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[bookmark: _Toc235476435]1. Introduction
International marketing involves balancing global brand consistency with local responsiveness. A good example is provided by Cadbury (now part of Mondelēz International) which can be used in this context. The British firm was founded in 1824, becoming one of the most well-known confectionery brands globally and occupying a dominant market share in India in the chocolate segment (Young Urban Project, 2025; Buildd, 2023). This report represents a comparative analysis of Cadbury's international market entry strategy and marketing mix in two countries: the United Kingdom and India.
Five goals will be achieved through conducting this study. The first goal consists in the comparison of the macro-environments of the United Kingdom and India based on the PESTLE analysis and Hofstede's cultural dimensions. The second goal is related to the critical examination of differences between Segmentation, Targeting and Positioning (STP) and seven elements of marketing mix (7Ps). The third one is focused on analysing market entry strategy in India. The fourth one concerns evaluation of ethical issues associated with the marketing mix of Cadbury, especially concerning cocoa supply chain. The fifth goal is providing evidence-based recommendations for further international marketing strategy.
The sources of information that have been used for this research are macroeconomic statistics, industry statistics, company reports, and academic literature. Among them there are International Monetary Fund (2026a; 2026b), Statista (2025; 2026a; 2026b), Mordor Intelligence (2026), Mondelēz International (2025), as well as academic sources related to cultural dimensions, macro-environment analysis, and sustainability (Hofstede, Hofstede and Minkov, 2010; Hollensen, 2020; Kraft and Kellner, 2022).
The rest of Section 1 is divided as follows. The comparative PESTLE and Hofstede analysis is represented in Section 2. STP and 7Ps are examined in Section 3. Market entry in India is analysed in Section 4. Ethical issues are evaluated in Section 5. Recommendations are presented in Section 6, whereas conclusions about the analysis are formulated in Section 7. The second part of the overall assessment is personal reflection based on Gibbs' Reflective Cycle.
[bookmark: _Toc235476436]2. Comparative Analysis of the Market Environments
Environmental scanning forms an important part of marketing strategies in the international market environment (Hollensen, 2020; Keegan and Green, 2020). The PESTLE analysis model considers various aspects of politics, economy, society, technology, the environment, and the law, while the Hofstede model provides information about socio-cultural elements that affect consumer behavior (Hofstede, Hofstede and Minkov, 2010; Shavitt and Barnes, 2020).
[bookmark: _Toc235476437]2.1 PESTEL Analysis – United Kingdom
[bookmark: _Toc235476438]Political Factors
The UK maintains its status as a stable democratic country with an experienced regulatory system of food and candy. The Brexit trade policies continue to impact the cost of importing cocoa and packaging materials; however, the political risk for domestic production is very low. The food regulation in the country is under the control of the Food Standards Agency that strictly regulates the composition and labeling of the cocoa and chocolate products (GOV.UK, 2026). Due to the political focus on the problem of childhood obesity, there are bans on the HFSS advertising targeting children.
[bookmark: _Toc235476439]Economic Factors
According to International Monetary Fund (2026a), growth in the UK will stand at around 1.0% in 2026, improving modestly from there. Inflation is somewhat under control, but it is still an issue for discretionary expenditure, such as sweets. The value of the UK chocolate market in 2025 stood at USD 12.48 billion and is expected to grow to USD 13.12 billion in 2026 and have a CAGR of 5.12% to 2031 (Mordor Intelligence, 2026). Cadbury Dairy Milk is still the dominant brand in the UK market (Statista, 2026b). Consumer sentiment and income growth are essential economic factors affecting premiumization dynamics.
[bookmark: _Toc235476440]Social Factors
The British population exhibits high levels of brand love toward Cadbury, typically associated with nostalgia and patriotism (Young Urban Project, 2025). There has been an increasing awareness regarding health, resulting in the increased consumption of dark chocolates and reduced sugar content chocolates and ethically produced products. According to a 2025 study, roughly 46 per cent of Britons like eating chocolate and candy bars (Statista, 2025). Aging and smaller family sizes are also a factor in packaging.
[bookmark: _Toc235476441]Technological Factors
Internet usage is almost universal in the United Kingdom (World Bank, 2026). E-commerce channels and digital marketing have gained increasing importance in the confectionery industry due to data analysis and personalized marketing in retail. Mondelēz has been working on its digital transformation strategy (Mondelēz International, 2025). The automation process in manufacturing and supply chain visibility is an added advantage.
[bookmark: _Toc235476442]Environmental Factors
Environment is a key issue. Consumers and regulators are expecting improvement in issues such as recycling, carbon reduction, and sustainable sourcing of cocoa. The main sustainability initiative by the parent company of Cadbury involves Cocoa Life, which the company regards as one of the key pillars of the initiative (Mondelēz International, 2025). Climate change is a threat to cocoa producing areas.
[bookmark: _Toc235476443]Legal Factors
The Cocoa and Chocolate Products Regulations stipulate minimum amounts of cocoa and milk solids along with mandatory labeling (GOV.UK, 2026). Ad standards, allergen labeling and competition law are further sources of legal regulation. The cost of compliance is high but provides an impediment for less reputable rivals.
[bookmark: _Toc235476444]2.2 PESTEL Analysis – India
[bookmark: _Toc235476445]Political Factors
The structure of the country is based on a federation, with a government adopting a favourable position concerning the inflow of FDI into the consumer goods industry. Measures promoting the development of manufacturing and formal retailing have proved useful for foreign companies involved in operations in the FMCG industry (Hollensen, 2020; Cateora et al., 2024). Despite that, there is a slight political complexity because of differences in state-level regulations. Food safety is managed by the Food Safety and Standards Authority of India (FSSAI) and has to be adhered to for future entry into the market (Doole, Lowe and Kenyon, 2025).
[bookmark: _Toc235476446]Economic Factors
Despite being relatively young, India is one of the most rapidly developing major economies in the world. IMF (2026a; 2026b) forecasts solid growth rates and predicts that India will continue outperforming many other major economies. Growing incomes of the middle class, urbanisation and increased propensity for discretionary spending led to the impressive development of the chocolate category. According to Statista (2026a), revenues in the Indian chocolate confectionery segment are substantial, and historically the largest market player is Cadbury (Mondelēz India) with the market share over 50–60 per cent (Rahul Malodia, 2025; Young Urban Project, 2025). Smaller pack sizes and affordable price points remain essential for volume growth.
[bookmark: _Toc235476447]Social Factors
Chocolate consumption in India has gone far beyond its use on special occasions to include snacking on a regular basis, especially by the young urban population. Cultural events like Diwali and festivities cause distinct seasons. Collectivism and family-based consumption play a role in brand positioning and advertisements (Hofstede, Hofstede & Minkov, 2010; Shavitt & Barnes, 2020). The taste profile is sweeter than in many Western countries.
[bookmark: _Toc235476448]Technological Factors
[bookmark: _Toc235476449]The adoption of Internet and smartphones has been fast (World Bank, 2026). Digital payment, ecommerce websites, and social media marketing have proven effective as ways of reaching out to young people. Mondelēz India has made use of digital technologies and campaigns to enhance engagement (JMSR, 2025). Nevertheless, the lack of adequate infrastructure continues to be a problem in rural regions.
Environmental Factors 
In terms of environmental policies in India, there are increasingly stringent regulations concerning single use plastics and packaging waste. Climate fluctuations are impacting agricultural inputs and logistical expenses. On the other hand, awareness about sustainability is increasing within the urban middle class populations, presenting challenges and opportunities for companies that are able to show their environmental credibility (Mondelēz International, 2025; Kraft & Kellner, 2022; Hollensen, 2020).
[bookmark: _Toc235476450]Legal Factors 
FSSAI rules and regulation cover food safety and labelling as well as product claims in India. Standards in advertising and marketing products to kids are under development. While the IP laws have been improved recently, their enforcement may be difficult in practice. Compliance with all the legal and regulatory requirements is absolutely essential (Cateora et al., 2024; Hollensen, 2020; GOV.UK, 2026).
[bookmark: _Toc235476451]2.3 Comparative Summary of PESTEL Factors
The United Kingdom provides an established and valuable but relatively stable market characterized by sophisticated consumers and regulatory standards. Growth will be steady and will be based on premiumization, health and ethics. The opportunity in India lies in volumes where growth will come from increasing incomes, urbanization and increasing penetration of chocolate, yet there is a need for adapting to pricing, pack size, distribution and communication. Political and legal aspects will be more complex in India whereas economic uncertainties and rising cost of living will affect the UK market. There are technological possibilities in both markets with different forms of consumer engagement with the help of technology.
[bookmark: _Toc235476452]2.4 Hofstede Cultural Dimensions Comparison
The Hofstede cultural dimensions model is considered to be one of the most frequently used models to determine national cultural differences which affect consumers’ behavior and the overall marketing process (Hofstede, Hofstede & Minkov, 2010; Hollensen, 2020). Comparing the UK and India, there are some significant differences which can be seen from the chart below.
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Figure 1: Hofstede Cultural Dimensions Comparison
(Source: https://www.theculturefactor.com/country-comparison-tool?countries=india%2Cunited+kingdom)
In terms of Power Distance, India (approx. 77) has significantly more Power Distance compared to the United Kingdom (approx. 35). It implies that hierarchy is accepted more in India and affects the way people communicate, the effectiveness of authority figures or celebrities, as well as expectations regarding brand status.
When it comes to Individualism, there is the largest gap between two cultures: UK (very high: approx. 89) and India (quite low: approx. 48). The culture of the UK focuses on achievements of individuals, whereas the culture of India values harmony of the community and family members (Shavitt and Barnes, 2020). Hence, advertising themes will differ accordingly - enjoying life in the UK versus celebration of the family in India.
Both UK and India have quite high Masculinity indices (approx. 66 and 56, respectively). However, each culture has different way of expressing success in achievements. Uncertainty Avoidance score is medium and quite similar in both countries (approx. 35 and 40). Long-Term Orientation is similar too (approx. 51).
Another significant gap in values is in Indulgence (high in UK - approx. 69 and quite low in India - approx. 26). Consumers of the UK are more focused on enjoyment, hence they tend to buy confectionery impulsively. On the other hand, people in India are less indulgent, so their behaviour requires more focus on message about moderation and celebration.
All the above-mentioned cultural differences have clear implications for Cadbury marketing mix: high individualism and indulgence of the UK population require personalized, emotional and premium products. On the contrary, high power distance, low individualism and indulgence in India are better served by collective, festive, family-oriented, as well as economical approach (Hofstede, Hofstede and Minkov, 2010; Young Urban Project, 2025).
[bookmark: _Toc235476453]3. Comparative Analysis of STP and International Marketing Mix (7Ps)
[bookmark: _Toc235476454]3.1 Segmentation, Targeting and Positioning
Segmentation 
Cadbury applies different segmentation bases in the United Kingdom and India to reflect local market conditions (Hollensen, 2020; Cateora et al., 2024).
	Segmentation Base
	United Kingdom
	India

	Demographic
	Age, family life-stage, income
	Age, income tiers, urban vs rural location

	Psychographic
	Health consciousness, lifestyle, nostalgia
	Aspirational values, family orientation

	Behavioural
	Occasion (everyday vs gifting), usage rate, loyalty
	Occasion (festive vs everyday), price sensitivity

	Geographic
	National with regional retail differences
	Strong urban–rural and regional differences


Targeting 
Cadbury’s target markets in the UK include family segments, individuals seeking self-indulgence, and consumers who are health conscious about dark or low sugar versions. In India, the key target market consists of the emerging middle class, youthful aspirants, and low-income value-seeking individuals accessed via small pack offerings (Young Urban Project, 2025; Rahul Malodia, 2025).
	Target Segment
	United Kingdom
	India

	Primary
	Families & young adults
	Middle class & aspirational youth

	Secondary
	Health-conscious consumers
	Lower-income consumers (small packs)

	Approach
	Selective targeting
	Differentiated + volume targeting


Positioning 
[image: ]
Figure 2: Positioning Map for Cadbury 
(Source: Self-developed)
In the UK, positioning is oriented around the emotions of warmth, consistency, and Britishness through campaigns linking the brand with happy occasions in people’s lives (Young Urban Project, 2025). In India, celebration, sharing, and access to “happy moments” especially during festivals and family gatherings is highlighted through the positioning approach of the brand (Buildd, 2023; Rahul Malodia, 2025).
A simplified map of positioning will place Cadbury in the UK towards the top left quadrant of premium and emotional-heritage positioning, while in India it will be centrally located with a combination of moderate premium and high accessibility and festival association. This can be attributed to the high individualism and disposable incomes of customers in the UK compared to those in India (Hofstede, Hofstede and Minkov, 2010; Shavitt and Barnes, 2020).
[bookmark: _Toc235476455]3.2 Product Strategy
One of the most visible contrasts is product adaptation. In the UK, Cadbury offers a diverse range of products like Dairy Milk, special bars, seasonal offerings and more healthy products. Formulations and pack size are in line with the requirements of a mature market.
In India, there has been considerable localization of the products. There have been modifications to the formulations of Dairy Milk according to local tastes (tending to be sweeter). There have been extensive introductions of inexpensive small pack formats, new flavors and expansion into other products like biscuits and cakes under the Cadbury brand umbrella. This localization enables Cadbury to enter the price sensitive market without jeopardizing the core brand equity (Young Urban Project, 2025; JMSR, 2025). Standardisation of the master brand identity coexists with tactical local product development.
[bookmark: _Toc235476456]3.3 Price Strategy
Pricing in the UK is carried out in the higher range of the absolute price band, with premiumisation providing for margin support. Pricing promotions and multipacks are used in a tactical way, but the everyday price levels continue to be quite high in relation to emerging countries.
In India, there must be a multiple pricing structure. Low-priced products (such as small bars or sachets) provide for trials by the poorer population group, while larger packs serve the richer groups. This has been an important factor in volume leadership in India (Rahul Malodia, 2025). There are several factors influencing price decisions such as currency movement, input costs, etc.
[bookmark: _Toc235476457]3.4 Place (Distribution) Strategy
The UK enjoys very sophisticated modern retailing, convenient stores, and high levels of e-commerce. The distribution process is effective and centralized among key multiples and specialty retailers.
For India, a dual approach needs to be adopted with a modern trade approach in cities complemented by a widespread traditional trade network including villages and smaller towns. This has been one of the most sustainable competitive advantages of Mondelēz India. Some recent initiatives towards production and logistics management have been taken to make it even more effective (Rahul Malodia, 2025; JMSR, 2025).
[bookmark: _Toc235476458]3.5 Promotion Strategy
The methods of promotion are culturally different. The UK advertisements include humor, sentimentality, and nostalgic story-telling techniques which are aligned with the individualistic culture (Karpinska-Krakowiak et al., 2025). The use of digital means of promotion and personalization is well-developed.
As for India, there is much emphasis on the sentimental, family, and festive themes in the advertisements. They involve the use of celebrities’ endorsement and festive campaigns. The most popular is the famous “Kuch Meetha Ho Jaye” concept and other emotional campaigns. There is much localization of the creative content but the brand message remains constant.
[bookmark: _Toc235476459]3.6 People
The “people” component of the marketing mix is very different for both countries due to differences in their retail formats. For the UK market, it requires well-developed contacts with contemporary retail buyers along with efficient category management systems that can help Cadbury obtain good shelf space and plan its business together (Hollensen, 2020; Cateora et al., 2024). For the Indian market, a large sales force is still needed to manage contacts with the extensive kirana retail format. It is especially important since the sales force ensures availability of the products, generates orders and creates loyalty among retailers (Rahul Malodia, 2025; JMSR, 2025).
[bookmark: _Toc235476460]3.7 Process 
Operational processes differ based on the market characteristics. The operational process in the UK is easier for the same reasons discussed above: the country has efficient retail infrastructure, and everything is highly integrated with technology. Operations in India are much more complicated owing to differences in infrastructure, the lengthy chain of distributions, and the requirement to cater to modern and traditional trades. Sustaining fresh products, dealing with small orders, and conducting trade promotions become very laborious (Young Urban Project, 2025; Hollensen, 2020).
[bookmark: _Toc235476461]3.8 Physical Evidence 
Physical evidence should exhibit characteristics of high quality, reliability, and brand uniformity in both the markets, but there is a difference in the extent of localization. In the United Kingdom, the emphasis on packaging design, physical presence in stores and brand experience is on heritage, luxuriousness, and good nutrition information. The visual and linguistic localization in India is much greater in scope because colors, pictures, language, and package sizes are tailored to suit consumers belonging to different categories (Buildd, 2023; Cateora et al., 2024).
Thus, as far as localization goes, Cadbury follows the traditional model of glocal strategy where the marketing mix is highly localized to complement the global brand platform (Hollensen, 2020; Cateora et al., 2024).
[bookmark: _Toc235476462]4. Market Entry Strategy in India
The company's involvement in India started from the mid-20th century, before the liberalization that took place in 1991. Cadbury was building its brand equity through local production capacities built during many years of operation in the country. The post-liberalization era saw further expansion in capacity, distribution, and marketing investment, leading to the creation of a sustainable leadership position (Buildd, 2023; Rahul Malodia, 2025).
The main approach can be described as fully owned subsidiary activities with deeply embedded local operations. Cadbury chose not to rely on the export or licensing of its products but to build local capacities for production, research of tastes of the consumers, and wide distribution network. This approach of commitment is consistent with the high level of strategic importance of the Indian market (Hollensen, 2020; Doole, Lowe and Kenyon, 2025).
Success factors were: building the brand trust early; continuous innovation in products and pack size according to the buying power of Indians; high investment in mass media and below-the-line marketing activities; and patience in developing traditional trade partnerships. The acquisition of the brand by Kraft (later Mondelēz) provided access to the additional resources while the local management had considerable freedom in implementation of marketing strategy.
Difficulties were related to the regulation issues, costs management in the price sensitive market, competition with local and international rivals, and product consistency across the large territory. The long term nature of the approach and focus on market share and brand equity rather than margins was efficient in the growing economy of emerging market. Thus, the case of Cadbury shows good example of the high involvement approach to the entry and expansion into the market.
[bookmark: _Toc235476463]5. Ethical Issues Related to Cadbury’s Marketing Mix
Ethics in international marketing goes beyond legal requirements and touches upon such aspects as supply chain management, truthfulness of communications, and social impacts (Kraft and Kellner, 2022; Mondelēz International, 2025). Regarding Cadbury's marketing activities, the key ethical issues relate to the cocoa supply chain and the truthfulness of sustainability claims employed in promotion activities.
The production of cocoa has been traditionally related to poverty, child labour, and environment destruction in the regions where it is grown. Although Cadbury does not get the major part of the cocoa in India, the international aspect of the supply chain means that ethical risks in the origin countries influence Cadbury's image both in the UK and India. The Cocoa Life project implemented by Mondelēz is aimed at improving farmers' life conditions, ending child labour and sustainable agriculture (Mondelēz International, 2025). Nevertheless, independent monitoring reveals doubts regarding the effectiveness of the measures taken (Kraft and Kellner, 2022; Esan et al., 2025).
In terms of marketing mix, ethical problems can be raised in the context of marketing communications that stress the idea of "responsibly sourced" or "sustainable" cocoa without proper evidence and certification. Consumers in the UK are aware of such issues. In India, although the awareness level in terms of such topics is lower, nevertheless it exists and any discrepancy between claims and actual situation can damage company's image. Marketing communications thus have to be supported with facts.
Among other ethical issues, marketing to children due to the problem of sugar consumption and obesity can be mentioned. Also, the environmental footprint of packaging is an ethical issue for any company. Thus, Cadbury has introduced innovations in packaging and food labelling but still has to face contradictions between business targets and environmental or public health problems. Overall, despite Cadbury's efforts to ensure ethical sourcing, the complexities of agricultural supply chains leave some ethical risks.
[bookmark: _Toc235476464]6. Recommendations
In light of the above analysis, the following strategic recommendations are proposed for the international marketing strategy of Cadbury / Mondelēz.
First, further localization of Cadbury / Mondelēz products in India while preserving the core brand equity is necessary. Innovation in terms of affordable pack types, new taste variants, festive limited editions is to be driven by consumer insights. At the same time, the use of brand guidelines is required to achieve visual and emotional consistency.
Second, the marketing capabilities of digitalization and personalization need to be developed and enhanced in both markets with special focus on personalized interaction in the UK market and the use of digital means of reaching India’s younger consumers.
Third, the credibility of sustainability claims needs to be strengthened through increased product traceability (for instance, by means of blockchain technology – Kraft and Kellner, 2022), independent certification, and reporting on Cocoa Life progress.
Fourth, more segmentation within the field of health and wellness initiatives should be considered. In the UK, there is an opportunity to offer low sugar and high cocoa products while introducing better-for-you options in India without compromising the core indulgence positioning.
Fifth, it is recommended to preserve the dual distribution channel strategy in India and at the same time to increase investment in modern trade and e-commerce channels in order to diversify the channels of distribution and build supply chain resilience.
Sixth, the concept of cultural intelligence needs to become a regular part of marketing planning process with the use of frameworks like Hofstede’s dimensions in combination with local ethnographic knowledge (Hofstede, Hofstede and Minkov, 2010; Shavitt and Barnes, 2020).
Finally, scenario planning regarding the macroeconomic situation should be conducted to enable rapid reaction from Cadbury / Mondelēz to inflation, exchange rate changes, etc.
[bookmark: _Toc235476465]7. Conclusion (Section 1)
This report has shown how Cadbury’s success in the United Kingdom and India relies on a complex combination of global brand strength and local market adaptation. It emerges from PESTLE analysis that there are different macro environments in which Cadbury operates: a mature, highly-regulated, moderate-growth UK market vs a high-growth and culturally diverse Indian market whose infrastructures differ significantly. There are major differences in terms of power distance, individualism/collectivism and other dimensions of culture.
The analysis of STP and the 7Ps has revealed that there is much localisation in relation to product, pricing, distribution, promotion and services while the brand idea of “shared happiness” is common across countries. The market entry strategy in India was high commitment one which generated sustainable competitive advantage. The ethical concerns in relation to the cocoa supply chain should be continuously addressed if marketing claims are to remain credible.
Cadbury is expected to succeed in the markets of both countries in future if it continues to make investment in cultural understanding, distribution efficiency, digital skills and verifiable sustainability. Recommendations proposed in this paper are meant to assist in this respect. The analysis proves once again the value of systematic environmental scanning, cultural intelligence and ethical reflection in international marketing (Hollensen, 2020; Cateora et al., 2024; Doole, Lowe and Kenyon, 2025).

[bookmark: _Toc235476466]8. Section 2: Reflective Account – Gibbs’ Reflective Cycle
This section presents a personal reflection on the process of researching, analysing and preparing the preceding report. Gibbs’ Reflective Cycle is used to structure the reflection under the six stages of Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan.
8.1 Description
The assessment called for an exhaustive comparison of Cadbury in the UK and India. The report would include PESTLE analysis, Hofstede’s cultural dimensions, Segmentation, Targeting and Positioning, the complete International Marketing Mix (7Ps), market entry strategy in one of the two countries, ethical considerations regarding the marketing mix, and specific recommendations. In addition, there was the need for a reflective essay of about 1,000 words.
I first selected Cadbury as the brand and the United Kingdom and India as the two countries. Such choice ensured stark contrast between the two countries in terms of culture, economic development, and market maturity while guaranteeing availability of adequate secondary information. Information collection from academic journals, industry reports, corporate documents, and statistical databases followed. Some of the useful resources were the macroeconomic data provided by the International Monetary Fund and the World Bank, the market statistics on Statista and Mordor Intelligence, sustainability reports published by Mondelēz International, and scholarly articles on culture, macro-environmental analysis, and ethics of the supply chain. The next step involved organizing the collected information based on the requirements of the assessment task, writing each section, including in-text citations from the approved reference list.
8.2 Feelings
From the outset, I found myself feeling inspired but also somewhat intimidated. With the aim of writing 5,000 words and drawing upon such a variety of frameworks, there certainly seemed to be a certain amount of pressure. The choice of Cadbury and the comparison of the UK and India soon raised my spirits as the differences in culture and economics were evident and the wealth of information provided some encouragement.
In the period during which I collected data, frustration would often arise. Detailed recent case studies from academia which examined Cadbury’s marketing mix in both the countries were hard to find. It meant I had to combine theories from the general literature with industry and firm-based researches. Sometimes, I was afraid that the analysis could turn out to be too descriptive. Nevertheless, there were also those moments of joy when certain connections became apparent, like the relationship between the collectivism value system and festival-related promotions in India or the difference in the pricing strategy of the two markets.
8.3 Evaluation
There were several positive aspects of the writing process. Firstly, the implementation of the systematic approach and the use of theoretical frameworks (PESTLE analysis, the use of Hofstede’s dimensions and the 7Ps) helped organize the paper effectively. Secondly, the inclusion of statistical information helped make the arguments more convincing. Finally, avoiding a descriptive tone was one of the relatively positive aspects of the work.
The negative sides of the research include excessive source collecting at the beginning, which slowed down the work in the initial period. Additionally, I faced some trouble while searching for peer-reviewed sources which contained a direct comparison of Cadbury’s strategies in these two markets. The time management can be considered appropriate but could be more effective during the period of the first draft, when I needed some additional time to revise paragraphs.
8.4 Analysis
The significance of the integration of theoretical models and modern empirical evidence became clear. It is possible to see how useful Hofstede's cultural dimensions became when applied to the marketing-mix choices. The differences in individualism and indulgence indices between the United Kingdom and India help to clarify the choice of promotion and positioning. These results confirm the hypotheses made by Shavitt and Barnes (2020) and Hofstede, Hofstede and Minkov (2010) about the impact of culture on consumer journey.
Due to the absence of recent pure academic case studies dedicated to Cadbury, it became necessary to use more reports of practitioners. At first, it seemed like an obstacle, but it improved my skills in the assessment of the credibility of the sources – a critical skill for the postgraduate study.
The experience showed me that it is necessary to understand the complex nature of the ethical problem of global supply chains. Marketing promises concerning sustainable cocoa should not be taken into consideration independently from the problems of poverty and labour practices in origin countries. In other words, it is essential to understand the necessity to critically assess corporate sustainability messages rather than to accept them at face value (Kraft and Kellner, 2022). The work with word limitations also became an exercise in prioritising.
8.5 Conclusion
From this assessment, I have understood that an exhaustive international marketing analysis involves both breadth and depth. The breadth can be obtained by doing systematic macro-environmental analysis by using PESTLE and other techniques. Depth can be gained through cultural understanding, ethical considerations, and theory-practice linkage. It is crucial to select credible sources and practice proper citation.
My competence in bringing together different sources and writing a critical report has improved. I have also realized the practical aspect of glocalization that a multinational organization like Cadbury has to deal with, which involves being a global organization and at the same time accommodating cultural, economic, and infrastructural diversity of various locations.
Some of the limitations I had during the process include not having a clear idea about the time it would take me to revise the work and paying less attention to company reports and more to secondary information sources.
8.6 Action Plan
Five areas of improvement that I am going to incorporate into future assignments and professional activities are as follows. First, I am going to develop a comprehensive source matrix before the beginning of any major assignment that shows all sources of academic, business, and company information related to each required section. Secondly, I will plan for specific time allocation to critical evaluation separate from description, so that I will be able to focus on analysis. Thirdly, where possible, I will try to conduct triangulation of secondary information with primary information. Fourthly, I will continue to increase my cultural intelligence by using different cultural dimensions framework like Hofstede’s framework to analyze modern brands. And lastly, I will keep a reflective journal while doing any big assignment so that the process of learning will take place right away.
These measures are expected to improve both my analytical skills and efficiency as an independent learner and future marketing practitioner. Undertaking this assessment has increased my knowledge of the principles of international marketing as well as improved my critical and reflective skills – all of which have been the objectives of this module.
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