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Executive Summary
This report will assess scientifically and critically Cadbury's marketing strategies in the United Kingdom and India on an international scale. It assesses the two markets on basis of PESTEL and Hofstede's cultural framework before analysing Cadbury's STP strategy and the 7Ps marketing mix. The report also explores the company's Indian wholly owned subsidiary entry strategy and discusses ethical aspects comprising sustainability and responsible marketing. The results show Cadbury's success developing a brand that is both relevant in the local (Indian) market and consistent globally. Lastly, three SMART recommendations are offered to bolster digital personalisation, sustainability, and product innovation, as a means of Cadbury's long-term international competitiveness and sustainable growth.
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SECTION 1: REPORT
1. Introduction 
1.1 Background
International marketing is the process of planning, pricing, promoting and distributing products internationally and adjusting the marketing strategy according to varying economic, cultural, political, and legal conditions (Doole and Lowe, 2012). Globalisation has influenced the growth of international business by facilitating trade liberalisation, digital connectivity and consumer access to brands present in multiple countries, demanding firms to create a balance between a standardised approach and adjusting to the local marketplace (Keegan, 2010). Thus, the successful multinational firms are increasingly adapting their strategies to the preferences, regulatory requirements and competitive conditions of the local markets, in order to gain and sustain competitive advantage.
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Figure 1: Cadbury Logo
Source: (Cadbury, 2024)
This report focuses on Cadbury, a globally recognised confectionery brand owned by Mondelēz International, which operates in more than 150 countries (Cadbury, 2024). The report compares the Cadbury's international marketing strategies in the United Kingdom its home market and India one of the largest and fastest-growing international market. These countries offer a helpful point of reference when looking at the impact variations in macro-environmental conditions and cultural traits have on international marketing decisions.
1.2 Purpose and Report Structure
This report aims to compare Cadbury's country positioning marketing strategies in United Kingdom and India in the context of their macroenvironment (PESTEL and Hofstede's cultural dimension), analyse company positioning STP and 7Ps marketing mix strategies, investigate Cadbury's marketing entry strategy in the Indian market, review the ethical dilemma which faced while working with Cadbury and provide strategic recommendations based on evidences. The report does not simply outline Cadbury's international activities but also critically presents the problems of how different national environments influence strategic marketing decisions making, giving meaningful insight to management as to how to successfully adapt their marketing mix while overseas to achieve competitive success.
2. Company Background
John Cadbury, based in Birmingham, United Kingdom established Cadbury in 1824 and has become one of the most recognisable confection brands in the world (Cadbury, 2024). The company began as a small grocery store offering cocoa and drinking chocolate, and has since grown into a global chocolate maker, famous for its packaging and iconic brands, including Dairy Milk, Dairy Milk Silk, Bournville, Flake, Wispa and 5 Star. Since Cadbury was acquired by Mondelēz International in 2010, it has had widely available sales networks, new product development, and international marketing strategies (Cadbury, 2024).
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Figure 2: Mondelēz International Revenue
Source: (Wall, 2025)
Mondelēz International company has operations in over 150 nations and employs roughly 90,000 people worldwide. According to Mondelēz International (2025) and Wall (2025), the company recorded revenues totaling $37.105 billion for 2025, which suggests that the company is well-established in the global snacks industry. The Cadbury product continues to be one of the major chocolate brands under the company's ownership and holds prominent market positions in many foreign markets, especially in the UK and India. 
Cadbury is one of the most appropriate brands to be considered in analyzing international marketing since it is a global success story that sacrifices the core standardization of its brand by varying the product, price, promotion and placement in order to address the needs of varying economic and cultural circumstances. Moreover, it provides understanding of the marketing mix where the brand can be used as an example in analyzing the different aspects of global marketing such as the market entry, competitive advantage and different marketing strategies in mature UK and fast-growing Indian markets.
3. Comparative Market Analysis
3.1 PESTEL Comparison: United Kingdom and India
	Factor
	United Kingdom
	India
	Marketing Implications for Cadbury

	Political
	Stable democratic institutions and strong regulatory environment.
	Stable democracy with supportive manufacturing and FDI policies but greater regulatory complexity across states (SINHA, 2004).
	There is regulatory certainty in the UK, while in India there are more chances for growth but adaptation to the market is necessary.

	Economic
	Mature economy (GDP US$4.26 trillion; GDP per capita US$53,246; inflation 3.3%; internet penetration 95%) (IMF, 2024; Statista, 2022).
	Fast-growing economy (GDP US$3.96trillion; GDP growth 6.5%; population 1.46 billion; internet penetration about 70%) (The World Bank, 2025; NDTV, 2025; Pauw, 2022).
	India provides volume growth, whereas the UK provides better purchasing power and premium products.

	Social
	Ageing population, high health awareness and increasing demand for low-sugar products.
	Young population, rapid urbanisation, rising middle class and strong gifting culture.
	Portfolios should be based on different consumers’ lifestyles and purchasing motivations.

	Technological
	Highly developed digital infrastructure and widespread omnichannel retailing.
	Rapid digital transformation supported by smartphone adoption, e-commerce and digital payments (Molintas, 2015).
	Digital marketing and e-commerce are essential in both markets but need different approaches.

	Environmental
	Strict sustainability legislation and strong consumer expectations regarding recyclable packaging (Norton et al., 2022).
	Increasing environmental regulation with growing emphasis on plastic waste reduction and ESG compliance.
	Sustainable packaging has become a competitive requirement rather than a differentiator.

	Legal
	Comprehensive food safety, advertising and consumer protection legislation.
	Robust food regulation under FSSAI with evolving labelling and packaging requirements (Bera, Singh and Bhattacharya, 2023).
	Cadbury must adapt packaging, labelling and compliance procedures to local legal requirements.


Table 1: PESTEL Analysis (US vs. India)
The macroeconomic environment in the UK and India presents varied opportunities to Cadbury; hence, there is need for the company to adapt its strategy of international marketing to future requirements. Currently, the two countries have stable democracies that are politically favorable and encourage business investments. The UK has stable regulation systems that reduce the element of uncertainties in business operations. On the other hand, the regulatory systems of India continue to remain complicated since businesses are required to follow the regulations of central and state governments. However, the government policies that have made India a center of manufacturing, digitalization, and foreign investments have increased market attractiveness despite having increased administration (Bulavko et al., 2019). Consequently, Cadbury will efficiently operate in the UK and aggressively expand its business in India.
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Figure 3: Real GDP Growth Projections Compared to the Previous Year in Selected Countries
Source: (Statista, 2026)
The highest strategic distinctions are attributable to economic factors. The United Kingdom represents a mature, high-income consumer market characterised by relatively slow economic growth but strong purchasing power. Consumers are willing to pay premium prices for innovative chocolate products, responsible sourcing and healthier chocolate products (Norton et al., 2022). By contrast, India has become one of the world's fastest-growing major economies with GDP expanding at about 6.7% in comparison to 1.4% rate of the UK (Statista, 2026). Furthermore, India's population of approximately 1.46 billion provides an exceptionally large consumer base despite lower per-capita income (NDTV, 2025). Thus, Cadbury has different strategies to market premium in the UK, versus the Indian market, where it markets at lower price and smaller packaging sizes to remain affordable to the Indian consumer.
Marketing strategy is affected by social factor. The UK's consumer preference for healthy, sustainable, and ethical products is driving Cadbury to widen its range of sugar reduced and environmentally responsible products. Conversely, India's young population, high level of urbanization and emerging middle class are still driving demand for confectionery. Chocolate consumption is strongly associated with festivals, celebrations and gifting occasions, creating opportunities for seasonal marketing campaigns that are less significant in the UK (Thomas, 2017). Thus, consumer motivations differ substantially despite purchasing the same brand.
Technological progress in both nations makes such marketing possible. First of all, the UK has developed the digital operational environment allowing the company to provide its customers with the latest combination retailing, personalized marketing campaigns and CRM processes. However, in India, thanks to the smartphone proliferation, millions of consumers are buying Cadburys electronics game, which was made possible by ecommerce payments that gave a reason for the company to promote through social media channels. podeo.com Therefore, the significance of digital transformation for both markets as competitive advantage but also the necessity for the localization of platforms and communications are evident.
The legal and environmental-economic conditions become increasingly important factors for international competitiveness. In both nations, sustainable business becomes a matter of priority for consumers, and governments continue to pass more strict laws concerning the issues of packaging waste and food safety (Thapliyal et al., 2024). Hence, Cadbury need to maintain recyclable packaging, sustainable cocoa supply chain and product information.
India is attractive for long term investment, given its size, rapid economic expansion and a large middle class. The UK is, however, still important and continues to have good levels of purchasing power and especially loyalty from UK consumers and premium market opportunities. Cadbury should proceed with the strategy of penetration, local adaptation of its product/service offering in India and innovation, premium product differentiation in the UK.
3.2 Hofstede Cultural Comparison
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Figure 4: Hofstede Cultural Comparison
Source: (The Culture Factor Group, 2025)
	Dimension
	United Kingdom
	India
	Marketing Implication

	Power Distance
	Low
	High
	UK consumers prefer equality and individual choice, whereas Indian consumers respond positively to authority and family-oriented communication.

	Individualism
	Very High
	Moderate–Collectivist
	UK advertising focuses on personal enjoyment, while Indian campaigns emphasise family, sharing and celebrations.

	Masculinity
	High
	Moderate
	Achievement appeals are effective in both countries, although emotional storytelling performs better in India.

	Uncertainty Avoidance
	Relatively Low
	Moderate
	Consumers in both markets generally accept product innovation, although trust-building remains important in India.

	Long-Term Orientation
	Moderate
	High
	Indian consumers value long-term relationships and trusted brands, strengthening Cadbury's brand loyalty strategies.

	Indulgence
	High
	Moderate
	UK promotions frequently highlight self-indulgence, whereas Indian campaigns connect chocolate with gifting and social occasions.


Table 2: Hofstede Comparison
Hofstede's framework shows that Cadbury's decisions that are made in marketing internationally are heavily influenced by cultural differences. UK has a highly individualistic culture and thus the emphasis is on advertising suited to personal satisfaction, quality experiences and individual consumption (Andrijauskienė and Dumčiuvienė, 2017). In contrast, India's more collectivist culture encourages campaigns celebrating family relationships, festivals, and emotional connections, which is why Cadbury's ad campaigns about gifting are so successful over the years (Juhász, 2014).
These cultural differences are also influencing the purchase and adaptation of products. Consumers in the United Kingdom are becoming more concerned about the health, sustainable and ethical aspects of chocolates while the Indian consumers tend to connect chocolate with the concept of celebration and gifting (Sondhi and Chawla, 2016). Therefore, the Cadbury is always engaged in making modifications in packaging and themes of their products.
Though Hofstede's model is helpful in comparing the cultures of different countries, it has its limitations (Signorini, Wiesemes and Murphy, 2009). National scores may not be representative of all the regions, generations and socioeconomic groups in a country, particularly in culturally diverse markets such as India. Accordingly, management should not only rely on national cultural dimensions, but also combine Hofstede with some of the newer consumer research and market analysis tools. However, the framework is still useful in comprehending general attitude differences and how they influence international marketing strategy and adaptation decisions (Signorini, Wiesemes and Murphy, 2009).
4. Comparative STP Analysis
4.1 Segmentation
Cadbury applies a combination of standardised and adapted segmentation strategies in the United Kingdom and India to address differing consumer characteristics. Demographically the brand is targeting kids and young adults and families both; the opportunity for volume growth in the market is greater in India under the aging of population and health-conscious environment in the UK encourages diversification through the premium and reduced sugar chocolate products (Kotler, Keller and Chernev, 2022) Geographically, Cadbury has country wide strong distribution in both countries and has grown its market share more in Indian urban and semi urban areas because of growing retail expansion and people's disposable income. Psychographically, UK consumers appreciate ethically sourced chocolate, premium quality and sustainability, Indian consumers respond to chocolate as a celebratory item, as a gift item and as a family occasion. Behaviourally, frequent impulse purchases dominate the UK market, whereas seasonal purchasing during festivals such as Diwali significantly influences demand in India. This results in a highly consistent brand to the world with a culturally adapted product, packaging and promotional mix, which gains more competitive advantage from achieving market adaptation rather than market standardisation (Keegan, 2010).
4.2 Targeting
Cadbury has various purposes of targeting in both countries because of different circumstances. The firm targets middle-to-upper class individuals in the UK since they look for high-quality and ethical products. Emotional marketing and sustainability are some of the techniques used by the company to attract adult marketing consumers (Mirmahdi Komejani, Bilro and Loureiro, 2026). On the other hand, in India, the company aims at the variety of products available at all levels of segmentation ranging from low-priced individual bars to luxury packs of gifts of chocolates. Besides, the target segments involve young people, family, festival buyers, and an increase in distribution to smaller cities. Targeting strategy is differentiated, which takes into consideration the variations in purchasing power, consumer lifestyle, and urbanization (Akinrinoye et al., 2020). Whereas the UK offers higher value purchases, India has many consumers and therefore great opportunities for future growth.
4.3 Positioning
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Figure 5: Cadbury Positioning Map
Source: (Self-created)
Cadbury maintains a consistent global positioning based on quality, trust and emotional connection while adapting its communication strategy to local cultural values (Bradley, 2011). The brand is marketed as a high0quality daily treat, offering enjoyment, heritage and sustainability in the UK. Personal pleasures and genuine snapshots are often showcased in advertisements.  Cadbury, by contrast, positions itself in India as the brand of celebration, benevolence and familial bonds, with campaigns focused on festivals, giving and love/bonding. This culturally placed position enhances brand relevance for consumers and does not harm the global brand recognition (Bradley, 2011). In addition, Cadbury successfully faces foreign and local confectionery companies on the grounds of product innovations along with locally-meaningful advertising messages. Overall, the positioning strategy of the company reflects an effective balance in global standardisation and local adaptation, leading to good brand equity in both markets. However, ongoing investments in improvement and digital interaction will remain key for sustaining competitiveness in an ever-changing consumer landscape.
5. Comparative International Marketing Mix (7Ps)
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Figure 6: Marketing Mix (7Ps)
Source: (Sramkowski, 2021)
5.1 Product
The branding policy of Cadbury is very consistent internally; however, the product line is in accordance with taste preferences of consumers in the UK and India. The product line in the UK is focused on quality, health and wellness products, as well as seasonality and sustainability of farms where their products are sourced due to growing consumer interest in good and healthy chocolate. The packaging includes nutrition information, use of recycled materials and certification of the ethical sourcing (Boz, Korhonen and Sand, 2020). As for the Indian market, it is a very localized market which provides small sized and affordable packages as well as gift packs for festivals like Diwali and Raksha Bandhan. Dairy Milk is the main product in both markets and the product innovations depend on market maturity level. While the UK invests in premiumization and diversification of products, India makes its product affordable and accessible without reducing its quality. Thus, Cadbury successfully manages to develop a balanced reaction to cultural and economic differences around the world.
5.2 Price
Several factors result in pricing strategies being different. There is the difference in purchasing power and the overall structure of the market. The United Kingdom uses premium and value-based pricing (Hinterhuber, 2004). That happens because the country is rich enough; people are prepared to pay for high-quality products. Moreover, promotions and discounts are used for season-specific demand. However, in India, penetration and psychological pricing are used in many sizes of packaging including cheap individual chocolates (Silva et al., 2023). Both premium and economy products can be found at the same time, which helps to satisfy people with different incomes. Thus, this strategy is related to economic conditions rather than inconsistency of brand policy.
5.3 Place
The company has extensive distribution channels in both countries, but the channel strategy is adapted according to the different retail systems in each country. In the UK, the goods are distributed through supermarkets, convenience stores, wholesalers, corporate website and e-commerce with the aid of effective logistic system. The omnichannel retail model allows for integrating online and offline experience. The distribution in India is much more extensive than in the UK (Jocevski et al., 2019). It uses advanced supermarkets, traditional neighborhood retailers (kirana stores), wholesalers and increasingly popular online marketplaces. This extensive distribution allows the goods to be available all over the country despite differences in infrastructure between urban and rural areas. With the development of digital tools and fast delivery systems, the availability of products is increased even more (Jocevski et al., 2019).
5.4 Promotion
The marketing strategies demonstrate how Cadbury manages balance global uniformity and localization. In UK, the promotion strategy is centered around personal happiness, giving, and storytelling through television, social media, and other digital channels (To et al., 2018). Promotions held during Christmas and Easter seasons promote the premium positioning of the company’s products. The use of celebrity endorsements and influencer marketing boosts consumer engagement within young audiences. However, the marketing strategy used in India focuses on cultural events, family relations, and gift-giving. The campaigns, such as Kuch Meetha Ho Jaaye, have helped the company to create a perception that chocolate is a suitable replacement of traditional candies during cultural events, thus increasing the market demand (Dey, 2021). Social media marketing, regional-language advertising, and culturally meaningful storytelling help to engage consumers. While both marketing campaigns use integrated marketing communication, their marketing messages are focused on cultural values instead of being globalized.
5.5 People
At Cadbury, employee development and customer interaction is seen to be a vital part of brand experience. For the UK, staff training focuses on customer interaction, sustainability understanding, and standardization of retail services (Ishchuk and Ishchuk, 2023). On the other hand, for India, the training covers customer service in addition to distribution channel training and retail channel training due to the fragmented nature of its retail market. Cross-cultural management practices facilitate communication with varied stakeholders and help in building lasting business relations (Ishchuk and Ishchuk, 2023). Consequently, people management is geared towards the local business environment.
5.6 Process
The operational processes will be tailored to take into account differences in the level of technological development and consumer purchasing behavior (Riegger et al., 2022). In the UK, the consumers enjoy very efficient automated ordering processes, effective inventory management, and modern digital payment technologies which make the process more convenient for them. In India, there is a similar approach to using digital technologies, mobile payments, and e-commerce systems; however, the operational processes remain flexible enough to incorporate conventional ways of retailing and accounting for regional differences.
5.7 Physical Evidence
Physical evidence strengthens the premium positioning of the brand in both markets via effective packaging design, brand identity, and digital communication (Balogun, Shukrah Abass and Didi, 2023). Globally, Physical Evidence is more engaged on quality packaging, sustainable products, and premium physical displays that will draw in customers focused on sustainability issues. Colourful packaging and gifted boxes for various functions and culture friendly visuals makes the brand emotional in India. The Cadbury's website and other digital channels feature localized messages, promotions and demand and maintain elements of the global brand identity.
Overall, company demonstrates strong marketing responsiveness in India with adaptations on each dimension of the 7Ps to fit the cultural, income, retail, and consumer behaviour. In the UK, the focus is on innovation and premiumization in a developed market environment. The adaptive nature of marketing strategy in India thus allows Cadbury to penetrate into the markets effectively and sustain its global brand image.
6. Market Entry Strategy Analysis: India
Cadbury entered the Indian market in 1948 through a wholly owned subsidiary, now operating as Mondelez India Foods Private Limited, rather than relying on exporting, licensing or franchising (Cadbury, 2024). This approach allowed the company to set up manufacturing locations, build the local supply chains and gain control over manufacturing process, quality standards and marketing. The increased demand led to the local production, which minimized import costs, enhanced market responsiveness and boosted Cadbury's competitive edge.
The wholly owned subsidiary had several strategic benefits in comparison to other entry modes. It eliminated high transportation costs and import tariff which are features of exporting (Osland, Taylor and Zou, 2001). As compared to licensing and franchising, it safeguarded Cadbury's intellectual property rights, made sure product quality was consistent, and maintained Cadbury's global brand status. In addition, full ownership allowed them to make decisions more quickly, without the prospect of conflict among partners, as with a joint venture (Benito et al., 2022). These benefits have helped Cadbury hold the top position in India's chocolate market. However, such an approach has high financial, operational, regulatory, political and market risks and significant financial investment. Making substantial capital commitments to install manufacturing plants and set up distribution lines throughout the country was much riskier than licensing or exporting (Yasar and Morrison Paul, 2007). Additionally, managing India's diverse regional markets increased operational challenges.
A joint venture with a local confectionery company may have minimized the risk of investment and enhanced local market knowledge but would have introduced somewhat broad restrictions on managerial control and strategic options (HoushmandRad and Fetanatfardhaghighi, 2023). Given Cadbury's long-term commitment and strong brand equity, the wholly owned subsidiary has proven more appropriate than alternative entry methods. The strategy has overall achieved localisation, product innovation, and its distribution across the country, thus being largely appropriate to continue the growth of India's growing confectionery market with full control of international marketing operations.
7. Ethical Evaluation: Cadbury in India
Cadbury's marketing practices in India can be evaluated using the Justice Approach, which emphasises fairness to stakeholders, and Cultural Relativism, which recognises that marketing practices should reflect local cultural values while maintaining ethical standards (Di Maddaloni and Derakhshan, 2023; Jacko, 2025). These frames are common to be used for the evaluation of International Marketing's Ethical Issue.
Cadbury practises ethical marketing by undertaking a number of activities. The company demonstrates responsible sourcing of cocoa by implementing sustainable cocoa farming practices via Mondelēz International's Cocoa Life programme and enhancing the living conditions for cocoa farmers (Bello-Bravo et al., 2022). Second, its festival-based advertising campaigns festively pay tribute to Indian cultural traditions without undermining cultural values, building emotional linkages with the consumer while honouring local traditions. However, ethical concerns remain. Another concern is commercialisation specifically aimed at children; brightly coloured packaging and emotional campaigns could lead to over-rapid consumption of confectionery despite the increasing public health awareness about sugar consumption (Sharma, Teret and Brownell, 2010). Another is sustainability where Cadbury remains under pressure from stakeholders to cut plastic packaging and enhance environmental stewardship in its supply chain.
As both consumers and stakeholders, consumers demand safe, transparent and responsibly marketed products and governments need that the products are made in accordance with food safety and advertising legislation. Staff enjoy good labour practices, while consumers and environmental groups are increasingly focused on sustainable production and on the reduction of packaging waste. Cultural adaptation can increase consumer engagement, but ethics must not be sacrificed to pursue business goals (Giesler and Veresiu, 2014). Cadbury's activities in India evidence a generally strong ethical commitment in terms of the responsible sourcing and culturally relevant marketing. However, additional progress is still needed in responsible advertising and environmental sustainability, further consolidating the long-term trust of stakeholders and contribute to sustainable international marketing performance.
8. Strategic Recommendations
Recommendation 1: Expand AI-driven personalised digital marketing in India and the United Kingdom.
In the next 12 months Cadbury should roll out AI-driven customer analytics on its digital properties to achieve personalised product recommendations, festival campaigns and loyalty offers. The objective should be to increase digital customer engagement by 20% and online sales by 15%. This recommendation is practical, as both markets are highly digitalised, in addition to the satisfaction enhancements that personalised marketing creates and the ROI benefits it generates for marketers.
Recommendation 2: Strengthen sustainable packaging and ethical sourcing initiatives.
Cadbury will make responsible cocoa sourcing through the Cadbury Cocoa Life programme and the percentage of recyclable and compostable packaging achieve 100% within three years. Success should be measured by an annual sustainability reporting, reducing use of plastics, and improving ESG performance. Through this approach, the brand image will be improved, consumer expectations will be met and positively impact relationships with governments and environmental stakeholders (Petrenko et al., 2024).
Recommendation 3: Accelerate product innovation through localised healthier product development.
At least 5 chocolates with fewer sugars, which are also locally customized in the UK and India should be developed by Cadbury by 2028. Success of the product can be determined by growing sales, market share and customer satisfaction (Guiné, 2020). This recommendation not only helps to raise awareness of health across the UK, but it is also meant to meet the changing preferences of Indians. At the same time, local flavors and festival products should further strengthen the brand's cultural relevance and help Cadbury maintain competitive edge and global growth in its developed and developing markets.
9. Conclusion
This report showed the comparison between Cadbury's international marketing strategies in UK and India with a critical approach. The analysis showed that the environment (PESTEL) and cultural conditions have significant impact on making marketing decisions and balance must be achieved between the global standardization and localization process. Cadbury adapts its approach to STP and 7Ps marketing mix appropriately to meet the contrasting preferences and economic pressures as well as the cultural and values of consumers. Wholly owned subsidiary in India is used in the hopes of successful market expansion, and ethical practices need to be enhanced with sustainability and responsible advertising. Implementing the recommended strategies will strengthen Cadbury's long-term competitiveness, brand equity and sustainable international growth across both mature and emerging markets.


SECTION 2: REFLECTIVE ACCOUNT (GIBBS' REFLECTIVE CYCLE)
2.1 Description
This report performs a critical evaluation of international marketing strategies adopted by Cadbury in the UK and India through comparative analysis of macro-environmental, cultural, and marketing strategic aspects. Whereas most assignments entail the identification of marketing strategies, this particular one requires analysis and comparison in accordance with PESTLE analysis, cultural dimensions of Hofstede, STP, 7P, market entry theories, and ethical considerations. Although initially the choice of the source appeared appropriate, since it included company reports and general information, it became clear that not everything could be covered with the help of these sources alone. For this reason, a wider range of sources has been chosen in order to provide reliable results. Thus, it becomes possible not only to evaluate Cadbury practices but also to find reasons for adopting these strategies and their effectiveness.
2.2 Feelings
To begin with, I felt assured about utilizing marketing models separately, but I had low assurance on integrating these into a critical analysis. Gibbs' (1988) model for reflective learning made me realize that my first effort lacked an assessment of the interconnections between culture, consumer behavior, and strategic decisions. Researching current literature on international marketing improved my assurance level because it made me understand that good research puts emphasis on the interplay between environmental elements instead of using models separately. Moreover, I understood that it is important to question theoretical assumptions instead of taking them at face value.
2.3 Evaluation
One of the significant advantages of the research process was that multiple theories were taken into account in the research process. Based on the theory of constructive alignment, every part of the study was aligned to the module learning outcomes through the use of macroenvironmental analysis, cultural theory, marketing strategy, and ethics evaluation (Biggs et al., 2011). Another advantage is that the application of evidence-based management increased the reliability of recommendations as the strategic decisions were based on evidence rather than an individual's perspective (Briner, Denyer and Rousseau, 2009).
However, I had my fair share of difficulties. Initially, it appeared that Hofstede’s Cultural Dimensions would be suitable enough to explain consumer behavior (Juhász, 2014) However, after further research and involvement in studies, it became clear that just national culture was not enough to explain differences between various markets like that of India. Thus, I had to combine my understanding of cultural dimensions with demographics, economics and behavior.
2.4 Analysis
In addition, this assignment greatly improved my critical thinking skills through synthesising information rather than just describing it. Based on Kolb's (2013) Experiential Learning Theory, significant learning occurs through a process of experiencing something, observing it, conceptualising it, and experimenting with it. In this particular assignment, all four elements played an important role in the learning process. Analysis was the concrete experience, whereas the evaluation of different academic views was the reflective observation. The combination of theories of marketing with the facts was the abstract conceptualisation, and the preparation of strategic suggestions was active experimentation.
The study by Argyris & Schön (1997) regarding double loop learning has further extended my reflective practice process. Instead of focusing only on improving my technical research skills, I started thinking about my underlying assumption related to international standardization and cultural adaptation. First, I thought that any form of increasing localization automatically results in creating an effective competitive advantage. But now, I understand that the success of Cadbury is due to striking a balance between globalization and localization.
In this study, the significance of stakeholder theory was highlighted (Freeman, 2010). The success of marketing activities does not solely depend upon how profitable they were. It was necessary to consider the views of consumers, workers, government organizations, and environmental stakeholders. Thus, it allowed me to conduct analysis from an ethical standpoint.
2.5 Conclusion
The current task significantly improved my ability to conduct research at a postgraduate level, synthesize various theories, and make evidence-based recommendations for managers. I moved on from providing descriptive explanations about international marketing operations to making a critical evaluation of the relationships between macro-environmental factors, culture, consumer behavior, and decision making. Through Gibbs' reflection cycle, I was able to continuously evaluate my learning. However, through Kolb's learning cycle and double-loop learning, I improved my deductions and critical thinking skills. Hence, I acquired new skills in analysis, research, and reflection, which will be valuable in future decision making processes.
2.6 Action Plan
	SMART Objective
	Action
	Measure of Success
	Timeframe

	Specific: Improve critical evaluation skills.
	Read two peer-reviewed international marketing articles each month and compare theoretical perspectives.
	Produce stronger critical analysis in future assignments, evidenced by tutor feedback above 80%.
	Within 6 months.

	Measurable: Enhance data analysis capability.
	Complete an online course in Excel, Power BI or SPSS.
	Successfully apply analytical tools in academic and workplace projects.
	Within 4 months.

	Achievable & Relevant: Strengthen reflective practice.
	Apply Gibbs' Reflective Cycle after every major assignment or professional task.
	Maintain a reflective journal with at least one entry per month.
	Ongoing for 12 months.

	Time-bound: Develop international marketing expertise.
	Attend two marketing webinars and review one industry report quarterly.
	Demonstrate improved strategic recommendations supported by current evidence.
	Within 12 months.
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