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[bookmark: _1fob9te]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _3znysh7]1. Introduction 
International marketing is an approach that enables brands in accessing the global marketplace and broaden their consumer base through expanding operations. Under this process, brands adapt their products, pricing, promotion, and distribution strategies to meet the evolving needs of consumers. The purpose of this report is to critically examine the international marketing strategy of Cadbury in the UK (home market) and India (host market). Comprehensive insights into the international marketing approach at Cadbury show how it adapts to varied regulatory, environmental, economic and cultural dimensions. In order to achieve this objective, frameworks like PESTLE, Hofstede's Cultural Dimensions, STP, and the 7Ps marketing mix have been used here. Lastly, based on the findings, strategic recommendations have been provided to Cadbury that support it for its future international growth.            
[bookmark: _2et92p0]2. Company Overview 
Cadbury is a prominent global manufacturer of chocolate and confectionery products that is known for its delicious offerings. John Cadbury founded this British multinational brand in 1824 as a grocery shop (Cadbury, 2026). Over time, it has become a well-known confectionery manufacturer that offers a diverse product portfolio that includes Dairy Milk, 5 Star, Silk, Bournville, Gems and other products. The operation and market presence of Cadbury have strengthened after its joining Mondelez International in 2010. Cadbury’s mission is to create delicious, premium chocolate made responsibly with purpose (Cadbury, 2026). Cadbury, as a subsidiary of Mondelez, focuses on offering the right snack, making it the right way at the right time (Mondelezinternational, 2026). Millions of consumers receive products from Cadbury through its extensive international distribution network, with a presence in more than 50 countries. 
Multi-billion-dollar global revenue received by Mondelez International from Cadbury’s operation. For instance, approximately $36 billion in net revenue was added in 2024 at Mondelez through Cadbury’s operational activities (Mondelezinternational, 2026). Despite intense competition from firms like Nestlé, Ferrero, Mars and Hershey, Cadbury has maintained a strong market position with a well balance in between local adaptation and global consistency. Thus, the selection of Cadbury is appropriate to understand international marketing adaptation across varied macro-environmental conditions.                      
[bookmark: _tyjcwt]3. Comparative Market Analysis (PESTEL) 
Macro-environmental factors impacting Cadbury’s operations have been analysed using the PESTLE framework based on the UK’s and India's business environment. 
Political Environment
Cadbury’s international operation is influenced significantly by government policies and political stability. India(Favourable):  Under a stable political environment, the Indian government offers a 100% FDI permit to multinational firms. Favourable conditions for operation are built with an automatic route for food manufacturing (PIB, 2026). Production costs for chocolates for foreign firms increase with import duties and 18% GST (John, 2025). Local manufacturing at Cadbury is facilitated in the context of a reduction in operational costs. 
UK(Favourable): In a politically stable environment, transparent governance and a robust regulatory system are supportive for firms like Cadbury to operate efficiently (Shaba, 2024). However, operational complexity and administrative cost enhanced following the Brexit condition. Well-established regulations, a business-friendly environment and stronger consumer protection provide a favourable condition for Cadbury’s operation.   
Comparing both these countries' political business environment, it can be stated that the predictable, transparent and strong policy framework of the UK provides a better regulatory environment for Cadbury’s operation. In contrast, Cadbury has the opportunity to achieve long-term business objectives and maintain a resilient market position in India with pro-investment policies and a wider marketplace.            
Economic Environment
India(Favourable): Government data shows that in FY 2025-2026, India’s GDP recorded growth of 7.4% (MoSPI, 2026). Despite such growth, India’s inflation increased to 4.38% in May 2026 (Tradingeconomics, 2026). Consumers have become price-sensitive with rising inflation. In response to such a challenge, Cadbury has adopted a value-based pricing approach for maintaining market relevance and attracting middle-income consumers into its operations. Despite Inflation current sales of Cadbury in India is $1.5 billion supported by increasing chocolate consumption and festival-driven demand (Brandequity.economictimes, 2026). India is thus one of fastest growing international markets for its operation.                     
UK(Favourable): ONS data shows that the UK’s GDP growth is 1.4% in 2025 in comparison to the previous year (ONS, 2026). While the BBC reported that in May 2025 its inflation was recorded at 3.4% (BBC, 2026). It resulted in higher operational and distribution costs at Cadbury’s operations, which have changed consumers’ pricing patterns. As a result, rather than focusing on competitive pricing, Cadbury has shown a higher focus on quality, premium packaging and innovative offerings. UK sales remained stable at around £64 million in 2023, 2024 (Uk.news.yahoo, 2025).  
This comparison reflects that affordable pricing is required in India for a high amount of sales. In contrast, in the UK, it can support premium pricing and focus on differentiation due to strong purchasing power.   
Social Environment
India(Favourable): Chocolate purchases in India are enhanced during festive seasons like Holi, Raksha Bandhan and Diwali. Symbols of celebration and gifting at Cadbury support its enhanced sales. “Kuchh Meetha Ho Jaaqye” is a well-known campaign of Cadbury that encouraged consumers to celebrate special occasions (Brandequity.economictimes.indiatimes, 2026). However, growing health awareness decreases their interest of consuming sugar-based products, which have to carefully consider by Cadbury. 
UK(Favourable): Individualistic buying behaviour is seen across UK consumers (Hoque et al., 2025). Consumers make higher consumption of chocolates during festivals like Easter and Christmas. However, growing environmental concern and health awareness have generated their interest in sustainable, healthier products. Responsible cocoa sourcing and low sugar content in Cadbury’s products help it in maintaining positive brand position and increased sales. 
Therefore, a culturally responsive marketing approach adaptation is required for Cadbury to fulfil consumers' requirements and maintain a resilient market position.  
Technological Environment
India(Favourable): Rapid digitalisation and widespread smartphone adoption among Indian consumers provide a favourable digital business environment for Cadbury’s operation (Pramodini, et al., 2026). Delivery of products becomes easier with the growth of e-commerce platforms like Blinkit, Flipkart and Amazon. Personalised marketing and consumers’ active engagement are supported with the use of technologies like AI and data analytics.  
UK(Favourable): Cadbury’s operation has become highly efficient in the UK with advanced manufacturing and growth of digital tools like AI and automation (Dureja, 2024). Operational efficiency and supply become better with the use of AI and other tools. 
Both these countries give favourable digital environmental conditions for Cadbury’s efficiency and operational growth. 
Environmental Factors
India(Favourable): Aligning with UN sustainable development goals, there is greater emphasis on plastic waste and carbon emission reduction in India (EY, 2026). Thus, it has become essential for Cadbury for prioritising sustainable packaging and responsible business practices.    
UK(Favourable): The UK’s target is to achieve net-zero by 2050 and reduce plastic waste; for this, it has made strict policies (Parliament.uk, 2026). Greener operational practices have become strategic for Cadbury’s operation. 
Cocoa Life programme supports it in making responsible sourcing and other approaches like eco-friendly packaging (Cocoalife, 2026). In both countries, its responsible practices support it in achieving a higher level of growth in operation.  
Legal Environment
India(Favourable): Food safety in India is overseen by the Food Safety and Standards Authority of India (FSSAI). Following strict laws, Cadbury must engage in responsible business and marketing practices.  
UK(Favourable): Safety level for products in the UK is checked by the Food Standards Agency (FSA), and the Advertising Standards Authority (ASA) looks over advertising approach. Strict laws following thus becoming important for Cadbury. 
In both countries, Cadbury's stringent adherence helps it in maintaining a positive brand image and achieving significant business growth. 
Both India and the UK provide favourable market for Cadbury’s growth, though there are differences. Higher consumer base support potential growth in India, though localisation requirement arises due to inflation and price sensitivity. In contrast, premium positioning is supported in the UK with regulatory stability. However, continuous innovation and product differentiation require for resilient position in this mature market.  
[bookmark: _3dy6vkm]4. Hofstede Cultural Analysis 
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Figure 1: Hofstede Cultural Analysis
(Source: Theculturefactor, 2026)
Cultural differences between the UK and India have been explored using Hofstede’s cultural dimension framework that influences the marketing approach at Cadbury’s operation.  
Power Distance: The power distance score of India is 77, and that of the UK is 35. This value reflects that hierarchy and power of authority are prioritised highly in India. In the Indian market, there is a requirement for Cadbury to make advertisements by focusing on family values and respect culture (Chattopadhyay et al., 2023). In contrast, equity-based communication must be prioritised in the UK’s operation.    
Individualism: This score level in the UK is 76 and for India is 24. Personal preference is a priority for British consumers, whereas family and collective relationships are highly valued in India. Considering these differences in the Indian market, a family-oriented campaign during Diwali and other festivals increases its adoption rate. In contrast, personalised marketing must be a priority in the UK market.   
Masculinity: This score in the context of India is 56, and that of the UK is 66. From this value, it has been indicated that achievement and success are a higher level of priority for British consumers. Therefore, there is a requirement for quality in products as well as rewards and discounts for repetitive purchases for maintaining market relevance in the UK (Al-Adwan et al., 2025). Whereas emotional storytelling in the Indian market.    
Uncertainty Avoidance: New innovative products are highly favoured in both the Indian and UK markets, which is reflected through the avoidance score of 35 in the UK and 40 in India. Thus, Cadbury offering new flavours and low-sugar content can increase its market share.  
Long-term Orientation: 60 is the value in the UK and 51 in the context of India. From this value, it has been seen that there is a higher priority for UK consumers towards sustainability and long-term planning. Thus, better planning and a sustainable approach emphasised in marketing helps it achieve notable growth.   
Indulgence: This value for the UK is 69, and for India is 26; thus, Cadbury must focus on personal pleasure for British consumers. While, festivals, gifting, and family celebration quality offerings are effective for better growth. 
Based on cultural differences, there is a requirement of adapting advertising to support Cadbury’s business growth. 
Collectivist, family-oriented values and strong festival-driven demand in India give Cadbury greater cultural advantages. It supports in making emotional marketing and increasing active engagement level of consumers. In contrast premium position is favoured in the UK with its mature and individualistic market. Here, ongoing innovation require for achieving long-term growth. Thus localisation need to be priority in India and innovation-driven business in the UK.    
[bookmark: _1t3h5sf]5. STP Analysis
STP stands for segmentation, targeting, and positioning, which assist the businesses in figuring out who their most important customers are (GeeksforGeeks, 2025). It assists the business from wasting money on broad, generic ads and instead helps in concentrating on the buyers most likely to buy. 
[image: ]
Figure 2: STP analysis
(Source: GeeksforGeeks, 2025)
Segmentation
Demographic Segmentation 
Cadbury targets the children, teenagers, adults and the families through the help of differentiated products. India basically highlights affordable chocolates for the middle-income consumers, while the UK focuses on targeting the premium, seasonal and family-oriented chocolate purchases.
Geographic Segmentation 
Cadbury adapts distribution as well as marketing geographically through serving the urban and rural consumers within India through the help of diverse retail channels, while the UK showcases supermarkets, convenience stores, online retail and ultimately seasonal demand.
Psychographic Segmentation (VALS) 
This company targets the Experiencers, Achievers, Believers and Thinkers through the help, of its innovative products, premium gifting, emotional storytelling and sustainable initiatives which showcase the consumers' lifestyles, values, aspirations and finally the purchasing motivations across markets.
Critical evaluation 
Cadbury adopts differentiated market segmentation to showcase the contrasting customer characteristics of India and the United Kingdom. With respect to India, this brand has expanded beyond children to target the growing middle-class segment of the nation. This segment is projected to surpass 1 billion people by the end of 2047, while sustaining a strong appeal among both families and festival gift purchasers (SCAI, 2026). Moreover, different campaigns like "Kuch Meetha Ho Jaaye" as well as "Shubh Aarambh" position the chocolates as part of the conventional celebrations, particularly during both the Diwali and Raksha Bandhan (Markhub24, 2026). On the flip side, with respect to the UK, Cadbury segments the customers through lifestyle and premium consumption preferences, targeting families, young professionals, and finally the ethically conscious buyers through products like Cadbury Dairy Milk, Bourneville, as well as lower-sugar variants. Compared with the UK, where purchasing is driven largely by everyday indulgence as well as seasonal occasions like Easter and Christmas, Indian demand is more strongly influenced through the cultural festivals, which requires Cadbury to adopt locally responsive segmentation strategies. 
Targeting
Cadbury prioritises the high-potential customer groups on the basis of both market maturity as well as purchasing behaviours within India and the United Kingdom. Within India, this company embrace a differentiated targeting strategy through providing distinct product ranges for the children’s, adults, families and ultimately the rural customers through the help of affordable packs, premium chocolates and festive gift collections as well. Basically, Mondelez has strategically expanded its focus from children to adults, with adults now accounting for a substantial share of the chocolate consumption. Not only this, but the company also targets the rural customers through the help of low-unit-price packs, and thus supports wider market penetration beyond metropolitan areas (Janwal, 2025). 
On the other hand, Cadbury UK concentrates on the customers who seek premium as well as seasonal confectionery and thus fortifies the demand through different products like Cadbury Dairy Milk, Cadbury Heroes and Cadbury Roses, specifically during Easter and Christmas (Mynewsdesk, 2024). This means that in this nation, Cadbury follows a differentiated targeting strategy within the United Kingdom through catering the premium chocolate consumers, families as well as the seasonal shoppers through the help of tailored product portfolios. Compared with India, where increasing household penetration tends to drive volume growth, the UK strategy basically revolves around maximising value through the help of category innovation, which reveals the exclusive ability of Cadbury to closely align the targeting with differing market dynamics. 
Positioning

[image: ]

Figure 3: Positioning Map
(Source: Self-developed)
This company adopts different positioning strategies to highlight customers' varied expectations within both India and the United Kingdom. In India, the brand is positioned as a crucial part of the celebrations and emotional moments. This helps to successfully transform chocolate into a culturally accepted gifting option along with the traditional sweets.  On the flip side, Cadbury UK positions itself around a sense of heritage, quality and everyday indulgence and thus strengthening its long-standing business reputation across mature confectionery markets (Kounougakis, 2022). Compared with India, the UK positioning of the Cadbury company places greater emphasis on brand heritage as well as premium value and thus highlights the differences across both customer preferences and market maturity.  
[bookmark: _4d34og8]6. International Marketing Mix (7Ps) 
The marketing mix presents a structured framework for critically analysing how Cadbury adapts its international business marketing strategy across India and the United Kingdom. Through comparing and contrasting the seven elements of the 7Ps, this section profoundly examines how the brand closely aligns its offerings with varied preferences of the customers, market conditions and finally the volatile business environments. 
Marketing Mix element 1: Product
India
In India, the company provides affordable packs (₹5–₹20), Cadbury Silk, 5 Star, Gems and Cadbury Celebrations gift boxes, which are tailored for different festivals (Janwal, 2025). 
UK
With respect to the UK, Cadbury mainly focuses on Dairy Milk, Bournville, Heroes, Roses and finally seasonal products for Easter and Christmas, with greater emphasis on both premium and sharing formats (Mynewsdesk, 2024). 
[image: Cadbury Celebrations Assorted Chocolate Bar Gift Pack, 70.2g : Amazon.in:  Grocery & Gourmet Foods][image: Cadbury Heroes & Roses Chocolate Tubs 550g (Bundle of 2)]

Figure 4: Product variety in India and UK
(Source: Amazon, 2026; CadburyGiftsDirect, 2026)
Marketing Mix element 2: Price
India
It offers value-based pricing, which is supported by low-unit-price packs in order to enhance affordability along with the market penetration. 
UK
In the UK, the company uses a premium pricing strategy which is supported by the larger pack sizes, gifting products and higher disposable incomes. 

Figure 5: Different distribution Channel in India and UK
(Source: Self-developed)
Marketing Mix element 3: Place
India
The products of the brand are distributed through over six million retail outlets, incorporating the kirana stores, supermarkets and quick-commerce platforms like Blinkit and Zepto (Janwal, 2025). 
UK
The product available through Tesco, Sainsbury's, ASDA, Morrison’s, convenience stores and other major online retailers (Shufflebotham, 2023). 
Marketing Mix element 4: Promotion
India
Emotional campaigns incorporating the Kuch Meetha Ho Jaaye, festival advertising and finally the celebrity endorsements help the brand to strengthen its cultural relevance within India. Cadbury also adopts an Integrated Marketing Communications (IMC) approach through the help of different social media platforms like Instagram, Facebook, YouTube, influencer collaborations and festive digital campaigns in order to maximise the consumer engagement. 
UK
Advertising basically focuses on generosity, heritage and everyday moments through the help of television, digital media and seasonal campaigns. Cadbury further implements an Integrated Marketing Communications (IMC) strategy through leveraging the Instagram, TikTok, YouTube, supermarket promotions and sustainability-focused campaigns to strengthen brand engagement. 
Marketing Mix element 5: People
India
Local sales teams and distributors support the relationships across diverse urban as well as rural markets. Mondelez India employs over 3500 people within different area like the manufacturing, sales and distribution (Ambitionbox, 2026). Besides that, the employees also receive proper training on continuous product, sales and customer relationship, while the performance incentives encourage the motivation as well as market expansion. 
UK
Employees prioritise customer service, merchandising and retail execution within the organised supermarket channels. Cadbury's Bournville and UK operations employ approximately 3000 people. Moreover, the staff receive proper training on aspects like regular customer service, food safety and merchandising supported through the career development opportunities as well as performance-based reward programmes in order to enhance the motivation and service quality. 
Marketing Mix element 6: Process
India
Local manufacturing in combination with an extensive distribution network helps in enhancing product availability across diverse regions of the nation. However, within India, customers can submit their complaints through website, email, helpline and social media and thus ensures prompt resolution as well as satisfaction
UK
Advanced supply chain systems within the UK not only support efficient inventory management but also timely seasonal product distribution. Whether customers face dissatisfaction with the process they can report their concerns through website, contact form, email, helpline and social media for timely resolution.
Marketing Mix element 7: Physical Evidence
India
Bright, festive packaging along with the locally relevant gift boxes reinforce the emotional and celebratory occasions of India. 
[image: Cadbury]
Figure 6: Cadbury packaging in India
(Source: Sharma, 2026)
UK
Premium packaging, sustainable design initiatives in combination with the attractive in-store displays help to fortify the perceptions of quality. 
[image: https://www.famouscampaigns.com/wp-content/uploads/2025/01/1737746940952-768x1024.jpg]
Figure 7: Cadbury packaging in UK
(Source: Herring, 2025)
Critical Evaluation 
The comparison of the 7Ps of the Cadbury company reveals that the success of international marketing is driven through strategic adaptation rather than standardisation. Compared with the United Kingdom, the diverse income levels of India and stronger price sensitivity require smaller pack sizes, affordable pricing and ultimately extensive distribution through both traditional and retail channels, and thus allow the company to maximise its market penetration. On the flip side, the mature UK confectionery market encourages premium product portfolios with a sense of value-based pricing and organised retail partnerships which help boost profitability rather than volume growth (Hossain et al., 2024). 
Cultural differences also remarkably influence the marketing decisions of Cadbury. Though the promotional activities within India are closely aligned with different festivals and gifting traditions, the UK-based campaigns basically highlight a sense of heritage, generosity and finally everyday indulgence. This means that Cadbury profoundly localises the brand communication without compromising its global brand identity. In a similar way, physical evidence differs across markets, as festive packaging as well as gift assortments develop a sense of emotional value within India while the sustainable as well as premium packaging closely integrates with the growing environmental awareness within the UK. 
However, not all elements require substantial adaptation. Core quality of the products, standards of customer service, along with supply chain effectiveness remain globally consistent, which ensures a unified brand experience across both business markets (Moshood, 2025). Nevertheless, the marketing effectiveness of this brand highly depends on effectively balancing the global brand consistency with local market adaptation. Compared with the UK, the complicated distribution networks of India require a sense of profound operational flexibility, while the rising health as well as sustainability expectations in both markets emphasise the need for continued innovation in products, packaging and ultimately responsible sourcing. 
[bookmark: _2s8eyo1]7. Market Entry method in India
A market entry method is a process utilised by firms to operate and penetrate the international market. The common market entry methods involve wholly owned subsidiaries, strategic alliances, joint ventures, franchising, and licensing. After Indian independence, Cadbury enter within India illustrate in which way choosing an accurate market entry strategy contributes to sustainable business success. 
Within India, Cadbury operates in franchising service industries like hotels and restaurants. Cadbury's Indian strategies' major element is its investments in local manufacturing (Lubis and Muniapan, 2024). Though this firm developed production facilities in Thane (Maharashtra), it helps the firm to reduce dependence on imports, increase supply chain efficiency, and reduce transport costs (Lubis and Muniapan, 2024). On the other hand, Cadbury is a consumer goods company, and its franchising offer minimum advantages and has not aided major control over production activities (Aujla, 2022). Apart from that, Joint Ventures, though they offer local market knowledge, it sometime develops conflicts about profit sharing, strategic objectives and management decisions within the company. On the other hand, a Wholly Owned Subsidiary (WOS) strategy helps to handle 100% company’s operations within a new-entering country, though this technique needs major investments and offers maximum control over strategic decisions, product quality and business activity.  
Cadbury's Entry into India
Therefore, instead of depending solely on international products, they step by step developed a local presence and decreased costs, that help to fulfil customers' growing requirements (Ibrahim, 2024). With the help of Mondelez India Foods Private Limited, Cadbury operates in India and selects the Wholly Owned Subsidiary (WOS) strategy to operate within India. As a result, gradual growth helps them to hold the leadership position within the Indian chocolate confectionery market, where the Bournville, Perk, Gems, 5 Star, and Dairy Milk-like flagship brands are included. Therefore, adopting this strategy helps to offer maximum control over business operations, brand image and product quality. 
 The local manufacturing facilities development also allows the firm to manufacture the product in smaller quantities and with smaller packaging, which is suitable for the Indian market with its price-conscious consumers (Ibrahim, 2024). As a result, these meet the local customers' preferences, raise supply chain efficiency, and empower Cadbury to decrease transportation costs. On the other hand, this strategy also brings issues for profit generation, as smaller packs generate less revenue per unit sold and contribute less to the company’s profitability, as it needs higher packing and production costs relative to product volume (Gupta et al., 2024).
Advantages of the Wholly Owned Subsidiary
· Complete control over distribution activities, marketing, and production.
· Strong protection of intellectual property and brand reputation (Ventura, 2025).
· Through local manufacturing, improved operational efficiency
· Capability to manage continuous quality standards.
Disadvantages of the Wholly Owned Subsidiary
· Requires substantial capital investment.
· For financial and operational performance, greater responsibility.
· Increased costs related to handling the workforce and managing manufacturing facilities
· From regulatory changes and supply chain disruptions, potential challenges arise.
[bookmark: _17dp8vu]8. Ethical Issues
Ethical issues 
Ethical Cocoa Sourcing and Farmer Welfare
Through Mondelez International’s Cocoa Life programme, this brand invests US$1 billion in sustainable cocoa farming as well as community development (Cocoalife, 2026).  This showcases the progress towards ethical sourcing. However, compared with the increasing expectations of the stakeholders for complete supply chain transparency and farmer income protection, concerns regarding the long-term sustainability as well as independent verification remains very significant. 
Sustainable Packaging and Environmental Responsibility
Cadbury has committed to lowering the packaging waste while maximising the recyclability of its packaging materials (Deshmukh and Tare, 2023). Nevertheless, compared with the stronger environmental expectation across the UK, progress remains gradual. Therefore, continued investment within recyclable, reduced plastic and circular packaging solutions is necessary to fortify the environmental creditability across both business markets of UK and India. 
Unethical issues 
Sugar Consumption and Public Health
Rising obesity as well as diabetes in both countries have maximised pressures on the confectionery companies. Cadbury has introduced portion-controlled products and cleaner multinational labelling (Myers, 2020). A significant example is the Cadbury Freddo and Dairy Milk promotions which both the customers and the public health organisations criticised for encouraging the high-sugar consumption among the young audiences. However, compared with the growing expectations of health-conscious customers, its portfolio remains largely focused on indulgence, which further requires strong development of lower-sugar as well as healthier product alternatives. 
Cadbury Worm Controversy:
Cadbury faced widespread criticism after worms has been found within the Dairy Milk chocolate bars which sold in Maharashtra, India (The IRM India, 2021). Despite the poor retailer storage has been identified as the primary cause of the incident, the incident damaged the consumer trust and also prompted enhanced tamper-proof packaging along with stricter quality controls within the nation.
[bookmark: _3rdcrjn]9. Recommendations
Expand healthier chocolate products 
Due to the rising incidence of obesity, diabetes and healthy lifestyles in the UK, the requirement for lower sugar content, more cocoa, and plant-based chocolates in the existing variety of Cadbury should be met within 12 to 18 months. It can invest more in R&D and offer healthier varieties of products, while showing nutrition facts on the packaging. For example, Nestle’s reduced sugar KitKat and Mondelez's Cadbury Dairy Milk 30% Less Sugar in certain markets (Jethwa, 2019). The expected benefits are going to be a better reputation, popularity among health-conscious consumers, and presence in premium markets (Tuigunov et al., 2025). However, product redesigning can entail higher manufacturing expenses, and taste might change.
Increase sustainable packaging
The environmental regulations and consumer demands show that Cadbury needs to hasten efforts in moving towards using recyclable, biodegradable, and low-plastic packaging (MUIGAI, 2013). Cadbury would need to work together with packaging suppliers and retailers in developing a sustainable approach to packaging within 18 to 24 months to comply with UK environmental regulations. For instance, Mondelez has promised to come up with packaging that is recyclable for most of their products by 2025 around the world (Mondelēz International, 2018). Some of the advantages include better ESG ratings, good corporate reputation, and meeting the regulations. However, sustainable materials have relatively high initial costs.
Implement AI-driven personalised digital marketing
Cadbury needs to use AI-based personalized digital marketing to engage customers better and boost online sales in the UK. AI will be able to analyze consumer data and provide personalized suggestions for products, advertisements, and festival-based promotions (Kumar et al., 2025). For instance, Amazon’s AI recommendation system is successful in providing a good customer experience via personalized suggestions. It will take 6 to 12 months to execute this initiative by integrating AI into CRM and e-commerce systems. The advantages are increased brand loyalty and marketing efficiency. The disadvantages are high costs of implementation and data protection issues.
Launch more India-specific festival campaigns 
India has a collectivist culture and follows festival buying behaviour by considering festival campaigns. In India, Cadbury should further localize its campaigns for festivals like Diwali, Raksha Bandhan, and Holi through regional languages, packaging, and storytelling through digital channels. The example of the well-known “Kuch Meetha Ho Jaaye” campaign of Cadbury shows that such alignment of chocolates with Indian festivals helps to generate more sales and build emotional connection and loyalty to the brand (Fernandes et al., 2016). But an excessive focus on seasonal campaigns may result in unstable demand in non-festive seasons.
Strengthen omnichannel retail and quick-commerce partnerships
The firm needs to build partnerships with more supermarkets and rapid commerce retailers like Blinkit, Zepto, and Instamart in India within 6 to 12 months. Within the India's rapidly growing online grocery market, the company also needs to develop collaboration with retail organizations through omnichannel distribution strategies. This is because Mars has made products more accessible through omnichannel distribution systems to cater to changing shopper trends (Mars United, 2026). The negative aspect of the same is increased dependency on third-party retailers.
Improve transparency in cocoa sourcing and sustainability communication 
Cadbury India needs to improve visibility in its supply chain through developing responsible cocoa sourcing programs, reporting its sustainability achievements, and using QR codes for tracking the source of its products within 24 to 36 months (Martins et al., 2023). Mondelez International’s Cocoa Life program is an excellent model for investing in farmers’ welfare and sustainable farming practices that help to build consumer confidence and brand differentiation (Mondelēz International, 2022). However, traceability systems are costly and difficult to maintain due to implication in India.
10. Conclusion 
In conclusion it can be asserted that, Cadbury profoundly adapts its STP strategy along with the 7Ps marketing mix to the contrasting cultural as well as economic conditions within India and the UK while managing global brand consistency. However, strengthening healthier product innovation, ethical sourcing of cocoa, sustainable packaging and finally responsible marketing practices remains crucial in order to boost long-term competitiveness and customer trust. From the marketing entry strategy, it has illustrated that slow growth enables them to occupy the leadership position in the Indian chocolate confectionery market segment, and Dairy Milk feature prominently among their flagship brands. The report suggests Cadbury to diversify healthier products, use sustainable packaging, develop personalized marketing using artificial intelligence, improve India-specific festival promotions, improve omnichannel and quick commerce collaborations, and increase transparency in cocoa sourcing. Overall, these strategies will help in becoming more competitive, increasing customer engagement, achieving sustainability goals, and promoting growth in the UK and Indian markets. 

[bookmark: _26in1rg]

Section 2: Reflective Account (Gibbs' Reflective Cycle)
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Figure 1: Gibbs' Reflective Cycle
(Source: Bitesizelearning, 2025).
[bookmark: _lnxbz9]1. Description
This study needs to analyse critically the international marketing strategy of Cadbury through comparing the UK and Indian operations. Therefore, this study includes employing different global marketing models such as STP, Hofstede's Cultural Dimensions, PESTEL analysis, and the 7Ps of the marketing mix. Besides that, I assessed Cadbury's market entry strategy and analysed ethical challenges impacting the firm and offered innovative approaches to raise their future international marketing performance. 
Therefore, Cadbury has been chosen as it is an internationally recognised company which has a powerful presence in emerging and developing markets. Besides the comparison among the UK and India, offer an opportunity to gain knowledge on which way a multinational firm adapts its marketing strategies to create differentiation in consumers, cultural, political and economic environments. (inspired by De Prada et al. 2022) This study will empower me to combine real business practices with theoretical marketing concepts and raise comprehensive knowledge about global marketing management. 
[bookmark: _35nkun2]2. Feelings
From the start of the study, I feel confident enough about selecting Cadbury as it is an international company and has minimal knowledge about the strategic decisions engaged in global marketing. Primarily, I believed that these successful MNC companies would have developed uniform marketing approaches in various countries. On the other hand, throughout my course of research, I feel there is generally a trade-off between localisation and standardisation strategies. I encountered my first problem locating contemporary academic as well as corporate information, industry publications, company reports, and academic journals. Therefore, I realised that it is critical to compare the UK and India critically instead of emphasising every market separately.  Other issues emerge when employing the theoretical models accurately while managing a logical flow within this research; in spite of the issues, I feel confident step by step as my knowledge about the international marketing concepts has been raised with the help of constant analysis and reading. 
[bookmark: _1ksv4uv]3. Evaluation 
With the progression of the report, I realise that this study is important and offers valuable learning. One important aspect that went well is including various global marketing frameworks to assess Cadbury's business strategies. Utilising the PESTLE analysis assisted me in gaining knowledge about how legal, environmental, technological, social, and economic factors impact business decisions. Hofstede's Cultural Dimensions empower me to appreciate in which way cultural differences impact product positioning, advertising and consumer behaviour. 
Besides that, the comparison between the UK and India raises my capability to find out the differences and similarities in marketing strategies. Therefore, I become able to raise my research skills through utilising credible industry sources, company reports and academic literature to aid my arguments. 
On the other hand, I mitigated different complexities in the time of the writing assignment. Multiple data associated with Cadbury's sustainability initiatives and Cadbury's market entry strategy have spread across different sources, making it problematic to find the most relevant evidence (inspired by Zamiri and Esmaeili, 2024). Besides, I understand that criticism means something more than writing that this worked or didn't work, but is about the underlying analysis as to how a strategy succeeds in some markets, and others will inevitably fail. As a result, these experiences outline the significance of balancing analytical discussion with descriptive information to produce a large academic report. 
[bookmark: _44sinio]4. Analysis 
Finishing the study helps me to raise my knowledge about global marketing and illustrates in which way theoretical models aided strategic decision-making in the MNC. Therefore, external environmental factors are shown through the PESTLE analysis for the UK and India. For instance, India's price-sensitive consumers and large emerging economy need extensive distribution networks and affordable products, though the UK's mature market places illustrate health-conscious consumption, sustainability, and premium products. 
Besides that, Hofstede's Cultural Dimensions emphasised the significance of culture in structuring marketing decisions. I gained knowledge about the differences in purchasing behaviour, promotional messages, indulgence, influence, consumer expectations, long-term orientation, individualism and power distance. This analysis why the company utilises festival-related advertising while concentrating on seasonal promotions and premium gifting in the UK. 
Besides that, the STP model raised my knowledge about targeting and marketing segmentation by illustrating how the firm finds out particularly users groups and positions their products as per local requirements. Here I acquired the most significant perspectives and understood that global marketing strategies need a careful balance among the local adaptation and global standardisation. Besides, the company manages a continuous international brand identity, though it redesigns marketing strategy in multiple aspects to suit diverse market and cultural conditions. As a result, these this flexibility has commit to Cadbury's long-term competitive edge and illustrates the international marketing theories' practical applications. 
[bookmark: _2jxsxqh]5. Conclusion 
With the progression of the report, it has stated that this report has widened my knowledge about international marketing through preparing, analysing a researching on the particular topic. These experiences illustrated the significance of evidence-based analysis, critical evaluation and careful planning when comparing the business strategies within diverse regions. Employing the recognised marketing models assisted me to raise more designing and analytical approach to solving problems, while the research procedure of the research raised my confidence in assessing and locating credible data (inspired by Zhao et al. 2024). In the end, this study has broadened my writing skills and academic skills and my knowledge about how MNCs integrate their marketing strategies in various international markets.  
[bookmark: _z337ya]6. Action Plan 
This reflection helps to find out the different areas for development in future. Basically, I will raise my critical analysis by concentrating on analysing business strategies' effectiveness instead of describing them. Therefore, I want to try to raise my research skills through evaluating a broader range of recent industry reports a peer reviewed journals and permit me to efficiently handle future assignments with real evidence. On the other hand, I will raise my referencing skills through giving accuracy accurately within the entire writing. Thirdly, to raise my report writing capability. I will start future assignments previously and establish a comprehensive, detailed outline before revision, which permits sufficient time for proofreading. 
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