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1. [bookmark: _Toc236641010]Introduction
The increasing integration of global markets has intensified competition for multinational organisations, making the effective management of international marketing strategies a critical source of sustainable competitive advantage. While globalisation encourages firms to pursue standardised branding and operational efficiencies, significant differences in political, economic and socio-cultural environments often necessitate market-specific adaptation. Consequently, multinational organisations must balance global brand consistency with local responsiveness to satisfy diverse consumer expectations while maintaining a coherent international identity.
Cadbury, a flagship confectionery brand owned by Mondelēz International, provides an appropriate case for examining this strategic challenge. Operating successfully in both the United Kingdom (its home market) and India (one of its largest and fastest-growing international markets), Cadbury has adopted varying marketing approaches to accommodate contrasting market conditions, consumer behaviour and cultural values. The comparison between these two markets offers valuable insight into how international marketing strategies are adapted to support competitive performance across mature and emerging economies.
Accordingly, this report critically evaluates Cadbury's international marketing strategy by comparing the macro-environmental conditions of the United Kingdom and India using the PESTEL and Hofstede frameworks. It further analyses the company's segmentation, targeting and positioning (STP) strategy, evaluates the adaptation of its 7Ps marketing mix, examines its market entry strategy in India, assesses ethical issues associated with its marketing practices, and concludes with strategic recommendations for strengthening Cadbury's future international competitiveness.
[bookmark: _Toc236641011]2. Comparative Macro-Environmental Analysis (PESTEL)
A PESTEL analysis provides a systematic framework for evaluating the external environmental factors that influence international marketing decisions (Johnson et al., 2020). For multinational organisations such as Cadbury, understanding differences between the United Kingdom and India is essential because variations in political, economic, socio-cultural and regulatory environments determine the extent to which marketing strategies should be standardised or adapted. The comparison below highlights the key macro-environmental factors shaping Cadbury's international marketing strategy in both markets.


	Factor
	United Kingdom (Home Market)
	India (Host Market)
	Implications for Cadbury's International Marketing Strategy

	Political
	The UK provides a politically stable environment with transparent regulatory institutions, predictable trade policies and strict food safety standards.
	India also maintains political stability but regulatory enforcement differs across states, creating greater administrative complexity for multinational firms.
	Cadbury benefits from standardised compliance procedures in the UK, whereas India requires greater operational flexibility and local responsiveness in packaging, labelling and distribution. This supports Bartlett and Ghoshal's (1989) argument that multinational firms must balance global integration with local responsiveness.

	Economic
	The UK is a mature, high-income economy with relatively stable purchasing power but slow market growth and intense competition.
	India is one of the world's fastest-growing consumer markets, characterised by rapid urbanisation, an expanding middle class and greater price sensitivity.
	Cadbury adopts premiumisation and product innovation in the UK while using smaller pack sizes, multiple price points and value-based offerings in India to maximise market penetration (Kotler et al., 2022).

	Social
	Consumers associate Cadbury with heritage, nostalgia and everyday indulgence. Demand for healthier and premium confectionery is increasing.
	Purchasing decisions are strongly influenced by festivals, family traditions and gifting culture, making emotional and culturally relevant branding essential.
	Rather than standardising promotions, Cadbury adapts its communication strategy by linking chocolate to celebrations in India (e.g., Kuch Meetha Ho Jaaye) while maintaining heritage-focused campaigns in the UK, demonstrating cultural adaptation as a source of competitive advantage (De Mooij, 2021).

	Technological
	Advanced digital infrastructure supports omnichannel retailing, data analytics and personalised marketing.
	Rapid smartphone adoption and expanding e-commerce platforms have transformed consumer engagement, although digital access remains uneven across regions.
	Cadbury increasingly invests in digital marketing in both countries; however, India requires a hybrid approach combining digital channels with traditional retail networks to maximise market coverage.

	Environmental
	Consumers and regulators place significant emphasis on sustainable packaging, carbon reduction and ethically sourced cocoa.
	Environmental awareness is growing, although affordability often remains a stronger purchasing driver than sustainability.
	Cadbury must integrate sustainability into its global brand while balancing environmental initiatives with affordability in India, reflecting increasing stakeholder expectations regarding ESG performance (Porter and Kramer, 2011).

	Legal
	The UK has consistent legislation governing food safety, consumer protection, labelling and advertising.
	India applies comparable food safety regulations through FSSAI, but implementation and compliance requirements vary across states.
	Compliance is essential in both markets; however, India's regulatory diversity requires greater localisation of product packaging and distribution processes, increasing operational complexity.



Evaluation
The PESTEL analysis demonstrates that although Cadbury operates under a globally recognised brand, the macro-environmental conditions of the United Kingdom and India differ substantially. While the UK represents a mature and relatively predictable market where competitive advantage is achieved through innovation and premiumisation, India offers significant growth potential but requires greater adaptation to economic conditions, cultural preferences and regulatory diversity. Consequently, a fully standardised international marketing strategy would be unlikely to maximise performance across both markets. Instead, Cadbury's approach reflects a transnational strategy, whereby core brand values remain globally consistent while elements of the marketing mix are adapted to local market conditions (Bartlett & Ghoshal, 1989). This balance between standardisation and adaptation strengthens the firm's long-term competitiveness across mature and emerging economies.
[bookmark: _Toc236641012]3. Comparative Cultural Analysis: Hofstede’s Framework
Hofstede’s framework enables national cultures to be compared across six dimensions that may influence consumer values, communication preferences and purchasing behaviour. The latest Hofstede dataset reports substantial cultural differences between the UK and India, particularly in power distance, individualism and indulgence. However, these scores represent national-level tendencies rather than the behaviour of every consumer and should therefore be interpreted alongside contemporary market evidence (Bearden, Money and Nevins, 2006; Minkov, 2018). 
Table 2: Hofstede cultural comparison of the United Kingdom and India
	Cultural dimension
	UK score
	India score
	Comparative interpretation and implications for Cadbury

	Power Distance
	35
	77
	The 42-point difference indicates that British society is comparatively egalitarian, whereas Indian society demonstrates greater acceptance of hierarchy and unequal power relationships. Cadbury’s UK communications can therefore use informal, ordinary characters and accessible brand language without depending heavily on authority figures. In India, respected family members, intergenerational relationships and socially recognised roles may carry greater persuasive value. Nevertheless, power distance should not be translated automatically into celebrity endorsement, because hierarchy is only one possible influence on advertising effectiveness.

	Individualism
	76
	24
	The UK’s substantially higher score indicates stronger emphasis on independence, personal choice and individual identity. India’s lower score suggests that consumers are more likely to interpret consumption through family, community and group relationships. This supports differentiated emotional positioning: British communication may foreground personal enjoyment or individual acts of generosity, while Indian campaigns can position chocolate as facilitating relationships, gifting and shared celebration. Research on Indian advertising confirms that family, festivity, religion, friendship and social relationships remain prominent cultural cues, although their meaning continues to evolve (Swaminathan and Bansal, 2014). 

	Motivation towards Achievement and Success
	66
	56
	Both countries score above the midpoint, indicating that achievement, recognition and performance possess cultural relevance, although this tendency is stronger in the UK. The relatively small ten-point difference does not justify radically different strategies. Cadbury can appeal to achievement occasions in both markets—for example, celebrations associated with success—but should combine these with its broader emotional positioning. In India, achievement may be represented through family pride or collective recognition, whereas UK executions may emphasise personal accomplishment. This interpretation must remain cautious because recent large-scale studies have questioned whether Hofstede’s masculinity dimension can be reliably replicated (Minkov, 2018; Minkov and Kaasa, 2021). 

	Uncertainty Avoidance
	35
	40
	The five-point difference is too small to support a strong cultural contrast. Both markets display relatively low uncertainty avoidance, suggesting comparatively greater tolerance of ambiguity, product experimentation and creative advertising. Cadbury may therefore introduce new flavours, limited editions and unconventional campaigns in both countries. Market-specific differences in adoption should not be attributed to culture alone; price, distribution, product familiarity and income may be equally or more influential. This caution is reinforced by evidence that Hofstede’s uncertainty-avoidance construct has not consistently replicated across more recent international samples (Minkov and Kaasa, 2021). 

	Long-Term Orientation
	60
	51
	Both markets occupy a relatively balanced position, although the UK’s updated score is moderately higher. These results provide limited support for portraying India as inherently more long-term oriented than the UK. Cadbury should therefore combine long-term brand building with short-term occasion-based activation in both countries. In the UK, its continued emphasis on heritage and generosity reinforces accumulated brand equity, while festival and gifting communications in India can generate immediate purchases while gradually embedding chocolate within established social rituals.

	Indulgence
	69
	26
	This is the second-largest difference. The UK’s high score suggests greater social acceptance of enjoyment, leisure and gratification, making everyday indulgence and self-reward credible consumption motives. India’s low score indicates comparatively stronger restraint and social regulation of gratification. Therefore, Cadbury may need to legitimise consumption in India by connecting chocolate with gifting, festivals, relationships or meaningful occasions rather than presenting it only as individual self-indulgence. Research based on 200 Indian advertisements similarly finds that rituals, festivity, religion, language and emotional appeals are important vehicles for cultural relevance (Jain, 2020). 


Source: Hofstede Insights (2023). Country Comparison: United Kingdom and India. Scores range comparatively across countries and should not be interpreted as percentages or individual personality measures. 
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The comparison suggests that Cadbury should not employ identical marketing communications in the two countries. The greatest differences concern power distance, individualism and indulgence, providing a stronger empirical basis for adaptation than masculinity, uncertainty avoidance or long-term orientation, where the scores are comparatively close. Cadbury can consequently retain a globally consistent emotional promise while varying the cultural meaning through which it is expressed. In the UK, the brand’s official communications emphasise generosity through ordinary individual acts and personal gifting. In India, relationship-based and festival-oriented storytelling is more congruent with the country’s lower individualism and indulgence scores. 
Nevertheless, Hofstede should be treated as an analytical starting point rather than a deterministic explanation of consumer behaviour. India contains substantial regional, linguistic, religious, generational and socioeconomic diversity, while the UK is also culturally heterogeneous. Applying national averages directly to individual consumers risks an ecological fallacy (Bearden, Money and Nevins, 2006). Moreover, Hofstede’s original model was derived substantially from IBM employee data, and subsequent research involving approximately 53,000 respondents across 56 countries challenged the independence or replicability of several dimensions, particularly masculinity and uncertainty avoidance (Minkov, 2018). 
Accordingly, Cadbury should triangulate Hofstede’s scores with contemporary consumer research, regional sales data and campaign testing. This produces a more defensible transnational strategy: standardising core brand identity and product quality while adapting narratives, occasions and cultural symbols to local consumer contexts.
[bookmark: _Toc236641013]4. Comparative STP Analysis
Segmentation, Targeting and Positioning (STP) is a strategic marketing framework that enables firms to identify attractive customer groups and develop differentiated value propositions that create sustainable competitive advantage Kotler et al., 2022). For multinational firms, STP rarely follows a standardised approach because demographic profiles, purchasing power, cultural values and consumption occasions differ substantially across markets (Wedel and Kamakura, 2012). Consequently, Cadbury adapts its STP strategy between the United Kingdom and India while maintaining consistent global brand values centred on generosity, togetherness and emotional connection.
Table 3. Comparative STP Analysis of Cadbury
	STP Element
	United Kingdom
	India
	Strategic implication

	Segmentation
	Cadbury segments consumers primarily by age, income, lifestyle, and purchase occasion. Premium chocolates (e.g., Dairy Milk Velvet, Darkmilk) target higher-income consumers, while seasonal products dominate Easter and Christmas. Approximately 72% of UK consumers purchase chocolate at least once per week, reflecting habitual consumption (Mintel, 2024).
	Segmentation is considerably broader because of India's socio-economic diversity. Cadbury combines demographic, geographic, income and behavioural segmentation. Products range from ₹10 Dairy Milk bars to premium Silk gift boxes, allowing penetration across urban and rural markets. India's confectionery market exceeded US$13 billion in 2024, driven by expanding middle-income households (Euromonitor, 2024).
	Cadbury adopts finer segmentation in India because income inequality and regional diversity generate greater variation in consumer needs than in the relatively mature UK market.

	Targeting
	Cadbury primarily targets families, young adults and everyday chocolate consumers seeking affordable indulgence. Premium products target affluent consumers willing to pay higher prices for quality and innovation.
	Cadbury employs a differentiated targeting strategy by serving children, families, urban millennials and festival shoppers. Premium ranges such as Dairy Milk Silk target affluent consumers, while lower-priced packs maximise accessibility. During Diwali, gifting demand significantly increases confectionery sales.
	India requires multiple target segments simultaneously, whereas the UK relies more heavily on relationship marketing and customer retention within established consumer groups.

	Positioning
	Cadbury positions itself as Britain's heritage chocolate brand associated with generosity, nostalgia and everyday happiness. Campaigns such as "There's a Glass and a Half in Everyone" reinforce emotional brand equity rather than functional product benefits.
	Cadbury positions chocolate as an essential element of celebration and gifting rather than merely confectionery. Campaigns such as "Kuch Meetha Ho Jaaye" successfully repositioned chocolate as an alternative to traditional Indian sweets during festivals (De Mooij, 2021).
	While the emotional promise remains globally consistent, positioning is culturally adapted. The UK emphasises nostalgia, whereas India focuses on celebrations, gifting and family relationships, demonstrating effective localisation without diluting global brand identity.
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Evaluation
Cadbury's STP strategy illustrates that international competitive advantage is derived not from offering identical products worldwide but from aligning customer value propositions with local market characteristics. In the United Kingdom, where chocolate consumption is mature and highly competitive, the firm's strategy prioritises customer retention through emotional branding, heritage and product innovation. Conversely, in India, Cadbury has adopted a market-development strategy by expanding consumption occasions rather than competing solely for existing market share. The success of the "Kuch Meetha Ho Jaaye" campaign demonstrates how repositioning can reshape consumer behaviour by embedding chocolate within culturally significant festivals and gifting traditions (De Mooij, 2021).
From a theoretical perspective, Cadbury's approach reflects Bartlett and Ghoshal's (1989) Transnational Strategy, combining globally standardised brand equity with locally responsive segmentation and positioning decisions. Furthermore, Keller's (2013) Customer-Based Brand Equity model suggests that Cadbury's emphasis on emotional associations strengthens brand resonance and long-term loyalty beyond functional product attributes. Nevertheless, maintaining differentiated product portfolios, promotional campaigns and pricing structures across markets increases operational complexity and marketing expenditure. Consequently, Cadbury must continuously evaluate whether the additional returns generated through localisation outweigh the associated coordination costs.










[bookmark: _Toc236641014]5. Comparative International Marketing Mix (7Ps)
The marketing mix provides a tactical framework through which organisations translate their international marketing strategy into customer value (Booms and Bitner, 1981; Kotler et al., 2022). While Cadbury maintains globally consistent brand values, its implementation of the 7Ps differs across the United Kingdom and India in response to variations in market maturity, retail structure, purchasing behaviour and competitive dynamics. The following comparison evaluates how Cadbury adapts each element of the marketing mix while preserving a coherent international brand identity.

Table 4. Comparative International Marketing Mix
	Marketing Mix
	United Kingdom
	India
	Strategic Evaluation

	Product
	Cadbury focuses on product innovation, seasonal editions (Easter eggs, Christmas assortments), reduced-sugar variants and premium ranges such as Dairy Milk Velvet. Packaging increasingly incorporates recyclable materials in line with Mondelēz sustainability commitments.
	Product adaptation is considerably greater. Cadbury offers smaller pack sizes (e.g., ₹10 Dairy Milk), locally relevant flavours, premium Silk variants, Celebration gift packs and festival-specific packaging.
	Rather than standardising its portfolio, Cadbury follows a glocalisation strategy, maintaining a consistent core product while adapting formats and packaging to local purchasing patterns (Kotler et al., 2022).

	Price
	A value-based pricing strategy supports a mature market where consumers place greater emphasis on quality, convenience and brand trust than on absolute price. Promotional discounts are common through supermarket loyalty schemes such as Tesco Clubcard and Sainsbury's Nectar.
	Cadbury applies a multi-tier pricing strategy ranging from low-cost impulse purchases to premium gifting products. Smaller stock-keeping units (SKUs) improve affordability while preserving market penetration.
	Price adaptation enables Cadbury to maximise accessibility without eroding its premium brand image. This demonstrates effective international price discrimination based on purchasing power.

	Place
	Distribution is dominated by organised retail including Tesco, Sainsbury's, Asda, Morrisons, convenience stores, Amazon UK and the Cadbury Gifts Direct platform. Online grocery sales continue to expand.
	Cadbury combines modern retail with a vast traditional distribution network consisting of neighbourhood kirana stores, wholesalers and emerging e-commerce platforms such as Blinkit, Zepto, BigBasket and Amazon India.
	Distribution strategy reflects channel adaptation rather than product adaptation. India's fragmented retail environment requires significantly higher channel coverage than the UK.

	Promotion
	Marketing communications focus on emotional storytelling, generosity, nostalgia and seasonal celebrations. Digital campaigns, television advertising and social media reinforce long-term brand equity.
	Promotional activities combine digital marketing with culturally specific campaigns centred on festivals, gifting occasions and family celebrations. Celebrity endorsements and influencer collaborations increase campaign reach among younger consumers.
	Promotional adaptation represents Cadbury's greatest source of competitive advantage because emotional messages remain globally consistent while cultural execution differs substantially between markets (De Mooij, 2021).

	People
	Customer experience is largely delivered through organised retailers, supermarket staff and customer service channels, with limited direct interaction by Cadbury itself.
	Cadbury collaborates extensively with distributors, retailers, wholesalers and merchandising partners to ensure availability across diverse retail environments.
	Human interaction within the marketing mix is more operationally significant in India because of greater distribution complexity and retailer dependence.

	Process
	Highly integrated supply chains, automated manufacturing and digital inventory systems support efficient product availability and consistent service quality.
	Supply chain processes prioritise responsiveness, inventory flexibility and regional logistics to accommodate climatic conditions, infrastructure differences and varying retail formats.
	Operational processes are adapted to improve responsiveness while maintaining global quality standards, illustrating international supply-chain flexibility.

	Physical Evidence
	Premium packaging, branded point-of-sale displays, seasonal merchandising and sustainable packaging reinforce Cadbury's heritage positioning.
	Attractive festive gift boxes, premium packaging for Dairy Milk Silk and branded retail displays enhance visibility during Diwali, Raksha Bandhan and other celebrations.
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Evaluation
The comparison indicates that Cadbury adopts a partially standardised marketing mix rather than complete global standardisation or full localisation. Product quality, visual identity and brand values remain globally consistent, preserving economies of scale and reinforcing worldwide brand recognition. However, pricing architecture, distribution channels, promotional execution and packaging are adapted to reflect differences in purchasing power, retail infrastructure and consumption contexts between the United Kingdom and India. This supports Levitt's (1983) argument that global brands benefit from standardisation, while also recognising that local market conditions frequently require strategic adaptation.
Among the seven elements, promotion and place exhibit the highest degree of localisation. The UK relies on structured retail networks and relationship-based brand communication, whereas India requires extensive channel coverage alongside culturally relevant promotional activities to achieve market penetration. Conversely, people remain the least adapted element because Cadbury maintains consistent organisational values, quality standards and customer service principles across both markets.
Overall, Cadbury demonstrates a global marketing strategy, integrating global brand consistency with selective local adaptation. This balance enables the company to exploit international economies of scale while remaining responsive to diverse consumer and market conditions, thereby strengthening long-term competitive advantage in both mature and emerging markets.
[bookmark: _Toc236641015]6. Market Entry Strategy
Cadbury entered the Indian market in 1948 through the establishment of Cadbury Fry (India) Private Limited, a wholly owned subsidiary. Unlike licensing or joint ventures, this entry mode enabled the company to retain complete ownership and managerial control over manufacturing, distribution and brand management (Mondelēz International, 2024). Although this strategy required substantial capital investment, it provided Cadbury with greater strategic flexibility to develop long-term operations within one of the world's fastest-growing confectionery markets.
The suitability of Cadbury's entry strategy can be explained using Dunning's Eclectic (OLI) Paradigm, which argues that firms undertake foreign direct investment when they possess ownership, location and internalisation advantages (Dunning, 1988).




Table 5. Application of Dunning's OLI Paradigm to Cadbury's Entry into India
	OLI Dimension
	Application to Cadbury
	Strategic Implication

	Ownership (O)
	Strong global brand portfolio, proprietary manufacturing expertise and established marketing capabilities.
	Enabled Cadbury to transfer valuable intangible assets while differentiating itself from domestic competitors.

	Location (L)
	Large consumer market, expanding middle class, rising disposable income and growing retail infrastructure.
	Justified long-term investment through local production rather than reliance on exports.

	Internalisation (I)
	Wholly owned subsidiary provided full control over manufacturing, quality standards and strategic decision-making.
	Reduced the risks associated with licensing, including quality inconsistency and knowledge leakage.


Source: Adapted from Dunning (1988).
The OLI framework suggests that Cadbury's investment was driven by the combined benefits of ownership-specific assets and India's favourable market conditions. However, the framework provides limited insight into how firms gradually strengthen their foreign market presence over time. This limitation is addressed by the Uppsala Internationalisation Model, which proposes that firms increase commitment as experiential knowledge accumulates (Johanson and Vahlne, 2009). Cadbury's continued investment in manufacturing facilities, supply chains and product development reflects this incremental learning process rather than a one-off market entry decision.
Despite its strategic benefits, a wholly owned subsidiary also involves disadvantages, including high capital requirements and full exposure to operational and regulatory risks. Unlike joint ventures, Cadbury could not share investment costs or benefit directly from a local partner's market knowledge. Nevertheless, maintaining complete ownership enabled the company to preserve global quality standards and exercise consistent strategic control. Consequently, Cadbury's market entry demonstrates an effective alignment between ownership advantages, location-specific opportunities and long-term internationalisation strategy, supporting sustainable competitive advantage in the Indian market.
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[bookmark: _Toc236641016]7. Ethical Evaluation of the Marketing Mix
Ethical considerations have become an integral component of international marketing as consumers, investors and regulators increasingly expect multinational organisations to demonstrate responsible business practices throughout their value chains (Crane and Matten, 2023). For Cadbury, ethical performance extends beyond product quality and promotional activities to include responsible cocoa sourcing, environmental sustainability and transparent stakeholder engagement. Consequently, evaluating the ethical dimensions of the marketing mix requires consideration of both the company's sustainability commitments and the criticisms associated with global cocoa supply chains.

Table 6. Ethical Evaluation of Cadbury's International Marketing Mix
	Marketing Mix Element
	Ethical Practice
	Critical Evaluation

	Product
	Cadbury sources cocoa through the Cocoa Life programme, which aims to improve farmer livelihoods, promote sustainable agricultural practices and strengthen cocoa-producing communities.
	Cocoa Life demonstrates long-term investment in responsible sourcing; however, independent studies continue to identify risks relating to child labour and low farmer incomes across the West African cocoa sector, indicating that certification alone cannot eliminate systemic challenges (Fountain and Huetz-Adams, 2020).

	Price
	Cadbury seeks to balance affordability with sustainable sourcing investments.
	Although sustainability initiatives increase production costs, criticism remains that cocoa farmers continue to receive a relatively small proportion of the final retail price, raising concerns regarding equitable value distribution within global supply chains (Neilson, 2020).

	Place
	Mondelēz has committed to increasing supply chain transparency and responsible sourcing through supplier monitoring and traceability programmes.
	Greater traceability improves accountability; however, achieving full visibility across complex international supply chains remains challenging, particularly where multiple intermediaries operate.

	Promotion
	Marketing communications increasingly highlight sustainability commitments, responsible sourcing and community development initiatives.
	Ethical marketing can strengthen stakeholder trust, but unsupported environmental or social claims may expose firms to accusations of greenwashing if measurable outcomes are not transparently reported (Delmas and Burbano, 2011).

	People, Process and Physical Evidence
	Employee wellbeing, supplier engagement, responsible manufacturing and recyclable packaging form part of Mondelēz's wider Environmental, Social and Governance (ESG) strategy.
	These initiatives support corporate reputation; however, sustained ethical performance depends upon measurable implementation rather than corporate commitments alone, requiring continuous monitoring and independent verification.



Evaluation
Cadbury's ethical marketing strategy reflects a transition from traditional corporate social responsibility towards shared value creation, whereby social and commercial objectives are pursued simultaneously (Porter and Kramer, 2011). The Cocoa Life programme demonstrates a proactive approach to improving agricultural productivity, community resilience and environmental sustainability, while recyclable packaging and greenhouse gas reduction targets align with increasing stakeholder expectations regarding ESG performance (Mondelēz International, 2024).
Nevertheless, ethical performance should be evaluated based on outcomes rather than organisational commitments. Despite significant investment in sustainability programmes, academic research indicates that persistent challenges—including child labour, farmer poverty and income inequality within global cocoa supply chains—remain unresolved (Fountain and Huetz-Adams, 2020). Consequently, Cadbury's ethical reputation depends not only on communicating sustainability initiatives but also on demonstrating measurable improvements through transparent reporting and independent assessment.
Overall, Cadbury has integrated ethical considerations into its international marketing strategy more comprehensively than many competitors. However, sustaining stakeholder trust requires continuous improvement in supply chain governance, fair value distribution and impact measurement. This suggests that ethical marketing should be viewed as a dynamic strategic capability rather than a completed corporate initiative.
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[bookmark: _Toc236641017]8. Strategic Recommendations
The preceding analysis suggests that Cadbury has established a strong international presence through selective adaptation of its marketing strategy. However, evolving consumer expectations, technological developments and sustainability pressures require continuous strategic improvement. The following recommendations are prioritised according to their expected strategic impact and implementation feasibility.
Table 7. Strategic Recommendations for Cadbury
	Recommendation
	Strategic Justification
	Expected Impact

	1. Accelerate AI-driven consumer personalisation
	AI-powered analytics can improve customer segmentation, demand forecasting and personalised digital engagement, strengthening customer loyalty and marketing efficiency (Wedel and Kannan, 2016).
	Higher customer retention, improved campaign effectiveness and increased marketing ROI.

	2. Strengthen sustainable cocoa sourcing through measurable impact reporting
	Moving beyond sustainability commitments towards independently verified impact reporting would improve stakeholder trust and reduce reputational risk associated with ethical sourcing (Porter and Kramer, 2011).
	Enhanced corporate reputation, stronger ESG performance and increased consumer confidence.

	3. Expand premium product innovation within emerging urban markets
	Growing disposable incomes and premiumisation trends present opportunities to increase value creation without relying solely on volume growth (Euromonitor International, 2024a)
	Higher profit margins and stronger competitive differentiation.

	4. Develop an integrated omnichannel retail strategy
	Integrating physical retail with e-commerce platforms and data-driven customer engagement improves convenience and creates a consistent customer experience across markets (Verhoef, Kannan and Inman, 2015).
	Increased market reach, improved customer experience and stronger digital competitiveness.



Figure 9. Strategic Implementation Priorities for Cadbury
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Among the proposed initiatives, accelerating AI-driven personalisation and strengthening sustainable cocoa sourcing should be prioritised because they simultaneously improve customer value creation and long-term stakeholder trust. Product innovation and omnichannel expansion remain strategically important but are likely to generate greater returns once Cadbury has strengthened its digital capabilities and sustainability governance. This prioritisation reflects the growing importance of data-driven marketing and responsible business practices in sustaining international competitive advantage.
[bookmark: _Toc236641018]Section 2: Reflective Account (Gibbs' Reflective Cycle)
2.1 Introduction
Reflective practice is an essential component of postgraduate learning as it enables students to critically evaluate their experiences, identify strengths and weaknesses, and enhance future academic and professional performance (Gibbs, 1988). This reflective account applies Gibbs' Reflective Cycle to evaluate the process undertaken in researching, analysing and preparing the international marketing strategy report on Cadbury in the United Kingdom and India. The reflection critically examines the challenges encountered, the skills developed throughout the research and writing process, and the lessons that will inform my future approach to academic research and professional decision-making.
2.2 Description
The preparation of the report required a systematic research process involving the identification, evaluation and synthesis of academic literature alongside contemporary industry evidence. Initially, I approached the assignment by collecting a substantial amount of information relating to Cadbury's international marketing activities. Although this enabled me to develop a broad understanding of the company, my first draft became overly descriptive and significantly exceeded the required word limit. Rather than demonstrating critical analysis, much of the discussion simply presented factual information without sufficiently evaluating its strategic implications.
Recognising these limitations, I reconsidered my overall approach. Instead of attempting to reduce individual paragraphs, I decided to restructure the report entirely. Each section was rewritten to focus on comparative analysis between the United Kingdom and India, while ensuring that concepts were not unnecessarily repeated across PESTEL, Hofstede's framework, STP, the marketing mix and market entry strategy. Furthermore, I replaced lengthy narrative explanations with professionally designed tables, matrices and figures, enabling complex information to be communicated more concisely. Throughout this process, I also strengthened the academic quality of the report by incorporating peer-reviewed journal articles, recent industry reports and theoretical frameworks relevant to international marketing.
2.3 Feelings
At the beginning of the assignment, I felt uncertain about my ability to produce work that met postgraduate expectations. Although I understood the marketing theories introduced during the module, I found it difficult to translate theoretical knowledge into critical academic analysis. I was particularly concerned about balancing depth of discussion with the strict word limit, as I believed that including more information would strengthen the quality of the report.
As the report developed, my perspective gradually changed. Through repeated revision, I recognised that postgraduate writing values critical evaluation rather than descriptive content. Although rewriting substantial sections of the report was time-consuming, it increased my confidence in applying academic theories more effectively and presenting arguments in a clearer, more structured manner. By the completion of the assignment, I felt significantly more confident in my academic writing and research abilities than I had at the outset.
2.4 Evaluation
Several aspects of the assignment were completed successfully. The final report adopted a more logical and professional structure through the use of comparative tables, strategic matrices and visual figures, which improved both readability and analytical clarity. Additionally, drawing upon recent academic literature and industry evidence strengthened the credibility of the analysis and enabled theoretical concepts to be applied directly to Cadbury's international marketing strategy.
However, the process also highlighted several weaknesses in my initial approach. My first instinct was to collect as much information as possible before considering the assignment requirements in sufficient detail. This resulted in unnecessary repetition and an excessive word count, making the report less focused. Furthermore, I initially relied too heavily on company information before recognising the importance of balancing corporate sources with peer-reviewed academic literature. Addressing these weaknesses required considerable editing and restructuring but ultimately improved the overall quality of the assignment.
2.5 Analysis
The most significant learning outcome from this assignment was the development of a more critical approach to academic research and analysis. Gibbs (1988) argues that reflection facilitates continuous learning through the evaluation of experience, and this was evident throughout the preparation of the report. Initially, I viewed research primarily as the collection of information. However, I gradually recognised that postgraduate research requires the critical evaluation and synthesis of evidence rather than simply presenting factual knowledge.
This shift was particularly evident when applying theoretical frameworks such as PESTEL, Hofstede's cultural dimensions and Dunning's Eclectic Paradigm. Rather than explaining each framework independently, I learned to evaluate their relevance, identify their limitations and integrate multiple sources of evidence to support strategic conclusions. This approach produced a more balanced analysis while reducing unnecessary description.
The assignment also strengthened my information literacy. Evaluating the credibility of academic journals, industry reports and corporate publications required greater critical judgement than I had previously applied in academic work. I became increasingly aware that high-quality evidence should support analytical arguments rather than merely provide background information. Consequently, I developed a more disciplined research process by prioritising recent peer-reviewed literature and reputable industry sources.
Finally, the experience reinforced the importance of planning and revision. Rewriting significant sections of the report demonstrated that producing high-quality academic work is an iterative process rather than a single drafting exercise. Each revision improved the coherence of the report, reduced repetition and strengthened the integration of theory with practical business analysis. These experiences enhanced not only my academic writing but also my ability to communicate complex strategic issues in a concise and professional manner.
2.6 Conclusion
Overall, preparing this assignment represented a significant learning experience that enhanced my academic research, analytical thinking and report-writing skills. Although the initial stages of the assignment were characterised by descriptive writing and ineffective time management, the process of continuous revision enabled me to develop a more critical and evidence-based approach. The assignment also increased my confidence in applying international marketing theories to practical business contexts and reinforced the importance of critical evaluation in postgraduate study.
2.7 Action Plan
This experience has identified several areas for future development. First, I will begin future assignments by developing a detailed structure linked directly to the marking criteria before undertaking extensive research. This should reduce unnecessary information gathering and improve the overall coherence of my work. Second, I will engage with peer-reviewed literature at an earlier stage to ensure that theoretical arguments remain central throughout the writing process. Finally, I intend to continue developing my critical writing skills by seeking regular feedback, reflecting on academic comments and allocating additional time for revision. By implementing these actions, I expect to produce more focused, analytical and academically rigorous work in future postgraduate assessments.
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Figure 4. Cadbury Positioning Map
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Figure 5. Cadbury Target Segments
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Figure 6. Degree of Marketing Mix Adaptation
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Figure 7. Cadbury's Expansion in India
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Figure 8. Ethical Risk—Response Matrix
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Figure 9. Recommendation Prioritisation Matrix

HIGH HIGH IMPACT
IMPACT LOW FEASIBILITY

HIGH IMPACT
HIGH FEASIBILITY

o Al Personalisation
&

Accelerate data-driven personalisation

Sustainable Cocoa ! . ¥
H t t t it
% Strengthen responsible sourcing | G e SR S R

and measurable impact

(-
2 |
% onlee s SRl il s S e e el i el
Premium Innovation Omnichannel Strategy
@ Expand premium product innovation i Develop integrated omnichannel
in emerging urban markets | retail experience
Low
IMPACT
Difficult to Implement IMPLEMENTATION FEASIBILITY Easy to Implement
@ HIGH IMPACT, HIGH FEASIBILITY @ HIGH IMPACT, LOW FEASIBILITY @ LOW IMPACT, HIGH FEASIBILITY @ LOW IMPACT, LOW FEASIBILITY
Top priority initiatives that should Strategic initiatives with significant Quick wins that can be implemented Lower priority initiatives; consider
be implemented first. impact but require more resources with lower effort. when resources allow.

and planning.




image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png
Index Score (0-100)

Hofstede Cultural Dimensions: United Kingdom vs India

Scores range from 0 (Low) to 100 (High)

N United Kingdom
B India

69

100 ~
80 1
60 -
40 A
20 4
O = s
i a 4 9
Power Individualism Masculinity Uncertainty
Distance Avoidance

Source: Hofstede Insights (2023) - Country Comparison Tool
Note: Scores reflect national-level tendencies and may not represent all individuals within a country.

g

Long-term
Orientation

©

Indulgence




