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[bookmark: _ojgrx4goomq]Section 1: 
[bookmark: _phwbmh8drbxi]1. Introduction
This report provides an analysis of the marketing strategies adopted by Cadbury in India and the USA for their international marketing. It is a study of Cadbury's marketing activities in various economic, cultural and competitive contexts. The report features a comparative analysis and evaluation of the PESTEL and Hofstede cultural analysis, 7P's marketing mix assessment for both countries, and an evaluation of STP strategies for both countries. It also analyses Cadbury's approach of entering into the Indian market and looks upon the ethical concerns in the marketing activities of Cadbury. Lastly, the report makes recommendations for Cadbury's future marketing strategies in the international market by suggesting innovation in their marketing mix, sustainability in their marketing mix, and localisation in their marketing mix.
[bookmark: _eyn616mt2qzu]2. Comparative Market Analysis of India and the United States 
[bookmark: _3xcjc25yk6ba]2.1 PESTEL Analysis 
[bookmark: _6q43km9byup5]2.1.1 Political 
India is very stable politically, promoting foreign direct investment and the growth of manufacturing. The government policies like “Make in India” have helped to promote the food processing industry. 
[image: ]
Figure 1: Global economic growth projections for 2025
(Source: Press Information Bureau, 2025)
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Figure 2: Year on year inflation rate based on CPI
(Source: Press Information Bureau, 2025)
The country has a stable regulatory environment, but there are challenges to international confectionery brands due to strict import, labelling and food safety laws. 
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Figure 3: United States Chocolate Market 
(Source: mordorintelligence.com, 2026)
[bookmark: _bxs8mgdpcad7]2.1.2 Economic
India is one of the fastest-growing economies, and in recent years the GDP growth rate is thought to be approximately 6-7% per year (Press Information Bureau, 2025). There has been a rise in disposable income and more and more middle class population have resulted in an increase in the consumption of chocolate. The confectionery market in India is worth USD 3 billion in 2024 (Statista, 2026). Cadbury accounts for almost 65–70% of the market share in the chocolate segment, thereby becoming the market leader (Aujla, 2022).
The U.S. consumer spending is one of the highest in the world and the chocolate confectionery market is worth more than USD 25 billion in 2024 (mordorintelligence.com, 2026). Cadbury is being closely competed by others like The Hershey Company and Mars Incorporated.
[bookmark: _nf23zp25nyqb]2.1.3 Social 
India has a youthful population and more than 65% of the people are below 35 years of age. Cadbury has seen an uptick in sales with the introduction of chocolate sale during festivals like Diwali and Raksha Bandhan. Campaigns like “Kuch Meetha Ho Jaaye” were a resounding success in connecting Cadbury chocolates to the Indian celebrations and traditions (Gupta et al., 2024).  
American consumers are seeking premium, organic, and low sugar chocolates as they become more health conscious. In the USA, chocolates are primarily seen as an indulgence item and a seasonal treat (Halloween, Easter) rather than a standard gift to give (Matyeva, 2022). 
[bookmark: _gtckf58n4rt6]2.1.4 Technological
India is fast undergoing a digital transformation and e-commerce firms like Flipkart and Amazon have grown (Singh et al., 2023). This is expanding Cadbury's online presence.
The United States has technologically advanced retail systems, targeted marketing and e-commerce strategies, and a strong digital advertising infrastructure (Bourriche and Souaf, 2026). This allows Cadbury to effectively leverage it.
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Figure 4: Elaboration of Mondelez theory of change 
(Source: Patron, 2023)
[bookmark: _bgdq06iypgzm]2.1.5 Environmental
The consumers are more conscious of sustainable packaging and ethical sourcing of cocoa, which makes environmental factors more important. Cadbury has reacted with programmes in sustainability and cut down packaging waste. 
Environmental issues are very relevant in the US market and customers are looking for companies to minimise carbon emissions and make their packaging reusable. Mondelez has launched sustainability programs around Cocoa Life to help them obtain ethical cocoa (Patron, 2023). 
[bookmark: _ads0ipq2ih91]2.1.6 Legal
India has its food safety and standards authority, FSSAI, which has strict rules and regulations for food safety (Yadav, 2024). Cadbury made huge investments in packaging technology and quality control systems to regain the consumers' trust following the worm controversy in 2003.
The U.S. Food and Drug Administration (FDA) has very specific rules and regulations regarding food quality, packaging, and advertising (Fortin, 2022). Hershey's distribution of Cadbury products in the United States can affect the product formulation and brand strategy.
[refer to appendix]
[bookmark: _rylzmqyg839w]2.2 Comparative Discussion of PESTEL Factors 
In terms of economic aspects, the purchasing power of customers is higher in the United States than in India whereas the market growth in India is quicker because of the young population and the growing middle class. The chocolate market in India is still in its fledgling stages and presents excellent growth prospects, while that in the United States is mature and saturated (Priyanka, 2022; Lee et al., 2022). 
Cadbury's marketing strategy is greatly influenced by social and cultural differences. Chocolates are sold in India as gifts for emotional family occasions and festivals. However, the US market is more about convenience, indulgence, and seasonal use. Both countries are technologically well-equipped for digital marketing and e-commerce. However, the U.S. has a more advanced technological infrastructure in data analytics and automated retail systems compared to India (Raza and Khattak, 2022; Kumar, 2023).
Countries such as the United States have more legal and environmental regulations, pushing the importance of labelling, sustainable products and health-conscious products. Availability and accessibility are much more key considerations in India. As a result, Cadbury uses an international marketing strategy that needs to be localised in every country, in terms of product, promotion and pricing.
[bookmark: _m64y6e6vdc5s]3. Hofstede Cultural Analysis: India vs United States 
[bookmark: _cv2qln6ew45s]3.1 Cultural Dimensions of India 
India has a high level of power distance where the society is accepting hierarchy and unequal power distribution is accepted. This cultural trait has an impact on decision making regarding buying, as people place their trust in well-known brands like Cadbury. India is a moderately collectivist society, where the consumption pattern gets strongly influenced by family relationships and social connections (Sundararajan et al., 2025). Cadbury is benefited by this because emotionally driven advertising about sharing and celebrating, is done.
India also has a fairly high score on masculinity, meaning that achievement, success and status are valued. During festivals and occasions for gifting, consumers tend to buy a higher quality chocolate to show care and social appreciation. Indian people are more open to new flavours and product innovations as per their lower uncertainty avoidance (Abdullah et al., 2025). Moreover, India's culture is long-term oriented, meaning traditions and future relationships are important. This is why Cadbury's emotional branding has been so successful over the years.
[bookmark: _t91kl9pwjfcq]3.2 Cultural Dimensions of the United States 
The society in the United States is more equal and independent, as it has lower power distance than India. Consumers in the US are more individualistic than people in other countries, and Hofstede places the United States in the top 10 most individualistic countries in the world (Athayde and Mota, 2023). Family influence is rarely a factor in purchasing decisions, as personal preferences, convenience and lifestyle often play more of a role.
The U.S. also has a high score on masculinity, competition and achievement being the drivers of consumer behaviour. Consumers in the United States are very health conscious and are seeking low calorie and organic products (Chandon and Cadario, 2023). High uncertainty avoidance creates the expectation of clarity in the product labelling, quality assurance and transparency of the brands. Moreover, there is a culture of short term orientation in the United States, where consumers are more sensitive to immediate satisfaction and trends than to tradition.
[bookmark: _tzd9f0ap9je1]3.3 Comparative Cultural Analysis 
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Figure 5: Hofstede Model India vs USA
(Source: geerthofstede.com, 2026)
Cadbury's marketing strategies differ greatly from India and the United States due to the cultural differences between these two countries. Collectivism makes Cadbury promote emotional storytelling and family-centric advertisements in India (Chattopadhyay et al., 2023). Positioning is often used as a way to position products as gifts for celebrations and festivals (Kesgin et al., 2022). On the other hand, Cadbury has a more individualistic approach to their marketing in the United States in which they target convenience, enjoyment and seasonal promotion.
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Figure 6: Consumption frequency of food and beverage products of USA consumers 
(Source: Okpiaifo et al., 2023)
Consumer behaviour also varies with respect to the reasons for the purchase. Indian consumers are very price sensitive and also influenced by social traditions whereas American consumers are more interested in the product quality, health benefits and premium experience (Ravikumar et al., 2022; Okpiaifo et al., 2023). This means that Cadbury has more focus on small affordable packs available in India, while premium and specialty chocolates get more attention in the US market.
[bookmark: _1m70k3j6aikw]4. Comparative Analysis of STP Strategy 
[bookmark: _4qnld4jfqeuo]4.1 Segmentation Strategy of India and USA
[bookmark: _neh0p47t14xu]4.1.1 India
Cadbury has primarily segmented its market in India by age, income and festivity consumption. There are significant customer groups for children, teenagers, young adults and middle-income families. Cadbury Dairy Milk, Five Star and Perk are all popular brands aimed at young consumers looking for a treat on the cheap. The company also divides the rural and urban markets with low-priced products like Dairy milk mini packs that cost between ₹10 and ₹20, to make them more accessible in smaller towns and villages (Amazon, 2026).
Festivals and gifting occasions are a strong association of behavioural segmentation in India. Various campaigns like “Kuch Meetha Ho Jaaye” featured chocolates as substitutes to the traditional sweets during occasions like Diwali, Raksha Bandhan and marriage (Gupta et al., 2024). Emotionally, Cadbury appeals to Cadbury consumers and is specifically targeting those who value family bonding and celebrating.
[bookmark: _bqze4p54r0s8]4.1.2 USA
Cadbury is more segmentation-driven in the USA with respect to style, premiums and health (Singh and Shukla, 2024; Bonadio and Gursharan Kaur, 2026). Consumers are segmented by their appetites for everyday chocolate, high-quality sweets, holiday chocolate and healthier chocolate. Cadbury products are particularly popular in the US during the holidays of Halloween and Easter (Hartung et al., 2026). Price-sensitive consumers are being targeted with imported Cadbury chocolates and specialty products, while health-conscious consumers appear to be looking for more reduced-sugar and organic products. Geographic also targets urbanites with more money to spend and access to big retail stores.
[bookmark: _8tkkxn7bt841]4.2 Targeting Strategy of India and USA
[bookmark: _qmu9j5me3ca]4.2.1 India
The company mainly focuses on middle class families, children, teenagers and young adults in India. India's huge youth population offers a huge growth opportunity with over 65% of the population being below 35 years. Cadbury has a wide distribution network in the stores, which includes small packets and low prices, reaching the mass market.
Cadbury also caters to the festival-going population, encouraging them to buy chocolates as gifts for their celebrations. Cadbury Celebrations gift boxes are promoted during Diwali and are usually used instead of Indian sweets. Indian consumers are also emotionally influenced by celebrities including Bollywood actors (who endorse products) (Rastogi et al., 2024).
[bookmark: _dyzwalbetwt2]4.2.2 USA
Cadbury offers high quality chocolate flavours and festive candy items to the United States, where people are seeking top-flight chocolate experiences. The company targets snack eaters, young professionals and families who buy chocolate for special events like Easter and Halloween. Cadbury Creme Egg is a well-known seasonal item among US items (theproducewire.com, 2024). The company also reaches consumers through digital marketing campaigns and working with big brands like Walmart (Buchdadi, 2024). Whereas, while targeting in the US considers the premium quality, access and uniqueness of the product, it does not consider affordability as much as India does.
[bookmark: _xe6xwp83pt5b]4.3 Positioning Strategy of India and USA
[bookmark: _rzlej7fb5wsw]4.3.1 India
Cadbury is seen as an emotional and family brand that is a symbol of happiness, celebration and relationship in India. Chocolate campaigns like “Kuch Meetha Ho Jaaye” and “Shubh Aarambh” did a great job on the theme of connecting chocolate with traditional and emotional moments in Indian lifestyle. Cadbury also made Dairy Milk a chocolate for children and adult consumption, and for sharing amongst families. This strategy proved to be effective in broadening chocolate consumption into greater age groups.
[bookmark: _u4x21m2kn7gx]4.3.2 USA
Cadbury's positioning in the United States, however, is more indulgent, premium and seasonal in nature. Cadbury Creme Eggs are sold as novelty limited edition items associated with the Easter season. British Cadbury also imports chocolate from the UK and markets it as a high quality alternative to American brands (Moss and Badenoch, 2024). Cadbury is a brand that implies a lot of taste to U.S. consumers and a global standard of quality.
[bookmark: _ktac50iuebor]5. Comparative Analysis of International Marketing Mix (7Ps) 
[bookmark: _hxtjvelbkloz]5.1 7Ps Marketing Mix of India 
[bookmark: _1cw6vvssb0zt]5.1.1 Product
Cadbury is an example of a very localised marketing mix strategy in India. Product strategy includes low price items, shareable packs and gift boxes for festivals. Some of the popular brands are Dairy Milk, Silk, Five Star, Gems, and Bournville. Cadbury also adds local flavours and festive packaging to appeal to the Indian consumers.
[bookmark: _tc1t6y9kukio]5.1.2 Price
Indians are very price-conscious and hence price strategy adopted is competitive and penetration pricing. Small packs with ₹5, ₹10 and ₹20 rates make it more affordable and help in achieving mass market entry (Times Now, 2025). 
[bookmark: _bolq0hcgnhtp]5.1.3 Place
It is quite extensive in terms of place strategy with Cadbury products available at supermarkets, kirana stores, rural retailers, vending machines and e-commerce. 
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Figure 7: Retail market size (US$ billion)
(Source: IBEF, 2026)
[bookmark: _isokvnq590hk]5.1.4 Promotion
India has more than 6 crores retail stores, which gives a high availability of products (IBEF, 2026). Emotional advertising as well as festivals are emphasised in the promotion strategy. Bollywood celebrities and cricket sponsorships bring greater brand visibility. Cadbury's “Kuch Meetha Ho Jaaye” campaign was able to effectively connect the dots between chocolate and celebration. 
[bookmark: _qfmiydyi0tj9]5.1.5 People 
People strategy includes good retailer relationships and well-trained sales teams to ensure the efficiency of distribution. 
[bookmark: _o99m4zjb791x]5.1.5 Process 
Process strategy emphasises on operational efficiency of manufacturing and supply chain processes in India. 
[bookmark: _nz2pv3tyu4rn]5.1.6 Physical evidence
Physical evidence is appealing packaging in purple, gift boxes and the retail displays.
[bookmark: _ldwtn3te91wu]5.2 7Ps Marketing Mix of USA
[bookmark: _n84pc1c0lafc]5.2.1 Product
Cadbury's product strategy in the USA is to go for premium chocolates as well as seasonal items like Cadbury Creme Egg and imported Dairy Milk bars. Health consumers are the ones who are targeted more and more through new products and better ingredient transparency.
[bookmark: _5xdp4dvmhdt4]5.2.2 Price
Pricing of Cadbury in the US is premium and imported Cadbury chocolates are more expensive than the standard local brands (Aime, 2026). 
[bookmark: _poiakh7bsgto]5.2.3 Place
Supermarkets, convenience stores, online retailers and large retailers like Walmart and Target are all part of the placement strategy. E-commerce sales are also a significant part of the growth over the past few years.
[bookmark: _kkgvatbc2fff]5.2.4 Promotion
Marketing promotion efforts are digital campaigns, seasonal campaigns, and social media engagement in the U.S. There is a specific Easter campaign which is very successful for Cadbury Creme Egg. 
[bookmark: _7afxv4x287j9]5.2.5 People
Celebrities have less influence in India than in the West, digital marketing and influencer marketing more common. Customer service and retail partnerships are the focus of the people strategy. 
[bookmark: _yfw9v0cn3eka]5.2.6 Process
Process strategy involves restrictions on compliance with FDA food safety and food labelling requirements. 
[bookmark: _3lkis9xmcin]5.2.7 Physical evidence
The physical evidence is the focus is the high quality packaging, imported brand name and the attractive seasonal displays which signal product exclusivity.
[bookmark: _etbvj7te6k3c]5.3 Comparative Discussion of 7Ps Marketing Mix
Affordability, emotional branding and mass distribution are areas of focus in India due to being price sensitive customers and being culturally linked to occasions. Cadbury is able to retain market leadership because of small pack sizes and festival oriented promotions (RAJARAJAN, 2025). 
The US approach is more premium and seasonal, and more on digital engagement. The products are marketed as treats and not consumed daily. Distribution systems are extensive in both countries but India's distribution system has a high dependence on traditional retail stores while the market in the US is dominated by the supermarket and organised retail stores (Wahab et al., 2024).
[bookmark: _fc72sx5lsom8]6. Analysis of Cadbury’s Market Entry Strategy in India 
Cadbury India entered India in 1948 and was a part of Cadbury until 2014 when Mondelez India was created (CNBC TV18, 2023). The size of the Indian population, increasing disposable income, growth of the middle class and urbanisation was seen as an attractive market. When consumers entered the Indian confectionery market, the market was largely centred upon traditional sweets, excluding chocolates. Cadbury saw an opportunity to develop chocolates as a contemporary, modern and cheap choice to enjoy every day and on special occasions.
Cadbury adopted a wholly owned subsidiary strategy as its main approach to gaining good operational control in India (Nagvanshi, 2024; Vieira, 2025). This enabled the company to control manufacturing, marketing, quality and distribution operations. Local manufacturing units also helped cut down on import expenses and allowed Cadbury to create products that catered to the preferences and budgets of the Indians. In the long-term, the company grew its manufacturing footprint in various Indian states to better serve its supply chain needs and product availability in the country.
Cadbury's strategy of entering the market was extremely successful because of its wide distribution network. India has more than 12 million retail stores, supermarkets, convenience stores and small kirana stores. Cadbury was able to penetrate both urban and rural markets successfully through developing a strong distribution system. In FY25, the company's operating revenue dropped 1.91 percent to Rs 12,502.95 crore (Indian Retailer, 2026). In the prior fiscal year, Mondelez India Foods' operating income was Rs 12,746.98 crore (Indian Retailer, 2026). From Rs 2,020.87 crore in FY24 to Rs 12.47 crore in FY25, the company's net profit decreased by around 99.4% (Indian Retailer, 2026).
Additionally, Cadbury adopts a localisation approach to improve market acceptance. The company did not only brand itself with western values it also incorporated Indian value and tradition into its marketing campaigns. Cadbury chocolates were marketed as alternatives to traditional Indian sweets in festivals, weddings and family functions with advertisements like “Kuch Meetha Ho Jaaye”. This emotional branding technique had a greater effect on chocolate consumption among the adults and families, as compared to the children only (Bunga et al., 2024).
But Cadbury also had some problems in the Indian market. The incident had a negative impact on consumer confidence and sales. Cadbury, in turn, spent around ₹15 crore on introducing better packaging solutions, strengthening quality control processes and nationwide public relations drives to promote its products using Bollywood star Amitabh Bachchan (Naithani et al., 2024). The rapid response by the company helped in the rebuilding of consumer confidence and the brand's reputation.
[bookmark: _v1g5akqkmjx4]7. Ethical Issues Related to Cadbury’s Marketing Mix 
[bookmark: _cpg3qqqj7e60]7.1 Issues 
[bookmark: _1vkvedu3fb7i]7.1.1 Worm contamination scandal
The Cadbury Dairy Milk chocolates were marred by the worm contamination scandal in 2003, which was one of the biggest ethical challenges faced by Cadbury in India (Aujla, 2022). Worms have been spotted in chocolate bars bought in shops by consumers in Maharashtra. It was widely reported and it was worrying consumers about food safety, hygiene, packaging standards and protecting consumers. This led to Cadbury being heavily criticised by consumers, government regulators and retailers. Immediately after the controversy, sales were reportedly down by almost 30% in some areas.
[bookmark: _wj19w8csg2jc]7.1.2 Ethical issues around product responsibility and consumer trust
Cadbury is a global confectionery brand, and had a moral responsibility to make sure the products they marketed to consumers met the highest safety standards. Critics pointed out that the packaging system was not very good and along with the hot climate in India, there was a risk of contamination in the packaging system. The controversy ushered in the need to manage quality control at an international level.
[bookmark: _agfrufamjyjd]7.1.3 Criticism regarding health problems
Cadbury's promotion strategies also were criticised due to their targeting towards the children and families with emotional promotion. As health problems like obesity and diabetes are becoming an ever-growing problem, marketing of sugary products has been questioned for being unethical (Klitzman and Greenberg, 2024). The rise of consumer awareness on sugar consumption has put pressure on confectionery companies to bring about positive changes in their product line and provide clear nutrition labels, both in India and the United States.
[bookmark: _i3q63xap3n7y]7.4 Solutions adopted by Cadbury
Cadbury adopts several actions to rectify the contamination problem. The company launched new packaging technology for metallic poly-flow to enhance the level of protection it can provide for products, while minimising the risk of contamination (Naithani et al., 2024). Cadbury also rolled out ‘Project Vishwas'. This initiative helps to educate retailers across the country on good storage and handling practices. Moreover, the company benefited from the use of celebrities for endorsement campaigns like Amitabh Bachchan to restore confidence among the consumers regarding the product quality.
Ethically, Cadbury's response not only showed corporate responsibility but was also an effective crisis management response. But the debate highlighted the need for proactive quality control, ethical marketing and transparency to consumers in foreign markets. It also revealed that packaging, supply chain management, and communication strategies have to be adapted to the local environmental and market conditions for multinational companies.
[bookmark: _19pj8kehr76s]8. Recommendations for Future International Marketing Strategies 
First, Cadbury needs to offer more healthy chocolate products, like low sugar, organic, and protein enriched chocolate options. Food awareness is on the rise, particularly when obesity and diabetes are the concern in both countries. To attract health-conscious consumers, Cadbury could expand its product line to include healthier options, and this move would also ensure the brand's relevance in the competitive marketplace.
Second, the company needs to stick with targeted marketing efforts. Cadbury can do more in India to promote their festival promotions and create regional variations by marketing sweets based on local sweets in the country. The firm could also prioritise its offerings toward high-end chocolate products, customisable gifting and novelty items for Easter, Halloween and Christmas in the United States. By localising, Cadbury will be able to stay culturally relevant in different international markets.
Third, Cadbury should focus on investing in digital marketing and expansion of e-commerce. There is a surge in online shopping and social media interaction in both India and the U.S. Partnering with influencers, digital marketing campaigns, and targeted, personalised ads can enhance consumer interaction and loyalty. Better integration with online retailers like Amazon, Walmart and Flipkart will also help in boosting the reach and growth of sales.
Fourth, sustainability must be added to the list of other key strategic priorities. There is a growing trend towards consumers favouring brands that are environmentally conscious. Hence, Cadbury should invest in recycling materials, minimise plastic consumption and adopt ethical sourcing of cocoa beans by implementing programmes like Cocoa Life. As more people are educated on sustainable initiatives in ads, their corporate image and consumer trust will grow.
Last, Cadbury needs to enhance its quality control and monitoring of its supply chain to prevent future scandals like the 2003 worm controversy. The consumer confidence in global markets will be ensured through advanced packaging technologies, retailer training programmes and strict monitoring systems for products.
[bookmark: _8bvkryacji7q]9. Conclusion 
Cadbury has successfully built a market position in both India and the United States by customising its international marketing strategies to suit the needs and expectations of consumers in the two countries. The market in India is considered as a high growth market, where affordability, emotional branding and festival-based promotions are key aspects of success whereas in the United States the focus is on premium products, seasonal consumption and digital engagement. The implementation of the STP strategies and 7Ps marketing mix has helped Cadbury to develop its global competitiveness. But with ethical concerns and evolving consumer preferences, there is a need for constant innovation and corporate responsibility. Cadbury will need to manage the aspects of localisation, sustainability, product quality and health driven marketing strategies to ensure that it is successful in the future.


[bookmark: _pkeevgml112l]Section 2
[bookmark: _f03x81qrg1wp]1.Introduction
This reflective piece of writing deals with the research, analysis and preparation process for the report on Cadbury marketing in India and the United States. I have used Graham Gibbs' Gibbs Reflective Cycle which consists of description, feelings, evaluation, analysis, conclusion and action plan to distinguish how well I have learnt. I have critically evaluated my academic research skills, knowledge of international marketing concepts and application of theoretical frameworks through the process of reflection. 
[image: Fig. 1]
Figure 8: Gibbs Reflective Cycle
(Source: Ocampo et al., 2025)
[bookmark: _ubnr1rud0l81]2. Description
This assignment aimed to study Cadbury's International Marketing Strategies in India and USA. The scope of the task was extensive as it involved a thorough investigation of the market situation of the company, consumer behaviour, marketing mix strategies, market entry strategy and ethical issues. In the early stage, I chose Cadbury for being a well-known brand for chocolate worldwide which is popular in both nations. The selection of India and the United States has been made as both are very different economic and cultural markets so that there is a meaningful comparison and analysis of the two.
For the report I gathered data from academic journals, books, company reports, industry articles and market research sources. To compare the macro-environmental and cultural difference between the two countries, I had to apply some theories in marketing, for example PESTEL analysis and Hofstede's Cultural Dimensions theory. I also researched Cadbury's STP strategies and 7Ps marketing mix to see how Cadbury has been able to adapt their product, their pricing, their promotion and their distribution according to local consumer tastes.
Further, I analysed Cadbury's market entry strategy in India and analysed the ethical issues relating to the 2003 worm contamination incident. Lastly, I formulated suggestions for Cadbury's future international marketing strategies of sustainability, digital marketing and healthier product innovation.
[bookmark: _sh2xini3v1d1]3. Feelings
Initially, I was confident about the assignment because I knew the different Cadbury products and the campaigns that the company ran, especially in India. But, I was also a little overwhelmed by the extensive amount of research that would be necessary to compare two international markets extensively. It was difficult to gather accurate statistical data and use the appropriate models correctly at first.
As I went on to the research, I became more confident as the knowledge gained about the international marketing concepts and how global companies adjust strategies from country to country was progressively increasing. It was particularly interesting to analyse the difference between cultures and the behaviour of consumers and marketing decisions. An instance of that was when I learned how Cadbury markets chocolates as a gift in India, and as a premium indulgent snack in the United States. This lesson highlighted the need for localisation in global marketing.
I was also inspired when I looked into ethical dilemmas in the real world, since it showed the real-world application of crisis management and corporate responsibility. However, the volume of information and the need to arrange the information in a logical format did demand good time management and critical thinking skills.
[bookmark: _f3qtiv5mbggy]4. Evaluation
I think the best thing about my work was being able to make a good comparison between two markets that are contrasting in terms of academics. I learn the major cultural, economic and social variations between India and the United States and how it affects Cadbury's marketing approach.
Other strengths include the utilisation of real examples and statistical data to support arguments. The incorporation of examples like Kuch Meetha Ho Jaaye, Cadbury Creme Egg promotions etc enhanced the quality of analysis and gave practical understanding. I also gained the capacity to analyse rather than describe ethical issues.
However, there were also some areas that were weak in the process. I was too heavily using general websites as sources instead of using academic journals. Some of the initial findings were restricted in terms of depth. I also struggled with describing and analysing. In certain areas, I focused too much on explaining theories and not enough on determining the effect on Cadbury's international strategies. Further, the handling of references and not repeating information in sections was difficult.
[bookmark: _chxthbn7usb7]5. Analysis
I gained an understanding of the influence of external factors, including politics, economy and legal regulations, on any business decision made on the international market by applying PESTEL analysis. Cadbury needed to be price sensitive and have a wide distribution reach in India, while in the U.S. the Cadbury was required to be premium and meet the demanding food regulations (Ravikumar et al., 2022; Okpiaifo et al., 2023).
Another advantage gained from using Hofstede's Cultural Dimensions was the understanding of the influence of cultural values on consumer behaviour. Collectivist culture in India is conducive to family-centric adverts, whereas an individualistic culture in the United States is conducive to lifestyle-centric adverts (Lee et al., 2024). This analysis revealed the need to tailor the marketing strategies to the local cultural expectations, not to the standardised global strategies.
In addition, the study of the ethical debate in India raised my knowledge about the responsibility of the company in the world market. I realised that the trust of consumers is crucial for multinational companies as ethical failures can have a huge impact on reputation and financial performance. 
[bookmark: _wlnnjk6vdou8]6. Conclusion
Learned about using experience the process of adapting marketing strategies based on cultural, economic and legal variations between countries in a multinational organisation like Cadbury. It also raised the awareness of ethical business, consumer trust and strategic localisation within international markets. There were issues with managing information, and with holding a critical analysis and description balance, but both these experiences positively supported my learning and academic growth. 
[bookmark: _2goyxfwcn8k8]7. Action Plan
For future assignments I hope to develop my academic research skills and have a broader scope of peer-reviewed journal articles, industry databases, and not so general internet sources. I also want to improve my critical analysis skills by emphasising more on the implications of a business than only on theories and concepts.
I will make a detailed study schedule with clear deadlines for researching, writing, editing and referencing in order to improve my time management. This should help to alleviate stress around submission deadlines and give people time to catch up and reflect. Furthermore, I will practise and refine my referencing skills and academic writing style with regular practice and feedback from tutors.
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[bookmark: _xoauf2r7oxaa]Appendix 
[bookmark: _iwfpbuneouoj]PESTEL Analysis of India for Cadbury
	Factor
	Analysis

	Political
	· Stable democratic system 
· Government supports food manufacturing sector 
· “Make in India” encourages investment 
· Import duties affect raw material costs

	Economic
	· GDP growth around 6–7% 
· Rising middle-class population
· Increasing disposable income rises chocolate sales 
· High price sensitivity among consumers

	Social
	· Large youth population 
· Strong gifting culture during festivals 
· Urbanisation increasing chocolate consumption
· Preference for family-oriented advertising

	Technological
	· Rapid growth of e-commerce platforms (Dash et al., 2022) 
· Digital marketing expansion 
· Improved manufacturing technology 
· Growth of mobile payments and online shopping

	Environmental
	· Pressure for sustainable packaging 
· Concerns about cocoa sourcing 
· Climate conditions affect storage and transportation 
· Growing consumer awareness of sustainability

	Legal
	· Strict FSSAI food safety regulations 
· Packaging and labelling requirements 
· Consumer protection laws increasing (Chawla and Kumar, 2022).
· Advertising regulations for food products


(Source: Self-developed)
[bookmark: _2ahdok1gbrer]PESTEL Analysis of United States for Cadbury
	Factor
	Analysis

	Political
	· Stable political environment 
· Strong trade and business regulations 
· Strict import standards for food products 
· Tax policies influence operational costs (Wang et al., 2023)

	Economic
	· Large confectionery market worth over USD 25 billion 
· High consumer purchasing power 
· Mature and highly competitive market 
· Inflation impacts consumer spending

	Social
	· High demand for premium chocolates 
· Growing health consciousness 
· Seasonal consumption during Easter and Halloween 
· Preference for convenience products

	Technological
	· Advanced retail technology systems 
· Strong digital advertising infrastructure 
· Data-driven consumer marketing (Raji et al., 2024)
· Growth in online grocery shopping

	Environmental
	· Strong sustainability expectations 
· Demand for recyclable packaging
· Pressure to reduce carbon emissions 
· Ethical sourcing important for consumers

	Legal
	· Strict FDA food safety standards 
· Detailed labelling requirements 
· Advertising compliance regulations 
· Legal focus on consumer health protection


(Source: Self-developed)
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