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[bookmark: _Toc237516309]Section 1: International Market Entry Strategy and Marketing Mix Report
[bookmark: _Toc237516310]1. Introduction
[bookmark: _Toc237516311]1.1 Background to Cadbury and Mondelēz International
Cadbury is a well-established British confectionery brand whose historical identity is strongly associated with that of the Cadbury family, especially the powerful industrial and social-welfare legacy of George Cadbury. It is part of Mondelēz International’s global portfolio and is primarily known for chocolate products including Dairy Milk and other branded confectionery ranges. Cadbury's long established heritage, broad product portfolio and strong consumer awareness provide an appropriate case to examine how an international brand can balance the need for global consistency with local market adaptation (Fincham, 2019).
[bookmark: _Toc237516312]1.2 Rationale for Selecting the United Kingdom and India
The United Kingdom and India are a good comparison as they are very different in terms of international marketing environment. The UK is a historic, culturally embedded market for Cadbury. India is a significant overseas market with unique economic conditions, consumer preferences, retail formats and gifting customs. Research on Indian chocolate consumers has shown that media communications can affect Cadbury Dairy Milk brand choice . This emphasises the need to analyse market specific promotional strategy (Kazemi and Esmaeili, 2010).
[bookmark: _Toc237516313]1.3 Aim and Objectives of the Report
The aim of this report is to critically compare Cadbury’s international marketing strategy in the United Kingdom and India.
The objectives are:
1. Analyse the macro-environmental and cultural factors influencing Cadbury’s operations in the UK and India using the PESTLE and Hofstede frameworks.
2. Critically evaluate Cadbury’s segmentation, targeting, positioning and extended marketing mix (7Ps) strategies in both markets.
3. To appraise Cadbury’s market entry strategy and ethical marketing issues in India before coming up with recommendations for its future international marketing strategy.

[bookmark: _Toc237516314]1.4 Scope, Frameworks and Structure
The report applies PESTLE, Hofstede’s cultural dimensions, STP, the extended 7Ps, market-entry theory, and ethical marketing concepts. It analyses the effect of cultural, economic, regulatory, technological and social differences on the strategic decisions taken by Cadbury in each market.

[bookmark: _Toc237516315]2. Cadbury and Market Context
[bookmark: _Toc237516316]2.1 Cadbury’s International Brand and Product Portfolio
Cadbury is one of the world’s most recognisable confectionery brands and is part of Mondelēz International’s global snacks portfolio. Its portfolio includes standard chocolate bars, sharing products, boxed chocolates, seasonal products and gifting formats. This width allows the brand to cater for different consumption occasions, from cheap personal treats to luxury gifts. Cadbury has developed a global strategy of maintaining brand cues, especially its distinctive purple packaging and Dairy Milk branding, but changing the products and communication to suit local consumer needs.
[bookmark: _Toc237516317]2.2 Cadbury’s Position in the United Kingdom
In the UK, Cadbury benefits from strong heritage, widespread retail availability and high consumer familiarity. The brand is positioned as a trusted and accessible chocolate choice for everyday enjoyment, sharing and seasonal gifting. Its presence in supermarkets, convenience retailers, online grocery platforms and seasonal displays provides broad market coverage. Nevertheless, its UK strategy faces pressure from health-conscious consumers, changing expectations around sustainable packaging and cocoa sourcing, and competition from both premium and value-oriented confectionery brands. (Kazemi and Esmaeili, 2010)
[bookmark: _Toc237516318]2.3 Cadbury’s Position in India
India is a strategically important market because of its large population, expanding urban middle class and strong gifting and celebration culture. Cadbury is strongly associated with chocolate eating, emotional occasions and sharing. Earlier consumer research found that Cadbury Dairy Milk was preferred by 37.7% of surveyed Indian chocolate consumers, while advertising was an important driver of brand preference, illustrating the importance of communication in this market (Nagar, 2010). Income disparities and price sensitivity are also a big deal in India, so Cadbury’s strategy for India has to include accessible packs and a range of price points. (Kazemi and Esmaeili, 2010)
[bookmark: _Toc237516319]2.4 Key Competitors and Current Challenges
Cadbury competes with multinational companies like Nestlé, Mars and Ferrero, as well as local and regional confectionery producers. Key challenges across both markets include cocoa-cost volatility, inflation, health concerns around sugar, sustainability expectations, intense promotional competition, and the need to ensure product availability thru increasingly complex retail and digital channels.


[bookmark: _Toc237516320]3. Comparative Macro-Environmental Analysis
[bookmark: _Toc237516321]3.1 Introduction to the PESTLE Framework
PESTLE is a macro-environmental framework that analyses the political, economic, social, technological, legal and environmental forces impacting an organization. It is useful for Cadbury because chocolate consumption and marketing are influenced not just by consumer tastes but also by regulation, purchasing power, retail infrastructure, digital development and sustainability expectations. The comparison of the UK and India identifies where Cadbury can standardise its global brand and where local adaptation is required.
[bookmark: _Toc237516322]
3.2 PESTLE ANALYSIS 
	PESTLE Factor
	United Kingdom
	India
	Implications for Cadbury

	Political: Government stability and policy direction
	Established food business policies . Stable political institutions . Growing focus on obesity, sugar intake, food advertising and sustainable packaging.
	Complex federal system with state differences in taxation, infrastructure, retail development and regulatory enforcement.
	Global governance stays the same, local adaptations are made. In India local management and distributor relationships are critical and in the UK Cadbury should expect public health and sustainability policy changes.

	Political: Taxation, trade and industrial policy
	The cost of ingredients, packaging and distribution can be affected by VAT, energy costs, import arrangements and post-Brexit trade conditions.
	Costs are impacted by GST, import duties, manufacturing policies and the business environment at the state level. Locally produced products are encouraged in some places.
	“Increase local and regional sourcing where possible. Local manufacturing in India can reduce import dependence and improve the supply-chain responsiveness while keeping up the quality standards.

	Economic: Income and purchasing power
	A developed supermarkets and online grocery higher income market. Inflation can cause people to cut back on spending on non-essential items, like confectionery.
	Large population, growing urban middle class; purchasing power varies considerably among income groups, regions.
	Use differential pricing. Premium gift and sharing products can target consumers in the UK, but smaller, affordable packs are still important in India.

	Economic: Inflation and price sensitivity
	More expensive cocoa, sugar, dairy, packaging, transport and energy can push up prices and hit demand.
	Many consumers are sensitive to price and demand can be very sensitive to ingredient, transport and tax costs.
	Use value-based pricing, promotions, pack size management and product tiers. “Don’t jack up the price too much, especially in India’s mass market.

	Social: Consumer lifestyle and health
	Increasing focus on sugar, portion size, nutrition, ethical sourcing and recyclable packaging. Chocolate is still popular for treating, gifting and sharing.
	Chocolate is strongly linked to pleasure, family relationships, celebrations and gifting. Preferences vary by region and income level.
	Clear labelling and portion options across the UK to encourage responsible indulgence. In India, continue the emotional and celebration-oriented marketing, but avoid messaging on over-consumption.

	Social: Gifting and consumer culture
	Premium gifts, product sharing and seasonal editions generate demand at Christmas, Easter and other occasions.
	There is a strong demand for chocolate gifting and relationship-based marketing associated with festivals, family events and celebrations.
	Adapt promotional calendars to include local holidays. In UK; focus on heritage & seasonal gifting. In India; focus on celebration, relationships & sharing.

	Technological: Digital retail and communication
	Advanced digital customer service systems, social media advertising, retailer loyalty programs and online grocery.
	Smartphones, mobile payments, e-commerce and quick-commerce are growing fast, but traditional retailers still matter.
	Merge supermarket data, online grocery and targeted digital marketing in the UK. Strong traditional retail distribution and mobile-led promotion and e-commerce in India.

	Technological: Digital payments and consumer access
	Digital payments and online retail are already entrenched;
	Digital payments are expanding rapidly but cash remains important for some consumers and small retailers.
	Use of digital coupons, online promotions, gift bundles and quick-commerce partnerships while keeping Indian strategies open for traditional and cash-based consumers.

	Legal: Food safety and labelling
	Strict food-safety, allergen, nutrition-labelling and consumer protection requirements. Increasing scrutiny of high-sugar products.
	FSSAI controls food production, labelling, advertising and licensing with stricter compliance requirements.
	Ensure accurate country specific ingredient, allergen, nutrition and storage information. Periodically review packaging for regulatory changes.

	Legal: Advertising and consumer protection
	There are strict rules about advertising , particularly regarding high sugar products and advertising to children .
	There are food advertising and consumer protection regulations, but enforcement is a challenge in some areas.
	Make sure to follow responsible marketing standards in both markets. Avoid making misleading health claims or inappropriate child-directed advertising.

	Environmental: Cocoa and carbon sustainability
	Increasing demands to reduce carbon, source cocoa responsibly, protect forests, monitor and report on sustainability.
	Environmental pressures include waste management, transport emissions and packaging disposal but there are regional differences in the infrastructure.
	Improving traceability in cocoa, responsible sourcing and carbon reduction. Sustainability claims must be evidence-based and measurable.

	Environmental: Packaging and waste
	Consumers and retailers are demanding more and more recyclable packaging, less plastic use and clear disposal information.
	Cheaper, smaller packs make products easier to get but can create more packaging that ends up in landfills.
	Reduce unnecessary packaging and increase recyclables. In India, packaging has to be economic and rugged, suitable for a variety of retail and transportation conditions.
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3.3 PESTLE Comparison
Both markets need strong food safety, sustainability and digital strategies. The main difference is that the UK is a mature, health-conscious market with higher premium potential, whereas India has higher volume growth prospects but requires greater affordability, cultural adaptation and distribution flexibility.




[bookmark: _Toc237516324]4. Comparative Cultural Analysis
[bookmark: _Toc237516325]4.1 Introduction to Hofstede’s Cultural Dimensions Framework
Hofstede’s cultural dimensions framework is a comparison of national cultures in six dimensions; power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence. The framework is useful for international marketing as culture can impact consumer behaviour, brand engagement, communication preference and perception of value. Research supports the view that national culture can influence the way in which consumers participate in the brand and marketing activities. (Connell, Marciniak and Carey, 2022)

[bookmark: _Toc237516326]4.2 Comparison of the United Kingdom and India
	Hofstede dimension
	United Kingdom
	India
	Marketing relevance for Cadbury

	Power distance
	Relatively low
	High
	UK communication may be less formal and more individualised, while Indian promotion may use respected figures, aspirational messages and family roles.

	Individualism versus collectivism
	Highly individualistic
	More collectivist
	UK consumers may respond to self-reward and personal enjoyment while Indian consumers may respond to sharing, family and relationship-based campaigns.

	Masculinity versus femininity
	Moderately masculine
	Moderately masculine
	Achievement, success and aspiration can be relevant in both markets but messages must be culturally appropriate.

	Uncertainty avoidance
	Relatively low
	Moderate
	Both markets are open to product innovation but clear quality, safety and trusted brand signals still are important.

	Long-term orientation
	More normative/shorter-term
	More pragmatic/long-term
	Indian consumers may value tradition, trust and lasting relationships. Cadbury can link long term heritage with celebration occasions.

	Indulgence versus restraint
	High indulgence
	Greater restraint
	UK marketing can emphasise personal treats and pleasure; Indian campaigns may link indulgence with socially acceptable occasions such as sharing and gifting.



[bookmark: _Toc237516327]4.3 Cultural Similarities and Differences Affecting Cadbury
The main difference is cultural and it’s individualism. Cadbury can adopt communication around individual enjoyment, convenience and self-treating in the UK. India’s more collectivist values mean family, friendship, gifting and celebration are particularly relevant. Cadbury should therefore continue with its global message of enjoyment but change the emotional context in which the enjoyment is presented.
One similarity is that both markets may respond to quality you can trust and emotionally engaging brand stories. This allows Cadbury to maintain consistent global brand assets, such as its signature identity, while changing the themes, language, occasions and channels of campaigns. (Banerjee and Kanwar, 2023)
[bookmark: _Toc237516328]4.4 Strengths and Limitations of Hofstede’s Model
One of the main advantages of Hofstede’s model is its providing a clear pattern for comparing broad cultural tendencies and risks in standardised marketing. Similarly, cross-cultural marketing research suggests that organisations should understand and respect foreign cultural contexts when developing international campaigns. (Dey et al., 2019)
But the model has its limitations. This is based on national averages, and may oversimplify culturally diverse markets, not least India, where region, religion, language, social class and urbanisation can all influence consumption. It also may underestimate the extent to which globalisation, digital media and younger consumers promote hybrid identities. Research into multicultural consumers has shown that acculturation needs to be considered when making decisions about adaptation and standardisation, rather than assuming that culture is fixed. 

[bookmark: _Toc237516329]5. Comparative STP Strategy

[bookmark: _Toc237516330] 5.1 Introduction to STP
Segmentation, targeting and positioning (STP) allow firms to identify groups of consumers with similar needs, choose the groups they can serve most effectively, and develop a distinctive brand meaning. Instead of assuming the homogeneity of a national market, international segmentation should combine consumer identity, demographic features, buying decisions and communication habits. STP is important for Cadbury because the UK and India differ in terms of purchasing power, consumption occasions, retail access and cultural meanings attached to chocolate. (Brown et al., 2021)

	Section
	United Kingdom
	India
	Comparative analysis and strategic implication

	Demographic segmentation
	Cadbury is able to segment consumers according to age, income and household composition. Kids and teens may go for familiar single bars, families may choose multipacks or sharing products and adults may go for premium boxed chocolates and seasonal gifts.
	Cadbury can differentiate consumers based on age, income, family structure and urban location. Young consumers may opt for the accessible chocolate products, whereas families and gift buyers might go for the sharing products, festival packs and premium gift boxes.
	Demographic segmentation is relevant in both markets. However, in India the income based segmentation is more important as there is a big difference in the purchase power among the consumer groups. Hence, Cadbury should offer a wider range of affordable price points in India.

	Psychographic segmentation and VALS
	The VALS framework can be used to identify consumers who are experience-seeking, quality-conscious and ethically aware. Such consumers may appreciate self-reward, premium quality, convenience and sustainability.
	VALS can be useful for interpreting aspirers, achievers and family-oriented consumers. Aspirational consumers may see Cadbury as a trusted international brand Family orientated consumers may associate chocolate with sharing, relationships and celebration.
	Note that the VALS is used as a framework for analysis and not as evidence that Cadbury officially employs this model. The UK supports messages based on individual indulgence and ethical consumption. India supports communication based on aspiration, relationships and shared enjoyment.

	Comparison of segmentation approaches
	Cadbury’s segmentation is likely to be based on age, lifestyle, premium preference and ethical values.
	Cadbury’s segmentation will probably be more targeted on affordability, household consumption, aspiration and celebration occasions.
	Cadbury needs to keep global brand consistency but tailor pack sizes, product formats and communication themes to the consumer profile within each country.

	Targeting strategy
	Cadbury is likely to adopt differentiated targeting where the products are offered to different consumer segments such as mainstream bars, sharing products, premium ranges and seasonal gift products.
	Cadbury can combine mass market targeting with a differentiated targeting. Affordable products can cater to the mass consumer groups, while premium and gifting products can cater to urban and higher income consumers.
	Thru differentiated targeting Cadbury is able to derive value across a number of consumption occasions. A study of chocolate consumers in India found that 37.7% of those surveyed chose Cadbury Dairy Milk, demonstrating the importance of keeping a broad market appeal. 

	Targeting evaluation
	Targeting allows for premiumisation and stops Cadbury being only reliant on low-price everyday products.
	Targeting enables market penetration thru low-priced packs and premium and festive products with higher margins.
	The company should not use the same target-market strategy in the two countries. Research suggests that culture is important in determining the appropriate level of marketing standardisation or adaptation for firms. 

	Positioning strategy
	Cadbury is a trusted, heritage-based and enjoyable chocolate brand. Its positioning can combine quality, familiarity, personal enjoyment, sharing, and seasonal gifting.
	Cadbury is positioned as a chocolate brand that is emotionally meaningful, accessible and celebratory. It can emphasise happiness, relationships, gifting and social occasions in its positioning.
	Both the markets position on emotions and quality . However, the UK positioning is more closely related to heritage and personal indulgence and the Indian positioning is more closely related to celebration and collective consumption.

	Comparative positioning evaluation
	Product quality and associations with enjoyment along with a recognisable reputation can help the brand keep its global identity.
	Local celebrations, family values and affordability needs can be tailored to make campaigns culturally relevant for the brand.
	Cadbury’s approach is one of selective adaptation. The global brand promise is the same but the message and consumption context varies according to the market.


 
[bookmark: _Toc237516331]5.2 Perceptual Map Summary
[image: ]
Figure 1 Perceptual Map of Cadbury and Key Chocolate Competitors in the United Kingdom and India
The perceptual map should use the axes “affordable to premium” and “local/cultural relevance to global brand image.” Cadbury is likely to occupy a broad middle-to-premium position, combining a strong global identity with high familiarity. In India, its relative position should reflect stronger cultural and celebration relevance; in the UK, it should reflect heritage, quality and mainstream accessibility.


[bookmark: _Toc237516332]6. Comparative International Marketing Mix: 7Ps
[bookmark: _Toc237516333]6.1 Introduction to the Extended Marketing Mix
The extended marketing mix consists of seven controllable variables: product, price, place, promotion, people, process and physical evidence. These elements enable firms to create value for target consumers and deliver a coherent market offering. For Cadbury, the 7Ps framework is useful because the UK and India differ in consumer purchasing power, cultural meanings of chocolate, retail structures, digital adoption and regulatory requirements. Consequently, Cadbury should maintain a consistent global brand identity while adapting selected marketing-mix elements to local conditions. (Bhatnagar et al., 2024)
Cadbury’s marketing strategy can be studied in the 7Ps model of marketing namely Product, Price, Place, Promotion, People, Process and Physical Evidence. The UK/India comparison is a good example of how Cadbury should retain its core global brand image but adapt its marketing mix to differences in consumer income, culture, retail structures and purchasing behavior.

Product: In the UK Cadbury offers a wide range of products, from single bars of chocolate to sharing packs, boxed chocolates, seasonal products and gift formats. The UK market is mature so Cadbury can increase premiumisation via larger sharing packs, premium chocolates and seasonal gift products. In India, affordability and occasion-based consumption is more important so smaller packs and accessible price points can be a way to reach mass-market consumers while premium gifting products can target higher income urban consumers. Product sizes, formats and gifting options should therefore be adapted to each market but with consistent quality and strong brand recognition.
[image: ]Source From Google Gemini ( image created by Google Gemini )

Price: Price affects affordability, perceived quality and competitiveness. In the UK, Cadbury can take up value based and differentiated pricing. Here, mainstream products can be priced competitively, while premium and seasonal products can be priced higher. Multipacks and deals can help drive demand in times of financial pressure.” Price point strategies and smaller affordable packs are especially crucial in India to reach a broader consumer base. Therefore, prices should not be uniform across the two countries, as there are large variations in the cost of ingredients, tax, distribution costs, retailer margins, inflation and consumer purchasing power.

Place: In the UK Cadbury products are sold thru supermarkets, convenience stores, petrol stations, online grocery platforms and seasonal retail outlets. Partnerships with large supermarkets and e-commerce platforms are therefore crucial. India needs a more decentralized distribution structure with wholesalers, distributors, independent retailers, supermarkets, online marketplaces and quick-commerce platforms. Therefore, Cadbury needs to pursue a hybrid distribution strategy with a focus on modern trade and online channels in the UK but maintaining a wide range of distributors and retailers in India.

Promotion: Promotion should cover advertising, social media, digital marketing, public relations, sales promotions and point of sale communication. Cadbury can exploit heritage, quality, sharing, seasonal gifting and premiumisation in the UK thru television, digital campaigns and retail displays. Emotion-based themes such as family, celebration, relationships, sharing and festivals are particularly relevant in India. The brand therefore has to keep its global association with enjoyment, but at the same time adapt its promotional messages to fit with local cultural expectations.

People: Employes, sales teams, distributors, retailers and customer service personnel all impact directly on the consumer experience. Both markets need training in quality assurance, food safety, customer service and ethical conduct. But wider and more fragmented distribution network requires more focus on sales-force and distributor training in India. Good employe development, incentives to recognize and perform can help service quality in both markets.

Process: Good processes involve production quality control, stock replenishment, distribution coordination, complaints management, customer support and product safety monitoring. These processes are important in both countries, but require special attention in terms of compliance with Indian food regulations. Cadbury needs to have the same quality assurance, consumer feedback, product recall and complaint handling systems in both markets.

Physical Evidence: Packaging, labeling, logos, retail displays, gift boxes and online product pages provide consumers with tangible proof of the quality of the brand. UK packaging should convey information about heritage, quality, allergens, nutrition, sustainability and recycling. Indian packaging must consider local labeling requirements, visible pricing, product protection and culturally appropriate gifting. Generally Cadbury should retain its recognizable global identity, while adapting packaging sizes, labeling and presentation to suit local market needs.
[image: ]
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[bookmark: _Toc237516334]6.2 Overall 7Ps Comparison and Strategic Implications
Cadbury needs to standardise its core brand personality, quality expectations and emotional association with enjoyment. But it should adapt product sizes, prices, distribution channels, promotional themes and packaging to local market conditions. The UK needs premiumisation, sustainability and health responsiveness; India affordability, celebration relevance and wide distribution reach.

[image: ]
Figure 2 Cadbury’s Marketing Mix Adaptation for the UK and Indian Markets


[bookmark: _Toc237516335]7. Cadbury’s Market Entry Strategy in India
	Section
	Key Points

	Introduction to International Market-Entry Strategies
	Exporting, licensing, franchising, joint ventures, strategic alliances, acquisitions and wholly owned subsidiaries are the choice of international entry strategies. The choice is based on market potential, investment capacity, regulation, desired managerial control, local knowledge, and business risk.

	Cadbury’s Entry and Development in India
	Cadbury entered India in 1948 thru Cadbury Fry (India) Private Limited and has since developed local manufacturing, distribution and marketing capabilities. The business was later part of Mondelēz International Cadbury not only exported, but also established a strong local presence which helped them become familiar to consumers and respond to changing demand.

	Entry Mode Adopted by Cadbury
	Cadbury’s approach was a wholly owned subsidiary supported by local manufacture and extensive indirect distribution. This model of foreign direct investment gave great control over operations, product quality, brand management and long term market development.

	Rationale for the Entry Strategy
	India’s population size, long-term growth prospects and diverse consumer base made local operations attractive. The food market has become more attractive due to rising living standards, changing consumption patterns and population growth. Local manufacturing also enables Cadbury to tweak pack sizes, prices, products and promotional campaigns to Indian market conditions.

	Advantages of the Chosen Strategy
	This strategy gives more control over product quality, pricing, marketing and brand positioning. Local manufacturing can reduce reliance on imports and transportation costs and improve responsiveness to demand. It also allows for closer relationships with suppliers, distributors, retailers and consumers while protecting Cadbury’s established reputation.

	Disadvantages and Risks
	The strategy requires significant capital investment and exposes the firm to operational, regulatory and reputational risks. Management costs might be higher due to regional diversity, infrastructure disparities, price sensitivity and India’s complex distribution network. Food safety issues or supply chain disruptions could also hurt consumer confidence.

	Evaluation of Effectiveness
	Overall, Cadbury’s locally embedded strategy appears to be successful as it allows for extensive distribution, product adaptation and long-term brand development. Continued success depends, however, on the maintenance of affordable prices, strong quality control, ethical sourcing and locally relevant marketing communications.



[bookmark: _Toc237516336]8. Ethical Marketing Analysis: India
[bookmark: _Toc237516337]8.1 Introduction to Ethical Marketing
Ethical marketing is the marketing practices that are fair, transparent, socially responsible and respectful for the well-being of the stakeholders. For Cadbury in India, this is about ethical marketing that takes into account product safety, nutritional transparency, responsible communication, packaging waste and the wider sustainability of the cocoa supply chain.
[bookmark: _Toc237516338]8.2 Ethical Marketing Practices by Cadbury in India
First of all, Cadbury can show ethical practice thru responsible sourcing commitments, supplier standards and sustainability initiatives. Improvements to the environment within food-and-beverage supply chains require collaboration between firms, suppliers, consumers, and public institutions. But any claims about sustainability must be specific, measurable and independently verified. 
Secondly, Cadbury has an ethical responsibility to provide accurate ingredient, allergen and nutrition information. India’s food regulatory system needs controls over food manufacture, storage, distribution, sale and import to ensure that food is safe and wholesome. This is particularly important for consumers with allergies, dietary restrictions, or health concerns to be able to clearly communicate (Ariningsih, 2024). 
[bookmark: _Toc237516339]8.3 Ethical Concerns and Controversial Practices
One big concern is the amount of sugar in candy products. Chocolate is a typical indulgence product, but its frequent consumption can contribute to diet-related health risks. Cadbury should thus avoid communications that encourage overconsumption or that directly tap into children’s limited understanding of the health implications. Research shows there are still gaps in Indian restrictions on advertising of foods high in fat, salt and sugar to children. 
Another problem is the amount of packaging waste. Single low-price packs may make products cheaper and more accessible but they can also increase the amount of packaging being sent to waste systems. Cadbury is faced with the challenge of balancing commercial objectives with recyclable, reduced material and appropriately communicated packaging solutions.


[bookmark: _Toc237516340]9. Recommendations
[bookmark: _Toc237516341]9.1 Recommendation 1: United Kingdom Marketing Strategy
Cadbury UK needs to expand its offering of clearly labelled portion-controlled and reduced-sugar products. This would satisfy both consumer health concerns and policy maker pressure, while allowing the company to maintain its established positioning around enjoyment, quality and seasonal gifting. Marketing should be used to communicate moderation, not to promote the idea that sweets are a substitute for more healthy food.
[bookmark: _Toc237516342]9.2 Recommendation 2: India Marketing Strategy
In India, Cadbury should continue to offer affordable small-pack formats but improve their environmental profile thru packaging reduction, recyclability initiatives and consumer disposal guidance. It should also continue to have culturally relevant celebration and gifting campaigns, but should not carry high-sugar product promotion mainly targeted at children. This would protect accessibility, in meeting health and environmental concerns.
[bookmark: _Toc237516343]9.3 Recommendation 3: Cross-Market Strategy
Cadbury should have a consistent sustainability and ethical marketing dashboard across markets. It should report measurable indicators on cocoa traceability, packaging reduction, use of recyclable-material, product reformulation, customer complaints and marketing compliance.
[bookmark: _Toc237516344]9.4 Implementation Priorities and Expected Outcomes
The implementation should start with an audit of packaging, nutrition communication and child-directed promotional content. The results are expected to be greater consumer trust, lower regulatory risk, increased credibility on sustainability and a more resilient international brand position. (Kamp et al., 2023)

[bookmark: _Toc237516345]10. Conclusion
Cadbury’s marketing strategy is a good example of the need to balance global brand consistency with local adaptation. “In the UK, we need to focus more on premiumisation, health concerns and sustainability expectations, whereas in India it is important to focus on affordable pricing, broad distribution and communication focused on celebrations. Cadbury's strategy of entering the Indian market locally has been helpful in product adaptation and has reached a wide consumer base. But for long-term success, responsible marketing, transparent labelling, sustainable packaging and credible ethical commitments are required. A selective adaptation strategy will enable Cadbury to preserve its global identity while addressing the cultural, economic and regulatory differences between the UK and India.

[bookmark: _Toc237516346]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
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[bookmark: _Toc237516347]11. Introduction to Reflection
[bookmark: _Toc237516348]11.1 Purpose of the Reflective Account
This reflective account reviews the process I used to research, analyse and prepare the international marketing report on Cadbury in the United Kingdom and India. Reflection is important as it helps students to identify effective practices, to recognise limitations and to develop more systematic approaches to future educational and professional work. Academic writing is more than simply presenting information; it is about critical evaluation, synthesis of evidence, clear argumentation and correct source integration. 
[bookmark: _Toc237516349]11.2 Introduction to Gibbs’ Reflective Cycle
In this reflection I will structure it by using Gibbs’ Reflective Cycle. The model comprises of six stages namely description, feelings, evaluation, analysis, conclusion and action plan. This structure allows me to move beyond description of my work, to consider why particular outcomes occurred and how my research practice can be improved.
[bookmark: _Toc237516350]12. Description
[bookmark: _Toc237516351]12.1 Selection of Cadbury, the United Kingdom and India
I chose Cadbury because it is a popular chocolate brand across the world and has a strong presence in the UK and India. The UK was a good fit because of Cadbury’s heritage and market position. India was chosen because it offers a contrasting environment in terms of culture, consumer income, retail structures, digital development and celebration-based consumption. This comparison provided me the opportunity to assess the extent to which Cadbury standardises its global brand and adapts marketing decisions locally.
[bookmark: _Toc237516352]12.2 Research Process and Source Selection
I started with the assessment requirements and developed a structured contents page. I then looked for information from academic papers, government and regulatory sources, company reports, industry publications and reputable news sources. I used keywords relating to Cadbury, India, UK, PESTLE, Hofstede, STP, 7Ps, ethical marketing and market-entry strategy. I took notes on the evidence relevant to each report section before drafting.
[bookmark: _Toc237516353]13. Feelings
[bookmark: _Toc237516354]13.1 Initial Expectations and Confidence
Initially, I was confident, Cadbury was a household name and the UK-India comparison appeared to be a simple one. I expected to have a lot of information, as both countries are big markets. However, I soon realised that familiarity with a brand does not guarantee critical academic analysis.
[bookmark: _Toc237516355]13.2 Challenges Experienced During Research and Writing
I found it difficult to find recent reliable and directly comparable data, particularly Cadbury sales, staffing levels and detailed product-pricing information by country. I also found that company websites tended to be more positive in terms of sustainability and social responsibility, so caution is needed when using these sources. Another challenge was to manage the word count as we had to include all the required models.
[bookmark: _Toc237516356]14. Evaluation
[bookmark: _Toc237516357]14.1 What Worked Well
The structure of the first report was effective because it broke down a complex task into manageable sections. The comparison tables saved me the trouble of writing two separate country descriptions. This also enabled me to link macro-environmental conditions with actual marketing decisions such as pricing, product pack size, promotion and distribution using multiple frameworks.
[bookmark: _Toc237516358]14.2 What Did Not Work Well
Some early research was too broad and general information about Cadbury and not specific evidence about Cadbury. I also initially risked taking Hofstede’s national scores as definitive explanations of consumer behaviour. This could have led to over-simplification particularly when considering India’s huge regional, linguistic, religious and income diversity.
[bookmark: _Toc237516359]14.3 Strengths and Limitations of the Process
One of the strengths of my process was the combination of academic theory and evidence from the company. A limitation was that public evidence did not always contain complete or up-to-date country data. This meant that I had to make clear distinctions between fact, reasonable interpretation and documented recommendations.
[bookmark: _Toc237516360]15. Analysis
[bookmark: _Toc237516361]15.1 Critical Evaluation of Source Credibility
The research process taught me that the quality of your sources is what makes it Level 7 work. Peer-reviewed journal articles and government/regulatory publications were generally more reliable in explaining theory, consumer-health concerns and legal requirements. Company reports were useful in understanding corporate strategy, but they may contain selective or promotional language. So I had to triangulate claims against company information with independent academic and regulatory evidence.
[bookmark: _Toc237516362]15.2 Comparing International Markets
The comparison of the UK and India was difficult as the markets were different in terms of size, income distribution, culture and retail development. A simple comparison of national averages would have been weak. Instead, I zeroed in on the strategic implications: the UK’s mature market and health expectations versus India’s affordability requirements, diverse consumer base and celebration-led demand.
[bookmark: _Toc237516363]15.3 Application and Limitations of Models
PESTLE provided a framework for identifying external opportunities and risks. Hofstede helped to explain broad cultural tendencies, but he could not capture the full diversity within either country. STP explained how Cadbury could identify and target different consumers. The 7Ps turned the analysis into real marketing decisions. The models were more useful when used together rather than separately.
[bookmark: _Toc237516364]15.4 Managing Incomplete Information
I have not made unsupported claims where the data were incomplete or contradictory. For example, I have not included staff numbers unless there were reliable country specific data . I learned that claiming the limits of evidence increases academic credibility rather than assuming it as a fact.
[bookmark: _Toc237516365]16. Conclusion
Through this assessment, I learned that international marketing analysis demands systematic comparison, credible evidence and critical judgement. My main learning outcome was that it was important to link theory to practical company decisions, instead of describing models in isolation. I also learned that cultural and market data are to be taken with a grain of salt. My main development need is to find more current, independent and country specific evidence of industry earlier in the research process.
[bookmark: _Toc237516366]17. Action Plan
In future I will build research matrix before I start writing assignments. The matrix will include the author, date, credibility, key evidence, limitations and relevant section of the report for each source. I will focus on peer-reviewed articles, government sources and company annual reports, with news and sites only to provide current context. 
I will also improve critical analysis by using the sequence of evidence, comparison, explanation, implication and judgement in every major paragraph. This will avoid descriptive writing and support the link between evidence and recommendations. 
Finally, I will complete source collection before writing and place Harvard references immediately. I will use comparison tables at the planning stage and allow at least one separate session for proofreading, word-count reduction and checking that every factual claim is supported, to use my time more efficiently.


[bookmark: _Toc237516367]Reference list
Adithya Pradyumna, Mishra, A., Utzinger, J. and Winkler, M.S. (2021). Health in food systems policies in India: A document review. International Journal of Health Policy and Management, [online] 11(7), p.1158. doi:10.34172/ijhpm.2021.18.
Ariningsih, P.K. (2024). Actors’ behaviours in responding to green incentives in the food and beverage industry: A scoping review. Jurnal Rekayasa Sistem Industri, [online] 13(1), pp.21–36. doi:10.26593/jrsi.v13i1.7230.21-36.
Banerjee, T. and Kanwar, M. (2023). Assessing the regulatory landscape: Strengthening Food Safety Enforcement in India for Public Health and Economic Progress. [online] Available at: https://www.ijfmr.com/papers/2023/6/9622.pdf [Accessed 12 Aug. 2026].
Bassi, S., Bahl, D., Gopal, S., Sethi, V., Backholer, K., Gavaravarapu, S.M., Babu, G.R., Ghosh-Jerath, S., Bhatia, N., Aneja, K., Kataria, I., Mishra, P., De Wagt, A. and Arora, M. (2024). Are advertising policies affirmative in restricting the marketing of foods high in fat, salt and sugar (HFSS) in India?: Evidence from SWOT analysis. The Lancet Regional Health - Southeast Asia, [online] 21, p.100315. doi:10.1016/j.lansea.2023.100315.
Bera, O., Singh, R. and Bhattacharya, S. (2023). Food literacy & food labeling laws—A legal analysis of India’s food policy. Journal of Family Medicine and Primary Care, 12(4), p.606. doi:10.4103/jfmpc.jfmpc_880_22.
Bhatnagar, A., Choudhary, M., Kumar, V., Singh, V. and Kaur, P. (2024). Nutrient profiling assessment of packaged snack foods with nutrition-related claims available on the Indian market. Frontiers in Nutrition, 11. doi:10.3389/fnut.2024.1425354.
Brown, K.A., Srinivasapura Venkateshmurthy, N., Law, C., Harris, F., Kadiyala, S., Shankar, B., Mohan, S., Prabhakaran, D. and Knai, C. (2021). Moving towards sustainable food systems: A review of Indian food policy budgets. Global Food Security, [online] 28, p.100462. doi:10.1016/j.gfs.2020.100462.
Connell, C., Marciniak, R. and Carey, L.D. (2022). The effect of cross-cultural dimensions on the manifestation of customer engagement behaviours. Journal of International Marketing, 31(1), p.1069031X2211306.
Dey, B.L., Alwi, S., Yamoah, F., Agyepong, S.A., Kizgin, H. and Sarma, M. (2019). Towards a framework for understanding ethnic consumers’ acculturation strategies in a multicultural environment. International Marketing Review, [online] 36(5), pp.771–804. doi:10.1108/imr-03-2018-0103.
Fincham, A.J. (2019). Made for Sharing: George Cadbury, ‘Industrial Betterment’ and Salvation. Quaker Studies, 24(2), pp.211–228. doi:10.3828/quaker.2019.24.2.3.
Georges Polti (2006). The thirty six dramatic situations - 1917. Book Jungle.
Kamp, B., Gibaja, J.J., San Martin, J. and Turiel, I. (2023). Adoption of measures to mitigate the impact of COVID-19: In search of a hofstedian explanation for patterns among individual countries and country clusters. Safety Science, [online] 157, p.105902. doi:10.1016/j.ssci.2022.105902.
Kazemi, F. and Esmaeili, M. (2010). The role of media on consumer brand choice A case study of chocolate industry. International Journal of Business and Management, [online] 5(9). doi:10.5539/ijbm.v5n9p147.
Liu, W., Wu, Y., Sun, Y. and Florkowski, W.J. (2024). Consumer perception of the performance of online catering food safety regulations: The case of Shanghai, China. Foods, 13(16), pp.2568–2568. doi:10.3390/foods13162568.
Meyers, B.C. (2022). Behind the scenes at the plant cell: The process from prereview consultation to an editorial decision. The Plant Cell, [online] 34(11), p.4117. Available at: https://pmc.ncbi.nlm.nih.gov/articles/PMC9614511/ [Accessed 12 Aug. 2026].
Smith, R. D, Cornelsen, L., Quirmbach, D., Jebb, S.A. and Marteau, T.M. (2018). Are sweet snacks more sensitive to price increases than sugar-sweetened beverages: Analysis of British Food Purchase Data. BMJ Open, [online] 8(4), p.e019788. doi:10.1136/bmjopen-2017-019788.



2 | Page

image3.png
ECONOMIC

POLITICAL SOCIAL

TECHNOLOGICAL

ENVIRONMENTAL





image4.png
9
Global brand /
heritage-led

Mixed 5

Local/
culturally
relevant

lllustrative Perceptual Map of Cadbury and Selected Chocolate Competitors

United Kingdom

. Tony's
Chocolonely

@ caavury

. Galaxy Lindt
1 5 9
Affordable Mid-market Premium

9
Global brand /
heritage-led

Mixed 5

Local /
culturally
relevant

| . Nestlé |
; ®
Ferrero
Rocher
1 5! 9
Affordable Mid-market Premium





image5.png
CADBURY IN THE UK =2

CADBURY IN INDIA

= Features a rich, smooth, milk-forward texture with
a high percentage of milk solids, beloved for decades.

= Qffers iconic classic bar formats (e.g., Flake,
Wispa, Dairy Milk variants).

= Strong brand heritage and a focus on
traditional recipes and formats.

= Diverse product portfolio with unique-to-market brands
(e.g., 5 Star, Gems, localized Dairy Milk Silk variants).

= |ntegrated into local culture and gifting (e.g.,
‘Cadbury Celebrations’ for festivals and occasions).

= Widespread availability in local ‘Kirana’
stores, adapting recipes for local palates.

*Using general product knowledge as reference for comparison and visual examples.*

Source: Comparative Market Study
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A COMPREHENSIVE CADBURY PACKAGING
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unique texturing like Flake, Wispa). the veg-mark and FSSAI logo.
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Cadbury's Marketing Mix Adaptation
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