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[bookmark: _Toc237089300]Section 1: International Market Entry Strategy and Marketing Mix
1. [bookmark: _Toc237089301]Introduction
Cadbury is one of the world's most well-known brands and has grown from a small grocery shop in Birmingham to a globalised multi-national chocolate company operating in many countries around the world. The Cadbury business was founded by John Cadbury in 1824 and was known for its excellent cocoa and chocolate products and its strong commitment to product quality and the welfare of its employees and the local community. The principles have remained at the heart of the brand and continue to shape the international marketing of the brand under its parent company, Mondelez International (Cadbury UK, 2026). 
[image: ]
Figure 1: Cadbury Logo
Source: (Cadbury UK, 2026)
The objective of this report is to make a critical comparison of Cadbury's international marketing strategy in the United Kingdom and India by considering the variations in the macro environment, culture, segmentation, targeting, positioning and marketing mix. The report also analyses Cadbury's marketing entry strategy in India, examines an ethical issue that Cadbury faces in its international marketing operations and prepares evidence-based recommendations to improve Cadbury's future international marketing performance.
The report starts with a comparative analysis of the business environment in the UK (home country) and India (host country) with suitable international marketing frameworks, then it moves on to the evaluation of Cadbury's STP strategy, and 7Ps marketing mix in both countries. It then critically reviews the market entry strategy of the company into India, discusses an ethical issue that the brand faced, provides some practical recommendations and concludes with a reflection using Gibbs' Reflective Cycle. 
2. [bookmark: _Toc237089302]Company Overview and International Orientation
2.1 Overview of Cadbury
Founded in Birmingham, United Kingdom, in 1824 by John Cadbury, Cadbury is one of the world's leading confectionery brands and is part of Mondelez International. The company has grown from a local cocoa company to a global brand that sells its products in more than 30 countries and produces them in more than 10 countries, including the United Kingdom and India, where it is one of the most important markets (Cadbury UK, 2026). Cadbury's success in the UK has been driven by its heritage and dedication to innovation and sustainability, while in India, the company has established itself in the market through its sustainable manufacturing and product development efforts (Cadbury Unwrapped, 2026). Cadbury UK Limited had a good year in 2024, with turnover of £206.5 million and a profit after tax of £41.0 million (Cadbury UK Limited, 2024). 
2.2 Cadbury as a Multinational Corporation (MNC)
Cadbury is a multinational company as it has manufacturing, marketing and distribution activities in several countries. The brand's strategic and historical heart is in the UK, where it also has one of the fastest-growing markets internationally. Cadbury established its first manufacturing plant in India in 1948 and is investing ₹4,000 crore by 2026 to increase production capacity and strengthen the Cadbury supply chain to make it more resilient. Mondelez India has reported revenue of ₹12,746.98 crore in FY24, highlighting the importance of India for the company in its global business operations (Rahul Malodia, 2025).
2.3 International Marketing Orientation (EPRG Framework)
Cadbury adopts a polycentric approach to marketing, which involves tailoring marketing strategies to suit the characteristics of each market, but still retaining a global brand identity (Gatignon and Capron, 2023). In the UK, marketing is about the company's 200-year heritage, generosity, premium quality and sustainability commitments. On the other hand, Cadbury adjusts the product mix, promotional offers, pack sizes, and prices in India to suit the cultural preferences and buying habits of Indian consumers during festivals like Raksha Bandhan and Diwali. The balance of consistency with the global brand and responsiveness to the local market suggests Cadbury's international marketing strategy is largely polycentric rather than geocentric (Cadbury Unwrapped, 2026).
3. [bookmark: _Toc237089303]Comparative Analysis of the UK and Indian Markets
3.1 PESTLE Analysis
	Factor
	United Kingdom
	India

	Political
	Stable regulatory environment. The UK–India Free Trade Agreement (2025) is expected to improve trade and investment opportunities for food and confectionery businesses (UK Government, 2025).
	Government initiatives such as Make in India support manufacturing. Mondelez announced a ₹4,000 crore investment by 2026 to expand production and supply chains (Malviya, 2023).

	Economic
	UK confectionery market valued at US$16.98 billion (2025), forecast to reach US$22.06 billion by 2030 (5.37% CAGR). However, cocoa prices rose by about 80% in 2024, increasing production costs (Research and Markets, 2025).
	Rising incomes and urbanisation continue to increase chocolate demand. However, record cocoa prices reduced FY25 sales growth for Mondelez as consumers shifted towards cheaper confectionery alternatives (Malviya, 2026).

	Social
	UK shoppers are demanding higher quality, healthier and ethical chocolate. Approximately 61% consider premium chocolate an affordable luxury and 68% are drawn to products with premium ingredients. The seasonality of gifting also continues to be a significant driver of purchases, leading to Cadbury targeting premiumisation, innovation and differentiation through flavours (Mintel, 2025).
	India has a young consumer base (15-30 years) which is fueling chocolate consumption and a growing middle class that has started buying chocolates as an alternative to traditional sweets during Raksha Bandhan and Diwali. There is also growing demand for dark chocolate and sugar-free varieties, backed by being sold at lower prices and increasing distribution in the rural areas (IBEF, 2025).

	Technological
	UK chocolate manufacturers increasingly adopt automation and advanced production technologies to improve efficiency. For example, HPS automated pigging systems enable a UK chocolate manufacturer to save around £2 million annually, recover 1 tonne of chocolate per day, and reduce product rework from 5–15% to below 1%, enhancing productivity and sustainability (Egginton, 2024).
	India's rapid adoption of UPI, Amazon, Flipkart and social media has strengthened digital marketing and nationwide product availability. In addition, advances in cold-chain logistics, packaging technology and quick-commerce delivery have expanded chocolate distribution into warmer and previously underserved regions, supporting broader market penetration (Mordor Intelligence, 2025).

	Legal
	HFSS advertising restrictions from January 2026 and strict food labelling regulations influence chocolate marketing (Davidson, 2026).
	Compliance with FSSAI regulations on food safety, packaging and labelling is mandatory for confectionery manufacturers (Pratap, 2026). 

	Environmental
	Cocoa shortages in Ghana and Côte d'Ivoire have increased costs, while consumers increasingly expect sustainable cocoa sourcing and recyclable packaging (Naadi, 2026). 
	Climate-related cocoa supply disruptions and higher raw material costs encourage investment in resilient and sustainable sourcing practices (Malviya, 2026).



Critical Comparison
Despite chocolate being a common gift item in both the UK and India, there are significant differences in socio-cultural aspects that affect the marketing strategy Cadbury uses. Chocolate is a brand that is linked to quality, ethics and everyday generosity in the UK, where Cadbury is continuing its long-standing ‘There's a Glass and a Half in Everyone’ campaign, as well as recent campaigns including ‘Made to Share' for small acts of kindness and emotional connection (VCCP, 2026). On the contrary, Indian consumers are more inclined to buy chocolates as alternatives to sweets during the festival of Raksha Bandhan and Diwali. Cadbury's response is Cadbury Celebrations, geo-targeted campaigns to support more than 7,000 neighbourhood retailers during the festive season of Diwali, and localised festive advertising (WARC, 2022). So Cadbury has a clear and consistent brand purpose that is driven by the act of giving, but its promotional themes and consumer engagement resonate with the socio-cultural values of each market (Schofield, Duber-Smith and Baker, 2025). Overall, the comparison indicates that Cadbury cannot rely on a standardised international marketing strategy. While the UK provides a relatively mature and regulated market, India's expanding consumer base and different regulatory, technological and socio-cultural conditions create greater opportunities for market adaptation. Therefore, these environmental differences support Cadbury's largely polycentric approach. 
Implications for Cadbury's International Marketing Strategy
The PESTLE analysis suggests that Cadbury should continue a polycentric international marketing strategy, tailoring its approach to each market (Gatignon and Capron, 2023). The company should further consolidate its premium positioning in the UK by working with ethical sourcing, innovative flavours and healthier product alternatives while keeping up with compliance with the HFSS regulations. Cadbury should go ahead with its manufacturing investment of ₹4,000 crore and further increase the size of its affordable packs, festival-based promotions and digital marketing campaigns in India. In both markets, the sourcing of sustainable cocoa and technological innovation and the development of resilient supply chains are key drivers if cocoa is to remain competitive and to minimise risks due to climate change, even in the face of fluctuating raw material prices.
3.2 Cultural Analysis: Hofstede's Cultural Dimensions
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Figure 2: Hofstede's Cultural Dimensions for India and UK
Source: (The Culture Factor, 2026)
Hofstede's Cultural Dimensions indicate that while the UK and India have a deep-rooted tradition of gifting, there are major socio-cultural differences, and Cadbury must adapt its marketing approach to these two markets (Piotrowska and Piotrowski, 2023). India has a high score of Power Distance (77), whereas the UK has a score of 35, which means they accept authority and hierarchy more. This is reflected in Cadbury India's regular adoption of trusted celebrities like Shah Rukh Khan and Amitabh Bachchan to reinforce credibility and emotional appeal (Tring, 2026), while campaigns in the UK tend to focus on everyday people and communities, a more equalitarian society.
The highest differences between the two countries can be seen in Individualism (UK 76; India 24). British consumers are more focused on personal enjoyment and self-expression, whereas Indian consumers are more focused on family relationships and collective celebrations. Cadbury UK thus encourages individual acts of generosity through initiatives like “Made to Share”, and Cadbury Celebrations is marketed as a festive gifting brand during Diwali and Raksha Bandhan, helping over 7,000 local retailers during these seasons (WARC, 2022). 
Both countries have a relatively high Masculinity (UK: 66; India: 56), which allows Cadbury to market premium products (Dairy Milk Silk and Bournville) as achievements and premium quality. Likewise, Uncertainty Avoidance (UK: 35; India: 40) facilitates product innovation, but UK consumers are more open to new flavours, whereas Indian ones are more open to innovations with familiar flavours. Lastly, the UK has a higher score for LT (60), which is in line with Cadbury's long-term investment of nearly £300 million in UK factories and product innovation (Cadbury Unwrapped, 2026), while the moderate score for LT in India indicates a balance between modernisation and traditional purchasing behaviour. Overall, these differences are evidence of Cadbury's polycentric marketing philosophy which is to ensure consistency in the brand voice across the world, while adapting marketing activities to the local environment. 
3.3 Influence of Cultural Differences on Consumer Behaviour
The PESTLE analysis and Hofstede analysis shows that there are many socio-cultural differences which affect the consumer behaviour between UK and India. In the UK, very individualistic consumers purchase Cadbury mainly for their own enjoyment, for high-quality experiences and on special occasions, such as Christmas and Easter.  However, the collectivist culture in India promotes family buying behaviour, and the chocolate industry is now outcompeting traditional sweets during festivals like Diwali, Raksha Bandhan and weddings. Gift-giving is therefore more culturally entrenched in India, prompting Cadbury to expand its Cadbury Celebrations brand portfolio, whereas UK marketing is about giving and sharing in everyday life. These behavioural differences also shape the perception of the brand; Cadbury is perceived as a premium brand with a sense of nostalgia in the UK and as an emotionally connected festive brand in India (Piotrowska and Piotrowski, 2023).
4. [bookmark: _Toc237089304]Comparative Analysis of STP Strategy
4.1 Market Segmentation
[image: Different-types-of-market-segmentation]
Figure 3: Market Segmentation
Source: (Sara, 2021)
Cadbury applies segmentation across the UK and India to satisfy the different segments with consideration of geographic, demographic, psychographic and behavioural variables. Geographically, the UK portfolio is broken down into block chocolate, countlines, bite-size pouches and seasonal gifting products, which are typically sold in supermarkets, convenience stores and e-commerce (Cadbury Unwrapped, 2026). However, India has modern retail and traditional grocery stores and rural distribution to achieve maximum market penetration. 
Cadbury's demographic is across all ages, but the products are geared towards different segments. 84% of the respondents in India were between 18-24 years old, making young adults the demographic that the brand caters to, and Dairy Milk and Silk are appealing to various income groups, with different pack sizes. Taste, along with quality (31.5%), continues to be the primary purchase driver. (Mahapatro and Mali, 2025). Desirable chocolate is becoming a more popular choice among adults in the UK looking to indulge in high-quality chocolate without breaking the bank, or to gift this special treat to loved ones during the festive season. 
The Psychographic profile of the UK consumer is a desire to buy premium, nostalgic and ethically sourced products, while the Indian consumer is looking for emotional connections, celebrations, and value for money. In terms of behaviour, the UK buys more regularly for everyday use and in the season, whereas the Indian demand rises substantially during festive seasons and family events.
4.2 Target Market Strategy
Cadbury markets its chocolate as a product of sharing and emotional connection to adults and families in the UK, rather than as a confectionery. According to the Cadbury Unwrapped (2026) report, snacks are eaten by 79% of consumers as a way to connect with others, while 71% say that eating a snack together is a form of love and 42% say that they regularly share chocolate with family and friends. This approach is backed by campaigns like Made to Share, which sold 16.5 million Dairy Milk bars and boosted Dairy Milk value sales by 11.5% in the UK (Selfstorming, 2026). 
Cadbury reaches children, young adults and families in India through chocolate in daily celebration. The company shifted Dairy Milk from a product for kids to one that's linked to festivals, weddings and gifts; and Cadbury Celebrations has specifically focused on festive events like Diwali and Raksha Bandhan (Mahapatro and Mali, 2025).
4.3 Product Positioning
Cadbury places itself in the UK with the concepts of British heritage, generosity and premium quality. It reached 2 million new consumers and achieved a 43% new-to-brand (NTB) conversion rate, with a 3.84% conversion rate, further strengthening Cadbury's positioning around heritage (Amazon Ads, 2025). 
Cadbury markets chocolate in India as a symbol of love and joy in relationships and celebrations. Products like Cadbury Celebrations and Cadbury Dairy Milk Silk are marketed as gifts for Diwali, Raksha Bandhan and marriage, thus enhancing emotional involvement over functional consumption (Mahapatro and Mali, 2025). 
4.4 Country of origin (COO) effect and brand image
Cadbury's British heritage has a positive impact on the brand image in both markets. Its 200-year history in Birmingham, investment of almost £300 million in UK factories and ongoing product innovation help to maintain authenticity and consumer trust (Cadbury Unwrapped, 2026). While in India, the British origin has a positive country-of-origin effect, the success of the brand in the long run also relies on localisation (culturally relevant campaigns, festival-based marketing and products adapted to Indian consumers).
5. [bookmark: _Toc237089305]Comparative Analysis of the International Marketing Mix (7Ps)
	Element
	United Kingdom
	India

	Product Strategy
	Cadbury adopts the Contingency Approach, standardising its core Dairy Milk recipe, logo and purple identity while adapting communication. Following the Product Extension–Communication Adaptation model, it launches UK-specific products such as Made to Share, Lotus Biscoff Dairy Milk and seasonal Easter ranges. Packaging includes 80% ISCC-certified recycled plastic for around 300 million Dairy Milk bars annually and 65% recycled Mini Eggs packs, supporting sustainability (Cadbury Recycle, 2026).
	Cadbury follows Dual Adaptation, modifying both products and communication. Products such as Cadbury Celebrations, Silk, Fuse, 5 Star and ₹5–₹20 Dairy Milk packs address affordability and gifting. Packaging includes multilingual labels, festive gift boxes and wedding editions for festivals such as Holi and Raksha Bandhan while maintaining the global Cadbury identity (Shastri, 2026).

	Pricing Strategy
	Uses competition- and demand-based pricing against Galaxy, Lindt and supermarket own-label brands. Rising cocoa costs have led to selective price increases and smaller pack sizes while maintaining a premium image through Christmas and Easter promotions.
	Combines competition-based and affordable entry pricing. Products start from ₹5, while Silk and Bournville target premium consumers, allowing Cadbury to serve both value-conscious and higher-income segments (Shastri, 2026).

	Place (Distribution) Strategy
	Applies intensive distribution through Tesco, Sainsbury's, Asda, Morrisons, Aldi, Lidl, WHSmith, Co-op, petrol stations, vending machines and Amazon UK. Online grocery and click-and-collect strengthen nationwide availability.
	Also follows intensive distribution through supermarkets, grocery stores, wholesalers, pharmacies and rural retailers. Amazon India, Flipkart, Blinkit, Swiggy Instamart and Zepto provide rapid urban delivery and extensive rural reach.

	Promotion Strategy
	Promotion reflects low-context communication, using direct emotional messages around generosity and sharing. Campaigns such as Made to Share are supported by Instagram, TikTok, QR-code promotions and football partnerships (Cadbury, 2026).
	Promotion follows high-context communication, emphasising family, festivals and emotions. Campaigns such as Kuch Meetha Ho Jaaye, Say It with Silk and Cadbury Celebrations use YouTube, Instagram, influencers and regional-language advertising.

	People
	Customer experience is supported through trained retail staff, consumer support services and the Bournville R&D Centre, where Mondelez invested £3.5 million and employs specialist chocolate tasters to improve product quality and innovation (Boles, 2025).
	Local manufacturing, sales and marketing teams improve retailer relationships and ensure campaigns reflect regional languages and cultural preferences. 

	Process
	Customers purchase through supermarkets, convenience stores and digital channels. Automated production, sustainable packaging and advanced manufacturing improve efficiency and reduce waste. 
	Purchasing is supported through offline retail, quick-commerce platforms and UPI-enabled digital payments. Local manufacturing and nationwide logistics improve product availability and reduce distribution lead times (Shastri, 2026).

	Physical Evidence
	Cadbury's iconic purple branding, premium shelf displays, Bournville heritage and sustainable packaging reinforce brand quality and environmental commitment (Cadbury Recycle, 2026). 
	Physical evidence combines global Cadbury branding with festive gift boxes, premium Diwali packaging, multilingual labels and culturally themed point-of-sale displays, reinforcing its position as India's preferred celebration chocolate brand. 



6. [bookmark: _Toc237089306]Assessment of Cadbury's strategy for entering India
Cadbury came to India with a 100% greenfield foreign direct investment (FDI) and started operations in India in 1948 and built its first manufacturing plant in 1949. This entry strategy helped the company maintain complete control of its production, quality, brand and distribution as well as establish a long-term foothold in India (Pisharady, 2020). In the present times, Mondelez India has several manufacturing plants, a Global R&D Centre in Mumbai and a wide distribution chain across the country. 
The strategy was suitable because India is a large consumer market with a growing demand for confectionery, which meant that it was necessary to make a significant long-term investment. Cadbury has been improving localisation since 1965 by being a pioneer in cocoa cultivation and by establishing a partnership with Kerala Agricultural University, which has resulted in a sustainable cocoa supply chain within the country (Mondelez International, 2026). The company has also announced a massive investment of ₹4,000 crore in expanding manufacturing, warehousing and logistics and route to market, reflecting continued confidence in the growth potential of India (Malviya, 2023). 
This approach had many advantages, such as total managerial control, efficient product localisation and a well-developed brand (Kormakova et al., 2023). It allowed Cadbury to launch products like Cadbury Celebrations, Cadbury Dairy Milk Silk and low-cost Dairy Milk packs for Indian consumers. But Greenfield FDI demanded high capital investment, market development and adaptation over heavy competition and price-sensitive consumers. Overall, the strategy has proven to be very successful as Cadbury has achieved full ownership and deep localisation and thus established a sustainable competitive advantage in the Indian confectionery market. 
7. [bookmark: _Toc237089307]Ethical Issues in Cadbury's International Marketing
In India, Cadbury faced one of its major ethical problems in its marketing mix during the worm infestation affair in the year 2003, which directly impacted the product element. In the Diwali season, reports in the media showed that insects were discovered in Cadbury chocolates and led to extensive consumer worries and harmed the brand's reputation. The Maharashtra Food and Drug Administration (FDA) found insects in some of Cadbury's chocolate bars, prompting a fall in sales of nearly 45% during the summer holiday season. Cadbury claimed that it was due to the poor quality of the retailers' storage facilities, but the incident brought to light issues with packaging and quality assurance (IRM India, 2021).
The Justice Approach mandates that consumers get safe and good quality products, and that the manufacturing of these products and their retailing be done in a consistent way, with transparent quality control (Mulgund, 2022). Cadbury responded by launching tamper-proof metallic packaging, improving the storage practices of retailers by Project Vishwas, reaching out to more than 190,000 retailers and opening its factories to the consumers, parents and media to showcase its strict quality assurance protocols. It also carried out a nationwide campaign with Amitabh Bachchan to restore consumer confidence (IRM India, 2021).
Cadbury can adjust promotions to Indian festivals like Diwali from a Cultural Relativism point of view. According to Ethical Absolutism, however, the principles of food safety, truthful marketing, and consumer protection are universal and should not be country-specific (Rajak, 2026). Cadbury's investments in better packaging and its Cocoa Life programme reflect a more robust focus on ethical marketing, sustainable sourcing and responsible business practices, which will help restore consumer trust and improve long-term brand credibility (Cadbury Cocoa Life, 2026).
8. [bookmark: _Toc237089308]Recommendations
Cadbury should build on its product strategy by growing its healthier, lower-sugar and plant-based chocolate lines and maintaining the locally relevant flavours in India as well as the limited-edition premium chocolates in the UK. This would allow the company to adapt to consumer preferences and stay competitive in the long run, while also preserving the differentiation of the product (Massaglia et al., 2023).
The company should also leverage its promotional approach further by integrating emotionally appealing campaigns with personalised efforts through AI, influencer collaborations and customer engagement through data. In India, festivals like Diwali and Raksha Bandhan should continue to be used to their full advantage; in the UK, emphasis ought to be placed on concepts of generosity, nostalgia and premium experiences. Further, the digital marketing strategy should leverage first-party consumer data, social commerce, omnichannel retailing and personalised content to enhance customer engagement, build brand loyalty and drive increased conversion rates in both markets (Nguyen, 2025).
Cadbury also needs to continue to strengthen its sustainability and ethical marketing by improving transparency in its cocoa supply chain, growing farmer inclusion schemes and improving environmental reporting, including through the Cocoa Life initiative. As consumer expectations grow, there will be more transparency and better consumer chain practices, which will further build trust among stakeholders and the company's international image as an ethical player (Obeng Adomaa, Vellema and Slingerland, 2022).
Lastly, Cadbury's future international expansion should continue to be polycentric – blending its strong British identity with locally adapted product, pricing and promotional strategies to gain a sustainable competitive advantage in each of its foreign markets.
9. [bookmark: _Toc237089309]Conclusion
Overall, Cadbury has managed to build a strong position as a global leader in the confectionery industry while also catering to the local market's tastes and preferences. There are many variations in the way that the political, economic and socio-cultural environments affect consumer behaviour and marketing decision-making, such as between the UK and India. Rather than doing so, Cadbury could be able to respond effectively to the needs of each market, adapting their products, prices, promotions and distribution system to suit, whilst retaining their strong British identity and product heritage.
To this end, the report has been able to accomplish its goals as it has evaluated Cadbury's international marketing orientation, international marketing cultural influences, STP strategy, marketing mix, market entry strategy and ethical practices based on the relevant theories and concepts of international marketing. The analysis shows that Cadbury has a competitive advantage in the ability to combine innovation, cultural adaptation and sustainable business practices. Moving forward, ongoing investments in digital marketing, ethical sourcing and the development of healthier product innovations and locally suitable marketing strategies will provide Cadbury with a competitive edge in the international market and facilitate sustainable long-term growth in various markets worldwide.
[bookmark: _Toc237089310]Section 2: Reflective Account 

Figure 4: Gibbs' Reflective Cycle
Source: (By Author, adapted from Gibbs, 1988)
1.1 Description
This assignment was to critically analyse Cadbury's international marketing strategy through a comparison of its operations in the United Kingdom and India. For the report, I used a few international marketing theories such as the EPRG framework, PESTLE analysis, Hofstede's cultural dimensions, STP, the 7Ps marketing mix, Product and Communication Adaptation Model and the Justice Approach. This report also included the analysis of Cadbury's market entry strategy, ethical issues and how cultural differences affected consumer behaviour. To do this, I had to look beyond describing what Cadbury does in marketing and consider the reasons for these different strategies in the various markets. In higher education, reflective practice is known to be an effective technique for enhancing critical thinking and deep learning (Yadav and Bhatia, 2022).
1.2 Feelings
At first, I thought that this assignment would be primarily about comparing Cadbury's products and promotions in the UK and India. After gaining this, however, I quickly discovered that international marketing demands a much greater knowledge of culture, ethics, consumer behaviour and business strategy. Linking multiple theories in the same discussion was one aspect that was difficult for me. For instance, Cadbury's STP strategy and promotional activities needed to be understood in the context of Hofstede's cultural dimensions, and I had to think critically and explain each theory as part of the whole, rather than explain each one individually. Another challenge was distinguishing between descriptive writing and critical evaluation, particularly with regard to Cadbury's polycentric strategy and the 2003 product quality crisis. These difficulties used to make me feel less sure of myself, but they made me read more academic literature and make myself more analytical.
1.3 Evaluation
The most significant learning experience was about the importance of adapting rather than standardising in international marketing (Lin, Xiaoyu and Jianqiang, 2023). Prior to writing this report, I believed that the marketing strategy of a Multinational Corporation was the same across all countries. However, Cadbury analysis revealed how Cadbury Dairy Milk is marketed as a product of heritage and generosity in the UK and Cadbury Celebrations as a festive gifting product in India. These differences helped me to better translate theory into practice. Another positive result was the understanding of the role that ethical issues play in marketing decisions. When studying the controversy of the worm infestation in 2003, the Justice Approach revealed that marketing success is also dependent on consumer trust, transparency and responsible business practices. I did notice, however, that my initial versions were full of company information, and needed to be revised to add in more meaningful comparison, based on academic research.
1.4 Analysis
The most difficult part of this assignment was to combine a variety of international marketing theories together in one coherent analysis. At first, I used all the frameworks of PESTLE, Hofstede, STP and 7Ps separately. I realised through further reading that they complement one another. For instance, Cadbury's marketing strategy of festivals could be explained by the collectivist culture of India identified by Hofstede and the PESTLE analysis revealed how the economic growth and digitalization would support them. Likewise, studying Cadbury's market entry strategy taught me that localisation of the product, pricing and communication is also important in terms of long term competitive advantage and not just investment. Thus, this task helped me to integrate various theories instead of using them separately. Reflective learning promotes higher order thinking skills by enabling students to think about how knowledge can be transferred to various contexts (Ragab and Kaid, 2024). I also learned how to use research skills, as I researched academic literature, as well as company reports, rather than just one source of evidence.
1.5 Conclusion
Overall, it was a very positive experience in learning about international marketing and critical academic writing. The most important thing I learned is that there is a harmony between the global brand and the local culture. I also understood that an analysis must combine multiple theories, and arguments must be presented with evidence and critically examined instead of described with respect to business decisions. The assignment was difficult but it gave me confidence in the application of theory in practical business situations.
1.6 Action Plan
In future assignments, I will start looking at literature earlier in the process to have more time for critical analysis and synthesis of the literature, instead of descriptive writing. I also hope to develop my skills of linking more than one theory in the same context rather than analysing them individually. In addition, I will keep building my reflective writing skills by reflecting on my strengths and weaknesses following every assignment. I will read recent academic journal articles on international marketing regularly, to enhance my analytical thinking and decision making with evidence. According to Jeyakumar et al. (2023), reflective practice over time helps develop critical thinking, self-awareness and lifelong professional learning.
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