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INTRODUCTION
This report will compare the international market entry strategy and marketing mix of the Cadbury brand in its UK home country and South Africa. The United Kingdom and South Africa are useful countries to compare because they represent two very different markets for Cadbury. The United Kingdom is Cadbury's home country, where the company was founded in 1824 and has built a strong brand reputation over many years. South Africa, on the other hand, is an important international market where Cadbury has adapted its products and marketing strategies to meet local consumer needs.
This report will present a comparative analysis of the macro environments in both countries using the PESTEL framework. A comparison of the cultural factors in both countries with the Hofstede framework will be used. A comparative analysis of the STP and the international marketing mix of both countries will be shown the cultural factors in both countries.
The report will conclude with an analysis of the market entry strategy for South Africa. An evaluation of if there were ethical issues to Cadbury’s marketing mix in South Africa. Recommendations will be given on how Cadbury should continue its international marketing strategies.

[bookmark: _Toc235475931][bookmark: _Toc235653595]
OVERVIEW AND BACKGROUND OF CADBURY
Cadbury is one of the world's most recognised confectionery brands, specialising in the production of chocolate, candy, gum, and beverages. The company was founded in 1824 by John Cadbury (Rowlinson, Hassard, 1993) in Birmingham, England, when he opened a small grocery shop selling tea, coffee, and drinking chocolate. Over the years, Cadbury expanded its product range and became known for producing high-quality chocolate products, establishing itself as one of the leading confectionery manufacturers worldwide.

Throughout its history, Cadbury has been recognised not only for its innovation in chocolate manufacturing but also for its commitment to social responsibility. The company developed the model village of Bournville near Birmingham, providing improved housing and welfare facilities for its employees. This reflected the founders' belief in ethical business practices and employee wellbeing (Schwepker, et al. 2021).

In 2010, Cadbury became part of Mondelēz International, one of the world's largest snack and confectionery companies, following the acquisition of Cadbury by Kraft Foods (Fernandes, Gupta, Vidyasagar, 2016). Today, Cadbury operates under the Mondelēz International portfolio while maintaining its distinctive brand identity and heritage. The company sells its products in more than 50 countries and has a particularly strong presence in markets such as the United Kingdom, India, Australia, South Africa, Ireland, and New Zealand.

Cadbury's product portfolio includes popular brands such as Cadbury Dairy Milk, Cadbury Dairy Milk Silk, Cadbury Roses, Cadbury Creme Egg, Crunchie, Wispa, Flake, and Boost. Today, Cadbury continues to compete with major global confectionery companies such as Mars, Nestlé, Ferrero, and Hershey (Fitzgerald, 2005). With nearly two centuries of history, the company remains committed to delivering high-quality chocolate products while embracing innovation, sustainability, and responsible sourcing to meet the evolving expectations of consumers around the world.
[bookmark: _Toc235475932][bookmark: _Toc235653596]COMPARATIVE ANALYSIS
[bookmark: _Toc235475933][bookmark: _Toc235653597]PESTEL Analysis
The PESTEL framework examines the external macro-environmental factors that influence business (Eierle, et al. 2022).  The below table compares the United Kingdom and South Africa highlighting the opportunities and challenges Cadbury faces in both markets.
	POLITICAL

	UK (Home)
	Stable political system and strict regulations. 

	South Africa (Host)
	Food-safety, employment and consumer-protection laws are in place.

	What this means for Cadbury

	UK - Cadbury must provide clear nutritional information, avoid misleading claims and place greater emphasis on responsible consumption. SA - Cadbury must invest in local manufacturing, suppliers and distribution partnerships rather than depending entirely on imports.

	ECONOMIC

	UK (Home)
	High-income economy with strong consumer purchasing power and a mature retail sector.

	South Africa (Host)
	Greater unemployment and income inequality, making many consumers more price-sensitive.

	What this means for Cadbury

	UK - Cadbury can therefore sell premium products, seasonal gift boxes and larger sharing packs. SA - Cadbury must offer smaller chocolate bars and lower-priced packs so that its products remain affordable.

	SOCIAL

	UK (Home)
	Marketing can use nostalgia, tradition and occasions such as Christmas and Easter.

	South Africa (Host)
	South African culture is generally more community-oriented and diverse.

	What this means for Cadbury

	UK - culture is relatively individualistic, so advertisements may focus on personal enjoyment, self-reward and individual choice. SA - Advertising must also represent different languages, ethnic groups and lifestyles to avoid appearing culturally insensitive or excluding sections of the population.

	TECHNOLOGICAL

	UK (Home)
	Advanced internet access, e-commerce and digital retail systems.

	South Africa (Host)
	Mobile phones and social media are particularly important, although internet access and data affordability vary.

	What this means for Cadbury

	UK - Cadbury can use personalised online advertising, customer data and partnerships with online supermarkets. SA - Cadbury should use mobile-friendly advertising requiring limited data and is effective on smartphones.

	ENVIRONMENTAL

	UK (Home)
	Strong consumer concerns and regulations about packaging and sustainability.

	South Africa (Host)
	Water shortages, electricity disruption and weaker recycling systems affect manufacturing and distribution.

	What this means for Cadbury

	UK - Cadbury should promote recyclable materials and ethical cocoa sourcing. SA - Cadbury needs efficient energy use, reliable supply plans and packaging suitable for local recycling facilities.

	LEGAL

	UK (Home)
	Regulations on labelling, advertising and products high in fat, salt or sugar.

	South Africa (Host)
	Regulatory enforcement may be less consistent than in the UK.

	What this means for Cadbury

	UK - These regulations affect how Cadbury promotes chocolate, particularly to children. SA - Cadbury must additionally respond to government policies relating to local employment, business participation and economic development.



The PESTEL analysis shows that Cadbury operates in two very different environments. In the UK, the company benefits from political stability, higher consumer incomes, developed technology and strong retail systems. However, it faces pressure from inflation, health concerns, environmental expectations and strict advertising regulations.
In South Africa, Cadbury has opportunities because of the country’s large and diverse consumer market. However, high unemployment, income inequality, infrastructure problems and price sensitivity create greater challenges. Cadbury therefore needs to focus more strongly on affordability, reliable distribution and locally relevant marketing.

[bookmark: _Toc235475934][bookmark: _Toc235653598]Hofstede's Cultural Dimensions
Hofstede's framework explains how cultural values influence consumer behaviour and business practices (Offiah, Schofield, Rees, 2025). The below table compares and contrasts the cultural factors in the United Kingdon and South Africa.
	Power Distance

	UK (Home)
	Low

	South Africa (Host)
	Moderate to High

	Implications for Cadbury

	UK consumers value equality and informal communication, whereas South African consumers generally accept hierarchical structures. Marketing messages in South Africa may benefit from using respected public figures and authority-based endorsements.

	Individualism

	UK (Home)
	Very High

	South Africa (Host)
	Moderate

	Implications for Cadbury

	UK consumers focus on personal choice and individual preferences. South African consumers often place greater importance on family, community, and shared experiences, making family-oriented advertising more effective.

	Masculinity

	UK (Home)
	High

	South Africa (Host)
	Moderate to High

	Implications for Cadbury

	Both countries value success and achievement, but South African advertising often combines achievement with community values and resilience.

	Uncertainty Avoidance

	UK (Home)
	Low

	South Africa (Host)
	Moderate

	Implications for Cadbury

	UK consumers are generally open to new products and innovation. South African consumers may prefer trusted brands with established reputations, benefiting established brands such as Cadbury.

	Long-Term Orientation

	UK (Home)
	Moderate

	South Africa (Host)
	Moderate

	Implications for Cadbury

	Consumers in both countries appreciate innovation while respecting established traditions. Cadbury balances introducing new products while maintaining its heritage brand image.

	Indulgence

	UK (Home)
	High

	South Africa (Host)
	Moderate to High

	Implications for Cadbury

	Consumers in both countries enjoy leisure and indulgent products such as chocolate. However, purchasing decisions in South Africa are often influenced more by affordability due to income differences.



The United Kingdom is characterised by high individualism, low power distance, and a strong culture of consumer choice. Consumers respond well to innovative products, personalised marketing, and premium offerings. In contrast, South Africa's more collectivist culture means that purchasing decisions are often influenced by family and community values. Trust, affordability, and emotional advertising play a greater role in consumer behaviour.
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Figure 1 illustrates the Segmentation, Targeting and positioning framework.Segmentation

Target

Positioning



Figure 1
[bookmark: _Toc235653600]Segmentation
Cadbury segments the market using demographic, geographic, psychographic and behavioural factors. Demographically, it serves children, teenagers, adults and families, as well as consumers from different income groups. Behavioural segmentation includes regular buyers, impulse purchasers, gift buyers and consumers purchasing chocolate for celebrations.
In the UK, Cadbury targets consumers seeking everyday treats, premium products, seasonal gifts and familiar brands (Cadbury, 2026). In South Africa, income differences make economic segmentation particularly important (Sondhi, Chawla, 2017). Cadbury therefore offers small, affordable bars as well as larger sharing packs.
This segmentation creates value by allowing consumers to choose products that match their income, occasion and preferences (Sondhi, Chawla, 2017). However, offering many product sizes and varieties can increase manufacturing, stock-control and promotional costs. Smaller packs may also improve affordability without necessarily offering the best value per gram, creating a risk that consumers view the strategy as unfair.

[bookmark: _Toc235475938][bookmark: _Toc235653601]Targeting
Cadbury follows a differentiated targeting strategy. It develops products and promotions for several consumer groups rather than focusing on a single market segment. For example, individual chocolate bars target impulse buyers, sharing packs appeal to families, and boxed products target gift purchasers (O’Regan, Ghobadian, 2009).
In the UK, Cadbury can target consumers with premium seasonal ranges and products linked to Christmas, Easter and other celebrations. In South Africa, it places greater emphasis on affordable products and family sharing because consumers are generally more price-sensitive and community-oriented.
This strategy increases Cadbury’s market reach and creates value by providing relevant products for different occasions. However, targeting children creates ethical and regulatory risks because chocolate is high in sugar. Cadbury must ensure that its advertising does not exploit young consumers or encourage excessive consumption.

[bookmark: _Toc235475940][bookmark: _Toc235653602]Positioning
Cadbury positions itself as an accessible, enjoyable and emotionally meaningful chocolate brand. Its purple packaging, Dairy Milk identity and emphasis on generosity help distinguish it from competitors (Cadbury, 2026).
In the UK, the brand uses its British heritage, familiarity and nostalgia. In South Africa, it combines the same global identity with messages about family, sharing and togetherness. This creates value through emotional connection, trust and brand recognition.
The risk is that excessive standardisation may make campaigns feel culturally inappropriate, while too much adaptation may weaken the brand’s global identity. Cadbury must therefore balance consistency with local relevance.

COMPARATIVE INTERNATIONAL MARKETING MIX (5Ps)
As outlined in figure 1 the marketing mix highlights the 6 distinct phases of marketing strategy.Prodeuct
Price
Place
Promotion
People
Process
Physical

Figure 2
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Cadbury offers an extensive UK product portfolio that includes Dairy Milk, Wispa, Twirl, Flake, Crunchie, Creme Egg, Roses and Bournville (Cadbury, 2026). The UK strategy includes individual bars for impulse consumption, multipacks and sharing bags for households, large tablets in multiple flavours, seasonal products, particularly for Easter and Christmas, gift boxes and assortments, darker, premium and innovative flavour variants and limited editions and collaborations intended to generate consumer interest.
This product breadth reflects a mature market in which consumers expect choice and frequent innovation. UK consumers are also showing interest in premium, sustainable and ethically sourced products, encouraging Cadbury to communicate cocoa sourcing and environmental initiatives.

[bookmark: _Toc235475943][bookmark: _Toc235653604]SA Product
Cadbury’s South African product range contains globally recognisable Dairy Milk products as well as flavours and formats that are particularly established in the local market. The official South African range includes Dairy Milk Chocolate, Top Deck, Mint Crisp, Whole Nut, Fruit & Nut and Dream (Cadbury, 2025).
The South African product strategy places strong emphasis on small, affordable bars for individual consumption, standard chocolate slabs for families and sharing, familiar flavours that reduce purchase risk, products designed for impulse purchasing and larger more indulgent products for middle-income consumers. Packaging capable of protecting the product during local transportation and warmer climatic conditions.
The R5 12-gram bar illustrates adaptation through portion size rather than a major alteration of the core product (Cadbury, 2025). It makes the Cadbury experience available at a lower absolute price while preserving the Dairy Milk brand.
Cadbury standardises its core recipe, purple visual identity and central Dairy Milk proposition across both markets. However, it adapts flavours, assortment and pack sizes.
The UK has a wider portfolio because of its mature market, strong purchasing power and high consumer demand for variety, gifting and seasonal products. South Africa requires a more carefully tiered portfolio, with affordable small products alongside larger slabs and premium options.
Cultural factors also influence the product strategy. Sharing products are relevant in both markets, but their social meaning may be stronger in South Africa, where family and community-oriented consumption can have greater importance.
[bookmark: _Toc235475944][bookmark: _Toc235653605]UK Price
Cadbury generally follows competitive mass-market pricing in the UK, supported by promotional pricing, multipack offers and temporary discounts through major retailers.
Its prices must remain accessible compared with premium chocolate brands, although the strength of the Cadbury name permits some brand-based price premium over supermarket alternatives. Premium products, gift boxes and seasonal ranges are priced at higher levels.
The UK price strategy has been affected by rising cocoa, energy, labour and transportation costs. UK chocolate prices increased considerably during 2024 and 2025, while Cadbury and other manufacturers faced pressure to increase prices, reduce pack sizes or manage promotional activity more carefully.

[bookmark: _Toc235475945][bookmark: _Toc235653606]SA Price
South African pricing is more strongly shaped by affordability, unemployment, inflation and unequal household income. Cadbury therefore uses a price ladder with small entry-level products, standard slabs and more premium formats.
Low absolute price points are critical. The R5 bar is an example of price-pack architecture, in which the package is designed around the amount consumers are able or willing to pay. This approach supports trial, impulse purchasing and continued brand participation during economic difficulty.
Price promotions and value remain important in formal retail, while unit affordability is especially important in convenience and informal channels. The dominance of mass-market confectionery and products below R20 demonstrates the importance of economic accessibility.
In both markets, Cadbury uses competitive pricing and multiple pack sizes. However, UK pricing balances affordability with premiumisation and promotional value, whereas South African pricing places greater emphasis on low entry prices and small cash outlays.
UK consumers are more able to purchase multipacks, gifts and premium variants, although cost-of-living pressures affect demand. South African consumers are generally more price sensitive, making the relationship between pack size and price especially important.

[bookmark: _Toc235475946][bookmark: _Toc235653607]UK Place
Cadbury benefits from highly developed UK distribution infrastructure. Its products are available through major supermarket chains, convenience stores and independent retailers, petrol-station shops, discount retailers, vending channels, wholesalers, online supermarkets and e-commerce platforms and specialist gifting and seasonal channels.
The widespread distribution strategy supports Cadbury’s mass-market positioning. Products are placed near checkouts and in high-traffic store areas to encourage impulse purchases. Larger supermarkets provide extensive shelf space for tablets, multipacks, sharing products and seasonal displays.

[bookmark: _Toc235475947][bookmark: _Toc235653608]SA Place
Cadbury also requires intensive distribution in South Africa, but the retail environment is more varied. Products are distributed through national supermarkets, convenience stores, petrol stations, wholesalers, independent shops, informal and township retailers, including spaza shops and selected online channels.
Informal distribution is more strategically important in South Africa than in the UK. Smaller stores may serve communities that are geographically or economically distant from large supermarkets. Small products must therefore be available through local neighbourhood outlets.
South Africa’s confectionery market is supported by both organised and informal retail networks. Extensive reach is necessary because convenience, transport costs and frequency of small purchases affect consumer decisions.
Both countries use intensive distribution, but the channel structure differs. The UK relies heavily on concentrated modern retail and advanced e-commerce systems. South Africa requires a combination of formal retail and fragmented informal distribution.
Cadbury’s South African place strategy must address geographic inequality, infrastructure variation and local retail relationships. Availability in small community outlets is essential to support affordable impulse products. In the UK, the challenge is less about basic market access and more about shelf visibility, retailer bargaining power and prominent placement.

[bookmark: _Toc235475948][bookmark: _Toc235653609]UK Promotion
Cadbury’s UK promotion relies on emotional storytelling, humour, nostalgia, generosity and celebration (Ramli, 2017). Advertising often presents chocolate as a way of creating happiness or strengthening relationships. The promotional mix includes television and online video, social media and digital content, outdoor advertising, retail promotions and prominent displays, public relations, seasonal campaigns, sponsorship and partnerships and product launches and limited editions.
UK campaigns can draw directly on Cadbury’s British history. The company can use familiar products, packaging and past campaigns to stimulate nostalgia. Promotions also increasingly communicate sustainability, responsible cocoa sourcing and packaging improvements because ethical concerns are more visible in consumer decision-making (Cadbury, 2026).

[bookmark: _Toc235475949][bookmark: _Toc235653610]SA Promotion
Cadbury’s South African promotions also focus on emotional storytelling but are more strongly localised around generosity, family, community and national diversity.
The promotional mix includes television, radio, social media, outdoor media, influencer activity, point-of-sale communication and community-oriented campaigns. Radio and mobile communication can be especially useful because of differences in media access, language and digital behaviour.
Campaigns must be understandable and emotionally relevant across South Africa’s diverse cultural and linguistic groups. Visual storytelling and universal themes such as sharing can reduce the limitations of language-specific communication.
Price communication is also more prominent. Promotional materials may highlight an accessible recommended retail price, such as R5, to reduce uncertainty and show that the brand remains affordable.
Cadbury maintains consistent emotional branding in both markets. However, UK promotion is more likely to use heritage, nostalgia, humour and seasonal traditions. South African promotion gives greater prominence to generosity, community, inclusivity, affordability and locally recognisable experiences.
The difference reflects culture and economics. The UK’s more individualistic culture supports communications about personal enjoyment and individual acts of generosity. South African communications can place greater emphasis on group belonging, family and shared experience.

[bookmark: _Toc235475950][bookmark: _Toc235653611]UK People
The people element includes Cadbury and Mondelēz employees, sales representatives, customer-service teams, retail partners, brand ambassadors and Cadbury World (Cadbury, 2026).
In the UK, staff and retail partners support a highly standardised consumer experience. Sales teams negotiate with powerful supermarket chains, manage displays and coordinate seasonal promotions. Customer service is supported through digital and telephone channels.
Employees must also understand UK expectations regarding food safety, diversity, ethical sourcing and corporate responsibility. Retail personnel indirectly influence physical availability and brand visibility, particularly during major seasonal periods.
[bookmark: _Toc235475951][bookmark: _Toc235653612]SA People
In South Africa, employees, distributors, wholesalers and small retailers have an even greater role in market access. Relationships with informal retailers and local distributors can determine whether products reach consumers in township, rural and lower-income communities.
Local employees also provide cultural and linguistic understanding. They help the company avoid communications that appear foreign or culturally insensitive and enable adaptation across South Africa’s diverse population.
Local brand ambassadors, community figures and influencers may strengthen trust and identification. Customer-facing people should communicate warmth, accessibility and inclusion rather than excessive exclusivity.
People are important in both markets, but their strategic role differs. In the UK, the focus is on efficient retail account management, service consistency and managing a mature brand. In South Africa, people are additionally important for cultural translation, local distribution, retailer relationships and community credibility.
[bookmark: _Toc235653613]UK Process
Cadbury’s UK processes include manufacturing, quality assurance, retailer ordering, inventory management, online purchasing, customer support and promotional planning.
The UK market benefits from advanced logistics, reliable digital systems and sophisticated retailer data. Cadbury can use sales information to forecast demand, personalise promotions and manage seasonal inventory.
Processes must comply with strict food safety, labelling and environmental standards. Consumers also expect efficient complaint resolution, clear product information and reliable online availability.
[bookmark: _Toc235653614]SA Process
South African processes must maintain global quality standards while managing more challenging operational conditions. These may include longer supply routes, infrastructure differences, energy disruption, higher logistics costs and a mixture of formal and informal distribution.
Processes must ensure that chocolate remains in suitable condition during transport and storage. Small retailers can obtain stock through appropriate wholesalers, entry-level products remain available in high volumes, local demand and promotional campaigns are supported by sufficient inventory and communication is accessible across different languages and literacy levels.
Energy and logistics costs, infrastructure challenges and supply disruptions can create additional complexity for confectionery businesses operating in South Africa.
UK processes are more centralised, digitally integrated and predictable. South African processes require greater logistical flexibility and stronger coordination with wholesalers and informal outlets.
Nevertheless, product quality must be standardised. Consumers in both countries expect a Cadbury product to provide consistent taste, safety and packaging quality, regardless of where it is purchased.

[bookmark: _Toc235653616]UK Physical 
Cadbury’s physical evidence includes its purple packaging, logo, product shape, retail displays, gift boxes, website, advertising design and branded seasonal displays.
In the UK, physical evidence is supported by brand heritage. Familiar packaging and long-established products reassure consumers and stimulate nostalgia. Premium and gifting products may use more elaborate packaging to justify higher prices.
Retail displays are particularly important during Easter and Christmas, when branded sections make Cadbury highly visible and reinforce its association with celebrations.

[bookmark: _Toc235653617]SA Physical
In South Africa, the purple packaging and Dairy Milk identity provide evidence of global quality and authenticity. Consistent brand symbols help consumers recognise the product across supermarkets, petrol stations and informal retail outlets.
Physical evidence must also communicate affordability and accessibility. Small packs clearly marked prices and compact countertop displays make the brand suitable for impulse purchasing.
Packaging must be visually clear in a multilingual market and sufficiently durable for varied distribution and storage environments. Local campaign imagery can help the global brand appear culturally relevant.
The principal physical evidence is standardised across both countries through Cadbury’s logo, purple colour and distinctive packaging. This protects global recognition.

[bookmark: _Toc235475952][bookmark: _Toc235653619]ANALYSIS OF CADBURY'S MARKET ENTRY STRATEGY IN SOUTH AFRICA
Cadbury entered the South African market through direct investment rather than relying only on exports from the United Kingdom. This strategy allowed the company to establish local manufacturing, develop strong distribution networks and create marketing activities suited to South African consumers. A local presence also helped Cadbury reduce transport and import costs while improving product availability.
A major advantage of this strategy is that Cadbury can respond quickly to local market conditions. South Africa has a large and diverse consumer market, but it also experiences significant income inequality (Tregenna and Mfanafuthi, 2012). Cadbury has adapted its product range to meet the needs of consumers with different levels of income. It offers small, affordable chocolate bars alongside larger sharing packs, enabling both price-sensitive and higher-income consumers to purchase its products.
Cadbury’s success has also been supported by its broad distribution network. Its products are sold through supermarkets, convenience stores, petrol stations and small neighbourhood retailers, including spaza shops (Ligthelm, 2007). This wide availability allows Cadbury to reach consumers in both urban and rural areas. It is particularly important in the confectionery market because chocolate is often bought impulsively. Making products visible and easily accessible therefore increases the likelihood of purchase.
The company has also adapted its promotional strategy to local culture. Although Cadbury maintains global brand features, including its purple packaging and Dairy Milk identity, its advertising reflects South African values and lifestyles (Ogilvy, 2004). Campaigns frequently emphasise family, sharing and togetherness, helping the brand build emotional connections with local consumers. This combination of global consistency and local adaptation has strengthened Cadbury’s brand recognition.
Cadbury also benefits from being part of Mondelēz International, a major global snack company (Mondelēz International, no date). This provides access to international resources, manufacturing technology, research and supply-chain expertise. These advantages help Cadbury compete with other global confectionery businesses such as Nestlé, Mars and Ferrero.
However, the company faces challenges including inflation, unemployment and rising production costs, which may reduce consumer spending on non-essential products (Chen, 2022). Strong competition also means that Cadbury must continue innovating, maintaining affordable prices and investing in effective marketing.
Overall, Cadbury’s market entry strategy has been successful because it combines global resources with local knowledge. Through local investment, product adaptation, culturally relevant promotion and extensive distribution, Cadbury has established a strong position in the South African chocolate market.

[bookmark: _Toc235475953][bookmark: _Toc235653620]ETHICAL ISSUES OF CADBURY'S MARKETING MIX IN SOUTH AFRICA
Cadbury’s marketing strategy in South Africa raises several ethical issues that influence consumer trust and the company’s long-term reputation. These include concerns about health, pricing, advertising and the sustainability of its cocoa supply chain. Addressing these issues is important because ethical business practices not only meet legal requirements but also strengthen customer loyalty and brand value (Karunanidhi, 2012).
One of the main ethical concerns is the health impact of confectionery products. Cadbury’s chocolates contain relatively high levels of sugar and calories, which may contribute to obesity, diabetes and other health problems if consumed excessively. This is particularly important in South Africa, where non-communicable diseases are increasing. Although Cadbury promotes chocolate as an occasional treat rather than a daily necessity, the company has a responsibility to encourage responsible consumption. Clear nutritional labelling, smaller portion sizes and responsible advertising can help consumers make informed choices. If consumers believe that Cadbury places profits above public health, trust in the brand may decline and its reputation could be damaged.
Pricing also presents ethical challenges. South Africa has high unemployment and significant income inequality, meaning many consumers are highly price sensitive. Cadbury offers smaller and lower-priced products to improve affordability and ensure that consumers from different income groups can purchase its chocolates. This creates value by increasing accessibility and supporting market inclusion. However, there is a risk that frequent price increases or "shrinkflation," where product sizes are reduced without an equivalent reduction in price, may be viewed as unfair. If customers feel that Cadbury is exploiting economic hardship, consumer confidence may weaken and customers may switch to lower-priced competitors. Transparent pricing and clear communication therefore play an important role in maintaining trust.
Promotion is another area requiring ethical consideration. Cadbury’s advertising often focuses on happiness, generosity, family and sharing, helping to create positive emotional connections with consumers. In South Africa, culturally inclusive campaigns strengthen relationships with diverse communities and improve brand acceptance. However, marketing chocolate to children or encouraging excessive consumption raises ethical concerns because children are less able to recognise persuasive advertising. Cadbury must ensure that its promotional activities comply with advertising regulations and avoid misleading health or nutritional claims. Responsible marketing protects vulnerable consumers while strengthening the company's reputation as a trustworthy brand.
The ethical sourcing of cocoa has become increasingly important for both consumers and businesses. Chocolate production has been associated with issues such as child labour, poor working conditions and low incomes for cocoa farmers in some producing countries. These concerns can significantly affect consumer trust because many customers increasingly expect companies to demonstrate social responsibility throughout their supply chains. Cadbury has responded through Mondelēz International's Cocoa Life programme, which aims to improve farmer livelihoods, promote sustainable farming and reduce environmental impacts (Cadbury, 2025). These initiatives enhance the company's reputation by demonstrating commitment to ethical sourcing. However, if consumers believe that sustainability claims are exaggerated or lack transparency, Cadbury risks accusations of greenwashing, which could seriously damage its credibility.
Environmental responsibility also influences public perception. Consumers increasingly expect companies to reduce packaging waste, improve recycling and lower carbon emissions (Hughes, McEwan, Bek, 2015). By investing in more sustainable packaging and environmentally responsible manufacturing, Cadbury can strengthen customer confidence and differentiate itself from competitors. Failure to meet these expectations may reduce consumer trust, particularly among environmentally conscious customers.
[bookmark: _Toc235475954]Overall, Cadbury’s long-term success depends not only on offering quality products but also on maintaining high ethical standards. Responsible pricing, transparent health information, ethical promotion and sustainable cocoa sourcing all contribute to stronger consumer trust and a positive corporate reputation. While initiatives such as Cocoa Life demonstrate progress, Cadbury must continue improving transparency and accountability to ensure that its ethical commitments are viewed as genuine rather than promotional. By balancing commercial success with social responsibility, Cadbury can strengthen customer loyalty and maintain its competitive position in both South Africa and the global confectionery market.
[bookmark: _Toc235653621]RECOMMENDATIONS FOR CADBURY’S 
[bookmark: _Toc235653622]Expand Affordable Product Options
Cadbury should increase its range of affordable products by introducing more small pack sizes and value multipacks for lower-income consumers. This is necessary because South Africa has high unemployment and income inequality, making price a key purchasing factor. The company should use market research to identify suitable price points and work with local manufacturers to reduce production costs while maintaining quality. This would improve affordability, attract more consumers and strengthen Cadbury’s market share.

[bookmark: _Toc235653623]Strengthen Localised Marketing
Cadbury should create more advertising campaigns that reflect South Africa’s cultural diversity by using local languages, traditions and community values. This is important because culturally relevant marketing builds stronger emotional connections with consumers. The company should work with local advertising agencies and influencers to produce authentic campaigns across television, social media and radio. This would improve brand recognition, customer loyalty and consumer trust.

[bookmark: _Toc235653624]Promote Responsible Consumption
Cadbury should encourage healthier consumption by offering more portion-controlled products, improving nutritional labelling and promoting moderation in its advertising. This is needed because consumers are becoming more health-conscious and governments are increasing regulation of high-sugar foods. Cadbury should invest in product development and provide clear health information on packaging and digital platforms. These actions would strengthen the company’s reputation as a responsible manufacturer and reduce potential regulatory risks.

[bookmark: _Toc235653625]Improve Ethical Cocoa Sourcing Transparency
Cadbury should provide greater transparency about its cocoa supply chain by publishing measurable information about farmer support, environmental performance and ethical sourcing (Hughes, McEwan, Bek, 2015). Consumers increasingly expect evidence that products are sourced responsibly. The company should expand its Cocoa Life programme and use QR codes on packaging to provide information about cocoa origins and sustainability initiatives. This would strengthen consumer confidence, improve corporate reputation and reduce criticism regarding labour or environmental practices.

[bookmark: _Toc235653626]Expand Digital Marketing and Distribution
Cadbury should invest further in mobile-first digital marketing while strengthening distribution in rural areas. Smartphones are widely used in South Africa, but many rural communities still have limited retail access. The company should develop low-data digital campaigns, partner with local influencers and improve distribution through wholesalers and spaza shops. These actions would increase customer engagement, improve product availability and support higher sales across both urban and rural markets.

[bookmark: _Toc235653627]Overall Recommendation
Cadbury should continue adapting its marketing strategy to South Africa by balancing affordability, cultural relevance, ethical responsibility and sustainability. Implementing these recommendations would strengthen consumer trust, improve brand loyalty, enhance corporate reputation and support long-term growth in the South African confectionery market while maintaining Cadbury’s competitive advantage.
[bookmark: _Toc235475955][bookmark: _Toc235653628][bookmark: _Toc235475956][bookmark: _Toc235653629]REFLECTION USING GIBBS' REFLECTIVE CYCLEDescription
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Figure 3
Description
This assignment examined Cadbury's international marketing strategy by comparing its home country, the United Kingdom, with South Africa as a host market. I applied marketing frameworks, including PESTEL, Hofstede's Cultural Dimensions, STP and the 7Ps marketing mix, to evaluate how Cadbury adapts its marketing strategy to different business environments. The report also considered ethical issues and provided recommendations for future international marketing strategies.

[bookmark: _Toc235475957][bookmark: _Toc235653630]Feelings
At the beginning of the assignment, I believed that international marketing mainly involved selling the same products in different countries. However, through my research I realised that successful global companies must adapt their marketing strategies to suit different cultures, economic conditions and consumer behaviours. Although I initially found it difficult to apply several marketing models together, my confidence increased as my understanding developed.

[bookmark: _Toc235475958][bookmark: _Toc235653631]Evaluation
One of the strengths of this assignment was learning how external factors influence business decisions. Comparing the UK and South Africa showed that differences in culture, income levels, technology and regulations all affect marketing strategies. A challenge was ensuring that my work was analytical rather than descriptive. I addressed this by using marketing theories to explain the implications of my findings and by supporting my discussion with relevant evidence.

[bookmark: _Toc235475959][bookmark: _Toc235653632]Analysis
This assignment demonstrated that successful international marketing requires a balance between global standardisation and local adaptation. Cadbury maintains a consistent global brand identity while adapting its pricing, products, promotions and distribution to meet local market needs. I also recognised how marketing frameworks complement one another, providing a more complete understanding of the challenges and opportunities businesses face in international markets.

[bookmark: _Toc235475960][bookmark: _Toc235653633]Conclusion
Completing this assignment has improved my understanding of international marketing and strengthened my ability to apply theoretical models to a real organisation. I have also developed my critical thinking skills by evaluating marketing strategies instead of simply describing them. If I were to complete this assignment again, I would include more recent market data and consumer research to strengthen my evaluation and recommendations.

[bookmark: _Toc235475961][bookmark: _Toc235653634]Action Plan
In future assignments, I will begin my research earlier and spend more time analysing academic sources before writing. I will continue developing my ability to critically evaluate marketing strategies and ensure that every argument is supported by evidence. I also plan to keep up to date with international business trends to improve my understanding of how global companies respond to changing market conditions. These actions will help me produce stronger academic work and prepare me for a future career in marketing.
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