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Company Orientation 
 
 M&M Candies is a division of Mars Inc. The mission of Mars Inc. (2011) 

is to place a strong emphasis on quality, social responsibility inside and 

outside of the workplace, mutual benefits for all of its stakeholders, 

operational efficiency, and freedom for the corporation as well as its 

stakeholders. These five principles have been enforced since the founding of 

Mars Inc. (2011) and have successfully guided the corporation and its 

employees for the last 100 years. Thus far, this privately held firm has 

experienced positive outcomes as a result of its mission, its adherence to 

these principles, and its commitment to all of its stakeholders.  M&M Candies 

has been a division of Mars Inc. (2011) since 1941. Today, these candies 

and its services are considered to be one the most popular, recognizable, 

and purchased chocolate candies within the world (Mars Inc., 2011). There 

are two business segments contained within the M&M Candies division: 

M&M’s and My M&M’s.  

 Because Mars Inc. is a privately held corporation; it rarely releases 

financial data to the public for each division. However, it is estimated that 

that the annual net sales of the corporation is over $30 billion (Mars Inc., 

2011). These annual nets sales include six different segments of the 

corporation: Petcare, Chocolate, Wrigley, Food, Drinks, and Symbioscience 

(Mars Inc., 2011).  
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Social Responsibilities 
 
 As mentioned, one of the key principles of Mars Inc. (2011) is social 

responsibility. In addition to being responsible for the well-being of 

employees, customers, the environment, and the community on a daily 

basis, Mars Inc. (2011) currently has four separate social responsibility 

initiatives in place. The first social responsibility initiative is the Mars 

Ambassador Program (Mars Inc., 2011). The second social responsibility 

initiative currently in place is Unraveling the Cocoa Genome (Mars Inc., 

2011). Finding homes for pets through the Pedigree Adoption Program is the 

third social responsibility initiative of the corporation (Mars Inc., 2011). The 

final social responsibility initiative of Mars Inc. (2011) is the Wrigley’s Long 

Standing Commitment to Research Program.  

Corporate Objectives & Strategies  
 
 One of the primary corporate objectives of Mars Inc. and M&M Candies 

is to continue to experience revenue and sales growth on a global scale. It 

can be argued that the corporation has been successful in achieving this 

objective. Despite recessions in the global economy, the corporation and 

M&M candies experienced a revenue growth of 7.10% on a global basis 

(Yahoo Finance, 2011). Another corporate objective of Mars Inc. and M&M 

Candies is to continue to experience product growth and brand recognition 

on a global basis (The Irish Times, 2000). A final corporate objective of Mars 
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Inc. and M&Ms Candies is to experience growth and the area of global 

leadership in order to dominate the market, become a role model for 

environmental and social responsibility, and promote health and nutrition of 

humans and animals (Mars Inc., 2011).  

 The M&M Candies division of Mars Inc. is and has been aligned with 

hundreds of business partners in the last 70 years. However, some key 

business partners in the recent past include Harry Potter, the NFL, the NBA, 

the MLB, and Disney (Mars Inc., 2011; The Irish Times, 2000). Universal 

Pictures, NASCAR, and other divisions of Mars Inc. (2011) are also key 

business partners of M&M Candies. Finally, M&M Candies partners with 

various apparel and gift companies, retail outlets, entertainment venues, 

and movie theatres for the sales and distribution of its products and 

services.  

Corporate Audit 
 
 After conducting the corporate audit for Mars Inc. and M&M Candies, 

several strengths and weaknesses have been identified. Strengths of Mars 

Inc. and M&M Candies that have been identified are its diverse product lines 

and services, brand recognition and portfolio, being the market leader in the 

global candy industry, and its strong global presence (Datamonitor, 2010). 

Only a couple weaknesses have been identified when conducting the 

corporate audit on Mars Inc. and M&M Candies. Ironically, these weaknesses 
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are directly associated with the corporation being a privately held firm. As a 

result of its ownership status, Mars Inc. and M&M Candies often struggle 

when funding its corporate growth and raising capital (Datamonitor, 2010).  

Environmental Audit 
 
 After conducting the environmental audit on Mars Inc. and M&M 

Candies, several opportunities and threats have been identified. 

Opportunities for Mars Inc. and M&M Candies that have been identified 

include the acquisition of the Wrigley division, the potential acquisitions of 

other division and corporations, expansion into the Indian market, and 

positive market outlooks for the global chocolate and confectionary 

industries in 2012 and beyond (Datamonitor, 2010). Despite these 

opportunities, there are still some threats that have the potential to 

comprise the profitability and objectives established by Mars Inc. and M&M 

Candies. These threats include a growing amount of private label 

competitors within the global market, product recalls experienced in the 

corporation and in the industry, changes in consumer preferences, and 

advocacy against the fake dies and preservatives used in its products 

(Datamonitor, 2010).  
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Competition Analysis & Target Market 
 

Indirect and Direct Competition 
 
 M&M Candies experience competition from indirect and direct sources. 

Indirect sources of competition for the division of Mars Inc. consist of other 

brands under the Mars Inc. umbrella, healthy snacks like nuts and fruit, 

chips and popcorn, and low-sugar/low-carb diet programs. Direct sources of 

competition for M&M Candies consists of Hershey’s, Ferrara Pan Candy 

Company, and Barry Callebaut (Hoovers, 2011).  

Target Market  
 
 M&M Candies is unique in the fact that it appeals to many different 

generations of consumers. However, the primary target market of M&M 

Candies is middle-class and lower-class families. The secondary target 

market for M&M Candies is businesses and consumers looking for interesting 

gifts for seasonable events and special occasions. This target market mostly 

applies to the division’s MY M&M’s products and services. Recently, M&M 

Candies has also begun to target older adults and the Baby Boomer 

generation within the middle-class with its release of its dark chocolate 

products (PR Newswire, 2011).  
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Demographic and Psychographic Variables 
 
 The primary demographic of M&M Candies is adults between the ages 

of 18-34. The secondary demographic of M&M Candies is adults between the 

ages of 24-54. Although children are the primary consumer of its products, it 

is the adults that are more likely to purchase the products for their children. 

There are several psychographic variables that influence consumption of 

M&M Candies products and services. These psychographic variables include 

income level and family size and status. Simply, individuals in the middle-

class and lower-class will more likely consume and purchase traditional M&M 

products. It is also more likely for individuals with children or families to 

purchase and consume larger quantities of traditional M&M products. Several 

psychographic variables influence the consumption and use of My M&M 

products and services. These include seasonable and special events, 

preferences of sports teams, and income level.   

Consumer Behavior 
 
 Despite the global economic conditions, consumer behavior in the 

chocolate and confection industries has experienced positive trends 

(Datamonitor, 2010). These trends are likely to in the near future. However, 

some changes have been experienced in terms of consumer chocolate 

preferences (PR Newswire, 2011). More and more adults are beginning to 

prefer dark chocolate to milk chocolate products because of its nutritional 

value (PR Newswire, 2011). This is a trend that M&M Candies has already 
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addressed. A final trend is being inexperienced in terms of consumer 

behavior and consumer preferences. More and more advocates have begun 

speaking out against the artificial dyes and preservatives that are contained 

in M&M products. As a result of these advocacy efforts, consumers have 

begun to demand products that do not contain artificial dyes and 

preservatives for the health and safety of themselves as well as their 

children (Datamonitor, 2010). This is a trend or change in consumer 

behavior that M&M Candies is yet to address.   

Technology, Government, and Economy   
 
 Technology plays a critical role in the marketing efforts of M&M 

Candies. In order to utilize technology in its favor, the division of Mars Inc. 

has begun to advertise and market its products through social networking 

sites like Facebook, have created distinctive websites filled with games and 

resources, and partner with business that allow for its products to be 

customized by color and message (Sutton & Klein, 2003). Thus far, the U.S. 

government and world government has created few barriers for the 

manufacturing, distribution, and marketing of M&M products and services. 

As mentioned, the global economy has also created few barriers for M&M 

Candies and its competitors.  
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Marketing Objectives 
 
 There are two marketing objectives that M&M Candies currently 

possesses and seeks to achieve within the future. One marketing objective 

of this division of Mars Inc. is to add more value to its My M&M’s products to 

offset the 10 times mark-up that is experienced by the consumer (Stone & 

Jacobs, 2008). In achieving this marketing objective, M&M Candies will be 

able to expand the target market of this product and service to more middle-

class and lower-class consumers. If achieved they will increase their product 

base and target market by 100 percent or more.  

A second marketing objective of M&M Candies is to increase its global 

brand recognition in newer markets to reach the same levels that are 

experienced in the United States and more mature markets (The Irish 

Times, 2000). One strategy that is utilized by M&M Candies to achieve this 

objective is to local products; localize marketing and advertising efforts, and 

building and developing the M&M Brand Characters (The Irish Times, 2000). 

In turn, this will increase the global market share of M&M Candies products 

and services substantially. Indirectly, this objective will allow M&M Candies 

as well as Mars Inc. to reach its corporate objectives of experiencing 

revenue and sales growth on a global basis, experience product growth and 

brand recognition on a global basis, and become the global leader in a 

variety of different areas (The Irish Times, 2000).  
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Marketing Strategies 
 
 There are several marketing strategies that M&M Candies utilized to 

achieve its objective and experience success. As mentioned, one strategy 

that is currently used in foreign markets is to ensure M&M Candies products, 

marketing and advertising efforts, and M&M Brand Characters are localized 

(The Irish Times, 2000). A second strategy that is commonly utilized in new 

and existing markets is to think iteratively, not linearly in its product 

development, packaging, promotional efforts and marketing efforts 

(Scanlon, 2009). This can be achieved with focus groups, internal and 

external company questioners, target markets, and employee input and 

opinion (Scanlon, 2009). Some additional marketing and advertising 

strategies that are commonly utilized by Mars Inc. and M&M Candies include 

consumer interaction in the development and sales process, consumer 

interaction in the marketing and advertising process, creativity, and 

innovation (Sutton & Klein, 2003). Utilizing different media in conjunction 

with each other such as television advertising, viral marketing, banner 

advertising, product placement, and print advertising are additional 

marketing strategies that have been implemented by M&M Candies in new 

and existing markets. For the most part, M&M implements much the same 

type of marketing strategies in new markets versus existing markets. 

However, there are some additional strategies that they only implement in 

new markets. These overall strategies are featured below: 
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 Products: New Products: Existing 

Market: New Market Development 

Diversification 

Market Development 

Diversification 

Market: Existing Product Development Market Penetration 

 

Marketing Mix 
 
 Currently, M&M Candies offers consumers different varieties, colors, 

and sizes of its products. The division of Mars Inc. also offers consumers 

with the ability to create its own products, a line of apparel merchandise, a 

line of gifts and keepsakes, and a line of stuffed spokes-candy dolls. The 

price of M&M Candies ranges from $2-$3 per bag for smaller quantities, $9-

$10 a bag for larger quantities, and $30 a pound for customized quantities. 

M&M Candies are sold at the retail level. What this means is that through a 

distributor, M&M’s are available at almost every retail establishment, 

entertainment venue, and theater venue in the world. They are sometimes 

often available to consumers through school and community-based 

fundraising programs. AS mentioned, M&M Candies utilized different types of 

advertising mediums in order to promote its brand. In addition to social 

networking, these mediums consist of work-of-mouth, Internet, television, 

and print advertising (Sutton & Klein, 2003).  
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Summary Position 
 
 After conducting the marketing analysis on Mars Inc. and M&M 

Candies, it is obvious why they continue to be the world market leader in the 

chocolate and confection industry. As demonstrated by the corporate and 

environmental audit, this firm and this division are faced with few threats 

and weaknesses. However, several strengths and opportunities have been 

identified. It also appears that they corporation as a whole has selected the 

appropriate strategy by adhering to its five key principles: quality, 

responsibility, mutuality, efficiency, and freedom (Mars Inc., 2011). There 

are only two recommendations that would be suggested to Mars Inc. and 

M&M Candies at this time. The first would be to explore the costs and 

benefits associated with becoming a publically held firm. The second 

recommendation would be to explore ways to address changes in consumer 

behavior associated with the dyes and preservatives that are used in their 

products.   
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