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[bookmark: _Toc1033753264]Executive Summary
International marketing requires multinational enterprises to balance global integration with responsiveness to differences in national environments, consumer behaviour and stakeholder expectations (Diallo, Djelassi and Kumar, 2021). This report critically evaluates Cadbury’s international marketing strategy in the United Kingdom (UK) and India, two markets differing substantially in economic maturity, regulatory conditions, cultural values and consumption practices. Its central argument is that Cadbury’s international competitive advantage is best explained by selective localisation: maintaining globally recognisable brand assets and quality standards while adapting market-facing decisions to local cultural, economic and institutional conditions.
The comparative PESTEL analysis indicates that the UK provides strong heritage and established brand equity but represents a mature and highly competitive market increasingly shaped by health, sustainability and regulatory pressures. India offers greater market-development potential through urbanisation and culturally embedded consumption occasions, but presents greater income diversity, distribution complexity and reputational risks. Hofstede’s framework provides a useful starting point for comparing cultural tendencies, although national averages cannot fully explain regional, generational and socio-economic diversity.
The report evaluates how these differences influence Cadbury’s STP and expanded 7Ps marketing mix, including Product, Price, Place, Promotion, People, Process and Physical Evidence. The Uppsala Model and Dunning’s OLI Paradigm explain Cadbury’s internationalisation and market embeddedness in India, while the transnational perspective evaluates the balance between global integration and local responsiveness. Ethical analysis further demonstrates that food safety, consumer trust, responsible sourcing and sustainability directly influence brand legitimacy and long-term competitiveness.
The report concludes that neither complete standardisation nor unrestricted localisation is optimal. Cadbury should pursue disciplined selective adaptation while maintaining consistent global standards of brand integrity, quality, ethical responsibility and sustainability.
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[bookmark: _Toc170391834]An Evaluation of Cadbury’s International Market Entry Strategy and Marketing Mix: A Comparative Analysis of the United Kingdom and India
[bookmark: _Toc1280338745]1. Introduction
Globalisation creates opportunities for multinational enterprises (MNEs), but international expansion does not eliminate national differences. Firms must determine which capabilities and brand assets can transfer across markets and which activities require adaptation to cultural, economic, institutional and regulatory conditions (Czinkota, 2011; Keegan and Green, 2013).
This report critically evaluates Cadbury’s international marketing strategy in the United Kingdom (UK) and India. The UK represents a mature heritage market with established brand equity, intense competition and changing consumer expectations. India provides a contrasting growth environment in which income diversity, cultural traditions, gifting and social relationships influence chocolate consumption. The comparison demonstrates why international strategies must respond to national market conditions rather than treat consumers as a homogeneous global market (De Búrca, Fletcher and Brown, 2004; Mathur, 2008).
The report applies PESTEL and Hofstede’s cultural dimensions to examine environmental and socio-cultural differences, followed by segmentation, targeting and positioning (STP). The marketing mix evaluates all seven Ps—Product, Price, Place, Promotion, People, Process and Physical Evidence—to compare Cadbury’s market adaptation in both countries (Baack, 2018; Doole and Lowe, 2012). A separate market-entry analysis evaluates Cadbury’s expansion into India using the Uppsala Model and Dunning’s OLI paradigm, while comparing alternative entry strategies (Johanson and Vahlne, 1977; Dunning, 1979).
The central argument is that Cadbury’s competitive advantage depends on selective localisation. Global brand assets, quality standards and operational capabilities support efficiency, while adapting consumption occasions, affordability, distribution, communication and customer-facing activities improves local relevance. However, localisation also creates costs, complexity and reputational risks. Sustainable international marketing therefore requires Cadbury to combine global capabilities with evidence-based local responsiveness and responsible strategic decision-making (Cavusgil and Cavusgil, 2011; Keegan and Green, 2013).
[bookmark: _Toc1782385705]2. Cadbury: Company Background and International Strategic Context
Cadbury’s international development demonstrates how historically embedded resources can become global competitive capabilities. Founded in Birmingham in 1824, Cadbury evolved from a British chocolate manufacturer into an internationally recognised confectionery brand. Its integration into Kraft Foods and subsequent ownership by Mondelēz International placed the brand within a global confectionery portfolio while retaining strong associations with its British heritage (Bovill, 2024; Mondelēz International, 2023).
The Resource-Based View (RBV) argues that sustainable competitive advantage depends on resources that are valuable, rare, difficult to imitate and effectively organised (Barney, 1991). Cadbury’s heritage, consumer recognition, emotional associations and accumulated market knowledge therefore represent important intangible resources. However, their value depends on how effectively these capabilities are applied across different markets (Keller, 2013; Cavusgil and Cavusgil, 2011).
The UK–India comparison illustrates this challenge. The UK is Cadbury’s established heritage market, where strong brand familiarity supports loyalty but market maturity, intense competition, health concerns and changing expectations constrain growth (Cadbury, 2024; Baack, 2018). India offers greater market-development potential because Cadbury has connected chocolate with celebration, gifting and social relationships. However, differences in purchasing power, consumer behaviour and market conditions require adaptation in product formats, pricing, distribution and communication. Although localisation can improve market access and consumer relevance, it can also increase operational complexity, coordination costs and the risk of inconsistent brand experiences (Czinkota, 2011; Mathur, 2008).
Cadbury’s international strategy therefore reflects a transnational approach, balancing global integration with local responsiveness (Leong and Tan, 1993). Maintaining brand identity, quality and economies of scale supports efficiency, while selective adaptation creates local value (Doole and Lowe, 2012). However, strong brand visibility also increases exposure to reputational, food-safety and sustainability risks. Long-term competitiveness consequently depends on converting historical brand equity into contemporary capabilities through culturally relevant innovation, responsible marketing and credible sustainability practices. The following PESTEL analysis examines the external factors shaping Cadbury’s UK and Indian markets (Makos, 2022).
[bookmark: _Toc422737972]3. Comparative Macro-Environmental Analysis
Cadbury’s ability to convert brand equity and global capabilities into competitive advantage is shaped by the external environments in which it operates. PESTEL evaluates how political, economic, social, technological, environmental and legal factors influence international marketing strategy (Makos, 2022; Doole and Lowe, 2012; Mathur, 2008). Comparing the UK and India demonstrates that Cadbury cannot transfer a standardised strategy without modification. The comparative analysis is summarised in Appendix A, Table 2.
3.1 Political and Legal Environment
The UK provides Cadbury with a relatively stable institutional environment but imposes increasing regulatory scrutiny. Restrictions on advertising less healthy food and drink products, alongside wider public-health concerns surrounding sugar consumption, pressure confectionery companies to reconsider promotional and product strategies (Baack, 2018). Compliance can strengthen consumer trust, encourage responsible marketing and support product innovation, creating an opportunity to protect long-term brand legitimacy through products, portion formats and communications that respond to public-health expectations.
India presents greater institutional complexity, with food-safety, taxation and regulatory requirements operating alongside substantial regional and infrastructural variation. Cadbury must therefore combine global commitments to product quality and ethical responsibility with locally appropriate regulatory engagement (Czinkota, 2011; Mathur, 2008). This is particularly important because food-safety failures can damage consumer trust and brand equity beyond the market in which they occur. Local adaptation can improve regulatory fit but also creates compliance costs and increases the complexity of managing consistent standards.
3.2 Economic Environment
The UK is a mature confectionery market characterised by high brand penetration, intense competition and increasing price sensitivity. Inflation and rising household costs intensify competition between branded products, private labels and substitute snacks. Although Cadbury’s strong brand equity provides some protection from price competition, premium positioning cannot be assumed to remain effective when affordability becomes a greater consumer priority (Keller, 2013; Cadbury, 2024).
India offers greater market-development potential through economic growth, urbanisation and expanding consumer and retail markets (Ha, 2024). However, significant differences in income and purchasing power mean that a single premium strategy could restrict market penetration. Cadbury therefore requires flexible price-pack architecture that improves accessibility while retaining premium options for higher-income segments (Diallo, Djelassi and Kumar, 2021). This can increase market access and consumption, but excessive discounting may weaken perceived value and reduce margins. Cadbury must therefore adapt pricing to local economic realities while protecting brand equity (De Búrca, Fletcher and Brown, 2004; Doole and Lowe, 2012).
3.3 Social and Cultural Environment
Social and cultural differences provide one of the strongest explanations for Cadbury’s selective localisation strategy. In the UK, chocolate consumption is associated with enjoyment, indulgence, personal choice and nostalgia, increasingly alongside concerns regarding health, ethical sourcing and sustainability. Cadbury’s heritage therefore remains a valuable strategic resource, but its future relevance depends on connecting historical brand associations with changing consumer expectations (Baack, 2018; Keller, 2013).
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In India, chocolate has increasingly become associated with family relationships, celebration and gifting. Cadbury’s marketing has helped expand these consumption occasions by positioning chocolate within contexts traditionally associated with Indian sweets, improving consumer relevance and creating new demand (Keegan and Green, 2013; Mathur, 2008). However, regional, linguistic, generational and socio-economic differences mean that national assumptions can oversimplify consumer behaviour. Cultural frameworks should therefore inform, rather than determine, marketing decisions.
3.4 Technological Environment
Technological development creates opportunities for global integration and local adaptation. The UK’s developed retail, e-commerce and digital infrastructure supports omnichannel marketing and data-driven engagement, while India’s growth in mobile connectivity and digital commerce enables Cadbury to reach consumers beyond traditional retail. However, differences in digital access and distribution mean that digital channels should complement rather than replace traditional retail. Effective implementation therefore requires local market knowledge (Cavusgil and Cavusgil, 2011).
3.5 Environmental and Sustainability Pressures
Environmental expectations increasingly influence the legitimacy and competitiveness of multinational food brands. Packaging, cocoa sourcing and wider supply-chain impacts are relevant to Cadbury in both markets. Sustainability should therefore be treated as a strategic issue rather than a peripheral CSR activity because responsible sourcing can support supply security, stakeholder relationships and brand credibility (Carroll, 1991; Crane and Matten, 2016). However, vague or inadequately evidenced sustainability claims create reputational risks. Cadbury must therefore support environmental commitments through credible organisational practices and transparent communication.
3.6 Strategic Evaluation
The PESTEL comparison reveals different combinations of opportunity and risk. The UK offers stability and strong brand equity but limited growth, whereas India offers greater market-development potential alongside greater cultural, economic and distributional complexity.
The strategic implication is not a choice between global integration and local responsiveness. Global consistency protects brand identity, quality and efficiency, while local adaptation improves affordability, cultural relevance, regulatory fit and market access. However, localisation also increases costs, operational complexity and the risk of inconsistent brand execution. Cadbury’s international competitiveness therefore depends on disciplined selective localisation: adapting elements that create genuine local value while maintaining core brand, quality and ethical standards globally (Cavusgil and Cavusgil, 2011; Doole and Lowe, 2012). The following section examines how cultural differences influence consumer behaviour and the meanings attached to chocolate in the UK and India.
[bookmark: _Toc2138802661]4. Socio-Cultural Analysis: Hofstede’s Cultural Dimensions and Consumer Behaviour
The PESTEL analysis identified substantial differences between the UK and India. Socio-cultural analysis develops this comparison by examining how values, relationships and consumption traditions influence the meanings attached to chocolate. Confectionery consumption extends beyond functional value and may represent enjoyment, affection, celebration, gifting and social identity (De Mooij, 2021). Cultural analysis is therefore strategically important to Cadbury because it helps determine how a globally recognised brand remains relevant across different consumer environments.
Hofstede’s cultural dimensions provide a framework for comparing national differences, including individualism–collectivism, power distance, uncertainty avoidance, long-term orientation and indulgence–restraint. Comparative scores for the UK and India are presented in Appendix A, Table 3 and Figure 2 (Hofstede Insights, 2024). However, these national-level indicators should be treated as broad tendencies rather than definitive explanations of individual consumer behaviour. National averages may overlook India’s regional, generational and socio-economic diversity (Kirkman, Lowe and Gibson, 2006; McSweeney, 2002).
Figure 2: Hofstede Cultural Dimension Comparison between the United Kingdom and India
[image: ]Hofstede Insights (2024).
The most strategically relevant contrast concerns individualism and collectivism. The UK displays a stronger individualistic orientation, whereas India is comparatively more relationship-oriented. This helps explain how Cadbury can maintain a consistent global brand identity while adapting consumption meanings between markets. In the UK, chocolate can be positioned around personal enjoyment, nostalgia and individual choice. In India, consumption is more strongly connected in many contexts with family, celebration, gifting and social relationships. Cadbury’s Indian marketing demonstrates this distinction by associating chocolate with occasions traditionally linked to Indian sweets, thereby expanding consumption occasions and improving cultural relevance rather than simply translating communications (De Mooij, 2021; Keegan and Green, 2013).
These differences influence Cadbury’s STP decisions. UK segmentation can emphasise lifestyle, brand loyalty, health attitudes and ethical expectations, while Indian strategies require greater attention to income diversity, family relationships, gifting and regional variation. Cadbury can therefore retain globally recognisable emotional brand assets while adapting the social contexts through which these meanings are communicated (Keller, 2013; Cavusgil and Cavusgil, 2011).
Nevertheless, excessive reliance on Hofstede may oversimplify consumer behaviour and create costly, ineffective stereotyping (McSweeney, 2002; Kirkman, Lowe and Gibson, 2006). Hofstede should therefore inform, rather than determine, marketing decisions. Overall, Cadbury’s advantage lies in selective localisation: preserving global brand equity while adapting meanings where this creates genuine consumer value. The following STP analysis examines how these insights are translated into market-specific decisions.
[bookmark: _Toc1116375175]5. Comparative STP Strategy Analysis
The socio-cultural analysis established that chocolate carries different social and emotional meanings in the UK and India. The strategic challenge is to convert cultural insight into commercially relevant segmentation, targeting and positioning (STP). STP enables organisations to identify meaningful consumer groups, select attractive segments and develop differentiated value propositions (Kotler et al., 2017). However, international STP cannot simply transfer a domestic model across national borders because consumer behaviour is shaped by different cultural, economic and institutional conditions (Cavusgil, Knight and Riesenberger, 2020). For Cadbury, selective localisation can improve consumer relevance and market access while creating additional complexity and cost. The principal differences in Cadbury’s STP strategy are summarised in Appendix A, Table 4.
5.1 Segmentation: Established Demand versus Market Complexity
In the UK, Cadbury operates in a mature confectionery market with high brand awareness and extensive product availability. Segmentation therefore focuses on differentiating consumers according to lifestyle, brand loyalty, health attitudes, ethical expectations and consumption occasions (Mintel, 2024). Cadbury’s established brand equity allows it to target consumers who value familiarity and indulgence while responding to demand for portion control, responsible sourcing and healthier consumption. This creates opportunities for premiumisation and product innovation, although excessive emphasis on health could weaken the indulgent associations central to confectionery consumption (Keller, 2013).
India presents a more complex segmentation environment. Differences in income, urbanisation, regional identity and consumption patterns mean that a single national consumer profile would be inadequate. Segmentation must therefore consider demographics alongside family relationships, festivals, gifting occasions and the social contexts in which chocolate is consumed. Wind and Douglas (1972) argue that effective international segmentation should identify meaningful behavioural differences rather than rely solely on demographic categories. For Cadbury, the cultural context of consumption may therefore be more commercially significant than age or income alone.
This approach has supported Cadbury’s ability to reach consumers beyond traditional everyday chocolate consumption. However, greater segmentation creates a strategic trade-off. Local precision can improve relevance and market access, but excessive segmentation may fragment the brand, increase marketing costs and complicate product and distribution decisions. Cadbury should therefore prioritise segments that generate clear commercial value rather than respond to every cultural variation.
5.2 Targeting: Market Defence versus Market Development
Cadbury’s UK strategy is primarily focused on defending and renewing demand within a mature market. Growth depends on strengthening loyalty, encouraging repeat purchase, developing relevant product variations and responding to changing consumer expectations. However, competition from private-label products, alternative snacks and healthier consumption choices limits the effectiveness of relying solely on established brand recognition (Mintel, 2024; World Health Organization, 2022). Cadbury must therefore target consumers through heritage, emotional familiarity, product relevance and responsible brand positioning.
India offers greater potential for market development because Cadbury has expanded the social occasions associated with chocolate consumption. By linking chocolate with celebration, gifting and relationships, the brand has encouraged consumption in contexts traditionally associated with Indian sweets. This demonstrates how culturally relevant marketing can create new consumption occasions and increase chocolate’s relevance within social and family relationships (De Mooij, 2021).
Nevertheless, India should not be treated as a homogeneous growth market. Income, location and consumer behaviour vary significantly across regions and social groups. Cadbury must therefore balance sufficient standardisation to achieve economies of scale with local responsiveness to diverse consumer contexts (Cavusgil, Knight and Riesenberger, 2020). The benefit is greater market relevance, although it requires continuous investment in consumer insight.
5.3 Positioning: Heritage in the UK and Social Meaning in India
Positioning represents the clearest strategic difference between the two markets. In the UK, Cadbury draws on heritage, emotional familiarity, quality and enjoyment. These associations represent valuable brand equity because strong brands are built through distinctive and favourable consumer associations (Keller, 2013; Aaker, 1996). However, heritage alone cannot guarantee future relevance. If Cadbury fails to connect its historical identity with contemporary concerns such as health, sustainability and ethical sourcing, its emotional advantage may weaken.
In India, Cadbury has positioned chocolate more strongly around celebration, affection, gifting and social relationships. Campaigns such as Kuch Meetha Ho Jaaye demonstrate how the company adapted the cultural meaning of consumption rather than simply translating a promotional message. By associating chocolate with occasions traditionally linked to sweets, Cadbury expanded the product’s social relevance and encouraged new consumption contexts (De Mooij, 2021). This illustrates how positioning can support market development by changing perceptions of when and why a product should be consumed.
However, localisation is not a one-off strategic decision. Cultural assumptions may become outdated through urbanisation, digitalisation and generational change. Cadbury must therefore continually update consumer insight to ensure culturally relevant positioning remains commercially effective.
5.4 Strategic Evaluation: Relevance versus Complexity
The STP comparison supports selective localisation, with global consistency protecting brand equity while local adaptation improves market relevance. This reflects Bartlett and Ghoshal’s (1989) transnational perspective and challenges Levitt’s (1983) argument that increasing global convergence makes standardisation the preferred strategy.
However, adaptation is not cost-free. Differentiated products, communications and market strategies can increase organisational complexity, reduce economies of scale and create inconsistent brand experiences (Douglas and Wind, 1987; Hollensen, 2020). The strategic question is therefore which elements require adaptation and which should remain globally consistent.
Cadbury should maintain consistent core values of quality, trust and brand integrity while adapting consumer-facing elements such as consumption occasions, communication and selected product and pricing formats. The UK requires greater emphasis on defending established brand equity, whereas India offers stronger market-development potential through culturally relevant consumption occasions. The following section evaluates how Cadbury translates these STP choices into the complete 7Ps marketing mix.
[bookmark: _Toc1840495782]6. Comparative International Marketing Mix Evaluation: Selected 4Ps Marketing Mix
The preceding STP analysis established that Cadbury responds to different consumer meanings, economic conditions and consumption occasions in the UK and India. This section evaluates how these strategic choices are translated into market execution through the extended 7Ps marketing mix: Product, Price, Place, Promotion, People, Process and Physical Evidence. The additional three Ps are strategically relevant because consumer trust, distribution relationships, service interactions and organisational processes influence brand performance and reputation (Mathur, 2008; Cavusgil and Cavusgil, 2011). Cadbury maintains globally consistent brand identity, quality and safety standards while adapting market-facing activities to local conditions.
6.1 Product: Global Brand Equity and Local Consumption Meaning
Cadbury’s recognisable brand identity and established associations provide significant brand equity and economies of scale (Keller, 2013). However, the social meaning of chocolate differs between the two markets. In the UK, a mature confectionery market increasingly requires brands to address health, portion control, ethical sourcing and environmental expectations. Cadbury must therefore balance indulgence, central to its brand equity, with changing expectations regarding responsible consumption. Reformulation or portion-conscious formats may improve market alignment but could weaken the taste and indulgence associations underpinning loyalty.
In India, product adaptation is more closely linked to gifting, celebration and social relationships. Formats suited to these occasions allow Cadbury to participate in culturally significant consumption contexts rather than compete solely as an everyday snack. However, excessive product variation increases manufacturing and supply-chain complexity. Cadbury should therefore standardise core quality and safety requirements while adapting formats where local demand creates clear commercial value (Keegan and Green, 2013; Mathur, 2008).
6.2 Price: Affordability, Premiumisation and Market Development
Pricing reveals significant market differences. In the UK, strong brand awareness supports value-based pricing, although inflation, household financial pressures and private-label competition constrain price increases (Cadbury, 2024). India presents a greater affordability challenge because of substantial differences in income and purchasing power. A single premium strategy could restrict penetration; therefore, flexible price-pack architecture should provide accessible entry points while retaining premium options for higher-income consumers.
A tiered pricing structure can support market development without undermining brand equity. However, excessive discounting or dependence on low-priced formats could weaken perceived value and reduce margins. Selective price flexibility is therefore preferable to uniform global pricing or unrestricted adaptation (De Búrca, Fletcher and Brown, 2004; Doole and Lowe, 2012).
6.3 Place: Market Accessibility and Distribution Relationships
Distribution demonstrates the need for local adaptation. The UK benefits from developed supermarket, convenience and e-commerce infrastructure, enabling relatively predictable product availability. India is geographically and institutionally more complex, requiring Cadbury to combine modern retail, digital commerce and traditional retail networks.
Local knowledge and relationships support international market development (Johanson and Vahlne, 1977). Distribution is therefore not simply logistical; it directly affects accessibility and targeting effectiveness. Cadbury must expand modern and digital channels while retaining traditional networks that provide extensive market reach.
6.4 Promotion: Global Emotional Equity and Local Cultural Relevance
Promotion provides clear evidence of selective localisation. In the UK, Cadbury can leverage heritage, nostalgia and emotional familiarity while increasingly connecting these associations with sustainability and responsible business practices. In India, campaigns such as Kuch Meetha Ho Jaaye associated chocolate with celebration, gifting and social relationships, expanding the occasions in which chocolate was considered appropriate (Keegan and Green, 2013; Mathur, 2008).
Promotion also has a reputational dimension. The 2003 contamination controversy demonstrated that communication cannot be separated from organisational behaviour and stakeholder trust. Rebuilding confidence therefore requires credible organisational action alongside persuasive communication (Bejoria, 2023; Dhanya Ushas, 2014).
6.5 People: Consumer Trust and Stakeholder Relationships
Although Cadbury’s products are largely self-service, people remain important because employees, retailers, suppliers and customer-facing representatives influence product availability, communication and trust. In the UK, consistent training and corporate standards can support reliable brand delivery. In India, local market knowledge among employees and distribution partners is particularly important because regional diversity and fragmented retail structures require stronger relationship management. Local expertise improves responsiveness, although reliance on diverse partners may increase coordination risks.
6.6 Process: Consistency, Safety and Local Execution
Processes represent a critical balance between global control and local flexibility. Cadbury requires consistent processes for product quality, food safety, ethical sourcing and crisis management across both markets. These controls protect brand equity and reduce reputational risk. However, distribution arrangements and promotional implementation must reflect local market conditions. The 2003 contamination controversy demonstrates the consequences when product safety and crisis-response processes fail to protect stakeholder confidence. Global standards should therefore be maintained while local execution is adapted where necessary.
6.7 Physical Evidence: Packaging, Retail Presence and Brand Trust
Physical evidence is important for a packaged FMCG brand because consumers experience it through packaging, product presentation, retail visibility and digital brand environments. In the UK, consistent packaging and strong retail presence reinforce Cadbury’s heritage and recognition. In India, packaging and presentation can support gifting and celebration, while retail visibility remains essential across modern and traditional channels. Physical evidence therefore provides a tangible expression of brand quality, although inconsistent presentation or packaging failures can undermine trust.
6.8 Critical Evaluation
The 7P analysis demonstrates that Cadbury should standardise core capabilities that protect efficiency, quality and brand integrity while adapting market-facing activities where local differences create commercial value. Excessive localisation, however, can increase product complexity, operating costs and coordination requirements. Cadbury’s advantage therefore depends on disciplined adaptation across the complete marketing mix.
[bookmark: _Toc1145566642]7. Market Entry Strategy: Cadbury in India
7.1 Cadbury’s Entry into India
Cadbury’s development in India reflects an internationalisation process based on increasing market knowledge, local relationships and long-term commitment rather than a simple one-off transfer of a British product (alberto, 2024). The company’s growth required understanding local consumer behaviour, distribution structures and culturally significant consumption occasions. Over time, Cadbury became embedded in the Indian confectionery market by developing market relationships and adapting its marketing to local contexts. This supports the argument that international competitiveness depends not only on transferring existing capabilities but also on developing local knowledge and responsiveness (Johanson and Vahlne, 1977; Cavusgil and Cavusgil, 2011).
7.2 Application of the Uppsala Model
The Uppsala Model explains internationalisation as a process in which firms increase commitment as market knowledge develops and uncertainty declines (alberto, 2024; Johanson and Vahlne, 1977). Cadbury’s Indian development can be interpreted through this framework: initial market experience generated local knowledge, which supported greater commitment, organisational learning and stronger market embeddedness. This learning process helped Cadbury adapt products, distribution and communication to Indian consumer needs.
However, the model has limitations. It was developed primarily to explain the internationalisation of firms with limited international experience and may therefore understate the advantages of a multinational enterprise with established global resources and capabilities. Cadbury’s international development was likely influenced not only by experiential learning but also by existing brand equity, international marketing expertise and organisational resources (Kumar, P. 2026; Cavusgil and Cavusgil, 2011).
7.3 Application of the OLI Paradigm
Dunning’s (1979) OLI paradigm further explains Cadbury’s attractiveness and ability to operate in India. Its ownership advantages included strong brand equity, product knowledge and international marketing capabilities (alberto, 2024). India provided significant location advantages through its large population, expanding consumer market and culturally significant opportunities for chocolate consumption. Internalisation advantages supported greater control over brand standards, product quality, marketing knowledge and intellectual property. OLI therefore explains how Cadbury could exploit its own capabilities while benefiting from India’s market potential.
7.4 Comparison with Alternative Entry Modes
Alternative entry modes presented different trade-offs. Exporting would have required lower initial investment but offered less control over local distribution and market development. Licensing could have reduced financial risk but increased the risk of inconsistent quality and weakened brand control. A joint venture could have provided local knowledge but required shared decision-making (alberto, 2024). Acquisition or full ownership would offer greater control and market access but involve higher financial and integration risks. Cadbury’s approach was therefore suitable because long-term success required strong control over quality and brand reputation while developing local knowledge and relationships. Its internationalisation demonstrates that market commitment and local embeddedness were essential to converting global brand capabilities into sustained Indian market performance.
[bookmark: _Toc1680940617]8. Conclusion
This report critically evaluated Cadbury’s international marketing strategy in the UK and India, demonstrating that contrasting economic, cultural, institutional and competitive environments require differentiated responses. The analysis supports the central argument that international advantage is achieved through selective localisation: maintaining consistent global brand equity and quality while adapting market-facing activities to local conditions (Cavusgil and Cavusgil, 2011; Leong and Tan, 1993).
The PESTEL analysis identified the UK as a mature and highly regulated market shaped by health concerns, sustainability expectations and intense competition. India offers greater market-development potential through culturally significant consumption occasions, although income diversity, infrastructural complexity and institutional variation require greater adaptation. Hofstede’s framework provided useful insight into broad cultural differences, but national averages must be interpreted cautiously because they can overlook regional, generational and socio-economic diversity (Kirkman, Lowe and Gibson, 2006).
The STP and expanded 7Ps analysis demonstrated how Cadbury translates these differences into market execution. Product, price, place, promotion, people, process and physical evidence can be globally coordinated while being selectively adapted to improve consumer relevance and market access. The market-entry analysis further showed that the Uppsala and OLI frameworks explain Cadbury’s development of market knowledge, local embeddedness and the exploitation of brand and organisational capabilities in India.
Overall, Cadbury’s long-term competitiveness depends on combining cultural relevance with consistent quality, food safety, ethical responsibility and sustainability. Selective localisation therefore offers the most appropriate balance between global efficiency and local responsiveness, although its costs and operational complexity must be actively managed.
[bookmark: _Toc1252066898]9. Recommendations
Cadbury should implement four measurable priorities. First, it should introduce portion-conscious UK formats, clearer nutritional communication and feasible reformulation to respond to health pressures while protecting brand equity, measured through improved consumer acceptance and sustained repeat purchase (Baack, 2018; Keller, 2013). Second, it should deepen selective localisation in India by using contemporary consumer research to tailor gifting and celebration campaigns, aiming to improve engagement and market access without excessive fragmentation (Mathur, 2008). Third, Cadbury should increase transparency in cocoa sourcing and environmental reporting to strengthen stakeholder trust and responsible brand value (Barney, 1991). Finally, it should strengthen proactive food-safety monitoring and crisis-response procedures to reduce reputational risk and protect consumer confidence. Together, these actions support disciplined selective localisation while maintaining global standards of quality and brand integrity.
[bookmark: _Toc442362456]10. Reflection
Description and Initial Learning
At the beginning of this assignment, selecting an appropriate company and topic was a significant challenge because I was concerned about whether sufficient reliable academic and industry evidence would be available to support critical analysis. Discussions with my lecturer, lecture feedback and classwork helped me evaluate possible options and select Cadbury’s international marketing strategy in the UK and India. This process increased my confidence in making evidence-based decisions about the scope and direction of an academic investigation.
Initially, I understood international marketing mainly as adapting products and promotional strategies between countries. Researching Cadbury developed this understanding by demonstrating that international marketing involves balancing global efficiency, local responsiveness, cultural differences, ethical responsibility and stakeholder expectations (Cavusgil and Cavusgil, 2011). Applying PESTEL, Hofstede, STP, the 7Ps marketing mix, the Uppsala Model, Dunning’s OLI Paradigm and the transnational perspective also changed how I approached strategic analysis. I learned that frameworks are most valuable when integrated: PESTEL identified environmental differences, cultural analysis explained consumer meanings, STP translated these insights into market choices, and the 7Ps evaluated how strategy was implemented.
Feelings and Evaluation
A major difficulty was developing my writing from a descriptive style towards a more analytical and critical academic approach. Initially, I focused on explaining what Cadbury had done. Through drafting, feedback and revision, I learned to evaluate why strategies were appropriate, what benefits they created and what limitations or costs they involved. This was particularly important when analysing selective localisation, as adaptation can improve consumer relevance and market access but also increase operational complexity and reduce economies of scale.
The UK–India comparison also challenged my assumption that successful international strategies can simply be transferred between countries. The UK represents a mature market with strong brand equity but increasing health, sustainability and competitive pressures, whereas India offers greater growth potential but greater income, cultural and infrastructural diversity. I therefore learned that international marketing requires strategic judgement rather than mechanical application of standardised models.
My understanding of cultural analysis also became more critical. Initially, I viewed Hofstede’s dimensions as a straightforward explanation of consumer differences. Further research demonstrated that national averages can overlook regional, generational and socio-economic diversity (Kirkman, Lowe and Gibson, 2006). I therefore learned to use cultural frameworks as indicators of broad tendencies rather than deterministic explanations of individual behaviour.
Analysis and Learning
The most significant learning was understanding the relationship between theory, evidence and strategic decision-making. I learned that frameworks should support a central argument rather than simply demonstrate theoretical knowledge. The transnational perspective was particularly useful because it helped explain how Cadbury can maintain globally recognisable brand assets while adapting product, price, place, promotion, people, process and physical evidence to local conditions (Leong and Tan, 1993).
The market-entry analysis further developed my understanding of internationalisation. Applying the Uppsala Model showed how knowledge and relationships can support increasing market commitment, while the OLI Paradigm explained how Cadbury’s brand capabilities could be combined with India’s location advantages (Johanson and Vahlne, 1977; Dunning, 1979). Comparing alternative entry modes also reinforced the importance of evaluating control, risk and local knowledge rather than assuming one mode is universally superior.
The assignment also strengthened my understanding of the relationship between marketing and ethics. Examining food-safety risks, consumer trust and responsible sourcing demonstrated that ethical performance can influence brand equity, legitimacy and long-term competitiveness. I also became more aware that corporate sources may present favourable perspectives and should therefore be considered alongside academic, governmental and independent evidence.
Conclusion and Action Plan
Overall, this assignment improved my understanding of international marketing strategy and strengthened my academic confidence. I learned that effective analysis requires identifying which national differences are strategically significant and determining how an organisation should respond. The drafting and revision process also helped me reduce description and develop stronger critical evaluation.
My main areas for improvement are synthesising multiple sources more confidently, maintaining a consistently critical academic voice and distinguishing clearly between evidence and interpretation. In future academic and professional work, I will establish a central argument before applying frameworks and use each model selectively. I will also prioritise credible academic and institutional evidence while critically evaluating corporate claims.
Future strategic recommendations should be evaluated not only according to potential market performance but also through implementation requirements, risks and measurable outcomes. This assignment has therefore strengthened my ability to conduct comparative analysis, evaluate competing perspectives and develop evidence-based recommendations. Most importantly, it has reinforced that effective international marketing requires a balance between global consistency, local relevance and responsible long-term business practice (Mathur, 2008).
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[bookmark: _Toc358064125]Appendix A
[bookmark: _Toc894959191]Table 1: Cadbury’s Transnational Strategy Position
	
	[bookmark: _Toc1192789482]Low Local 
	[bookmark: _Toc1737405138]Hight Local Responsiveness

	High Global Integration
	Global Strategy
	Transnational Strategy: Cadbury

	Low Global Integration
	International Strategy
	Multidomestic Strategy


Bartlett and Ghoshal (1989)
[bookmark: _Toc1259410810]Table 2: Comparative PESTEL Analysis of Cadbury’s UK and Indian Markets
	Factor
	United Kingdom
		

	India



		

	Strategic Impact for Cadbury




	Political
	Mature confectionery market, inflation and cost-of-living pressures
	Growth potential, urbanisation and significant income diversity
	Pricing and affordability adaptation

	Economic
	Mature market, inflation and cost-of-living pressures
	Economic growth, urbanisation and significant income diversity
	Differentiated pricing and affordability

	Social
	Brand heritage, health awareness and ethical consumption
	Family, festivals, gifting and changing consumption patterns
	Culturally specific positioning

	Technological
		

	Advanced e-commerce and digital retail infrastructure



	Rapid mobile adoption and expanding digital commerce
	Market-specific digital engagement

	Environmental
	High expectations concerning sustainability and responsible sourcing
	Growing environmental awareness alongside development pressures
	Ethical sourcing and sustainability communication

	Legal
	Strong food safety, advertising and  consumer protection regulation
	Increasing food safety and consumer protection requirements
	Quality assurance and responsible marketing


Johnson, Scholes and Whittington (2020), Cavusgil, Knight and Riesenberger (2020).






[bookmark: _Toc546664546]Table 3: Supporting Cultural Dimension Comparison between the United Kingdom and India

	Cultural dimension
	United Kingdom
	India
		

	Strategic implication for Cadbury




	Individualism–collectivism
	More individualistic orientation
	More group- and relationship-oriented tendencies
	Personal enjoyment versus sharing and gifting

	Power distance
	Relatively lower acceptance of hierarchy
	Relatively greater acceptance of hierarchy
	Different social reference points and communication cues

	Uncertainty avoidance
	Relatively lower
	More context-dependent
	Different implications for trust and reassurance

	Long-term orientation
	More pragmatic orientation
	Greater emphasis on continuity and tradition
	Heritage may carry different meanings

	Indulgence–restraint
	Relatively higher indulgence
	Relatively greater restraint

	Different interpretations of pleasure and consumption


Hofstede Insights (2024).

[bookmark: _Toc1740719472]Table 4: Comparative STP Strategy of Cadbury in the United Kingdom and India

	STP dimension
	United Kingdom
		

	India




	Segmentation
	Lifestyle, health awareness, ethical concerns, brand loyalty and consumption occasions
	Income diversity, family relationships, festivals, gifting occasions, age and urbanisation

	Targeting
		

	Established chocolate consumers and differentiated lifestyle segments



	Expanding middle-class consumers, families, younger consumers and occasion-based purchasers

	Positioning
	Heritage, quality, emotional enjoyment and trusted British identity
	Celebration, affection, relationships and culturally relevant indulgence


Kotler and Keller (2016), Cavusgil, Knight and Riesenberger (2020).

[bookmark: _Toc843128287]Table 5: Comparative International Marketing Mix: Selected 4Ps
	Marketing variable
	United Kingdom
	India
	
Strategic judgement


	Product
	Heritage products, innovation and increasing attention to health expectations
	Occasion-based products, gifting formats and culturally relevant variants
	Core brand consistency with selective product adaptation


	Price
	Competitive and value-based pricing in a mature market

	Wider price-pack architecture to accommodate income diversity
	Greater affordability adaptation in India

	Place
	Developed supermarket, convenience and online infrastructure
	
Combination of modern retail, e-commerce and extensive traditional retail

	Distribution must reflect institutional and infrastructural differences

	Promotion
	
Heritage, nostalgia, enjoyment and responsible brand relevance

	Celebration, relationships, gifting and culturally embedded storytelling
	
Strongest area of local adaptation



 Douglas and Wind (1987), Bartlett and Ghoshal (1989), Cavusgil, Knight and Riesenberger (2020).
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