmostallpeopleattractedthroughthis

televisiononly.



Forpromotionaloffers,companyshouldgoforfreegifttoysfor

children’s,ratherthangoingforotherways.

Thecompanyshouldtakethefeedbackfrom thecustomers.

Thecompanyshouldintroducesomenewanduniqueproducts

tothecustomersforincreasingtheirsales.



LIMITATION

There are some limitations is this study on consumer

perceptiontowardstheCadburyproducts.

Timesamplesizeis40,sotheaccuratesurveyisnotenoughto

generalizethefindingofthestudy.

Samplesareonlycollectedfrom theCoimbatoreDistrict,soit

willnotapplicableforotherplaces

Peoplewerehesitanttodisclosetheirtruefacts.



CONCLUSION

Onthebasisofanalysis,itisclearthatthecustomertaste&

preferenceisincreasingtowardstheCADBURYbrandedproducts.

Duetosincerity&responsiveness,peoplehavetobecomeaware

forcompaniesthenpriceisnotimportantforcustomers.

Companyshouldprovidebetterqualityofproducts.

Today,Nationispassingthroughaphaseofrapidtransformation.

Twoforcesaremostresponsibleforthesetwotypesofdrastic

changes;theyareexplosivegrowthoftrade&international

competition&otherforceliketechnologicalchange.Thisnewera

haswitnessedremarkableadvancementintheavailabilityof

information&anumberoflargecompaniesoperationsinsuch

marketwheretheprincipalofnatureselectionleadtothesurvival

ofthefittest.

TheCadburyCompanyhastoimproveitselfbyprovidingnew

rangeofchocolates,attractivepackingandbetterpromotional

offersduringfestiveseasonstowithstandinternational

companies
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QUESTIONNAIRE

PersonalProfile:-

Name:-..........................................................................................

Address:

-.....................................................................................................................

...............................................................................................................................

....

Gender:-Male() Female()

EducationQualification:

-..........................................................................................

Profession:

-.................................................................................................................

Age–

5.between0-10

6.between10-20

7.between20-30

8.Above30

Q1.)Doyoueatchocolates?

 Yes

 No

Q2.)Whichbrandofchocolatedoyouprefer?

 Cadbury

 Nestle

 Amul



 Other

Q3.)Whichsub-brandyouhavepurchased?

 Cadbury(Dairymilk,5star,perk,Celebration,Temptation)

 Nestle(KitKat,Munch,Barone,Milkchocolate,Milkybar)

 Amul(darkchocolate,Fruit‘N’nut,Milkchocolate,tropicalorange)

 Anyotherbrand

Q4.)Whichform ofchocolatedoyoulike?

 Hardy

 Nuttiest

 Crunchy

 Chew

Q5.)Whatpackdoyoupurchase?

 Smallpack

 Bigpack

 Familypack

Q6.)Whichpromotionaloffersattractsyouthemost?

 Freegifts

 Priceoffers

 Anyother

Q7.)Howfrequentlydoyoupurchasechocolate?

 Onceinafortnight

 Daily



 Weekly

 Monthly

 Quarterly

Q8.)Whataccordingtoyouisthereasonablepriceofchocolate?

 Between0to10

 Between10to20

 Between20to30

 Above30

Q9.)AreyousatisfiedwiththeCadbury&itsservice?

 Yes

 No

Q10.)Ifyoupreferredbrandisnotavailableforrepeatpurchasethenwhat

willyoudo?

 Postponeyourpurchase

 Switchovertootherbrand

 Goinsearchinanothershoptopreferredbrand

Q11.)Ifanotherbrandofthesameproductappearsinthemarket,willyou

prefertostopbuyingthisbrandandbuythenewbrand?

 No,notatall

 Imayconsidered

 No,Ishallnot

 Can’tsay



.................................................(THANKYOU).......................................................

PROOFOF

ACCEPTE



DPAPERS






