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[bookmark: _Toc233227001]Introduction
Cadbury was created in 1824 in Birmingham, England, by John Cadbury and is considered one of the world's best-known chocolate brands. Cadbury began its career as a Quaker enterprise, manufacturing cocoa and drinking chocolate, but eventually developed into a world leader (Bovill, 2024). It now runs under Mondelēz International, which generated global net revenues of USD 38.5 billion in 2025, with Cadbury Dairy Milk and its products playing a major part in its chocolate business (Mondelēz International, Inc., 2025). Its iconic chocolate products, such as Dairy Milk, are still regarded as a part of local culture in some territories, and the company sells in more than 150 countries (Fernandes, Chaudhuri and Vidyasagar, 2020).
[image: Cadbury - Cadbury Chocolate Logo, HD Png Download , Transparent Png Image -  PNGitem]
Figure: Cadbury (Mondelēz International, Inc., 2025)
This report examines Cadbury's international marketing strategies in its home country, the United Kingdom, and in one of its target markets, India. The choice of these two countries facilitates an interesting comparison of a developed Western market with a dynamic Asian emerging market, where matters of standardisation versus adaptation in international marketing are highlighted. The report is divided into various parts. PESTLE and Hofstede’s cultural analysis of the UK and India are provided in the following section. Furthermore, it will look at STP strategies and compare the 7Ps marketing mix. Continuously, the strategy adopted by Cadbury for the market entrance in India will be analysed, and the moral issues in Cadbury's case will be evaluated, and the recommendations will also be developed. Finally, it will reflect on it in terms of Gibbs' Reflective Cycle.


[bookmark: _Toc233227002]Comparative Market Analysis
This section will compare the macro-environments of the UK and India with the use of the PESTEL analysis, followed by Hofstede's six cultural dimensions analysis. Such analyses are essential to understanding Cadbury's approach to strategies in the mature and emerging markets.
[bookmark: _Toc233227003]PESTEL Analysis
Political Factors
The UK has a stable parliamentary democracy with Post-Brexit issues such as trade barriers with the EU, and new measures are being established regarding taxes and regulations (Chu and Kovacevic, 2025). While business continuity is facilitated by political stability, changes in the government's objectives, such as labour law, can impact business. 
India, by contrast, can be described by the presence of a Coalition Government and the strong push being made on economic liberalisation in the process of “Made in India” and PLI schemes (Grant Thornton Bharat, 2025). India has policies conducive to development and growth, but the difficulty lies in the bureaucracy and the occasional lack of predictability in the attitude of some regulations (Reuters, 2023). Both markets are open to foreign investment. However, the Indian government has been proactively supporting FMCG, hence Cadbury has been quick to invest in the Indian market.
Economic Factors
UK is developed and has a moderate growth rate, 0.8 to 1.4% in 2026, inflation in the range of 2.3 to 3.2%, and high purchasing power of the consumers (BBC, 2025). The chocolate market in the UK is at a mature stage, generating approximately USD 12.5 billion in revenue by 2025, while the industry is projected to witness some minor growth in the years to come (IBISWorld, 2025). 
[image: UK Chocolate Market Projected to Grow at XX CAGR: Insights and Forecasts  2025-2033]
Figure: UK Chocolate market growth (Marketreportanalytics.com, 2026)
India is an emerging economy, showcasing impressive growth of 6.5% expected over FY 2026, underpinned by rising middle-class incomes, urbanisation, and growing discretionary spending (Pib.gov.in, 2026). The chocolate market is also in India, albeit smaller at USD 3 billion, with low per capita chocolate consumption, which presents tremendous upside potential in the market with a CAGR of 7% (IMARC, 2019). Cadbury functions in India, also with further advantages, such as currency stability, control of inflation and inflows of foreign direct investment.
Social Factors
UK consumers are health-oriented with increasing demand for high-quality, low-sugar, and ethical chocolate, due to the ageing population and the changing preference for healthy eating. The older consumer population, coupled with the trend of healthy eating, have led to the rise in the demand for premium chocolates, low-sugar chocolates, and ethical chocolates in the UK market (Innovamarketinsights.com, 2026). 
Chocolate sales come under indulgence and festive food basket categories, are fuelled by the affordability of the premium product, and due to India's young age, the rising urbanisation and the cultural habits of gift giving (Chawla and Sondhi, 2016). Social change in India that introduced Western snacks has facilitated Cadbury's efforts to make products in India more appealing and reduce per capita consumption by introducing smaller packages and sweet versions.
Technological Factors
The UK is well-equipped for advanced food tech innovations and e-commerce penetration, driven by its high level of innovation, digital infrastructure and digital consumption (Tranos, Kitsos and Ortega-Argilés, 2020). Cadbury has a highly effective use of data analytics & online sales channels.
India is seeing rapid digitalisation, supporting direct-to-consumer models and an efficient supply chain. The digital divide between urban and rural regions, however, is a challenge. The use of technology in cold-chain logistics becomes crucial, especially in India's hotter climates and influences Cadbury operations (Syed, Agrawal and Murtaza, 2025).
Environmental Factors
There are very strict targets for the UK to reach net zero, and there is consumer demand around ethical sourcing, such as the cocoa traceability issue. (Begum et al., 2025) 
India is facing challenges due to climate change impacts on agriculture and scarcity of water, while simultaneously expanding the renewable energy and green policies field (Prajapati et al., 2025). Cadbury's commitments to sustainability commitments need to be more focused on deforestation and farmer livelihoods within India.
Legal Factors
Compliance with consumer protection, advertising standards and compliance with the post-Brexit regulations is strong (Gilani, Ullah and Qureshi, 2023). A Legal framework introduces the Food Safety and Standards Act, advertising guidelines, and updated FDI norms in India (Yadav, 2024). While there may be key differences between intellectual property protection and labour laws, Cadbury's compliance strategies must be adapted accordingly.
[bookmark: _Toc233227004]Hofstede Analysis
This section proposes a comparative analysis of Hofstede's Cultural Dimensions. This section offers an analysis and comparison of Hofstede's Cultural Dimensions.
	Dimension
	UK Score
	India Score
	Implications for Cadbury

	Power Distance (PDI)
	35
	77
	UK: Egalitarian, less deference to authority. India: Hierarchical; respect for established brands like Cadbury.

	Individualism (IDV)
	89
	48
	UK: Individual choice & self-indulgence. India: Collectivist – family/gifting focus.

	Masculinity (MAS)
	66
	56
	Both competitive; UK slightly more success-driven.

	Uncertainty Avoidance (UAI)
	35
	40
	Both relatively comfortable with ambiguity.


Figure: Hofstead score of the UK and India (SproutOut Solutions, 2025)
The cultural dimensions theory of Hofstede is an extensive theory that serves as a useful reference for studying the role of national culture on consumer attitudes and behaviours and marketing strategies (Sağlam and Abdullahi, 2021). Comparing the United Kingdom with India, major differences can be identified which may justify Cadbury's desire to adapt its international marketing strategy.
Power Distance (PDI): 35 implies low power distance in the UK, and hence it is an egalitarian society where hierarchy is minimised, and authority is questioned. By comparison, India scores at 77, a level of acceptance of hierarchical structures and respect for authority. Cadbury's UK advertising aims to be fun, ironic and laid-back (Stratton, 2022). In India, it is perceived as a familiar, long-standing brand and is celebrated through the medium of grandparents and festivals (ET BrandEquity, 2026).
Individualism vs Collectivism (IDV): The UK is very individualistic and values personal choice and self-indulgence (89). India is more collectivist. Family, community and shared experiences are emphasised (48). This means that Cadbury's UK activation is often around individual indulgence and high-quality personal brands, while in India, there is a strong emphasis on family values, gifting during Diwali and festival events and a communal celebration.
Masculinity vs. Femininity (MAS): Both countries have a masculine bias of 66 (UK) and 56 (India). This indicates moderate competitiveness and a tendency to strive for success, enabling Cadbury to apply success-minded messaging to both markets but with different tones.
Uncertainty Avoidance (UAI): The scores for these were close and not high, and show both societies to be relatively open to ambiguity and new products (SproutOut Solutions, 2025). This helps Cadbury's product innovation, ranging from new flavours for India to premium offerings in the UK.
The differences being cultural may require a polycentric perspective in India rather than a more standardised perspective in the UK. This has been a source of Cadbury's success in India as well as their ability to keep brand equity alive in the UK. If these dimensions are not handled well, there may be a situation that positions it as ineffective and might miss out on markets.
[bookmark: _Toc233227005]STP Analysis
Cadbury's STP strategies play a pivotal role in its ability to suit its product to various market segments. In this section, Cadbury's STP strategies in the UK and India will be compared.
Segmentation Strategies
Cadbury has a multi-segmentation strategy in the United Kingdom based on demographic, psychographic and behavioural criteria. It is demographically geared to a wide age spectrum, children to grown-ups, 5 to more than 65 years, and middle- to upper-income households in urban or suburban areas (ipl.org, 2020). Purchasers who are health-focused, indulgent and gifting-focused compose the segments psychographically. Behaviourally, the brand segments into everyday treats, seasonal and premium gifting. Cadbury is going towards premium and functional chocolate segments as the UK chocolate market is highly competitive and mature, estimated at USD 12.46 billion in 2025 (Grand View Research, 2024).
In India, the segmentation is based mainly on demographical and behavioural attributes, namely Age and Income, and Urban and Rural. It is directed to all ages but disproportionately at the young and families. It is not just about segmenting customers according to income but about offering them a small pack which is affordable for them and a premium pack for the middle and upper classes. Occasion segmentation is good, festivals, gifting and daily indulgence. Indian chocolate market saw USD 3.05 billion in 2025 and will reach USD 5.62 billion by 2034, with low per capita chocolate consumption, which presents a wide diversity of segments based on affordability among consumers (IMARC, 2019).
Target Markets
Cadbury's target market in the U.K. is mainly targeted at young adults and family households as a developed market. The core target consists of Millennials and Gen Z, health-conscious consumers, chocolate fans who are more aware of the product and ready to try new flavours, and middle-class families preferring familiar, quality chocolate (Young Urban Project, 2025). Mondelēz has a good share of the UK chocolate confectionery market, but is competing with own-label and premium brands.
Cadbury aims to attract a mass market in India. It covers kids, young people and families in urban and semi-urban settings. Chocolate consumption is the main focus on the ever-expanding middle-class and the youth, seeing it as something affordable and joyful (Buildd, 2025). The brand has managed to transition the messaging from premium to market penetration, even to lower-income segments, by way of small packs. Cadbury holds more than 70% share in the chocolate confectionery market (The Brand Hopper, 2024).
The UK objective is more focused on quality and wealth, whereas the Indian objective has a broad outlook and focuses on volume, due to the different maturity levels of the markets. Taking the overall chocolate category to University children through Cadbury's India strategy.
Positioning strategies and brand perception 
Cadbury's claim in the UK is to be a milk chocolate heritage British brand providing joy (Discover Britain, 2023). As a dairy product, Dairy Milk has been a part of family occasions and a guaranteed form of indulgence, “Glass and a Half of Full Cream Milk”. Trust and familiarity are positive attributes of the brand, alongside health preferences moving premium/dark chocolate positioning (Rollins et al., 2023). Emotional connection and taste are the highlights of recent campaigns.
[image: There's a glass & a half in everyone 😉 Cadbury simply irresistible 💜  #Cadbury #CadburyDairyMilk]
Figure: Cadbury’s Glass and a Half of Full Cream Milk (Cadbury, 2026)
Cadbury has cleverly marketed its Dairy Milk as a power leveraging joy to celebrate and share moments of “meetha” in India. Campaigns such as “Kuch Meetha Ho Jaye”, “Shubh Aarambh”, and content around sporting goods such as cricket have essentially integrated the brand ‘culturally’ into the rituals of India and made it a part of Indian rituals, transitioning from a foreign novelty item to the normal and festive product that it is (Nanda and Rout, 2026). It has seen as an elite yet affordable manufacturer that promotes joy and modernity. The “Real Taste of Life” and a festive campaign helped to cement the emotional positioning.
[image: Are you even a desi family if you don't do this? #CadburyDairyMilk  #KuchAchhaHoJaayeKuchMeethaHoJaaye #FamilyDay #InternationalDayOfFamilies]
Figure: Cadbury’s “Kuch Meetha Ho Jaye” (Nanda and Rout, 2026)
Levelling up the positioning proposition in the UK, playing on heritage and quality to keep customers loyal in a competitive market. It focuses on the celebration of the culture and integration in India and is able to gain the domination of the market (Pandey et al., 2021). Brand perception in India is very strong, sometimes even equated with chocolate itself, whereas in the UK, there is an increase in the fragmentation through brand competition and products from other companies. Positioning works like Cadbury's standardised 'Joy ', and localised execution is a polycentric approach to positioning.
[bookmark: _Toc233227006]International Marketing Mix – 7Ps
Cadbury combines the global consistency of a brand with local responsiveness within its marketing mix. The cross comparison of the 7Ps Product, Price, Place, Promotion, People, Process and Physical Evidence is done between the UK and India with respect to the effects of culture and economics in the two countries.
Product Strategy
Conscious of producing excellent, premium and heritage cocoa and milk-based products, Cadbury restricts production of their traditional product, irrespective of its importance in the UK, to the cocoa standard of between 70% and 90% cocoa solids, which is also in line with UK standards (Siddiqui et al., 2024). The main products are the Dairy Milk range, Bournville dark chocolate and seasonal products. Innovation is about health trends, for instance, low-sugar, functional and sustainable innovations.
Products are highly localised in India when it comes to taste, climate and cost (Singh, 2018). Dairy Milk employs additional ingredients such as vegetable fats, which are allowed according to Indian specifications, and a 2.5% cocoa solids requirement to ensure greater heat resistance and creaminess preferred in India (Agriculture Institute, 2025). There are small, affordable packs, Cadbury Silk, Bournville, and local favourites such as 5 Star, Perk and Gems. Gift packages are quite visible at the festival.
Moving to sell heat-stable and inexpensive products has helped Cadbury gain mass market penetration and cultural relevance in India. This is very adaptive, but can pose future challenges. Better or healthier products will be more difficult to sell in Cadbury's portfolio in a country where health consciousness is being raised, and incomes will be going up, since consumers used to the sweeter, lower-cocoa variants will be reluctant to switch to a higher one. Therefore, at first it should target the affluent market in India at first. After that, it should promote heavily. In the UK, premium and healthy products keep the brand away from being commercially backed by its private label counterparts while it sows the seeds of being rejected by traditional consumers who equate Cadbury with the classical milk chocolate.
Price Strategy
The UK has a premium retail market due to a high price-to-production cost ratio and consumers' willingness to pay more, compared to other markets (Kenresearch.com, 2019). The average Dairy Milk bar is 2 to 3 pounds, exposed to ‘shrinkflation’ examples such as smaller amounts bought for higher cocoa prices (BBC, 2022). Some affordability is provided by value packs and multipacks.
India has a broad band of penetration prices, from 5-rupee entry-level packs to Silk and Bournville packs that are more expensive (Buildd, 2025). The 5-rupee Dairy Milk bar has been a speckle for volume growth. The prices are dynamic and responsive to inflation and competition.
Cadbury's pricing strategy has been crucial for its dominance in the Indian market, which is known for its cost-conscious consumers. But such a tactic could anchor the brand in low price perception and, in turn, make premiumisation more challenging in future. Therefore, it should target both affluent and price conscious customers there. In the UK, a premium price boosts a brand image, but also means Cadbury is at risk if consumers persist in shifting brands due to cost of living pressures. Therefore, it should monitor its competitors carefully and take actions accordingly.
Place Strategy
In the UK, the distribution is fully developed and efficient through supermarkets, convenience stores and online. The modern retail segment leads the way with robust e-commerce capability.
Cadbury operates a broad network of outlets, supported by their rural Kirana stores, with more than 1.2–2 million outlets across India, mostly tied up with wholesalers (Sinha, Gokhale and Rawal, 2015). They run on a hub-and-spoke distribution system. A major asset is the rural penetration.
It has been a key competitive edge in India and also a hindrance to competitors. But Cadbury may find it easier to struggle to fully capitalise on the growing modern retail and e-commerce market if it is overreliant on traditional trade. In a developed retail market in the UK, a strong modern retail presence is efficient but makes it more strongly reliant on powerful supermarket chains that can put pressure on margins.
Promotion Strategy
The UK market centres on TV and digital advertising, emotional stories, seasonal stories and sustainability stories. Digital and influencer marketing are aimed at a younger customer base.
In campaigns that are culturally integrated, such as ‘Kuch Meetha Ho Jaye', 'Shubh Aarambh' and cricket endorsements, where the product is sold as a celebration of a festive occasion or a gift, India has done so well. In-house and digital activations and heavy use of TV (Bharucha, 2016).
In this country with a culture that is primarily collective, a marketing approach that is based on feelings of togetherness means that festivals and team-driven promotions are integral parts of the season, and during this time, there was no aspect of Cadbury that was not done in a manner associated with family. British society is highly individualistic towards personal pleasure and brand tradition (Rashedkhan, 2021). A well-developed economy enables more sophisticated digital campaigns, and India taps the mass media for their reach.
Emotional equity has been built in India through cultural adaptation in the realm of promotion. There is a danger of seasonal revenue concentration, though, because of the strong reliance on festivals. The festival's spending habits could alter, or younger target users might be looking for a more ‘baked-in-to-funeral' or individualised approach to spending, making it less likely that Cadbury can sustain the growth. In the UK, the messaging around usage of heritage can help retain loyalty, but might result in a decrease in the brand's market of younger, healthier consumers.
People Strategy
Cadbury in the UK trains retail workers in customer service within modern retail units and employee motivation to purchase ethical goods (Kamal, 2023).
Cadbury in India trains distributors and retailers to have good visibility and freshness of product in difficult situations (Fernandes, Gupta and Vidyasagar, 2016). Salespersons form good relationships with the Kirana Owners.
Cultural hierarchy in India emphasises personal relationships in the distribution process, and economic scale dictates the need for many workers to be present at the frontline.
Process Strategy
In the UK, Cadbury has facilities such as advanced technology, supply chain & cold storage which smoothly flow the operation (Pure Farm, 2025).
In India, Cadbury adapts processes, long distribution lines and spotty small sales. It invests substantial fund in cold chain logistics and the local manufacturing industry (Fernandes, Gupta and Vidyasagar, 2016).
Physical Evidence Strategy
In the UK, Cadbury displays high-quality packaging, uniform branding and contemporary store presentation convey quality (Mclaughlin, 2025).
In India, Cadbury focuses on stylish packaging and gift boxes in the festive theme (MarkHub24, 2026). Tangible cues of affordability with smaller packs.
Cadbury's 7Ps illustrate that marketing is hardly ever a situation of either total standardisation or total adaptation when dealing with international markets. Rather, the company employs a combination of flexibilities. There are future trade-offs, however, in each adaptation. The winning formula in India, small packs, festive promotion, and deep traditional distribution, might limit the company's upselling opportunity, downstream seasonality and adapting to increased health awareness. However, managers need to place adaptation in the here and now, recognising it as a process that needs to be constantly reviewed.
[bookmark: _Toc233227007]Market Entry Strategy
Cadbury's first presence in India was around 1948, just after they became independent. On 19th July 1948, the company was incorporated formally in India as Cadbury-Fry (India) Private Limited. The first phase of entry required chocolate goods to be imported in a finished state, and local activities needed to be established. Eventually, it had to slowly become local, by establishing factories, starting with that at Thane and moving on to many other locations like Induri, Malanpur, Hyderabad and Baddi (Pisharady, 2020).
In the early period, it began by using a private limited company approach to market and then switched to an export and import approach, which was effective in the initial stages and gradually evolved to local production, which Cadbury adopted mainly (Pai and Subramanian, 2014). This approach grew into full ownership and into a substantial level of foreign direct investment instead of joint ventures or licensing, where control over the quality of the brand and its marketing is securely gained.
Cadbury's entry was a tremendous success and is recognised as one of the best entry strategies in an emerging economy. The company adopted the wholly-owned subsidiary model, which enabled them to maintain total control over their operation, quality and brand messages, all important in a market that was originally introduced as a foreign, luxury or children-only product (Spiteri-Cornish, 2013).
Advantages:
· Cadbury's full ownership provided the company with high control and brand consistency. They were able to ensure their quality standards, and they could introduce small, affordable boxes and packets of chocolate, which wouldn't compromise the quality or integrity of their products (K R and Thangam J, 2026).
· Cadbury entered early and influenced consumer tastes and preferences, and built up the whole category from a small proportion. It now accounts for its dominant 70% market share in the Indian chocolate confections market (Choudhury, 2025).
· Cadbury went to great lengths to ensure that its manufacturing was domesticised, its distribution was rural, and cultural messaging was embedded to emphasise the role of chocolate as a festival and a gift (Love Cocoa, 2023).
Limitations:
· Regulatory Restrictions, Infrastructure issues, and small urban markets in Post-independence India created High Initial Risk and High Capital Investment. The initial imports were subject to high customs and foreign exchange problems (Squicciarini and Swinnen, 2019).
· It was a new product in India which needed huge marketing expenses to change consumer behaviour, as chocolate was not a part of the sweet culture in India (Hyman, 2021).
· Cadbury has faced a variety of FDI policy changes over the decades, food safety regulations and a few controversies like the worm issue of 2003 (Coman et al., 2020).
In short, Cadbury's entry strategy is a long-term commitment approach and the glocalisation approach. The transformative journey from importing to local production and a major investment in cultural integration was followed through with great success to the extent that the niche foreign product became a leader in mass markets. The fully-owned option was riskier overall, but offered better control and competitive advantage than was possible through more fledgling methods such as exporting or franchising. In a world where chocolate consumption is steadily rising in India, this base has enabled Cadbury to leverage India's chocolate market, which is expected to grow at a CAGR of about 7% (Customer Market Insight, 2024).
[bookmark: _Toc233227008]Ethical Issues
The section reviews the ethical dilemmas faced by Cadbury within the Indian context around its marketing and operations, especially the issues of profitability vs public health and ethico-environmental concerns in the cocoa chain.
Cadbury (Mondelēz International) enjoys a significant market share of about 70% in the Indian chocolate market (Pandey et al., 2021). Aggressive localisation strategies such as low-priced small packs, as well as a strong association with festivals and family celebrations, have helped build this lucrative commercial success. But this claim to success entails a great amount of moral ambivalence. Cadbury's products have high sugar and fat content (Environment Working, 2025). With increasing chocolate intake by the fast-growing middle-class and youth population in India, the chocolate company may be aggravating patients for the country's serious public health issues, including obesity, type 2 diabetes and dental issues (Gulati and Misra, 2014). Cadbury has introduced some milk chocolates with reduced sugar content as well, but they do not form a significant proportion of its overall portfolio (BBC, 2018). Chocolates are being promoted as “meetha” (sweet) moments and gifts, which too, if accepted by a culture, normalises consumption and binging of sugar in a population already vibrant with a diabetes epidemic, critics say. Volume must be sold to make money and is often achieved by inexpensive, overindulgent products; the social responsibility to not fuel public health issues is in tension here.
[image: Mondelez India goes low on sugar with new Cadbury Dairy Milk]
Figure: Cadbury’s low sugar chocolate (Tanwar, 2019)
The second key ethical question is related to the cocoa supply chain. Child labour and inhuman conditions are still reported on cocoa farms in West Africa that produce chocolate beans for Cadbury and other chocolate companies (Thomas, 2022). Independent investigations and ethical rating agencies have continued to expose the use of child labour and poor working conditions on cocoa farms in West Africa that grow beans for the global chocolate industry, including Cadbury (Mull and Kirkhorn, 2005). The company is investing in issues of 'the farmer', but the slow progress has been widely reported as inadequate when compared to the extent of the problem and its financial rewards. Given Cadbury's brand equity in India, these contradictions may give rise to concerns about corporate responsibility for the company and transparency in their supply chain.
Social implications better, particularly. However, Cadbury's activities do provide jobs, help in the growth of domestic manufacturing and also generate economic activity in India. The brand has even contributed to the growth of the entire category of chocolate. The social costs, however, of the increased intakes of sugar and unresolved issues about labour in the chain cannot be overlooked. The pressures these points exemplify involve a common problem in global marketing to grow profitably in new markets without incurring unnecessary costs for social and ethical obligations.
[bookmark: _Toc233227009]Recommendations
The following recommendations have been made based on Cadbury's strategies in the UK and India. These are more than just operational suggestions. They provide theoretical, managerial and social insights.
Break away from festival-savoir dependence in India
Cadbury has been immensely popular in India considering its long association with Indian festivals. This is, however, a strategic danger as well because the strength poses the danger. Relying on seasonal demand creates a business that can be affected by fluctuations in consumer habits, economic growth and festival spending. Cadbury needs to steadily create through the year opportunity for consumption but keep festive campaigns.
This shows that successful international brands are not only confronted with the choice between global and local standardisation and adaptation, but that there is an ongoing process of balancing cultural embeddedness and strategic flexibility.
Managers should not assume that cultural adaptation is an unending process, and should regularly check and re-evaluate if high degree local association may be inhibiting long-term growth opportunities. Moreover, it should target young generations and promote this as a regular product. It will help them to capture a strong market in the long term.
Make a gradual shift from low-priced packaging to high-value high-quality packaging in India.
Cadbury made its way to mass market presence by making low-priced small packs (₹5-10), which helped to give the brand a leading position in the market with 70% sales. This approach might make it more difficult, though, to move the customers to higher-end products down the road, because they will get used to the lower prices. Cadbury's could create a more explicit ‘premium ladder’ with product tiers in between and more targeted education campaigns which suggest the higher-priced items to be a special treat or a prize for working hard. In short term, the solution is to target both affluent and price conscious customers. 
As the demand for chocolate grows, the demand for sugar will also rise and this might aggravate public health issues in India, however, when the access to chocolate is increased and the consumption of sugar is increased, then economic activity and employment would benefit. This tension can be partially resolved through premiumisation if it is correlated with reductions in sugar use. This strategy should be implemented by sponsoring many social activities promoting healthy low sugar chocolate.
Promote innovation and clear information in favor of health in both markets but also accelerate action on both.
Cadbury should make more of an effort to launch more low sugar and functional Cadbury chocolate in the UK to counter health-conscious brands and private label products. In India, rather than introducing better-for-you products in premium lines, it could launch more affordable options in those lines.
Global brand managers should not see health trends as a risk to their core brands, but an opportunity to segment the brands intelligently for the different markets in various development stages.
Personalise in a culturally sensitive way using AI & generative AI
Cadbury should use AI tools for marketing to make better and more personalised marketing campaigns, that is more culturally relevant. Generative AI has the potential to generate content, such as content for festivals and events, dialects and unique regional adaptations, and micro-targeted digital ads in India, all of which can be done in a matter of moments. However, AI tools can help in the UK to better target health-conscious and premium consumers. This would enable the brand to adaptively grow at a more efficient rate with least loss of brand consistency.
This recommendation can be taken to mean that technology can be used to make the often posed standardisation–adaptation standard more dynamic, thus allowing companies to ‘mass-customise' marketing messages in culturally heterogeneous markets.
The success of Cadbury proves that global companies are not forced to take the either-or route in standardisation. Rather, the best way is to have a balancing act between the two, which is constantly modified based on the maturity of the market, the cultural context, and new risks, such as health, seasonality, technological. Managers who treat cultural adaptation as a 'discrete' event are not likely to be ready for future time-bound choices that may contract future growth opportunities. Managers who see cultural adaptation as one-offs are on risk of being unable to respond to future time-bound choices that may reduce future growth avenues.
[bookmark: _Toc233227010]Gibb’s Reflective Cycle
I am using Gibbs' Reflective Cycle (1988) to compare my experience of researching, analysing and completing this report on Cadbury's international marketing strategies in the UK and India.
[image: Gibbs Reflective Cycle]
Figure: Gibb’s reflective cycle (McLeod, 2025)
Description
I was pleased to find at the start of this module that the lecturer teaching this module was one that I studied with earlier. Having seen this from before, I knew that she was very keen on getting the students involved, which made the learning experience very fun and interesting. She not only lectured, but employed various other methods during the module, from PowerPoint presentations to quizzes, to classroom activity, case studies, and group discussion. We worked on various activities to allow us to "mix theories with the real business world", which helped my grasp of the international marketing concepts better. For my assignment, I picked Cadbury as a brand which has been the most recognised in the UK, and also as a brand that I have been using for a very long time. As an inter-country comparison was done between the UK and India, it was interesting to compare the marketing strategy in these two countries, as they have widely different cultures and consumer behaviours, and also the different economic development of the two countries. During the research process for Cadbury, I was able to find out about the challenges businesses face of being consistent in the world but flexible in adapting to local needs.
Feelings
At first I was sure I could do this job because I was already a Cadbury consumer. I quickly learned, however, that international marketing was more in-depth than an advertisement description could convey. To gain insight into Cadbury's response to the changing needs of different consumers in the country as regards their products, pricing, promotion and positioning. Initially, I was feeling disheartened since there was plenty of scholarly research to read and market information to look at. This was because classroom activities helped alleviate my anxiety. I went over all the topics covered earlier with the quizzes and made comparisons of my ideas to those of my classmates through discussions. In each session, I developed in confidence as I got to use theory to example of a problem before starting my assignment.
Evaluation
This module was of great benefit overall. The lecturer's approach to teaching provided a conducive learning atmosphere that allowed students to ask questions and engage in the learning process. I did not learn to use theories and write them down in my head. I learned how to use models like PESTEL, Hofstede's Cultural Dimensions, STP and the 7Ps on actual organisations. Additionally, the activities exposed me to hard-to-comprehend concepts in a hands-on experience. Locating current academic sources and comparing different perspectives were one of the challenges. It was also hard to know how much was relevant, as there was lots of evidence. But these obstacles helped in developing my research and critical evaluation abilities.
Analysis
It is an assignment that has changed my outlook on international marketing. Before studying this module, I thought that marketing was primarily about selling products to consumers. In researching Cadbury, I came to realise that when a business is looking to market its products internationally, it is essential that the business understands the differences in political, economic, social, technological, environmental and legal aspects. I have also realised the significance of cultural awareness after applying Hofstede's model to the comparison of British and Indian culture. Now I know why sometimes businesses must use a different marketing approach in different countries. The derogation was also a spin-off of the assignment that showed the growing importance of the issue of ethical responsibility. Throughout my research on their roles and responsibilities in health, sustainability, and cocoa sourcing, I learned that there is a need for balance in conducting businesses and social responsibility. This helped me to develop my skills in considering business options on more than a purely economic basis. The module also enhanced my Learning skills. I am more confident in researching academic papers, analysing company reports and using evidence to back up my ideas and opinions. I will continue to practice these skills throughout my Master's, and they will prove to be valuable in my job.
Conclusion
In retrospect, I think this Module has been one of the most enjoyable and useful aspects of my Course. It was great having an enthusiastic lecturer to support me by allowing me to present and take part in quizzes and interactive learning activities; this increased my self-confidence. This was a personally interesting assignment since I could discuss the theories using an easily identifiable global brand, and understand how they were used in international markets. I now realise that there's a strategic mindset, cultural sensitivity, ethical accountability and evidence-based marketing needed for successful international marketing.
Action Plan
For assignments moving forward, I will start my research sooner to allow time for more critical evaluation of academic resources and for the comparison of multiple points of view. I will further deepen my knowledge of international marketing by observing global businesses and investigating their applicability in another country. I also wish to improve my academic writing and to add to my critical evaluation so as to make my arguments even stronger. The knowledge and skills developed in this unit will be useful in the rest of the MBA and future work life in the context of international trade, as an understanding of international markets, international consumer behaviours, and cross-cultural differences will enable me to be a well-informed marketer for the future.
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