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[bookmark: _Toc237535968]Introduction

International marketing allows businesses to extend outside their home markets and compete successfully in other countries by adjusting their products and marketing techniques to the needs of local customers. Before entering new markets, companies that operate worldwide must comprehend the variations in political, economic, social, technological, environmental, legal, and cultural aspects. These elements have an impact on consumer behavior, purchase choices, and the general effectiveness of a business's marketing plan (Gordon R, F., Jorge M, O.C. and Rafael B, P., 2021). This study examines Cadbury's foreign marketing tactics in the UK and India. The report compares the company's Segmentation, Targeting and Positioning (STP) strategy and 7Ps marketing mix, analyzes the macro environment using the PESTEL framework, looks at cultural differences using Hofstede's Cultural Dimensions, assesses Cadbury's market entry strategy and ethical concerns, and offers suggestions for enhancing its future international marketing performance (Doole, I. and Lowe, R., 2012). The report concludes with a reflective part that uses Gibbs' Reflective Cycle to assess my learning experience, the difficulties I encountered, the abilities I acquired, and how I might enhance my approach to future professional and academic work.

Background of Cadbury

Cadbury is one of the world's top confectionery corporations and a well-known chocolate brand. John Cadbury launched the company in 1824 in Birmingham, England, as a small grocery store selling tea, coffee, and drinking chocolate. Cadbury extended their product line over the years, eventually becoming one of the world's most successful chocolate makers (Bradley, J., 2011). In 2010, Cadbury joined Mondelēz International, one of the world's leading snack firms, expanding its global reach. Cadbury now operates in over 50 countries and sells a diverse range of products, including Dairy Milk, Silk, Five Star, Bournville, Celebrations, Wispa, Crunchie, and Roses. The company's mission is "to empower people to snack right," and its vision is to create the future of snacking by providing consumers with high-quality goods that make them happy. The goal of Cadbury is to create long-term value for customers, employees, communities, and shareholders by delighting customers via innovation, quality, sustainability, and ethical business practices. Cadbury has maintained its place as one of the top candy brands in both developed and emerging regions thanks to its solid brand reputation, ongoing product innovation, and successful worldwide marketing tactics (Hıdıroğlu, D., 2019).
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[bookmark: _Toc237535970]1. Micro Environmental Appraisal
	
The external elements that affect an organization's business operations and marketing choices but are outside of its direct control are referred to as the macro environment (Keats, B.W. and Hitt, M.A., 1988). PESTEL (political, economic, social, technological, environmental, and legal) effects are some of these elements. A company's performance and competitiveness may be impacted by the opportunities and dangers they create. Organizations can create successful strategies for operating in both domestic and international markets by analyzing the macro environment. 

Figure 1: PESTEL Framework
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1.2 Political Aspects

Political effects include government stability, taxation policies, foreign investment regulations, and food safety rules that influence corporate operations.

India

India has a stable democratic system that welcomes international investment through initiatives such as Make in India. Cadbury profits from these measures by growing its manufacturing facilities and distribution network (Graf Von Ingelheim, M., Jia, L. and Meyer, K.L., 2009). The Food Safety and Standards Authority of India (FSSAI) assures that Cadbury follows food quality, packaging, and labelling standards.

United Kingdom

The UK has clear business laws and a stable political climate. Food safety and consumer protection are governed by the Food Standards Agency (FSA) (Webster, J., 2002). The UK is still a desirable market because to its open regulatory framework, even with the new trade regulations and supply chain difficulties brought about by Leave.

Favourable Factors:

Despite differences in their political settings, both India and the UK offer favorable political conditions for multinational corporations. While the UK offers a stable political climate with a well-established regulatory framework, India has a stable democratic system that promotes international investment and industrial development. 

Unfavourable Factors:

However, there are significant political obstacles that enterprises in both nations must overcome. While Brexit has altered trade agreements, customs processes, and supply-chain management in the UK, businesses in India must handle government rules and administrative needs. Operating costs and regulatory obligations may rise as a result of these reasons.

1.3 Economic Factors

Consumer income, purchasing power, inflation, economic growth, and manufacturing costs are examples of economic factors (Priyatna, H.N. and Suryadi, I., 2025).

India

India is one of the world's fastest-growing major countries, with increased disposable income and an expanding middle class providing prospects for the confectionery industry (Squicciarini, M.P. and Swinnen, J.F. eds., 2016). Cadbury's financial performance demonstrates the extent of its Indian business. In FY2025, Mondelez India Foods (previously Cadbury India) reported revenue of ₹12,503 crore, a 1.9% decrease from ₹12,747 crore in FY2024. This demonstrates that, while India is a large and important market, economic difficulties can impact sales success. Rising cocoa, dairy, and other raw material costs further weighed on profitability in FY2025.

United Kingdom

The United Kingdom is a developed economy with reasonably strong consumer spending power and a mature chocolate market. Cadbury remains a big chocolate brand in the United Kingdom, with Dairy Milk projected to be the leading chocolate brand in terms of sales by 2025 (Pires, D.N., 2025). Mondelez International's UK chocolate and confectionery production businesses generated about £284.2 million in industry-specific revenue in 2025, up from £281.0 million in 2024, indicating ongoing sales growth despite economic challenges.

Favorable Factors

Cadbury can capitalize on economic prospects in both countries. India's enormous population, burgeoning middle class, and developing consumer market offer significant long-term sales opportunities. The company's Indian revenue of around ₹12,503 crore reflects its large size of operations. Cadbury's sales in the United Kingdom are boosted by relatively strong purchasing power and ongoing demand for established chocolate brands (Bradley, J., 2011). Also,  Mondelez's UK industry-specific sales climbed from £281.0 million in 2024 to £284.2 million in 2025, indicating continuing commercial activity in the market.

Unfavorable Factors

Both markets are experiencing economic challenges. Mondelez India's sales fell by about 1.9% between FY2024 and FY2025, as rising cocoa, dairy, and other input costs drove up operating expenses. Chocolate prices and input costs have risen dramatically in the United Kingdom, placing pressure on both consumers and manufacturers. Chocolate prices in the UK rose by 15.4% year on year to August 2025, owing primarily to rising cocoa and other production expenses. Cadbury must strike a balance between pricing, consumer affordability, and profitability in both areas.

1.4 Social Aspects

Culture, lifestyle, population, knowledge of health, and customer preferences are examples of social effects (Backett, K.C. and Davison, C., 1995).

India

India has a younger population and an active tradition of celebrating holidays like Raksha Bandhan and Diwali. During these festivities, Cadbury has effectively positioned chocolate as a popular present. The corporation has introduced healthier product options as a result of growing awareness of health issues (Heasman, M. and Mellentin, J., 2001).

United Kingdom

In the UK, consumers commonly buy chocolate for both normal usage and special events like Christmas and Easter. Additionally, a lot of customers want goods that are made sustainably and have less sugar.

Favourable Factors:

Cadbury finds a favorable social climate in India due to the country's robust gift-giving and celebration culture. Customers can buy chocolates as presents for friends and family during holidays like Diwali and Raksha Bandhan. The comparatively youthful population of India offers Cadbury a sizable pool of potential customers. Cadbury is able to increase brand awareness and sales thru emotional and festival-based marketing initiatives because to these social customs (Premkumar, S.K., 2025).

In the UK, chocolate has a well-established role in both regular consumption and special holidays like Valentine's Day, Christmas, and Easter. Cadbury has the chance to launch seasonal goods, gift boxes, and marketing initiatives during these events (Thomas, J., 2017). Growing customer concern in sustainability, quality, and ethical production may also motivate Cadbury to create goods and packaging that adapt to shifting consumer demands.

1.5 Hofstede's Definition of Cultural Dimensions

Geert Hofstede created Hofstede's Cultural Dimensions Theory to describe how national culture affects people's beliefs, actions, and purchasing choices (Hofstede, G. and Usunier, J.C., 2003). It aids multinational corporations in recognizing cultural variations among nations and creating effective global marketing plans. Cadbury uses this paradigm to modify their advertising, customer communications, and product offerings to better appeal to Indian and British consumers.

Figure 2: Hofstede's Cultural Dimensions
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1. Distance of Power

India: 77 points
India has a high Power Distance score of 77, which suggests that hierarchies, unequal power distribution, and social rank disparities are largely accepted in Indian society. In social, professional, and familial contexts, people are more prone to respect seniority and authority. In terms of marketing, this implies that consumers might react favorably to reputable companies, well-known individuals, and communications that acknowledge social or familial ties.

United Kingdom: 35 points
British society generally favors equality and less hierarchical connections, as evidenced by the country's significantly lower Power Distance score of 35. People feel more at ease challenging authority and voicing their ideas (Morrison, E.W., 2011). Therefore, rather than emphasizing status and hierarchy, marketing communication in the UK can concentrate more on individual choice, freedom, and personal preferences.

2. Individualism

India: 24 points
With a comparatively low Individualism score of 24, India's culture is more collectivist. Individual decisions are significantly influenced by social, familial, and communal ties. When making purchases, consumers may take family members' preferences and opinions into account (Sharp, H. and Mott, P., 1956). This helps Cadbury's marketing messaging about relationships, family, sharing, and festivities.

United Kingdom: 76 points
With a score of 76, the UK exhibits a very independent society. In general, British consumers value independence, individual achievement, and personal choice more. As a result, marketing may concentrate on individual experiences, preferences, and self-expression. In contrast, India places more value on ties to one's family and community (Khare, A., 2011).

3. Masculinity 

India: 56 point
India has a fairly masculine culture with a focus on achievement, success, and competition, as evidenced by its score of 56 on the masculinity scale (Paul, P., Roy, A. and Mukhopadhyay, K., 2006). Family and social obligations are still crucial, but status and professional success can also be vital. Products can be marketed with themes of accomplishment, success, and self-reward while retaining sentimental and family-focused messaging.

United Kingdom: 66 points
With a score of 66, the UK has a more masculine tendency than India. Performance, achievement, rivalry, and success are all comparatively significant facets of British culture. Marketing that conveys accomplishment, quality, and individual success may elicit a response from consumers. In comparison to India, the UK scored better, indicating a slightly more focus on competitive accomplishment.


4. Uncertainty Avoidance

India: 40 points
India has a score of 40, which is quite low for avoiding uncertainty. This implies that Indian society and customers can tolerate ambiguity, adaptability, and shifting conditions. Consumers might be willing to test new goods and adjust to shifting consumer preferences (
Eckhardt, G.M. and Mahi, H., 2004). This can help Cadbury develop new products, flavors, packaging, and marketing strategies.

United Kingdom: 35 points
With an even lower score of 35, the UK shows a comparatively laid-back attitude toward change and uncertainty. In general, British customers are receptive to novel experiences and substitute goods. This gives businesses the chance to launch fresh goods and creative marketing strategies. India and the UK scored similarly, indicating that both markets are open to innovation.

5. Long-Term Orientation

India: 51 points
India has a score of 51, indicating a comparatively balanced approach to both short-term and long-term objectives. Indian customers may be open to modern concepts and evolving lifestyles while simultaneously appreciating customs and long-standing traditional practices (Mathur, N., 2010). This combination is especially pertinent to Cadbury since the company can link contemporary chocolate consumption and giving with traditional Indian festivals.

United Kingdom: 60 points
With a score of 60, the UK outperforms India in terms of long-term orientation. Future planning, adaption, and long-term rewards may be more important to British consumers and businesses. Sustainability, ethical sourcing, and long-term brand reputation may become more crucial as a result. As a result, Cadbury can highlight sustainable development and ethical business practices in the UK market (Doane, D., 2005).

6. Indulgence

India: 26 points
India's low Indulgence score of 26 indicates a more constrained cultural attitude. Social standards, obligations, and self-control may be more important to consumers. Festivals and celebrations, however, continue to present chances for decadent goods like chocolate. Therefore, rather than depending solely on personal indulgence, Cadbury may link chocolate consumption to special occasions, family celebrations, and giving.

United Kingdom: 69 points
With a score of 69, the UK has a rather high level of indulgence. In general, British consumers feel more at ease with leisure, entertainment, and fulfilling their preferences (Andreu, L., Kozak, M., Avci, N. and Cifter, N., 2006). Thus, chocolate can be marketed as a delightful treat or reward for individual consumption. The large disparity between the UK's score of 69 and India's score of 26 indicates a crucial cultural distinction that Cadbury might take into account when creating marketing materials for each area.

Favourable Cultural Factors

India's festival culture and strong family values offer Cadbury great chances to sell chocolates as presents for holidays like Raksha Bandhan and Diwali. Cadbury's luxury chocolate lines are in high demand in the UK due to consumers' penchant for high-end goods and special occasions like Christmas and Easter.

Unfavorable Cultural Factors

It is challenging to sell high-end goods without providing a range of price options because Indian consumers are often more cost conscious. Growing health consciousness in the UK has prompted some consumers to cut back on sugar intake, putting pressure on Cadbury to launch healthier chocolate products (Bandy, L.K., Scarborough, P., Harrington, R.A., Rayner, M. and Jebb, S.A., 2021).

Critical Analysis

Although Hofstede's model offers Cadbury a helpful foundation for comprehending the general cultural distinctions between India and the UK, it shouldn't be the sole foundation for marketing choices (Kaynak, E. and Herbig, P., 2014). Rather than describing individual consumer behavior, cultural aspects explain national-level trends. As a result, Cadbury ought to integrate Hofstede's conclusions with market data, customer research, and local cultural expertise. For instance, emotive and gift-based marketing efforts can benefit from India's family-oriented and festival culture, yet one marketing strategy cannot adequately represent all Indian consumers due to regional, socioeconomic, and generational variances. Similar to this, UK customers may be more individualistic and care more about sustainability and health, but not all of them have the same tastes. As a result, Hofstede works best when combined with PESTEL, STP, and consumer research.

1.6 Technological Factors

Digital marketing, manufacturing, e-commerce retailing, and product innovation all depend heavily on technology.

India

Increased smart phone usage, internet access, digital payments, and e-commerce platforms have all contributed to India's quick digital transition. These advancements enable Cadbury to more successfully contact younger consumers while promoting products on social media and online shopping channels (Akpodiete, H.M., Ochuko-Ayomavoro, E.V. and Asuquo, N.B., 2026).

United Kingdom

With widespread internet shopping, automated manufacturing, and digital marketing, the UK boasts a highly developed technology infrastructure (Chaffey, D., Hemphill, T. and Edmundson-Bird, D., 2019). Cadbury products are regularly bought by customers via online delivery services and grocery websites.

Favourable Factors:

Both India and the UK benefit from technological advancement. Smartphone usage, internet connectivity, digital payments, and e-commerce have all grown quickly in India, creating potential for online sales and digital marketing. Businesses may leverage digital advertising, online retail, and modern manufacturing technologies thanks to the UK's well-established e-commerce systems and highly developed technological infrastructure (Chaffey, D., Hemphill, T. and Edmundson-Bird, D., 2019).

Unfavourable Factors:

But there are drawbacks to the quick advancement of technology. Businesses that operate in both nations require ongoing investments in manufacturing technology, cyber security, and digital platforms. Companies risk losing their competitiveness if they don't adjust to evolving technologies and customer demands.

1.7 Environmental Factors

Climate change, waste management, sustainability, and ethical sourcing are examples of environmental factors (Alao, O.B., Nwokocha, G.C. and Filani, O.M., 2024).

India

By promoting recycling and cutting down on plastic waste, India is improving its environmental regulations. It is becoming more and more expected of businesses to use sustainable manufacturing techniques and eco-friendly packaging (Petrenko, L., Puzko, S., Lavrenenko, V. and Gernego, I., 2024).

United Kingdom

Sustainable packaging, carbon reduction, and ethical raw material procurement are more important to consumers in the UK, where environmental restrictions are more strict.


Favourable Factors:

Opportunities for sustainable business operations are created by rising environmental consciousness in the UK and India. Businesses can react by reducing waste, procuring chocolate responsibly, using recyclable packaging, and producing more sustainably. These actions help bolster business environmental responsibility and adapt to shifting consumer expectations (Werther Jr, W.B. and Chandler, D., 2011).

Unfavourable Factors:

However, rising environmental standards may result in higher expenses. Companies may have to make investments in waste management, lower-carbon production, and sustainable packaging. In the UK, where customers and authorities place a high value on sustainability, environmental regulations are especially important.

1.8 Legal Factors

Regulations related to food safety, employment law, advertising standards, consumer protection, and intellectual property rights are examples of legal factors.

India

The Food Safety and Standards Authority of India (FSSAI) has standards pertaining to food quality, labeling, packaging, and product safety that Cadbury must abide by (Pande, B., Chandorkar, S. and Singh, M., 2025). Additionally, the business must abide by consumer protection and employment rules.

United Kingdom

Cadbury respects with strong consumer protection, advertising, and employment laws in the UK, as well as rules set forth by the Food Standards Agency (FSA) (Carroll, C., 2009). Compared to many developing markets, compliance standards are typically more complex.

Favourable Factors:

Food safety and consumer protection laws have been enacted in both the UK and India. While the UK has set rules for food safety, consumer protection, advertising, and employment, India employs regulations overseen by the FSSAI in areas including food safety, packaging, and labeling Shukla, S., Shankar, R. and Singh, S.P., 2014 (). These frameworks can boost customer confidence and give companies clear guidelines.




Unfavourable Factors:

Legal compliance, however, may result in more administrative duties in both markets. While firms in the UK are subject to extensive rules pertaining to food, advertising, employment, and consumer protection, businesses operating in India are required to adhere to food safety, labeling, and packaging regulations. Multinational corporations may find the two legal systems more complicated as a result of their differences.

Similarities and differences between India and the United Kingdom.

India and the United Kingdom have significant parallels, including stable governmental regimes, established food-safety rules, developed consumer markets, and a high desire for chocolate products. Cadbury benefits from both countries' internet marketing, e-commerce, seasonal discounts, and growing interest in sustainable products. However, there are significant distinctions between the two markets. India is a quickly rising economy with a big population, a growing middle class, and increased price sensitivity, whereas the United Kingdom is a mature economy with more consumer purchasing power and greater demand for premium items (Prahalad, C.K., 2005). Socially, Indian customers are heavily impacted by family bonds, festivals, and giving occasions, whereas UK consumers are driven more by individual tastes, seasonal events, health awareness, and sustainability. Technologically, India is experiencing significant growth in smartphones, digital payments, and e-commerce, whereas the United Kingdom has a more mature digital and online retail infrastructure. Environmentally, both countries are becoming more concerned with sustainable packaging and responsible sourcing, however environmental expectations and legislative pressure are generally stronger in the UK. Legally, both markets must adhere to food safety, packaging, labeling, and consumer protection standards, but their regulatory systems and requirements differ (Trienekens, J. and Zuurbier, P., 2008). Overall, India has larger development potential and a vast expanding consumer market, whereas the United Kingdom has a mature, technologically advanced, and high purchasing power market.















[bookmark: _Toc237535971]2. Analysis of STP and International Marketing Mix

2.1 STP Definition

Segmentation, Targeting, and Positioning are referred to as STP. It is a marketing framework that supports a company in splitting down a large market into more manageable client segments, identifying the most appealing segments, and developing a distinctive brand image for them. Because consumers in India and the UK have different incomes, cultures, lifestyles, and purchasing habits, Cadbury employs STP in these countries (Paluchová, J., 2017).

Figure 3: STP Framework
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2.2 Segmentation

Segmentation is the process of grouping clients based on shared requirements or features.

Geographic Segmentation

In both nations, Cadbury provides services to consumers in both urban and rural areas. Demand increases in India during holidays like Holi, Raksha Bandhan, and Diwali. As a result, Cadbury provides gift boxes and festival bundles. Demand rises in the UK around Halloween, Valentine's Day, Christmas, and Easter. In response, Cadbury offers gift items, selection boxes, and seasonal eggs (Parameswaran, A., 2015).


Demographic Segmentation

Cadbury divides its customer base according to family structure, age, and income. While adults might like Bournville or high-end gift boxes, children and teenagers are drawn to items like Dairy Milk, Gems, Perk, and 5 Star. Small and reasonably priced packs enable Cadbury to target middle-class and price-conscious consumers in India (Malhotra, R., 2004.). Higher purchasing power in the UK enables the business to sell more expensive and substantial goods.

Psychographic Segmentation

Lifestyle, personality, and values are the main topics of psychographic segmentation. Cadbury encourages joy, familial relationships, sharing, and celebration in India. The brand additionally highlights enjoyment, quality, legacy, convenience, and ethical sourcing in the UK. Cadbury is able to engage with local customer values because to these various messaging (Roy, K., Kanodia, S., Sanyal, A. and Bhattacharjee, D., 2013).

Values and Lifestyles Segmentation

Customers are identified thru values segmentation based on what matters to them while making decisions about what to buy. Family-oriented consumers who value relationships and sharing, pleasure-oriented consumers who seek enjoyment, quality-conscious consumers who value taste and product quality, tradition-oriented consumers who value heritage, health-conscious consumers who are concerned about nutritional content, convenience-oriented consumers who value simple purchasing, socially responsible consumers who value ethical sourcing, and environmentally conscious consumers who value sustainable packaging are all potential targets for Cadbury (Moon, J., 2014).

Consumer segments

1. Family-oriented consumers

Relationships, sharing, and community are important to family-oriented consumers (Dunst, C.J., Johanson, C., Trivette, C.M. and Hamby, D., 1991). Because chocolate can be linked to sharing and forming emotional bonds, this section is especially pertinent to Cadbury. Cadbury's marketing often links chocolate to festivities, family ties, and gift-giving occasions in India. Customers who buy chocolate to share with friends and family may find products like dairy milk and sharing packs appealing. Cadbury has the chance to employ relationship-based and emotional marketing in this market.

2. Health-conscious consumers

Consumers who are concerned about their health pay more attention to ingredients, sugar content, and better food options. Due to consumers' growing awareness of nutrition and wellness, this market is becoming more and more important in both India and the UK ( C hopra, A.S., Lordan, R., M., 2022). In response, Cadbury might provide goods with lower sugar content, smaller serving sizes, and more transparent nutritional data. By focusing on this market, the business may adapt to shifting consumer demands and keep its place in the confectionery industry.

Behavioural Segmentation

Behavioral segmentation takes purchasing occasions, usage, and loyalty into account. Indian consumers usually buy chocolate for gifts, holidays, and birthdays. Customers in the UK purchase it usually for both seasonal events and personal use. As a result, Cadbury modifies product lines, packaging, and marketing based on consumer preferences.

2.3 Targeting

Targeting is selecting the client segments that a company wishes to serve. Cadbury mostly employs differentiated and focussed targeting.

Differentiated Targeting

Serving many segments with distinct offerings is known as differentiated targeting. Cadbury uses inexpensive bars, entertaining products, and festive bundles to appeal to children, young adults, families, and gift purchasers in India (Bhadra, A., 2013). In the UK, it uses basic bars, sharing packs, and seasonal goods to target regular customers, families, and high-end purchasers. By using this strategy, Cadbury is able to reach a larger market and become less reliant on a single client.

Concentrated Targeting

A specific section is the focus of concentrated targeting. Cadbury uses it on certain occasions. During Diwali and Raksha Bandhan, festival gift boxes in India are primarily targeted at families and gift buyers. Christmas selection boxes and Easter eggs in the UK target seasonal consumers. This strategy enables Cadbury to boost sales at times of high demand by using targeted advertising.

2.4 Positioning

To create a clear and unique impression of a brand in the minds of consumers in comparison to rivals is known as positioning ((Bhadra, A., 2013).





Figure 4: STP Framework
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Explanation of Positioning Map

The perceptual map depicts Cadbury's relative standing compared to chosen competitive chocolate brands. Cadbury is positioned in the affordable to mid market segment, demonstrating its diverse product offering and high accessibility (Bradley, J., 2011). Its items come in a variety of sizes and pricing points, allowing the brand to appeal to both mass-market consumers and those looking for a gift or something special.

Nestlé is positioned similarly to Cadbury because both brands have broad mass-market product portfolios and compete heavily on accessibility and everyday usage. Galaxy's smoother and more indulgent brand image lends it to a slightly premium positioning. Lindt is in a more premium position because customers identify the brand with high-quality, sophisticated chocolate goods.

India's Position

Cadbury's mass-market and emotional positioning is very strong in India. The brand associates chocolate with happiness, family bonds, and celebrations. Cadbury can appeal to a diverse variety of consumers by offering products like Dairy Milk at various pricing points. This makes Cadbury more accessible than pricey rivals like Lindt and Ferrero Rocher (
Ramli, N.S., 2017).
		

UK's Positioning

Cadbury's brand presence in the UK remains strong and established. It competes with brands like as Galaxy, Nestlé, and Lindt in the everyday chocolate, sharing, and seasonal categories. Its long-standing brand identification and widespread availability help it maintain its competitive position.

Comparison:

In both India and the UK, Cadbury employs a mostly similar STP methodology, but it modifies each step in accordance with regional consumer traits. Cadbury takes into account behavioral, psychographic, demographic, and regional factors when segmenting both markets But the focus is different (De Villiers, R., Tipgomut, P. and Franklin, D., 2019). In India, family-oriented consumption, festivals, economic levels, and geographical variety all have a significant impact on segmentation. In the UK, lifestyle, age, personal preferences, health consciousness, and various consumption situations have a greater impact on segmentation.

Cadbury employs a varied targeting strategy in which it offers various products and marketing messages to various consumer segments. Children, young people, families, and customers buying chocolates for festivals and gifts are the company's target market in India. In the UK, Cadbury caters to a wide spectrum of customers, including individuals, families, and those buying goods for regular use, sharing, and special events (Bradley, J., 2011). Additionally, Cadbury employs focused targeting for specific goods and events, such as high-end items, gift sets, and seasonal chocolates.

Cadbury retains a distinctive and powerful brand identity in both nations, but its communication is tailored to the local context. Affordability, family, joy, sharing, and celebrations especially festivalsare closely linked to the brand in India. In the UK, Cadbury prioritizes sharing, seasonal events, everyday delight, and brand legacy. This allows the business to preserve its essential brand identity while staying relevant to various consumer groups.

All things considered, the primary commonality is that Cadbury use strong emotive positioning, specialized targeting, and market segmentation in both nations. The focus on local customer demands is the primary distinction. While the UK demands more focus on lifestyle, personal preferences, health consciousness, and established consumer expectations. India demands more attention to cultural variety, affordability, and festivals. Consequently, Cadbury's STP approach helps the company maintain its competitive position in both areas by striking a balance between local market adaption and worldwide brand consistency (MUIGAI, S.M., 2013).



[bookmark: _Toc237535972]3. The Marketing Mix

3.1 Overview and Marketing Mix Definition

Businesses utilize the marketing mix as a framework to market their goods and meet consumer demands. Product, Price, Place, and Promotion were its initial components. The 7Ps Marketing Mix was later created by adding People, Process, and Physical Evidence. These seven components assist companies in creating successful marketing plans, raising consumer satisfaction levels, and gaining a competitive edge (Fajrin, T.R. and Aprianingsih, A., 2024). In order to satisfy various consumer tastes while maintaining a strong worldwide brand image, Cadbury uses the 7Ps in both India and the UK.

Importance of Marketing Mix

The marketing mix supports businesses in creating appropriate products, determining fair prices, choosing efficient distribution methods, and interacting with consumers. Additionally, it enhances brand image, corporate procedures, and customer service. Cadbury effectively modifies its marketing strategy to satisfy consumer demands in both India and the UK by utilizing the 7Ps (Aujla, D.S., 2022).

3.2 Product

A product is any item or service that a business offers to meet the demands of its customers and add value (Osterwalder, A., Pigneur, Y., Bernarda, G. and Smith, A., 2015).

Product Width

The amount of distinct product lines or categories that a business offers is referred to as its "product width." Mondelez sells chocolates, biscuits, drinks, and candies in India. Cadbury Dairy Milk, Dairy Milk Silk, Celebrations, Bournville, 5 Star, Perk, Fuse, and Gems are among its chocolate offerings (KR, S., 2022). Oreo and Bournvita Biscuits are part of its biscuit line, Bournvita and Tang are part of its beverage line, while Halls and Choclairs Gold are part of its candy line.

As a result, rather than just selling chocolate, Cadbury/Mondelez exhibits product width by operating across multiple food and beverage categories. The company can meet a variety of customer needs and consumption occasions thanks to its wide range of products.







Product Depth
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The number of variations accessible within a specific product line is referred to as product depth. Cadbury Dairy Milk uses a variety of styles and variations to show product depth. Products like Dairy Milk Silk and various flavor and format variations are part of the Dairy Milk family in India (Ganpule, S., 2015). While preserving the essential Dairy Milk brand character, these variations enable Cadbury to target customers with a variety of tastes.

With a wide range of products, Cadbury can provide customers more options without creating a brand specifically for each market niche. Customers may be encouraged to sample many variations within the same product family and brand loyalty may be strengthened as a result.

Brand extension Cadbury Chocobakes
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Although Cadbury Chocobakes expanded the Cadbury brand into the biscuit/cookie and baked-snack categories, Cadbury is typically associated with chocolate. In 2020, Mondelez India introduced Cadbury Chocobakes, and later added Chocobakes Choc-Filled Cookies to the lineup.

By combining the Cadbury chocolate brand with a baked cookie style, the product enables Mondelez to use Cadbury's already-established brand recognition to penetrate a related snack market (Westwood, M.J.D.F., 2024). This is strategically significant since it helps the business draw in customers who could be interested in both chocolate and biscuit items. Chocobakes are one of the several Indian snack options offered by Mondelez.

India

Dairy Milk, Silk, Gems, 5 Star, Perk, Bournville, and Celebrations Gift Packs are among the products that Cadbury sells. To cater to children, families, and middle-class customers, the company offers a variety of pack sizes and reasonably priced solutions. To boost seasonal sales, festival gift boxes are offered during Raksha Bandhan and Diwali.

United Kingdom

Dairy milk, Wispa, Twirl, Flake, Crunchie, Roses, Heroes, and Easter eggs are among the products offered by Cadbury. Because UK consumers want more variety and superior quality, seasonal collections, reduced-sugar goods, and luxury chocolates are popular.

3.3 Price 

Price is the amount customers pay for a product and is an important factor influencing purchasing decisions (Safitri, I., 2018). 

India

Cadbury offers chocolates at various price points as part of a competitive pricing strategy. While luxury gift packs are introduced during major festivals, little packs make products attainable for consumers who are price conscious.

United Kingdom

Since customers typically have more purchasing power, Cadbury uses value-based pricing. Supermarkets regularly provide promotional discounts, but premium chocolates, seasonal gift boxes, and sharing packs are more expensive.




Pricing Strategies

Cadbury mostly employs product-line pricing, value-based pricing, and competitive pricing in India. Different pack sizes enable Cadbury to target customers with varying budgets, and competitive pricing helps the brand stay appealing versus other chocolate brands (Thaichon, P., Jebarajakirthy, C., Tatuu, P. and Gajbhiyeb, R.G., 2018).

Cadbury uses value-based pricing, promotional pricing, and competitive pricing in the UK. Supermarket discounts and special offers encourage customers to buy during competitive retail periods, whereas premium and seasonal products might command higher prices depending on perceived value.

Factors Affecting Cadbury's Price in India and the UK

Costs of raw materials, such as milk, sugar, and cocoa, have a direct impact on production costs and, consequently, selling prices. Both countries' manufacturing, packaging, and running costs may rise due to inflation. Pricing is also influenced by consumer purchasing power; Indian people are typically more price-sensitive, whilst UK buyers could be more prepared to pay for high-end goods (Bhanot, S., 2015). Brands like Nestlé and Mars may put pressure on Cadbury to keep its prices competitive. For UK industrial enterprises, labor and energy expenses are especially crucial. Final prices may also be impacted by taxes, restrictions, and transportation and distribution expenses. Lastly, changes in exchange rates and seasonal demand, such as Easter in the UK and Diwali in India, can have an impact on supply-chain expenses and pricing.

3.4 Place 

Place refers to the distribution channels that make things available to clients at a suitable time and place (Nugraha, A.L., 2025).

Direct Distribution

When Cadbury offers goods to consumers directly, bypassing middlemen, this is known as direct distribution (Bailey, A.R. and Alexander, A., 2019). For instance, consumers can buy Cadbury products via specific direct-to-consumer initiatives or the company's own digital channels. The business has more control over client connections, product display, and marketing communications thanks to this channel. Direct distribution, however, might not reach as many people as a vast retail network.

Indirect Distribution

Between Cadbury and the final consumer, distributors, wholesalers, and retailers act as middlemen ((Bailey, A.R. and Alexander, A., 2019). For Cadbury, this is especially crucial because chocolate products must be accessible in a lot of places. One way to depict the indirect channel is as:

Cadbury → Wholesaler → Distributor → Retailer → Consumer

Cadbury may attain broad market presence thru this route without having to oversee each individual retail location.

Intensive Distribution

Figure: Intensive Distribution Strategy
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Because the goal is to make products available in as many appropriate venues as possible, Cadbury mostly uses an extensive distribution strategy, especially for well-known products like dairy milk. High availability boosts convenience and the likelihood of impulsive purchases because chocolate is a commodity that consumers buy frequently (Thornton, L.E., Cameron, A.J., McNaughton, S.A., Worsley, A. and Crawford, D.A., 2012)

India

In India, Cadbury has a powerful distribution system. Supermarkets, grocery stores, wholesalers, convenience stores, and internet retailers all provide products. Through a broad retail network, the corporation also reaches rural markets.




United Kingdom

Convenience stores, vending machines, internet sellers, and supermarkets like Tesco, Asda, Morrisons, and Sainsbury's distribute Cadbury products. Product availability is guaranteed by a well-developed supply chain.

3.5 Promotion 

Promotion refers to a company's communication efforts to inform customers about its products, raise brand awareness, and promote purchases (Alexandrescu, M.B. and Milandru, M., 2018).

Communication for Integrated Marketing (IMC)

The coordinated use of several communication channels to convey a cohesive and consistent message to a target audience is known as integrated marketing communication, or IMC (Kitchen, P.J. and Burgmann, I., 2010). Television advertising, social media, digital marketing, sales promotions, public relations, influencer marketing, and other communication activities are examples of IMC. Ensuring that consumers receive a consistent brand message across various platforms is the primary goal.

For instance, Cadbury may use influencer content, social media marketing, and supermarket promotions for the same product or seasonal campaign in conjunction with a television commercial. This enables the business to keep a consistent Cadbury brand identity while reaching consumers thru various communication platforms.

India

Cadbury markets its goods using television commercials, social media, digital marketing, and influencer campaigns. The brand is well-known for its emotionally charged commercials during festivals like Diwali and Raksha Bandhan. These advertisements focus family bonds, celebrations, and sharing happiness, allowing Cadbury to establish deep emotional connections with Indian consumers (Balaji, D., Londhe, B.R. and Shukla, R.P., 2016).

United Kingdom

Cadbury advertises on television, through social media, online campaigns, and in supermarkets in the UK. Seasonal marketing for Easter, Christmas, and Valentine's Day is a key component of its promotional approach. The company focuses product quality, sustainability, and its long cultural legacy.




3.6 people

 Employees, sellers, distributors, and customer service teams are all examples of people who engage with the product production, sales, and distribution sectors (Jones, D.T. and Womack, J.P., 2013).

India

Nearly 3,500 people work for India, which oversees Cadbury in that nation. Thru training, a variety of career options, and leadership development, the organization invests in the growth of its employes (Ramamurthy, R., 2018). Additionally, it emphasizes the financial, emotional, and physical well-being of employes. These programs support workers' motivation and help them acquire necessary skills. Because Cadbury services both urban and rural markets, strong ties with distributors and retailers are particularly crucial.

United Kingdom

Employs more than 4,000 workers at nine locations in the UK, including three research and development facilities and six factories. Workers are employed in supply-chain, manufacturing, marketing, sales, engineering, finance, and research and development. In addition to offering early-career programs and career development opportunities, the company's Bournville operations foster innovation and product development. (Smith, C., Child, J. and Rowlinson, M., 1990).

3.7 Process 

Processes are the procedures and activities needed to efficiently produce, distribute, and deliver products while keeping consistent quality.

India

Cadbury delivers goods all over India using efficient manufacturing processes, quality assurance, and supply chain management. The business has a wide distribution network to guarantee that its items are still accessible in various areas (Pai, V.S. and Subramanian, R., 2014).

United Kingdom

Cadbury maintains product quality and timely delivery through automated manufacturing, sophisticated production technologies, and effective logistical systems. Ongoing observation contributes to increased operational effectiveness.



Customer Complaint Process

Receiving customer complaints, documenting the issue, looking into it, speaking with the customer, and taking the necessary corrective action are all steps in Cadbury's customer complaint procedure (Coombs, W.T., 2007). Product quality, packaging, availability, labeling, and customer service can all be the subject of complaints. In India, complaints can be handled thru customer service channels and looked into to find problems with the retail or supplier chain. Similar customer service for complaints and comments is offered by Cadbury in the UK, which aids the business in identifying persistent issues and raising customer satisfaction. Cadbury can reply to consumers, spot problems with quality or service, and uphold brand trust thanks to this procedure. In both markets, efficient complaint handling also yields insightful consumer input that can enhance goods, packaging, procedures, and general service quality.

3.8 Physical Evidence 

The visual components that affect consumer impressions, such as packaging, displays, branding, and the general way a product is presented, are referred to as physical evidence (Klimchuk, M.R. and Krasovec, S.A., 2012).
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India
 
Cadbury employs vibrant packaging, attractive retail displays and festival gift boxes to promote its brand image. The well-known purple packaging lets shoppers quickly distinguish Cadbury products in retailers around the country.
India Website 
United Kingdom

Cadbury concentrates on high-end packaging, seasonal product displays, and innovative supermarket merchandising in the UK (D'Aveni, R.A., 2010). In order to adapt to shifting consumer demands, the company is also using more sustainable packaging.
UK Website 

Similarities and Differences of the 7Ps

India and the UK have both parallels and contrasts, according to Cadbury's 7Ps marketing mix. Products are comparable because both regions sell Cadbury's main brands, however the UK offers more seasonal and high-end options, while India concentrates more on inexpensive packs and festival goods. In terms of pricing, both employ distinct price points and promotions; nevertheless, Indian consumers are more price conscious, while UK consumers often have higher purchasing capacity (Khare, A., Achtani, D. and Khattar, M., 2014). While India relies more on traditional and rural shopkeepers, both countries use supermarkets, convenience stores, and online platforms. Both employ television and digital marketing for promotion, but the UK places more emphasis on seasonal events, brand legacy, and sustainability, while India emphasizes festivals, family, and emotions. People and processes are similar in terms of employe training, quality control, and supply chain management, but India demands larger distribution networks. Lastly, physical evidence is consistent with Cadbury's branding, although the UK places more emphasis on premium and sustainable presentation and India emphasizes festive packaging.















[bookmark: _Toc237535973]4. Market entry Strategy

4.1 Definition of Market Entry

The strategy a business employs to launch its goods or services into a new foreign market is known as market entrance. The cost of the investment, company risk, governmental regulations, market potential, and the degree of control needed all influence the choice of entrance strategy. In order to achieve long-term growth and profitability, businesses must choose the right market entry strategy (Green, D.H., Barclay, D.W. and Ryans, A.B., 1995).

Figure : Market Entry Methods diagram
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4.3 Selected Method: Joint Venture

Before substantially growing its own production and operations, Cadbury first entered the Indian market by forming a joint venture with a local Indian partner (Banaji, J., 1996). By using this tactic, the business was able to lower the risks involved in entering a new market, develop an efficient distribution network, and comprehend local consumer behavior. With local production facilities and broader business operations, Cadbury strengthened its presence and grew its investment as it gained experience and market knowledge.

Why Cadbury Selected This Approach

India offered a large consumer base, but it also posed cultural differences, regulatory restrictions, and complicated distribution systems, which is why Cadbury chose the joint venture approach. Working with a local partner gave me important insight into retail networks, governmental rules, and consumer preferences. Additionally, it allowed Cadbury to build a strong brand presence while lowering the operational and financial risks of entering a developing market (MUIGAI, S.M., 2013).

Advantages

Thru the joint venture concept, Cadbury was able to build an efficient distribution network, share business risks and investment costs, and gain local market expertise. Working with a local partner can also help reduce some of the uncertainty that comes with entering a foreign market by providing understanding of local consumers, laws, and business practices. Furthermore, the strategy can enable a multinational corporation to modify its offerings and promotional campaigns to suit regional cultural inclinations, including Indian holidays like Diwali and Raksha Bandhan. 

Disadvantages

However, because partners share ownership, control, and management obligations, joint ventures can provide difficulties. Conflict and delayed choices can result from differences in management philosophies, strategic goals, and decision-making techniques (Gaba, V. and Joseph, J., 2023). Additionally, compared to a wholly owned subsidiary, the multinational corporation might have less operational control. Consequently, disagreements between partners can have a negative impact on efficiency and long-term performance even if a joint venture can lower some entry risks.

Success

With a significant market share and a statewide distribution network, Cadbury has emerged as one of the top chocolate brands in India. In order to cater to a broad spectrum of customers, the company introduced products at various price points and effectively positioned chocolates as a popular present during festivals. Cadbury's competitive position in India has been further reinforced by ongoing investments in manufacturing, marketing, and product innovation (GULATI, R).

Challenges

Despite its success, Cadbury still has to contend with issues like fierce rivalry from Nestlé, Mars, and regional candy companies, growing consumer health consciousness, rising raw material costs, and shifting legal requirements. The business must keep making investments in sustainable packaging, digital marketing, and healthier products while adapting to shifting consumer tastes in order to be competitive.
[bookmark: _Toc237535974]5. Marketing Ethics

5.1 Marketing Ethics Definition

The moral precepts and norms that direct how companies create, market, and sell their goods are known as marketing ethics. In order to engage in ethical marketing, businesses must uphold legal requirements, safeguard customer interests, and be truthful, open, and socially conscious. For Cadbury, ethical marketing is crucial because it promotes long-term commercial success in foreign markets, enhances brand recognition, and fosters consumer trust (Murphy, P.E. and Laczniak, G.R., 2012).

5.2 Ethical Example 1 ((Related to Product 7Ps)

One instance of ethical marketing is Cadbury's Cocoa Life initiative (Robins, J.E., 2012). By assisting farmers in increasing productivity, safeguarding the environment, and supporting local communities, the program promotes sustainable cocoa growing. This initiative creates long-term value for suppliers and customers while enhancing product quality and exhibiting social responsibility.

5.3 Ethical Example 2 (Related to 7Ps and Physical Evidence)

To minimize plastic waste and enhance environmental sustainability, Cadbury has designed sustainable and recyclable packaging (Varun, Sharma, A. and Nautiyal, H., 2015). This program enhances the company's standing as an ethical worldwide brand while addressing the rising demand from consumers for eco-friendly goods, particularly in the UK.

5.4 Unethical Example 1 (Related to Promotion 7Ps)

When some Dairy Milk chocolate bars were discovered to have worms due to inadequate storage at retail locations in 2003, Cadbury India came under fire (Ramamurthy, R., 2018). The incident impacted consumer confidence and brought attention to the significance of quality control and effective communication, even though the problem was not manufacturing-related.

5.5 Unethical Example 2 (Related to Promotion 7Ps)

Additionally, Cadbury has come under fire for marketing high-sugar chocolate goods, especially to young consumers (Alimi, T., Ayanwale, A.B. and Ayanbimipe, M.A., 2005). Despite adherence to advertising standards, health experts contend that frequent promotion of sugary snacks may promote unhealthy eating patterns and raise the risk of childhood obesity, raising ethical problems.


5.6 Critical Evaluation

Through sustainable packaging and ethical cocoa procurement, Cadbury has improved its reputation. However, there are still ethical problems, as evidenced by worries over sugar-filled product promotion and product safety. The business should keep funding the development of healthy products, open communication, and ethical marketing strategies. Cadbury can preserve consumer confidence, enhance its reputation internationally, and achieve long-term, sustainable growth by striking a balance between profitability and social responsibility.


















[bookmark: _Toc237535975]6. Recommendations

India

First, Cadbury ought to offer more reasonably priced and healthful product options. Opportunities for market expansion arise from India's expanding middle class, but Cadbury could provide lower-sugar goods and smaller serving sizes at more affordable pricing due to increased health consciousness (Richardson, B., 2016).

Second, localized digital marketing should be strengthened by Cadbury. The business should leverage social media, influencers, and e-commerce platforms to reach younger customers because India's digital industry is growing quickly. Campaigns centered around festivals should go on since family get-togethers and gifts are still significant cultural events.

Thirdly, Cadbury ought to support farmer development and sustainable cocoa sourcing (Barrientos, S., 2016). In India, its Cocoa Life initiative already promotes sustainable farming and cocoa-growing communities. With almost 100,000 farmers in four southern Indian states, the program has established a solid basis for future growth.

United Kingdom

First, Cadbury needs to develop more innovative healthier products. Reduced-sugar, smaller portion, and alternative snack options could help Cadbury adapt to shifting customer preferences as UK consumers become more concerned about nutrition (Bandy, L.K., Scarborough, P., Harrington, R.A., Rayner, M. and Jebb, S.A., 2021).

Second, Cadbury ought to keep funding environmentally friendly packaging. Consumer expectations about environmental sustainability are high in the UK market (Norton, V., Waters, C., Oloyede, O.O. and Lignou, S., 2022). Therefore, Cadbury should increase the scope of its current packaging activities, which include cutting back on plastic and increasing recyclability.

Thirdly, Cadbury ought to increase open digital communication. Digital platforms and QR codes might give customers information on responsible consumption, recycling, and the source of cocoa. In order to convey information on sustainability and wellbeing, Mondelēz has already tested QR codes on packs in the UK.

In general, Cadbury should prioritize health, sustainability, and openness in the UK while employing more localization in India (Pickles, J., Barrientos, S. and Knorringa, P., 2016). This strategy would enable the business to adapt to various PESTEL and cultural circumstances while preserving a unified global brand identity.

[bookmark: _Toc237535976]Reflective Report Using Gibbs' Reflective Cycle

Introduction

Because it enables people to assess their experiences, highlight strengths and weaknesses, and enhance their performance going forward, reflection is a crucial component of learning. The six phases of Gibbs' Reflective Cycle (1988) offer an organized framework: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan (Praveena, K.S., Juslin, F., Patil, C.M. and Bhargavi, K., 2025). My experience finishing this homework on Cadbury's international marketing strategy in India and the UK is covered in this reflective report. It describes what I discovered, the difficulties I encountered, how I overcame them, and the abilities I acquired during the writing and research process.

1. Description

This assignment's primary goal was to compare India and the UK in order to analyze Cadbury's global marketing strategy. I used scholarly books, journal papers, company reports, and reliable internet sources to research Cadbury's business operations, global marketing tactics, and market environment in order to finish the report. PESTEL Analysis, Hofstede's Cultural Dimensions, STP Analysis, the 7Ps Marketing Mix, Market Entry Strategy, and Marketing Ethics are just a few of the marketing frameworks I used (guyen, L.T.D., 2011).

In accordance with the evaluation brief, I divided the assignment into several chapters. Every chapter required a comparison between India and the UK and concentrated on a distinct facet of international marketing. Additionally, I made sure the report was within the allotted word count, had a logical structure, and was written in an academic style.

2. Feelings

I was interested and a little concerned when I first started the project. Although international marketing is a crucial subject for my future profession, I was hesitant to apply various marketing theories to a real multinational corporation.

My confidence steadily increased as I carried out more investigation. The topic attracted my interest because Cadbury is a well-known brand with a significant presence in both India and the UK. My comprehension of international business was enhanced by discovering how the organization modifies its marketing approach for various markets (Ghauri, P.N., Cateora, P.R. and Ghauri, P.N., 2006). I became more confident in my research and academic writing skills after finishing each chapter.




3. Evaluation

All things considered, I think this task was a worthwhile educational experience. Analyzing Cadbury's global strategy using a variety of marketing models was one of the best parts of my career. I was able to comprehend how external factors, culture, and consumer behavior affect company decisions in many nations by using frameworks like PESTEL, Hofstede, STP, and the 7Ps Marketing Mix.

Developing my research abilities by gathering data from reputable academic and commercial sources was another benefit (Hair Jr, J., Page, M., Brunsveld, N., Merkle, A. and Cleton, N., 2023). I was able to comprehend how businesses adapt their marketing methods to fit various economic, social, and cultural contexts by contrasting India and the UK.

But I also ran into a few difficulties with the task. Because there was so much information accessible on Cadbury, choosing the most pertinent information was one challenge. Keeping each segment balanced and academically relevant while adhering to the word count requirement presented another difficulty. In order to solve these issues, I meticulously arranged the report, picked the most crucial details, and made multiple revisions to each chapter to enhance its clarity and organization (Bowden, J., 2011).

4. Analysis

Completing this assignment improved my understanding of international marketing and how marketing theories can be applied to a real multinational company. Before starting the report, I understood the basic concepts of marketing frameworks, but I had limited experience applying them to a real business situation. Researching Cadbury helped me understand how multinational companies adapt their strategies according to different market conditions (Smith, C., Child, J. and Rowlinson, M., 1990).
	
One of the most important lessons I learned was that a company cannot use exactly the same marketing strategy in every country. Cadbury operates in both India and the United Kingdom, but the two markets have different political, economic, social and cultural characteristics (Bradley, J., 2011). Therefore, Cadbury adapts its products, pricing, promotion and distribution according to local consumer needs. This comparison helped me understand the importance of comparative analysis rather than simply describing each country separately.

The Hofstede Cultural Dimensions analysis was particularly useful. Comparing India and the UK helped me understand how differences in power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence can influence consumer behaviour and marketing communication. For example, India's relatively stronger collectivist characteristics helped me understand why Cadbury can successfully use family relationships, sharing and festivals in its Indian promotional campaigns (Sahastrabudhe, J., 2026). In comparison, the UK's more individualistic cultural characteristics can support marketing messages that focus more on individual choice, personal enjoyment and consumer preferences. This showed me that cultural differences can directly influence how an international brand communicates with customers.

I also developed stronger critical analysis skills during the assignment. Initially, I mainly focused on collecting information and describing Cadbury's activities. However, while comparing India and the UK, I learned to ask why Cadbury uses a particular strategy, what advantages it creates and what limitations it may have (Bradley, J., 2011). For example, India's large and growing market provides significant opportunities for Cadbury, but price sensitivity and health concerns can create challenges. Similarly, the UK offers higher purchasing power and developed infrastructure, but competition, health awareness and sustainability expectations can create pressure on the company.

5. Conclusion

All things considered, finishing this task was a worthwhile educational experience. Despite the difficulties I encountered in gathering trustworthy data, comparing two nations, and controlling the necessary word count, I was able to finish the research by adhering to a methodical strategy and utilizing suitable marketing frameworks (Van de Vijver, F.J. and Leung, K., 2021). My understanding of academic writing, business analysis, and worldwide marketing all increased as a result of the assignment. Additionally, I gained a greater awareness of how global corporations modify their tactics for various markets. These abilities will help me in both my professional career in international business and my future studies.

6. Plan of Action

I'll start my research earlier for upcoming assignments so that I have more time to read, analyze, and proofread. Additionally, I intend to strengthen my academic writing by bolstering my claims with more recent company reports and peer-reviewed journal publications. Additionally, instead of just describing facts, I will concentrate on strengthening my critical thinking abilities by analyzing many points of view (Moon, J., 2007). Lastly, in order to increase my practical business expertise, I will keep researching worldwide marketing and examining different global corporations. These enhancements will enable me to create better academic work and get ready for executive positions in international company in the future.
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