PERCEPTION ABOUT CADBURY BEFORE AND AFTER CONTROVERSY
Curie Christamin R
PGDM Marketing And Human Resource
Loyola Institute Of Business Administration (LIBA) 
Loyola college campus, No:1 sterling road, Nungambakkam, Chennai, Tamil Nadu 600034
------------------------------------------------------------***-------------------------------------------------------------
ABSTRACT
This study explains about how people with different times of age and different gender has perception about Cadbury before and after controversy. The study was conducted between different ages and across all gender. This study examines how customers felt about Cadbury chocolate both before and after a quality-related scandal. The goal of the study is to determine whether the dispute had any effect on how consumers felt about the brand and what they bought. An extensive consumer survey was used to gather data, and statistical techniques were used to analyse the findings. According to the research, the scandal had a considerable negative influence on consumers' opinions of Cadbury, with many voicing worries about the chocolate's safety and quality. Although most consumers continued to purchase Cadbury goods despite their negative impressions, it was discovered that the impact on purchase behaviour was quite minimal. The implications for Cadbury and other companies dealing with such situations are examined, and suggestions for brand management tactics are given. This study offers a thorough examination of the elements that shaped customers' opinions of Cadbury both before and after the crisis. The study takes into account variables including brand loyalty, trust, perceived quality, and safety in connection to how Cadbury is seen. The research shows that while some customers stuck with the brand, others showed mistrust and dissatisfaction with Cadbury's handling of the situation. The study emphasises the need of prompt and clear brand communication during times of crisis. The study clarifies how social media shapes consumers' opinions of brands and highlights the necessity for businesses to actively interact with customers online in order to lessen the effects of bad press. Overall, this study adds to the body of knowledge on brand perception and crisis management by offering insights that might be helpful to academics and practitioners in the business world.

INTRODUCTION
In India chocolate intake become very low withinside the early 90’s however as the last decade superior the intake appreciably increased. The past due 90’s witnessed a very good chocolate marketplace condition. The chocolate marketplace in India is ruled with the aid of using multinational agencies, Cadbury and Nestle. The country wide agencies – Amul and Campco are different applicants on this race. Cadbury holds extra than 70% of the entire proportion of the marketplace. Nestle has emerged with the aid of using conserving nearly 20% of the entire proportion. Apart from chocolate phase, there may be additionally a large confectionery phase that is flooded with the aid of using agencies like Parry’s, Candico and Nutrine. All those are main country wide players. The multinational agencies just like the Cadbury, Nestle and Perfetti are the brand new entrants withinside the sugar confectionery marketplace. (Management paradise) There are numerous others that have a minor proportion in those segments. According to statistics, the chocolate intake in India is extraordinarily low. If consistent with capita intake is considered, it involves best 160gms withinside the city regions. This quantity could be very low as compared to the advanced nations wherein the consistent with capita intake is extra than 8-10kg. Observing this reality it'd now no longer be suitable to don't forget the agricultural regions of India because it may be extraordinarily low. This low intake is because of the perception in the back of eating goodies. Indians devour goodies as indulgence and now no longer as snack food. The fundamental goal populace is the children. India has witnessed a gradual increase price of approximately 10% pa from the 70’s to the 80’s. But because the century superior the marketplace stagnated. This become the time while Cadbury released its product- Dairy Milk as an every time product in preference to an occasional luxury. All the commercials of Dairy Milk paid a complete interest to adults and now no longer children. And this proved to be the fundamental leap forward for Cadbury because it attempted to interrupt the traditional thoughts of the Indians about chocolate.

WORM CONTROVERSY:
On October 2003, only a month earlier than Diwali, the Food and Drug Administration Commissioner acquired lawsuits approximately infestation in bars of Cadbury Dairy Milk, Cadbury India’s flagship emblem with over 70% marketplace share. He ordered an enquiry and went immediately to the media with a announcement. Over the subsequent 3-week period, resultant damaging media insurance touched near a thousand clips in print and a hundred and twenty on TV information channels. The company's reputation and reliability came under intense scrutiny in India, where Cadbury is the national symbol of chocolate. Sales volumes got here down notably withinside the first 10 weeks, which became the pageant season; store stocking and show dropped, worker morale mainly that of the income team – became shaken. The mission became to repair self – belief withinside the key stakeholders (consumers, change and employees, specifically the income team) and construct again credibility for the company emblem via the equal channels (the media) that had wondered it. 
In defense, Cadbury issued an announcement that the infestation became now no longer feasible at the producing degree and terrible garage on the stores became the maximum possibly purpose of the stated case of worms. But the FDA didn’t purchase that. FDA commissioner, Uttam Khobragade informed CNBC-TV18, “It became presumed that worms were given into it on the garage level, however then what approximately the packing – packaging became now no longer proper or airtight, both approaches it’s a production illness with unhygienic situations or incorrect packaging.” 
That became accompanied with the aid of using allegations and counter-allegations among Cadbury and FDA. The warmness of bad exposure melted Cadbury’s income with the aid of using 30 according to cent, at a time while it sees a festive spike of 15 according to cent. 
Following the issue, Cadbury's marketing and advertising were taken off the air for the first time for a month and a half after Diwali. Customers were told to ignore their appetites for chocolate.
LITERATURE REVIEW
1.On August fifth 2003, The Centre for Science and Environment (CSE), an NGO in India issued a press launch stating “12 main bloodless drink manufacturers offered in and round Delhi comprise a deadly cocktail of pesticide residues”. As an aftermath, the Government banned the sale of those gentle liquids in Parliament and directed the State Governments to check the goods inside their regions. Due to this uproar, income of Coca-Cola Products dropped through 30-40% and inventory expenses went down through US$five withinside the New York Stock Exchange. Independent trying out through the Government found out that the pesticide residues had been inside neighborhood requirements however passed the EU protection norms proving the company’s declare wrong. A survey of consumer’s opinion approximately the Government’s choice to ban the gentle liquids found out that maximum of the clients had been snug with the ban and wouldn’t danger their fitness until the organizations made amends.
2. Kurtz and Boone (1984) of their studies paintings entitled “Consumer behavior interpersonal and social influence in rural area” concluded that one‟s own circle of relatives is likewise an interpersonal determinant of client conduct. The affect of family contributors is frequently large in the acquisition selection process. Because of the near persevering with interactions amongst own circle of relatives contributors the own circle of relatives frequently respondents the most powerful supply of organization affect at the individual.
3.Jorin(1987) tested changes in spending energy and shopping for behavior of swiss customers due to the fact that the start of the 20 th century and withinside the greater latest part. Current tendencies consist of extra emphasis on wholesome and protection meals stuffs and much less interest to price, accelerated call for for low calorie mild merchandise and accelerated call for for organically grown foods, for younger people, greater subject with amusement and much less for health, with greater food eaten from domestic and typically an accelerated call for for comfort foods. The potentialities for excessive great branded product are visible to be good.
4.Speece (2004) defined that first-rate decisions had been in large part motivated with the aid of using product traits meditated with the aid of using packaging and those performed an crucial function in statistics of emblem preference. He additionally introduced that if the packaging fabric is excessive, purchasers will don't forget the product to be of excessive first-rate and vice versa. 
5.Zeenat Ismail (2012) have as compared a favored answer among worldwide and local emblem. It turned into designed to discover the shopping for behaviour patterns. It turned into counseled that purchaser would possibly evaluates merchandise primarily based totally on statistics makes use of which had been extrinsic and intrinsic. The outcomes found out that maximum crucial elements that have an effect on purchaser‟s final choice are the price & first-rate of the product. 
6.Hoyer(2012) – According to him, social elements impacting purchaser behaviour stand up as a end result of interactions of angle purchasers with others in diverse degrees and circumstances.
7.Karuna sharma (2021) –  Cadbury row over beef: Was Mondelez’s crisis management strategy convincing enough to win back its consumers' trust

8. Paul Rozin (1991) in his article states that Chocolate is the maximum craved meals amongst females, and is craved by nearly 1/2 of of the girl sample (in each age groups). Although this yearning is associated with a candy yearning, it can't be accounted for as a longing for sweets. About 1/2 of of the girl cravers display a completely properly defined yearning top for chocolate withinside the premenstrual period, starting from some days earlier than the onset of menses and lengthening into the primary few days of menses. There isn't always a good sized relation in chocolate yearning or liking among dad and mom and their children.
9.Jan Wollgast (2000) feels that Cocoa beans are wealthy in polyphenols mainly catechins and proanthocyanins. However, a pointy lower in amount takes place throughout fermentation and drying of cocoa beans and similarly retention has been reported throughout roasting. Characterisation and mainly quantification of polyphenols in chocolate has only been advanced especially recently. This paintings reviews similarly at the literature at the to be had methodology for analysis, quantification, isolation, purification, and shape elucidation of polyphenols in cocoa additives and different commodities. The characterization and quantification of the polyphenol composition is among the primary steps to be executed to examine a putative contribution of chocolate to human health.
10. Haider and Jan (2013) diagnosed elements contributing to emblem loyalty in speedy meals eating places in Pakistan and concluded that higher rated merchandise are the ones which might be capable of excel in taste, quality & price. 
11.Souiden and Pons (2009) performed a have a look at on 573 respondents in 2006 bearing on effect of car remembers on producer’s photograph and determined that voluntary recollect had a significant and high-quality effect on photograph of the producer and contesting the defects had a negative effect on purchaser loyalty and destiny buy decision. Controversies which includes product remembers do have an effect at the photograph of the producer and period in-between buy selections of the consumers.
12. Sharma and Narwal (2006) performed a examine of 187 respondents in Northern Haryana, India to gauge the purchaser mindset in the direction of allegations of insecticides and worm infestation and company’s reaction to the disaster. The survey discovered that purchasers had been able to distinguish among socially accountable and irresponsible conduct of the MNCs and their conduct turned into considerably tormented by the reaction of the corporations in the direction of the disaster. The examine concluded that the disaster perpetually leaves an influence of mistrust withinside the thoughts of the purchasers.

PROBLEM STATEMENT

The present study is the primary of its type in India to decide the belief of the consumers closer to a selected emblem earlier than and after controversy surrounding the product empirically. The research accomplished overseas have now no longer centered on a selected emblem however instead gauged client belief closer to meals merchandise and vehicles product remembers in general. Also this observe is the primary of type in India to observe client belief of a arguable meals product across demographic variables. Cadbury is a family call in India and given its emotional bond with the people, this observe targets to decide the effect of perceived fitness threat on a long time vintage client self belief and believe.
Cadbury has been the staple meals in India and withinside the mild of the latest controversy, it's far pertinent to recognize whether or not the belief of the clients closer to the agency and the product has modified and whether or not there was a alternate withinside the intake sample of clients. It's far critical to decide whether or not there has been a alternate withinside the loyalty of the client base and whether or not client belief is affected through age, gender, marital repute etc. There is a segment of clients who're vocalising their support withinside the shape of movies and jokes and there are a few who experience that is only a exposure stunt through the agency to return back into the limelight. With differing opinion at the controversy, the authors are interested by understanding whether or not a long time of believe may be impaired through allegations of harmful materials withinside the product consumed.
OBJECTIVES

Objectives of the Study The following were the objectives of the study: 
1. To study perception about Cadbury before and after controversy. 
2. To study the impact of age of consumers on perception about Cadbury before and after controversy. 
3. To study the impact of gender on perception about Cadbury before and after controversy. 
4. To study the impact of marital status on perception about Cadbury before and after controversy. 
5. To find the reasons for change in perception of Cadbury post controversy.
RESEARCH HYPOTHESIS
Hypothesis 1:
H0 - Perception about Cadbury is equal before and after controversy. 
H1 - Perception about Cadbury is not equal before and after controversy. 
Hypothesis 2:
H0 - Perception about Cadbury across different age groups is equal before and after controversy.
H1 - Perception about Cadbury across different age groups is not equal before and after controversy.

Hypothesis 3:
H0 - Perception about Cadbury across Gender is equal before and after controversy.
H1 - Perception about Cadbury across Gender is not equal before and after controversy..
 Hypothesis 4:
H0 - Perception about Cadbury across Marital status is equal before and after controversy.
H1 - Perception about Cadbury across Marital status is equal before and after controversy.

RESEARCH METHODOLOGY
Type of Study
 The study is a descriptive study design using survey method. 
Survey studies is a quantitative and qualitative technique with essential characteristics. First, the variables of hobby are measured the usage of self-reports. In essence, survey researchers ask their participants (who're regularly referred to as respondents in survey studies) to record at once on their personal thoughts, feelings, and behaviours. Second, substantial interest is paid to the problem of sampling. In particular, survey researchers have a robust choice for massive random samples due to the fact they offer the maximum correct estimates of what's authentic withinside the population. In fact, survey studies can be the handiest technique in psychology wherein random sampling is automatically used. Beyond those characteristics, nearly some thing is going in survey studies. Surveys may be lengthy or short. They may be performed in person, with the aid of using telephone, via the mail, or over the Internet. They may be approximately balloting intentions, purchaser preferences, social attitudes, health, or some thing else that it's far feasible to invite humans approximately and get hold of significant answers. Although survey facts are regularly analyzed the usage of statistics, there are numerous questions that lend themselves to extra qualitative analysis. Most survey studies is nonexperimental. It is used to explain unmarried variables (e.g., the share of citizens who choose one presidential candidate or another, the superiority of schizophrenia withinside the wellknown population) and additionally to evaluate statistical relationships among variables (e.g., the connection among earnings and health). But surveys also can be experimental. The look at with the aid of using Lerner and her colleagues is a great example. Their use of self-record measures and a massive countrywide pattern identifies their paintings as survey studies. But their manipulation of an unbiased variable (anger vs. fear) to evaluate its impact on a based variable (chance judgments) additionally identifies their paintings as experimental.
Sample 
A sample size of 65 was selected from different demographic groups across age, gender and marital status through self-administered questionnaires. The main demographic targeted were the people who were more conscious & aware about the brand. People who have been consuming choclate were better able to answer the questions regarding the taste,  image, brand & the reasons for their consumption & purchase. 
The current study population was divided into two samples that were found as follows:
Sample 1: (Male)
Sample 2: (Female)
	Gender
	Count of Gender

	Female
	42

	Male
	23




Secondly, population was divided into four samples that were found as follows: 
(i) Sample 1: (18 to 25 Years); 
(ii) Sample 2: (26-35 Years);  
(iii) Sample 3: (36-45 Years); 
(iv) Sample 4: (≥ 46 Years)

	Age
	Count of Age

	18 to 25
	19

	26 to 35
	33

	36 to 45
	9

	46 and above
	4



The marital status of population was divided into two samples that were found as follows: 
(i) Sample 1: (Single); 
(ii)  Sample 2: (Married)

	Marital Status
	Count of Marital Status

	Married
	24

	Single
	41






Data Collection 
The data was collected through self-administered questionnaires. Some questionnaires were distributed to respondents and also posted in social media (WhatsApp, Instagram).
Data Analysis Method 
There were 8 questions in questionnaire for before and after controversy each and each question had 5 options (1 = Very bad, 2 = Bad, 3 = neither, 4 = Good, 5 = Very good). 
Statistical tool used for this research is Paired T test


DATA INTERPRETATION AND ANALYSIS
Perception about Cadbury Pre-Post Controversy
	 
	Before
	After

	Mean
	25.41538462
	33.18462

	Variance
	66.84038462
	115.1216

		Observations



	65
	65

	P(T<=t) two-tail
	4.17071E-17
	



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (4.17071E-17) is less than the standard significance level of 0.05, We reject the null hypothesis.

Perception of Cadbury across Gender: Before and After controversy
a. Paired Samples Statistics (Perception about Cadbury amongst Males before and after controversy)
	male
	Before
	After

	Mean
	23.26086957
	30.73913

	Variance
	95.20158103
	159.2925

	Observations
	23
	23

	Pearson Correlation
	0.901948047
	

	Hypothesized Mean Difference
	0
	

	df
	22
	

	t Stat
	-6.305440728
	

	P(T<=t) one-tail
	1.20183E-06
	

	t Critical one-tail
	1.717144374
	

	P(T<=t) two-tail
	2.40366E-06
	

	t Critical two-tail
	2.073873068
	 


 
For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (2.40366E-06) is less than the standard significance level of 0.05, we can reject the null hypothesis.


b. Paired Samples Statistics (Perception about Cadbury amongst Females before and after controversy)
	female
	Before
	After

	Mean
	26.5952381
	34.52381

	Variance
	49.2224158
	89.036

	Observations
	42
	42

	Pearson Correlation
	0.821926305
	

	Hypothesized Mean Difference
	0
	

	df
	41
	

	t Stat
	-9.471013081
	

	P(T<=t) one-tail
	3.52793E-12
	

	t Critical one-tail
	1.682878002
	

	P(T<=t) two-tail
	7.055857E-12
	

	t Critical two-tail
	2.01954097
	 


 
For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (7.055857E-12) is less than the standard significance level of 0.05, we can reject the null hypothesis.
Perception about Cadbury across Marital Status: Before and After Controversy
a. Perception about Cadbury amongst Singles: before and after controversy
	singles
	Before
	After

	Mean
	25.04878049
	32.2439

	Variance
	70.39756098
	129.439

	Observations
	41
	41

	Pearson Correlation
	0.922269366
	

	Hypothesized Mean Difference
	0
	

	df
	40
	

	t Stat
	-9.451439384
	

	P(T<=t) one-tail
	4.78886E-12
	

	t Critical one-tail
	1.683851013
	

	P(T<=t) two-tail
	9.5777E-12
	

	t Critical two-tail
	2.02107539
	 



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (0.0000000000095777273503916) is less than the standard significance level of 0.05, we can reject the null hypothesis.
b. Perception about Cadbury amongst Married: before and after controversy
	Married
	Before
	After

	Mean
	26.04166667
	34.79167

	Variance
	62.91123188
	90.95471

	Observations
	24
	24

	Pearson Correlation
	0.748472662
	

	Hypothesized Mean Difference
	0
	

	df
	23
	

	t Stat
	-6.724932647
	

	P(T<=t) one-tail
	3.67869E-07
	

	t Critical one-tail
	1.713871528
	

	P(T<=t) two-tail
	7.36E-07
	

	t Critical two-tail
	2.06865761
	 



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (7.36E-07) is less than the standard significance level of 0.05, we can reject the null hypothesis.

Perception about Cadbury across Age: Before and After Controversy
a. Perception about Cadbury amongst 18 to 25 age group: before and after controversy
	Age 18 to 25
	Before
	After

	Mean
	26.47368421
	33.31579

	Variance
	54.92982456
	95.45029

	Observations
	19
	19

	Pearson Correlation
	0.857902418
	

	Hypothesized Mean Difference
	0
	

	df
	18
	

	t Stat
	-5.833253435
	

	P(T<=t) one-tail
	7.94291E-06
	

	t Critical one-tail
	1.734063607
	

	P(T<=t) two-tail
	1.58858E-05
	

	t Critical two-tail
	2.10092204
	 



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (0.000015885815517934) is less than the standard significance level of 0.05, we can reject the null hypothesis.
b. Perception about Cadbury amongst 26 to 35 age group: before and after controversy
	26 to 35
	Before
	After

	Mean
	25.75757576
	34

	Variance
	68.43939394
	124.125

	Observations
	33
	33

	Pearson Correlation
	0.892725977
	

	Hypothesized Mean Difference
	0
	

	df
	32
	

	t Stat
	-8.947840438
	

	P(T<=t) one-tail
	1.59932E-10
	

	t Critical one-tail
	1.693888748
	

	P(T<=t) two-tail
	3.19865E-10
	

	t Critical two-tail
	2.036933343
	 



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (3.19865E-10) is less than the standard significance level of 0.05, we can reject the null hypothesis.
c. Perception about Cadbury amongst 36 to 45 age group: before and after controversy
	Age 36 to 45
	Before
	After

	Mean
	24.11111111
	33

	Variance
	67.11111111
	87.5

	Observations
	9
	9

	Pearson Correlation
	0.644326313
	

	Hypothesized Mean Difference
	0
	

	df
	8
	

	t Stat
	-3.567910464
	

	P(T<=t) one-tail
	0.003657952
	

	t Critical one-tail
	1.859548038
	

	P(T<=t) two-tail
	0.007315905
	

	t Critical two-tail
	2.306004135
	 



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (0.007315) is less than the standard significance level of 0.05, we can reject the null hypothesis.

c. Perception about Cadbury amongst 46 and above age group: before and after controversy
	Age 46 and above
	Before
	After

	Mean
	20.5
	26.25

	Variance
	141.6666667
	254.25

	Observations
	4
	4

	Pearson Correlation
	0.993223613
	

	Hypothesized Mean Difference
	0
	

	df
	3
	

	t Stat
	-2.644085745
	

	P(T<=t) one-tail
	0.03869229
	

	t Critical one-tail
	2.353363435
	

	P(T<=t) two-tail
	0.07738458
	

	t Critical two-tail
	3.182446305
	 



For our results, we’ll use P(T<=t) two-tail, which is the p-value for the two-tailed form of the t-test. Because our p-value (0.077384580128) is greater than the standard significance level of 0.05, so we can tell that the result is insignificant. 

LIMITATIONS AND RECOMMENDATIONS
There are several limitations that can be solved during future research.
· The sample size is small and the study is restricted to Tamil Nadu residents only. The participant sample size should be broadened in future studies, based on findings from the current analysis. By collecting opinions from several regions of the World rather than just one place, the research can be expanded. Furthermore, the consumer perception and the buying behaviour can be analysed once again when the product is relaunched. 
· The limitation of this study is the number of samples collected, which is 65 responses under various categories of age, gender and martial status which may not be enough to generalize the consumer perception towards the findings. The significance of this study is to provide an insight into the similarities and differences in consumer perception between the categories of age, gender and martial status. The findings of this study can assist the business in developing its marketing plans to draw in more customers and strengthen its financial position. The number of samples can be further increased by increasing the categories considered for analysis. In means of age instead of starting from 18, this starting age can be reduced by few numbers. Also in means of gender, transgender category inclusion can provide a detailed perception. 
· The research can be conducted utilising a mixed – methods approach that includes even interviews with various common people. The responses of the interviews will be much better than individual’s opinions through forms. Interviews can add a new perspective, and the researcher may gather more data and insights into the thoughts and experience of an individual. The combined responses from various mixed methods can provide a better analysis.
· The analysis was done only based on the consumer’s opinions. The opinions of other categories of people such as shopkeepers, companies, manufacturers can also be taken into account. This can provide us with a better analysis output.
· This study is purely based on the primary data collected. Customer sentiments were communicated to manufacturers as suggestions for making things better.
· Other survey tools relevant to the worm controversy among the common people can be used in future study, and the results obtained would be comparable or different.
There are several recommendations for further future analysis,
· Cadbury is not new to a crisis, it had faced several before. As the immediate threat was eliminated, however, they stopped mentioning hygiene in their general advertising. Brand conversations that touch upon safety and hygiene must be a standard one and not as crisis response, especially for a brand consumed by all range if age people including children.
· As the majority of the Cadbury consumers lie between 18 to 25 years, it is advisable to add more product variations. Many flavours, different shaped chocolates can be introduced. All the varieties should be made available in all the areas. During which, quality should not be compromised.
· Even though Cadbury rules the industry, it still has competition from its competitors and should plan proper marketing strategies. The brand should give more assurance to the customers regarding the safety of the chocolates.
· As the strength of brand association influence more on customer satisfaction, it is recommended for Cadbury to offer more product packages at affordable and economical prices. 
CONCLUSION
From the collected we came to a conclusion for The overall Perception about the Cadbury pre post controversy is we reject the null hypothesis. We conclude that the overall perception about the Cadbury is not equal on pre post controversy. Same way according to the gender, for male we reject the null hypothesis. We conclude that most of the male have different perception about the cadbury pre post controversy. For Female we reject the null hypothesis. We conclude that most of the Female have different perception about the cadbury pre post controversy. The study done for married people and single individuals. We conclude that most of the singles have different perception about the cadbury pre post controversy. For married individuals we reject the null hypothesis. We conclude that most of the Female have different perception about the cadbury pre post controversy. The study done for different age groups. The age groups were divided into 4 different sets. First age group is 18 to 25 years old individuals. For this, came to a conclusion for the inputs. Since the p value is less than the significance level we reject the null hypothesis. So we conclude that there is different perception about the Cadbury pre post controversy. second age group is 26 to 35 years old individuals. For this, came to a conclusion for the inputs. Since the p value is less than the significance level we reject the null hypothesis. So we conclude that there is different perception about the Cadbury pre post controversy. third age group is 36 to 45 years old individuals. For this, came to a conclusion for the inputs. Since the p value is less than the significance level we reject the null hypothesis. So we conclude that there is different perception about the Cadbury pre post controversy. Last age group is 46  years old and above individuals. For this, came to a conclusion for the inputs. Since the p value is greater than the significance level .So we conclude that there is same perception about the Cadbury pre post controversy because the aged individuals they don’t prefer chocolates much. 
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Gender




Total	
Female	Male	42	23	


Age




Total	
18 to 25	26 to 35	36 to 45	46 and above	19	33	9	4	


Marital Status




Total	
Married	Single	24	41	
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