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Our vision is to be

Our Vision into Action (VIA) plan embodies all aspects of our 
strategy which we believe will deliver on this aspiration and our 
governing objective of delivering superior shareowner returns.

At the heart of our plan is the performance scorecard –  
the financial targets we have set ourselves – reinforced by  
our priorities, sustainability commitments and culture.  
Together they focus the efforts of the 45,000 people who 
work in Cadbury.

Our growth priority is represented by the mantra – ‘Fewer, 
Faster, Bigger, Better’. We focus on a number of advantaged 
global and regional brands, invest in getting our new product 
developments into more markets faster, use joined up 
commercial and marketing programmes to have a bigger 
impact and underpin the whole plan by executing our  
initiatives better.

Our efficiency priority recognises that it is not enough to grow; 
we must also be more profitable. We maintain a relentless 
focus on cost and efficiency by reducing central functions and 
costs; consolidating our businesses and reconfiguring our 

confectionery company in the world

manufacturing and distribution. Our VIA will help increase  
our margins to mid-teens by 2011 with the aim of delivering 
mid-term margins by 2011.

Our capability priority ensures we continue to invest in the  
right organisation and skills to win. We have simplified and 
strengthened our organisation to a pure-play confectionery 
business. We manage our commercial strategies on a global 
basis through our three categories of chocolate, gum and  
candy and strong functional leadership. 

Our VIA is underpinned by our sustainability commitments 
which improve both our long-term business performance and 
our impact on the wider world.

This combination of performance and values characterises our 
company culture. As we work to achieve our vision, our core 
purpose of creating brands people love continues, as it has for 
almost 200 years.

	 Vision Be the world’s BIGGEST and BEST confectionery company

�	 Governing  
	 objective

To deliver superior shareowner returns

�	 Performance 
	 scorecard

	 Priorities

�	 Sustainability 
	 commitments

	 Culture Performance driven, Values led

	 Purpose Creating brands people love

1. �Growth: fewer, faster, 
bigger, better

2. �Efficiency: relentless focus  
on cost & efficiency

3. �Capabilities: ensure 
world-class quality

 
Organic  
revenue growth 
of 4%–6% pa

Total 
confectionery 
share gain

Mid-teens 
trading margins 
by end 2011

Strong dividend 
growth

Efficient 
balance sheet

Growth  
in ROIC

 
Promote 
responsible 
consumption

Ensure ethical 
& sustainable 
sourcing

Prioritise 
quality & safety

Reduce carbon, 
water use & 
packaging

Nurture & 
reward 
colleagues

Invest in 
communities
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