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Abstract 

 
This paper provides a concise overview of the comparative study conducted on customer 
responses to marketing strategies employed by Nestlé and Cadbury in the chocolate segment. 
The study aimed to analyze and compare the effectiveness of the marketing strategies 
employed by both companies and their impact on customer perceptions, preferences, and 
purchasing behavior. The chocolate industry is a highly competitive and dynamic market where 
companies like Nestlé and Cadbury continually strive to capture the hearts and taste buds of 
consumers through innovative marketing strategies. Understanding customer responses to 
these marketing strategies is crucial for both companies' success. In this comparative analysis, 
we will explore how customers react to the marketing initiatives of Nestlé and Cadbury within 
the chocolate segment. By examining various aspects of their marketing approaches, we aim to 
shed light on the preferences, behaviors, and expectations of chocolate-loving consumers in 
these two iconic brands' context. This analysis will encompass product innovation, advertising 
and branding, social responsibility and sustainability, promotions and discounts, digital 
marketing and social media, and product placement, providing insights into the diverse 
responses these strategies elicit from customers. Through this examination, we can gain a 
deeper understanding of the chocolate market and the strategies that resonate most with 
consumers, offering valuable insights for both Nestlé and Cadbury as they continue their 
pursuit of chocolate supremacy.  
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Introduction 
The chocolate industry is a highly competitive and dynamic market where companies like Nestlé and 
Cadbury continually strive to capture the hearts and taste buds of consumers through innovative 
marketing strategies. Understanding customer responses to these marketing strategies is crucial for 
both companies' success. In this comparative analysis, we will explore how customers react to the 
marketing initiatives of Nestlé and Cadbury within the chocolate segment. By examining various aspects 
of their marketing approaches, we aim to shed light on the preferences, behaviors, and expectations of 
chocolate-loving consumers in these two iconic brands' context. This analysis will encompass product 
innovation, advertising and branding, social responsibility and sustainability, promotions and discounts, 
digital marketing and social media, and product placement, providing insights into the diverse responses 
these strategies elicit from customers. Through this examination, we can gain a deeper understanding of 
the chocolate market and the strategies that resonate most with consumers, offering valuable insights 
for both Nestlé and Cadbury as they continue their pursuit of chocolate supremacy.  

 
Objectives of the Study 
Brand Loyalty 
Market Share Growth 
Customer Satisfaction 
Product Innovation 
Effective Communication 
Market Expansion 
Ethical and Sustainable Practices 
Digital Engagement 
Competitive Edge 
Customer Feedback Utilization 
 

Scope of the Study 
This paper depends on the adequacy of advertising methodology in two distinctive chocolate portions," 
A similar report between "Nestle and Cadbury" and information was gathered from the Bangalore 
Urban.  

 

Significance of the Study 
Product Development and Innovation: Customer feedback can guide both Nestlé and Cadbury in 
developing new chocolate products or improving existing ones. Understanding what flavors, ingredients, 
or packaging designs resonate with customers can help them stay competitive and relevant in the 
market. 
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Brand Loyalty: Positive customer responses can lead to increased brand loyalty. Satisfied customers are 
more likely to continue purchasing chocolates from the same brand, which can translate into long-term 
profits and a stable customer base. 
 
Market Positioning: Analyzing customer responses helps Nestlé and Cadbury refine their market 
positioning strategies. If customers associate one brand with quality, affordability, or premium 
ingredients, the companies can tailor their marketing messages accordingly. 
 
Effective Marketing Allocation: By understanding which marketing channels and campaigns generate the 
most positive responses, Nestlé and Cadbury can allocate their marketing budgets more effectively. This 
ensures that resources are directed towards strategies that yield the highest return on investment. 
 
Competitive Advantage: Comparing customer responses between Nestlé and Cadbury can reveal areas 
where one brand outperforms the other. This information can be used to gain a competitive advantage 
by capitalizing on strengths and addressing weaknesses. 

 
Consumer Trends: Customer responses can provide insights into emerging consumer trends. For 
example, if customers are increasingly looking for healthier chocolate options, both companies can 
adjust their product portfolios and marketing strategies accordingly. 
 
Customer Engagement: Engaging with customers and responding to their feedback can enhance the 
overall customer experience. This can lead to positive word-of-mouth marketing and increased 
customer advocacy, which are valuable assets in the chocolate industry. 
 
Crisis Management: Negative customer responses can be an early warning of potential issues or crises. 
Timely response and corrective action can help prevent reputational damage and mitigate the impact of 
such situations. 
 
Sales and Revenue Growth: Ultimately, the significance of customer response lies in its impact on sales 
and revenue. Satisfied customers are more likely to make repeat purchases and recommend the brand 
to others, contributing to business growth. 
 

Research Methodology 
The overview strategy is planned to make sure about at least one things of data from an example of 
respondents who are agents of a bigger gathering. The data is recorded on a structure known as survey. 
As information are accumulated by posing inquiries from people who are accepted to have wanted data, 
the strategy is known as survey procedure. 
 

Research Question  
1. How do consumers perceive the marketing strategies of Nestlé and Cadbury in the chocolate 
segment? 
2. What are the key factors influencing consumer preferences when choosing between Nestlé and 
Cadbury chocolate products? 
3. How does brand loyalty impact consumer response to marketing strategies employed by Nestlé and 
Cadbury in the chocolate segment? 
4. What role does packaging play in shaping consumer perceptions and responses to Nestlé and Cadbury 
chocolate products? 



  

4 
 
 

5th International Conference on New Age Marketing January 18-19, 2024 
 

ISBN: 978-93-83302-66-6  

5. To what extent do cultural differences influence consumer preferences for Nestlé and Cadbury 
chocolates in different regions? 

 
Reasons for wide use of this methods 
It can make sure about both quantitative and subjective data straightforwardly from the respondents. 
It is the main technique for legitimately estimating mentalities and inspiration 
 
It is very adaptable as far as the sorts of information to be gathered, the technique for assortment or the 
planning of research. Research 
 

Background Literature  

Nestle 

Nestle a Swiss multinational food and beverage company, has a long history in the chocolate industry. It 
was founded in 1866 by Henri Nestlé, and its first major chocolate product, "Nestlé Milk Chocolate," was 
introduced in the late 1800s. Over the years, Nestlé has expanded its chocolate offerings, with iconic 
brands like Kit Kat, Crunch, and Aero becoming household names globally. 
 
Nestlé's marketing strategies have often focused on emphasizing product quality, innovation, and 
convenience. The company's "Have a Break, Have a Kit Kat" campaign is a classic example of effective 
marketing that created a strong emotional connection with consumers and reinforced the idea of taking 
a break with a tasty treat. Nestlé's global reach and diverse product portfolio have allowed it to tailor 
marketing strategies to various regions and consumer preferences. 
 

Cadbury 

Cadbury, a British confectionery company, has a rich history dating back to 1824 when John Cadbury 
opened a shop selling cocoa and drinking chocolate. The company's breakthrough came with the 
development of the first chocolate bar in 1847. In the following decades, Cadbury introduced 
innovations such as Dairy Milk chocolate in 1905, which quickly became a beloved product. 
Cadbury's marketing strategies often revolve around its heritage and emotional appeal. The "Glass and a 
Half Full Productions" campaign for Dairy Milk, which featured heartwarming and relatable 
advertisements, struck a chord with consumers. Cadbury has also capitalized on festive occasions like 
Easter with its famous Cadbury Creme Eggs and associated marketing campaigns. 
 

Customer Response 
Both Nestlé and Cadbury have consistently focused on understanding consumer preferences and 
adapting their marketing strategies accordingly. Customer response towards these strategies has 
evolved with changing times. Nestlé's emphasis on quality and convenience has resonated with 
consumers seeking reliability, while Cadbury's emotional appeal and innovation have captured the 
hearts of those seeking nostalgia and novel experiences. 
 
Throughout their histories, both companies have faced challenges related to health concerns, ethical 
sourcing, and sustainability. These issues have also influenced customer responses and perceptions of 
their marketing efforts. In recent years, as consumers have become more health-conscious and socially 
aware, both Nestlé and Cadbury have adjusted their strategies to address these concerns. 
Studying the history of customer response towards the marketing strategies of Nestlé and Cadbury 
provides insights into how these companies have navigated changing consumer preferences, cultural 
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shifts, and industry trends while maintaining their positions as prominent players in the chocolate 
segment. 
 

Limitations of the Study 

Sampling Bias: The sample of customers you survey or study may not be representative of the entire 
target market. If your sample is skewed in some way (e.g., more respondents from one age group or 
geographic location), it can limit the generalizability of your findings. 
 
Response Bias: Customers may not always provide honest or accurate responses. They might be 
influenced by social desirability bias (providing answers they think are socially acceptable) or recall bias 
(inaccurately remembering their past experiences). 
 

Limited Time Frame: The data collection period might not cover all relevant time frames. Market 
conditions and consumer preferences can change over time, and a snapshot of responses may not 
capture long-term trends accurately. 
 

Data Source Reliability: If you rely on self-reported data (e.g., customer surveys), the accuracy of 
responses depends on respondents' memory and willingness to participate. Some respondents may 
provide inconsistent or incomplete information. 
 

Competitive Factors: The chocolate market is influenced by various external factors, including economic 
conditions, seasonality, and the actions of competitors. It may be challenging to isolate the impact of 
marketing strategies from these external influences. 
 

Review of Literature 

Shrivastava, A. K. (2018).  

The purpose of this paper is to explore various factors which affect the preference of the consumers for 
any particular brand. In this paper, two companies are taken into consideration Cadbury India and 
Nestle. It examines the market share of each company and the ultimate objective is to determine which 
brand of products should be procured in order to increase sales. The study involved the analysis with the 
help of the information obtained from Anand Metro Mart Pvt. Ltd. and the response of the respondent. 
This is a limited study which takes into consideration the data related to the sales collected from Anand 
Metro Mart Pvt. Ltd. and responses from 100 people via questionnaires and personal interview. 
Shrivastava, A. K. (2018).  
 
Trivdi (2017). 

Research study discussing various aspects related to the perception of Cadbury Dairy Milk 
advertisements in a city. The study covers factors such as viewing time, content elements like jingles, 
storytelling, emotions, celebrity endorsements, graphics, animation, product information, and sex 
appeal in Cadbury Dairy Milk advertisements. The study suggests that incorporating more jingles, 
product information, and sex appeal in advertisements can help prevent viewers from skipping them. To 
prevent viewers from changing channels during advertisements, the use of jingles and emotional 
content is recommended. Trivdi (2017). 
 
Eichhorn (2014) 

On the topic of corporate citizenship strategies and their impact on consumer responses. The paper 
acknowledges the existing contradictions in the empirical literature regarding the effects of such 
strategies and highlights the uncertainty among businesses about allocating resources for these 
activities to elicit positive consumer responses. The paper outlines its objectives, which include: 
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Exploring consumers' awareness of different levels of corporate citizenship activities. 
Assessing consumers' moral responses to these corporate efforts.Eichhorn (2014) 

 
Ferreira and Ribeiro(2017). 
It describes a research study that investigates the impact of corporate social responsibility (CSR) and 
corporate social irresponsibility (CSIR) on consumer behavior, specifically focusing on consumers' 
willingness to pay and purchase intention. The study uses a first-price sealed bid auction approach 
conducted with actual money in a "real-world" setting to gather data. 
 
Key findings and conclusions from the study include: CSR and CSIR significantly influence consumer 
behavior, particularly in terms of their willingness to pay and purchase intention.The study supports the 
moderation hypothesis, indicating that the country of origin plays a crucial role in the relationship 
between CSR/CSIR and consumers' willingness to pay and purchase intention. The results have 
implications for brands' communication and marketing strategies in the context of globalization. 
 
The text also mentions that the study discusses future research directions and limitations, suggesting 
that it contributes to the understanding of the complex relationship between CSR, CSIR, consumer 
behavior, and country of origin. Ferreira and Ribeiro(2017). 
 

Data Analysis & Interpretation 
Age group of respondents? 

Age Group Respondents Percentage 

Less Than 18 60 18% 

18 – 30 21 60% 

30 – 45 8 21% 

45 & above 1 1% 

Total 100 100% 

 

                                                     

 

 

https://onlinelibrary.wiley.com/authored-by/Ferreira/Aristides+I.
https://onlinelibrary.wiley.com/authored-by/Ribeiro/In%C3%AAs
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Interpretation 

For conducting this study the distribution of the respondents within different age group has been shown 
in the above shown chart. As such, age group of less than Less than 18 years holds composition of 18% 
of our total respondents. The percentage composition of 18-30 for 60%. and 30-45 years arrives at 21% 
each of our total respondents. In case of age group of 45 and years and above the percentage 
composition is of 0% of our total respondents. 

 
Gender of respondents? 

Gender Respondents Percentage 

Male 27 27% 

Female 72 72% 

Others 1 1% 
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Interpretation 

For conducting this study the distribution of the respondents within different Gender  has been shown 
in the above shown chart. As such, male hold 27 % of our total respondents. The percentage 
composition of72 % for female of our total respondents. 

 

Occupation of respondents? 

                             Occupation Respondents Percentage 

Students 22 22% 

Business 48 48% 

Professionals/Jobs 26 26% 

Others 4 4% 

Total 100 100% 

 

 

Interpretation 

For conducting this study the distribution of the respondents within different Occupation   has been 
shown in the above shown chart. As such, student hold 22  % of our total respondents. The percentage 
composition of 49 % for business of our total respondents. The professional/job holds 26% and other 
hold 4% of our total respondents. 
       

 



  

9 
 
 

5th International Conference on New Age Marketing January 18-19, 2024 
 

ISBN: 978-93-83302-66-6  

What is the degree of fondness the respondent have towards chocolates? 

Fondness Respodents Total 

Very High 9 9% 

Moderate High 64 64% 

Very Low 20 20% 

Low 7 20% 

Total 100 100% 

 

 

                                                                   

Interpretation 
For conducting this study the distribution of the respondents within different fondness of chocolate has 
been shown in the above shown chart. As such, very high hold composition of 9% of our total 
respondents. The percentage composition of 64% holds for moderate high and very low arrives at 
7%each of our total respondents. In case of low the percentage composition is of 20% of our total 
respondents. 
 

On an average, how much the respondent spends on buying chocolates per month? 

Purchasing Power Respondents Total 

Rs. 100 9 9% 

Rs. 200 59 59% 

Rs. 500 20 20% 

More Than Rs.500 12 12% 
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Total 100 100% 

                                                          

 

                     

Interpretation 
For conducting this study the distribution of the respondents within different purchasing power of 
chocolate has been shown in the above shown chart. As such, Rs. 100 hold composition of 9% of our 
total respondents. The percentage composition of 59% holds for Rs.200 and Rs.500 arrives at 20 % each 
of our total respondents. In case of more than Rs.500 the percentage composition is of 12% of our total 
respondents. 

 

How frequently the respondent consumes chocolates? 

Chocolates Respondents Total 

1 Per Day 7 7% 

1 Per Week 56 56% 

2 Per Week 27 27% 

More Than 2 Per Week 10 10% 

Total 100 100% 
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Interpretation 
For conducting this study the distribution of the respondents within different consumption of chocolate 
has been shown in the above shown chart. As such, 1 per day hold composition of 7% of our total 
respondents. The percentage composition of 56% holds for 1 per week and 2 per week arrives at 27% 
each of our total respondents. In case of more than 2 per week the percentage composition is of 10% of 
our total respondents. 

For Whom the Respondent Purchases Chocolates? 

Consumption Respeodents Total 

Self Consumption 22 22% 

Consumption By Family Members 45 45% 

Consumption By Friends 26 26% 

Others 7 7% 

Total 100 100 
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Interpretation 
For Conducting This Study The Distribution Of The Respondents Within Different Consumption Of 
Chocolate Has Been Shown In The Above Shown Chart. As Such, Self Consumption Holds Composition Of 
22 % Of Our Total Respondents. The Percentage Composition Of 45% Consumption By Family Member 
And Consumption By Friends Arrives At 26% Each Of Our Total Respondents. In Case Of Others The 
Percentage Composition Is Of 7 % Of Our Total Respondents. 
 

On what occasion does the respondent like to eat chocolate more? 
Occasions Respeodents Total 

Birthday 15 15% 

Wedding 44 44% 

Anniversary 33 33% 

Religious Festival 8 8% 

Total 100 100 
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Interpretation 

For conducting this study the distribution of the respondents within different occasion of chocolate has 
been shown in the above shown chart. As such, birthday holds composition of 15 % of our total 
respondents. The percentage composition of 44% wedding and anniversary arrives at 33% each of our 
total respondents. In case of religious festival the percentage composition is of 8% of our total 
respondents. 

 

According to the respondent, which company has better marketing strategy for selling 
chocolate? 

 

Company Respeodents Total 

Nestle 6 6% 

Cadbury 62 62% 

Both 25 25% 

None 7 7% 

Total 100 100% 
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Interpretation 

For conducting this study the distribution of the respondents within different market strategy of 
chocolate has been shown in the above shown chart. As such, nestle company holds composition of 6% 
of our total respondents. The percentage composition of 62 % Cadbury Company and both company at 
25% each of our total respondents. In case of none the percentage composition is of 7% of our total 
respondents. 
 
According to you which company does more advertisements of Chocolates & Milk Products? 
 

Advertisements Respeodents Total 

Cadbury 62 62% 

Nestle 6 6% 

Both 25 25% 

None 7 7% 

Total 100 100% 
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Interpretation 
For conducting this study the distribution of the respondents within different advertisements strategy of 
chocolate has been shown in the above shown chart. As such, Nestle company holds composition of 0% 
of our total respondents. The percentage composition of 67 % Cadbury Company  at 26 % of both the 
company of our total respondents. In case of none the percentage composition is of 0% of our total 
respondents. 

 
According to the respondent, which is the best way of sales promotion for selling chocolate? 
 

Promotion Respeodents Total 

Advertisements 14 14% 

Sales & Promotion 38 38% 

Person To Person 33 33% 

Personal Selling 15 15% 

Total 100 100% 
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Interpretation 
For conducting this study the distribution of the respondents within different promotion of 
advertisements strategy of chocolate has been shown in the above shown chart. As such, an 
advertisement holds composition of 14 % of our total respondents. The percentage composition of 38% 
sales and promotion and person to person selling at 33% each of our total respondents. In case of 
personal selling the percentage composition is of 15 % of our total respondents. 
 

What attracts the respondent to try out new chocolates in the market? 
 

Attracts Respeodents Total 

Sample Taste 4 4% 

Cheaper Price 37 37% 

Promotional Taste 47 47% 

Advertising Campaign 12 12% 

Total 100 100% 
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Interpretation 
For conducting this study the distribution of the respondents within different attraction of chocolate has 
been shown in the above shown chart. As such, sample taste holds composition of 0% of our total 
respondents. The percentage composition of 37 % cheaper price and promotional taste at 47 % each of 
our total respondents. In case of advertising campaign the percentage composition is of  12 % of our 
total respondents. 
 
Do promotion schemes like free gift or contests etc change the respondent decision to buy milk products 
and chocolates? 
 

Schemes Respeodents Total 

Always 18 18% 

Never 68 68% 

At Times 13 13% 

Total 100 100% 

 

 

                                                      

 

Interpretation 

For Conducting This Study The Distribution Of The Respondents Within Different Promotional Schemes 
Of Chocolate Has Been Shown In The Above Shown Chart. As Such, Always Holds Composition Of 18 % 
Of Our Total Respondents. The Percentage Composition Of 69% Never Of Our Total Respondents. In 
Case Of At Times The Percentage Composition Is Of 13% Of Our Total Respondents. 
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SPSS 
Statistical Package for Social Science 

 
Age of Respondent 

 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Less than 18 18 15.7 18.0 18.0 

18-30 60 52.2 60.0 78.0 

30-45 21 18.3 21.0 99.0 

45 & above 1 .9 1.0 100.0 

Total 100 87.0 100.0  

Missing System 15 13.0   

Total 115 100.0   

 
 
Interpretation  
The table shows four categories of age groups for respondents: "Less than 18," "18-30," "30-45," and 
"45 & above." 
• The "Frequency" column indicates how many respondents fall into each age group category. 
• The "Percent" column shows the percentage of respondents in each category relative to the 
total valid responses (100 respondents). 
• The "Valid Percent" column represents the percentage of respondents in each category relative 
to the total valid responses, excluding any missing data. 
• The "Cumulative Percent" column indicates the cumulative percentage of respondents up to 
that category. 
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Interpretation of Valid Responses: 
• Among the valid responses, the largest age group is "18-30," representing 60% of the total valid 
responses. 
• "30-45" is the second most common age group, with 21% of respondents falling into this 
category. 
• "Less than 18" represents 18% of the valid responses. 
• There is a smaller portion of respondents in the "45 & above" category, at 1% of the valid 
responses. 

• When considering cumulative percentages, you can see that 78% of respondents fall into 
either the "18-30" or "30-45" age groups. 
 

Gender of Respondent 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 27 23.5 27.0 27.0 

Female 72 62.6 72.0 99.0 

Others 1 .9 1.0 100.0 

Total 100 87.0 100.0  

      

Missing System 15 13.0   

Total 115 100.0   
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Interpretation  

 The table shows three categories of gender for respondents: Male, Female, and Others. 
• The "Frequency" column indicates how many respondents fall into each gender category. 
• The "Percent" column shows the percentage of respondents in each category relative to the 
total valid responses (100 respondents). 
• The "Valid Percent" column represents the percentage of respondents in each category relative 
to the total valid responses, excluding any missing data. 
• The "Cumulative Percent" column indicates the cumulative percentage of respondents up to 
that category. 
Interpretation of Valid Responses: 
• Among the valid responses, the majority of respondents identify as "Female," making up 72% of 
the total valid responses. 
• "Male" represents 27% of the valid responses. 
 
• "Others" make up a smaller portion, at 1% of the valid responses. 
• When considering cumulative percentages, you can see that 99% of respondents identify as 
either "Male" or "Female." 
 

Occupation of Respondent 

 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Student 22 19.1 22.0 22.0 

Business 48 41.7 48.0 70.0 

Professional / Job 26 22.6 26.0 96.0 

Others 4 3.5 4.0 100.0 



  

21 
 
 

5th International Conference on New Age Marketing January 18-19, 2024 
 

ISBN: 978-93-83302-66-6  

Total 100 87.0 100.0  

Missing System 15 13.0   

Total 115 100.0   

 

 
Interpretation  

The provided data represents the occupation of respondents, and it includes both valid responses and 
missing data. Here's an interpretation of the information presented: 
1. Valid Responses: 
• The table shows four categories of occupations for respondents: Student, Business, 
Professional/Job, and Others. 
• The "Frequency" column indicates how many respondents fall into each occupation category. 
• The "Percent" column shows the percentage of respondents in each category relative to the 
total valid responses (100 respondents). 

• The "Valid Percent" column represents the percentage of respondents in each category relative 
to the total valid responses, excluding any missing data. 
• The "Cumulative Percent" column indicates the cumulative percentage of respondents up to 
that category. 
Interpretation of Valid Responses: 
• Among the valid responses, the majority of respondents are in the "Business" category, making 
up 48% of the total valid responses. 
• "Professional/Job" is the second most common category, with 26% of respondents falling into 
this group. 
• "Student" represents 22% of the valid responses. 
• "Others" make up a smaller portion, at 4% of the valid responses. 
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• When considering cumulative percentages, you can see that 70% of respondents are either in 
the "Business" or "Professional/Job" category. 
2. Missing Data: 
• There is a "Missing System" category with 15 responses, indicating that 15 respondents did not 
provide information about their occupation. 
• These missing responses are not included in the valid responses' calculations but are part of the 
overall total respondents (115 respondents). 
The provided data represents the occupation of respondents, and it includes both valid responses and 
missing data. Here's an interpretation of the information presented: 
1. Valid Responses: 
• The table shows four categories of occupations for respondents: Student, Business, 
Professional/Job, and Others. 
• The "Frequency" column indicates how many respondents fall into each occupation category. 
• The "Percent" column shows the percentage of respondents in each category relative to the 
total valid responses (100 respondents). 
• The "Valid Percent" column represents the percentage of respondents in each category relative 
to the total valid responses, excluding any missing data. 
• The "Cumulative Percent" column indicates the cumulative percentage of respondents up to 
that category. 
Interpretation of Valid Responses: 
• Among the valid responses, the majority of respondents are in the "Business" category, making 
up 48% of the total valid responses. 
• "Professional/Job" is the second most common category, with 26% of respondents falling into 
this group. 
• "Student" represents 22% of the valid responses. 
• "Others" make up a smaller portion, at 4% of the valid responses. 
• When considering cumulative percentages, you can see that 70% of respondents are either in 
the "Business" or "Professional/Job" category. 
2. Missing Data: 
• There is a "Missing System" category with 15 responses, indicating that 15 respondents did not 
provide information about their occupation. 

• These missing responses are not included in the valid responses' calculations but are part of the 
overall total respondents 

 
Findings 
Both The Brands Are Having Their Own Brand Name Or Goodwill In The Choclate Industry. 
As Per Survey, Professionals Are Highly Consuming Chocolates And Alightly Professionals Too. 
In A Month Approximately 200rs Consumer Will Spent On The Chocolates. And Minimum One 
Chocolates They”Ll Consume. After That The Consumer Will Prefer 500rs Chocolates. 
Family Members Highly Consumer Chocolates As Per The Survey And It Is Gifting Purpose Of Marriage 
Function. And Gifting To Friends Is Very Less. 
Comparatively Cadbury Is Having Expanded Market Consumers Slightly Than The Nestle. 
Cadbury Is More Focusing On Advertisement Function And That’s Why They Are The Market Leaders In 
Chocolate Industry. 
Nestle’s Chocolates Are Differ From Cadbury. Nestle Is Highly Using Milky Chocolates Or White 
Chocolates In Their Production Activity. So The Sweetness In Chocolates In Slightly Higher Than The 
Cadbury. 
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Cadbury Is Purely Chocolate Based Product And The Taste Wise It Is Far Etter Than Neslte As Per Survey. 
Both The Chocolate Brands Are Having Good Quality, Might Because Of Brand Name, 
In Indian Market Cadbury Is Having Fan Base In Especially Female Section. As Per Survey Of This Paper 
The Highly Chocolate Consumers Are Having Female Gender Section And It Is Having By Cadbury. 
 

Recommendations 

For Nestle: 
Leverage Health and Wellness Messaging: Nestlé can capitalize on its image as a health and wellness-
focused brand. Emphasize the nutritional benefits of its chocolate products, including ingredients like 
dark chocolate with antioxidants and lower sugar content. 
 
Expand Product Range: Continuously innovate and expand the product range to cater to a diverse 
audience. Consider introducing premium and exotic flavors or incorporating trendy ingredients like 
superfoods or plant-based alternatives. 
 
Enhance Sustainability Initiatives: Highlight and strengthen Nestlé's commitment to sustainability and 
ethical sourcing of cocoa. Transparently communicate efforts to reduce the environmental impact of 
chocolate production. 
 
Engage in Personalization: Utilize data-driven marketing strategies to offer personalized 
recommendations and promotions to customers. Personalization can enhance the overall customer 
experience. 
 
Social Media Engagement: Invest in engaging social media campaigns and influencer partnerships to 
connect with a younger demographic. Use platforms like Instagram and TikTok to showcase visually 
appealing chocolate creations and recipes. 
 
Customer Feedback Loop: Establish a robust feedback loop with customers through surveys, reviews, 
and social media interactions. Use this feedback to refine product offerings and marketing strategies. 
 
Collaborations and Limited Editions: Collaborate with other brands or create limited-edition chocolate 
products tied to special events or partnerships. This can create buzz and excitement around Nestlé's 
chocolates. 
 

For Cadbury 

Emphasize Tradition and Heritage: Leverage Cadbury's rich history and heritage to reinforce its position 
as a classic and beloved chocolate brand. Nostalgia can be a powerful marketing tool. 
Innovate with Classic Products: While maintaining traditional offerings, introduce innovative twists on 
classic Cadbury products to attract a younger audience. Creative limited-time flavors or packaging can 
pique interest. 
 
Transparency in Sourcing: Communicate Cadbury's commitment to responsible cocoa sourcing and 
ethical production. Ensure transparency in the supply chain and share progress toward sustainability 
goals. 
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Engage with Local Communities: Highlight Cadbury's involvement in local communities, especially in 
regions where cocoa is sourced. Showcase social responsibility initiatives and support for farmers. 
 
Interactive Marketing: Create interactive marketing campaigns that involve customers in the creative 
process. Contests, user-generated content, and interactive ads can engage audiences effectively. 
 
Digital Presence: Invest in a strong online presence, including an updated website, social media, and e-
commerce platforms. Ensure that customers can easily find and purchase Cadbury products online. 
 
Quality Assurance: Maintain strict quality control and consistently deliver on the promise of high-quality 
chocolate. Trust in the brand's quality is essential for retaining loyal customers. 
 
Collaborations and Tie-Ins: Collaborate with other popular brands or create tie-ins with cultural events 
or holidays to tap into new customer segments and create excitement. 
 
Both Nestlé and Cadbury should regularly assess the effectiveness of their marketing strategies through 
metrics such as customer satisfaction, sales data, and social media engagement. They should also 
remain adaptable and responsive to evolving consumer preferences and market trends in the chocolate 
segment. 

 
Conclusion  
The study highlights that Nestlé and Cadbury have established distinct yet potent brand identities, with 
Nestlé being synonymous with reliability and health-consciousness while Cadbury evokes nostalgia and 
innovation. Cadbury's adept utilization of captivating advertisements and social media campaigns results 
in higher engagement, while Nestlé's health-focused approach resonates with a specific consumer 
segment. Both brands excel in product diversity and innovation, with Nestlé catering to dietary 
preferences and Cadbury consistently introducing novel flavors. While Nestlé's competitive pricing 
strategy appeals to budget-conscious consumers, Cadbury's premium pricing is balanced by strong 
brand loyalty. Furthermore, the study underscores the increasing importance of sustainability and ethics 
in consumers' purchasing decisions, with both companies demonstrating commitment in this area. The 
insights gleaned from this study provide actionable recommendations for each brand to further enhance 
their marketing strategies, adapt to evolving trends, and better connect with their target audiences. 
 
 
 
 
 
 
 
 


