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[bookmark: _Toc237444417]1. Introduction 
The report is about Cadbury, and the United Kingdom (UK) is the home country, and Cuba is the host country; the focus will be on strategic feasibility analysis for Cadbury to penetrate the Cuban market (Cadbury, 2024). The comparison is important as there are drastic differences in the macro-environment and socio-cultural conditions between the two markets that may present opportunities and constraints for Cadbury. It has therefore been analysed whether Cadbury's current marketing strategy can be easily adapted or significant changes will need to be made.
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Figure 1: The Cadbury 
(Source: Cadbury, 2024b)
PESTEL analysis is used to analyse the macro-environment of the report, and a comparison is drawn between the two macro-environments. Segmentation, Targeting and Positioning (STP) is used to analyse market opportunities, and Hofstede's cultural model is used to analyse cultural differences. This is then matched with the 7Ps marketing mix to see in which aspects standardisation or adaptation is required. The findings are then combined to critically assess the different market entry strategies and propose an evidence-based suggestion to Cadbury's possible targeting of Cuba as a potential market (Cadbury, 2024b).
[bookmark: _Toc237444418]2. Cadbury: Company and Market Background
[bookmark: _Toc237444419]2.1 Cadbury Company Background
Cadbury is a long-standing British confectionery brand that has been around since 1824 when John Cadbury started to sell cocoa and drinking chocolate from his grocery store in Birmingham, England. The brand evolved from a local cocoa business to a world-renowned chocolate brand. 1905 was especially important in the company's development when Cadbury Dairy Milk was introduced, which was to become one of the UK's most popular chocolate brands (Mondelēz International, 2023). Cadbury's brand has thus made a significant contribution to its brand heritage and association with British culture through its longstanding history.
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Figure 2: Cadbury Business Model 
(Source: Cadbury, 2025)
The company €175.1 million in 2010 and will be recorded sales at Rs2045 Crore by 2045 (Cadbury, 2025). 
[bookmark: _Toc237444420]2.2 Cadbury's Mission, Values and Brand Purpose 
Cadbury's history supplies constant reinforcement that giving, social engagement, and consumer connections are of importance. It grew through the Cadbury family's interest in the welfare of its workforce and the development of its community, and its present work still includes providing community services and sustainability programmes (Cadbury, 2024c). For example, the Cadbury Foundation has origins as far back as 1935 and embodies Cadbury's long-standing relationship with community welfare.
Cadbury's British identity can, however, be an asset and a restraint as it expands into other worlds. Its heritage can offer authenticity and differentiation, but the cultural meanings that such a company as a British chocolate brand bestows on itself need not necessarily resonate with Cuban consumers (Cadbury, 2023). Therefore, Cadbury's international strategy must be cautious about the creation of the brand and the adaptation of the brand in different markets.
[bookmark: _Toc237444421]2.3 UK Home Market and Cuba Host Market
Cadbury is considered to be the native market of the United Kingdom, due to the fact that Cadbury is a Birmingham local brand and the historical and cultural context between Cadbury and Britain gives more strength to its brand. Cadbury still considers Bournville to be the home of Cadbury, and its UK business continues to be very important for product development and innovations. The first half of Cadbury's business grew from 13.9 to 27.8 billion, almost doubling its revenue, and its total equity grew from 12.4 to 15.0 billion. Strong growth was observed, albeit with a decrease in the first half of the year 2017 (Balogun, 2022)).
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Figure 3: Cadbury Half Revenue 
(Source: Balogun, 2022)
Cuba, on the other hand, has been referred to as the host market in this analysis. In choosing to focus on Cuba, it is not to imply that Cadbury's proven English approach can be directly adopted. The significant contrast between the two countries, however, offers a chance to examine the ways in which political, economic, social, technological, environmental and legal factors, along with cultural traits, may interact to affect Cadbury's marketing decisions abroad (Vieira, 2025).
Thus, the UK-Cuba comparison will provide the platform from which Cadbury can assess if it is appropriate to use a standardised international marketing strategy or adjust its segmentation, positioning, marketing mix and market entry strategy for Cuba. 
3. Comparative PESTEL Analysis: UK and Cuba
	PESTEL factor
	UK
	Cuba
	Overall implication on Cadbury

	Political
	Good stability in general, established institutions
	Larger political/institutional uncertainties
	Risk control is needed in Cuba

	Economic
	Developed consumer market with cost pressures
	Limited growth, out of reach and constraints on foreign currency
	Exclusive market access instead of market access for all

	Social

	Favourable Cadbury heritage and brand awareness
	Various pressures of the consumer contexts and affordability
	Adaptation at the local level needs to be done

	Technological

	Strong digital infrastructure
	More limited and cost-constrained connectivity options
	Implement a combination of advertising and promotion as a promotional strategy

	Environmental

	Strong sustainability expectations
	Infrastructure and supply-chain challenges were mentioned by 28.4% of respondents
	Implement packaging, storage and supply chain changes


	Legal

	Set and known food controls
	More complex market-entry and commercial environment
	Thorough legal Due Diligence is a necessity


Table 1: PESTEL Comparative Synthesis: Favourable and Unfavourable condition for Cadbury
(Source: Self-Created)

Figure 4: PESTLE Analysis Model 
(Source: Self-developed)
[bookmark: _Toc237444422]3.1 Political Factors
UK political environment is stable, creating a favourable environment for Cadbury to operate. Invertible institutions and rules reduce uncertainty of marketing, distributing, relations, etc., less. But the maturity of the market means that it becomes competitive. Cuba is more complex politically since government involvement in it can hinder foreign brands, import and payment restrictions, restrictions in distribution and partnerships could add uncertainty (Loss, 2021). In Cuba the higher rate of corporate taxation, import-associate cost, pricing risks lead threats for Cadbury. Cuba needs to be approached, therefore, with caution, via managed dealings.
[bookmark: _Toc237444423]3.2 Economic Factors
Cadbury has a fill-in strategy in the UK, but inflation and costs can make things less affordable. Prices of cocoa and powdered chocolate in the UK skyrocketed: the ONS index went from 100 in 2015 to 172.3 in 2025. Chocolate prices also reached 149.7 in 2025, compared with 100 in 2015. Cadbury is thus advised to mix the pricing of the premium product with offering small packs and promotions (Meier, 2025). The Cuban economy is less attractive. In 2024, GDP saw a decline of around 1.1%. The cost to buy locally can be reduced due to lower purchasing power, foreign exchange limitations and shortages, and distributional difficulties. Since chocolate is a non-essential, consumers might prioritise essentials (Zigu, 2019).
[bookmark: _Toc237444424]3.3 Social Factors
The UK offers Cadbury a strong brand familiarity and presence and association with indulgence, gifting and occasions. But this is set to be a shake-up for old-fashioned candy positions as the race for health and responsible consumption has long been gaining consumers' interest. Cadbury's British connotations in Cuba might not have quite as strong a consumer resonance, changing trends among people, affordability is paramount, and tourism and gifting will bring opportunities. To find preferences and positioning, market research is needed (Ortiz. 2023).
[bookmark: _Toc237444425]3.4 Technological Factors
Cadbury took advantage of the UK's mature digital landscape that allows it to connect their physical store with all its digital channels, including social media, digital advertising, and e-commerce. But with the huge competition in the digital market, it is hard to gain the attention of consumers. Cuba is more limiting with regard to digital access, and as such, a digital-first approach might see less reach and necessitate traditional retail (Brandts et al., 2024).
[bookmark: _Toc237444426]3.5 Environmental Factors
Cadbury has to deal with environmental problems as they are connected to cocoa, packaging, energy and supply chains. While responsible sourcing is supported by UK sustainability expectations, the cost might otherwise increase. Due to the chocolates being temperature-sensitive, transportation and storage problems, and product quality, may be caused by the country's infrastructure and supply chain.
[bookmark: _Toc237444427]3.6 Legal Factors
In fact, the UK has existing food legislation which sets out clear nutritional and consumer protection and ingredient requirements. Cuba offers more uncertainty in regard to importation, registration, labelling, distribution and commercial partnerships. Cadbury needs to do thorough legal due diligence before entry. When looking at the risk of operations both inside and outside the UK, the UK is a safer risk, whereas Cuba needs a careful, locally knitted approach (Pioletti, 2025).
[bookmark: _Toc237444428]4. Global Business and Comparative Cultural Analysis: Hofstede
Hofstede Cultural Framework
Hofstede's cultural dimensions can serve as a valuable guideline for understanding the implications of a country's culture on consumer behaviour, and consumer communication and marketing. Cuba is significant to Cadbury because they cannot make any strategy without understanding the Cuban cultural climate, and if they do, they are likely to produce incorrect results, as any approach that is created in the UK may not work in Cuba (Emily Jo Vizmonte and Dominic Vincent Ligot, 2024). To complement the PESTEL analysis, Hofstede aligns with the cultural environment in which brands, ads, and buying events are perceived by consumers.
UK Cultural Profile
Overall, the UK has lower PDI and a preference for less hierarchical relationships, more tolerant of individual autonomy. It is important for marketing because its individualism might lead consumers to value individual choice, self-expression and personal preference more (Storry and Childs, 2022). These factors thus provide an appropriate platform for Cadbury's wide product offerings and "enjoyment" focus.
Cuba Cultural Profile
	Dimension
	International Market Entry Strategy
	Marketing Mix Analysis

	Advantage 1
	Reduce up-front investment through exporting/licensing
	Personalised products make the product more relevant locally

	Advantage 2
	More rapid market penetration through partnerships
	Niche segments story: premium pricing possible

	Advantage 3
	Risk sharing is done with local partners. Local partners participate in risk sharing
	Brand consistency in the various markets

	Disadvantage 1
	Lack of control in system operations
	Increased expenses for adaptation

	Disadvantage 2
	Barriers in Cuba: cultural/legal
	Difficult regional management of 4Ps.

	Disadvantage 3
	When the Cuban government became unstable
	Risk of possible brand dilution through over-localisation


Table 2: Comparative Cultural Analysis
Comparable behaviours in Culture (UK & Cuba): They equally appreciate chocolate as a celebratory gift, are very family oriented and emotionally connect to brands with heritage and emotion – enabling Cadbury to capitalise on their British heritage whilst tailoring packaging and promotions to the local market.
The Cuban environment is considerably distinct – collectivist tendencies may also make family, social relationships, and community relevant factors in the case of consumers' behaviour. This opens opportunities for Cadbury to use chocolate to celebrate occasions of sharing, giving and socialising, instead of just eating it on its own (Cearns, 2023). 
UK–Cuba Cultural Differences and Marketing Implications
The strategic distance relates to the different aspects that have been emphasised in the UK, namely individual autonomy, and in Cuba, where the emphasis is placed on collective and social relationships. In the UK, one area of positioning is to convey the chocolate as only a single indulgence or as a personal treat, while in Cuba it may be more important to emphasise the social element of eating chocolate or sharing it with others (Chávez, 2023). Cadbury brand identity needs to remain intact, with an adapted execution in Cuba. Heritage and emotional positioning can be consistent: family, relationships, sharing and giving can be promoted in product formats, packaging and in promotional imagery. 
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Figure 5: Country comparison evaluation
(Source: Geert Hofstede, 2026)
However, pricing cannot be a culture alone due to the economic dynamics that could impact affordability and purchasing behaviour more in Cuba. In this way, Cadbury would still be recognised yet able to satisfy the local expectations. However, adaptation needs to be guided by market research, particularly since cultural dimensions offer strategic direction but do not forecast preference or indicate market acceptance in Cuba (Baden and Wilkinson, 2021).
[bookmark: _Toc237444429]5. Comparative STP Strategy: UK and Cuba
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Figure 6: STP Framework
(Source: Geoghegan, 2019)
[bookmark: _Toc237444430]5.1 Segmentation
[bookmark: _Toc237444431]5.1.1 Demographic Segmentation
A more selective demographic approach is needed in Cuba. However, the population of Kenya of about 10.94 million people in 2025, combined with negative population growth, does not imply that the Kenyan market is necessarily the same size as expanding mass consumption as can be seen in an emerging market (Dzreke and Dzreke, 2026). More importantly, the income and purchasing power are different and, thus, income becomes a particularly important segmentation variable. Cadbury should therefore identify not only those consumers who appear to have a relatively high income for purchasing relatively expensive goods and services but the entire population, including those whose income level may not be as high as the others when juxtaposed against imported chocolate (Dzreke and Dzreke, 2026).
For Cadbury, the segmentation was for the countries of the UK and Cuba.
Cadbury needs to be able to duplicate the segmentation of their consumer base – demographic (age 5–45, middle-to-upper income) and psychographic (consumers who are emotion-driven; who enjoy gifting and celebrations) – across both countries
[bookmark: _Toc237444432]5.1.2 Geographic Segmentation
There is a need in Cuba for some geographical selectivity. Cadbury can initially focus on commercially important towns and cities where consumer access and both tourism activity and modern retail channels are well established; only once these are reached should it look to roll out the product nationally. This will lessen the distribution complexity and assist the brand in testing the demand before expanding more.
A national market is not necessarily homogeneous, and geographic segmentation can therefore play a strategic role. However, the attractiveness of a location in Cuba will depend not only on the size of the population, but also on both the purchasing power and retail infrastructure and the tourism activity that can be established along with the ability to hold the product quality through the distribution chain (Thomas and George, 2021).
[bookmark: _Toc237444433]5.1.4 Behavioural Segmentation
Behavioural segmentation offers still another classification of the two markets. Cadbury is well known in the UK, and has a loyal customer base. Consumers have the opportunity to buy products for daily use, spontaneous events, as gifts, and to share. Food is consumed by everyone, and Cadbury's own product portfolio expressly names the gifting and sharing moments (Rani et al., 2024).
However, behavioural segmentation should start with occasion purchasing and selective buying, rather than high frequency mass buying, in Cuba. Opportunities could be gift giving, socialising and tourism-related buying. Smaller pack formats also may decrease price sensitivity, a factor that is likely to be particularly key.
[bookmark: _Toc237444434]5.1.5 Psychographic segmentation
The VALS Typology is basically a psychographic segmentation analysis.
Cadbury should focus on the Achievers (status-oriented, premium givers) and Experiencers (very young, novelty seekers) in both countries that are focused on achievement and self-expression, and they do not lack resources for buying indulgent chocolate products
[bookmark: _Toc237444435]5.2 Targeting
However, Cadbury's UK targeting can be done in a relatively broad way, as the brand awareness is well-established and Cadbury's has a portfolio of a great number of brands. The brand can cater to multiple segments with different products, pack sizes, flavours and consumption occasions (Mishra and Vijay, 2023). For instance, there is a range of Dairy Milk products in different formats and flavours and Cadbury's own range, which includes gift-sharing products.
Cadbury's in India and in the UK are differentiated on both products and promotions; the former towards youth and families (with affordable packs and festival promotions) whilst the latter towards the premium adult gift market (Silk and seasonal versions) but has a strong core concept and brand appeal.
The strength of this wide target is that Cadbury is able to stimulate the interest of their customers on multiple occasions, and is not relying on one niche only. But the fact that the UK market is starting to mature also suggests that general targeting is unlikely to have much impact in delivering differentiation.
[bookmark: _Toc237444436]5.3 Positioning
Cadbury has a familiar heritage brand identity in the United Kingdom: a classic, tasty and emotional brand. Dairy Milk's strong tie-in with traditional Cadbury chocolate experience is balanced by the breadth of the portfolio, which offers the brand an opportunity to target indulgent consumption, and sharing and gifting moments.
[bookmark: _Toc237444437]5.4 Perceptual Positioning
Figure 6 shows the perceptual map position Cadbury was aiming for in the UK market, together with the position Cadbury proposed for the Cuban market.
The perceptual area of the market: Cadbury gives emotional positioning in India “Kuch Meetha Ho Jaaye” while it gets placed in the UK in a different way “Generosity” high in quality/affordability and low (down) in competitor positioning on their perceptual map.
A perceptual map, using the dimensions of price seen and preimmunises, equated with brand familiarity and emotional appeal, may be used to illustrate the proposed strategic position. Cadbury is relatively easily accessible for the following reasons in the UK: Cadbury is widely recognised and is widely available (Sondhi and Chawla, 2021). However, in Cuba, the fact that it is being imported and also distribution expenses might result in a higher perceived premium status.
Therefore, moving Cadbury into a higher and higher perceived quality and high emotional value, whilst keeping costs low and competitive, would be a strategic target. This helps Cadbury to look less like a luxury offering and helps to differentiate itself based on its British heritage.
[bookmark: _Toc237444438]6. Comparative International Marketing Mix: 7Ps
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Figure 7: Marketing Mix 7Ps
(Source: Aujla, 2022)
[bookmark: _Toc237444439]6.1 Product
Cadbury has a wide range of products that can meet various preferences in the UK. Dairy Milk offers sharing milk, and various flavours and forms. First, Cadbury in Cuba should consider a product portfolio consisting of well-known brands like Dairy Milk. Smaller forms may make purchasing them more affordable (Aujla, 2022). The possibility of sharing products may contribute to social occasions. Penetration pricing for India (pack price is between Rs 5 and Rs 20), Premium pricing for the UK. These costs, coupled with falling income, had an impact on those affected. Deep line-filling (Dairy Milk variants, Silk, Bournville); brand extensions (Oreo collaborations, thank you bars). 
[bookmark: _Toc237444440]6.2 Price
One key difference between the markets is the price. Customers in the UK can find different size packs and offers. Purchasing power is of special critical importance in Cuba because of its limitations. Therefore, a 'tiered pricing' approach should be adopted with smaller pack formats to provide entry-level pricing and larger packs to be used as pricier gifts, or suitable for more affluent consumers.
[bookmark: _Toc237444441]6.3 Place
Cuba has distribution difficulties due to the influence of shortages, infrastructure and lack of foreign exchange on the reliability of supply. Distribution throughout the country would be an undue risk. Cadbury's initial strategy should be to target specific urban markets with targeted distributors. Retailing for the tourist market may offer some opportunities, albeit with care since there was disruption to tourism.
[bookmark: _Toc237444442]6.4 Promotion
In Cuba, Cadbury's emotional positioning in terms of enjoyment, sharing and gifting can be maintained. However, there should be differences in the execution of the promos due to cultural differences. A focus on relationships, family, sharing and social experiences could be more suitable than messages that mainly focus on individual indulgence (Chiyem and Christopher, 2022). Investment in wider promotion should be preceded by local testing. Programs such as the on/off-job to train individuals; recognition/rewards to motivate them; and people at work. 
[bookmark: _Toc237444443]6.5 People
Consumer familiarity is important, and Cadbury doesn't have the same level of consumer familiarity in Cuba as it does in the UK, so that's why people are important. It should collaborate with choosing some local partners and trained salesmen to serve the community and be aware of Cadbury's brand parameters and the expectations of consumers. Local knowledge can enhance distribution and engagement. People of the Crowd: punk band Packy, story jacket packs of festival sweatshirts. Indirect distribution through networks of wholesalers/retailers (1M+ outlets India); direct + indirect in UK.
[bookmark: _Toc237444444]6.6 Process
The purchasing is well set up, both through a retail infrastructure and online purchasing and good replenishment in the UK. Availability, payment conditions and supply constraints have a more important influence on Cuba's purchasing process (Desai, 2023). Hence, Cadbury must exercise a step-down approach to supply initially and then make it extensive. This can minimise the amount of waste and the risk of operations.
[bookmark: _Toc237444445]6.7 Physical Evidence
Cadbury needs to be consistent with the packaging, branding and product presentation in all Cuban retail outlets. But displays need to be changed according to local purchasing conditions and retail establishments. Effective perceived quality and recognition in the Cuban market can be achieved through clear information, attractive packages and gifting displays. Iconic purple packaging; festival Swag packs with story jackets.
[bookmark: _Toc237444446]6.8 Similarities and Differences in the 7Ps
	7P
	UK
	Cuba
	Key similarity/difference
	Strategic implication

	Product

	Wide range of portfolios and recognised formats
	Initially focused portfolio required
	Core brand needs to stay the same, range needs to be smaller
	Develop core products and with selected formats

	Price

	More than one price tier in established retail market
	Increased affordability and currency issues
	The price sensitivity is actually a very significant factor
	Selective pricing and smaller packs

	Place

	Thoroughly marketed; widely available online
	A more intricate setting for distribution
	Availability is a factor in both, but so is infrastructure
	Start with controlled distribution

	Promotion

	Effective emotional and situation-based communication
	Greater need for cultural adaptation
	Execution should adjust to emotional posture
	Encourage giving, gifting and social events

	People

	Established consumer familiarity
	Increased requirement for local information
	Better understanding of the needs of the people in the area
	Engage local partners/personnel who are trained

	Process

	Predictable and well-formed buying process
	Increased complexity in supply and payment
	Risk of the process in Cuba is significantly greater
	Implement phased supply/delivery

	Physical Evidence
	High brand recognition and good foundations
	There is a possible need for more brand-building
	Consistency of the brand identity should be maintained
	Foster changes in packaging and in-store displays


Table 3: Similarities and Differences in the 7Ps of Cadbury
(Source: Self-Created)
The comparison has shown that the standardisation is suitable for the main Cadbury's brand identity, whereas adaptation is important for operational elements of the marketing mix. Product variety, pricing and distribution cannot simply be exported to the UK, nor can the UK promotional execution, people and process and physical presentation.
[bookmark: _Toc237444447]7. Cadbury's Market Entry Strategy for Cuba
[bookmark: _Toc237444448]7.1 Cuba market attractiveness and entry strategy
Cadbury has seen Cuba as a potential market that is high risk. Low economic strength, low purchasing power, foreign-exchange pressures and supply shortages make much larger scales less attractive in the short term. There is potential, however, for selected demand during tourist seasons and to provide gifts on occasions and consumers who are more able to use foreign currency than in other seasons (Spadoni, 2023).
Exporting is the best entry mode for Cadbury since it will not need much investment and Cadbury will be able to keep their product quality and brand standards. Though licensing can diminish operations, it also can lead to increased difficulties with brand presentation and quality control. Using a joint venture or strategic partnership would raise the level of commitment and bring local knowledge and distribution to the table (Romanò and Barrera, 2021). Entry Method: India - joint venture/acquisition (1948); Advantage: local insight; Disadvantage: regulatory complexity.
[bookmark: _Toc237444449]8. Recommendations on Cadbury's Marketing Strategy
[bookmark: _Toc237444450]8.1 Ethical Marketing Considerations
Cadbury needs to direct itself to act in an ethical manner in the markets where they have a business plan because the market conditions present vary in different parts of the world. Price issues, product claims, promotion and targeting decisions must be consumer welfare-based, not just based on commercial purposes (Dastane et al., 2026). Therefore, ethical practice should go beyond the legal framework and comprise transparency, responsible targeting and cultural sensitivity.
[bookmark: _Toc237444451]8.2 Experiential comparison: United Kingdom and Cuba
In the UK, issues raised include mainly transparency of product information, responsible advertising, nutrition communication and credible sustainability claims. The power of Cadbury's brand recognition provides an added burden as consumers may trust Cadbury's communication (Cao et al., 2023). Thus, the company should refrain from making claims that could be interpreted as misleading and call for the substantiation of environmental and social claims in statements.
Cuba also considers affordability and accessibility more important ethical factors since consumers might not be able to purchase non-essential products due to economic factors or lack of purchasing power. Such price or other promotion policies might thus have a disproportionate impact on financially limited consumers. Instead of coming up with an approach which involves direct transfer of the Cadbury strategy into their origin country, it is advisable for Cadbury to change the approach in order to suit local economic realities (Sainsbury and McCarthy, 2022).
[bookmark: _Toc237444452]8.3 Recommendations
Cadbury must give truthful content and nutritional data and show its price and sustainability score in both markets. To avoid the greenwashing risk, sustainability claims should be measurable and transparent. The company should also refrain from advertising that stimulates hyper-consumption and/or takes advantage of vulnerable populations such as children. Responsible consumption and pack sizes that are suitable to the Cuban economic environment and price setting would enhance accessibility (Ramírez-Márquez et al., 2025). 
[bookmark: _Toc237444453]  9. Strategic Recommendations
[bookmark: _Toc237444454]9.1 Recommendation 1: Cadbury's UK Strategy  
Cadbury must be a more dynamic player in the United Kingdom and can bolster its presence by creating more new products, seasonal foods, and doing more with digital and sustainability. To sustain brand awareness and cater for shifting consumer tastes may be important if competitiveness is to be maintained.
[bookmark: _Toc237444455]9.2 Recommendation 2: Cadbury's Cuba Strategy
Cadbury should move in and be careful about certain target consumer groups and targeting tourism-related activities and gifting occasions instead of actually going to the mass market of Cuba.
[bookmark: _Toc237444456]9.3 Marketing-Mix Recommendations
Focused products, small pack sizes that can be supported financially, selective channels, cultural media, educated partners and processes, and a consistent presentation of the brand are more important.
[bookmark: _Toc237444457]9.4 Cultural Adaptation Recommendations
Any form of marketing should focus on developing relationships, sharing and social occasions and not be a direct transfer of UK marketing messages. Communication & product adaptation should be based on the local consumer insights.
[bookmark: _Toc237444458]9.5 Ethical Marketing Recommendations
Cadbury should aim for proper product communication and avoid any dishonesty; they should aim for culturally respectful advertising and price responsibly. Marketing activities should not take advantage of economic vulnerability and should give clear information on product and price.
Ethical Marketing (India): Ethical Cocoa Life's sustainability; “Thank You” bars pay for insurance. Unethical: 2002 Kashmir advertisement, 2003 Worm problem.
[bookmark: _Toc237444459]9.6 Market-Entry Recommendations
Exports are recommended to be done in phases with an established local partner. This has the benefit of reducing investment and providing the option for a test of demand, and for Cadbury to grow its investment only when there is market data supporting it.
[bookmark: _Toc237444460]10. Overall Conclusion
In summary, the UK is Cadbury's better, more reliable market, while Cuba presents some risks and opportunities for those that have the appetite to deal with them. Cadbury should thus pursue safeguarding its long-established viability in the UK as a company and take Cuba as an experimental market opportunity, where it can be controlled along homogeneous lines. A 'phased' exporting strategy with local partnership, specific products, price and culturally oriented promotion offers the most suitable way to go. Before more investment based on an expanded sense of success can be considered, there is a need to measure success based on demand, distribution reliability, consumer response and profitability.
[bookmark: _Toc237444461]Section 2: Reflective assessment
[bookmark: _Toc237444462]11. Gibbs Reflective Cycle
This reflection breaks down the process of researching, analysing and preparing the international marketing report for Cadbury, comparing Cadbury's home country, the United Kingdom (UK), with Cadbury's potential host country, Cuba. Gibbs' Reflective Cycle incorporates elements of description, feelings, evaluation, analysis, conclusion and action planning (Bassot, 2024). My focus is on my learning, my challenges and what I can do next.
[image: ]
Figure 8: Gibbs' Reflective Cycle
(Source: Bassot, 2024)
[bookmark: _Toc237444463]11.1 Description
The first part of the report was to select Cadbury and identify the UK as the home market and Cuba for the proposed host market. I have analysed Cadbury's market position before exploring the extension of the business and problems. PESTEL, Hofstede, STP and the marketing mix 7Ps models were used for the analysis. PESTEL analysed political, economic, social, technological, environmental and legal situations (Buye, 2021). Hofstede wrote about the differences in culture and how it might impact consumer behaviour and communication. STP studied the various characteristics such as demographic, geographic, psychographic and behavioural to determine the appropriate customer segments and positioning. The 7Ps then addressed the following aspects: product, price, place, promotion, people, process and physical evidence. The results served as feedback from market-entry assessment and led to a conditional recommendation on a step-wise approach to market-entry, in a context of targeting and adaptation.
[bookmark: _Toc237444464]11.2 Feelings
At first, research seemed very easy as Cadbury is a known brand and there was a lot of information to be found about them. When I changed from describing the company to evaluating how well the existing UK strategy for the company would work for Cuba, however, the task proved more difficult (London et al., 2023). I realised that there were potential pitfalls in assuming that Cuban consumers would purchase the product and was struggling to decide how much coverage to give to the critical factors in the recommendation. Having more than one framework also seemed like it could be cumbersome, as some information might get repeated. Little by little, I didn't grasp that every framework served a different function (Yan and Carless, 2022). This put the research into context and helped to drive my argument for a strategy.
[bookmark: _Toc237444465]11.3 Evaluation
Multiple components of the process were successful. The use of several frameworks led to a more diverse range of viewpoints and allowed the report not only to rely on one form of analysis. PESTEL identified external threats and opportunities, Hofstede provided cultural insight, STP translated external characteristics into customer-based decisions, and the 7Ps showed practical marketing implications (Ho et al., 2022). By identifying the favourable and unfavourable factors, a balanced assessment was made. However, limitations remained. Secondary sources were mainly used, and limited direct evidence could be gathered on how Cuban Consumers know, like and perceive Cadbury. Hofstede also had the restriction that the scores for the countries' influence at the heart of the matter can never represent the behaviour of individuals (Minkov et al., 2023). Several frameworks were covered, and there was a risk of being descriptive instead of critical.
[bookmark: _Toc237444466]11.4 Analysis
The study revealed that international marketing tools are most beneficial when combined. PESTEL could highlight significant challenges in Cuba, while STP could uncover relevant customer segments. Additionally, cultural tastes can't necessarily be viewed apart from affordability and availability, and economic conditions. The value that the consumer places on giving chocolate as a present or sharing can vary, but buying will depend on income and availability (Fagundes et al., 2025). Based on the analysis, it was found that all three perspectives, environmental, cultural and customer level, needed to be merged in the case of international marketing.
The research confirmed my knowledge of standardisation and adaptation. Cadbury's core brand can still prove to be a valuable international possession, but aspects of price, package size, distribution network, promotion and communication can be customised to the local markets. This principle was realised through practical decision-making with the 7Ps. The phasing of the market entry was a result of composite evidence on the economic factors, the distribution factors, the cultural factors, the segmentation and operating risk factors (Shutov et al., 2022). I have been informed that critical analysis provides the benefit of exposing problem areas, noticing uncertainty and reasoning out strategic implications instead of a list of problems.
[bookmark: _Toc237444467]11.5 Conclusion
To sum up, the project has helped me develop my understanding of the process of creating international marketing decisions. I was taught that finding a market which is desirable is not enough; the organisation must ascertain how they can expand, or whether it would even be possible, by considering the market's external environment, its culture, its consumers, the marketing mix and the dangers of entering the market. Cadbury's Britishness is not a winning card in Cuba, and Cuba's problems cannot be a raison d'être for not venturing there. Thus, a controlled approach, based on real demand, is more appropriate. Most important how to bridge the gap between theoretical concepts and strategic decision making, rather than just viewing them as academic requirements.
[bookmark: _Toc237444468]11.6 Action Plan
	Action
	Future improvement
	Expected outcome

	Formulate the research question(s)
	Define strategic research question and evidence needs before research starts
	More focused and relevant evidence

	Strengthen primary research
	Consider awareness, preferences and price sensitivity through interviews, questionnaires or surveys, if possible
	Improved consumer awareness and fewer assumptions.

	Improve source evaluation
	Avoid commercial and media evidence; Check sources and prioritise government, company, international-organisation and peer-reviewed sources
	Increased credibility and reliability

	Integrate frameworks

	In this, use PESTEL to support cultural analysis and STP and then relate it to the 7Ps and entry strategy
	Higher level of coherence and less repetition and improved defensibility of recommendations


Table 4: Action Plan
(Source: Self-Created)
The entire lesson is that critical judgement and evidence to integrate and reflect are in order in international marketing research. These improvements will prepare me for the research process in the future and will enhance the quality of recommendations for strategy.
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