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[bookmark: _Toc237513965]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _Toc237513966]Introduction
Cadbury is one of the biggest candy manufacturing companies in the world, even though it was founded in Birmingham, UK in 1824 (Cadbury, 2026). Cadbury is a part of the Mondelēz International group which makes a variety of products including Dairy Milk, Wispa, Flake, and Creme Egg. Cadbury has built a great reputation internationally for product innovation, brand recognition and has successfully established itself in numerous markets worldwide, including the USA. International marketing is of great importance to any organisation which is intending to expand its activities outside its national limits. International marketing activities can help companies grow their business in terms of new customers, market share, brand awareness and profitability. But there are several things that the organisations should have in mind before entering international markets. In order to achieve long-term success, marketing practices should be adapted to local markets.
This report is a comparative analysis of Cadbury's home market in the United Kingdom and their operations in the United States, to evaluate Cadbury's strategy for entering the international market and marketing mix. The study examines the strategies Cadbury has adopted to overcome the competitive challenges and succeeded in the US market, and then critically analyses    the factors that affect Cadbury's international marketing decision.
The main objectives of this report are to:
· Provide an overview of Cadbury and its international business operations.
· Compare the UK and U.S. markets using relevant international marketing frameworks.
· Evaluate Cadbury's STP strategy and 7Ps marketing mix in both countries.
· Assess Cadbury's market entry strategy into the United States.
· Recommend strategies to strengthen Cadbury's future international marketing performance.
The report begins with a comparative market analysis of the UK and the USA, followed by an evaluation of Cadbury's STP strategy, marketing mix, market entry strategy, ethical considerations, recommendations, and a concluding summary of the key findings.
[bookmark: _Toc237513967]Comparative Market Analysis of the UK and USA 
[bookmark: _Toc237513968]PESTEL Analysis
PESTLE Analysis is a technique used to analyse the components of the macroenvironment that impact the functioning of businesses and their international marketing choices. This analysis takes into account elements that could affect the firm's performance including politics, economics, society, technology, environment and legal aspects (Bou Hatoum, et al., 2023). If Cadbury, then comparing the strengths and weaknesses within the US and UK would be helpful.
	Factor
	United Kingdom
	United States
	Impact on Cadbury

	Political
	Stable post-Brexit policies
	Stable but changing trade policies
	Influences investment and supply chain

	Economic
	High-income, mature market
	Large economy, strong competition
	Growth opportunities and steady demand

	Social
	Demand for healthier products
	Preference for premium chocolate
	Requires product innovation

	Technological
	Advanced digital and e-commerce
	Strong AI and online retail
	Enhances marketing and sales

	Environmental
	Strict sustainability regulations
	Growing focus on eco-friendly practices
	Encourages sustainable sourcing and packaging

	Legal
	Strong food safety laws
	Strict FDA and labelling regulations
	Ensures compliance and consumer trust


Political Factors: Politically stable and transparent regulations make the United Kingdom one of the good places to do business with well-instituted business environment. Despite Brexit, the UK is still a wonderful place for Cadbury's international business. There are policies being implemented by the government that are associated with food safety and sustainable practices and hence the standards are very high in the country (Lingham, et al., 2025). Political stability in the United States makes it a good place for international business, but trade policies may change and affect import prices.
Economic Factors: The demand for candy is fairly stable in the UK as it is an advanced economy and the cost of living and inflation are impacting people, so they are price sensitive, but not too much. Despite the rise in prices due to inflation and the cost of living, people are still buying high-quality chocolates. It is mentioned by García and Sposi (2025) that the United States is one of the most crucial international markets for the company due to its high purchasing power and growth opportunities in the American market. Cadbury is facing very stiff competition, though, from other firms such as Hershey, Mars and Lindt.
Social Factors: There are changing trends in consumer behaviour in both countries towards adopting healthy lifestyles and sustainable consumption patterns. With consumers becoming more health conscious, they seek sugar-free and ethically sourced products, as stated by Kininmonth, et al. (2025). Furthermore, the number of chocolate sales in the United States is greatly influenced by seasonal events, such as Halloween, Easter and Christmas. Thus, Cadbury needs to continue adapting to changing consumer behaviour through altering its product mix and promotions.
Technological Factors: The UK and USA confectionery industry has undergone significant changes due to technological developments. The UK has cutting-edge manufacturing technologies, digital marketing skill and established e-commerce platforms which help to boost manufacturing efficiency and customer engagement. The United States has also developed extremely evolved online retail systems, data analytics and artificial intelligence, as well as digital infrastructure. According to Rosário and Dias, (2023), digital technologies enable businesses to personalize their marketing strategies, improve customer relationships, and boost overall productivity.
Environmental Factors: Corporate environmental sustainability is an important issue for companies in both countries. The UK government has been very strict on emissions of carbon, recycling and packaging wastes, ensuring that their businesses stay sustainable. Through the "Cocoa Life" initiative, Cadbury is aiming at sustainable cocoa sourcing, livelihood of the farmers and reduction of environmental impact due to cocoa. These activities contribute to a good corporate brand for the company.
There are a number of legal constraints on Cadbury in the UK and the USA. Food safety regulations, advertising and consumer protection are very strict in the UK. On the other hand, in the US, the FDA ensures that there are strict food safety and nutritional information regulations. All companies should comply with the national laws and regulations, as outlined by Zaman, et al., (2026), in order to preserve their reputation and gain market access in the international arena.
[bookmark: _Toc237513969]Hofstede Cultural Analysis
Hofstede's Cultural Dimensions Theory is one of the leading theories for the comparison of national cultures and analysis of the effect of the culture on consumer behavior and international business. This theory suggests that the process of communication, buying, managing and marketing are influenced by six cultural dimensions. Cadbury's decision to use the same marketing strategy in both countries is due to the cultural elements of the UK and USA.
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Figure 1: Hofstede Cultural Comparison
(Source: The Culture Factor Group, 2026)
Power Distance: Power Distance is the degree to which inequalities in power distribution in a society are tolerated by the individuals. The UK has a score of 35, the USA has a score of 40. This demonstrates that the cultures of both countries are low power distance, which values equality, communication and approachability (The Culture Factor Group, 2026). Cadbury means that the marketing should be caring, family-centric, emotional and not authoritative.
Individualism: The UK has scored higher on individualism with a score of 76, compared to that of the US which is 60. Individualism and independence are valued in both cultures; however, the UK is a little more individualistic than the United States. Consequently, the Cadbury Company should concentrate on self-reward, personal enjoyment and customized products using promotion campaigns.
Motivation towards Achievement and Success (Masculinity): Both countries consumers value achievement and success. In fact, the UK has scored 66 and the USA 62 in terms of masculinity index. This means that Cadbury must continue to market its products as premium through unique flavourings, eye-catching packages and limited-edition brands.
Uncertainty Avoidance: The uncertainty avoidance of the USA is (46), whereas that of the UK is (35). This indicates that the USA's consumers want some level of assurance with the product. Therefore Cadbury must explicitly state what their products are rich in, what ingredients they include and their sustainability in the USA.
Long-Term Orientation: The UK scores 60, the USA scores 50. Hence, the British consumers are interested in sustainability and value for money. In contrast, American consumers have a greater awareness about the convenience and seasonality (McKinsey & Company, 2026). So, Cadbury needs to adjust its marketing communications.
Indulgence: United Kingdom value indulgence with a score of 69, while consumers in the United States scores 68, which shows that the consumers in the United Kingdom and the United States place high values on indulgence, enjoyment, leisure and a pleasure-oriented lifestyle. Emotional brand is a major factor in the purchasing behaviour of hedonic product. Thus Cadbury should proceed with the campaign based on happiness, celebration and sharing to create customer loyalty in both markets.
[bookmark: _Toc237513970]Marketing Implications
According to the Hofstede theory, there are numerous cultural similarities between the UK and US cultures, therefore, the company is able to use the same international marketing approach. Generosity, happiness, quality and togetherness are key attributes for the Company and equally valued by both Americans and Brits. However, slight changes in the approach may be necessary due to cultural peculiarities that vary slightly from one to another. For instance, American consumers need more information about the product and react positively to those advertising campaigns that emphasise the convenience and innovation of the product and seasonal purchasing (Wichmann, et al., 2022). British consumers meanwhile, are very concerned about sustainability measures and corporate social responsibility. So Cadbury is able to use the same brand in all countries of the world but promotional communication, package and product range have to be adapted to consumer needs.
[bookmark: _Toc237513971]Critical Comparison
The cultural differences between the UK and the USA are not very different in comparison to other global markets. The resemblance of culture suggests that not much needs to be changed in the product and Cadbury can also benefit from economies of scale by keeping the same image of the brand internationally. However, the U.S. market is very competitive regarding offering confectionery products to the consumers (Brown, et al., 2020). Hence, Cadbury must continue to innovate, go the extra mile in marketing, continue to create value added products and make efforts to be environmentally responsible.


[bookmark: _Toc237513972]Comparative STP and Marketing Mix Analysis
[bookmark: _Toc237513973]STP Analysis
Segmentation: Cadbury segments its market in the UK and US using demographic, geographic, psychographic and behavioural segmentation, depending on the market.
Demographic Segmentation: Cadbury's segments are based on the type of consumers it serves, such as children, families, young people and gift-buyers in the UK and the USA (Brown, et al., 2020). It offers a variety of chocolates to a range of age groups and income levels, helping it to maintain a wide range of customer bases in both markets.
Geographic Segmentation: Cadbury's products are sold in both markets, both in grocery stores and in convenience stores, and via the Internet. However, due to the larger geographic market of the USA, there is a need for broader distribution at large retailers such as Walmart and Target.
Psychographic Segmentation: British consumers have been found to be more interested in sustainable and ethical sourcing of chocolates than Americans who are worried about the premium, convenience and diversity of chocolate.
Behavioural Segmentation: Cadbury's chocolate products are often bought by the British consumer as a treat or a gift for everyday use. Besides, during certain seasons of the year like Halloween, Easter, Christmas and Valentine's Day, the American consumers' consumption of chocolates goes up, which is an essential element in the marketing strategy of Cadbury.
Targeting: A differentiated targeting strategy is being used by Cadbury in both markets. The company aims to focus on loyal customers, families and younger men and women who believe that the brand embodies quality and tradition in the UK. The Cadbury appeal in the USA is in a more diverse market and encompasses premium chocolate consumers, international product consumers, and consumers during seasons. Cadbury's target market for the USA is the extremely competitive confectionery market, which includes consumers of unique British chocolate and large confectionery companies like Hershey and Mars (Brown, et al., 2020).
Positioning: The company sees itself as a luxury chocolate brand that provides pleasure, emotional satisfaction and quality to the customer. The brand takes pride in its heritage, family history and generosity in the UK, with marketing strategies that focus on sharing. In the USA, Cadbury's marketing is based on a notion that it is a unique British chocolate brand and a unique tasting chocolate. Rua and Santos (2022) state that positioning can give the brand a specific competitive advantage when it makes the brand stand out from other brands. The agency has the same look and feel worldwide, but translates marketing messages to suit local consumer tastes. UK has good brand loyalty and the US market needs to be differentiated and promoted.
[bookmark: _Toc237513974]Comparative International Marketing Mix (7Ps)
Cadbury is a diverse brand in the UK and US, offering a wide variety of products throughout the festive season, such as Dairy Milk, Flake, Wispa and gift products. The UK market offers a wider choice of products as Cadbury is the country where they are native; whereas the US market has been adapted to the preferences and licensing requirements of US consumers. Packaging has also been tailored to meet the legal requirements of various countries, such as the UK products highlighting sustainability, and the US products featuring comprehensive nutritional information. Cadbury also launches new flavors and low sugar products as per the evolving consumer needs.
Price: The pricing policy of Cadbury in both the United States and United Kingdom is based on competitive pricing where there is a provision of premium quality chocolate at low prices. Cadbury has kept the price low in the UK to retain customers. Cadbury is an imported high-quality brand in the United States that is marketed against the brands from Hershey and Mars. The chocolate confectionary market in the U.S. was worth 24 billion US dollars in 2025 with cutthroat competition on the basis of price (Statista Research Department, 2026).
Place: Cadbury has established an extensive distribution network in the UK and the USA in order to make sure its products are widely available. Products sold in large supermarkets like Tesco and Sainsbury's, convenience stores and online stores in the United Kingdom (Urquhart, et al., 2022). Cadbury can be found in retail giants like Walmart, Target and Amazon in the USA. The development of online sales channels has enhanced the availability of products in both countries.
Promotion: Cadbury implements its promotional campaigns through an integrated campaign in both the UK and the USA, involving television ads, digital promotion, social media, sale promotions, partnerships with celebrities, and seasonal campaigns. The company uses emotional story campaigns like ‘There's a Glass and a Half in Everyone’ (Green, 2022). Social media sites, such as Instagram, Facebook, and TikTok, increase consumer engagement, whereas discounts and festive promotions improve seasonal sales. Cadbury is dedicated to continuing its digital promotion initiatives.
People: The people strategy of Cadbury is designed to provide better customer service on the shop floor, retail staff and brand ambassadors in the United Kingdom and the United States. It trains its employees to guarantee that the level of product knowledge and the experience that customers receive is uniform. Moreover, the role of the brand ambassadors and collaborations with influencers are employed to build consumer trust and raise awareness of brands, particularly through digital channels (Diao, et al., 2025). The organization has a talent pool of people from all over the world, which is part of their talent acquisition effort in developing a knowledgeable workforce that will lead to enhanced customer experience and even building customer loyalty.
Process: Cadbury has created effective processes to enhance ordering, distribution and customer experience in the UK and US. Integrated distribution networks ensure products are available in supermarkets, convenience stores and online retailers at the right time. Online shopping is convenient with Cadbury products available on e-commerce websites such as Amazon and supermarket websites. On the international market, investments in digital technology and supply chain efficiency have ensured good product availability and overall customer experience.
Physical Evidence: The physical evidence of Cadbury will be the creation of a brand image, uniform in both markets. This includes the use of distinctively colored packages, appealing retail displays and the logo, which all aid in enhancing the brand image and quality of the products. Along with that Cadbury also guarantees that they have user friendly websites where they provide information regarding their products and also make it easy for people to buy the products online. Products are well displayed in supermarkets and convenience stores, helping to be seen and drive impulse purchases (Theocharis and Tsekouropoulos, 2025).

[bookmark: _Toc237513975]Market Entry Strategy in the United States
Cadbury has now expanded into the U.S. to boost their global footprint and gain some ground in one of the world's toughest and most competitive candy markets. Instead of constructing the manufacturing and distribution facilities itself, Cadbury chose to adopt a licensing strategy to license The Hershey Company to manufacture, distribute and market the Cadbury brand in the U.S. The strategy benefited Cadbury by enabling it to leverage the existing production capacity, distribution system and relationship with retail stores of the Hershey Company. It is generally seen as an effective international business expansion strategy since it enables companies to expand into international markets without much capital investment (Martín, et al., 2022).
Licensing is one of the major drivers of Cadbury’s growth in the U.S. market due to the increased accessibility to the market and minimized operating risks. The already established supply chain of Hershey allows it to be available to consumers and establishes its brand visibility since Cadbury products are sold in the supermarket, the chain of convenience stores and e-retailing chains. The advantage of licensing also is that it allows the company to concentrate on brand building and product development, as the licensees are responsible for production and logistics. According to the international marketing literature, licensing is a good choice for organizations that try to enter foreign markets without the need to spend substantial resources to develop a fully-fledged operation (Samiee, et al., 2021).
However, the use of licensing strategy still faces certain problems. First of all, Cadbury has no control on production, product formulation, pricing and promotion – all these are under the control of Hershey. The products in the UK and US differ in many ways, which could influence the consistency of the products among customers. On the global marketing and brand positioning front, this may be tough for Cadbury to be flexible with. It is crucial to have consistent branding for gaining competitive advantage (Monfort, et al., 2025). Overall Cadbury's licensing approach could work better if they could do more in collaboration with Hershey to get on to the market.

 

[bookmark: _Toc237513976]Ethical Issues
One key ethical problem that relates to the marketing mix of Cadbury in the United States is that of the marketing of highly sugary chocolate products especially those marketed to children. Seasonal promotions, packaging, and online marketing could be an opportunity for children to eat too much chocolate and develop unhealthy eating habits, which could result in childhood obesity. As per CDC (2026), around 19.7% of the children in the United States suffer from obesity.
Cadbury, in turn, has implemented a number of changes including providing smaller portion sizes, nutritional labelling and greater availability of reduced sugar products. It is also encouraging sustainable and responsible sourcing of its products, as part of a Cocoa Life programme, created by Mondelez International (Cocoa Life, 2026). These are all of Cadbury's efforts to balance business goals with ethical responsibilities. However, stakeholders, such as parent associations, health organisations, and regulators have called for the company to do more in the areas of reducing sugar in products and responsible advertising. Cadbury should be careful not to target children, provide healthier options and educate consumers about being mindful of balanced consumption. This will help to build consumer trust, a good corporate image, and a sustainable company in the U.S. confectionery market through ethical issues that will be addressed.

[bookmark: _Toc237513977]Recommendations 
Offering Healthier Chocolate Products: Cadbury needs to offer more healthy chocolate products in response to the rising trend of consumption of healthy confectioneries in both the UK and the USA. Customer awareness of health care and the raising concern about high sugar consumption are driving the purchase of reduced sugar content, portion controlled and functional chocolates (Azhar Hilmy, et al., 2024). Cadbury will be able to meet the changing requirements of the customers with providing healthier products without compromising the quality of the product as per the customers' expectation from the brand. 
Improving Digital Marketing: To improve its digital marketing strategy, Cadbury needs to focus on offering personalization in its digital ads, influencer partnerships, and social media campaigns on various social media platforms like TikTok, Instagram, and YouTube. With consumers discovering brands through digital media and increasing their engagements with the business through these media, companies are now increasingly investing in digital marketing strategies. Cadbury can benefit from increased engagement with younger audiences, better brand awareness, online sales and brand loyalty through its offering of personalisation content and working with relevant influencers. This will help Cadbury to remain competitive in the confectionery industry in the changing consumer habits.
Enhance Sustainable Sourcing: Cadbury needs to develop sustainable sourcing strategies that involve improving the Cocoa Life program and using recyclable packaging that is environmentally friendly. The expectations of consumers and regulation have increased for ethical and environmental business practices and sustainability has become relevant as a criterion in buying and reputation (Bag, et al., 2024). Therefore, developing sustainable sourcing strategies for Cadbury can enhance the company’s brand reputation.
Product Localization Improvement: Cadbury should focus on product localization improvement, create seasonal products for the U.S. consumers and maintain the global positioning. The preferences of consumers vary internationally for products such as flavor, packaging and purchasing methods, among other factors, which is why product adaptation is necessary for multinational companies (Piracci et al., 2023).
Improved Omnichannel Retailing: The firm should adopt a strategy for omnichannel retailing where partnerships between supermarkets, online sellers and quick commerce sellers should be enhanced together with improved digital experience for the customers. In the era when customers are now expecting a seamless retail shopping experience across both online and offline platforms, omnichannel retailing is gaining momentum among the business organizations (Asante, et al., 2024). This will enable Cadbury to put more products into the market, make it more easily available online and extend its consumer reach.

 


[bookmark: _Toc237513978]Conclusion
This research project evaluated the Cadbury International marketing strategy by comparative analysis of the United Kingdom and the United States as the international markets. The result indicated that both countries offer a conducive environment for doing business through their stable economy, use of technology and good demand of consumers for candy. However, various aspects of the market size, level of competition, consumer behaviour and regulatory environment warrant different international marketing strategies.
STP analysis and 7Ps marketing mix analysis indicated that Cadbury Company manages to maintain its global brand while at the same time making adjustments in its product, price, promotion and place to fit the demands of the local market. Moreover, it was noted that the company's licensing policy to Hershey allows it to become present in the U.S. market with few investments and at the same time creates issues of product standardization and brand management. During this research ethical issues such as the marketing of sugar products also arose. Overall Cadbury has been very successful in having acquired a strong competitive position with international marketing in both markets. The company's ability to further innovate healthy products, digital marketing, sustainable sourcing, product localisation and omnichannel marketing will further improve its global competitiveness. Balancing global standardization with local customization will help Cadbury in achieving sustainable growth.


[bookmark: _Toc237513979]Section 2: Reflective Account
This reflective process follows Gibbs' Reflective Cycle (1988) that provides a structured approach to reflecting on learning experiences. Six steps are used to allow reflection in the cycle: description, feelings, evaluation, analysis, conclusion and action plan. In doing so, I will be able to look back at my learning process on completing the Cadbury international marketing assignment, discuss what I learned and what challenges I encountered, and describe how my experience will help me better prepare for my next performance.
[bookmark: _Toc237513980]Description
For this assignment I have undertaken a marketing analysis of Cadbury's international business activities by analysing the UK and USA. My analysis has been done based on the data from the books in academia, articles published in journals, company reports and governmental websites. I used a range of marketing tools for the analysis of Cadbury's business practice including PESTLE, Hofstede's Cultural Dimensions, STP and the 7P's Marketing Mix. In addition, I also analysed the market entry strategies of Cadbury into the USA, addressed one ethical problem and came up with various suggestions on how to improve in the future.
[bookmark: _Toc237513981]Feelings
At the beginning of this assignment, I was excited but at the same time, I also felt overwhelmed and confused because I had to critically evaluate the different theories of international marketing and use them in an existing company. As I continued in my research, my understanding of Cadbury's marketing tactics and the similarities and differences between the UK and U.S. markets further increased. It was exciting for me to look into various academic resources on how cultural, economic and environmental issues impact marketing decisions. I found it difficult to find good information and academic resources sometimes, however doing each section boosted my confidence.
[bookmark: _Toc237513982]Evaluation
The assignment turned out to be a fruitful and rewarding one. The first good thing about the assignment is that I have found out how to correlate theories and concepts of international marketing to a multinational company. Specifically, I was able to use PESTLE analysis and Hofstede's Cultural Dimensions to compare the operations of Cadbury in two different countries, namely the UK and the USA, in addition to using the STP market segmentation and 7Ps marketing mix. Besides, as I had the chance to organize my arguments in the paper and back them with the assistance of books, journal articles, firm's reports and government sources, I have been a better academic writer. While working on assignment I got more and more used to analysing marketing strategies.
However, some problems arose when doing the task. Namely, finding recent, credible academic sources, which compared both countries was a challenging task. Also, I had to select the appropriate sources when assessing them. One more challenge was critical analysis of the results rather than description. To achieve balance in this comparative study of the UK and the USA was challenging for me, as was ensuring that sections are not too long. Even though these difficulties have occurred, I have managed to improve my time management skills, critical thinking abilities, and research skills. 
[bookmark: _Toc237513983]Analysis
This assignment has allowed me to acquire certain skills which would be beneficial both in academic environment and at work. Firstly, I got better at researching! I now know how to search for information in academic books, peer reviewed journals, reports and other sources. Furthermore, I have been able to evaluate different sources, and select the correct data for my work. Therefore, during this assignment I have learned the significance of providing credible resources while composing an academic paper.
My critical thinking is another skill that I have enhanced a lot in the process of completing this assignment. Rather than describe the marketing strategies Cadbury uses in their worldwide operations, I was taught to identify similarities, differences, advantages and limitations between the UK and the USA. I gained the ability to think critically about information provided and make conclusions based on evidence through the use of the marketing concepts, such as PESTLE analysis, Hofstede's Cultural Dimensions, STP analysis, and 7P's marketing mix. It was a great learning for me that international marketing is balancing standardization and adaptation. For this assignment, I learned about the different factors that influence business decisions, such as political, economic, social, cultural and legal factors. It was also emphasised the need for a greater focus on choosing the right strategies to enter the market and adapting marketing activities based on the local needs of the customers. Generally speaking, this exercise helped me improve my analytical, research and writing abilities. This will be very useful to me in the future, I'm sure.
[bookmark: _Toc237513984]Conclusion
This assignment has proved to be a learning experience as it helped me understand more about international marketing and its application. I came to know that any international business needs to be very careful about analysing the external environment, cultural difference, and the behaviour of the consumers before beginning to operate in the foreign market. This assignment helped me understand the concept of STP and 7Ps Marketing Mix and how businesses apply them to deliver the needs of various countries. Moreover, I had to realize that choosing entry mode of the market and considering ethical aspects of international business was crucial for me too. Furthermore, I got a chance to further practice my research skills, my critical thinking skills as well as my academic writing skills in this assignment. In total, I gained more confidence in the application of marketing concepts in reality and I believe I will be able to apply knowledge and skills I gained through this assignment in the future.
[bookmark: _Toc237513985]Action Plan
I have goals to improve my research skills, thinking skills, and management of my time to be a better researcher for future academic endeavours. First, I have to start doing homework in advance and assign sufficient time to complete in-depth research and select appropriate academic resources to critically analyse them before citing them in my assignments. Also, I want to develop some skills as a critic, instead of descriptive pieces, by studying a number of positions. However, in order to improve my academic writing, it is necessary to learn about Harvard referencing, proofreading and to receive some feedback from tutors and fellow students. Lastly, I should read more academic journals, industry reports and cases on international businesses to enhance my knowledge about international marketing. For organizing and planning I have to plan out each and every step in my assignment. This action plan will enable me to produce improved academic work, which will be better researched and critically analysed.
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