%9 Business A Level | Edexcel | 9BSO

.

A Level Edexcel Business Paper 3:
Resource Pack

Prep Material and Case Studies
2026: The Confectionery Industry

Online delivery

via eRevision.uk
zigzageducation.co.uk POD
12988
\

Publish your own work... Write to a brief...
Register at publishmenow.co.uk

V.

Photocopiable/digital resources may only be copied by the purchasing institution on a single site and for their own use



Contents

Product Support from ZigZag EAUCBTION vvvveeeeeeiiiiinermmenmmssiissmmesmmmssssssssssmesmmsssssssssassesssssssssssnaassssssssssssssassssssssssassssassssss ii
Terms and Conditions OF USE ...uicciecimmiimicnnecimmiioiiserecmmsiosimme i cenmssommeanmmeeeems e oceermmmmsimmmsoeeermmse iii
TaCher’ s INIFOOUCEION . .uiieiiiiiriirrissisiiessisrrsssssssnsssssressssssssasssssresssssssssssssssssssssssnsssssssssssssnssnssssssssssnsnnnnssssssssnansnnnnsns 1
Pre-relse INFOrMGLION .. .co...oi ittt ettt eeab et e o oab st e e bb e et oo abe e 4t obb et e oo bbbt e e e abb et e e abb s e e e aaabbeeeanbseeeaan 2
Section 1: Current trends in the consumption of confectionery and bisCUItS ..vveeiiiveeeccciiee e 3
18 Lo ool F 1 I Ta Yo I or- 1o Yo LV o T PSP U U PP U PPPPUPPPNE 4
2T T 11 £ U U UU OTUUSU TS OT PO UTOP U OO PRTSTPPPPROt 7
THE PrOTUCE T Oyl ettt e st e e e st b a e e e e bae e e e aba e e e e esbaeeeeanbaeesaanbaeesaanbaeeeaanbaeessansbeesaansees 9
Specific challenges and summary of future trends for confectionery ProduCers ... 12
Section 2: Business growth in the UK and world confectionery market.......ocimmiviimenciiiinmsnnnsssmsssrsmssssssne 15
Greiner’s five ($iX) Stage growWth MOUE] ... it e e s e e ab e e e s tsa e s s e e aabaeesssessssnnaanseeensnesssensn 19
Section 3: Different businesses in the UK confectionery retail market: independents and multinationals.......cccvnneeee 21
T Yo [oT o Tt oV LY ok =t 111 PSP 21
Y TR h T T 1T o =L TSP 23
T PES OF O IS it s ceit e e e eetta e e s eettaae e ettaaaesataaaseatetaaaesetsaasanessaassnsssaasnnsssssssncssaassnsssassnnssnn 24
Section 4: The external business environment and its impact on small businesses operating in the confectionery
LT T8 1= P 28
o[ T | PSP PP P U P PO PP PP PP UPPPN 28
oo T4 Lo T4 1 | Lo PP PP PSP P PP P PP POPPRPPPPROPN 29
Yo Lol | F PSP USSP OO PP U U PPN PPPPR 29
R E=Tol g1 e Yol (o T={ o1 PP PSPPSR P PO PP U PP UPPPR 32
= -2 D OSSOSO SO SO OSSOSO SPOO R SPTOPR 33
ENVIFONIMENTAL (oot see e sttt ebre e stiaasa b e e bee e satknaa b e e bte e saten e st e e st e se bk e e s bt e e b e eataeambaeean b e e et s e enbaeeanneeeatns 33
Section 5: Global marketing by confectionery DUSINESSES ....c..virreeiiiireeiiirreesirreerrrrransssrrrsnsssssnansssssnnnnssssnnnnssssnnnns 36
Section 6: Local, national and international economic influences on confectionery businesses ......ccceevveeeecerrrnnncerennnns 38
eXoleYaTo Yo (ol ={ o 171 3 o RSSO 38
FYoleTa s Y= I LY [ USSR 39
NAtioNal MINIMUM/LIVING WA ...veiiiiireesieciieescir e s et e s e ste e st e ab e este e beeete e tseessaess s esesseeaaeeaste e amaeesnearesssenanbeensnenseessensnsas 40
O ] 4V oo L3 TSRS 41
ERE T LTy = 1< PSP P OO P PPOPPPPPPPRPPPRPPPRPR 42
Tl 44T o VOSSOSO PO P ST S ST PO PSP U PP OPU PR OUPPROP 43
00T Ao T = T 0 F= Y (T =1L USSP 45
O Ea YT Y o] o1V 41T ) S SN URSSRPR 45
000 LY A1 D L TP UPRNESSPUPRRRR 46
CASE STULIES 1ovvviinmruuissesseriimmreauussssseriimmseaunsssssorinmmseanssssssontnssssnnssssssontnssssnnsessssetonssssensensssossssssnsesensssosssassnseeensnsonssasnns 47
L0 LY (0o VO S - Ve | o TV oY S SRR USRS SPRR 47
Case Study B: Hotel Chocolat — a different kind of chocolate ..o 50
Case Study C: Walker's SNOITOread LEG ..ottt sn e sav e e sbeesctn e ta e e assesssennnsbeeanseessssnnenseeannneas 53
LISt OF RETEI@ICES 1vitiinnneenicirrreiirmmmmniccirseetermmmmmciirseeeesmmmmasisssesessemmmsssssseesssesnnsssussssessssssnsssunssssnsssnsnssannssssnesssssssnnnsnnss 55



Terms and Conditions of Use
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Teacher’s Introduction

Accessing the digital resource

This resource is accessible online via eRevision.uk — ZigZag's digital learning platform. Once set up, students can log in
from home and you can set tasks and reading for homework. We recommend you read the ‘Teacher guide’ and ‘Quick
set up guide’ found on your eRevision account.

If you have not already done so, please provide us with an email address to set up eRevision access. You can do this
by emailing customerservices@zigzageducation.co.uk with your name, school, email address and invoice number.

This resource has been produced to support the research required for the

pre-release paper for the A Level Edexcel Business Paper 3 (Investigating Always check the exam board
business in a competitive environment) exam, which students will sit during website for new information,
summer 2026. The context for the 2026 exam is the confectionery industry. including changes to the

specification and sample
This resource is divided into the following sections: assessment material.

e Topic notes — The notes offer an overview / background reading to support
the six research bullet points specified by Pearson. During their GCE course, students will have already learnt
much of the key theory; however, this section links the theoretical points with the specific industrial context for
the 2026 exam. The content of this section should also be supported by students’ theoretical notes and a
good course companion.

e  Activities — These are interspersed throughout the topic notes. They support the students’ own independent
research, and reinforce their learning and understanding related to the specific industrial context.

These activities could be used as homework or classwork activities.

e  (Case studies — There are three case studies included in the resource, which include questions to support
wider discussion/research. These case studies put all of the topics considered into context, and support
students to use real-life examples in their work and think analytically.

Due to the nature of the research task, this resource aims to merely stimulate discussion and support students’
wider research. The resource has been written independently without any sight of the actual exam materials that
will be released in the summer of 2026. The resource should be used in conjunction with a good textbook and is
intended to put many of the theoretical points detailed in the textbook into the context of the pre-release
research task.

Please note that some of the material included in the case studies is based on real-life contexts/information, but
other elements are purely fictitious to enable all aspects of the specification and research task to be covered.

The author has consulted a range of third-party studies / statistics to produce this resource. The figures and data
are presented in good faith and the author accepts no liability for data that is inaccurate, misleading, etc.

The author has delivered a range of business courses for over fifteen years and examines Pearson Edexcel GCE
Business Paper every summer.
January 2026

This resource is intended to supplement your teaching only.

As with all pre-release material it is the teacher’s responsibility to decide in what way to assist their
students. It is the teacher’s responsibility to decide how this resource in particular can be used to fit
into that assistance. You may simply wish to read this material to better inform yourself and to help
you prepare your lessons and get ideas for your teaching. You may also consider whether it is
appropriate to distribute some of the material for reference and to use some of the tasks for
classwork and homework. You may consider making the whole resource available to be worked
through by your students more independently.

The content of this resource is provided as one experienced teacher’s interpretation of the A Level
Edexcel Business pre-release material. The author does not have any special knowledge of what to
expect on any particular exam.

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page 1 of 55 © ZigZag Education, 2026



Pre-release information
The context for the 2026 exam is the confectionery industry (which includes bisci
international businesses operating in this market.

To prepare for the 2026 context, Pearson advises students to research the follow

into six bullet points:

ic dsin th L Th
. Current trends in the . . % = is seci|
. Trends inflon & 3 v wommarket currently
consumption of \ =4 current
. sicius € toner tastes and
confectionery and i . . . . consum
- st easeénices plus ethical considerations. L
biscuits < o biscuits,
. |
How bus
Business growth and developmentis an | confectic
UK and world important consideration for all grow the
confectionery market businesses operating in the sector. this sect|
the busip
3. Different businesses in .
. The UK market is made up of many . ,
the UK confectionery . . . . This secii
. different forms of business including
retail market: ) . . types of |
. independents and multinationals which | |
independents and . . indepen:
. are the focus of this section.
multinationals
4. The external business . . . |
. . Factors in the external business This seci
environment and its . . |
. environment can impact small factors it
impact on small . . .
. .. businesses operating in the environ
businesses operating in . Co
. confectionery and biscuit markets. small bus
the confectionery market o
Global marketing is v nr L tart The diffe
5. Global marketing by considerat’zo. buulvesses selling when my
confectionery businesses | prc.wt 5 5 Laily to attract and retain biscuit pt
@ uiers. explorec
L ey _ ) ) The imp:
6. Local, r@@ ! a . Local, national and international . .
. . ® on ) . . . . internat.
internatiol\G#nomic economic factors influence businesses .
\ - . ) . business
influences on selling confectionery and biscuit biscuit gl
confectionery businesses roducts. .
¥ P depthin

Students should note that they are not able to take any of their research or inves.
conducted as part of the pre-release study into their summer 2026 examination.

All of the topics will be considered holistically as they all overlap. It would be inap
the bullet points in a purely linear fashion. This resource should be used holisticall

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies
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Section 1: Current trends in the cot
confectionery and biscu

| Specification focus:

! 1.1.1 The market 1.2.2 Supply 2 |

i 1.2.1 Demand 1.3.1 Product/srovi Fd & 3n ~ 3.1
e o o o e e o 2 - . j‘_cﬁ’f ________________________________

2
e o
What is meant by the term ~>. gt;: sw’fﬁ: is a word that is commonly used in ¢
range of produgss. / ~ ‘1.1 n or confectionery arose from the purchase tax case
Excise v Po @580 5. (td (1968 4 All ER page 782) whereby a decision had to be

"ot g

sweetened NG n was ‘confectionery’:

‘any form of food normally eaten with the fingers and made by a cooking pro
which contains a substantial amount of sweetening matter”™

The 1968 case held that sweetened popcorn is confectionery.

The confectionery market is a vast industry and includes:
e Chocolate — bars, boxes/tubs of individual chocolates, truffles and chocolate.
e Sweets/candy — traditional boiled sweets, rock, lozenges, pastilles, hard cand

gummies, jellies and chewy sweets

Sweetened popcorn., = ¢

ey

Gums arg@min: > ang
et oiscuits, cookies and chocolate-covered biscuit bars

- Activity1 -
e  Fudge A A
e Toffee Confectionery is
e  Marshmallows well-known prod
e  Marzipan 7 é’,,; list of as many ¢t
e  Sugar-coated nuts, e.g. almonds V' w’ that you can thir
e  Candied nuts 200 S brands for extra
@
@
®
L ]

Some publications discuss ‘baker’s confectionery’ and ‘sugar confectionery’.

Products can be categorised differently in diverse countries. For instance Snickers
considered a chocolate bar in the UK whereas in the US it is more likely to be calle

Confectionery is, therefore, a vast term and covers multiple products which are ¢
indulgence, celebration or gifting. They are typically distinguished from everyday
vegetables). Confectionery products often have a high sugar or sweetener conten

The UK confectionery market is valued at about $17 billion. #! e equivalent of £13-
market is forecast to increase to about $21-22 billi~r oy . J3U(Mordor Intelligent
annual growth rate of 5.37%. The growth is .~ di g“’f\{w; wbe fuelled by the followir
¢ Increasing demand for premi*:=i ¢ ':;llﬁ:ws

e Shift towards healthi~ < u ﬁ‘"f@..ymcfpés including “functional’ sugar confecticl

e  Seasond@{ng culture and personalised/bespoke confectionery
e  Expansion of e-commerce and online retail platforms

Y https://www.gov.uk/hmrc-internal-manuals/vat-food/vfood6120

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page

f

i
R
&

F
g

A
ol

S

S
S

o

|

=

o
e
S

&
S,

4
it

\\\\\\\\\\\\\\\\\\\\\\\\\

e

N

7///////////////////////////%
i

o

S

o
S

i

b /
W
'///////////////////////////A

4

i
g
i

V-
s

AN

///////////%

S
.

o
#

i
i

%//////////////{////////////é

COPYRIGHT
PROTECTED

g

s

Education




Chocolate and candy bars

The chocolate market is one of the largest and most valuable food product
markets globally, with a value of around $120 billion in 2023. Future Market
Insights reports that the international demand for chocolate is forecast to
grow by about 7% per annum. The market should reach a total value of

$161 billion by 2033, ol
5]

Global growth is replicated in the UK mar}_[;"\ ' 202 sales of chocolate products
£5.9 billion. Mintel predicts that 2. 7« ' rvase to £6.7 billion by 2027.

s

el R
There are h: .\ dsiy ‘i "“,ﬁgss”éﬁg that make cocoa, chocolate and sugar confectiu
and candy gl orof the UK confectionery market includes some large global ¢
Mondelez Inional, Nestlé, and Lindt & Springli. Other well-known leading ¢
Hotel Chocolat, Thorntons, Tony’s Chocolonely, and Montezuma’s. Alongside the:
retail businesses and supermarkets also have their own brands of chocolate. The |
especially artisan products, has led to a growing number of chocolate businesses
reported that 54 new businesses opened in 2023; mostly based in London. The n\

competitive with pricing battles.

Al Degwrtmenia ST Special Ofers Twwow Wbrasend PR Qlasiving dan Sals Nowipes

Clothing & e

Srosentood  TostndSnanks  Foon Qupbraed Soby & Todinr Nonith & Beway

colgaRary 0 Teson ki

Tesco Turkis:: Delight Bar 150G

dght Rey R

g (6 < e =

1
DELIGHT

BELGIAN CHOCOLATIER
ARup

S MR i woue loo Faadthait

s S O B 5 R e

@ mon

| age wmstien /

Siutary & siixeay nforaatian

S

.

G

=

el
- L _y'supermarkets and retailers sell own-brand chocolate
to rival brands.

Approximately 10 of the leading businesses in the chocolate sector have a turnoy
about 20 have a turnover between £10 million and £49.9 million. This shows thal
businesses operating in the sector.

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page
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It is reported that about 115,643 tons of chocolate are sold each year in the UK {&
down on the historic high of 2018 when 146,517 tons of chocolate were sold.

However, in spite of reduced consumption generally the sales value of chocolate |
at its highest level since 2008. About £498 million worth of chocolate products m.
2023, which was the latest year that data was available.

: oL A .
Figure 1: Sales value of chocola’ o« ﬁ&;,;at were made in the U

600000

e
o\ \" e

.
1 7 e

\

= 400000
j]
j]
o
@
3 300000
w
=
vy
@
=
v 200000
o IIIlIlII
0
2008 2009 2010 2011 2012 2013 2014 2017, 2016 2017 2018
s sar
-t ‘
- 4
Yol e
e . i
Holiday periodegcel’ = t._ 5 | cord festivities contribute substantially to sales of ¢t
of gift for ¢ ‘or ,.stance, birthdays, Easter, Christmas and Valentine’s Day ar
which chocc Wusinesses produce specialist products (e.g. Easter eggs). Innoval

combinations of flavours also generate demand, as businesses constantly experin
Increased middle-class demand in developing markets is also creating high deman
incomes allowing greater consumer affordability for high-end products.

Chocolate is sold in a range of formats including traditional bars that had a value ¢
to Future Market Insights. Other formats include buttons, individual chocolates,
eggs/bunnies and Santas, truffles, and drinking chocolate to name but a few.

Chocolate is also a very portable product which adds to its appeal. Chocolate bars

pocket, and this makes them an easy snack for busy consumers on the go. This co

favourite treat for individuals seeking a quick indulgence at wark, school, or whilg
- - :

Also, chocolate bars are readily available and «uit **z)ai; f{;,.\su%ffé}“ent budget plans,

produced bars to high-end, handcrafted o1+ ucn a broad price range makes chi

of all incomes. The competitiviu s‘s’)&; n hucolate bars as an impulse-buying choice

~.nes is based on their relative affordability.

chocolate. The milk chocolate segment of the market represented a value share ¢
Future Market Insights.

2 https://www.statista.com/statistics/481691/chocolate-bars-value-sales-in-the-united-kingdom .
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Alongside the different chocolate types, product recipes are also varied to target |
dietary needs, e.g. vegans/dairy-free, gluten-free, diabetic, sugar-free/keto-frienc

Chocolate is traditionally bought in a physical retail location, e.g. convenience st
even vending machine. However, Cadbury reports that online sales are proving s
online sales outperform traditional retail sales.

Many people in the UK enjoy eating chocolate. A = ai sy ;jh@summer of 2025 fo

said that they like to snack on chocolate ..n Ea,w;aé'r“s. Only 7% of respondents |
chocolate and candy bar product = /7

LA &l
39% of UK gef@ne - . _..<hat they could not imagine their life without chocolatt

éﬁ‘f; consumers state that they rely on chocolate and candy bar p.
trust. 43% o1 ¥20ple said they had a favourite chocolate or candy bar brand that |

This emphasises the importance of brand loyalty within the sector.

Most established chocolate businesses report that sales are split equally betwee
Research by Statista also suggested that most sales are to individuals between the

Lots of research is carried out to investigate the favourite chocolate product/brai
when analysing the results of these surveys as they are sometimes commissioned
manufacturer from the sector, which could lead to some bias in the results.

In June and July 2025 a survey was carried out to investigate the most frequently |
bar in the UK; 1,246 people responded. The results are shown below which highli
those surveyed had consumed Cadbury chocolate in the past vear. Galaxy was the
consumed product, with 54% of respondents. |

e

g‘w‘;'ﬁ.w

Figure 2: The percentage of resp~: 7 :n n 0 h“ﬁi/e consumed the following |
24 Y “ {June/luly 2025)

CHOCOLATE / CANDY BAR

3 https://www.statista.com/statistics/1457097/chocolate-and-candy-bars-consumption-by-brana

20candy%20bars%20consumption%20by%20brand %20UK%20in%202025,chocolate%20and %20
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Cadbury Dairy Milk is the leading ¢

Activity 2
ty terms of sales. Cadbury Dairy Milk |
Create a short survey to find the most popular Mondelez’s portfolio. About £680 n
chocolate brands/products in your class. sold each year, which is three time:
rivals — Maltesers and Galaxy.
Cadbury is one of the top chocolate and candy bar brand- ./, {%rms of brand awa.
that approximately 95% of consumers recognise t'.c 5&;& _ry orand. KitKat, Snick:
by a similar proportion of consumers. = wd
o o - f&’f | w M; B
Activity 3 T A 4 7

Ve },,,;;Lé p?oducts are made? Watch this episode of /nside the Factory. 2.
Paddy McGu,'isits the Guylian chocolate factory, on the outskirts of the very Christmass
Belgium, to learn how chocolate seashells are made ready for the Christmas rush.

Biscuits

A biscuit is a small, hard, dry baked good which is typically flat and sweet in taste.
It may have different finishes such as jam, a cream filling, icing, oats or chocolate.
In the UK, biscuits are often enjoyed with a hot drink such as a cup of tea. Many
people enjoy dipping, or dunking, a biscuit into the drink to make it soggy/soft. I
the US, biscuits are often referred to as cookies or crackers.

There are specific requirements for a product to be described as a biscuit. Legally a
rather than a biscuit, following a UK tax case in which a SO sld it’s a cake becaus
stale, whereas a biscuit goes soggy. This distinctior st ’:ﬂ;yﬁ“s.«ad for VAT (value addec
rated (tax-free) while chocolate-covered "5 1 . ’/atwaf’étkiax, so the judgement save

charge VAT on its product. " ol &
i y,y” M: ,rj e

te, | *}w;w”’résearch is carried out to investigate the most popula
S aken when analysing the results of these surveys as they are so

sponsored by'a manufacturer from the sector, which could lead to some biasin t:

There is no government data about the UK’s favourite biscuit brand; however, cet
list of surveys, particularly chocolate digestives, Oreo and shortbread. Here is a liy
alphabetical order:

e Biscoff e Figroll ®
o  Bourbon o  Fruit shortcake L
e  Chocolate chip cookie e  Garibaldi ®
e  Chocolate finger e  Ginger nut °
o  Custard cream o Jammie dodger ®
e  Digestive (plain) o  Malted milk ®
e  Digestive (chocolate) e Nice @00 ®
Is your favourite biscuit included in thi='st -
Yol 4 . . .

Alongside the differenty, '« “\;*‘*’b mscﬁlt, product recipes are also Activityl
varied to te@§iaar « ° _egments with specific dietary needs, e.g. Create a sht

biscuit bran
and nut-free.
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Brands are important in the biscuit sector, with many leading brands such as Fox :
and McVitie’s. However, there are a lot more own-brand variants of biscuits
compared to the chocolate sector. Many consumers are less brand-loyal for biscu
than chocolates, and own-brand options tend to be more readily available. Most
supermarkets offer a full range that replicate the leading brands. Some superma:
include similar colour packaging to the leading brands for biscuit ranges.

§

Biscuits come in a range of formats including flat ¢! i {f10) ﬁd.w sandwich biscuits |

with a cream or jam filling in the middle) b= @ fin_ 4 Gk, v(fhlch are often covered i
eaten on the go, bite-sized minis *.i 1 ' M,gs which are again aimed at the on-1t
shaped biscuits. e® By

&Y =
Biscuits are L3 .ange of formats such as:
e traditio\@#acks which include standard sized biscuits of the same variety

e  packs of assorted biscuits
e individual mini packs of two or three standard sized biscuits to accompany
a hot drink
e  bars/fingers which are individually wrapped, similar to a chocolate bar
e small bags of bite-sized/mini biscuits
e novelty shaped biscuits which may be sold in a bakery / supermarket bakery

According to Statista, in 2020 £534 million of biscuits were sold. The UK biscuit my

Biscuits are a convenient food to consume in a range of situations, e.g. as a quick
include in a lunchbox, or when entertaining.

There is a blurring line between biscuits, cakes and confecti~ ery as manufacture
product formats. For instance, well-known brands - 3 . W Jitie’s Chocolate Di
minis aimed at the on-the-go market. Thpcm od “*},«w’ﬁid be substitutes for chu
lunchbox. The landmark Jaffa Cakf“ oo *afAIS’o illustrates the challenge in class

olsb°®
Blscwts areaogoulmii -0y Dpt.“ion for people in times of stress. Biscuits are view

s L N»c:UltS are a relatwely affordable treat The marketing of mat

like more traditional recipes to be offered by retallers.

JPL Flavours (2026) cited some research conducted by Professor Did you
Charles Spencer of the University of Oxford that discovered that Neurogas
comfort food may help people overcome feelings of loneliness. It can brain crea

do this by ‘triggering’ positive memories associated with home
cooking. ‘Neurogastronomy’ is the study of how the brain creates the sense of taste
preferences to the taste and flavour of comfort foods can stimulate psychological &

Although the comfort of traditional biscuit recipes helps well-established biscuit g
popularity, innovation in the market is thriving with new flavours, formats and liny
being launched. 2 f

- 5 :

F

. . . . . . . : W -
The premiumisation of biscuits is an lntef’:‘*f\ >t o as consumers look for more

financial pressures. Food is often T ;' <.aq affordable treat.

Innova Market Irs/ . s éﬁ Wt mdu.’gent options featuring rich flavours like s
ar, ;:mulate are seeing strong uptake, particularly among you:

2% i include layers, texture differences and luxurious coatings that ¢
to upgrade their snacking experience. The Grocer’s Biscuit Review 2024 also ¢
luxury innovation in terms of flavour and texture as drivers for the biscuit cate
we see continuing into 2025.%

4 JPL Flavours, 2026, https://www.jpl-flavours.com/exploring-comfort-foods/
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Manufacturers regularly extend brands with new variants of popular products. For |
were first introduced as an oaty plain biscuit; however, the brand has been extende
such as plain/milk chocolate Hobnobs and orange Hobnobs. Biscuit manufacturers |
trends and introduce healthier versions of their products to appeal to consumers w
treat as part of a balanced diet. McVitie's Digestives Biscuits The Light One is an ex.
whereby the recipe uses 30% less sugar. Adding new products is a tested way to exi
new product may appeal to a new market or encouraga -)'lr;k ; customers to buy 1
g‘”"'} ¢ gw e
Innova Market Insights stated that 45% ¢ 2 | nseers prefer milk chocolate in
goods. There has been a 3% incre wse “. ', “X ¢hocolate flavoured product launche

Innovation around chorzoa g :j;,.,,g% with fruit, nut and caramel offer opportunit

P

Figure 3: The product life cycle

Sales

Most products have a limited time span over which consumers want to buy them.
from product to product. The marketing teams of confectionery manufacturers co
generated by specific products/brands within the product portfolio. If they notice
heading for decline they are likely to take action which may include an extension &
product. Gypsy Cream biscuits were popular oat biscuits with buttercream filling |
McVitie's. However these biscuits were discontinued around 2005. Although Mc\ i
the product, there are similar versions still available such as Fox’s Crunch Creams.
assess the value of the product to its portfolio. Sometimes one manufacturer can |
declining product which may be unprofitable for another !, ;; 1ess to continue to

o
S

The product life cycle model illustrates tho o rei.m‘ita‘gy\és in a product’s

lifetime and the sales at each starei ey 053 business in the Di
confectionery industry to i i ’i},.w«-*ﬁVﬁiCh marketing mix decisions to use Ta
depending 4 Pyl stage. ta
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1. Development

All products need to be developed before they are sold. At this

stage, the business:

e carries out market research before the product is launched to
assess demand and to ensure that it is designed to meet
customer needs |

e  may create and test a prototype of the v fi’?:;} ) asﬁess its

physical attributes and perforrr‘f : =
Naa\ 4Aa
While the product e :c t f‘;, @foped the entrepreneur/business

ol N «t"‘to prevent competitors from stealing the idea and ¢
»st”ﬁrst, This would result in the original business missing the o

2. Introduction
The product is first launched onto the market during this stage but customer:
business will promote the product to increase customer awareness and encal
people most likely to buy the product are those that like to buy a product as :
who must have the latest technology). Sales will rise slowly.

Different businesses will adopt different types of pricing strategy:

e  Some may charge a low price to attract customers to try the new produg

e  Others may charge a high price to make back the costs of developing the
want to be the first to try something are prepared to pay a higher price.

Activity 5
Carry out research online to investigate some of the new hv;r - Ll ,'s sold that are in the
cycle. Would you buy the new variants, and do the e \(M § jp’euﬂc trends?

s 7 o « j ©

3. Growth i
Sales ¢ 2 ! cuincrease swiftly as the product becomes well known, cus
is sold | o g9: locations.

The product often starts making a profit, but promotional costs are high as ¢t
product and start to bring out similar products. Promotion aims to:

e outline the product’s benefits over the competition (i.e. differentiate it}
o  develop or strengthen the brand’s image

e  attract more customers

4. Maturity
Sales and profits reach their peak during maturity. Most customers with a ne:
purchased it. The product may be a mainstream product. Competition is likel
have a lot of choice. Promotion should therefore focus on, keeplng the produt
price to keep customers loyal). -

5. Decline e\
Sales of the product and ; < *ﬁ:s;, .t o fall rapidly. The product is likely to be
and/or products. !, "‘ ve ome to the market Due to reduced customer det

market to survive. The price of the product is ||i<eiy to fall to maintain desnrab
advanced or appealing products.
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If a product is entering the decline stage of the product life cycle, the busine:
cycle of the product. An extension strategy is a way of lengthening the prod.
decline stage. If successful, extension strategies can help product sales recon
in decline.

Activity 6

The product life cycle model can be used in a similar way fnr gl @roducts Carry out res
by one chocolate manufacturer, e.g. Cadbury, Thot: ns, ar NJS\;.«@:’{ Chocolat. Identify examples
each of the five life cycle stages. Shara Sl "3?‘ jgwi:fanother student - do they agree with y

e
LA

Advertising

Launching it into — Actiy
new markets Reducing the Think «
price stratey

Extension Make ¢

strategies disadv

Changing the
packaging

Adding value

Changing the
product formulation
/ ingredients

Special edition biscuit variants are also sold for a cuw "t ; 3 sdch as McVitie’s Pin
Chocolate Digestives and McVitie’s Diges® .« he ght ‘One Golden Cinnamon. Tt
increased customer demand for Fgss O - «citing product variations. The seasons
Festive flavours such as t'uz & ~*\ _mgerbread and cranberry appear in winter, le

B _emon and eiderﬂower are seen more during the sumn

Mintel’s Sweet Biscuits Market Report 2024 stated that seasonal and limited edit|
of buyers of sweet biscuits to buy more. This points to a desire for ‘security’ in the
edition variants as a valuable strategy to drive engagement.

Social concerns about obesity and the rise of healthy eating are covered under s¢
external business environment later in this resource. The trend for healthy eating
way to chocolate. Biscuit brands are responding by offering options with no trany
nutrient-rich ingredients like fibre and protein. Customers of different age groups
problems. Younger people tend to care more about skin health and energy, while
more about weight management and healthy ageing. -

- W S
According to Mintel, 36% of UK consumers ¢ < ¢ noo ) su\‘?i/wéugar biscuits, while 2
high quantities of protein. Aimosf T 4 ‘-“4' Lshrconsumers struggle to control the
sugar quantities in produzt ”;x Live challmge for many confectionery producy

wants/needs

Activity 8\
Curious about how biscuits are made? Watch this episode of /nside the Factory on BBC iPlayer

Paddy McGuinness explores the secrets of the Jammie Dodgers factory in south Wales, revealis
4.4 billion biscuits a year.
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Specific challenges and summary of future trends for co

There are several key challenges and trends influencing confectionery producers,
of the key issues which are then explored in later sections of this resource in deta

Cost of raw materials

A speci®: thallenge for the ch
sy ‘if‘emsed cost of raw ingi
;:fgrt fees, and environmen
decrease in the cocoa harves:
chocolate is cocoa, which coir
tree. A key publication in the |
industry, Confectionery New:
material costs have meant the
their pricing and reduce the &
offered. BBC News reported o
the price of chocolate rose by
the Office for National Statistics (ONS). In comparison, the ONS figures from Octal
the price of food products rose 4.8% overall. The price of chocolate experienced |
across all food products in the ONS data, behind beef and veal. The increase in pii
some businesses reducing the size of products (shrinkflation), increasing the price
changing recipes so that a lower proportion of cocoa is used.

o

It is not only cocoa that has increased in price over recent years. Sugar has also riy
which affects both chocolate and biscuit producers.

Demand for quality and luxury

Consumers increasingly demand luxury, artisan a/ u't af mocolates Consumers ¢
enhanced quality products with distineu sl | a\,ua”r and experience proposition
are also becoming more popui“: ,uc, i 5 wden viewed as an affordable treat.

Innova Mzglket v ot 1o ) epurt mdulgent options featuring rich flavours like so
ari Mhdcolate are seeing strong uptake, particularly among you:
W include layers, texture differences and luxurious coatings that ¢
to upgrade their snacking experience. The Grocer’s Biscuit Review 2024 also
luxury innovation in terms of flavour and texture as drivers for the biscuit cal
into 2025.°

Product innovation
Manufacturers regularly extend brands with new variants of popular products. Fo
were first introduced as an oaty plain biscuit; however, the brand has been exten
such as plain/milk chocolate Hobnobs and orange Hobnobs. Biscuit manufacture
eating trends and introduce healthier versions of their products to appeal to con:
favourite treat as part of a balanced diet. McVitie's Digestives Biscuits The Light €
innovation whereby the recipe uses 30% less sugar. Adding new products is a tes.
life cycle.

o

i o
J‘*J

Economic challenges
The economic envnrOﬂmem is g ’ea‘; wuiy Chaliengmg, and confectionery busines
environment. Some raci )e tawe brands are finding that consumers are choos
alternative A0 . 2 O Tower disposable incomes. Whereas other customers \
affordable | §ie w,vhlch they maintain, or even increase expenditure on to try to
e.g. comfort food. The increases in the prices of raw materials put pressure on cal
margins, especially as there is reduced room to pass the full extent of the price ric

without impacting demand/sales.

> JPL Flavours, 2026, https://www.jpl-flavours.com/exploring-comfort-foods/
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Shrinkflation o
Shrinkflation is a trend that is affecting many types of food, including
confectionery and biscuits. The cost of producing products has rapidly ) I
increased over the past few years. Cost of living pressures have restricted S —y
the ability of manufacturers to pass on cost increases to consumers, so many | /
businesses are reducing the size of products to manage rising ingredient and Z e
operational costs without significantly upping prices. T;‘lf A own as | é//////
shrinkflation. In 2018 BBC News carried out reseea.&ii ot Uhrinkflation and .
- - - . & | ] E
found that 18 out of 19 popular confecti .o llSum’f products had reduced in si2 2///%
table below summarises the fird"4gs 1 .~changes in weight between January 2( s
£ i

S

31y 4
. _wigure 4: Change in weight of chocolate products (2014

January 2014

o
E

&
S,

4
it

\\\\\\\\\\\\\\\\\\\\\\\\

1L )

Product

e

January

Snickers (4 pack) 232g ////////////////////////////ﬁ
Toblerone milk chocolate 200g i
Twix twin bars (4 pack) 200g W/ZZT/
Jaffa cakes 150g / 2
Hobnobs milk chocolate tube 250g é///////////
Yorkie Rasin and Biscuit (3 pack) 160g I
Kit Kat Chunky 48g //
Yorkie Milk Chocolate 55g .
Twix Funsize {bag) 320g
Twix Twin Bar 58g /////%
Yorkie Raisin and Biscuit 53g %;/ /2
Mars Funsize (bag) 288g %m/
Snickers (7 pack) ol 336g %// /%
Klt.Kat Chl.mky Peanut Butter i g’ﬁ{___“f 48g %/////
Snickers Bites (bag) W " A 136g ‘
Toblerone Fruit and Nut A . 400g —
Toblerone Milk Chocol)n‘q e i ' 7 400g
Kit Kat 4 Finger By * o 45g

’ - 450g

5.00%

PROTECTED

-20.00%

% change in product size

-25.00%

0.00%
5.00%
-10.00%
-15.00% COPYRIGHT

-30.00% L\ S L

g

s

Education

Source: BBC News, 2018 (https://ww
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Although the research findings were in 2018, shrinkflation is continuing to be an |
unhappy about it with a lot of negative social media coverage about how produc
The Independent reported that some businesses are reducing chocolate bar size |
manage the rises in costs and declining sales.

Sustainability )

Consumers are more environmentally aware and lookingZi; ustainable packagin

ethical standards. Alongside faste, some consume s fo i.oritising a brand’s susi

making a choice. Many consumers are D gpn . a%to'«péy& higher prices for a more 5.

b f“’f/w ,«‘ ,fﬁw )

Sustainability forms a co. ' . ¢ Fy or'the brand reputation of some brands such a.
y ou ot work into deforestation-free sourcing, sustainable 13

eﬁ’dly packaging and reducing carbon emissions.

s f"jf >
; " “Mf‘h..w
e r e
" {»xﬁ#.“ﬁ
K‘M’s}m‘
5
w‘w‘
|
: U
"0 ..
{..; § !
o4 w{w”f’é“’ -
11y o
\Ae2
X ;'w"w
3
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L

Section 2: Business growth in the |
confectionery market

Specification focus:

! 1.1.1 The market 2.5.3 The competitive rp 0 fment 3.2
i 1.2.1 Demand 3.1.4 Impact of (e ﬁmifa fluences 3.2
! 1.2.2 Supply 3.2.1 Ganin N

“*'-~—-~'—---'-—"*'-~—-~'—---'---'*'--*—--"--*—'---'}:"f o M;jé'"“; S o o o

L s

The global biscuit ind: s i *é)s,,,crr“é??lcmg steady growth, forecast to hit over $10

supported | 1}&5& o J.anﬁ for convenient snacks, changing lifestyles, and innov.
2
gluten-free, M\w; r, and organic).

Despite numerous challenges facing the chocolate market in various countries, th
expected to grow. Chocolate is a resilient product which is enjoyed by large prop.
form or another. There is such product variety that there are products to suit all |
Chocolate manufacturers are also innovating new product choices to satisfy eme:
product life cycles. The graph below shows the compound annual growth rates p.
the next 10 years.

Figure 5: Compound annual growth rate of chocolate market in differen

New Zealand
Australia
China

Japan

South Korea

Germany
France
UK e e,
SRS

0 1 2 3 4 5 6
% CAGR

S

The Chinese market is expected to see the highest growth r * is (CAGR of 8.5%). |
have consumed less chocolate compared with Wezi2 ) ‘?kms There is increass
chocolate especially among the younger 27 = ou, 2 TG are more interested in i
pralines, and novelty items are in7ad 5, Ci Wopuiarlty as gift items during Chines
celebrations. Dark choco!~1 - » @ { w..,a:,mgly demanded as Chinese consumers are |
looking for n' ctin i ’-_,\_‘Wer"l*évels of sugar and increased cocoa content.
o w

South Korea\a ‘ther market with a high CAGR of 8.0% over the next 10 years. §
Western consumption patterns which is supporting increasing demand for choca
consumption is especially popular among young adults and teenagers. E-commet
the chocolate market in South Korea. The key challenges that this market faces in|
and competition from other snacking options that trend with health-based mover
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The Japanese market is predicted to increase at a CAGR of 7.6% between 2025 a1
in Japan is established and consumers are willing to pay high prices for superior, ¢
Japanese chocolatiers have perfected the trade of blending traditional ingredien
offering a large product range from mass-market affordable products to up-mark.
increased demand for products with less sugar and dark chocolate alternatives a:
increasingly health aware. Japanese consumers also appreciate chocolate produci
innovative flavours. This is important for the growing ind: . .ffor premium choco
within the general gifting culture of Japan, where ¢ ‘0 2 products are used fo.
. o

There is significant demand for 7% . . "./New Zealand. Milk chocolate is the m
However artisanal, prem’ . . E .mﬁry chocolate items are attracting increasing

quality ingrgel s ¢ wwaafnabie sourcing. The demand for ethical and organic
consumers > more eco-friendly and look for products to represent their lii
The industry for chocolate confectionery in ltaly is set to increase at a CAGR of 7.
has a strong history of chocolate production, especially in areas such as Piedmon|
hazelnuts are a local speciality, which drives the industry growth. The Italian indu:
chocolates, and ltalian consumers are increasingly turning towards high-end chou
origin cocoa beans and with added ingredients such as nuts and fruit. The trend 1.
also helped increase dark chocolate consumption in Italy, with consumers opting |
cocoa and less sugar. Vegan and organic chocolate products are also gaining popu
clean-label products. Chocolate consumption is linked to festive traditions, espec
during which time festive chocolate products like chocolate eggs feature significal

The US chocolate confectionen
6.9% over the 10-year pe
o “ still strong given 1
industry. The USis ¢
product markets,

demand. The ma:

chocolate, followe
with consumers ke
- Premium chocolate products with in.

status, and artlsanal production are gaining popularity as consumers develop inci

E

The other driving force for industry expansion in the US is growing demand for pi¢
of traditional chocolate products, such as sugar-free and vegan alternatives. Man|
these trends through product innovations.

The UK chocolate industry is forecast to increase at a CAGR of 7.2% over the nexi
demand is driven by high demand for chocolate products for special occasions sut
The British industry is one of the largest chocolate markets globally. British consui
eating chocolate as a snack or gifting as a present. Increased demand for premiun
traded cocoa, is helping to support industry growth as consumers in the UK are it
rather than quantity. There is also increased demand fm’ i A hier options in the |
and vegan chocolates. Growing awareness about g*m '\’ Al .d sustainable practices

influencing consumer buying dccmom L ne:.sbs that adopt fair trade praci|
are predicted to do well. "?"hern £d18C i msung demand for premium chocolate,
small manufacturers, 7/~ 7

‘
s

countries around the globe. There are many shared factors supporting this
growth including the trend for healthy eating, increased demand for high-
end products, e-commerce, popularity of chocolate for special occasions and
gifting, plus sustainability.

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page

s
////////////
///////
f//////

’////

o,
\\\\\\

\\\\

R

\\\\\\\\\\\\\\
=

Sl

T
|

o
E
S

S,

S
\\\\\\\\\\\\\\ \\\\
o

\\\\\\\\\\

N

7///////////////////////////%
i

o

i
///’/////////////
e //
/

///%

s,
\\\\\\\\\\\\\\\\\\

S

r
i

oy,

\\\\\\\\\\\
\\\\\\\\\\

g,
\\\\\\\\\‘\\

.
r

gt

////////////////%//////////%

\\\\\\\\\\\\\\\\
\\\\\\\

/////

/////////////

. ™
g,

COPYRIGHT
PROTECTED

ig

s

Education



The following table shows the industry share of the global confectionery market

Figure 6: Industry share of global confectionery ma.

Industry s

The Hershey Company 15
Ferrero S 10
Chocoladefabriken Lir Jc& /S sfr;gﬁ AG 7
Mars, Incororzct = 12
Me .« 8162 Ui eiriational 8
. sy &
o) s ‘

_ “| 'CEMOI Group

Barry Callebaut

Lake Champlain Chocolates
LOTTE

Source: Future Market Insight

- Activity 9

Carry out some research on the internet into the products sold by two of the companies in the
unfamiliar with.

What do you think will be the key opportunities and challenges over the next five years for the

Present your findings and evaluation as a series of PowerPoint slides.

Business growth is a popular objective for many business - . thin the confectiont
3 1 T

& o .
|
There are two main ways that a businas cc« gw:”‘"[ Acti
Make ¢

o Internally (organic) Neol
. disady

e  Externally ” o 7

=
091)\ .
Internal ggge#h
Internal growth (organic growth) is where the business benefits from an increase
grows by increasing its own size, i.e. building on what it already does.

The Ansoff matrix helps to understand and assess a business’s strategies for
growth. Any business can choose which strategy to employ for their product |
portfolio. Many firms employ different development options for different
products/services, and the model can be applied to businesses in the music |
retail and distribution sector. This is one simple way of looking at strategic
development options:

Existing products r

y i o

i

Mark. . b 2aetratio

Existing markets

New markets
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Each of these options holds different opportunities and downsides for different ¢

one business won’t necessarily be right for another.

e  Think about which option offers the best potential for your own business ang

e  Think about the strengths of your business/product and what type of growth
enable most naturally.

e Generally diversification, by nature (unknown territory) carries the highest ri:

]
.

|

Here are the Ansoff strategies in summary: o f;; 5
1. Market penetration - ol
Developing your sales of o tino ) ,ouﬁ]cts to your existing market(s). This is |
share to be had =ty 7, «(’pmse of your competitors, or if the market is grow
ec J.«yd’gu already have large market share you need to consia:
wge“_‘ I area would produce diminishing returns from your developmg
will increase the profit from this activity more by reducing costs than by actiy
Strong market share suggests there are likely to be better returns from exten
products/services that you can offer to the market, as in the next option.

2. Product development
Developing or finding new products to take to your existing market(s). This is
have strong market share in a particular market. Such a strategy can be a sui|
another company or product/service capability, provided it is relevant to you
route. Developing new products does not mean that you have to do this you:
another business who is willing to work in partnership with you to create a 1\

3. Market development
Developing new markets for your existing products. New: markets can also m
market — it helps to stay reasonably close to th@ - * ts vou know and whic!
completely different markets, even if the irc qu- U ' érvice fit looks good, holt
unknown territory for you, aﬂd{' 1 fst & ruainly will involve working through
routes or partners. If yf* 1 o j,:)e% market share and good product/service
assocnateﬂ markat o ‘gments is likely to be an attractive strategy.

Taking new products into new markets. This is high risk — not only do you na!
do you know the new market(s), and again this strategic option is likely to en
distribution channels and routes to market. This sort of activity should gene;.
and supplementary to the core business activity, and should be rolled out ca:
and piloting.

— Activity 11

McVitie’s is one of the leading companies in the UK biscuit industry. It is always changing its p
new products. As outlined earlier in this resource some of these products will be sold on a per,
available for a limited time only.

Carry out research into McVitie's product portfolio and gwe 3 i ’,m ﬁe examples of how Mo
§

Ansoff strategies. 4 o

As an extension activity you should £, ‘t L - success of each of the strategies used.

5 .
M N> u.m\ﬁ';

ey
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External growth
External growth is where a business grows externally. Two main ways of

£
doing so are by merger or takeover. |
E

A merger is where two businesses jointly agree to form one larger business. §
It is a quick way of expanding.
2 ¢ ! x

A takeover is where one business buys contro' of ne * e It would involve (
buying more than 50% of the shares ofc.iii 1+ :company so owning the |
controlling stake. Again this is.ur ﬁ'if} 7 Ql'ﬁ‘éd of growth, E
i § e i

fﬂer{diy

Companies can grow __{1)___in several ways. A business can take over another business wi
its shares.

A takeover can be hostile or friendly. A __(3)___takeover is when the directors of the compa
the takeover. A __ (4)__ takeover is where the directors do agree to the takeover.

A merger is where two or more firms agree to join their business operations together to becoi
arrangement.

A joint venture is where two or more firms link up together to work on a particular product of |
product or project or for a temporary period. ‘

i
¥

i

—~ - <
3 i

~ Activity 13 —~ a e

In 2020 the ltalian corfad v f i;sinégg Ferrero purchased part of Fox’s Biscuits from 2 Sisi¢
the deal Fe@bdRui - - ute Fox's manufacturing plants at Batley and Kirkham which make &
aim for the ¢

'Z{\ﬂ*\
LG on.

Carry out your own online research into this acquisition.

Evaluate Ferrero’s acquisition of Fox’s Biscuits. Did the acquisition support growth and Ferrerg

Greiner’s five (six) stage growth model

This well-known growth model was introduced in the Harvard Business Review i
go through five stages of growth or business development. Greiner later revised t
another phase. The model is best used to explain the stages of growth within larg

Greiner describes growth as a series of changes withir ~r. - 7 ‘nisation that are ca

various crises. e i

“w»'j

1. Phase 1: Growth throi-2 crec by
This considers tho 1, = »?’r sieur who is the founder of the firm. Initially there
and th@ 3@ pi ‘ear'undertakes most managerial and leadership roles. Evel
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2. Growth through direction
The business grows further — with increasing formality in terms of structure.
Eventually, the business becomes too big for the founder to manage alone. L
crisis —there is a need for delegation and new management structures.

3. Growth through delegation g
At this stage the business will have senior and micdi - 5, nagers. The middle
markets and spotting opportunities in the.m rke i,éafior”h'aanagers take on
Here there might be a control cricis =i« o 2 n'sa"‘ﬁagers do not want to let go |
effective delegation. o 7 7

A
W e o
~j § Beses

~ s

bu,  Lourdination
At this @eg@he business often has a head office and there are clear departn
motivational schemes are established to enhance staff productivity. Howeve
bureaucracy, with the organisation struggling with excessive regulation, whig
focus of senior leadership. Diseconomies of scale could become an issue.

5. Growth through collaboration
The stage is characterised by the product portfolio being delivered usinga n.
departmental teams. Team-based financial benefit schemes may be establis.

6. Growth through alliances
Typically the business can only grow further by working with partner organis.
merger or joint venture. Specialist firms may be employed to help devise col
via outsourcing.

i
W

Figure 7: 7.z fie “growth model

e

7 T s i H
.\ T A 2 i

@ Phase 1 Sl igj L1 Phase3 : Phase 4 ; Bl

E Growth throuch it whrough | Growth through Growth through , Grow|

A ity J+ direction delegation | coordination | coll
W - ; ;
[~ ) H
B i 1
- 1 H
oo ; H

Control crisis

¥
i
i
'
i
'
'
i
'
'
i
]
i
i
'
'
i
'
i
'
'
i
'
'
i
]
i
i
'
'
i
]
i
'
'

Autonomy crisis

Leadership
crisis

Growth has been challencij <~
consumer preggmenc s - 0 sucial trends that favour healthier snack options have
businesses. 15[‘;9 sses’which adapt to change in a timely manner have tended to

apioft

which react \G@#€t, possibly initially resisting change.

DWINBY| g feninw g ‘Ajpuaty
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Section 3: Different businesses
confectionery retail market: ind:
and multinationals

| Specification focus: e v

. 1.5.4 Forms of business 1.3.4 Doty tlosws - Did you kr

' 1.5.5 Business choices “ Tt “Mémpact of MNCs : Supermarke

"'"""'"‘""'"“'"""""'"‘"“'""": = 3 e ! e
A4~ e for 44.73%

The UK cor ﬁcaﬁmarket consists of arange of different T

private or pubiac limited company. Alternatively the business can be categorised o
operations, e.g. independents, national or multinational.

Many businesses in the UK confectionery retail market belong to the private sectt
businesses is to make a profit. Enterprises in the private sector may vary in size fi.
sole trader, to large public limited companies owned by hundreds of shareholdei:
owns shares in a company by investing money. Shares represent the fraction of ¢\
has in a company. Shares are a unit of stock, which is the term used to describe a|

Independent retailers

An independent retailer is a retailer that is responsible for its own business. They
chain with other branches of the same brand. Independent reailers are often smi
branch. They may be run by a family and operate as 2 s e ier or partnership. |

popular as they can reflect local customer neoels/ \/{a;,; way' adapting their product

&

Independent confectionery r2' re. ronge From small, artisan producers to local &
retailers and srmaai'f el *rs uﬂ‘ermg unique, premium or nostalgic sweets ang

: Q - » o . o »
Recently th&@eg@ been a rise in independent artisan chocolate businesses

that concentrate on international sales and export from the UK. The :
Department for Environment, Food and Rural Affairs highlighted that UK |
chocolate businesses now export to over 149 countries and are responsible §
for £680 million in sales. These businesses face unique challenges such as |
stricter export and import laws, food production laws, consumer concerns P

over sugar content and the sourcing of ingredients.

Montezuma’s is a leading independent business which offers luxury
bars, truffles, and gifts with a strong British identity. The business is
family-owned. The business has created a reputation for making some
of the finest and innovative chocolate products in the UK. The
business started by offering products direct to customers. . f n
independent retail store, but it then progressed tpvd inc raga
website. The business now has a numbe' 52 Cb.wfé stores alongside
its successful website. o

9
‘motes the 100% sustainability of its products.
Montezuma‘wés the tagline ‘Britain’s Greatest Little Chocolate

Company’ on its website and promotions. o
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Many independent businesses are small with only a few employees. Cheddar Cho
of a small business based in Somerset. The business makes handmade, luxury fille
various sizes and flavours, including mint, orange, strawberry and lime; and a ran,
Its products are aimed at personal and business customers including:

e  Restaurants, pubs and hotels — the business offers individually wrapped cho.
These businesses can use the products to add value by providing a welcome !
example a chocolate square on their pillow, an after i, er mint, a biscuit wi
individually wrapped mints and sweets on th. 74 @&s»,ﬁpﬁon desk.

e  Weddings — couples can purchase fr.y ‘zpz:u%hkocolate hearts or personal
company’s range of indivicy a'¢t % ;lx‘ei’, mints and sweets.

e  Corporate brandin 1 & *_sitéss offers chocolates and sweets with a busin
logo pg,- on }_wﬁéﬁper which they can use to grab the attention of a pu

#459 0tions and seminars.

— Activity 14 -
Independent retailers are often supplied by wholesalers such y

as House of Sarunds or Hancocks (World of Sweets) which There are lots af
supplies to over 22,000 independent customers. confectionery rét
Carry out some 1t
A wholesaler is a person or business that buys products in large | chocolate retaile
quantities from suppliers (often the manufacturer of the —
product) and sells them to retailers and/or other businesses in smaller quantities.
the distribution channel between the manufacturer/producer (who makes the pii

A retailer buys products from a manufacturer or wholesaler to sell on to consume
between the manufacturer/producer or wholesaler and consumer in the chain ol

:
i

s &

E: i £
Jiv -

|t

Wholesalers buy products in large quantities from suppliers (often the manufacty
them to retailers and/or other businesses in smaller quantities. This is known as b
independent retailers which don’t sell sufficiently large quantities of any one proy
manufacturers to supply to them. The administration and delivery of processing it
and not worthwhile for the manufacturer, who often requires a minimum order &
of the supply chain between the producer and consumer.

Although the wholesaler carries out important tasks their services are not free. \\/
need to make a profit. This can make the price paid for the product by the retaile!
wholesaler to make a profit. This increased cost may then have to be passed on {¢

confectionery product. "y

g

The Independent Retailers COﬂfEdEi‘atiOY}”i 5 ’fe,f‘;ﬁserﬁ:}s about 100,000 indepe
It has been reported that thereﬁ'}w € 2090 convenience stores in the UK. In 2
retailers were specialisec. 7 - L i “woriery/tobacco/news products (CTN). About 4
confectionezs Tl 8 ps 30 -

Independen N lers offer a range of benefits:

e  Variety as they sell niche products which may not be sold in supermarkets

e Strong customer relationships can be developed from a personalised service
e Nostalgia from offering traditional/retro products which help customers recc!
e Support local producers and communities
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Multinationals

Muitinational companies typically have a head office in one country with operatic
They have investment, i.e. offices or factories making clothing products, outside ||
tend to be large public limited companies, often with thousands of employees in

Key decisions and operations are managed from the head ~7* le. This is known as
Multinationals have to operate in accordance with 7 /lc gfoéthe countries in w
often they are so large that they can influ=n" > he - vernment of that country, w
businesses who compete with ’Ei\rf A1 1~ bantry. This influence is often viewed
and many muitinationai,‘r;,a X ;L “iave received negative coverage as a conseql
w
strient made by multinational companies can also be beneficia
@ structure improvements to support the operation of their busing
businesses and local residents. They often employ large numbers of local people |
multinational company, which upskills them (i.e. teaches them additional skills). |
part of their supply chain, which may help them to expand and boost performang
that the businesses that supply the multinational will need to employ more peop|
spend their salaries to buy goods and services from other businesses. These busiy
increased sales and expansion. In this way, the multinational company’s investmg
generally. The investment will lead to greater economic prosperity in the country.

Often multinationals adapt their products to meet the local needs of customers i
operations in different countries enables multinational companies to adapt to lot
products for that specific market can be produced in that country, for instance a «
the specific climate or fashion trends of the country. This benefits the business wi

each country can run independently to those in other coi - i s if required.
=10 | -

-~ ' A

Alternatively, some multinationals orear sc ¢ }U’lafﬁfu}ing across several countri
of production in each countrv [c ek n Nju.‘n,,}’éw materials may be supplied in one
components could be ri & jfihef’icguntries, before assembling the final produi
product msgET b. . ».: m other countries. The multinational business will make
w:?” for each aspect of production, according to:

e the type Of raw material (as some materials can only be grown in certain clire
o the skills of workforce in each country

e  whether the product is bulk-gaining or bulk-reducing

As the multinational business has operations in the other countries, it can protect
exchange rate fluctuations and trade barriers, which can affect profitability. To p.
multinational business will make and sell products within the host country to avo
However, if the multinational organises manufacturing across many countries, it \

In the retail sector of the confectionery industry there are lots of multinationals. §
retail outlets, particularly ones selling ‘misfits’, e.g. Cadbury has a factory outlet iv
complex in Somerset. The shop sells a number of discotr '« ‘adbury products. T|
Clarks Village which sells a range of Haribo brand wit f;ffy\j»,;clu‘aing popular gumm
gummy bears and the MAOAM brand. . -

&
L
o 5 e
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Types of ownership

Private sector enterprises often aim to make a profit, alongside other objectives.
key features of the different types of private sector enterprises.

Who owns the Tvoe of liabilit Wbo is responsible 1t
business? yp 1abrity gdecision-making?
One owner Unlimited lia" w¢ ’ T
Sole trader (i.e. the sole (resre  2tucdll | The sole trader
trader) ﬁji,_?;_’;‘wé debts)
@Y Each partner will have
s equal responsibility for

decisions unless agree.

# Two or more Unlimited liability differently in the

Partnership owners

(in an ordinary .

(partners) partnership) partnershap agreemerit
written document tha
details the contract
between the partners,

Private The board of directors,
limited Shareholders Limited liability who are appointed by |
company shareholders

The board of directors,

Public limited wky are appointed by t

Shareholders Limited liability

compan o
pany s une ceholders
f,,,} i /’f o
- ’}_.Mi —
Y i \ T
Sole trader 11~ A
Asole tradezegilio € . *erowned and run by one person (i.e.

3prietor), It is one of the most common forms
of ownershi;.wﬁ‘tartuup businesses. There are many businesses
in the UK confectionery retail market that operate as a sole
trader such as the owner of a small one-off chocolate shop or
someone selling online, e.g. via a marketplace site. Many
businesses also start small and grow over time and a sole trader
is a popular type of ownership at the start.

Sole traders have to complete all the tasks related to their
business even if they are not experienced in those tasks. For \ '
example, an individual making luxury artisan chocolates may N‘i i
have many creative skills to produce the products but may have N !
less experience of marketing their business or managing the

financial aspects, such as doing the accounts. This =2 «u ) ec.

the quality of decisions taken. > ~ Activity 15 -

-
F T

i o b Y . ,

A sole trader can keep all *ho 1 i< 7ade but they must make D"SC“SS with ang
N -1z 7 own. This is a large responsibility disadvantages of

M\ ie. s find this aspect stressful. as a sole trader,

(Create a short pi
advantages and ¢

Sole traders have unlimited liability, which means that they are
responsible for all business debts. So, if the business gets into
debt, they may have to sell some of their personal possessions,
such as their car or home, to repay the business’s debts.
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Partnership

A partnership is a business owned and run by two or more people,
who are known as partners. The partners usually draw up a legal
contract, a partnership agreement, which states each partner’s role
and share of profits. Many businesses in the clothing industry operate
as a partnership such as market stalls, small shops or online sellers.

i
i

The partners jointly share responsibility for desisi m=i G ,gaw»g, which
can lead to disagreements if the partnaor s o in‘sef"ént things or feel
the business should develop in et wﬁ‘{/s The profits are shared
equally by the partners 4 5 Me”;‘S’idrtnersi*up agreement

states diffe

Each partneri sts capital into the business and may also bring different skills a
partnership. This allows each partner to specialise in specific tasks or areas of the
partner may be responsible for marketing the business whereas another may do |
tasks in this way enables the owners to counteract each other’s weaknesses.

Most partnerships have unlimited liability, so the partners are responsible for the
to sell some of their personal possessions to repay them.

It is important to choose partners carefully as all partners are liable for decisions |
example, if one partner makes a bad decision that loses a lot of money, all of the |
they were not consulted about the decision.

Private limited company

A private Iimlted company is usuaily a small or me;g "=l »ﬁ‘d ,ausmess that is owh
y,? s

Shareholders benef;t from limited liability. This means that they are not responsi.
business. They only risk losing the amount of money that they invested in the sha|
companies are small, family-run businesses. Shares in a private limited company ¢
exchange (a place where shares and stocks are bought and sold), and can only be

permission of the other shareholders, which ensures that the shareholders maint
For this reason, the shareholders of many private limited companies are friends a|
individual that set the business up initially. Some financial information must be pu
view, for instance the profit/loss made and the value of the business’s assets and

especially if competitors access the information.

Private limited companies have their own legal identity and - nsue and be sued,
and owners. ¥a &

Activity 16 —=c —

Discuss with anat ¢ =2 fri' I 2Arfe advantages and disadvantages of running a col
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Public limited company

A public limited company is usually a larger business that is owned by shareholde!
into the business by purchasing a share, similar to a private limited company. Houw
the shares are sold on the stock exchange and the permission of other shareholc:
shares. This means that the owners have no control over who can buy shares ant
shareholder buys 51% or more of the shares. This would mean that the majority ¢

decisions, as they have more voting power than other ch. - i’ slders.

fw.} Myff“"

Shareholders receive a share of the D'::‘f';s, Load aﬁ'(*ﬁvkidend, in return for
their investment, and also ber= 110 1 ;i.m""t]éa liability and have a separate
legal identity. A board ¢f ~~%a)2€1j;s1§‘{eﬁr:r1ployed by the shareholders to run
the compar, Lo 3;a.£'f§5cisions on their behalf.

Advantages and disadvantages the different private sector enterpri:

Type of prlva?e Advantages
sector enterprise
e They hav
e They ma,
e The sole trader can make all decisions of busingt
without having to discuss with * Thesolef
anvone hours. Th|
yone. ! work-life
e They can keep all profit made.

. o Theyare
Sole trader e They are relatively cheap and easy to or take tir

set i.e. no compl ork).
. et up (i.e. no complex paperwork) e The owne

The sole trader can usuallv ko s | ,
] . Ne & trader’s &
their own working ho' s’ ae o

. \ o~ owners t¢
holidays, etc #it . oviaés flexibility.

L e e It may be

- L finance ¢

&
B ey

® Business.

&

“r'e  They are relatively cheap and easy to

%

set up (i.e. no complex paperwork). e They have
e There is greater capital. o There my
e  Partners can offer different skills among pa
Partnership and‘egperienf?e. decisions
e  Decision-making and work can be e |tmayta
shared according to experience decisiony.
and strengths. e Profitsm.
e There is shared responsibility for the partn
business risk.
o  Additional capital can be raised by o Theyare !
selling shares. up due to
Private limited o There is limited liability. o o Certain fi|
company e Shares can only be bo'4a ‘ar & fgold be publicl
with the perriiq o1 e Therecan
othergwie vu © all shareh
447 A e Theyarei
“o”  Additional capital can be raised by up du‘e tf}
Public {5 selling shares. * Certam'ﬁf
compahy e There is limited liability. be publi
e There can
all sharep

e There can
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Advantages and disadvantages of the different types of liability

'I:ypfa'of Definition Advantages s
lability 4
. e The amount that the /
The owner of the business owner can potentially lose y .
can only lose the amount NN | & 7
.. . i< i Sa 1, so they cannot L ///
that they originally invested i . @
in the business if the [ g any more money than e
Limited . . g ““"they originally invested. ¥
N business fails / goc 4 P i -
liability debt. The: = = At torced | ® The owner cannot be I
. ® ¢ . [ I |
LA A7 e forced to sell any of their L
tcs Lty opersonal . -
o W N personal possessions, such P2
1&9 0. sessions to pay for the . 7 |
Ero X as their home or car, to . | |
G ousiness’s debts. . L N 4
- repay business debts. .
|

P

o

/////////%

|

ey
s

i

G

The owner of the business is ///
liable for the total debts of -

N . W///////////

_— the business. If the business | ¢  There is less paperwork to /
Unlimited il

gy

liabilit fails / goes into debt, they complete when setting up
¥ may be forced to sell their the business.
personal possessions to ////////

o

repay the business’s debts.

B &
\ -

///////////%

oy
2
s

w
i & e i
S - i

wj[ HE f///////////////{///////////%//

COPYRIGHT
PROTECTED

g

R s \W\e‘ L 09

Education

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page



Section 4: The external business en\
its impact on small businesses ope¢

confectionery market

Specification focus: -y f w

. 1.1.1 The market 2.5.1 F};“* s To .uf;a‘e'ﬁ”’ges 3.1
' 1.2.1 Demand s ngslation 3.4
i 1.2.2 Supply & E; 25:3 The competitive environment 4.4

L s
11;;’%3 environment describes all of the external factors and force:
strategies, operations and performance. The external business environmental infl
market and businesses operating in this market are considered using the PESTLE |

Social, Technological, Legal, and Environmental.

Political
. 0
Environmental
Economic 1
ol
External u
factors
Legal Social gJ
s E‘
L )

Technolosa ~
L .w’! »“
- 2 A

7 S s

nutritional values and sourcing. Labelling and sugar content regulatory pressures |
businesses in the confectionery sector.

The government has introduced measures to support increased healthy eating. C
introduced which prevents food and drinks high in fat, salt and sugar (HFSS) being
9pm and at any time online. The ban focuses on products considered to be signifi
obesity, including confectionery products such as chocolates, sweets and biscuits.
included in the ban such as soft drinks, pizza and ice cream. There are 13 produc:
Childhood obesity is a growing concern. According to NHS data quoted by BBC Ne
aged children are obese. By the age of five, one in five children also have tooth ce
and young people are particularly influenced by adver‘g{iei oL ctics.

The restriction on advertising is set out ' ?amf‘%ﬁa Care Act 2022, D
which amended the Communicat oris a i 2J03. The specific definitions and Al
implementation details.z 4 _jf;,a\.d‘iﬁ secondary legislation, primarily
the Advertigefillos. | « ity Food Definitions and Exemptions)

A scoring tool is used to decide which products fall under the ban. The scoring tot
levels against whether they are high in saturated fat, salt or sugar. Businesses can
of banned products through which the government hopes will encourage food m:
to make them healthier.
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It is predicted that the advertising ban will affect smaller businesses more than la
advertising is not affected by the ban, so, for example, McDonald’s can still adve|
before 9pm. However, smaller businesses and those with less recognisable brand.
specific products and they are no longer going to be able to do that.

The Advertising Standards Authority (ASA) will take action agaanst businesses tha:

advertising rules. % |
g““’"’; f §m~< .
8 } '“”'J
Economic -
e
f“’f/ . " 4 ] ]
Economic factors are a sigii - f~ _iaence on the confectionery industry. These fa.
final sectionges v . ,z,»‘imocal national and international economic influence:

Social

Consumer tastes change over time. Consumers are always looking for new flavou!
for these changes is greater than ever. Confectionery companies are continually b
ranges of products to satisfy demand.

Currently there is increased demand for luxury and craft chocolates. Consumers &
enhanced quality products with distinguishing flavour and experience proposition

A key development in 2025 was the global sensation Dubai chocolate. Dubai chop
confectionary filled with pistachio cream, tahini, and shreds of knafeh pastry, wh
sensation. The Dubai chocolate trend is inspired by the Arab dessert knafeh. The ¢
Knafeh of It’, by FIX Chocolatier, has been sold exclusively in the UAE since 2022.

Dubai chocolate products were quickly launched i+ 5
UK following the massive social media Do "y W
spring 2025, particularly after a vi,or 54 Lardeo
showcased it. Lindt intra u " - A “Aersion of Dubai
chocolate vy va. . o lder about £10 in supermarkets.
However, t1{ 5 'ers’”ons became so popular that
retailers ofteﬁ out within minutes. Dubai chocolate is
now sold by supermarkets like Lidl, Tesco, Sainsbury's,
Waitrose and Morrisons, and also online at Amazon UK.
At the peak of the sensation in 2025 some retailers
limited Dubai chocolate to two bars per customer.

Although the comfort of traditional biscuit recipes helps well-established biscuit o
popularity, innovation in the market is thriving with new flavours, formats and liry
being launched.

As previously mentioned, the premiumisation of biscuits is an interesting trend a:
market food, despite financial pressures. Food is often viex ' ‘as an affordable tt¢
growth in new and different flavours of confectior}“ 7 ﬁfjcﬁ

e

Manufacturers regularly extend brfw;& L) *':,,mw varaants of popular products. For |
were first introduced as 2aA ) B, Wscunt however, the brand has been extend:
such as plainge@ ci . > A obnobs and orange Hobnobs. Biscuit manufacturers |
trends and ! - nealthier versions of their products to appeal to consumers w
treat as part W@ 5alanced diet. McVitie's Digestives Biscuits The Light One is an exa
whereby the recipe uses 30% less sugar. Adding new products is a tested way to ex|
The new product may appeal to a new market or encourage existing customers to &
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Innova Market Insights stated that 45% of UK consumers prefer milk chocolate in cal
There has been a 3% increase in milk chocolate flavoured product launches over the |
chocolate pairings with fruit, nut and caramel offer opportunities for manufacturers |

Obesity is a growing issue in the UK and one that the UK government is taking ac.|
businesses in the confectionery industry. Between 1993 and 2021 the proportion
as obese increased from 14.9% to 28.9%, while the pronc.. .« fwho were either ¢
52.9% to 63.9% (Commons Library Research Brief .y %T}swm““ February 2025).

5 = 4
: : L
Fip e X w "It obesity rates in England (1993-202
2 47
3 ) »@“""( . .
Lo sess Overweight or obese ee es e Healthy weight  sseecs
s
Na"@‘
50
wy S gy Y
-'g 20 .'-'-......_
"% ".ﬂ'-'hl-—'-"l-"-"lbu-.-‘..--p-‘
S 30
B 500000000080 E go-toao.aooo..c'.‘.."""”
20 vose® .t
sas8® wee®
10
0
[ o T R o B v N < e T @ ) B o B o o NN . ¢ N~ o ¥ o TR o T N v o B ) W o B o BN V.
(2B =2 B e) B e ) BN e ) B e B o) B e R e e e e = e e s e e |
DY Y Yy O O O O O O O O O O O O O
et et e e e e e NN N N N NN NN N N N N
V’:;
:} :

i ,?‘_‘”_ § :
Source: https://digital.nhs.uk/data-cac in, gni} .'..J/{z}’publications/sta tistical/h

-

W ) ¢
Obesity is a particular issue = 5r§gwa-~g‘r‘6ﬁps, with those aged 55 to 74 years b

or obese in 2022 th~y =~ '«,K,".}“*, Ae.age group. Obesity is measured by an individual's

|

% of people in age group

25-34 35-44 45-54

55-64

Age group

N Not overweight / obese Overweight [1Obese

Source: Commons Library Research Brie}
https.//researchbriefings.files.parliament.uk/docuy
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Research by Kantar, a consumer research group, found that the average spend o
last three years. When surveyed, most people stated that the need for a healthy |
their reduced spend on chocolate. This trend therefore represents a threat to con
maintaining current levels of sales/production.

The trend for healthy eating is a response by some people to counter growing obe¢
more health conscious and their desire to live a healthv e~ :tive lifestyle affects
confectionery products. What and how much apois Ve |5 can significantly affec
healthily needs to be combined generail 1hyw€a'factivity to maintain a hea|
help the individual to look and f2 gt Ol dbﬁortlng their physical and mental we
the risk of serious illness 4 o .m{o obesaty such as diabetes, heart disease, st
certain cang e < w,wévéaght can reduce life expectancy and impact daily life
about the n cat a healthy diet, how to do so and the ingredients and nutrit
government ®dlth campaigns and food labelling. A survey by Statista in 2025 fou
that they attempted to eat healthily.

This trend is affecting the recipes of confectionery products, including a shift tow:
and products with added health benefits such as antioxidants.

There is a growing range of customised chocolate products, including those with |

Food producers are under growing pressure to provide detailed information to co
nutritional values and sourcing. Labelling and sugar content regulatory pressures |
businesses in the confectionery sector. As discussed in the ‘Political’ section, the ¢
measures to support increased healthy eating. On 5™ January 2026 a ban was intr
and drinks high in fat, salt and sugar (HFSS) being advertised cn television before !
which affects many confectionery and biscuit producs" Riin %sses can still advei:
products through which the government hone w 1l e, “,,urage food manufacture:
them healthier. This regulatory chanc2z o1 ;  th social trend for healthy eating |

Ay

businesses to launch heaithm: w2 s‘ﬁgps %)

’ Amountissruing N Oaily Value® | Amounifserving
Total Fat 129 14% Total Carbohydrate 3.
: Saturated Fat 29 10%  Distary Fiber7g
6 sarvings per container Trans Fat Og Total Sugars 59
Serving size Cholestarol 8mg 3% includes 4g Added
1eup (230g) Sedium 210mg 9% Proteinilg
3 Vitamin D 4meg 20% - Calcium 210mg 16% - lron 3mg 15% - Potass |
g?i%‘@* 245 Vitamin A 8% - Vitamin C 11% - Thiamin 18% - loding 10%

Alongside healthy eating a growing number of individuals are using weight loss in|
University College London that 1.6 million adults used them in the last year. New |
Wegovy {semaglutide) and Mounjaro (tirzepatide) are rapidly replacing traditiona
that suppress appetite affect the amount of food, particularly unhcaithy food, th.
traditional high-sugar, high-calorie confectionery may FAGEIN as more people use
chain Greggs reported that the use of these medi e nf W as affecting its sales an
products accordingly with smaller por'r'(: anu ;:)roteln -rich products. Many ¢
use of weight loss medications | r,e,m(. g Zon Musk Gemma Collins and DJ Khale
public demand. e :
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Technological

All businesses within the confectionery industry rely on
technological resources. Technological resources are very
expensive, require regular maintenance and updating, and can
quickly become obsolete. Many chocolate and biscuit producers,
especially those creating products for the mass market, uc~
capital-intensive operations. The production of pro.i cts f -
automated with the use of robots, machi;“n ¢ o chnology
such as drones and 3D printers;jl-’? s T 2o urces are needed to
operate and set up the tet ) 7 _sut generally many machines

b

will operatejamgne « 7 -

This type of X {ction can be contrasted with labour-intensive operations, such |
chocolate producers who typically make bespoke products by hand. These produ:
using job production methods. However, even these producers use technology, e
quality control/assurance and to promote products.

Traditionally most chocolate products were purchased from a physical outlet, e.g.
supermarket, a tuck shop, or even a vending machine. However, e-commerce is &
future. There is a growing range of direct to consumer business models, especially
premium chocolate market. This trend increases the opportunities for smaller ing
products. Businesses no longer need to set up a retail outlet or work in partnersh
Individuals can sell from their home to the world via the internet which can signi|
entry to the market. This trend will support the increased diversity of the product

E-commerce enables the growth of subscription servir;c oL geby chocolate man\
relationship with customers and encourage reul +d. 1_cavenient purchasing.
: "
-

Marketing and promotion of ¢z’ ecti | 3 -wa;foducts has been revolutionised by |

focusing on entertainment, desire, and community building. The impact of social |
by the Dubai chocolate sensation in 2025. This tool can be a really effective way |
confectionery product.

Technology is helping producers find new more sustainable ways to package conti
advances mean that a great range of materials can be recycled, and local authorit
that they collect from the kerbside of homes.

Technology is also supporting innovation in terms of product development and n¢
measure the nutritional value of confectionery products accurately so that consu.
what they are eating. %

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page

f

///////////////////////////A

/'/////
-
R

i
R
&

"

g

a4

e

f

S
s

o

"

F
g

T
|

o
E
S

&
S,

4
it

\\\\\\\\\\\\\\\\\\\\\\\\

s\\\\\\\\\\\\\

P

o

/////////%

i
/”//////////////
'///////////////////////////A

4

|

S
r
M

e

s
i
i

B &
\ -

///////////%

oy
2
s

.
r

gt

7///////////////////////////%
i
i
7
V//////////////////

iy
i
3
iy

S
=

P

COPYRIGHT
PROTECTED

ig

s

Education




Legal

Confectionery businesses are legally required to include specific, mandatory infor
ensure consumer safety and enable informed choices. The exact requirements du
{prepacked, prepacked for direct sale, or loose). Labelling and sugar content regu|
operating costs for businesses in the confectionery sector.

Natasha’s Law is UK legislation, effective October giall, ;,fui;éng clear, full ingrec
allergens) on Pre-Packed for Direct Sale (gjf’l T foudy named for Natasha Ednan-L
sesame allergy in 2016 due to f}ld}i + § . 2reseeds in a baguette. Under ‘Natash:
same premises from whjff;, . 3 «fi:‘;f,,(efgf pick-and-mix packaged in-store before o
label with thagne - ;@@g‘ubd"and a full ingredients list with allergens emphasiy

As mentione&@®viously, the government has introduced measures to support in

On 5™ January 2026 a ban was introduced which prevents food and drinks high in
advertised on television before 9pm and at any time online. The ban focuses on ¢
significant drivers of childhood obesity, including confectionery products such as

Most confectionery businesses employ people. Employment — Activity 17 -
law is continually changing and businesses must ensure that Carry out some i
they meet all legal requirements. Some of these requirements chocolate and bit

are covered in the final section of this resource which covers
economic influences on businesses, e.g. minimum/living
wage rates.

following the tel
businesses using

Environmental R
o L ?.w

g
Chocolate manufacturers are particularlh o, ive LW price volatility of raw mater
sensitive to climate change and p i a - wsstons which can affect the prices chajy
for chocolate producers v - jjgw»é’ﬂ”d predict budgets.

% § o
@

M
gﬁa‘\‘

or'has faced particular rises in the cost of raw ingredients, incre
and enviromﬁ'ai issues that have led to a decrease in the cocoa harvest. The m
cocoa, which comes from the beans of the cocoa tree. The leading producers of ¢
as Ivory Coast in West Africa due to their climate. Over the past two to three yeal
increased in price. A key publication in the chocolate and confectionery industry, |
increases in raw material costs have meant that businesses have had to adapt the
and range of products offered. BBC News reported at the start of January 2026 th
15% during 2025 according to the Office for National Statistics (ONS). In comparis
October 2024 to October 2025 show the price of food products rose 4.8% overal.
experienced the second greatest price rise across all food products in the ONS dat
The impact of this can be seen by customers at the supermarket; for instance, BE{
price of a 93g of Maltesers at Asda increased from £1.61 to £1.88 over a six-day p

|

Up to two years ago, cocoa prices had been stabie}f:\ i )‘j’re;«ious 25 years.
However, two years ago the price increaszd ~ £5 779 per metric tonne, which
quadrupled the price. Supply rem}f&w L f‘{fﬁu«: Uue to its high cocoa content
this change has affected 71 ’“;ls.: rfdark chocolate in particular. John Tordoff
is a chocolatizginse ’r’j,,\f‘n‘\psﬁfre. He runs a home-based business called The
Chocolate s 1‘}?@@ spc“jk:e to BBC News. The impact of the price increase has
resulted in wa*"ltreasing prices by about 18%. This price increase has not
absorbed all of the rising cost of operating as he has had to absorb a large part
of the additional costs too. In response to the issue John Tordoff explained that
he plans to expand his product range with items that use less chocolate ‘but still ¢
This is an approach used by other manufacturers across the industry.

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page

S
’//////

i
e

F
g

\\\\\\\\\
i

G

S
S

o

|

=

////////////////////////

x\\\\\\\\\\\\\%
e
S

&
S,

r
g

\\\\\\\\\\\\\\\\\\\\\\\\

7///////////////////////////%

fo

I
i

R
i
/////,@/
|
i
o,

b /
/”///////////////
W
//////////////////y
4

#
/////%

i

s
r
S

-
S
i

&
\\\\\\\\\\

DY

pr
2
i

i

g
Ut

7///////////////////////////%

P
=

st
P

i

COPYRIGHT
PROTECTED

ig

s

Education




MeVitie's Penguin and Club bars are no longer classed as chocolate products afte:
MecVitie’s switching to other ingredients, according to BBC News (2025). Club bars
slogan: ‘If you like a lot of chocolate on your biscuit, join our club’. But both proa.
‘chocolate flavour’ as the amount of cocoa they contain has been lowered after ¢
alternatives to the main ingredient in chocolate, such as palm oil or shea butter. |
price increase that consumers will accept, and to maintain ma;l<et share / sales n
ingredients in this way. For milk chocolate to be classifiec . s :hocolate’, UK regul
about 20% cocoa solids, slightly lower than EU rer wia f&j,wwhfch demand a miniy
- = )
LTede j;;“,,wﬁrfcé of cocoa in USS from 20152025

8,000.00

o>
v 6,000.00
-

4,000.00
2,000.00
0.00
(X T Vo TN ¥ o T Ue B U L U AT N + o B+« B @ ) B = ) B e S o B o K s BRI o I
P I = = T B R B R B = B o B o B Y B oY o B o Y o
oo O o O O O O O OO0 O o O O o O O O O
N N N N N N N N N N N N N N N N o
B e e
ot S R G o 3 TR o N (S oV I ¥ T oo T o O+ TR e T ¥ B oo TR ol 0 3 Y o I
Lo I s S A > R e T s S o S o TN s . BN oo S s U oo TR oo N s SR e T o T s
e T
ed e el et v el ed el ed el e e v e oed v el e e
e
e 5 Source: ht
oy

One of the reasons for the rise inth .5 | fgwji’l ucoa is climate change as it is mak |
grow, leading to poor harve . ¢ - {{jfﬁ.w;e“'\)\ieather events have led to a global shoil
such as the cogam st 0 Dot virus affecting production too. The amount of cat
(588 i1 < to BBC Newsround (2025). Supply and demand shape price

-{C&f}(‘)

available, th\Ge##®e rises.

Climate change is |t
temperatures in vt
of 1.7°Ct0 3.7°C by
vulnerable, leading
rainfall variability, ¢
threatening coastal
cocoa. The country
increases of 0.5°C .

In the long term tht
to fall. High prices &
experts as the imp:
to be reversed.

-
y .gredients such as sugar are also affecting the pric

Increasing priceg for * = %
2023 / earl A Ti ;Arr&ﬁéase in the price of sugar also affected the price of bisc
products sukgSG@®weets and toffees. The weather has also affected the price of &
as droughts ihwiwndia/Thaiiand and floods across Europe severely limiting harvests.
increases the price of sugar. However, it is hoped that the market for sugar has st
in 2025-26.
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Alongside health concerns, consumers are increasingly concerned about sustaina
choosing to follow a vegan diet, and chocolate producers are responding by offer
More consumers are placing greater value on ethical sourcing of ingredients whit|
more responsible. The management of their supply chain is an important conside
manufacturers. Some chocolate products carry the Fairtrade logo which reassure.
supporting farmers and workers as they improve their lives and their communitic.

meet the internationally agreed social, environmental an",r;\ nomic Fairtrade St

b ‘
f""’f 5 o
. s
Chocolate businesses are focusingmore .1 g cawironmentally friendly packag
neutral certifications. Many bucir cus. 5 w.inding ways of reducing the amount ¢
eggs now have less pacl i /i ™ .« few years ago to reduce the impact on the ¢

e

M&’/«‘ - - - - .
i embrace responsible sourcing and sustainable packaging may
they risk losi™® "market share to competitors who are viewed more sustainable.

# { i
- & j b
" ¥
W | -
i\ " A
e e
9 e
) W
i g -
|
i :
& S
% i
- 2
- \w»'j -
5 e ’" W o
:w ! Ad
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Section 5: Global marketin
confectionery business!

Specification focus:

' 1.1.1 The market 1.3.2 Branding and pron: A z 4.3
i 1.1.3 Market positioning 1.3.5 Marketing jux ep L ~ 4.3
| 1.2.3 Markets 413 Fzt < so Luduting to 43
i 1.3.1 Product/service design " f»,,,;r “is 2 gobalisation

RN\ Mfﬂ»a-‘f .....................................................

LA 8"
s 0« _sinesses that make cocoa, chocolate and sugar confectic
o

nféctionery market includes some large global companies such
International; Nestlé, and Lindt & Spriingli. Similarly the biscuit sector of the indu:
companies such as pladis {owner of McVitie's, Carr's), Mondelez International (Ca
Burton’s, Maryland Cookies) which is owned by Ferrero after acquiring Burton’s. |
businesses must make decisions about how to market their products across the v

Globalisation has increased the range of products offered in all countries across the
more homogenous. Global confectionery brands offer their product ranges through
have become global. The internet has facilitated this change as customers see the L
trends in other countries. Influencers are also linked to leading brands, fuelling den

There are different global marketing strategies that a business can take which ary

e An ethnocentric marketing strategy is where a business markets its producty
the same way that it does in domestic markets.

®  Apolycentric approach is when different products are = irketed to different
recognise different local tastes and needs. ., ~ ;w’“ ,;

e  Ageocentric approach is a world-orient - api‘:ﬁu“ﬁ{é}]d does not show a bia
preferences. It focuses onintoiiivx { < rtegies that work universally while al
variations where apr - ; -~ 91 Lo

W

B in « cowhi , , ~
(in < tes which sell products globally, such as Mars, need to selet
o8

(o

—  Activity 18%°

What are the advantages and disadvantages to a confectionery
business of implementing each of the three strategies? Make a
list of the different advantages and disadvantages and then
share with another student. Can you add any more?

Confection

Mars uses aspects o}
approach, which blen
local adaptation to m
different regions. Ins|
global (ethnocentric)
Mars operates as a ¢
from local teams whe
global products and approach. While core products are standardised, Mars adap.
tastes. For instance, brands such as Dove chocolate (known as Galaxy in the UK) o
various markets, targeting different consumer motivations. Mars-owned Dove ani
the same product, but sold under different names in different regions, with Galax

brand and Dove being the US brand, though some subtle fa=r ulation differences
g

Other confectionery businesses use an ethnocant f‘i’t\l"f;k:,,‘,.m’tiné strategy. Many hix
chocolatiers rely on their country's rez 1 at y 1 or quality and craftsmanship to sel
marketing focuses on this heri=.x 8 a) 5 trigy follow traditional production methot

who perceive these c-ivi, ; g”s »,»per‘iyor or who are looking for an authentic taste.
f ¢y nreffect, a key part of an ethnocentric or ‘made in’ strateg

The Japanese ch ”::oiate brand Royce’ highlights Japanese Activity 19—
craftsmanship and high-quality production standards at its Visit zzed.uk/12988
factory in Hokkaido. When expanding internationally, this range offered by Roy!
unique Japanese identity and quality focus create a core mass-market chocola
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selling point, leveraging the home country’s image to attract consumers who vall.
The product sold is a key element of the marketing mix of any confectionery busi
and recipes can vary for different markets/countries.

Bar weights vary. Chocolate bars in the US are generally larger than other markel
Bars in Malaysia are typically narrower and much smaller than typical US or UK v
tend to vary the product that they sell according to the sonf o §: market. This help.
products sold there and also reflect cultural dlfferr e
J B
=
One of Mars’ popular products is Snjjl 15, uais sold in 70 countries around th
remains consistent there arc A A ?i?.Jarmats and flavours.
47
: £
its «,m recipes for different countries. The brand may appea
C\
é;awf/ due to different ingredients and the proportion of key ingrec

and quality

In the UK and Europe, Cadbury uses cocoa butter and vegetable fats (palm/shea)
Milk which creates a meltier and creamier texture. However, the US Cadbury bar.
satisfy US FDA rules, using only cocoa butter and sometimes soy lecithin/PGPR w!
describe the taste as more crumbly or waxy than the version in other countries. ||
so that it sustains higher temperatures. Australian Dairy Milk has higher cocoa sa
cream milk, avoiding palm oil, making it close to the taste of the UK version.

The recipes differ for a range of reasons:

s  Laws and regulations — different countries have individual food regulations. Fu
vegetable fats in chocolate products whereas the EU and other regions allow t|
for chocolate imposed in the US and the European Union affect the taste. Mili
30% cocoa powder and cocoa butter, whereas in the US it need only contain 1

o  (Climate — the temperature ranges have to be concid 5 to ensure that high-
customers. For instance, Australian versions ¢ oipgte ‘products include n
product melting in hot climates. - s

e  Cost—the economic conrl ; Hen Gl chthe price that individuals can pay. |
countries includes 4 /¢ & © s;gf’edlents to adapt the price to suit the marke!.

el Lorme markets is used to reduce the cost. However, this ¢

 chocolate.

e Manufacturing — local sourcing of ingredients can lead to variations in the fir
differences in the crumb base of some products.

In 2015 the BBC carried out a ‘taste test’ whereby people from Britain and Amerit
difference between Cadbury Dairy Milk and Hershey’s milk chocolate.

‘They used terms like ‘harder’, ‘more bitter’, and ‘not as rich’ to
describe Hershey's, even when they liked it. None of the tasters
selected it as their favourite of the three samples and two said
they would not choose to eat it at all.”

‘In a test conducted by BBC Newsround, British and American
children tasted the two types of Cadbury chocolate. f
Surprisingly, most of the American children prefe - » ne .
British-made Cadbury chocolate, while 7 st (f e Sritish
children liked the US-made vpfg. 1" et Ju

i ;«* § o
3 o

Lawrence Allesgs for o« ay ,cu{ Ve at Hershey's and Nestlé, and author of Choco!
U ardets of China's Consumers, identified three factors that affe
Wit cocoa .
o how Icng lt is mixed Activity 20
e the flavour of the milk Read the BBC News article from 2015 and

chocolate products sold in different counti

6 BBC News, 2015, source: https://www.bbc.co.uk/news/magazine-31924912
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Section 6: Local, national and ini
economic influences on confections

| Specification focus: Z
i 1.3.3 Pricing strategies 2.5.1 Economic influencus: 31

2.3.1 Profit 2.5.3 The comp? Se w;rorr“'ment
....._...._........_._...-...._...._....-...__..._....._...._....-...._..._...._....-....-..;* - i p—— ‘w‘j;ﬁ. ..................................

W M} T
Businesses in the confectiqwz - Qp.wme affected by local, national and internal
These factors can siz ! 'fc::}fj irluence the profitability of the business.

Economic growth has been volatile and weak over the past 10 years. The UK expe
2009 which created economically challenging times during the immediate years i
economic climate was seen globally, and growth since that recession was very sliy
coronavirus pandemic created unprecedented economic volatility not seen during
These economically challenging times led to lower disposable incomes which has
ability when it comes to buying luxuries and non-essential goods.

The latest available data as of the time of writing was for quarter 3 of 2025. The ¢
that quarter. The predictions for the final quarter of 2025 are not optimistic, espe
consumer/business confidence in the lead-up to the chancellor’s November budg

Predictions for economic growth during 2026 are around Jy 20 1t0 1.4%. Did
Easing inflation and the impact of interest rate red’ ot o1 ) if)c sas the
reduction in December 2025 and any furthe 5 ¢ 1= esduring 2026 may
help to encourage business investr 2 1 50&; wver, the employment market
is forecast to remain wea (1 "’f@u\\)\‘/hiﬁch impacts economic growth.

Pro
dur

P e _.: Gross Domestic Product: Quarter on Quarter Growth — 2

oot

_________________________ Lo
20.0
15.0
10.0
5.0
[}
£
‘d‘;oo B B w B . . w . owm ll “‘I..
~
Rt TR T 0 T R e TR o T o T~ o e M ot R 0 M o [ T o I o A ¢ T S ot I o I g o T e
:; CBOCBO‘O‘O‘O'O‘O’C!O’C!!; [oleNe e NeNeNeNeNoNoNe!
e P P P ™ OO0 00 CO Q0 OV O N Oy D €O el i H e e NN NN
g wed e e e e e e e e e e e N N Coaii N N N N N NN e Y
OWS'O { o RO e AN s TN s TN o AN e AR s NN e RN o AN s RANY e AN com N e ’&"(&’)OOC}OC}OC}{
hed NNNNNNNNNNNNN)‘N\> N N N SN NN N LY
oo r““"
X A
-10.0 O
N e
§ \-l‘y\d
-25.0
Source
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Did you know?

Economic growth has been volatile and weak over the past 10 years. The economy fell by 19.4
the start of the coronavirus pandemic (the UK locked down in March 2020) and then grew by ¢
restrictions were eased in quarter 3 of 2020.

Weak economic growth is generally not good for ' s, e 5,:2 i the confectionery |
growth generally correlates with reduces .ca * cticwery sales, primarily because il
incomes and reduced consumer, ‘st 1 :;, .,ﬁ\ﬁ/é?. Despite this, confectionery prad
affordable luxuries, whiz'ic 2 jj;v;gfs"%ales remain resilient even during econom
effect’ is thy Or 4 wwwry that proposes that during financial hardship consut
increase spi on'small, affordable luxuries like lipstick to feel good and indul
as a mood bc®ster. Many chocolate products, especially affordable products aim:
put into the same category as lipstick as an affordable luxury. Chocolate can also |

which some people may turn to when feeling low, such as during economically ¢

However, there is a growing sector for high-market chocolate and biscuits. Econai
to impact consumer spending on these products. Consumers may choose to swit.
when their disposable incomes are under pressure. This could affect the future g
the market.

Income levels

Several years of wage freezes or small wage increases, and the impact of high int.
employees seeing their ‘real’ disposable incomes declining. This has resulted in ity

including the public sector occupations such as healthear . . | education. Since 21
earnings have increased more rapidly; however, t e’ }fi;m‘ living pressures / infla
and the need to ‘catch up’ after years ~f oy ispws"éb"le incomes declining has o
significantly better off. " f"; \Y w =

T ~w,z,\.«;mri’eélia}n gross annual earnings — 2017 to 2025 (all induy

&

30000 /__/
25000 mm—
20000
G

15000
10000 ol

e &

oL

wv‘fy o

5000 Slir .
i i o .s
§ W - N»l”* .
QUT?M 2018 2019 2020 2021 2022 20

Source.

7 https://www.ons.gov.uk/employmentandlabourmarket/peopleinwork/earningsandworkinghour

2015selectedestimates
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Individuals’ income levels can affect the amount they have available to spend on
Non-essential products are often the first to be reduced when income levels dec.
considered a non-essential product. However, as mentioned earlier, confectione;
affordable luxuries, which often helps sales remain resilient even during economi
chocolate or a packet of biscuits is not a large purchase compared to items such o
individuals may cut back on.

National Minimum/Living Waqg_gj o) Sy

Businesses that operate in all par* s Lo f'f( eonfectaonery industry have experie
over the past 10 years. T3 - f"r .40 National Minimum Wage and launch of 1t
increased lak oo} ) ,aa‘tlcally This change has impacted businesses in the &
proportion "umon employees at this level.

The increased costs may lead to confectionery businesses having to pass on the in
of higher prices. Profit margins may also reduce due to the increased costs, if the

full cost increase to the consumer. Some businesses may also reduce the numbel
reduce wage costs, which can put more pressure on the employees that remain.

The bar chart below shows the National Minimum/Living Wage rates for adult wo
rates quoted were for adult employees, which is currently those aged 21 years an

the National Living Wage rates, and the grey bars show the National Minimum W.

Figure 13: National Minimum Wage and National Living \\

£14.00
£12.00 e ¢

£10.00 P\ £9.5¢

| - £8 77 £8.91
i o -

p 720 £7.50 £7. 83
fl’ﬂ:«%ﬁ 15 19 £6 31 £6.50 k.0

il *.’U

£4.00

£2.00

£0.00

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 202
Year starting 15 April

Source: gov.uk, 2025, www.gov.uk/nai\

— Activity 21 f--; >
1. Research the different rates (Natlon“ Vofin .o Nage and National Living
Wage) currently offered for o“ 2age ‘brackets: Dic
® The
° for
o £10
® A;)pi‘enttce (under 19 or in first year)

2. Explain why the rates for National Minimum Wage and National Living
Wage increase as employees become older.
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The cost of employing people has not only been affected by the increase in minin
The Chancellor announced an increase to employer National Insurance (Ni) conti
2024 which took effect from April 2025. There was an increase to the rate of emp
contribution rates from 13.8% to 15.0%. The government also reduced the per-en
employers become liable to pay National Insurance (the Secondary Threshold) fro
£5,000 a year. These changes increased the costs of employing people for all busii

more expensive for confectionery businesses. Collectivel - . 1 the changes to mit
confectionery businesses were significantly affect .o r Js

f“ L -
Minimum/living wage rates als~ - A L oumiount of money that consumers have

confectionery products. 7w A “f' wséin Natlonal Minimum Wage is positive for et
higher pay.g# hcr . . mi‘mmum/ilvmg wage rates mean that those paid at th
disposable | to spend on items. As confectionery is an affordable product, i
will be purch®’ed more by individuals earning minimum or living wage rates.

Utility costs

The cost of living crisis has been widely reported in the media,
especially the impact on households. However, all businesses
operating in the confectionery industry are also affected by rising
utility costs, e.g. gas and electricity, as these services are
required to operate their businesses, e.g. machinery and
equipment on the production lines to produce chocolate

or biscuit products. Factories are typically capital-

intensive. Manufacturers rely on automation and need

utilities to operate and heat/light the workplace. )
§

Rising utility costs are one of the factors reducing me ﬂrﬁr«. margins of businesses
sales has to cover high operating costs i !Siuse‘fses will seek to pass on pari
the customer; however, with soth T nw’mes also squeezed by rising utility cas
action may reduce custy = d\ f ‘arré/sales BBC News reported at the start of Jar
10 chi rﬁg 2025 according to the Office for National Statistics,
#0 increase prices is contributing to many confectionery business
manage mcreasun“g costs without affecting financial viability.

The pressure on utility prices is a global issue caused by rising demand for gas/ele
reopened after the lifting of COVID-19 restrictions. This also clashed with Russia’s
subsequent squeeze on gas supplies into Europe. A large increase in the wholesal;
price that energy providers pay for gas and electricity — and that cost has been pu
households and businesses) over the past few years. Although various policy inte:
during the peak of the rises in 2022-23 attempted to cushion the extent of this it
very apparent. Government intervention has now largely ceased.

The cost of living crisis also impacts food choices. Statista (2025) reported that 20
eat less healthily to save money. %) f

F

- S

Cost of living pressures can also lead to < .2 * di ‘wdals comfort eating. Economi
losing their jobs and struggling ¢ euy t u @n’is "This can increase individual stres:
instances, people migh*. il i o ”'they find comfort in sweet and unhealthy op
Over time thg ke y + .ake the individual feel worse due to the impact of a po

9
However, ti 11‘*;1.‘@« burst of enjoyment from a chocolate bar is one way that som

Lot
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Interest rates

UK interest rates change in response to economic conditions. The cost of borrow
influenced by the Bank of England base rate. Banks and building societies typicall\,
bank base rate in the rates that they charge borrowers and pay savers.

UK base rate reached an all-time low of 0.10% at the start 27 he coronavirus pany
to rise from December 2021 due to growing mﬁat' WY ‘fssares A series of inta
during 2022 and 2023. The final mterest ?;:"!» o | “jsn“‘f\ugust 2023 whenrates |
remained at this level for a year. b » L agust 2024 the Bank of England has gt
inflationary pressures eas=c - | «»* ‘;,,éésf mterest rate reduction was in December .
3.75%. This il si. * ,zmon h of 0.25% since August 2024. The last time that i
in 2022.

Figure 14: UK base rate (January 2020 — December o

6.00

5.00

4.00

3.00

UK Base Rate (%)

2.00

%

[ T o T o T o T T B o TR I oo SR oo Y o Y o S o'o N o 6 RN o 0 NN o & L™ o
Y 8 8§ q § g qqqa§gqQ
[ond -SSR v B S -~ S  SY e QN S~~~ ST SRE o - S~~~ S
Q 9 Z0w =Y R ¥ Q = Q [T R &)
8 g 5 o0 8 £ 0 8 &5 0 8 g5 0 =5
Date

Source: Data take

Although interest rates as of December 2025 are still relatively high ]
when compared to the historic lows of 2020-21 (0.1%), it should be Did you ki
noted that base rate at 3.75% is relatively low. Base rate reached The Bank g
17% in November 1979 until mid-1980 and 15% in late 1989 to rates twice
early 1990. economic .
s 5 coronavirl,
Higher interest rates make it more expensive to t am " _aoney, time reachi
which negatively affects many homeovirer o muéased monthly

mortgage payments, therebv vt ,st:m L dasposable income and the funds the,
essential purchases like < a - “,»nefry ngher interest rates also mean that anyon
el m‘thelr savings which provides an incentive for savers to

8 https.//www.bankofengland.co.uk/monetary-policy/the-interest-rate-bank-rate
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Many homeowners choose mortgages
set term, e.g. 2-, 3- or 5-year peric.
are popular, and many homeo
historically low interest rate
their mortgage rates in 202
homeowners are expected
ra*. . rtgages in 2026 an¢
“ir : =2ases as they remortga
AN + competition and falling rat
' A may see their monthly ma.

NMORIGAGE

i
-

44" wt several hundreds of pound

mortgage. Tg 3 |y ¢ Lidréase in monthly outgoings on top of inflation increas
S ol o o o

purchases & 1g energy costs. It will mean less money is available for non-esy

Alongside the impact on sales, many businesses in the UK confectionery industry |
expansion or general operations. The cost of such loans will increase which will sg

Inflation

Inflation measures the rate at which prices across the economy increase over timi
(CPI1) is the general measure of inflation, although there are others. It provides an
although specific product prices may increase at different rates. After a period o1 |
have started to increase at a slower pace. However, the most recent monthly figu
in inflation again. The government has a target of 2% and it is currently higher the

Figure 15: UK inflation (CPI) fro;: e nber 2015 to Novel
G

gl —
& ,f'w
12.0 o
r i
Ywiéw*’
i
et 4
1 W A
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v 1
w’w;vx“
® 6.0
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e R e - e IR TR NN N N N N NN
el N et o | e lclNelellellellellellellelle
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°  https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/consumerpriceinflation/novemy
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Figure 15 shows that the rate of inflation increased steadily during 2021 to a pea:
inflation reached levels not seen since the late 1970s / early 1980s. There are sev.
which include:

e  The war in Ukraine — the war created uncertainty and restricted supply of ga.
nations which increased the price due to supply and demand.

¢ Rising fuel costs — the cost of petrol/diesel increased diri1g 2021 as demand

many countries recovered from the impact of COpice 9. .
o ||

e Rising gas prices — the wholesale pricz.c - s f:xsﬁ?a:ply which was partially
businesses. This increased ga,"ua 5\~ Lsers, thereby reducing household disg
business operating eRnEs Mf.«;; wietvas to make confectionery products, which |
price riszsg@or . > o protect profit margins.

G ﬁ‘, ° = .
and in the economy as UK government coronavirus restriction:

e Increased wage pressures on business led to many passing on the increase in
a price rise to consumers to protect profit margins. The pressure on wage leve
industrial unrest in the UK from strike action in many sectors, e.g. nurses, am\
rail, teachers and postal workers.

o  Suppliers of key items, such as ingredients to make confectionery, increased |
the rising costs, and in turn retailers passed on the price rise to consumers — ¢
distribution was affected by rising prices.

During the final months of 2025 inflation started a downwards trend which made
enough to reduce interest rates in December 2025 to 3.75%. Interest rates are a |
this change is a sign of lower inflation forecasts for 2026.

PRICE LRVEL INFLATION RATE PURCHASING POWER CONSL

Inflation does not just affect the price of confectionery products. It will also affec
available to spend on non-essential items such as food treats. Inflation impacts th
during periods of high inflation each pound will buy fewer goods, i.e. inflation erv
money. Inflation can leave people feeling ‘poorer’, especially if prices are rising fo.
reduced demand for confectionery products as people prioritise essential items s

clothing and housing costs. t

Ve ¢
Activity 22 ~e s

o
With reference to the CPI ﬁgures*f;\;v. A ’cg _avorthe reasons for the changing rate of inf

] l»»* S 3 . . .
Recommend what c¢. “1 on - usinesses should do in response to inflation above the (

=

specific price changes due to the type of production and cost of raw materials. Th
been particularly affected by the increasing price of key raw materials.
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Cost of raw materials

A key publication in the chocolate and confectionery industry, A
Confectionery News, stated that increases in raw material costs have Did you
meant that businesses have had to adapt their pricing and reduce the BBC New
size and range of products offered. BBC News reported at the start of 2026 tha
January 2026 that the price of chocolate rose by 15% durim D25 during 2
according to the Office for National Statistics (ON..l rc ’spamson Nationak
the ONS figures from October 2024 to Or;“t $ 20 “sznﬁ’zw the price ‘
of food products rose 4.8% overa ¢ & e ofchocolate

experienced the second = «w,,“ .+ “ie'rise across all food products in the ONS dat

Lo, fécga prices had been stable for the previous 25 years. How
ou0 per metric tonne, which quadrupled the price. Due to its high

affected producers of dark chocolate in particular, although all chocolate produce

One of the reasons for the rise in the price of cocoa is climate change as it is mak\
grow, leading to poor harvests. Extreme weather events have led to a global shoi
such as the cocoa swollen shoot virus affecting production too. In the long term 1
predicted to fall. High prices are here to stay according to the experts as the impa
to be reversed.

Increasing prices for other key ingredients such as sugar is also affecting the price
2023 / early 2024. The increase in the price of sugar also affected the price of bis¢
products such as sweets and toffees. The weather has also affected the price of &
as droughts in India/Thailand and floods across Europe severely limiting harvests.

g )
- ; ,'M ,,J; b
Unemployment e \ B
=X oA} et
Unemployment data m2 L "t the g’roportion of working age people not in emp\{

n mt levels fell in 2019 to the iowest Ievel in the UK since

The government introduced a number of measures to protect jobs during the pan
arguably saved many jobs; for instance, the furlough scheme enabled employees
wages even if unable to work when lockdowns forced non-essential retailers to ¢l
have otherwise been forced to make affected employees redundant as they wou
to pay wages/salaries while no/limited sales could be made.

The unemployment statistics also do not show the growth in less permanent forn
zero-hour contracts, short-term contracts and the ‘gig’ economy.

Since 2024 unemployment rates have crept up and reached 5.1% of the workforce

A Level Edexcel Business Paper 3 2026 — Confectionery — Prep Material and Case Studies Page

s
////////////
///////
/////

R

\\\\\\

\\

\\

\\\\\\\\\\\\\\
=

Sl

’////

T
|

o
E
S

S,

S
\\\\\\\\\\\\\\ \\\\
o

\\\\\\\\\\

)

7///////////////////////////%

fo

o

/
/”/////////////
e //
/

///%

o,
\\\\\\\\\\\\\\\\\\

e

oy
i
\\\\\\\\\\\\\

\\\\\\\\\\\\\\\\
\\\\\\\\\

///////%

\\
-

AN

| —

////////////////%//////////%

COPYRIGHT
PROTECTED

ig

s

Education




Figure 16: Unemployment rate (aged 16 and over, seasonally adjus
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b 0 b 0 b b b b [ |
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[ [)] o g (']
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Source

Unemployment statistics have a large impact on confectionar s businesses due to

spend on treats. However, unemployment data als{jj . ; w1 2 pool of people loc

confectionery businesses may find it relative/vi2a gﬁ;;m«f’iﬁ”d new employees durii
i i

s

Yoh\ il
COVID-12@m = . —

'L\E L
Mo e
5 Sf_.énﬁ\t.}(‘

The corona\Q &ailindemic was a time of significant economic strain for many fan
reported that during the pandemic many people ate more chocolates as comfort |
and fear. Many people were forced to work from home or furloughed at that tim¢
the temptation to raid the kitchen cupboard for sweet treats.

0 https://www.ons.gov.uk/employmentandlabourmarket/peoplenotinwork/unemployment/times.
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Case Study A: Cadbur)

Cadbury is a multinational confectionery company. It is the
second largest confectionery brand in the world, after Mars.
Cadbury was founded in 1824 in Birmingham by John
Cadbury when he opened a grocer's shop which sold tea. )
coffee and drinking chocolate. Over its 200 years of /v~ ©

. . A . o
operation the business has developed, anc '« silessis
now owned by Mondelez Internaticur. = o/~

T ] g

L ,
Cadbury proges@ar. . . ' . uver 50 countries globally. The
Cadbury brag5®nas across more than just chocolate and

e
e
‘i‘é*}j/‘"ﬁ[

includes cak&®jiscuits, drinks, ice cream, and desserts.

@

Popular Cadbury brands include:

e  Bournville e  Crunchie e Freddo
e  Buttons e  Dairy Milk e  Heroes
e  Caramilk e  Double Decker e  Milk Tray
e Cream Egg e Flake e  Mini Eggs

Cadbury's head office is Cadbury House in Uxbridge which it shares with Mondelez's
production site in Bournville, about four miles south of Birmingham. About 1,000 peo
The Bourneville site serves as a Global Centre of Excellence for chocolate R & D. The !
Cadbury Dairy Milk plus other products such as Heroes, Buttons, Roses, Wispa and Ci
that as part of its 200" anniversary celebrations Mondelez confirmed that the Bourne
‘home and heart’ of the business for many years to come_\ - Ja ling director Louise £
was viewed by the firm as the ‘crown jewels'. o¥ L

e
Cadbury's operations are capite'.1 xe"r’if}, > afthough the production of most Cadbury
Bourneville there are otk % L *.cudring sites in the UK, including Marlbrook in Here
and a GlobzggTlce . v..iIn Reading.
;A‘uﬁ@%w?
Cadbury proa-at""s”are also made outside of the UK, including in European countries s
have different recipes for overseas markets such as the US. Cadbury products for the
Hershey's under licence.

Cadbury has not always been owned by Mondelez. The company was subject to a ho:
Kraft Foods which was completed in 2010.

This takeover affected many stakeholders.
e Cadbury's board of directors and many shareholders resisted the takeover as the
undervalued the company (£7.45 per share) and if it was to be bought they want¢
buy it such as Nestlé and Hershey.
¢ The trade union, Unite, feared that the takeover would le~< ) large job losses. Th
marches, which attracted much media attentior % fe fle (0 raise awareness ol
public protests may lead to Kraft Foods' % ' ‘el ;..ejected by Cadbury sharehold
¢ Lord Mandelson, who was Biis’.cc © '\~ Adry at the time of the takeover, confirn
fight any takeover whi-!. - vi.* “éspect the *historic confectioner’. The Labour g
legislaticage C1 . - _aw, which would stop traditional British businesses be¢
2 ivwas even included in its election manifesto.

they felt Cédbury was a key part of British history which would be lost if it becam
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In January 2010 the European Commission gave its permission for Kraft Foods to b
British company's brands in Poland and Romania. The takeover was not considered t
anywhere in Europe and that consumers would not be worse off as a result.

The takeover by Kraft Foods was competed in February
2010. Cadbury shareholders agreed to sell the company
for £8.40 a share.

More negative media stories followed the t="< - r. *=ar
to the takeover Kraft Foods stated et D0 esash

factories would close; hovoy - ;. =onth after the deal
was signed iag@an " . o «fhai ihe Bristol manufacturing site would close with the

In2012 Krailwpht into two areas to create a more focused business. The split wi
Foods demerged to create two smaller companies. One company was responsible for
would operate under the Kraft name, whereas the other company would be called Mol
snacks and confectionery.

The Cadbury brand was moved to Mondelez after the demerger.

Cadbury products are sold around the world. The company changes its product recipt
brand may appear the same, however the taste and quality may vary due to different |
key ingredients by country.

In the UK and Europe, Cadbury uses cocoa butter and vegetable fats (palm/shea) witt
which creates a meltier and creamier texture. However, the US Cadbury bars (licenset
FDA rules, using only cocoa butter and sometimes soy lecit*" GPR which changes
taste as more crumbly or waxy than the version in 0*>.+: € . {ries The recipe in Aust
sustains higher temperatures. Australian ["‘ s ke mgher cocoa solids (27%) an
avoiding palm oil, making it closa g b .fm the UK version.

, Y

The recipes csg@for ;af reasons:

; Iaudns different countries have individual food regulatlons For

##S in chocolate products, whereas the EU and other regions allow th
for chocolate imposed in the US and the European Union affect the taste. Milk ¢!
30% cocoa powder and cocoa butter, whereas in the US it need only contain 10%

¢  Climate - the temperature ranges have to be considered to ensure that high-qu:
customers. For instance, Australian versions of chocolate products include moi¢
product melting in hot climates.

e  Cost — the economic condition can affect the price that individuals can pay. The
includes different ingredients to adapt the price to suit the market. For instance,
in some markets is used to reduce the cost. However, this change affects the fla

e  Manufacturing - local sourcing of ingredients can lead to variations in the final |
differences in the crumb base of some products.

In 2015 the BBC carried out a ‘taste test’ whereby penn' -, ;.’}»i £ itain and America w
between Cadbury Dairy Milk and Hershey's mi'" hc "n’ e "

f‘
‘They used terms like ’/iarder" “aon Vs and ‘not as rich’ to describe Hershey*
None of the tasters s2’ 2.~ jj so-eir Tavourite of the three samples and two saic

“red b ¥ BBC Newsround, British and American children tasted the
chocolate. .S’U/p//s,'ng/y, most of the American children preferred the British-maade
most of the British children liked the US-made version better.’’’

Y BBC News, 2015, source: https://www.bbc.co.uk/news/magazine-31924912
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Discussion questions

The following questions aim to develop your understanding of some of the key a\ I
i

research topic. You are recommended to carry out research to support your furth M%
points and make notes that can be referred to when preparing for the exam. //
/////////////////////

g

S

a4

%
.

G

4 i
Explain two benefits of producing products for a mas oL ket for Cadbury. /

r
a

. . - 8
Explain the interests of two of Cadbury’s e tte fﬁi} “.keholders. .

S
S

o

"

F
g

Analyse the advantages to Car;j‘f A f?;;waﬁquvi”sition by Kraft and then Mong

T
|

S

Evaluate Cadbury's g’;} “fxﬁ: ' ¢Ustrategy.

o
E

&
S,

i M\;u«f"ﬁ;}ay affect Cadbury’s success globally.

4
it

S o o

o n?ages and disadvantages to Cadbury of capital-intensive ope!
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Case Study B: Hotel Choc
- a different kind of chocc¢

In the early 1990s, entrepreneurs Angus Thirlwell and Peter
Harris started to sell mints under the name Mint Marketing .
Company. After about six years, the entrepreneurs = a j
into chocolate under the name Geneva Chosal + 5.~
Chocolate Express brand. The earlv " 1« ’}:? > S-were early
e-tailers as products were ¢ ";Z; wely online.

—
A, biarid name was introduced in 2003,
@2Urs opened the first Hotel Chocolat store
in North London in 2004. The business produces premium
chocolate and cocoa products. Today, products are sold
direct to customers through its 150 stores (approx.)
throughout the UK. The business also partners with other
retailers such as John Lewis, Next, Amazon and Sainsbury's,
all of which sell selected Hotel Chocolat brand products through their websites and &
include traditional shops, cafés and restaurants in shopping centres and busy high st
outlet stores that sell discounted chocolates and factory seconds in locations includi
Gloucester Quays and York Designer Outlet. Hotel Chocolat also offers a luxury eco-t
the Caribbean.

Although the company is mainly UK-based, the entrepreneurs always wanted to expa
It has previously entered the US and Japan via a joint venture 7 je company'’s interng
has been mixed, with some US stores having to clos7.2 ‘ev ), ffara ago. The timing of ¢
coincided with the COVID-19 pandemnc wh-"! 2 m% '“,,mev’e impacted its success.
Hotel Chocolat has a comre 1. "‘_,,,mas‘lte and customers can buy its product from
i@l te . 7 - 1lress. Customers can check in-store stock of specific p

G ves io offer a differentiated cocoa-rich taste which customers can
The entrepreneurs set up the business with the mission of maklng chocolate exciting
operated differently to its rivals. They wanted chocolate to give their customers escaj
place in their minds'.

The company is unique as it is one of the world's few chocolate makers to grow coco:

Hotel Chocolat's product range
Hotel Chocolat products are different from rival options. When the business started i
experts to make them as thin as possible and put the chocolates on the outside. Hote
made its shells very thick with all of the chocolates hidden inside. It did this to add at
its customers.

|
5

The business was also told that a slab of chocal-te s*‘hf\};':i,.{)e\ reﬁ‘uiar and divided ini¢
Hotel Chocolat ignored this view and mo'ts 5 aod Siabs'. When melted chocolate is
it naturally sets into a curvv, ﬂ- > f‘nan 3 wnu“‘this inspired the design of the Grand Sl&

Hotel Choc 06 1 More Cocoa Less Sugar’ which highlights the focus on qu
of cocoa us¢ w““ products is well above the industry average:
«  Milk chocolate contains 40% or 50% cocoa

e  White chocolate is 36% cocoa
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The high cocoa content means that it takes just a small portion
to satisfy someone’s chocolate craving. The smooth, creamy
flavour lingers on while the cocoa makes customers feel
focused and energised.

‘Be Brave, Be Kind' is the business's mantra for its company
culture, emphasising respect, equality, and inclusion for its .
employees. (,.;{”j )3
The product range is vast and mch* AT -i,awai ‘chocolate
bars, blocks, loose chocol~ - e e ;@xc;tmg range of
seasonal anc@orc = uch as Easter eggs, Advent
calendars, I 715:@ y and’ assorted chocolate gift boxes.

00
.

The brand al\&##ers drinks such as hot chocolate and some
liqueurs. A chocolate subscription service was launched in 2022.

Velvetiser is a hot chocolate machine to make barista-grade drinking chocolate at ho

The product range includes milk, white and dark chocolate; plus innovative flavours §
cherry chocolate, liqueur chocolate, chilli chocolate and ginger chocolate to name bit
also caters for specialist dietary needs including chocolate without alcohol, low suga
chocolates. A range of centres are also offered, including fruit and traditional carame

Chocolate Selectors are packs of six individual chocolates, or a slab. Customers can |
Selectors feature every style of chocolate that Hotel Chocolat makes, with a range of
flavours including pink champagne chocolate truffles, lemon chocolate cheesecake, ¢
2025 there were about 107 different products in the Selector range, which retail at ur

Customers can create their own gift collection. Thev .a /s . 5t wrbag or box and fill it
products. A special personal message can -~ ! e - ,,d tne business will ribbon-tie |
address or to the address of the in”.c 1 - b ithe glft is purchased for.

4 ] w v W
There are spgasgyar ' . o _sarious occasions. All-year-round occasion products are
including bi weddmgs anniversaries, retirement, new baby, thank you, and g¢

@' (he year to reflect the season such as Valentine's Day, Mother's Da
Summertime, Graduation, Halloween, and Christmas.

There are products to suit all budgets with items for under £10 to a range for those w
Gift cards are also sold.

Hotel Chocolat makes shopping an experience and runs special events throughout th
tasting and talks to explain the journey of chocolate from tree to bar. The in-store caf
for customers.

Vertically integrated business model
Hotel Chocolat is different from many competitors as it is a vert'zally integrated busit
suppliers including a cocoa plantation (the Rabot Estate ...\ .. Lucia) through to its
UK (Cambridge) to direct-to-consumer sales via ‘ts w- e ures cafés, and digital cha
helps the business to manage the a2 1 ; voducts closely, support innovation, |
and can reduce cost. Chocoiw "dlm 5.so1d in the UK can now be traced back not ¢
from, but also tethe 5 @ .. ?ea ~within the estate where the beans were grown.

9 v
Cocoa farmi! Z;E&‘ bss Samt Lucia was in decline when Hotel Chocolat purchased the
being left to rot, rather than harvesting, drymg and transporting the beans, without an
costs would be covered by the market price.
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Growth
Prior to 2016 Hotel Chocolat operated as a private limited company and it grew orgai

In May 2016 the company was floated on the London stock market, raising £50 millic
became known as Hotel Chocolat Group PLC. The two founding entrepreneurs, Angus
maintained two-thirds of the shares after the floatation. Angus Thirlwell continued as

It seemed like a good time to float,, explained Anfjg'f."*@é el ‘The flotation give.

capital, but Peter and |, as founders, can conni 5 15 pwotect the brand. We are dei

independence of Hotel Chocolat’ .. ¥R
3 & w

Since 2016 Hotal Cha 2 “s{f’\;wﬁ c;:ﬂiifé/d its revenues to £205 million in the financial ¥
.‘!9 ; S Hw

Over the yea @ Chocolat has attracted a lot of media interest. It has been the fo

including Channel 5's /nside Hotel Chocolat and Channel 4's Hotel Chocolat at Fastéi

Chocolate Factory, and Hotel Chocolat: Unwrapped.

=

In 2023 the American confectionery company Mars, Incorporated announced that it h
acquire Hotel Chocolat. The acquisition was completed in 2024. Angus Thirlwell cont
Executive after the Mars acquisition, but Peter Harris retired at that time.

Mars, Incorporated is planning to support Hotel Chocolat’s future growth in the UK an
confirmed that it does not plan to change Hotel Chocolat's UK manufacturing base ot
that the acquisition will enable Hotel Chocolat to grow quicker, especially overseas.

Discussion questions N

ey N 2
The following questions aim to develop Vo dts'j‘,an‘tﬁrﬂﬁg of some of the key ai\
research topic. You are recomme:,,.',g; T ’f_;‘,e“a»y out research to support your furth
points and make notes th=t ) “',IL;;“ J#terred to when preparing for the exam.

o

nefits of a large product range for Hotel Chocolat.

1. Explain\GgEsl

2. Explain tterests of two of Hotel Chocolat’s internal stakeholders.

3. Analyse how local and national economic factors affect Hotel Chocolat.

4. Evaluate the impact of the acquisition by Mars, Incorporated on the continue
5. Assess the barriers that may have hindered Hotel Chocolat’s international ex:
6. Discuss the impact of being a vertically integrated business on Hotel Chocolat
Essay

With reference to your own research, discuss the key trends in the UK and worla ¢
market and the strategies that Hotel Chocolat should vse « 5. aintain its success ¢

next 10 years. - i

s
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Case Study C: Walker’'s Shortb

Walker's Shortbread Ltd was founded in 1898 by Joseph Walker in the village of
Aberlour, Speyside. The Scottish company is well known for its range of biscuits,
shortbread, cookies and crackers. The business is currently a significant exporter
of food products and has over 1,200 employees. The comp~=: ' as a production
site in Elgin and its head office is still Iocated inAbe i Tl 5 ﬁroductron site relies
on modern equipment to meet demand for Musy ™
ot j e
Walker's Shortbread Ltd'Q 3L . o.gé carries a distinctive branding with tartan

packaging toge@ha. . . ik to. Scotland. This is important as shortbread is often
originated & e p'rf)duct developed from mediaeval Scottish biscuit bread into a
Mary, Queen \@#Cots in the sixteenth century.

The company's name emphasises its shortbread biscuits which are based on an all-b
product range includes shortbread fingers, Highlanders, chocolate chip shortbread, t
shortbread. The products are sold in a range of sizes including tins, snack packs, min
The key ingredients for its shortbread are pure creamery butter, sugar, flour and salt.
investigated, including a vegan version of its butter-based biscuits. A key trend amon
and flavour innovation, and producers need to react to these requirements.

Shortbread is a popular product in the UK market, especially with older generations. |
carried out research which found that over 49% of its residents said that shortbread v
top choice of biscuit.' Another survey by Breville found that shortbread was top of it:
lists shortbread among the UK's most favourite biscuits along with chocolate digestit

An extensive range of biscuits are also produced by "4 rex X ”Sho‘rtbread Ltd includin

e  White chocolate and raspberry hrscur* =
e  Belgian chocolate chunk biccrns =/ 7

e Stem grnger biscuits =v 7 "

o Fruitagg@ion ) s o

o
Y&xxﬁcﬁ"a\

Other produc®¥iiclude tradrtronally based oatcakes which are produced from fine or |
specific nutty flavour. The company also makes a Scottish fruit cake which includes
a moist texture and rich taste.

Special products are also available for celebrations, get well, Mother's day, Father's day
and back to school. These products include gift tins, boxes and bags filled with a range

The company has the Royal Warrant as it is an approved supplier to the King, which it
The business is a private limited company and is still owned by the Walker family.

Over the years the business has experienced many challenges ‘t cluding wars, recess|
the pandemic has affected the business, and the raisad i1 of . utter (a 50% increas

profits as butter is one of the key rngred;emc af ‘rr, *lf Ead.

The company's annual turne:-y = e 5:. 2uby 16% in 2022, but profits decreased by 2

pressures of inflatior: <2 1. 1 9s¢ r)f raw materials and the conflict in Ukraine which a
increase in 1“ [v.as bupported by strong demand in the US and UK markets.
ao@

Y2 Caring UK, 2023, https://caringuk.co.uk/shortbread-proves-to-be-the-most-popular-biscuit-with
13 Breville, 2026, https://www.breville.co.uk/service-and-support/blog/What-is-the-UKs-Favourite.
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Shorthread is traditionally a popular product for Hogmanay (New Year) and Christma:
therefore traditionally affected by seasonal demand. However, shortbread is increasi
product. This has supported growth in the product over recent years.

Products are sold through the Walker's Shortbread Ltd's website and delivered direct
helped the company to expand its customers globally. Its products are also sold in su
and Waitrose, and also online retailers. The products are oft-= " cluded in hampers a
distributed by companies such as corporate gifting <. fix 3 jjér company, Simply The
w
The company is a major employer % 9 fﬂ@a different job roles. Several of them &
production line operators =3 - - = rhe work environment includes strict rules du
workplace, Scas@s 1« wg"‘;ﬁwe’l’féry. There is free transport for staff to its Aberlour ¢
hod a 25% discount on products sold by its Walker's shops, a subsit
Finbership with PureGym, and a Christmas bonus and hamper offerg:

three monthe#
Job roles are also available in key business functions such as marketing, human reso

Apprenticeship opportunities are offered in diverse areas such as engineering and hiy
These opportunities enable employees to gain a qualification alongside their job roles
different apprentices are included on the company website.

Discussion questions

The following questions aim to develop your understanding of some of the key ai\

research topic. You are recommended to carry out research to support your furth

points and make notes that can be referred to when prat oL rfor the exam.
‘.

w
;
)

Explain two benefits of selling proru ¢« ne 1o Walker’s Shortbread Ltd.

Explain the benefits for M~ fF’i;\ hsrtﬁréad Ltd of offering employee develag
such as apprenticady, o - b
Qoo

he @w’oi\"’it‘;bility of Walker’s Shortbread Ltd is affected by its exte
@ ccr's Shortbread Ltd’s branding decisions.

~

Ton

Assess the barriers that may affect Walker’s Shortbread Ltd’s success globally,

(o2 TR U 5 R ~SE # V]
M
<
=
o
W
ol
m

Assess the advantages and disadvantages to Walker’s Shortbread Ltd of rema
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