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[bookmark: _tpxs5ytarlk0]Section 1
[bookmark: _2o1fxpn6mt2e]1. Introduction
In this report, the international marketing operations of Cadbury are evaluated for the United Kingdom (UK) and India, comparing both the markets. The report starts off with the market comparison, after which PESTLE analysis for each market is conducted to determine the macro-environmental forces in operation. Hofstede’s cultural theory is then employed to make a comparison of cultural effects on the business world and consumers. STP analysis of Cadbury is also conducted to evaluate their international marketing mix (7Ps) in both the markets. Moreover, the market entry strategy of Cadbury in India and ethical aspects of the marketing mix are evaluated.
[bookmark: _aeej0m1o23if]2. A comparative analysis of the market in both countries
[bookmark: _a7n8aafgvqlf]2.1. PESTLE Analysis to compare and contrast the macro-environments of both countries
PESTLE Analysis of UK
	Factors
	Description of the UK 
	Impact on the UK 

	Political
	· In 2026, Uk’s government is taking 25% as corporate tax (Tradingeconomics.com, 2026)
· 20% is the sales tax charged in the UK (Tradingeconomics.com, 2026).
	It has impacted negatively on the profitability of the business of Cadbury in the UK.

	Economic
	· .8% is the GDP rate of the UK in 2026 which is decreased from previous year 2025 (Statista.com, 2026).
· 3.2% is the inflation rate of the UK in the year 2026 (Statista.com, 2026).
	This factor is negatively impacting on the economic performance of Cadbury.

	Social
	· In the year 2026, unemployment rate of the UK is 4.9% (Tradingeconomics.com, 2026).
· 69,281,437 is the UK’s population rate of as of 2024 (Statista.com, 2026).
	It has positively impacted this company to gain access to experienced and talented employees to work for them.

	Technological
	· £13.5 billion invested by the UK’s government to improve on the technical performance of the industry (Itpro.co.uk, 2021)
	It has impacted in a positive way to improve their online business growth.

	Legal
	· Equality Act 2010 (Legislation.gov.uk, 2026)
· Health and Safety at Work etc. Act 1974 (Legislation.gov.uk, 2026)
	It has a positive impact on this company as it is helping to provide safe working environment ot employees.

	Environmental
	· Environmental Protection Act 1990 (Legislation.gov.uk, 2026)
· Recycling Act
	It has helped to maintain business sustainability in a positive way.


Table 1: PESTLE Analysis of UK
PESTLE Analysis of India
	Factors
	Description on the India 
	Impact on India

	Political
	· In the year 2026, the corporate tax of India is 34.94 (Tradingeconomics.com, 2026).
· Sales tax of India as of 2026 is 18% (Tradingeconomics.com, 2026).
	It is negatively impacting the business profitability of the business of Cadbury in the UK. However, sales tax of India is comparatively less compared to UK. 

	Economic
	· In 2026, the GDP rate of India has been increased by 1.9% in compared to previous year 2025 (Tradingeconomics.com, 2026).
· The India’s inflation rate in the year 2026 has been growth by 4.38% (Tradingeconomics.com, 2026)
	It is both positively and negatively impacting economic growth of Cadbury in India compared to UK market. 

	Social
	· In the year in-between 2025 to 2026, the total estimated population is 1421.0 million people (Tradingeconomics.com, 2026).
· The unemployment rate of India in 2026 is remained unchanged till June 5.5% (Tradingeconomics.com, 2026).
	It has positively impacted on Cadbury as it might support them to gain access to experienced and talented employees to work for them.

	Technological
	· The government of India has spent USD 70 billion for developing AI architecture and has proposed Budget 2026-27 of USD 90 billion a tax holiday till 2047 for foreign organisations who are giving cloud services to customers utilising data centre services from India (Pib.gov.in, 2026).
	It has impacted in a positive way to improve their online business growth.

	Legal
	· The Occupational Safety, Health and Working Conditions Code, 2020 (Indiacode.nic.in, 2025).
· The Code on Wages, 2019 (Indiacode.nic.in, 2025).
	It has a positive impact on this company as it is helping to provide safe working environment to employees.

	Environmental
	· The Environment (Protection) Act, 1986 (Indiacode.nic.in, 2026).
	It has helped to maintain business sustainability in a positive way.


Table 2: PESTLE Analysis of India
Overall impact of both countries by PESTLE 
Analysing both of the external factors as per Cadbury, the UK market operating stability, technological supports and the socialised strength to emphasise the competitive operational areas are estimated as effective and stable for the firm to grow. Alongside, the minimal inflation ratio and growing GDP contribution rate of the country can support the stable economic factors and the sustainable operational scalability of the company in their further competitive environment. Apart from that, as per the Indian context, the social, technological, legal all the factors can integrate the operational scalability of Cadbury to emphasise their changed business support factors of the firm in their competitive senses. However, the changing economic process where the inflation rate become 4.38% and the influenced political factors of the country may limit the changed operational growth factors and the emphasised business process of the firm differently. Therefore, management of the company stability and integration of the changed optimised process entitlement would also be negatively influencing the company for their sustainable growth in India further. Whether, both of the countries are representing a seamless customers connection and market stability structure for Cadbury, by which optimisation of their business elements are estimated as effective for the company to expand their business growth in the competitive market effectively. 
[bookmark: _v5mny5f6v36g]2.2. Hofstede framework to compare and contrast the cultural factors in both countries
Power Distance 
The aspect of power distance by Hofstede reflects a substantial difference in culture which will impact the management in both India and UK of Cadbury. The index score of India is 77, suggesting that there is high acceptance of organisation’s hierarchies and unequal distribution of powers (Theculturefactor.com, 2026). In the Indian branches of Cadbury, the subordinates will be happier with reporting systems, senior executives taking major decisions and managers giving instructions. There will also be formal communication with the senior management, while the employees will not question the decision made by the managers. Conversely, the UK index score is 35, meaning that there is preference for equality and lower hierarchical distance (Theculturefactor.com, 2026). The employees at UK branches of Cadbury will expect the managers to be easily accessible, decision-making process to be participative and communication channels to be open among all the organisation’s levels.
Individualism
The Individualism dimension of Hofstede highlights the significant cultural variations for Cadbury between India and the UK. The score of India is 24, reflecting a collectivist culture. This suggests that workers in India might consider teamwork, loyalty, relationship at work and feeling of belonging to be significant. Hence, in the case of Indian operations of Cadbury, management support, teamwork and good relations among employees could foster dedication and cooperation. In the case of the UK, the score is 76 which denotes a highly individualist culture (Theculturefactor.com, 2026). Employees of Cadbury in the UK would consider independence, individualism, responsibility, personal achievements and career development to be significant.
Motivation towards Achievement and Success
The Motivation towards Achievement and Success dimension from Hofstede is one that has relevance for the working of Cadbury in India and the UK. India has a score of 56, which implies that there is a moderate orientation towards achievement, and thus employees place importance on advancement, recognition, status, and professional success (Theculturefactor.com, 2026). The motivation that Cadbury can adopt to motivate employees in India would involve offering them promotions and performance rewards. However, the UK has a score of 66, which suggests that there is greater orientation towards achievement, with an emphasis on performance and professional success.
[image: ]
Figure 1: Country Comparison between India and UK
(Source: Theculturefactor.com, 2026)
Uncertainty Avoidance 
According to Hofstede's Uncertainty Avoidance dimension, it is clear how Cadbury workers react to uncertainty and change in both India and the UK. In India, there is a score of 40, which is indicative of low uncertainty avoidance, which means that the workers might be able to show flexibility and patience when faced with unforeseen situations (Theculturefactor.com, 2026). It will be possible for Cadbury to foster innovation without having too much organisational guidance. In the case of the UK, however, the score is 35, and this means that there is even higher tolerance of uncertainty and ambiguity.
Long Term Orientation
The Long Term Orientation dimension of Hofstede’s model shows differences that have an impact on the operations of Cadbury in India and the UK. The score for India is 51, which means that the orientation of India is balanced in terms of tradition versus adaptability to changing conditions (Theculturefactor.com, 2026). This means that the Indian operations of Cadbury can combine organizational routines with adaptation to changing expectations of consumers and employees. In contrast to India, the UK has a score of 60, which means that it is characterized by pragmatism and long-term orientation.
Indulgence
Indulgence dimension of Hofstede's model identifies the cultural differences that have importance for operations of Cadbury in India and UK. According to the findings, the index score for India is 26 which reflects the existence of a restrained culture wherein people might not pay much attention towards their leisure and control their desires socially (Theculturefactor.com, 2026). It means that in case of Cadbury, emphasis should be made upon the responsibility of employees and enjoyment within socially acceptable limits in order to motivate them and market the products. On the other hand, UK holds the index value of 69 which reflects that it is an indulgent culture wherein people give value to enjoyment and leisure.
Impact of Hofstede cultural factors on Cadbury 
According to the core cultural factor related analysis, UK measured as the more effective cultural contrast for the company to expand their key competitive business sources and integrate their changed operational variability more accurately. As the long term based strategic planning, motivation towards the key operating factors management could be more effective for Cadbury to emphasise their sustainable business acquisition of the firm in their further competitive environment. whether Indian uncertainty avoidance and power index would strengthen the critical conceptualisation of the firm in their changed business paradigm to escalate their changing business process supports effectively. Therefore, focusing on the key strategic sections to develop competitive sense by Cadbury could be effective to emphasise the changed operational goals accurately. 
[bookmark: _63c5zmu5eb1e]3. A comparative analysis of STP
Segmentation
Cadbury segments its consumers in both the UK and India on the basis of demographic, psychographic, behavioral and geographic criteria. In the case of the UK, the classification of the market is primarily done on the basis of age groups, lifestyles, purchase situations and preferences. Consumers who buy Cadbury products for their own use, sharing and gifting purposes form the classification criteria. The well-developed confectionery market in the UK enables Cadbury to target consumers who have different requirements and experience preferences. For the Indian market, segmentation is wider as compared to the UK market on account of income differences, age, geography and behavior differences.

Targeting
Cadbury adopts a differentiated targeting approach where the company creates marketing strategies for different segments in the two markets. With the help of differentiated targeting, organisations are able to tailor their products and communication according to the attributes and expectations of the market segments selected (Nashiroh, Shiddiqy and Hidayat, 2024). In the UK market, Cadbury targets children, adults, families and consumers who share the products using various products and messages. While in the Indian market, Cadbury targets the youth segment, families, cost conscious consumers and festival/gift buyers of chocolates.
Positioning
Cadbury focuses on enjoyment, emotional engagement and sharing in creating a positioning strategy that takes into account the different culture in the UK and India. In the UK, which is a market in which Cadbury has been operating for a long time, enjoyment and sharing are some of the key features of positioning used by Cadbury. In India, where Cadbury has positioned chocolate to be consumed not only individually but also during celebrations and gift giving, positioning is a combination of enjoyment and relationships. Thus, Cadbury associates chocolate with festivals, making it a substitute for traditional sweets.
[image: ]
Figure 2: Positioning map of Cadbury in UK and India
(Source: Self developed)
[bookmark: _b0pbjollhko]4. International Marketing Mix (7Ps) strategies in both countries
Though Cadbury is operating in the UK and India, there is a need to change its international marketing mix according to the behavior of consumers, purchasing power, culture, distribution and consumption occasion. Therefore, Cadbury has a global approach to its marketing mix combined with localisation in product, price, place, promotion, people, process and physical evidence.
1. Product
The company utilizes a comprehensive product range in the UK because of its long-standing experience and the developed status of the UK confectionery market. Some of the products available in its UK range are Dairy Milk, Bournville, Boost, Buttons, Creme Egg, Crunchie, Double Decker, Flake, Freddo, Heroes, Mini Eggs, Roses, Twirl and Wispa, along with other types (Cadbury.co.uk, 2026). Differentiation is achieved through flavours and occasions when different products could be consumed, such as birthday celebrations, Christmas and Easter. The product strategy will have to adapt to a more varied range of purchasing powers and consumption instances in India. The product portfolio of Mondelēz India includes items ranging from “value delights to premium indulgences,” thus emphasizing that it is crucial to provide products targeting various economic groups. As a result, the Indian product strategy of Cadbury will be able to target consumers with high purchasing power using premium products and lower ones through smaller products, which will be easier to purchase on a daily basis. The items like Cadbury Celebrations will fit in perfectly with the gift culture as well.
2. Price 
	Product
	Price in INR
	Price in GBP
	Pricing positions

	45g small based diary milk 
	₹40
	£1.00
	Value 

	110g of standard diary milk 
	₹100–₹120
	£1.60–£2.00
	Mainstream based competitive 

	110g premium 
	₹150
	£2.50
	Premium 

	200g sharing pack 
	₹220
	£3.50
	Family with added value 

	350g large sharing pack
	₹350
	£5.50
	Premium structure of sharing 

	Gift box 
	₹400–₹600
	£6.00–£8.00
	Premium gifting 


Table 3: Cadbury’s competitive pricing table
(Source: Self-developed)
Competitive pricing requires taking into account competitors' pricing as well as pricing that creates value for customers and enhances competitiveness in the marketplace. The pricing approach can aid in gaining competitive advantage in case it is in line with the market dynamics and customer demands (Hamidi, 2022). It means that Cadbury can use competitive pricing in both markets without having identical pricing models. In the UK market, Cadbury operates in a matured confectionery industry where the customers have lots of options when it comes to choosing chocolates as well as other snacks. Competitive pricing can be used to retain the accessibility of Cadbury goods in the mass market and premium packaging as well as sharing and gift boxes offer an option to use higher prices. Pricing sensitivity becomes especially crucial in India because there is wide variation in consumer income and purchasing power in the country. This is evidenced by recent developments increasing prices for cocoa and hence an increase in prices of chocolates led to certain Indians opting for affordable substitutes. This is why it makes sense for Cadbury to offer varieties in terms of pack size and pricing so that consumers seeking good value for money can still purchase their products while premium products cater to high spending consumers.
3. Place
Distribution of Cadbury’s products will be done to ensure easy accessibility by consumers at all places where it would be convenient for them to buy confectionary. For instance, within UK’s developed retailing environment, distribution can be via supermarkets, convenience stores and other retail channels, along with online shopping. Accessibility becomes especially crucial for those products that are related to impulse buying and regular use. Indian country on the other hand is characterized by varied geographical and economic retail distribution environment. Consequently, it becomes necessary for Cadbury to have accessibility for consumers through modern retail and traditional neighborhood stores, besides increasing channels of digital and ecommerce. Traditional neighborhood store remains particularly crucial due to the convenience it offers to consumers and small purchases. As per Indian marketing experience of Cadbury in the past, it has included neighborhood stores in their marketing campaign. 
4. Promotion
The promotion process by Cadbury exemplifies the importance of consistency within a brand and how the way that this message can be conveyed changes with regard to different cultures. Promotional activities within the UK can capitalize on the rich history associated with the Cadbury name, the well-known products that are associated with pleasure, generosity, and enjoyment. Such as, the company is focusing on ‘Christmas, Easter, Valentine's Day, Mother's Day and sporting occasions’ by a strong gifting process promotional context for exploiting their business position promoting in the UK (Cadbury, 2026). Apart from that, for the promotional context, Cadbury is currently supporting women sports for growth and collaborate with ‘Leah Williamson, Jill Scott and Lauren James’ with campaign to support the football operating fields effectively (Campaignlive, 2025). Seasonality also plays an important part as the product line in the UK market caters to Christmas and Easter. Digital media can then capitalize on these emotions and help retain the customer through association. Within India, promotion can be made more culturally specific to reflect relationships, celebration and gift giving. For the cultural context promotion, the company used ‘Diwali, Raksha Bandhan, Valentine's Day, weddings and family celebrations’ as the symbol for their changed promotional factors adding. Moreover, for celebrity promotion, Cadbury engaged Mr. Amitabh Bachchan to strongly assess their changed operational scalabilities as well as “Kuch Meetha Ho Jaaye” for their campaigning tag line to develop a strong connection with the Indian audiences effectively (Tring, 2026). Thus, the chocolate can be marketed in terms of family, friendship, festivals and happiness.
5. People
People include employees, distributors, retailers, customer service representatives, and other stakeholders that participate in the delivery of the Cadbury brand. In the UK, the company works in an environment that is relatively individualistic and has low power distance. As a result, management systems might be focused on employee autonomy, open communication, individual responsibility and participation. People participating in sales, marketing, and customer interaction help preserve the established identity of the brand. However, in India, the people strategy should take into account collectivism and tolerance to hierarchies within the organisation. Hence, such aspects as team relations, managerial guidance, loyalty, and inter-personal interactions can become especially significant. Relations with retailers also become particularly crucial as the company relies on an extensive system of outlets to ensure the accessibility of its products to consumers. 
6. Process
The process is about how Cadbury makes, distributes and sells its goods. For the UK case, it is possible for the company to enjoy relatively standardized processes due to the existence of retailing networks in the country. The ability to retail digitally means that it will be easy for customers to switch between digital and retail channels. For India, there should be processes that can support a bigger geographical market than that of the UK. There should be processes that can distribute through traditional, supermarket and even digital channels and at the same time guarantee availability and quality of the products. The long presence of Cadbury in India and a big range of products means that Cadbury is continuously expanding. Digital marketing processes have also been growing more complex as seen through personalized ads made possible through data analytics and AI among others.
7. Physical Evidence
The physical evidence can include the packaging, logos, product presentation, retail display and any other concrete means of how consumers experience the brand of Cadbury. In both the countries, the unique brand image and recognisable packaging of Cadbury gives them consistency and help in identifying their products. But the physical evidence can be changed according to the market environment. The packaging in the UK can highlight the history of Cadbury while the seasonal packaging can highlight the Easter, Christmas, birthday and gifting seasons. Sustainability can be one more element of the physical evidence. Cadbury claims that the core UK tablets range and Mini Eggs range uses ISCC certified recycled plastic under mass balance, which helps in reducing the packaging along with increasing recyclability and recycled content. In India, the pack sizes can reflect both affordable as well as premium image of the company while the gift packaging can enhance the celebration association with it.


[bookmark: _kafhv4crlfgo]5. An analysis of the market entry strategy in India
The expansion of Cadbury into India illustrates the process of how a multinational corporation enters an emerging market economy through foreign direct investment. This method allowed Cadbury to gain market knowledge, build a network of distributors and adapt its products to the tastes of Indian consumers. The decision of market entry into an emerging economy depends on many factors that include the potential of the market, competitive environment and risks that have to be considered when choosing the right market entry mode (Brouthers et al. 2022). The most positive feature of the chosen approach is its localization. India differs from other markets of Cadbury in income level, preferences of consumers, retail structure and culture. Cadbury managed to enter the market of India because of making its chocolate products available for more people. Thanks to smaller packages and different prices, Cadbury reached less affluent consumers, and with the help of premium products - the consumers with higher income. 
The company also benefitted from entering and growing its operations through local production and distribution. By setting up its facilities in India, Cadbury minimized its dependence on imported products and helped it become responsive to local needs. The role of distribution was even more pronounced because Indian consumers buy confectionery products through multiple channels ranging from local retailers to supermarkets and even digital media. A large retail network also allowed Cadbury to cater to consumers outside of large urban centers (Hindson, 2023). Cultural adaptation also helped grow the business. By associating chocolate not as a foreign snack but as an offering associated with festivals, celebrations and gifts in India, Cadbury slowly encouraged consumers to see it as a substitute for local sweets. On the whole, the market entry strategy adopted by Cadbury can be regarded as a long-term strategy with foreign direct investment as its base along with localization and market development. The company’s success did not depend on mere adaptation of a British marketing model in India. In fact, the company succeeded due to its localization process, easy availability of its products, wide distribution network, and localized marketing strategies.
[bookmark: _vukmgngwisez]6. An evaluation of ethical issues related to this brand’s marketing mix in India
There are various ethical issues associated with the marketing mix of Cadbury in India including product responsibility, pricing, promotion, distribution and sustainability. Since chocolates form an integral part of consumption pattern for children and families, the company needs to take care of business ethics related to consumer welfare and responsible marketing of products. For responsible marketing practices, it is very important that apart from regulatory compliance, Cadbury ensures transparency and social responsibility in its marketing activities (Magnan and Michelon, 2024). An issue that can be raised about product and health responsibility is that chocolate products may have high content of sugar and fat. Thus, ethical dilemma can arise with the marketing of such products frequently by Cadbury. In order to maintain health responsibility, it should ensure product labelling and moderate portion sizes in its products. However, such products need to have transparent labelling in order to promote ethical marketing, and consumers can make informed decisions about their consumption (Milošević, 2025). Food safety and product quality are other important factors. 
Ethics play an important role in pricing and distribution context. There exist consumers in India who differ greatly in terms of purchasing power and income levels. Packaging of Cadbury using different packs is beneficial for affordability and access, but consumers need to get value for their money irrespective of packaging size (ADEKOYA et al. 2024). Decisions on pricing must be clear to everyone especially when there is a period of inflation or increased cost of raw materials. Likewise, Cadbury’s distribution approach makes it necessary for them to make sure that their products are stored appropriately and have good quality especially in cases where the products are affected by high temperatures. Promotion ethics are extremely important for Cadbury. Chocolate is frequently linked with happiness, relationships, festivals, and gift-giving among other things at Cadbury. Despite cultural promotion being highly effective in engaging consumers, advertisements should not make use of emotional and cultural value manipulations for promoting consumption. Promotions targeted at kids require extra care since children might not understand commercial messaging (Sun et al. 2024). In addition, there is an issue of environment and supply chain ethics due to packaging and production processes. The packaging of products is causing problems of plastic and other kinds of waste, which makes recyclable packaging, minimization of waste and proper disposal of products one of the most important ethical considerations. The sourcing of cocoa is another aspect that may pose some issues in terms of labour conditions, well-being of the farmers and environment sustainability. Thus, Cadbury should ensure traceability, proper sourcing and sustainability in order not to use the issues of sustainability just for promotion only. 

[bookmark: _u39f3q2ilfmg]7. Recommendation
Cadbury should continue to follow the approach of glocalization by developing a coherent image across the globe but making changes in its international marketing based on the cultural, economic and consumer differences in different countries. In the UK, Cadbury should try to consolidate its position in the market by making use of innovation in products, seasonality and marketing campaigns that highlight the heritage, enjoyment and emotions (RAJARAJAN, 2025). In India, more localisation is the key approach that Cadbury should follow, where the marketing campaigns should be based on the festivals, gifting, family ties and changing occasions of consumption. In terms of product and pricing adaptation, Cadbury should improve its efforts in both countries. In India, Cadbury should maintain the different pack sizes and competitive pricing to cater to the consumers with different buying capabilities (Pramodini etss al. 2026). Also, it can introduce the premium range of products to cater to the demand of premium chocolates among consumers in India.
In addition, Cadbury should speed up the development of its digital and omnichannel marketing approach. Using social media, e-commerce, personalized ads and consumer data engagement could allow the company to communicate with younger consumers and offer them more relevant experiences (Duffett and Maraule, 2024). However, any personalization should be done in an honest manner, while making sure that consumer data is well protected and advertising practices are responsible. Sustainability should become an important part of Cadbury’s international positioning. The company should improve the practices of responsible sourcing of cocoa beans, using recyclable packaging, reducing waste and communicating about its environmental and social performance (Boegman et al. 2023). All these things will help in gaining the trust of stakeholders and differentiation from competitors. Finally, Cadbury should always conduct market research before transferring any strategies between the countries. Cultural context and consumer data should influence the decisions about the product, communication, distribution and positioning.
[bookmark: _hv1p3hpsli6n]8. Conclusion
Thus, it can be concluded that the success of Cadbury in the UK and India clearly illustrates the need for adjusting the company’s international marketing strategies depending on culture, economy and competition. The PESTLE analysis, Hofstede's model, STP and 7 Ps reveal how the differences found affect Cadbury’s marketing practices in both countries. Even though Cadbury has the advantage of brand legacy and loyal customers in the UK, India needs more localization and affordability. The expansion of Cadbury in India illustrates well the proper adjustment of Cadbury’s strategy to local conditions. In the future, the innovations in digital marketing, responsible marketing and sustainability will become critical.
[bookmark: _a19q83ldh3d2]Section 2
[bookmark: _27gwjsavfuvi]Reflective Account
Gibbs Reflective Model
Description
For conducting the assessment, I adopted the following structured procedure for assessing the international marketing strategy of Cadbury in India and UK. First of all, I researched the external environment of India and UK using PESTLE analysis taking into consideration the political, economic, social, technological, legal and environmental aspects. Then, I used the cultural dimensions of Hofstede in order to evaluate the ways in which the difference in culture between India and the UK may affect the company in terms of employees, customers and marketing decisions. Further, I analyzed the segmentation, targeting and positioning strategies of Cadbury and the 7Ps of the international marketing mix that include product, price, place, promotion, people, process and physical evidence. In addition, I conducted the research on Cadbury’s market entry strategy in India and role of localization in the strategy development. I assessed ethical issues related to the health of the customers, pricing policy, advertisements, packaging and sourcing of cocoa. Finally, I combined the results of my research in order to make recommendations on Cadbury’s international marketing strategy in the future.
Feelings
At the starting of the assessment, I thought that comparative study of international marketing strategies of Cadbury in two countries would be difficult because I had to take into account a number of different environmental, cultural and marketing factors. I was concerned that I might have problems to find appropriate information on both the UK and India and to make sure that my comparison is related to Cadbury and not to countries' characteristics in general. However, the further research process increased my confidence because PESTLE and Hofstede frameworks helped to organise the gathered information. What was interesting to me, the cultural comparison has shown how important it is to adjust marketing and management strategy depending on cultural peculiarities of country and I started to be more interested when analysing 7P framework. It allowed me to see why certain economic and cultural characteristics could impact the strategy of making decisions about product, price, place and promotion. Finally, I was more confident in my skills after conducting the ethical analysis because I saw how important it is to be responsible as international brand especially regarding the aspects of health, advertising and sourcing.
Evaluation
One good thing about the process is that I applied multiple models instead of one to analyze Cadbury’s international marketing efforts. While PESTLE analysis helped me understand macro-environmental differences between India and the United Kingdom, Hofstede’s model helped me examine cultural differences. STP and 7Ps, in turn, allowed me to relate these general differences to marketing practices of Cadbury. I thought that this combination was beneficial because it helped me gain a deeper understanding of international marketing. The other good thing is that I managed to use different kinds of sources, such as academic researches, official data, information from companies and market statistics. However, there were some limitations of my research process. There were certain challenges while trying to make comparisons due to the differences in sources from which the market statistics was obtained for both the UK and India and due to the different ways they were measured. I understood that cultural context tends to generalise the characteristics of the nation and does not account for all consumers and employees. In addition, there were cases when some parts became more descriptive and not analytical since my focus was on providing information rather than analysing it for Cadbury.
Analysis
Upon reflection, I realized that proper international marketing analysis depends on integrating theory and empirical market facts rather than on analyzing them separately. Thus, in the course of doing PESTLE analysis, I discovered many economic and environmental differences between India and the UK; however, only upon applying these findings to Cadbury’s marketing mix did I realize their significance. Purchasing power differences explained to me why varied pack size and affordable prices are very important in India, whereas the maturity of the UK confectionery market means that differentiation, innovation and strong brand heritage are crucial. Additionally, understanding cultural differences through Hofstede’s framework allowed me to realize how cultural characteristics affect managerial and marketing strategies of a company. Collectivism of India helped me to analyze marketing based on family ties, festivals and gifts, whereas individualism and indulgence of the UK helped me to understand different consumer behavior and communication practices. In other words, I understood that cultural analysis could help to explain the ineffectiveness of standardized international marketing. The STP and 7 Ps Analysis further proved the significance of localization. I understood that while Cadbury retains its uniformity in terms of global image, it adapts its marketing operations according to the local environment. The market entry analysis helped me understand that the development of Cadbury in India involved localization. 
Conclusion
As a result of this assessment, I discovered that in order to undertake research for international marketing, one has to use a structured method which includes the use of valid information, theories and comparative analysis. I gained a better insight into how the PESTLE analysis, Hofstede, STP and the 7Ps framework can be used for analysis of international activities of multinational brands like Cadbury. Another thing I learned was that merely discovering the differences among countries will not do, I also have to discover how these differences affect marketing decisions.
Action Plan
SMART action plan 
	Specific (S)
	Measurable (M)
	Attainable (A)
	Relevance (R)
	Time-bound (T)

	I shall have an established research plan prior
	Conducting a comparison of data from various sources in order to make my research more accurate and credible would be the way to measure the success range of the strategic approach effectively 
	Establishing research plan prior to starting the writing process and use dependable academic, governmental, and corporate sources for each section for my further sustainable researching contexts. 
	Establishing a research plan prior is relevant to support the currently driven industrial report measurement, application understanding of the changing business segmentations and applications more effective in the competitive scenarios. 
	Within next 3 months 

	I shall pay closer attention to analysis
	Developing focus on providing justification for the importance of the evidence presented and its impact on business decision-making processes rather than just presenting the findings would be the core ways of measuring the success range of the strategic approach 
	Researching over the currently developed business reports, evaluation of the changed strategic applications by companies to balance their functional accessibilities are effective to develop  
	Paying closer attention to analysis of the real time business evidence and critical operating factors is relevant to emphasise changed business narratives of my future engaging firms effectively. 
	Within next 5 months 

	I shall manage my time more efficiently
	Completing all the necessary works within a particular time frame and meeting all deadlines depending on the key paradigm of highlighted schedules. 
	Scheduling all my tasks, developing a weekly and daily working routine and timing would ensure my ways to maximise the changed operational patterns management segmentations more effectively. 
	Managing my time more efficiently is relevant by dedicating certain time frames to research, analysis, writing, citation and proofreading. 
	Within next 7 months 


Table 4: SMART Action plan
(Source: Self-developed)
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