Filed by Kraft Foods Inc.
Pursuant to Rule 425
Under the Securities Act of 1933

Subject Company: Cadbury plc
Commission File No.: 333-06444

The following communications are available at www.transactioninfo.com/kraftfoods and/or www.kraftfoodscompany.com and/or were otherwise disseminated by
Kraft Foods.

FORWARD-LOOKING STATEMENTS

These communications contain forward-looking statements regarding Kraft Foods’ possible offer to combine with Cadbury plc. Such statements include
statements about the benefits of the proposed combination, expected future earnings, revenues and cost savings and other such items, based on Kraft Foods’
plans, estimates and projections. These forward-looking statements involve risks and uncertainties that could cause actual results to differ materially from those
predicted in any such forward-looking statements. Such factors include, but are not limited to, the possibility that the possible offer will not be pursued and the
risk factors set forth in Kraft Foods’ filings with the U.S. Securities and Exchange Commission (“SEC”), including Kraft Foods’ most recently filed Annual
Report on Form 10-K and subsequent reports on Forms 10-Q and 8-K. Kraft Foods disclaims and does not undertake any obligation to update or revise any
forward-looking statement in these communications except as required by applicable law or regulation.

ADDITIONAL U.S.-RELATED INFORMATION

Each of these communications is provided for informational purposes only and is neither an offer to purchase nor a solicitation of an offer to sell shares of
Cadbury plc or Kraft Foods. Subject to future developments, Kraft Foods may file a registration statement and/or tender offer documents with the SEC in
connection with the proposed combination. Cadbury plc shareholders should read those filings, and any other filings made by Kraft Foods with the SEC in
connection with the proposed combination, as they will contain important information. Those documents, if and when filed, as well as Kraft Foods’ other
public filings with the SEC may be obtained without charge at the SEC’s website at www.sec.gov and at Kraft Foods’ website at www.kraftfoodscompany.com.
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KRAFT FOODS EXTENDS PRESENTATION AT BARCLAYS CAPITAL
BACK-TO-SCHOOL CONSUMER CONFERENCE

Webcast to Begin 15 Minutes Earlier than Previously Announced

NORTHFIELD, Ill. — Sept. 8, 2009 — Kraft Foods Inc. (NYSE: KFT) announced that the live audio webcast of its presentation at the Barclays Capital
Back-to-School Consumer Conference on Wednesday, Sept. 9, 2009, now will begin at 7:15 a.m. EDT.

The webcast will be available in the investor center section of Kraft Foods’ corporate web site kraftfoodscompany.com and will be archived at
kraftfoodscompany.com.

Kraft Foods (kraftfoodscompany.com) makes today delicious in 150 countries around the globe. Our 100,000 employees work tirelessly to make delicious
foods consumers can feel good about. From American brand icons like Kraft cheeses, dinners and dressings, Maxwell House coffees and Oscar Mayer meats, to
global powerhouse brands like Oreo and LU biscuits, Philadelphia cream cheeses, Jacobs and Carte Noire coffees, Tang powdered beverages and Milka, Céte
d’Or, Lacta and Toblerone chocolates, our brands deliver millions of smiles every day. Kraft Foods (NYSE: KFT) is the world’s second largest food company
with annual revenues of $42 billion. The company is a member of the Dow Jones Industrial Average, Standard & Poor’s 500, the Dow Jones Sustainability Index
and the Ethibel Sustainability Index.
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We are the world’s second largest food company with annual revenues of $42 billion

« Millions of times a day, in about 150 counfries, consumers reach for their favorite Kraft Foods brands.
And, in the LS., our products are present in maore than 99 percent of househalds.

« We proudly market nine brands with revenues exceeding 51 billion, including: Kraff, Jacobs, LU, Maxwell House,
Milka, Nabisco and its Oreo brand, Philadeiphta, and Oscar Mayer. More than 50 additicnal brands have
reveniues greater than 5100 millian, More than 40 of our brands are at least 100 years ald.

+ More than B0 percent of our revenues come from products that hold the Mo, 1 share position in their respective
categories. And, more than 50 percent of cur revenue is driven by categories where our market share is twice
the size of the nearest competitor.

« Cur 98,000 employees work tirelessly to make delicious foods consumers can feel good about. We make our
products at 168 manufacturing and processing facilifies worldwide.

* We make a delicious difference by fighting hunger and supporting healthy lifestdes. Since 1997, we have
provided more than 1 billion servings of food.

+ Our company is a member of the Dow Jones Industrial Average, Standard & Poor's 500, the Dow Jones
Sustainability Index and Ethibel Sustainability Index. To learn mode about the company's sustainability
initiatives, visit http://krafHfoodscompany.com/About/sustainability,
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We are the world’s second largest food company with annual revenues of $42 billion

Millions of times a day, in about 150 countries, consumers reach for their favorite Kraft Foods brands. And, in the U.S., our products are present in more than 99
percent of households.

We proudly market nine brands with revenues exceeding $1 billion, including: Kraft, Jacobs, LU, Maxwell House, Milka, Nabisco and its Oreo brand,
Philadelphia, and Oscar Mayer. More than 50 additional brands have revenues greater than $100 million. More than 40 of our brands are at least 100 years old.
More than 80 percent of our revenues come from products that hold the No. 1 share position in their respective categories. And, more than 50 percent of our
revenue is driven by categories where our market share is twice the size of the nearest competitor.

Our 98,000 employees work tirelessly to make delicious foods consumers can feel good about. We make our products at 168 manufacturing and processing
facilities worldwide.

We make a delicious difference by fighting hunger and supporting healthy lifestyles. Since 1997, we have provided more than 1 billion servings of food.

Our company is a member of the Dow Jones Industrial Average, Standard & Poor’s 500, the Dow Jones Sustainability Index and Ethibel Sustainability Index. To
learn more about the company’s sustainability initiatives, visit http://kraftfoodscompany.com/About/sustainability.

DIGIORNO A.1. PLANTERS TOMBSTONE PIZZA Stove Top TASSIMO Cracker Barrel CAPRISUN

Freia JELL-O JACOBS NABISCO Lunchables LACTA KRAFT Velveeta TOBLERONE

Macaroni & Cheese Wheat Thins Oscar Mayer KRAFT TIGER Milka KRAFT Singles CLUB SOCIAL

Cote d’Or Since 1883 Maxwell House LU TANG Kraft PHILADELPIA CARTE NOIRE Kool-Aid california PIZZA KITCHEN

Back to NATURE Miracle Whip RITZ OREO Triscuit Chips Ahoy! CRYSTAL Light GREY POUPON

Top Institutional Holders*

(Shares in Millions)

Name Shares % of KFT

Berkshire Hathaway, Inc. 138.3 9.4%

State Street Global Advisors 77.0 5.2%

Barclays Global Investors NA 56.8 3.9%

Vanguard Group, Inc. 47.1 3.2%

Capital World Investors 46.4 3.2%



Trian Fund Management L.P. 34.4 2.3%

Morgan Stanley & Co., Inc. 27.9 1.9%

Barrow, Hanley, Mewhinney & Strauss, Inc. 24.9 1.7%
Bank of New York Mellon 20.9 1.4%

Fidelity Management & Research 17.9 1.2%

*As of December 31, 2008 per 13F filings
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‘We understand that actions speak louder than werds, so at Kraft Foods:

* We inspire trust. * We tell it like it is.
* We act like cwners. * We lead from the head and the heart.
= We keep it simpla. * We discuss. We decide. We deliver.

+ We are open and inclusive.

KFT
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Financial Trends
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Financial Highlights Consolidated Results

Selected Financial Data - Three Year Review [in millions of dollars, except per share and employee data)
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Building a Better, More Sustainable World

The earth is changing and the planet we share is getting
warmer. Sea levels are rising. Weather patterns are shifting.
Experts say that our natural resources are being depleted
faster than they can be replenished. And clean water and
fertile, arable land are bacoming scarce.

Change is necessary

As a food company, we rely on the ability of the earth to
produce the raw materials we use every day to make our
products. So, cenducting our business in a way that helps
drive necessary change and also respects the intersection
of ervironrmental, social and economic responsibility makes
good business sense. Custormers want to do business with
partners who support sustainability. Consurmers want to buy
products from companies that "get it” And employess want
to work for companias that respect and presarve the world
around them.

And for so many ofher reasens, it's simply the right thing o do.

We're rnaking sustainability an ingredient in our recipe for
success. It's an important part of our business strategies and
a visible part of our actions. We want to meet the needs of the
present while being mindful of the future.

But we can't do everything. So, we're centering our efforts on
what matters most to our business and where we can have

a meaningful impact, We look at our business through a
sustainability lens. This creates the perspective to drive lasting
change through ideas that will help us grow our business and
reduce costs, while protecting the enviromment and society.

To keep us on track, we've set some aggressive goals
W will:

» Reduce manufacturing plant energy use by 25 parcent

* Reduce manufacturing plant energy-related carbon
dicxide emissions by 25 percent

* Reduce manufacturing plant water consumption by
15 percent

+ Reduce manufacturing plant waste by 15 percent

+ Eliminate 150 million pounds (68 million kilograms)
of packaging material

‘Wea're also advancing sustainable sourcing of agricultural
commaditios, like coffee and cocoa, And we're transporting
our products and raw materials more efficienthy.

Ultimately, we're looking fo rmake a lasting difference—

a delicious difference—as we all work together to build
a better world.

Daw Jones
( Sustainability Indexes
Mg rin
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Making a Delicious Difference in Our Communities

Hunger and malnutrition are the greatest threats to health
and well-being around the world. Mearly one of every six
people doesn't get encugh to eat, W know that eating well
fuels our bodies and brains. Without adequate nourishment,
children's ability to learn and adults' ability to function at their
best are compromised, The domine effect? Whale sociefies
don't realize their potential_

As the world's second-largest food company, we're committed
ta helping change that reality by fighting hunger and
promoting healthy lifestydes. In fact, we've been focused on
being part of the sclution for more than 25 years.

Fighting hunger

Teaming up with leaders in the battle against hunger, we
helped pioneer the delivery of nutritious foads—including
fresh fruits, vegetables and protein—to people in need. Just
who are "people in need™? Typically, they are hard-warking
farmiligs wha, after paying rent and utilities, are unable to afford
high=quality, vitamin-rich foods. They often live in “food deserts”
with na lecal grocery, They den't skip just one meal, but offen
several meals over many days. Since 1997, we've donated more
than one billion servings of food to assist them.

But the need is so great, we pledged an additional $180 million
over the next three years 1o get more food—and better nutriticn
tools and information=to children and families.

+ Our grant to Feeding America funds an innowvative Mobile
Pantry program. These food pantries on wheels bring fresh
produce and other nutritious products into communities
where access to food is challenging. In three-years' timae,
they'll deliver 50 million meals,

= Thraugh our partrership with Save the Children, we're
helping Filipine and Indonesian families suffering from
malnutrition. Through community-based meal distribution
and nutrition education, families will receive immediate
hunger relief. We're proud to acknowledge this is the largest
cammunity donation ever made in Southeast Asia.

Promaoting healthy lifestyles

Being healthy is more than what you eat=it’s also what you da.
We're helping children and their farilies make informed food
choices while encouraging physical activity. For example, since
2004, our Health 4 Schools curriculum has been adapted by
mare than 100 schools in the UK. and Russia. The program
encourages kids to eat breakfast, while teaching them how fo
grow food and prepare easy, healthy meals. Equally important,
kids stay active through sports and play.

Lending a hand when disaster strikes

We pride ourselves on being the neighbor to rely upon—
whether it's wildfires ripping through Ausfralia, devastating
earthgquakes in Italy or huricanes in the LS, In Morth Dakaota,
for example, we provided swift support in the form of cash
and preduct donations after severs flooding. Ard our employees
get involved, too, by contributing to disaster relief funds and
volunteering their time to help make things right again,

Employee volunteers are the difference

There is a strong spirit of giving among our employees.
Thousands of us across our company volunteer fo make a
delicious difference. Throughout the year, employees lend
their fime and talent to those in need. We serve food fo needy
families. We teach kids the basics of good nutrition. We even
travel as United Nations wolunteers to share our expertise in
food safety and rmanufacturing with local farmers and food
producers in countries around the world.
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Diversity, a Continuous Commitment

W are open and inclusive. It's a simple concept. We've taken
it to heart by making it part of cur values in action that guide
our behavior.

It's eritical to creating a delicious work experience for our
employees and business partners. And it's the foundation
of our strategy to build a high-performing culture.

Being open and inclusive means many things to us. Clearly,
it's about dversity of gender and race. That's important. But
it"s miuch more. It's also about embracing new ideas and
different paints of view.

As a global business, reflecting the face of our consumers in
our employees—and especially in our leaders—also is eritical 1o
our success. Different perspectives enable us to see first-hand
hiow we can better meet consumaer needs with innovative and
delicious focds.

It's how we do business

Open and inclushae is woven inte how we do business every
day—from training and development to accountability in
leadership objectives:

* We require diversity and inclusion training for every
employvee at key career stages 1o sustain a culture that
welcomes and values individual differences.

+ Our 10 diversity-focused employee councils align thair
objectives with the company’s business strategies fo
enhance their impact.

= We develop strategic relationships with key external
organizations to connect with a broad range of consumers
and attract diverse talent to bring a wider spectrurn of
perspectives to cur business.

+ We link the diversity goals of each business unit and
function directly to executive compensation to strengthen
accountability,

It's nice to be noticed

We're proud that Kraft Foods is recognized as a leader

in advancing diversity and fostering an inclusive culture,

For examnple, Diversityinc honored us as one of its Top 25
companies for “Best Diversity Practices.” Working Mother
ragazing has named us one of its 100 Best Companies
for sevaral years running. And LATINA Style magazine calls
us one of the Top 50 Best Employers for Latinas,

Those accolades are nice, but the real reward is knowing that
by creating a culture that's ocpen and inclusive, we're driving
business success—for our consurmers, our shareholders, our
business partners and our people.
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A family dinner. A special celebration.
A guick bite on the go. A moment of calm.
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Nourishing

Good foo ¢
Isn't that what it's all about?

Sure food is fuel for our bodies, but it also nourishes our souls.
bring you healthier,
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We also reach out to help those in need around the world.

Tha hungry, The under-nourished, Those devastated by natural
disasters. We are dedicated fo bringing the security of a nutriticus
maal to millions of children and f ound the world, Deliciows is
the comfort of a full tummy and the ction that your fam ed.
And for us, delicious definitely is being able to make a difference.




sustainable

Imagine a delicious world. For everyone. Forever.

To make that world real, wa're partnering with farmers who grow
the ingrediants that become our foods. Wa want fo make sure thay
can garn a living while building their communities and protecting
our sarth. We're doing our part too, by reducing our water and
energy use, and by shrinking our waste and harmful emissions.

To us, a delicious worl about living well and taking care of
each other today, while being vigilant about the fomorrow that
wi'll leave for the next generations.
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At Kraft Foods

delicious
IS our

difference

We begin with our consumars, Wae listen, we watch
and we learn. We understand thair joys and thair
challenges because we are consurmers hoo,

We make daliclous foods you can feel good albout.
Whether watching your weight or preparing o
celebrate, grabbing a quick bite or sitting down

to family night, we pour our hearts info creating
foods that are wholesame and delicious.

We believe we can make a deliclous difference,
everywhere. We are constantly looking for fresh
ideas to improve our workplace, our partnerships,
our communities and cur world.

‘We understand that actions speak
lowder than words, so at Kraft Foods:
Wi inspire trust.

We act like cwners,

We keep it simple.

We are open and inclusie.

W pell it like it s

‘We lead from the head and the heart.
We discuss. We decide. We daliver.



P G 2o @ @ m— e g

® @ Eaz— §
Arywhere. Any time. Everyday. ([P ST 1@ o
%?;_’ mﬁ E Lo man @ iﬂﬂ gk -i-

Jﬂtaﬂi&m




make today delicious '\

y




""k‘raft foods

e
‘ " 15ke today delicious

kraftfoodscompany.com



:gf A Long-

s Standing

B Commitment

;: ‘quHeall’rhy
r:k@ﬂi%‘&g ICHVES

4

4
kraftfocdscompany.com r ,‘I'(Ta.ft fﬂ'OdS




A Long-Standing Commitment to
Healthy Lifestyles

At Kraft Foods, we beleve everybody deserves 1o enjoy
good food. For more than 100 years, we've been making
convenient, affordable foods peeple can feel good about
eating. Today, we continue this philosophy by following four
simple beliefs:

+ Provide consumers clear nutrition infermation,

+» Improve products and offer better-for-you options,
« Advertise responsibly to children, and

* Promote physical activity and healthy lifestyles.

This is in line with our commitment o the Warld Health
Organization and our goal to create foods that are
whiolesome and delicious,

Providing sirmple, clear nutrition information

Te make informed decisions, people need the right
inforrmation, delivered clearly and simply, That's why we
provide nutrition labeling on cur products in all markets
worldwide —even where it's not required. We also support
cammon approaches to front-of-pack labeling that give
people meaningful nutrition information at a glance. Having
a commaon industry approach makes it easier for people to
compare the content of differant foods and brands.

Offering better-for-you options

We confinually review our porffolio 1o see where we can
make improvements without compromising quality or taste.
Sinee 2005, we have introduced maore than 5000 better-
for-you options. They range from foods that have meaningful
levals of beneficial nutrients (like fiber and caleium) or ane
reduced, low or free in calories, fat, saturated fat, sugar

andfor salt. We also significantly reduced or eliminated
trans fat from all our products. And we led the way in
offering 100-calorie portions with our 100 Calorie Packs,
helping pecple snack and stay on track. We confinue to
expand our 100-calorie offerings around the globe.

Advertising responsibly to children

How we commmunicate about our products is just as imporfant
as the products themsalves. In 2005, we were the first
campany fo announce global principles en advertising

to children. We actively work with groups around the world
to improve advertising-to-children practices. In fact,

our practices have been the model for several voluntary
advertising-to-children efforts,

* We have a long-time policy of not advertising to children
under six.

« For children between six and 11, we advertise only better-
for-you products that meet stringent nutritional criteria.

+ We eliminated all in-school marketing and set nutrition
standards for our products sold in schoals.

Promaoting physical activity and healthy lifestyles

We have a long history of fighting hunger and pramoting
healthy lifestyle pragrams and have historically supparted
programs in 130 cities in 46 countries. From teaching
school-age children to grow vegetables and cook healthy
foods to providing farnilies with nutrition information, ideas
to increase physical activity and access to nufritious food, we
are working to make a delicious difference for people around
the world.
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[Form of Letter Sent to Certain Political and Union Leaders in the U.K.]

[Addressee]
[Title]
[Address]

7 September 2009

Dear [Addressee],
I wanted to let you know we publicly announced today that we have made a proposal to the Board of Directors of Cadbury plc about the possibility of combining

our two companies.

We have great respect for Cadbury plc, its employees, its brands and its proud heritage. This proposed combination is about growth. We are eager to build upon
Cadbury’s iconic brands and strong British heritage through increased investment and innovation.

These are early days for our proposal, but we hope to engage with the Board of Cadbury on a constructive basis with the goal of agreeing a recommended
transaction.

I would be very happy to answer any questions you may have about our intentions. More detailed information about our company and our proposal can be found
on our corporate web site — www.kraftfoodscompany.com.

Yours sincerely,

[Kraft Foods Officer/Director]
[Title]

FORWARD-LOOKING STATEMENTS

This document contains forward-looking statements regarding our possible offer to combine with Cadbury plc. Such statements include statements about the
benefits of the proposed combination, expected future earnings, revenues and cost savings and other such items, based on our plans, estimates and projections.
These forward-looking statements involve risks and uncertainties that could cause actual results to differ materially from those predicted in any such forward-
looking statements. Such factors include, but are not limited to, the possibility that the possible offer will not be pursued and the risk factors set forth in our filings
with the US Securities and Exchange Commission (“SEC”), including our most recently filed Annual Report on Form 10-K and subsequent reports on Forms 10-
Q and 8-K. We disclaim and do not undertake any obligation to update or revise any forward-looking statement in this document except as required by applicable
law or regulation.



ADDITIONAL US-RELATED INFORMATION

This document is provided for informational purposes only and is neither an offer to purchase nor a solicitation of an offer to sell shares of Cadbury plc or Kraft
Foods. Subject to future developments, Kraft Foods may file a registration statement and/or tender offer documents with the SEC in connection with the proposed
combination. Cadbury plc shareholders should read those filings, and any other filings made by Kraft Foods with the SEC in connection with the
proposed combination, as they will contain important information. Those documents, if and when filed, as well as Kraft Foods’ other public filings with the
SEC may be obtained without charge at the SEC’s website at www.sec.gov and at Kraft Foods’ website at www.kraftfoodscompany.com.

RESPONSIBILITY STATEMENT

The directors of Kraft Foods each accept responsibility for the information contained in this document, save that the only responsibility accepted by them in
respect of information in this document relating to Cadbury plc or the Cadbury Group (which has been compiled from public sources) is to ensure that such
information has been correctly and fairly reproduced and presented. Subject as aforesaid, to the best of the knowledge and belief of the directors of Kraft Foods
(who have taken all reasonable care to ensure that such is the case), the information contained in this document is in accordance with the facts and does not omit
anything likely to affect the import of that information.



