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Redesigning Candy Bar for Refreshment
It is the joy of every child to have candy every now and then. Candies are a favorite not only to children but also to people from all works of life, young or old. The sensational feeling of eating a candy cannot be substituted by anything in the world. Whether, you like a chocolate, peanuts, caramel, etc. candy, unless you lay your hands on a candy, it would be impossible to get a much or substitute for satisfying the crave for candy. 
Significance of Candies
Candies are a symbol of love, communion, unity, togetherness and accountability. Many gatherings for both adults and children are incomplete without candies. It is these huge significance of such a priceless piece of art that motivates these research on the PC market. While trying to bring back the old days when as kids you would enjoy candy, we embark on a quest to design a candy for the current generation and to fit the context we are living in today. These simple research project is derived from data across different social media platforms, personal experiences, and market research of candy users targeting the major buyers. Our focus being to build a brand that is accepted across board from the children to the elderly without losing the value pf candy and its symbolism in the community. 
Customer Preferences
According to the market study, candies are not only a favorite but also a community symbol. The people come together and enjoy having candies together as a unifying factor. Developing the relationships between different people and focusing on the art behind candy development. The shapes are quiet significant with the heart candy being the most preferred regardless of the flavor or combination. Therefore, candies are a symbol of love among the people. Apart from the shape I personally do like chocolate, peanuts, mint, vanilla, and caramel. But most of these favors are only possible to get each from different candy bars. According to our research, many of the customers prefer more the two favors of candy. Therefore, they would end up buying at least two candy bars to satisfy their desires.
		Research Gap (Design Features/Attributes)
The first gap is customer preference in different flavors’ of candy. In order to bridge these gap, we can develop one candy bar with a combination of at least two flavors’.  The second gap is the shape, with the heart being the leading shape in customer preference for both males and females. The third gap is wrappings colour, design and ease to open and dispose without affecting the environment. The wrapping needs a lot of attention because customers preferred edible wrapping or easily degradable material than the polythene wrapping which was mostly used.
Values Desired By the Target Customer Segment
Our target population was candy consumers, irrespective of age or gender. We focused on flavor and desires for refreshment and significance of candy in the consumers’ life. Therefore, customer preferences are categorized into three aspects, flavor, pricing, and presentation according to the findings of our research. Because customers prefer more than two flavors’ of candy, they buy from the cheapest company and with the best wrapping for the purpose of presentation. 
Conclusion
[bookmark: _GoBack]	Generating a new candy design to meet customer preference in a wide market is a big challenge. Especially when conducting a vast research that encompass the huge population of consumers. However, the valued input from such a research develops a new aspect of the needs and preferences to be considered when expanding the market for the candy bars. In our research, customers need more flavours in one candy are for affordable price and with an environmentally friendly wrapping. 
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