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Size of the market: Sugar confectionery is W,ma 10 grow by 3% in current vable

inf2012 10 reach sales of USS10.3 billion. Across various categories, sugar confectionery

enced comsistent growh s new product Junches confinu o beter argt secific
imes groups. There are total 372 major Businesses in the industy, top 10 in US are
RSINC, Mondeléz Inernational Inc., Nesié , Ferrero Group, Harlbo GmbH &
Co., Chocoladenfabriken Lindt & Sprili. General Mils I, and Meji Co.Lud _ In 2012,
MARS INC has 353 percent masket share, Hershey company has 20 percen markt share,
st of the 10 ten companies has 34.3 percent ofthe US market and small and medium company
as 10 percent of the market shre

B. Descripton of the product category: There are toal 11 types of product category in
candy confectonery industy, such as Sugar-fre, liorice hard candy, encrgy /snack/mutition

bar, gums, mins, gummics, organic, novelty candies and.chocolate

Top ten candy brands in US arc as follows: 1.Snickers 2 M&M:s 3. Trident 4. Resses's 5

Galaxy/Dove 6. Milka 7. Cadbury Dairy Milk 8. Orbit 9. Extra 10. Kit Kat

C. Pricing: Average candy reile price for candies in use arc 4.21 dollar per pound. The
most expensive candy can sell as high as 2600 dollars per pound while high end chocolate price

around 69 dollars per pound.

D. Distibution: Most of candy product are distribute through reail stores ke,

|spermarkets,consenience sore, online retilersand depariment toes for high end chocolte.

)

E. Promotion: Most advertising is done in broadeasting, but they also promote ouldoors,

in cinemas, and paper bound
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- Paychological- To the individul Hershey Co. represetsa taditional sandard of

Quality that's been passed down forgeneratons The candy s easly recognizabletothe '\0( \

nsumer, which is why they never change the packaging, Their promotional campig i very
formal, and their ads have been steadilythe same since thei cistence. Consumers prefer the

original product bands; due t0the factthat Hershey s newly inroduced products don't always
succeed.

b o e oo

and opportunity. The consumer can relate 1o the farmers had work, and the securiy of quality

control on a mass scale.

Hershey's uses the ilm industry to advertise. They offer special packages m;mmm

*Wt ‘

consumers influence others to buy candy. Hershey's has a strong group expectation due o thei

sales (lke lrge chocolate bars). Hershey's takes advantage of theirseasondl sl by

twaditional promotionsl camps

3. Mars Ine.

A Psychological- Mars i 5o dedicated 0 the individual they personalize thei products
for the consumer (ke the mém's). Their promotional campaign i diferent 10 that of Hershey.

Co. for example their packaging is always changing. Currnt sport events or prize offerings.
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en display on ther wrappe

W preference the person's ow fondness

B. Cullura
Coltral Antopology- Mar e, e jus madeupofcandy ot deparmen

includ pet products, ood, and beverages. Opeating in tweny-one other counti e

s ary i many e ways. Yot Mars knows e impornce o e v

‘which instills mutualiy fi
h instills mutuality as one of her five prnciples. Encouraging and teaching farmers to

B0, i5 00t only benefical butalso important for theircandy industry.

€. Sociological- Their advertising caerstothe secific candy being sold. The Twix ads
caler 10.a younger consuér versus m&m's which are advertised during the super bowl, Cerain
target markets allow for different advertising stategis. Regardiess, Mars uses if's familicity

and ereativ

0 make unny commerils than i competors (erhey Co). [ 302

7%

4. Campaign Effectiveness

A Inthis case, Mars b the moye el campign. They ilized umor s mesns
vetis the product. Secng as M/: is ot e min gou, there’s partcla
Nisying power by linking humor o the Marsproducts. The genral vibe i rgsed 1o younger

crowd and that works well for a candy confectionary company

B. Hershey took a more conventional approach and played it safc, which works, but
docsn'tthat much clout. The commercials aimed more at fmily values and trying (0 assocate

product. Tt comes offas, wellto put it simply, safe. The commercials do

that fecling with t

their job, but not that many people are going to remember them.






 




 

