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[bookmark: _Toc237484919]1. Introduction
International marketing requires multinational organisations to understand and respond to differences in consumer behaviour, cultural values, economic conditions and regulatory systems across national markets. Effective international strategies must balance global consistency with local responsiveness when developing market-entry decisions, customer targeting and the marketing mix (Hollensen, 2020; Kotler, Keller and Chernev, 2022).
This report critically evaluates Cadbury’s international marketing strategy in the United Kingdom and India. The UK represents Cadbury’s heritage market, as the brand originated in Birmingham in 1824 and subsequently became closely associated with British confectionery culture (Cadbury UK, n.d.). India provides a contrasting international market in which Mondelēz has operated for more than seven decades through brands including Cadbury, Cadbury Dairy Milk, 5 Star and Bournvita (Mondelēz International, n.d.). 
The report applies PESTEL and Hofstede’s cultural dimensions before comparing Cadbury’s segmentation, targeting and positioning and its international marketing mix through the 7Ps framework. It also evaluates Cadbury’s market-entry strategy in India, associated ethical issues and future strategic recommendations. The central argument is that Cadbury’s international effectiveness depends on protecting its global identity while adapting its marketing decisions to local market conditions.

[bookmark: _Toc237484920]2. Company Background: Cadbury
Cadbury is a long-established British confectionery brand founded in Birmingham in 1824, when John Cadbury began selling cocoa and drinking chocolate. From these origins, the business developed into one of the UK’s most recognised chocolate brands, supported by product innovation, distinctive branding and strong associations with generosity, community and shared enjoyment. Cadbury Dairy Milk subsequently became a central product within the portfolio and continues to reinforce the brand’s heritage and recognition in the UK confectionery market (Cadbury UK, n.d.).
[image: ]
[bookmark: _Toc237483526]Figure 1 (history of cadbury (Kale, 2015))
Cadbury currently operates as part of Mondelēz International, a multinational snacking company with operations in more than 150 countries. Mondelēz defines its corporate purpose as empowering people to “snack right”, linking consumer enjoyment with responsible and sustainable approaches to snacking (Mondelēz International, n.d.). This purpose is relevant to Cadbury because it connects product innovation and consumer satisfaction with wider expectations concerning responsible sourcing, mindful consumption and sustainability. Despite multinational ownership, Cadbury continues to maintain its distinctive British heritage, purple visual identity and emotionally focused brand positioning (Mondelēz International, 2025).
India represents one of Cadbury’s longest-established international markets. Mondelēz India Foods Private Limited, formerly Cadbury India Limited, has operated in the country for more than 75 years, with Cadbury Dairy Milk and Bournvita introduced in 1948. Its portfolio has since expanded across mass-market, premium and gifting occasions, demonstrating the adaptation of a global brand to local consumer needs (Mondelēz International, 2026).
Overall, Cadbury benefits from strong brand heritage, global organizational resources and an established presence in both markets. However, mature-market pressures in the UK and greater differences in purchasing power, culture and distribution in India require continued adaptation of its international marketing strategy.

[bookmark: _Toc237484921]3. Comparative Macro-Environmental Analysis
PESTEL evaluates the political, economic, social, technological, environmental and legal forces affecting international marketing. For Cadbury, the UK and India present contrasting opportunities and constraints, supporting selective adaptation rather than complete standardisation (Hollensen, 2020).
[bookmark: _Toc237484922]3.1 Political Factors
[image: Henrique Castro Martins - Worldwide Governance Indicators]The UK is politically stable, but public-health policy increasingly restricts confectionery promotion. From January 2026, qualifying less-healthy food and drink became subject to a 9 p.m. television watershed and restrictions on paid online advertising, reducing promotional flexibility for Cadbury (Department of Health and Social Care, 2026). India offers greater expansion potential through its large consumer market, although firms operate within an evolving regulatory system overseen by the Food Safety and Standards Authority of India. The UK is therefore stable but restrictive, while India combines growth potential with greater administrative complexity.[bookmark: _Toc237483527]Figure 2 (Political Stability and Absence of Violence/Terrorism – Selected Countries
Source: Henrique Martins (2022), based on World Bank Worldwide Governance Indicators. https://data360.worldbank.org/en/dataset/WB_WGI


[bookmark: _Toc237484923]3.2 Economic Factors
India recorded GDP growth of approximately 7.6% in 2025, compared with 1.4% in the UK, while GDP per capita was about US$2,703 in India and US$57,602 in the UK (World Bank, 2026). India therefore offers stronger growth potential but lower purchasing power, requiring affordable prices, smaller packs and selective premiumisation. The UK supports premium and seasonal products but slower growth and cost-of-living pressures constrain demand. Cocoa-price inflation affects both markets: Mondelēz reported that significant price increases contributed to a 3.7% decline in full-year volume/mix in 2025, illustrating consumer sensitivity to higher prices (Mondelēz International, 2026c). Overall, India is more attractive for volume growth, whereas the UK remains commercially attractive but mature and price sensitive.
[bookmark: _Toc237484924]3.3 Social Factors
In both markets, chocolate is associated with emotional experiences, family occasions and celebrations, supporting Cadbury’s emotional branding (Kotler, Keller and Chernev, 2022). However, consumption meanings differ. In the UK, Cadbury draws on heritage, nostalgia, everyday treats and seasonal occasions. In India, greater emphasis is placed on “meetha” moments, family relationships, festivals and gifting, enabling chocolate to complement traditional sweets (Mondelēz International, 2026b). Health awareness is also increasing in both countries, creating pressure for clearer nutrition information and responsible promotion. UK marketing can rely more on established familiarity, whereas India requires stronger cultural localisation because of regional and social diversity.
[bookmark: _Toc237484925]3.4 Technological Factors
The UK’s developed digital-retail infrastructure supports online grocery distribution, targeted communication and data-driven promotion. Online sales represented 27.4% of UK retail sales in 2025, while internet use reached about 95% of the UK population compared with 70% in India (Office for National Statistics, 2026; World Bank, 2026). India therefore offers digital-growth opportunities through mobile commerce and social media, but Cadbury must also support traditional distributors and neighbourhood retailers, making a hybrid online–offline strategy essential.
[bookmark: _Toc237484926]3.5 Environmental Factors
Packaging waste and responsible cocoa sourcing create pressures in both markets. The UK’s extended producer responsibility system requires affected organisations to report packaging data and contribute to waste-management costs (Department for Environment, Food and Rural Affairs and PackUK, 2026). India also imposes extended producer responsibility obligations on plastic packaging. This is particularly challenging because small, affordable packs improve accessibility but can increase waste. Mondelēz reported that approximately 100% of cocoa used by its chocolate business was sourced through Cocoa Life in 2025, although progress on emissions and sustainable packaging remains necessary (Mondelēz International, 2026c).
[bookmark: _Toc237484927]3.6 Legal Factors
UK law restricts advertising and placement of qualifying less-healthy products, particularly where children may be exposed. In India, FSSAI regulations require packaged-food labelling and mandatory consumer information, with a further amendment issued in 2026 (FSSAI, 2026). Non-compliance could create financial, operational and reputational consequences. The UK therefore imposes stronger promotional constraints, while India presents broader labelling and operational-compliance requirements.
Overall, the UK offers higher purchasing power, developed retail infrastructure and strong Cadbury heritage but is mature and increasingly regulated. India offers faster growth and culturally significant gifting opportunities but requires greater adaptation to affordability, retail fragmentation and regulatory complexity. Cadbury should preserve its global identity while adapting pricing, pack sizes, distribution and communication to each market.

[bookmark: _Toc237484928]4. Comparative Cultural Analysis Using Hofstede’s Culture Dimensions
Hofstede’s six-dimensional model provides a structured basis for comparing national cultural tendencies and their potential influence on consumer behaviour and international marketing. It examines power distance, individualism, achievement and success, uncertainty avoidance, long-term orientation and indulgence. However, national scores represent broad tendencies rather than individual behaviour and should therefore be interpreted alongside contemporary consumer evidence (Hofstede, Hofstede and Minkov, 2010; The Culture Factor Group, 2023).
[image: ]
[bookmark: _Toc237483528]Figure 3 (Comparison of Hofstede’s Cultural Dimensions – United Kingdom and India
[bookmark: _Toc237484929]4.1 Power distance
India has substantially higher power distance than the UK, indicating greater acceptance of hierarchy and status differences. This may increase the relevance of respected family roles and intergenerational relationships in Indian communication. In contrast, the UK’s lower power distance supports more informal, egalitarian and relatable messaging (The Culture Factor Group, 2023). Cadbury should therefore adapt how relationships are represented rather than changing its underlying emotional positioning.
[bookmark: _Toc237484930]4.2 Individualism and collectivism
The UK is considerably more individualistic, supporting positioning around personal enjoyment, self-reward and nostalgia. India’s stronger collectivist characteristics make family, sharing and collective celebration more relevant. Cadbury Celebrations campaigns around Raksha Bandhan illustrate relationship-based gifting and shared emotional experiences (Mondelēz International, 2026a). Thus, the brand’s emotional foundation can remain consistent while the social context of consumption is localised.
[bookmark: _Toc237484931]4.3 Motivation Towards Achievement and Success (Masculinity)
Both markets demonstrate achievement-oriented characteristics, although the UK scores somewhat higher. Themes of aspiration and reward can therefore be relevant in both countries (Hofstede, Hofstede and Minkov, 2010; The Culture Factor Group, 2023). However, UK communication may emphasise personal achievement and reward, whereas Indian communication can associate milestones with family pride and shared celebration.
[bookmark: _Toc237484932]4.4 Uncertainty avoidance
Both countries demonstrate comparatively moderate-to-low uncertainty avoidance, creating scope for new products, flavours and limited editions (The Culture Factor Group, 2023). Nevertheless, innovation should retain recognisable Cadbury brand cues. Novelty can stimulate interest, but excessive change could weaken consumer expectations concerning taste, quality and familiarity.
[bookmark: _Toc237484933]4.5 Long-term orientation
Tradition remains important in both markets but operates differently. In the UK, Cadbury’s long heritage contributes to familiarity and trust, whereas in India the brand has developed relevance by integrating chocolate into established festivals and social occasions. The strategic opportunity therefore lies in preserving heritage in the UK while embedding the brand within culturally meaningful occasions in India.
[bookmark: _Toc237484934]4.6 Indulgence and restraint
The UK demonstrates considerably higher indulgence than India, supporting chocolate positioning around everyday enjoyment, comfort and personal treats (The Culture Factor Group, 2023). India’s more restrained orientation suggests that indulgence may be particularly effective when connected with gifting, festivals and relationships. This does not imply lower demand for indulgence, but rather that its cultural framing requires adaptation.
[bookmark: _Toc237484935]4.7 Advantages and Limitations of Hofstede’s Cultural Model
Hofstede provides a consistent framework for identifying cultural differences and translating them into potential marketing implications. More recent research has also supported revised dimensions of national culture (Minkov and Kaasa, 2022). However, the model can oversimplify societies by treating national populations as relatively homogeneous. McSweeney (2002) argues that national-level assumptions may inadequately explain individual behaviour, particularly where regional, religious, generational and socioeconomic differences are substantial. Hofstede’s scores should therefore guide investigation rather than determine marketing decisions.
[bookmark: _Toc237484936]4.8 Marketing implications for Cadbury
[image: ] The comparison supports selective adaptation rather than complete standardisation or localisation. Cadbury can retain core assets such as its name, purple identity, product quality and emotional positioning while adapting their cultural meaning. In the UK, marketing can emphasise heritage, personal enjoyment and informal generosity. In India, stronger emphasis should be placed on family relationships, festivals, gifting and shared experiences. [bookmark: _Toc237483529]Figure 4 Own-developed, based on Hofstede, Hofstede and Minkov (2010), The Culture Factor Group (2023), Cadbury UK (2026) and Mondelēz International (2026).

Figure 4 demonstrates how Cadbury can maintain a consistent global emotional identity while adapting communication and consumption occasions to local expectations. Overall, Hofstede is useful for explaining broad cultural differences, but strategic decisions should also incorporate current regional, demographic and behavioural consumer research.

[bookmark: _Toc237484937]5. Comparative Segmentation, Targeting and Positioning Analysis 
Segmentation, targeting and positioning enable organisations to identify groups with different needs, select commercially attractive customers and establish a distinctive value proposition (Kotler, Keller and Chernev, 2022). Cadbury maintains a broadly consistent emotional identity across the UK and India but adapts its STP strategy to differences in purchasing power, culture and consumption occasions.
[bookmark: _Toc237484938]5.1 Segmentation
In the UK, Cadbury applies demographic, behavioural, lifestyle and occasion-based segmentation. Its portfolio serves children, younger adults, families and older consumers, while products such as Dairy Milk and Twirl support individual snacking and Heroes, Roses and Milk Tray address sharing and gifting occasions. Seasonal products associated with Easter, Christmas and other celebrations further segment consumers according to purchase occasion. Vegetarian and under-100-calorie categories also respond to dietary and health-related preferences (Cadbury UK, 2026).
Segmentation in India is more strongly influenced by income, age, consumption occasion and cultural behaviour. Cadbury Dairy Milk and 5 Star serve the mass market, whereas Dairy Milk Silk targets consumers seeking premium indulgence and gifting. Products including Celebrations, Gems, Perk and Bournville allow Mondelēz to address children, younger consumers, families and higher-income urban customers through differentiated product propositions (Mondelēz International, 2026a). 
[bookmark: _Toc237484939]5.2 Targeting
Cadbury follows differentiated mass targeting in the UK. Individual bars target routine snack purchasers, sharing formats appeal to families, and boxed products serve seasonal and gift buyers. This broad approach benefits from established awareness but may limit growth unless Cadbury responds more effectively to health-conscious consumers.
In India, targeting places greater emphasis on young consumers, families, festival shoppers and aspirational urban groups. Cadbury also uses culturally relevant interests to reach specific audiences. For example, its 2026 #TheKhaasSeat campaign connected Dairy Milk with first-time cricket experiences and shared emotional moments, demonstrating how targeting extends beyond demographic characteristics to passions and culturally meaningful occasions (Mondelēz International, 2026b). 
[bookmark: _Toc237484940]5.3 Positioning
In the UK, Cadbury is positioned as a familiar, trusted and emotionally comforting British brand. Its heritage, purple identity and “glass and a half” association reinforce generosity, nostalgia and everyday enjoyment. In India, the emotional foundation remains, but its meaning is adapted through the “Kuch Meetha Ho Jaaye” philosophy, which connects chocolate with special moments, relationships and celebration. Dairy Milk Silk additionally occupies a premium position based on indulgence, gifting and self-reward (Mondelēz International, 2026a; Mondelēz International, 2026b).
Cadbury standardises its central emotional identity but localises the reasons for consumption. UK positioning relies principally on heritage, familiarity and personal enjoyment, whereas Indian positioning depends more on cultural integration, shared happiness and accessible-to-premium product differentiation. This selective adaptation strengthens relevance in both countries. However, Cadbury should use continuing local consumer research because broad national segments may overlook regional, generational and health-related differences.

[bookmark: _Toc237484941]6. Comparative International Marketing Mix
The extended marketing mix considers product, price, place, promotion, people, process and physical evidence. International brands must coordinate these elements while deciding which activities should remain standardised and which require local adaptation (Booms and Bitner, 1981; Kotler, Keller and Chernev, 2022).
6.1 Product
In the UK, Cadbury offers a broad portfolio including Dairy Milk, Twirl, Creme Egg, Heroes, Roses and Milk Tray, alongside seasonal, gifting and lower-calorie options. This range supports individual snacking, sharing and celebration occasions while reinforcing Cadbury’s established brand heritage. Product familiarity is particularly important in this mature market, where recognised products help sustain customer loyalty and differentiate the brand through emotional associations and tradition (Cadbury UK, n.d.-b).
In India, Cadbury’s portfolio is adapted more strongly to different income levels and consumption occasions. Dairy Milk, 5 Star, Perk and Gems support mass-market consumption, while Silk, Bournville and Celebrations address premium indulgence and gifting. The 2026 limited-edition Dairy Milk Silk Dubai Chocolate illustrates adaptation to emerging consumer preferences (Mondelēz International, 2026f). However, premium innovation should remain balanced with accessible formats for price-sensitive consumers.
6.2 Price
In the UK, Cadbury primarily operates within mass- and mid-market confectionery, while seasonal, sharing and limited-edition products permit selective premium pricing. Higher purchasing power supports these formats, but supermarket competition, cost-of-living pressures and cocoa inflation increase price sensitivity. Mondelēz reported that price increases during 2025 were accompanied by a 3.7% decline in full-year volume/mix, demonstrating the risk that excessive pricing can weaken demand (Mondelēz International, 2026c).
In India, lower average purchasing power and greater income differences require a broader pricing architecture. Small, affordable packs help maintain mass-market penetration, while Dairy Milk Silk and limited editions target more affluent urban consumers. For example, Silk Dubai Chocolate was introduced at ₹550, illustrating premiumisation at the upper end of the portfolio (Mondelēz International, 2026f). Cadbury should therefore protect affordability while using selective premium pricing where consumer willingness to pay is stronger.
6.3 Place
In the UK, Cadbury benefits from an established distribution infrastructure comprising supermarkets, convenience stores, online grocery platforms and other organised retail channels. This extensive availability supports impulse purchases, routine consumption and planned seasonal buying. Developed digital retail also enables Cadbury products to remain easily accessible across both physical and online consumer touchpoints.
In India, distribution is more complex because traditional retail, modern trade and e-commerce must operate simultaneously. Mondelēz’s network reaches approximately three million traditional stores, while digitised sales, direct-store delivery and branded coolers support product availability and quality (Mondelēz International, n.d.-c). This extensive network improves market penetration but increases logistical and cold-chain complexity across India’s large and geographically diverse market.
6.4 Promotion
In the UK, Cadbury’s promotional communication emphasises heritage, generosity, kindness and everyday shared moments, supported by its established “glass and a half” identity. Integrated Marketing Communications (IMC) allows these themes to remain consistent across advertising, digital platforms, packaging and other consumer touchpoints (Mogaji, 2025). The emphasis is therefore primarily on maintaining familiarity and emotional attachment in an established market.
In India, promotion is more strongly localised around festivals, relationships, romance, gifting and popular culture. The 2026 “Say It With Silk” campaign combined digital film, refreshed packaging and a 360-degree communication strategy (Mondelēz International, 2026d), while the #TheKhaasSeat campaign connected Dairy Milk with culturally important cricket experiences (Mondelēz International, 2026e). These examples demonstrate how Cadbury retains emotional positioning while adapting promotional meaning to Indian consumer interests.
6.5 People
In the UK, Cadbury benefits from Mondelēz’s global organisational capabilities and an established network of retailers, digital platforms and customer-service channels. Mondelēz employed approximately 91,000 people worldwide at the end of 2025, including around 79,000 outside the United States (Mondelēz International, 2026a). Consumer interactions in the UK are comparatively standardised because organised retail and established service systems facilitate consistent brand delivery.
In India, people have a more complex role because sales teams, distributors, traditional retailers and modern retailers directly influence product availability, merchandising and consumer access. Mondelēz reports approximately 300 employees at its Mumbai head office alongside its wider manufacturing and operational network (Mondelēz International, n.d.-e). Strong employee capabilities and retailer relationships are therefore particularly important, although reliance on numerous intermediaries can make consistency more challenging.
6.6 Process
In the UK, Cadbury benefits from established supply chains, online grocery services and planned seasonal distribution, making purchasing comparatively straightforward. Post-purchase support is also structured through FAQs, a virtual assistant, online forms, telephone Careline and WhatsApp. Product details can be collected to investigate complaints systematically, strengthening consumer trust and quality management (Cadbury UK, n.d.-d).
In India, processes must coordinate domestic manufacturing, traditional retailers, modern supermarkets, e-commerce and direct-store delivery. Cold-chain systems and branded coolers are particularly important because high temperatures can affect chocolate quality, while festival-related peaks increase forecasting requirements. Mondelēz also provides a dedicated consumer-contact route for enquiries and feedback (Mondelēz International, n.d.-f). Indian processes therefore require greater operational flexibility than those in the UK.
6.7 Physical Evidence
In the UK, Cadbury’s purple identity, logo, distinctive wrappers and “glass and a half” symbolism provide recognisable physical evidence. Products such as Roses, Heroes and Milk Tray also reinforce associations with heritage, sharing and seasonal gifting. Consistent packaging and visual identity strengthen familiarity and make Cadbury readily identifiable within a highly competitive confectionery market.
In India, the same core brand elements are maintained, but packaging is adapted more strongly to consumption occasions. Silk packaging supports premium indulgence and romance, while Cadbury Celebrations is positioned around festivals and gifting. Localised designs therefore communicate culturally relevant occasions while preserving global brand recognition. Sustainability is also becoming increasingly visible, with Mondelēz reporting that approximately 100% of cocoa used by its chocolate business was sourced through Cocoa Life in 2025 (Mondelēz International, 2026b).
Overall, Cadbury follows selective adaptation. Its name, purple identity, quality and emotional positioning remain broadly standardised, while product emphasis, pricing, distribution, communication and packaging are adapted. India requires deeper localisation because of purchasing-power differences, fragmented retail and occasion-led demand; the UK permits greater reliance on heritage and established distribution. This balance protects brand recognition while improving local relevance.

[bookmark: _Toc237484949]7. Cadbury’s Market-Entry Strategy in India
[bookmark: _Toc237484950]7.1 Historical Development in India
Cadbury entered India in 1948, with Cadbury-Fry (India) Private Limited incorporated on 19 July 1948. The company subsequently developed domestic manufacturing and invested in cocoa-development services, nurseries and research facilities, demonstrating long-term commitment to an Indian supply base (The Economic Times, 2026). The business now operates as Mondelēz India Foods Private Limited and has maintained an Indian presence for more than seven decades (Mondelēz International, 2026a).
[bookmark: _Toc237484951]7.2 Market-Entry Method
Cadbury entered India through foreign direct investment using a locally incorporated subsidiary, followed by investment in manufacturing and distribution. This high-control approach differs from lower-commitment alternatives such as exporting or licensing. Although requiring greater resources, high-control modes provide stronger authority over product quality, branding and strategic decisions (Hollensen, 2020).
[bookmark: _Toc237484952]7.3 Reasons for Selecting the Entry Method
This approach was appropriate because product quality, pricing and availability required local operational control. Domestic production reduced dependence on imported finished products and enabled Cadbury to adapt products, pack sizes, prices and promotion to Indian consumers. Local operations also supported retailer relationships and responses to India's climate, cultural diversity and fragmented distribution system.
[bookmark: _Toc237484953]7.4 Advantages of the Entry Method
The subsidiary model provided control over manufacturing, product quality, intellectual property and brand positioning while developing local market knowledge, cocoa sourcing and distribution capabilities. Cadbury's Indian infrastructure now includes manufacturing operations, regional sales offices, cocoa operations and research and development facilities, illustrating the capabilities created through sustained local investment (Mondelēz International, 2018; Mondelēz International, 2026a).
[bookmark: _Toc237484954]7.5 Disadvantages, Risks and Overall Evaluation
Direct investment requires substantial capital and increases exposure to regulatory, operational, supply-chain and reputational risks. India's regional diversity, traditional retail network and climatic conditions further increase distribution and product-quality challenges. These risks differ from the UK, Cadbury's heritage market, where established consumer familiarity and mature distribution reduce foreign-market uncertainty.
Overall, direct investment was an appropriate strategy for India. Although riskier than exporting or licensing, it enabled greater control, localisation and development of local capabilities. Cadbury's long-term presence suggests that these benefits have outweighed the higher financial and operational commitment.

[bookmark: _Toc237484955]8. Ethical Evaluation of Cadbury’s Marketing Mix in India
Ethical marketing requires businesses to consider the effects of their product, promotion, packaging and supply-chain decisions on consumers, employees, communities and the environment. Cadbury demonstrates several responsible practices in India; however, tensions remain between commercial growth, public health and environmental sustainability.
[bookmark: _Toc237484956]8.1 Ethical Marketing Practice One: Sustainable Cocoa Sourcing
Cadbury’s Cocoa Life programme represents an ethical application of the product, people and process elements of the marketing mix. The programme supports cocoa farmers through agricultural training, subsidised seedlings, productivity improvements and more sustainable farming practices. Mondelēz states that Cocoa Life has reached approximately 100,000 farmers in India and distributed more than 12 million cocoa seedlings through nurseries across four states (Mondelēz International, 2026a). This approach can improve supply-chain resilience while supporting farmer livelihoods and environmental responsibility. However, because these outcomes are primarily company-reported, independent impact assessment remains important.
[bookmark: _Toc237484957]8.2 Ethical marketing practice two: Community Development
Mondelēz India’s Shubh Aarambh programme supports children and young people through nutrition, education and physical-activity initiatives. The programme operates across several Indian states and illustrates how the people and process elements can generate social value beyond product sales (Mondelēz International, 2026b). Community programmes can strengthen stakeholder relationships and corporate reputation, although they should complement rather than replace responsible practices within Cadbury’s core products and marketing activities.
[bookmark: _Toc237484958]8.3 Ethical concern one: Health and Promotional Responsibility
Cadbury’s products are marketed around indulgence, celebration and emotional connection. While this positioning is culturally effective, an ethical concern arises where persuasive promotion encourages frequent consumption of products containing substantial sugar, particularly among children and younger audiences. Indian regulations prohibit misleading food advertising, unsupported health claims and advertisements that undermine healthy lifestyles (FSSAI, 2018). Cadbury should therefore ensure that promotional communication is transparent, avoids presenting chocolate as nutritionally necessary and gives appropriate visibility to portion guidance.
[bookmark: _Toc237484959]8.4 Ethical concern two: Packaging Waste
Affordable single-serve packs increase Cadbury’s accessibility in India but can contribute to flexible-plastic waste. Mondelēz reports collecting and processing plastic equivalent to its Indian packaging footprint and supporting recycling initiatives; nevertheless, recovering waste does not completely eliminate the environmental impact of producing disposable packaging (Mondelēz International, 2026c). This creates a tension between the price, product and physical-evidence elements: small packs support affordability but may weaken sustainability objectives.
Overall, Cadbury’s Indian marketing approach demonstrates meaningful ethical progress through farmer support, community investment and plastic-recovery initiatives. However, health-related promotion and reliance on disposable packaging remain significant concerns. Cadbury should strengthen transparent nutrition communication, responsible audience targeting and recyclable packaging while publishing independently verified evidence of its social and environmental impact.

[bookmark: _Toc237484960]9. Recommendations
[bookmark: _Toc237484961]9.1 Recommended Target Market
Cadbury should prioritise digitally connected urban consumers aged 18–35, particularly young professionals, students and young families seeking affordable indulgence, convenient gifting and greater nutritional transparency. This segment offers strong potential because it combines increasing digital engagement with aspirational consumption and demand for both accessible and premium products. Targeting should therefore extend beyond festival-based purchasing towards everyday sharing, gifting and responsible indulgence, while maintaining affordable price points for wider accessibility.
[bookmark: _Toc237484962]9.2 Recommended Brand-Image Development
Cadbury should evolve its Indian positioning from primarily celebration-focused indulgence towards “responsible enjoyment and meaningful sharing.” This proposed positioning would preserve the brand's established emotional identity while strengthening associations with moderation, sustainable sourcing and transparent communication. Rather than replacing Cadbury's existing celebration-based positioning, responsible enjoyment should complement it. Sustainability claims should also be supported by measurable evidence to reduce the risk of perceived greenwashing and strengthen consumer trust.
[bookmark: _Toc237484963]9.3 Product Recommendation
The highest product priority should be the development of portion-controlled formats offering smaller servings, clearer front-of-pack nutritional information and reduced or more recyclable packaging. Reduced-sugar variants could also be tested, provided taste, affordability and consumer acceptance are maintained. This recommendation integrates the product, price and physical-evidence elements of the marketing mix by responding simultaneously to health concerns, packaging waste and price sensitivity. Consumer testing should precede large-scale introduction to minimise the risk of weakening Cadbury's established taste proposition.
[bookmark: _Toc237484964]9.4 Promotion Recommendation
Promotion should retain culturally relevant themes of festivals, relationships, sharing and personal milestones while incorporating responsible-consumption messaging and visible portion guidance. Digital channels are particularly appropriate because approximately 70% of India's population used the internet in 2025 (World Bank, 2026). However, audience targeting should avoid encouraging excessive consumption or disproportionately appealing to children. This approach would maintain Cadbury's emotional relevance while responding to FSSAI requirements for truthful and non-misleading food communication (FSSAI, 2018).
[bookmark: _Toc237484965]9.5 Implementation Considerations
Implementation should follow a phased approach. First, Cadbury should pilot the proposed product and communication strategy in selected metropolitan markets through supermarkets, neighbourhood retailers and e-commerce platforms. Second, performance should be assessed using trial purchases, repeat-purchase rates, profitability, consumer perceptions, packaging reduction and advertising compliance. Third, product, pricing and communication should be refined using the pilot evidence before wider expansion. National rollout should proceed only where predetermined commercial, consumer and sustainability indicators demonstrate satisfactory performance.
Overall, priority should be given to portion and packaging innovation first, responsible digital communication second, and brand-positioning development third, supported by phased implementation. This would allow Cadbury to strengthen its relevance in India while balancing commercial growth with affordability, health responsibility and environmental sustainability.


[bookmark: _Toc237484966]10. Conclusion
This report demonstrates that Cadbury’s international marketing effectiveness depends on balancing global brand consistency with selective local adaptation. The UK provides strong brand heritage, high purchasing power and developed retail infrastructure, but growth is constrained by market maturity, tighter health regulation and sustainability pressures. India offers stronger long-term growth opportunities through its large consumer base, digital expansion and culturally significant gifting occasions, although lower purchasing power, regional diversity and fragmented distribution require deeper adaptation.
Cadbury’s direct investment in India has enabled greater control over manufacturing, distribution and local market responsiveness. Across STP and the 7Ps, the brand retains core assets such as its name, purple identity and emotional positioning while adapting pricing, packaging, promotion and distribution.
Overall, selective adaptation is the most appropriate international strategy. Future competitiveness will depend on maintaining affordability and cultural relevance while strengthening responsible promotion, nutritional transparency, portion control and sustainable packaging.

[bookmark: _Toc237484967]Section 2: Reflective Account
[bookmark: _Toc237484968]11. Reflective Account Using Gibbs’ Reflective Cycle
Gibbs’ Reflective Cycle provides a structured approach to reflection through description, feelings, evaluation, analysis, conclusion and action planning (Gibbs, 1988). It is used here to evaluate the process of researching and preparing the comparative international marketing report on Cadbury in the UK and India.
[image: Gibbs reflective cycle diagram]
[bookmark: _Toc237483530]Figure 5 (source: Gibbs (1988))
[bookmark: _Toc237484969]11.1 Description
The assignment involved comparing Cadbury’s international marketing strategy in the UK and India. The UK represented Cadbury’s heritage market, while India provided a contrasting context characterised by cultural diversity, lower purchasing power, regional variation and festival-based consumption.
PESTEL and Hofstede’s dimensions were used to assess environmental and cultural differences, while STP and the 7Ps examined customer targeting and marketing decisions. Market entry, ethical practices and recommendations were also evaluated. Research drew on academic literature, government publications, regulatory documents, company reports and industry evidence.
[bookmark: _Toc237484970]11.2 Feelings
Initial confidence arose from familiarity with Cadbury in both markets, but uncertainty developed around the level of critical evaluation required at postgraduate level. The task required more than describing products and campaigns; evidence-based comparison and strategic judgement were necessary.
Researching the UK was relatively straightforward because official information was widely available, while India-specific research was more challenging because many sources emphasised corporate achievements rather than independent criticism. Word-count pressure also emerged because early drafts repeated themes such as heritage, gifting and festivals. Confidence improved as evidence became more organised and the links between culture, market conditions and marketing strategy became clearer.
[bookmark: _Toc237484971]11.3 Evaluation
The UK–India comparison was effective because the markets differ significantly in culture, purchasing power, regulation and retail structure. The combination of PESTEL, Hofstede, STP and the 7Ps also helped connect environmental analysis with practical marketing decisions.
Academic literature provided theoretical foundations, while government and regulatory sources strengthened analysis of advertising, labelling and environmental requirements. Company sources were useful for products, campaigns and sustainability initiatives.
However, early drafts were too descriptive and contained repeated arguments. Reliance on corporate publications also risked presenting favourable organisational claims without sufficient independent evaluation. Quantitative evidence was introduced relatively late, increasing editing requirements and pressure on the word limit.
[bookmark: _Toc237484972]11.4 Analysis
A key learning point concerned the balance between standardisation and adaptation. International brands benefit from consistent identity and quality, but cultural, economic and regulatory differences often require local modification (Hollensen, 2020). Cadbury demonstrates this through consistent branding alongside adapted pricing, packaging, communication and distribution.
PESTEL showed that environmental information becomes useful only when its strategic implications are evaluated. The UK offers high purchasing power and established retail infrastructure but faces market maturity and promotional restrictions, whereas India offers stronger growth potential but greater price sensitivity and distribution complexity.
Hofstede’s framework helped interpret cultural differences, particularly stronger individualism and indulgence in the UK and greater collectivist characteristics in India (Hofstede, Hofstede and Minkov, 2010). However, national scores cannot fully represent regional, religious, generational or income differences, demonstrating the need to combine cultural models with current consumer evidence.
The STP and 7Ps analysis also demonstrated that international marketing decisions are interconnected. Target selection influences product formats, pricing, promotion and distribution. Similarly, the market-entry analysis showed that greater local control can improve quality and adaptation but also increases financial, regulatory and operational exposure.
Ethical analysis further demonstrated that commercial performance alone does not define marketing success. Sustainable sourcing and community programmes may create social value, while sugar consumption, persuasive promotion and packaging waste create wider stakeholder concerns.
[bookmark: _Toc237484973]11.5 Conclusion
The assignment strengthened the ability to connect international marketing theory with practical business decisions. The most significant development was moving from descriptive discussion towards evidence-based comparison, evaluation and judgement. Greater awareness of source credibility also developed.
Weaknesses remained in research planning, quantitative evidence collection and word-count control. Earlier use of independent evidence and clearer word allocation would have improved efficiency and strengthened the final analysis.
[bookmark: _Toc237484974]11.6 Action Plan
Future assignments should begin with a structured schedule covering research, drafting, editing and proofreading, with a clear word allocation for each section. A source matrix should record source credibility, key evidence and Harvard referencing information, with academic and independent sources prioritised over unsupported corporate claims.
Analytical paragraphs should consistently move from evidence to comparison, evaluation and judgement. Quantitative evidence should be collected during initial research rather than added during final editing, and sufficient time should be reserved for proofreading, citation checking and word-count reduction. These actions should strengthen critical analysis, academic writing and independent research in future work.
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