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ACHIEVEMENTS
Cadbury is of the largest chocolate
producers in the world. Since the me
with Schweppes in 1969, Cadbury
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international markets and in the or
Cadbury |
leading bra
Cadbury

pase, and

orcaein

1in the confectionery market
pans the globe from its British
rates s in Austr New
1,
s of Africa. It owns
ompanies in France, Genmany,
Spain, Argentina and Holland and has
franchise agreements with companies in the US
and Canada

In Australia, Cadbury b
confectionery markel with C
Milk worth over $90 million annually. Ce
Marble represents the most s
chocolate launch ever with $9 milllon worth sold
the first six months. In the highly competitive bars
category, Cadbury is the ket leader in Australia
with five of the top ten brands by sales value.

3 MOStE popular new « stionery brand,
Cadbury Time Oul, is alre  Number 3 and
growing. Gadbury also leads the children’'s market
with two of the most established and recog
characters in the market today - Freddo ar
Caramello Koala.
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England, opened in 1824 by John Cadbury, a
Quaker. The shop's most popular product was
ocoa and this led John Cadbury to move into
chocolate manutz 2,
Realising the 1 ttial of his business, John
Cadbury formed a partnership with his brother
Benjamin and formed a company, Cadbury
Brothe n 1853, Cadbury Brothers received the
ions of Australians have grown up 'W‘”' Warrant as manufacturers to Queen Victona,
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HISTORY
The Cadbury story started ina small groc
shop in Birmingham,
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15 not until 1920 thal the purple and gold ¢
re used inthe p. sign for Cadbury's flagship
Dairy Milk brand, Af at, however, purple and
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corporate colours.

In 18918, Cadbury me
stionery fimm of J.S. |
andi and the
expan: ally. Intf 0s, Cadbury
and Fry de 0 build a factory in Australia, and
were joined by Pascall, another ! iec-
tionery maker. This new Australian company was
called Cadbury-Fry and Pascall.

Claremont in Tasmania was chos

: alian factc
to Hobart and to the fine
and enjoyed pure air and maderate temper
1922, the first products from the new factony
appeared. They were Pascall lines, but by 1928
chocolate and cocoa production had started at the
Claremont factory.
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THE PRODUCT
Cadbury's core product is top quality chocolate. |
Cadbury IHM Millk block is the company gship
brand, but there are many other favountes including
Fruit & Nut, and Hazel \Jul p:\.[n lar cream
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'-rt-“» f\t‘ nst notably Milk Tray and Roses.
s lines inc IL dL Australi ng time favourites
; 1, Famous Cadbury

s Cherry Ripe, Picnic, Flake
ot the demand for impulse pur-
ew products such as Time Out and
f 2 m:i'k{‘i stimulated each year.

Cadbury produces seasonal lines too. A variety of
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chocolate novelties are available at Christmas and
Easter, whic st selling perniods of the year
Cadbury also licenses and to dedicated
producers of icecreams, dairy desserts and creme
liquedr

PROMOTION

ML, ‘taste uf Cadbur ysc hocolate, as endorsed in

[ us Professor Julius Sumner

g been the focus of Cadbury's

advertising. This has been supported by

the slogan 'a glass and a half of full
cream milk in every 200 grams’,
accompanied by a picture of milk pouring

nto Cadbury's Dairy Milk chocolate

i']i[){"r\' This was a tremendous advertising
oup by Cadbury, and it has served the

br .-1r“.dwe.I forover 50years. Thei e has
become anintegral part of th s‘p wkag

design and has been featured in magazines,

and on buses and trains, L‘.\illb;.‘.\]m'.is.am

television.

In 1986, Cadbury became a major spensor
of the Australian Ompic n. Cadbury is
official confectionery supplier to the Australi

Olympic Team as well as the official confectic
man 1.'.l‘t'._1:(‘.r of the Australian Olympic Mas
‘Willy'. Cadbury's Willy shot to No. 6 inthe market in
just six r.'“.c'\r'lms. without halting the contin
ued growth of Freddo and Caramello
Koala

The focus of 1997 is a sensa-
tional new advertisir g campaian
dbury Dairy Milk. The
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RECENT DEVELOPMENTS

One of the most successiul recent Cadbury ventures has
bean Time Out, launched in 1995 and dreadty the third
biggest seling bar ine in Australie
96, Cadbury's Olympic program was

d and was immediately successful in
building consumer demand across all

s of the market. Confectionery sales
d record levels for the year.

Finally, 1997 brings a whole new
dimension to the market, inwhat will
become the benchmark for children's
confectionery in the future. It is a concept
that combines enviror me ntal awareness
wilh a new and exciting chilar niectionery
product. The idea of Cadbury Yowie originated from
the work of scientist Tim Flannery who wrote the
ling book, The Future Eaters. Flannery's
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aninnovative, high quality value added product
( er $10 million investment in manufac-
el X Muih ry Australia.
> chocolate ¢ nar acters comprise
51X I_IHi'L'_I'._n:-. individual personalities, richly folled in
distinctive colours and features. The range is
designed to teach children more about the various
natural habitats of Australia and to encourage an
understanding of t"m atural world, The Yowie
product is suppc a range of beautiful II\,r
ilustr: H 3 ¢ r1|IL:'-'r wh HOKS, 1n<1"w ..:kur:h"'"ks"
gad by authars Bryce Courtenay and Geoff
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- BRAND VALUES
Cadbury's mission statement says simply:
'‘Cadbury means quality'; this is our promise.
Qur reputation is built upon quality; our
commitment to continuous Improve-
ment will ensure that our promise is
delver
77 C u\ has established itself as
acompany of faimess and integrity,
which always attempts to operate as

a socially responsible business.

Cadbury

Q  Australians give more chocolate Easter
Eggs than anyone else in the world - they
give eggs valued at more than $175
million, ‘

Things you didn't know about
|
|

Q  Australia holds the world record for the
largest Easter Egg ever produced. In
1992 Red Tulip produced an egg
weighing 4755 kg and measuring 7.1 ‘
metres in height.

Q  Dental researchers have discovered that
tannin, found in all cocoa products,
inhibits the key enzyme in the formation
of plague.

Q Over 90 million Freddo Frogs are
produced annually.

Q  Chocolate is the only word of Aztec origin
used regularty in English. Xocoatl was a
‘bitterwater’ drink made from the cocoa
bean by the Aztecs.

Q Cocoa butter, the fat of which chocolate
is composed, melts completely at
temperatures between 32 and 35C and
begins to soften at between 25 and
27C. So keep your chocolate cool!

Q Freddo Frog may be the only chocolate
frog to have his own intemet site. You can
visit Freddo's web site on
http. www.thegreenweb.com.au




