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[bookmark: _Toc237141419][bookmark: _Toc237480999]Introduction
Founded in Birmingham in 1824, Cadbury is one of the most enduring brands in the world of chocolate and is now a part of the American multinational Mondelez International (Latterly, 2024). Mondelez’s product falls into the global chocolate confectionery market; one of the largest sectors within fast-moving consumer goods (FMCG) and accounted for about US$36 billion in net revenue for the company in 2023 (Latterly, 2024). This report will explore Cadbury's approach to entering overseas markets and their marketing-mix in two different markets – their target market, the UK, and one of their more successful markets where they have found a home – India.
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Figure: Cadburry Plc (Latterly, 2024).
This is an instructive comparison of the two countries. Cadbury is a well-established product that has reached category leadership in the United Kingdom, a country characterized by a high per capita income and a culture that is individualistic, whereas Cadbury entered India in 1948 and has established near-category dominance in a culture that is collectivist and festival oriented with a large emerging market (Malodia, 2026; buildd, 2023). It uses international frameworks of marketing – PESTEL, Hofstede’s cultural dimensions, Segmentation-Targeting-Positioning (STP) and extended 7Ps marketing mix – to make comparisons between the two contexts, and contrast them. It then looks at the manner in which Cadbury entered the Indian market, critically examines the ethical issues entangled in Cadbury's actions in the United Kingdom in 2006 in connection with the salmonella recall and finally makes some strategic recommendations. In Section 2, there is an organised reflective description in the Gibbs' (1988) reflective cycle.
Methodologically, the report utilises a qualitative, desk based, comparative case study approach, with the evidence used being triangulated through the use of academic textbooks, peer reviewed journal literature, regulatory publications and industry reporting (Kotler et al., 2019). This is appropriate for the analytical goal, which is not to test a statistical hypothesis but to explain how a common corporate strategy can be conveyed to two different national marketing mixes that are structurally different. The analysis also takes into account the long-running academic debate between standardisation and adaptation in international marketing, as Levitt (1983) argued that consumer tastes were converging as a result of global communication and trade barriers had been dropping and that a standardised, low-cost offer was commercially superior, whereas Douglas and Craig (1986) pointed out that this was an underestimation of the enduring difference between national markets, and that unreflective standardisation was a form of ‘global marketing myopia’. This classic debate is put to the test today in Cadbury's UK-India comparison.
Chocolate is a globally familiar product form and culturally familiar consumption occasion – a Christmas gift for folks back home or a gift for Easter, sweets for festivals in India, etc. – and as such the confectionery category is a good place to discuss the debate. The insights gained into the use of one brand architecture in these varying meanings of consumption have wider implications for other fast-moving consumer goods (FMCG) multinationals contemplating the challenge of balancing global efficiency with local relevance (Vrontis, Thrassou and Lamprianou, 2009). The material in the balance of the report is organized first at a macro-environmental and cultural level (Section 2), followed by the level of the market and the strategy to be adopted (Section 3), the level of the entry mode (Section 4), the level of an ethical case study (Section 5), and the level of recommendations for the future (Sections 6, 7).
[bookmark: _Toc237141420][bookmark: _Toc237481000]Comparative Analysis of the Two Markets
[bookmark: _Toc237141421][bookmark: _Toc237481001]PESTEL Analysis: United Kingdom vs India
PESTEL is a tool to analyse the external factors that influence marketing strategy in international markets: political, economic, social, technological, environmental and legal (Yüksel, 2012; Perera, 2017). The table below, Table 1, compares the two markets on each dimension.
	Factor
	United Kingdom
	India

	Political
	Stable parliamentary democracy; predictable post-Brexit trade regime and strong regulatory institutions (e.g. Food Standards Agency).
	Stable but complex federal system; ‘Make in India’ and FDI liberalisation encourage manufacturing investment; state-level variation in regulation.

	Economic
	Mature, high-income market with low chocolate volume growth; high cost base and inflation-sensitive shoppers.
	Rapidly growing middle-income economy; rising disposable incomes; price-sensitive but expanding premium segment.

	Social
	Individualistic, health-conscious consumers; established gifting at Christmas and Easter.
	Collectivist, family- and festival-centred society; sweets integral to Diwali, Raksha Bandhan and weddings.

	Technological
	Advanced e-commerce and retail-media ecosystem; high digital penetration.
	Fast-scaling e-commerce and quick-commerce; rapid smartphone and digital-payments adoption.

	Environmental
	Strong pressure on sustainable cocoa, packaging and carbon reduction; Cocoa Life sourcing programme.
	Cold-chain integrity critical in hot climate; growing scrutiny of sustainable sourcing and packaging waste.

	Legal
	Strict food-safety law (HACCP), advertising and labelling standards; HFSS advertising restrictions.
	FSSAI food-safety regime; evolving advertising and packaging regulation; strict labelling requirements.


Table 1. Comparative PESTEL analysis of the UK and Indian markets (Malodia, 2026; FSA, 2006).
This comparison highlights key differences in strategic contexts. The UK is a mature market and has been saturated with growth in premiumisation, seasonal innovation and value as inflation sensitive shoppers will defend their choices (Latterly, 2024). However, India is a growth market with Mondelez investing about ₹4000 crore in the growth of its manufacturing and route-to-market capacity by 2026, in anticipation of the increased consumer demand and low chocolate consumption per capita (Malodia, 2026). The environmental dimension, however, is quite different: cold-chain compliance is an important factor in product quality and availability in India's hot climate, whereas the constraint does not exist in the temperate UK (Latterly, 2024). These contextual differences have direct implications for the standardisation–adaptation debate introduced above. In the UK, restrictions on the promotion and placement of high-fat, salt and sugar (HFSS) products significantly limit in-store merchandising and multibuy promotion of Cadbury's main stream Dairy Milk lines, which is likely to lead to a push for the company toward diversification with premiums and a focus on portion control, rather than volume-based promotions (FSA, 2006). 
Furthermore, regulatory divergence between the UK and EU has also increased the administrative burden of sourcing ingredients from across the border and complying with the ever-changing labelling consumer guidelines and health-claims regulations set forth by the Food Safety and Standards Authority of India (FSSAI) for Cadbury's Indian operation. While the economies of scale outlined in Levitt's (1983) model may seem seductive in theory, these legal asymmetries suggest a practical cap on the level of standardisation possible in the national environment as outlined by Douglas and Craig (1986). The difference between the two markets also influences investment priorities in terms of economics. UK chocolate confectionery is a comparatively low volume growth category with a squeeze on margins from the rising cost of cocoa and dairy ingredients and is thus encouraging Cadbury to maintain its market share through pack architecture and premiumisation, rather than aggressive price competition (Latterly, 2024). India has a distinct growth scenario with a young population, comparatively low per-capita chocolate consumption and rising disposable income driving Mondelez's growth trajectory, which has been seen in its investments in manufacturing and in the route to market (Malodia, 2026). This comparison highlights the broader concept of international marketing planning: PESTEL analysis is most valuable in the context of making decisions regarding an allocation of resources, as international brand management requires a different approach in different markets, with the one market requiring a defend-and-premiumise push and the other market a invest-and-expand push (Yüksel, 2012). 
[bookmark: _Toc237481002]Hofstede’s Cultural Dimensions:
 Although the model has been criticized for its ecologic and temporal validity (Hofstede et al., 2010; Beugelsdijk and Welzel, 2018), Hofstede's model categorizes national culture in six dimensions and remains one of the most widely used frameworks when it comes to cross-cultural marketing. The UK and India can now be compared against the 6 dimensions, as shown in Figure 1.
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Figure 1. Hofstede cultural-dimension scores for the United Kingdom and India (Hofstede Insights, 2021; scores reported in ResearchGate, 2021).
The most striking differences are in power distance (UK 35 vs India 77) and individualism (UK 89 vs India 48) (Hofstede Insights, 2021). The UK is a low power distance, high individualistic country where advertisements mainly are focused on personal choices, humour and self-expression. India is a high power distance society, relatively collectivist, where the consumption is determined by family, community, and hierarchy, and where confectionery plays a part of the collective festive and gifting practices (OpenStax, 2019). This cultural difference can be directly attributed to the Indian communication Cadbury has used, most prominently in their long-running ‘Kuch Meetha Ho Jaaye’ (‘let's have something sweet’) platform, which is focused on collective celebration and auspicious moments, as opposed to UK campaigns like ‘Gorilla’ and ‘Glass and a Half’ which emphasize individual joy and playful whimsy (Markhub24, 2025; buildd, 2023). The higher indulgence score in the UK (69 versus 26) also reinforces the idea of chocolate as a day-to-day personal treat, while in India the brand has cleverly shifted the perception of chocolate from an indulgent western treat to a culturally acceptable alternative to the traditional mithai sweets (Malodia, 2026). Even though it is useful for the purposes of this case study, Hofstede's framework is subject to considerable methodological criticism and a strict use would involve recognition of these limitations. McSweeney (2002) suggests that the data used in the original IBM survey, based on responses from marketing and sales staff in one multinational organisation, should not be generalizable to national populations as a whole, and that any inferences made about the behaviour of individual consumers from national scores are an ecological fallacy. 
When applied to Cadbury, this is a general directional cue to understand the norms in a society, broadly speaking the UK and India, which could well influence the tone of advertising and gifting habits, but which is not necessarily a reliable guide to any individual’s reaction to a given campaign. There are also some limitations in time; Hofstede's scores were based on data compiled several decades ago and the British and Indian society have been transformed by many developments in recent years, such as urbanization, more women working outside the home and the explosion of social network coverage on smartphones, which can be closing the recorded gaps (Beugelsdijk and Welzel, 2018). All of this said, the framework remains useful to marketers as a way to make sense of what is a nebulous term, “culture,” and to make it a comparison-based, actionable heuristic that can aid with positioning and tone of voice decisions, but only as one consideration among many — not as a rule of thumb (OpenStax, 2019). 
[bookmark: _Toc237481003]Comparative STP and International Marketing Mix (7Ps) 
[bookmark: _Toc237481004]Segmentation, Targeting and Positioning:
 STP is the process of converting macro-environmental and cultural understanding into actionable market choices (Kotler et al., 2019). A comparison of Cadbury's STP in the two markets is drawn in Table 2.
	STP element
	United Kingdom
	India

	Segmentation
	Occasion- and benefit-based: everyday treat, sharing bags, seasonal gifting (Easter, Christmas); premium vs mainstream tiers.
	Income-, occasion- and festival-based: mass-market single bars for trial; premium gifting (Silk, Celebrations) for festivals and weddings.

	Targeting
	Broad mass market with premium sub-targeting; families and adult self-treat consumers.
	Very broad reach across income tiers via pack-price ladders; families, youth and gifting occasions.

	Positioning
	Iconic heritage brand of ‘generosity’ and everyday joy; ‘a glass and a half of milk’ quality cue.
	‘Kuch Meetha Ho Jaaye’ — sweetness for every celebration; chocolate positioned as a modern, aspirational mithai.


Table 2. Comparative STP analysis (Latterly, 2024; Malodia, 2026; Markhub24, 2025).
Figure 2 shows the commercial benefits of the Indian positioning of Mondelez India Foods, which saw a strong growth in its reported revenue to approximately ₹12,747 crore in FY24 with the Indian revenue coming from core Cadbury products like Dairy Milk and 5 Star (Malodia) at around 72%. 

[image: ]
Figure 2. Reported revenue growth of Mondelez India Foods (FY22 and FY24 figures from Malodia, 2026 and buildd, 2023; FY21/FY23 indicative).
Figure 3 shows Cadbury's positioning in relation to its competitors along two dimensions: perceived premium and emotional connection. The space, high on the right and reaching the centre towards the top (high emotional resonance) is defensible in both markets, with the top-left to centre space extended upwards into premium gifting via Silk and Bournville (Latterly, 2024). This difference in targeting logic also mirrors a long-standing debate in marketing theory between a differentiated and mass market targeting strategy (Kotler et al. 2019). Cadbury adopts a somewhat differentiated strategy in the UK, with top-of-the-range sub-brands placed on the mainstream Dairy Milk product to appeal to different levels of willingness-to-pay in a fairly uniform income distribution. In contrast, the brand's Indian segmentation strategy is described as what is sometimes called a ‘pyramid segmentation strategy’ — where very low unit price single bars generate trial and habituation among the lower income, ‘first time' bar users, and the premium-gifting format can appeal to an expanding urban middle class, extending the relevance of the one brand to a much wider income level than is usual in a more mature western market (Malodia, 2026). The strategy mirrors the accepted segmentation techniques in emerging FMCG markets of entry at an affordability level and then subsequent laddering to the higher margin formats.
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Figure 3. Indicative perceptual positioning map
[bookmark: _Toc237141425][bookmark: _Toc237481005]The Extended Marketing Mix (7Ps)
The 7Ps framework is appropriate to a brand whose value is co-created via distribution intensity and in-store experience (Booms and Bitner, 1981; Kotler et al., 2019). The mix of Cadbury is compared in the two markets in Table 3.
	7Ps
	United Kingdom
	India

	Product
	Broad portfolio led by Dairy Milk tablets and multipacks; premiumisation via Bournville, seasonal Creme Egg; reformulation and portion control under HFSS pressure.
	Core Dairy Milk plus locally salient lines (5 Star, Gems, Bournvita, Silk, Celebrations); heat-tolerant formulations and festival-specific packs.

	Price
	Premium mainstream pricing with value multipacks; pack-price architecture to defend key price points against inflation.
	Aggressive pack-price laddering: low-unit-price single bars for trial and affordability, ascending to premium gifting tiers.

	Place
	Modern trade (Tesco, Sainsbury’s), convenience and scaling e-commerce; joint business plans with major grocers.
	Vast multi-tier distribution across modern and traditional ‘kirana’ trade, convenience, e-commerce and quick-commerce; deep rural reach.

	Promotion
	Emotional brand-building (‘Glass and a Half’, ‘Gorilla’); seasonal campaigns; retail media and sponsorship.
	Culturally embedded campaigns (‘Kuch Meetha Ho Jaaye’); festival advertising; purpose-led work such as ‘Shubh Aarambh’ and ‘Not Just a Cadbury Ad’.

	People
	Trade and merchandising teams supporting grocery relationships.
	Extensive distributor and field-sales network servicing millions of outlets; relationship-based traditional trade.

	Process
	Mature, HACCP-driven supply chain and quality assurance; e-commerce fulfilment.
	Cold-chain and route-to-market optimisation for a hot climate; distributor-led replenishment across fragmented retail.

	Physical evidence
	Distinctive Cadbury purple, ‘glass and a half’ symbol and heritage packaging.
	Same global brand codes localised with festive, gifting and vernacular packaging cues.


Table 3. Comparative 7Ps marketing mix (Malodia, 2026; buildd, 2023).

The two comparisons demonstrate a brand with a consistent global brand code: Cadbury purple, ‘glass and a half' device, Dairy Milk masterbrand, along with a different operational mix based on local economic and cultural conditions. It is an example of a textbook case of a ‘glocal' strategy where the brand identity is standardised, but product, price and promotion are localised (Vrontis et al., 2009). Lower average income translates into price and place adaptations, as the pack-price laddering and high traditional-trade penetration demonstrate in India, and the UK mix leans towards premiumisation and retail-media in a consolidated grocery channel (Latterly, 2024; Malodia, 2026). This pattern directly addresses the standardisation/architecture question raised in the introduction. In part the Cadbury case supports Levitt's (1983) thesis; the use of standardisation as an economically superior strategy is only partially evidenced in the case of Cadbury due to the elements of the brand identity, such as the purple livery, the ‘glass and a half’ device and the Dairy Milk masterbrand, which are standardised around the world and create the economies of scale and consistent brand meaning that Levitt predicted. But the operational marketing mix of price architecture, distribution channel structure and much of the promotional material is quite adapted, which lends support to Douglas/Craig's (1986) counter-argument that the pure standardisation of a mass-market FMCG brand is not commercially viable because of the ongoing differences in income distribution, retail infrastructure and the cultural meaning of the brand. 
Cadbury's strategy is thus more accurately characterised, in the terms of Vrontis et al. (2009), as a conscious hybrid ‘glocal’ strategy with the elements that constitute global brand equity being standardised, and the elements that account for local commercial viability and cultural resonance being adapted. The ‘people' and ‘process' elements, both added by Booms and Bitner (1981) to the classical 4Ps to represent how services and service-influenced goods are co-created with customers, are also adapted, not standardised, with the UK having a fairly small trade-marketing team, but India having a very large distributor/field-sales organisation to cover the millions of independently owned outlets. The difference in organisational scale required is a result of the retail-structure contrast identified in the PESTEL analysis, showing how the frameworks in this report are interdependent and not independent of each other.
[bookmark: _Toc237481006]Market Entry Strategy: India
 The modes of international market entry are typically structured along a continuum ranging from exporting, to licensing and foreign direct investment (FDI), to joint ventures, and to wholly owned subsidiaries (WOS) (Root, 1994; Hill, 2021). This is a time line of Cadbury's journey in India. The brand first came to India in 1948, when it was imported and distributed in the country and had a corporate presence in Mumbai, and gradually extended its footprint by manufacturing here and establishing a wholly owned subsidiary Cadbury India (now Mondelez India Foods) (buildd, 2023; Marketing360, 2022). This incremental process of commitment is similar to the Uppsala internationalisation model, in which businesses build up their foreign involvement gradually as they acquire knowledge and confidence about the foreign markets (Johanson and Vahlne, 2009). Three significant benefits Cadbury has in India are: (i) control over brand, quality and marketing; (ii) cost and supply chain efficiency – avoiding import duties, Cadbury can develop heat-tolerant formulations, and also manage the cold chain in India, which is necessary for the distribution network that is required for serving millions of 'kirana' outlets (Malodia 2026); and (iii) deep embedding in the market – Cadbury's network of distributors is extensive enough to serve the millions of ‘kirana’ outlets. This investment of ₹4,000 crore for the period of 2026 is a testament to the long-term commitment and confidence of the FDI community in the sustainability of the market (Malodia, 2026). 
The primary downside of this high commitment approach is that of local market operational and reputational shocks, which in the UK context is realised; however, Cadbury's Indian success, capturing approximately 49% market share in 2016, and more recently over 60%, shows that the mode has been value-creating. It's important to note what Cadbury didn't do when looking at their pathway to entry. A pure exporting solution would have required a minimum of resource commitment and risk, but would have exposed the brand to import tariff, currency fluctuation and would not have been able to adapt its formulation for India's climate, affecting product quality in a hot climate and humid supply chain (Root, 1994). Licensing or franchising to a local partner would have limited the capital risk but led to loss of control over brand standards, quality assurance and marketing execution, which is a significant risk in a food business, where the reputation of the brand is on the line as shown in the UK salmonella case discussed in Section 5 (Hill, 2021). A joint venture may have been beneficial in gaining local knowledge in the preliminary steps of entering the market but would have involved a balance of control versus joint decision making that would have had to continue throughout the process. Cadbury's move towards becoming a fully-fledged subsidiary with local manufacturing would thus represent the classic risk–control trade-off in international market entry theory – the greater resources committed, the greater exposure, and only worth the risk when the perceived market potential and accumulated market knowledge are high (Johanson and Vahlne, 2009; Hill, 2021). On balance, this assessment has proved to be correct, given Cadbury's subsequent success in India.
[bookmark: _Toc237481007] Ethical Evaluation: 
The UK Salmonella Recall 2006 The biggest ethical blunder in Cadbury's more recent marketing life is not about its ads but the honesty of its product and its communication with its regulators and consumers. Cadbury found in January 2006 that chocolate crumb produced at its Marlbrook factory in Herefordshire was contaminated with a "particular strain of Salmonella Montevideo", which is not typically found in chocolate (Medium/Prakash, 2020; ConfectioneryNews, 2007). Importantly, the company did not alert health authorities at the time or issue a recall of the product; instead, it revised its previous zero-tolerance policy and believed the amount of contamination was ‘minute' and the risk insignificant enough to not trigger a recall (FoodManufacture, 2008; Rowe, 2009). Only in June 2006, following the establishment of a link by the Food Standards Agency (FSA) to the outbreak, Cadbury was forced to recall 7 product lines of more than one million bars, with more than 37 people having become ill (FSA/CFS, 2006; FoodNavigator, 2006). The Advisory Committee on the Microbiological Safety of Food determined that there should be no salmonella in RTE food and Cadbury was prosecuted and found guilty of hygiene lapses, sentences that resulted in a fine of some £1 million (ConfectioneryNews, 2007; FoodManufacture, 2008). The case is also instructive for the governance of food-safety in general. This Advisory Committee on the Microbiological Safety of Food determination that 'no level of salmonella is acceptable in ready-to-eat products in confectionery' is a zero tolerance approach in UK food law that cannot be replaced by a company's risk tolerance judgement (ConfectioneryNews 2007). Cadbury's internal decision to consider the contamination as below threshold risk did not simply stall a tough commercial decision, but directly challenged the regulatory logic behind the role of the Food Standards Agency, hence the decision to charge, rather than reach a voluntary corrective-action agreement as would have been the case if the risk had been considered above threshold (FoodManufacture, 2008).
[bookmark: _Toc237481008] Ethical Assessment 
The biggest fault from a deontological point of view was the lack of transparency, as the brand's brand has been ‘open, honest and responsive' – a mantra that was also applicable to the crisis management that had been carried out – and the lack of transparency as far as the time period between the brand's internal detection of the problem and the moment of its public disclosure was concerned – in fact, a time period that stretched from January to June (Rowe, 2009; Marketing Week, 2006). The withholding of the notification caused a clear consumer injury (illness), regulatory sanction, and a cost of recalls (estimated £20m) and reputation cost (Marketing Week, 2006). The episode also demonstrates a marketing-ethics conflict between protecting the business now versus maintaining customer trust over the long run; the short-term benefit of not making a recall only increased the financial and reputational pain (Carrigan and Attalla, 2001). However, empirical evidence on the event revealed the power of Cadbury's pre-existing brand equity, such that the recovery of consumer trust occurred relatively rapidly, emphasizing that although reputational capital protects ethical misdeeds, it does not excuse them (Rowe, 2009). 
While intuitive ethical judgement is one way to examine Cadbury's response to their crisis, a more systematic approach is provided by Coombs' (2007) Situational Crisis Communication Theory (SCCT). SCCT assigns each crisis into a range of categorisations depending on the degree of organisational responsibility attributed by stakeholders and suggests an appropriate level of response in each situation, from denial to diminishing to complete accommodation and rebuild strategies like apology, compensation and corrective action. The 2006 case falls into SCCT's ‘preventable crisis' typology, as the contamination can be attributed to a failure in the internal infrastructure – a failure known to the company for several months prior to disclosure – which SCCT suggests should be addressed with the most ‘rebuild' approach to shield reputational assets (Coombs, 2007). Cadbury's eventual response, a full product recall, public apology, cooperation with prosecution and a reported £1 million fine, is consistent with the SCCT rebuild category, while the overall empirical conclusion of the theory that rebuild strategies result in the most favourable reputational restoration outcome of preventable crises is also supported by Rowe's (2009) finding that Cadbury's pre-existing brand equity enabled a comparatively swift recovery of consumer trust. The theory also makes a point about the delay between January detection and June disclosure unnecessarily extended the “reputational exposure” based on concealment prior to the accommodative response, a delay that a pre-agreed crisis communication plan should have avoided. A similar failure of food-safety governance in India could also lead to more commercial harm than in the UK in 2006, as the Indian growth strategy relies on consumer confidence in food safety and product authenticity in a hot climate market, where cold chains are sensitive, and where this failure would, in turn, result in an even more damaging outcome (Malodia, 2026).
[bookmark: _Toc237141429][bookmark: _Toc237481009]Recommendations
Based on the analysis, the following recommendations are made for Cadbury's international marketing strategy:
· The first two focus on the brand's existing strengths in each market; the third and sixth focus on the main operational risk identified in Section 5, whilst the fourth and fifth place Cadbury to benefit from emerging opportunities for growth and legitimacy identified throughout the PESTEL and STP analyses.
· Continue the ‘glocal’ balance. Continue to keep global codes of Global brand constant and further localise the cultural aspects (continue with the festival-led approach, which has worked well in India, to other emerging markets, where there is a collectivist culture, in South and Southeast Asia and Africa).
· Continue to push for premiumisation in established markets. In the UK, defend value, build premium (Bournville/ Silk-equivalent) and innovate seasonally to compensate for lack of volume growth in the low-value categories.
· Invest in Food Safety and supply-chain resiliency. Make food safety governance and proactive food recall transparent and zero-tolerance and do not let the 2006 incident happen again; adopt food safety as a brand equity investment, not a compliance cost.
· Lead on sustainable sourcing. Expand the Cocoa Life (CL) sustainable sourcing programme and present it in a credible way to tackle growing concerns about the environment in the cocoa market and to strengthen the brand's ‘generosity' messaging.
· Increase digital and quick commerce. Continue to grow online revenue share in the low teens, while expanding the retail media, sampling and gifting business, especially on the back of India's rapidly expanding quickly commerce segment.
· Formalise crisis-communication protocols. Include a pre-agreed, SCCT-based escalation and disclosure process for food-safety incidents and ensure that any future contamination event will lead to immediate notification to regulators and an accommodating public response, rather than a risk-tolerance judgement by the regulator.
· Deepen data-led segmentation. Leverage point-of-sale and quick-commerce data analytics to optimize the India pack-price ladder and UK premium tiering, thereby optimizing and boosting differentiated and pyramid segmentation strategies (Kotler et al., 2019).
[bookmark: _Toc237481010]Conclusion
Cadbury's international success is premised on a disciplined ‘glocal’ approach, emotionally resonant worldwide brand identity combined with marketing-mix adaptation, grounded in the local economic realty and cultural significance. The UK-India contrast would be a case in point for very divergent masterbrands; premiumisation in a mature and individualist market as opposed to affordability, festival relevance and distribution intensity in a collectivist growth market. Its value-creating, high commitment entry into India has been positive – the 2006 salmonella outbreak in the UK is a cautionary tale about the importance of ethical, value-creating operations for the building of brand trust. The above recommendations allow Cadbury to continue to grow and maintain its reputation – which is the key to its ‘glass and a half of generosity'.
Overall, the case illustrates that the dichotomy of standardisation versus adaptation is rarely answered in black and white: Cadbury's sustained commercial success is built around its ability to make key decisions about what parts of its offering to standardise and what parts to adapt – decisions that must be re-made as regulatory, cultural and competitive environments change in both markets.
[bookmark: _Toc237481011]Section 2: Reflective Account
This reflection is based on Gibbs' (1988) reflective cycle, which encompasses six stages of reflection: description, feelings, evaluation, analysis, conclusion and action plan, and is common for using experience to create professional learning (Gibbs, 1988; Husebø, O'Regan and Nestel, 2015).
[image: Gibbs Reflective cycle | Crowe Associates]
Figure 4. Gibbs’ (1988) reflective cycle
[bookmark: _Toc237481012]Description
The assignment involved research, analysis and preparation of the comparative international-marketing report on Cadbury in UK and India, using PESTEL, Hofstede, STP and 7Ps frameworks, and the evaluation of an ethical problem and the production of recommendations. I collected data from the literature, industry analysis, regulatory agencies, and company reporting and put them together in a coherent manner in a report.
This involved the need to step beyond the single-market approach and hold two opposing national contexts in mind at the same time, an approach that impacted the way that evidence was organised around each of these frameworks prior to writing.
[bookmark: _Toc237481013]Feelings
I was somewhat daunted and motivated by the size of the brief and by the need, not only to make sense of it, but to try to connect a number of frameworks together without treating them as independent ‘box filling’ exercises. I was concerned when I had to check all of the statistics and reference to be sure they were accurate and checking for credible and corroborating sources increased my confidence. The most interesting part was completing the ethical evaluation since it linked theory with a regulatory and moral dilemma.
However, my anxiety was removed when I started to document the exact source and access date of each statistic as I gathered it, instead of looking back and finding citations, as that would have led to the problem of misattributions.
[bookmark: _Toc237481014]Evaluation
Overall, it was a good and rewarding experience. The framework-led structure was effective in maintaining comparative and disciplined analysis, while triangulation of sources was effective in enhancing the credibility of the analysis. Things that didn't go so well on the first go-around were that, in my opening first draft, I was describing instead of critically analysing; and that I over-summarised the frameworks in the first draft, but then revised it to bring in comparison and judgement.
The other thing I discovered was that it was easier to establish a shared comparison table for each framework – rather than a UK section and an India section – which meant that from the initial writing stage, the arguments had to be genuinely comparative.
[bookmark: _Toc237481015]Analysis
I think about this, and I see that comparative analysis requires a skill of synthesizing that's more cognitively demanding than it is to describe a case: the ability to simultaneously consider the two markets. I can explain my growth using Kolb's (1984) experiential-learning theory by which I transitioned from a concrete experience of drafting to a reflective observation of my weaknesses to abstract conceptualisation of re-organising around comparison to active experimentation of revising ( Kolb, 1984). It also made me more conscious of the ecological-fallacy critique, which makes it clear that national scores refer to societies rather than individuals, thus enhancing the nuance of my cultural argument (Beugelsdijk and Welzel, 2018).
The same experience also emphasized the importance of using multiple types of sources to support a claim because each type of source has its own strengths and weaknesses in supporting a claim (Kotler et al., 2019).
[bookmark: _Toc237481016]Conclusion
In conclusion, I believe that I have the most potential in the areas of structured research and verification of sources, and my weakest area is critically evaluating from description to more quickly. I also came to know that clearly applying ethical lenses (deontological and consequentialist) and thus giving an explicit ethical analysis of a situation is better than giving an intuitive one.
I also acknowledge that it is easier to do a critical evaluation when the framework is made aware of its own limitations and can not be taken for granted, rather than when they are taken for granted, as in the case of Hofstede's model with its criticism.
[bookmark: _Toc237481017]Action Plan
For future work I will: (i) create a comparison matrix before I write, which will provide structure and force analytical writing rather than descriptive; (ii) establish a target ratio of critical to descriptive material and check drafts against this ratio; and (iii) continue to check all factual claims against at least two credible source materials. These will help me to continue developing my skills as an evidence-based, critically reflective marketing practitioner.
(iv) create an own list of critique points for the analysis of the framework, based on methodological literature, e.g. McSweeney (2002), and use it proactively for future comparative analyses instead of retroactively during the editing process.
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