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Cadbury's International Market Entry Strategy and Marketing Mix: A Comparative Analysis of India and the United States
[bookmark: _Toc237513964]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _Toc237513965]1. Introduction
This assignment is a critical comparison of Cadbury's international marketing environment and strategy in India and the USA. It deals with the political, economic and social environments of both markets, the six cultural dimensions of Hofstede and the usefulness and limitations of the framework. Technological, environmental and legal issues are then explored and key similarities and differences as well as strategic implications are identified. Comparative STP analysis and 7Ps analysis are carried out to compare the difference in marketing decision between countries. The assignment then evaluates an appropriate US market entry strategy and ethical concerns, and then provides country specific recommendations, a Gibbs reflective cycle and a conclusion that synthesizes the main findings.

[bookmark: _Toc237513966]2. Company Background 
Cadbury is a confectionery company based in Birmingham, England, United Kingdom. It was begun by John Cadbury in 1824 who opened a grocers shop in Bull Street, selling cocoa and drinking chocolate. John's sons, Richard and George Cadbury, expanded the business into manufacturing. Innovations that were made included Cocoa Essence (1866) and Cadbury Dairy Milk (1905). In 2010 Cadbury joined Mondelēz International and is available in over 30 countries, manufactured in over 10 countries. It has some of Cadbury's most popular chocolate and beverage brands in its portfolio such as Cadbury Dairy Milk, Cadbury Flake, Cadbury Wispa, Cadbury Twirl, Cadbury Eclairs, etc.
Cadbury's core business revolves around the development, manufacturing, marketing and distribution of confectionery. Mondelēz has a wide range of brands such as Cadbury, Dairy Milk, Silk, Bournville, 5 Star and Perk and Gems in India. Cadbury is doing business in the U.S. in a different business and competitive environment, and Cadbury products are made and sold under the Hershey's license agreement.
There is no separate Cadbury corporate vision and mission. It is therefore possible to infer its strategy from its parent's strategy and purpose. “Snacking Made Right” is Mondelēz's mission to be at the forefront of the future of snacking by providing the right snack, for the right moment, made the right way. It focuses on a growth, execution, culture and sustainability approach. These are the principles which guide the evaluation of Cadbury's marketing decisions in India and the USA.
[image: Cadbury Dairy Milk Mrp 45/- at 36.56 INR at Best Price in Gurugram | Singhal Enterprises]
Figure 1:Cadbury Dairy Milk as a core Cadbury brand product

[bookmark: _Toc237513967]3. Comparative PESTEL Analysis
Table 1: Comparative PESTEL Analysis of Cadbury in India and the United States
	PESTEL factor
	India
	United States
	Implications for Cadbury
	Strategic evaluation

	Political
	Large federal democracy with evolving food-policy requirements and extensive state-level variation
	Stable institutional environment with established federal and state regulatory structures
	Cadbury requires strong regulatory monitoring in both markets
	India requires greater adaptation to evolving requirements; US regulation is more predictable but highly formalised

	Economic
	Rapidly expanding consumer economy but substantial income inequality and price sensitivity
	High purchasing power, but mature confectionery market and intense competition
	Different price architectures are required
	India supports penetration through pack-size and price variation; US requires value-based differentiation

	Social
	Chocolate consumption strongly connected with gifting, family, festivals and emotional occasions
	Strong snacking culture, individual consumption, gifting and seasonal occasions
	Communication should reflect different consumption meanings
	Emotional/social positioning is particularly valuable in India; US communication can emphasise indulgence and individual enjoyment

	Technological
	Rapid growth of smartphones, digital commerce and social media
	Highly developed e-commerce, data-driven advertising and omnichannel retail
	Digital channels enable precise targeting
	Cadbury should use common digital infrastructure but localise content and consumer activation

	Environmental
	Growing expectations regarding packaging, climate and responsible sourcing
	High stakeholder attention to sustainability and supply-chain transparency
	Cocoa sourcing and packaging affect reputation and cost
	Sustainability should become a measurable brand proposition rather than only CSR communication

	Legal
	FSSAI requirements concerning food safety, labelling and claims
	Federal/state food regulation and FTC advertising standards
	Product claims and packaging cannot simply be transferred
	Local compliance should be integrated into marketing planning

	Overall attractiveness
	High growth potential but greater complexity and price sensitivity
	High purchasing power but intense competition and market maturity
	Different strategic priorities are required
	India = penetration and localisation; US = differentiation and premiumisation
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Figure 2:Relative Strategic Pressure on Cadbury in India and the United States 
[bookmark: _Toc237513968]3.1 Political Factors
Cadbury has relatively stable conditions and institutions in India and the USA. India has been having a long standing system of regulations, but the food standards are still evolving, as are the food labelling requirements. In March 2026, the Food Safety and Standards Authority of India (FSSAI) issued a new amendment to its Labelling and Display Regulations, which underlines the need for continuous monitoring, not just a one-off administrative process, to ensure regulatory compliance (FSSAI, 2026). In the USA, on the other hand, there is a well-developed regulatory and consumer protection context with strict controls over the advertising and marketing claims. Cadbury's strategy is that India needs better local regulatory adaptation and the USA needs to be more consistent with the set of standards. So, the global brand standards should be kept but the power of regulation needs to be delegated to account for country-specific needs.

[bookmark: _Toc237513969]3.2 Economic Factors
The country is India, which is a significant long-term growth market due to its large consumer base, but affordability is key to purchasing confectionery. When the commodity price rises, especially for cocoa, production costs and retail prices might rise, leading to a downward shift by consumers.An increase in commodity prices, especially that of cocoa can lead to an increase in production costs, retail cost and downtrading by consumers. More recently, in the Indian food industry, the prices of cocoa and other commodities have risen, but companies have been constrained in how much they can raise prices due to the impact of higher prices on demand (Reuters, 2025). Cadbury should, therefore, have a price ladder in India, with smaller packs and price points and larger, premium products.
The USA offers a higher purchasing power coupled with a well-ripeen and competitive confectionery market. The current trend suggests a demand for premiumisation, personalisation and yet more accessible premium products at the same time. As a result, India provides greater opportunities of market penetration and portfolio diversity, while the USA provides more opportunities to differentiate, add value, and create experiential value.

[bookmark: _Toc237513970]3.3 Social Factors
Social consumption patterns demand Cadbury to balance out a global brand identity along with different local consumption situations. Cadbury is synonymous with celebration, giving, sharing and emotional bonds in India. These associations can help with products that are placed near festivals, family functions or social events. But India should not be considered a single homogeneous market, as it is in terms of age, income, geographical area, lifestyle and the occasion of consumption which also affect the buying behaviour of the customers.
USA more individual snacking, convenience, personal indulgence, production of seasonal foodstuffs. Cadbury shouldn't expect the same emotional response to occur in both countries as it did in the first. The basics of the brand can stay in the same place, but what is said can change, depending on the occasion for consumption. As the current report acknowledges, the cultural approach must be flexible, and should be used to inform strategy, not to predict individual behavior.

[bookmark: _Toc237513971]3.4 Technological Factors
Geographical barriers for international brands have been eliminated by digitalisation, which enables Cadbury to unite e-commerce, social media, influencer marketing, digital advertising and data analytics. Growing adoption of smartphones and digital commerce, coupled with the rapidly evolving online retail ecosystems in India offer a significant opportunity. The challenge is to find a balance between digital outreach and relevant local content.
[image: ]
Figure 3: Pestel
Cadbury's application of physical retail, e-commerce, social media and personalised digital communication makes it an ideal example for the USA which is a particularly developed omnichannel market. But with increased digital maturity, there is also greater competition for the attention of the consumer. Cadbury should therefore standardise on its core digital capability whilst optimising content, platforms and communication delivery to each market.

[bookmark: _Toc237513972]3.5 Environmental Factors
Environmental pressures are growing due to the linkages of cocoa production with climate change, deforestation, biodiversity and farmer livelihoods. Cadbury's upstream chain is impacted in both the USA and India with these issues. In 2026, approximately 100% of the cocoa volume used in the chocolate business was sourced through Cocoa Life, comprising over 257,000 registered farmers. However, the strategic challenge is not just to have a sustainability programme but to show impact – it needs to be credible and measurable. (Cadbury) In the absence of support, environmental claims may result in reputational risk, while transparent sustainability communication can build trust.

[bookmark: _Toc237513973]3.6 Legal Factors
The legal requirements are significantly different in India as compared to the USA. Cadbury India is compelled to regulate matters of food safety, product labelling, packaging and consumer information as per the regulating framework of FSSAI which is constantly evolving in India. In the USA, advertising claims must be truthful, non-deceptive and substantiated by adequate evidence, especially when directed towards children or when endorsing (FTC 2026). Thus, Cadbury should have a central global compliance framework with country-specific legal review, provided by the Federal Trade Commission (FTC). In general, India should continuously be regulating the changes and the USA should be rigorously substantiating and complying with the laws of consumer protection. This is in line with the overall findings in this report that Cadbury's core brand is standardisable, but operational and communication aspects should be localised to suit the market.

[bookmark: _Toc237513974]4. Hofstede Cultural Anaylsis
There are six dimensions in the Hofstede comparison: Power Distance, Individualism, Masculinity, Uncertainty Avoidance, Long-Term Orientation and Indulgence.
[image: ]
Figure 4: Hofstede's cultural Dimension
 The scores used in the comparison are India: 77, 48, 56, 40, 51 and 26 respectively, compared with the United States: 40, 91, 62, 46, 26 and 68.
[image: ]
Figure 5: Hofstede cultural dimensions comparison
[bookmark: _Toc237513975]4.1 Power Distance
The India Power Distance score is significantly higher at 77, while the United States is at 40. This means that in India it is more accepted that there is more of a hierarchy, differences in status and unequal distribution of authority, while the lower score of the US shows that the equality and accessibility between people and authority is more acceptable. The difference created the opportunity for Cadbury to integrate the social network into the communication process in India, and for US communication to emphasise personal choice and consumer autonomy.
But the Power Distance should not be taken as an indicator that all Indian customers communicate hierarchically or that hierarchical communication is unacceptable to all customers in America. Other factors that influence consumer behaviour are age, income, region and lifestyle.

[bookmark: _Toc237513976]4.2 Individualism
The most significant cultural difference is seen in Individualism. The United States' score is 91 while India's score is 48. The relative Indian score reflects a high level of importance on relationships, groups and social connections and the very high score for the United States reflects a high level of importance on independence, individual achievement and personal choice.
The difference is significant for Cadbury for direct marketing implications. Indian communication can be focused on sharing, relationships, giving and celebrating together, while US communication campaigns can be more oriented towards personal reward, personal enjoyment and personal choice. However, both gift and social markets are not entirely free of gifting, and positioning should be informed by the difference, rather than defined.

[bookmark: _Toc237513977]4.3 Masculinity
Indian masculinity is rated at 56, United States is rated at 62. Both have relatively high levels of tendencies toward achievement, but the US has a slightly higher score. The dimension may refer to the significance of achievement, success, competition and performance.
Thus, Cadbury can have relevance in both the markets with respect to achievement, aspiration and lifestyle related messaging. The relatively small score differences lead to the conclusion that this dimension would not be the primary one to have significant differences in terms of marketing strategy.

[bookmark: _Toc237513978]4.4 Uncertainty Avoidance
Indian score is 40 and that of the U.S. is 46. The relative closeness of these scores indicate a relatively moderate management of uncertainty in both societies, but there is a slight preference in the United States for rules and structure.
This is a quite small cultural difference which indicates for Cadbury that both markets could see opportunities for new products, limited editions and product experimentation. But consumer acceptance should be assessed based on market evidence and not just national scores.

[bookmark: _Toc237513979]4.5 Long-Term Orientation
India's score is 51 while the United States has a score of 26. The higher Indian score reflects more emphasis on persisting, future orientation and also long-term relationships, the lower US score reflects greater emphasis on more immediate outcomes and long-standing traditions.
Indian marketing, then, can thus strengthen long-term relationships, traditions, family events and existing consumption rituals for Cadbury. In the USA, communication might focus on short-term consumption experiences, seasonal events and consumer value.

[bookmark: _Toc237513980]4.6 Indulgence
The gap in Indulgence is also significant. India's score is 26 and the U.S. is 68. This lower Indian score signifies more restraint, more social norms' influence over gratification, whereas a higher US score signifies greater acceptance of pleasure, greater personal enjoyment.
This is especially important for Cadbury since chocolate is a product of indulgence. In India, indulgence can relate more directly to festivals, giving or gifting, family and socially accepted festivities. Cadbury can more directly focus on enjoyment, enjoyment for the individual and personal treats, especially in the United States.

[bookmark: _Toc237513981]4.7 Advantages of the Hofstede Framework
The main strength of Hofstede's model is that it offers an structured approach to the comparison of national cultural trends. This does not view India and the U.S. as markets that are a cultural lock, but rather helps Cadbury determine where there are important differences that could impact communication, positioning and consumer engagement. It is a useful framework at the initial strategic-analysis stage as it offers a common structure by which cultural differences can be taken into account with PESTEL, STP and the 7Ps.
Additionally, it can be useful for creating marketing hypotheses. In particular, the considerable amount of difference between the countries in Individualism offers a platform for exploring the question of whether communication with a share of reward is more effective in India than communication with a share of punishment, and whether self-reward communication is more relevant in the US. In this way Hofstede can enable strategic questioning, but not give ready made answers.

[bookmark: _Toc237513982]4.8 Limitations of the Hofstede Framework
While useful, there are significant drawbacks to Hofstede. The biggest worry is that a national-level score might be misapplied to a person, which is called an "ecological fallacy. This is especially true of India owing to its significant regional, linguistic and social diversity.
The framework can also be limited by defining complex societies in terms of six numerical dimensions of cultural behaviour. People in the same country can be very different in terms of age, income, education, ethnic group, lifestyle and consumption occasion. Therefore a high or low national score cannot give any indication of how an individual consumer will react to a specific Cadbury advertisement or product.
It should thus be applied in a heuristic rather than a deterministic way. The current analysis correctly acknowledges that Hofstede does not "prove" that Cadbury needs to package in one message in India and another in the United States. Rather, it is the cultural scores that should formulate hypotheses which are put to the test by evidence from consumer, market and behavioural.

[bookmark: _Toc237513983]4.9 Strategic Implication for Cadbury
In general, Hofstede shows that the most important differences between the cultures of India and the United States are found in Power Distance, Individualism, Long-Term Orientation and Indulgence. Masculinity and Uncertainty Avoidance present comparatively lower differences. The results would therefore lend itself to a controlled adaptation rather than to complete standardisation or to complete localisation.
Cadbury must keep its core brand assets intact as well as adjust the significance and context of the consumption. Emphasis on sharing, relationship, tradition and socially embedded moments can be given more importance in India. More emphasis can be put on individual enjoyment, indulgence, heritage and experiential consumption in the United States. This helps maintain consistency of the global brand while enabling the execution of marketing messages based on cultural differences.

[bookmark: _Toc237513984]5. PESTEL Analysis – Technological, Environmental and Legal Factors.
[bookmark: _Toc237513985]5.1 Technological Factors
Cadbury's digital infrastructure is becoming more relevant as it relates to consumers' engagement, distribution, marketing communication and market insights collection. The technological backdrop of India and the U.S. however, provides totally different strategic options for the brand.
India. India is seeing fast adoption of smartphones, digital commerce and social media, which offer Cadbury great potential to blend the two modes of distribution – offline and online. E-commerce and social-media platforms enable the company to reach younger consumers, promote products around specific consumption occasions and use data to develop more targeted communication. Digital channels are also becoming critical to regionalised marketing; enabling Cadbury to tailor the communication to the different audiences in India while retaining the core identity of the brand. Current studies indicate that international brands can have a uniform digital infrastructure and a tailored communication content and execution to local markets (Rashkova et al., 2023).
United States. The United States offers a well-established technological and digital-marketing landscape, including an advanced e-commerce sector, sophisticated advertising technologies, digital consumer engagement and omnichannel retailing. Cadbury can leverage the power of digital platforms for awareness, as well as for targeted positioning, seasonal campaigns and retail activation. Increasing digital presence will not necessarily create the desired competitive edge, as the digital environment is mature in the U.S. Instead, Cadbury must tailor their propositions to selected segments, via consumer data and digital communication, to re-achieve indulgence and seasonality, and reinforce the heritage of their British roots.
Comparisons and strategic implications. While both markets offer Cadbury ways of connecting digital and physical channels, the approach that emphasises the strategy differs. India's need is technology that enables market touch, market approach and localised involvement while the US's need is technology that enables precision targeting, differentiation and optimisation across multiple channels. This means Cadbury is able to set common ground across elements of its digital infrastructure and fine tune content, targeting and consumer activation to the individual market.

[bookmark: _Toc237513986]5.2 Environmental Factors
Environmental concerns are especially relevant to Cadbury as they rely on the production of cocoa (the basis for cocoa beans used in their production of chocolate) and cocoa production is linked to climate change, deforestation, biodiversity and farmer-livelihood problems. Environmental sustainability is thus an operational risk and a reputational concern for the brand.
India. Cadbury's responsibility towards the environment, including its expectations of packaging, is increasingly important in India. Cadbury's responsibility towards the environment, including its expectations of packaging, is increasingly important in India. Packaging waste can influence consumer perception of the brand and sustainability expectations are not just limited to the packages themselves but the sourcing of the raw materials used in package manufacture as well. For Cadbury, then, it is important that environmental efforts are tied to tangible results and not just to vague corporate-responsibility statements.
United States. Transparency for the purposes of the environment and supply chains is also significant in the USA, where sustainability statements and responsible sourcing and corporate accountability can receive significant attention from consumers and other stakeholders. Cocoa production contributes to deforestation, climate change and farmer income problems. The Mondelēz Cocoa Life programme covers various topics, such as climate change, deforestation, farmer livelihoods and child labour, and the company's sustainability reporting shows broad coverage of cocoa volumes via the programme.
The presence of a sustainability programme doesn't automatically mean that environmental issues have been solved. The strategic challenge is to showcase measurable and credible impacts, such as evidence on farmer livelihood, traceability, deforestation and child protection. This is especially significant as unsupported or too general sustainability communication can pose reputational risk.
Comparing and "strategic implication". Both markets pose environmental and supply chain challenges for Cadbury, most notably in the sourcing of cocoa and packaging. The distinction lies more so in the strategic focus than the actual problem. Cadbury therefore needs to adhere to the same level of sustainability globally, and to share evidence and priorities as local stakeholders would expect. Sustainability must be considered an integral part of brand credibility and supply-chain governance – not just a publicity stunt!

[bookmark: _Toc237513987]5.3 Legal Factors
Legal factors affect Cadbury's product formulation, packaging, labelling, advertising and claims in marketing. In addition to the differences in the regulatory requirements of India and the United States, the company's international marketing strategy can't be replicated verbatim in both markets.
India. Cadbury will have to follow the food-safety, labelling and advertising rules laid down by India. The Food Safety and Standards Authority of India (FSSAI) has the food product sector covered, including food safety, labelling and product information. Hence Cadbury has to make sure that their packaging meets the requirement of India, their nutritional information is in line with the requirement of India and their marketing claims are in line with the requirements of India. For this reason, there is an ongoing requirement to monitor for compliance, especially when there are product formula changes, packaging or promotional changes.
United States. The US regulatory environment encompasses both federal and state regulations for foods, as well as advertising and consumer protection. The Federal Trade Commission (FTC) in particular has a nexus to advertising, such as truthful and non-deceptive marketing. This is important for Cadbury because the promotion aspect, as well as the claims that Cadbury makes about its products and communications to younger consumers through influencers may be a legal and ethical risk.
The US has a relatively well-defined regulatory landscape, however, compliance is complicated by the possibility of simultaneous federal and state requirements. Cadbury has to believe that marketing materials created in India can be automatically ported to the USA without undergoing legal scrutiny.
Comparisons and strategic implications. Cadbury must ensure that both countries will take legal compliance as a part of marketing planning and not a function of their operations. But India needs special focus on changing food safety, labelling and product specifications, while the US needs to be mindful of the requirements under the formal food, marketing and consumer protection legislation. So Cadbury should maintain the same norms globally for products' quality and responsible marketing and modify packages, claims, execution of ads and compliance methods per country legislation.

[bookmark: _Toc237513988]5.4 General implications of technical, environmental and legal differences
The technological, environmental and legal study confirms the overall conclusion that Cadbury should not go for a full standardisation or localisation solution.
In terms of technology, India offers scope for digital expansion and consumer reach and the US offers a more mature environment for precision targeting and optimisation across all channels. Both markets put pressure on credible sourcing of cocoa, sustainable packaging, and transparent supply chain practices for the environment. Compliance is an important legal aspect in both, with the regulatory requirements and enforcement context varying, however.
The above apply, therefore, in favour of a controlled-adaptation approach. Cadbury can have common global standards on areas of brand, product quality, sustainability targets, but adjust the way digital is executed, the packaging, claims, promotions and consumer activation to the needs of each market. The report's general claim that there should be uniformity in the world where it builds brand value and local adaptation where it is demanded by market conditions is fulfilled here.

[bookmark: _Toc237513989]6. Comparative STP Analysis
Segmentation, Targeting and Positioning (STP) are a link between the outside market analysis and Cadbury's marketing decisions. The PESTEL and the Hofstede results show that the approach to consumer reach, communication and value creation is different for India and the United States. The existing assignment does not have an STP section, but it can be identified the differences in the consumption occasions, cultural orientations, market maturity, price sensitivity, and the indulgence role. The basis for the following comparative STP strategy is the above findings. 
[bookmark: _Toc237513990]6.1 Segmentation
In India, Cadbury should adopt a relatively wide and differentiated segmentation strategy. Age, income and household demographics are possible bases for demographic segmentation, and consumption frequency, gifting and occasion based purchasing are possible behavioural bases. Chocolate consumption can be related to family relationships, festivals, sharing and emotional occasions, which is another reason why psychographic segmentation is important. The significant diversity in the country also allows for regionalised communication, which does not take the position that a single consumer profile applies to the whole market. This method is in line with the report's conclusion that India needs to be penetrated, accessible and localised. 
United States. With a mature and powerful market, the US strategy can be more selective. Cadbury can segment the consumers based on their lifestyles, premium choice, consumption, and gifting and seasonal occasions. The high individualism and indulgence scores demand special focus on psychographic and behavioural variables due to their possible personal enjoyment, self-reward and experiential consumption relevance.

[bookmark: _Toc237513991]6.2 Targeting
In India, Cadbury should prioritise broad market penetration supported by differentiated segments, particularly consumers purchasing for family occasions, festivals, gifting and everyday consumption. A broad portfolio and multiple price points can help the company reach consumers with different purchasing capabilities. In contrast, the US should use more focused targeting around **premium, seasonal and lifestyle-oriented consumers**, rather than attempting to compete directly across the entire mass confectionery market. The existing analysis specifically supports maintaining broad portfolio penetration in India while using a more limited and differentiated product approach in the US. 

[bookmark: _Toc237513992]6.3 Positioning
Cadbury's positioning should retain consistent global brand equity but adapt the meaning of consumption. In India, positioning should emphasise sharing, relationships, gifting, family and culturally significant occasions. This reflects the country's lower Individualism and lower Indulgence scores and supports the role of chocolate as a socially embedded product. In the United States, positioning should emphasise British heritage, individual enjoyment, indulgence, premium experiences and seasonal consumption. 

[bookmark: _Toc237513993]6.4 STP Similarities and Differences
The two markets share a need for segmentation based on consumer behaviour, occasions and lifestyle, and both can benefit from Cadbury's established brand equity. However, the strategic emphasis differs. **India requires broader segmentation and targeting for penetration and accessibility, whereas the US requires narrower targeting and stronger differentiation.** Similarly, India's positioning should emphasise social and collective consumption, while US positioning can place greater emphasis on personal indulgence and heritage. This supports the broader recommendation of **controlled adaptation**: Cadbury should retain its core identity while adapting its target segments and positioning to local market conditions.
Table 5: Evaluation of Cadbury's US Licensing-Based Market Entry Strategy
	Entry criterion
	Licensing through Hershey
	Wholly owned subsidiary
	Acquisition
	Strategic assessment

	Initial investment
	Low–moderate
	High
	Very high
	Licensing has clear financial advantage

	Speed of market access
	High
	Moderate
	Moderate
	Licensing enables rapid use of existing infrastructure

	Local market knowledge
	High
	Must be developed
	Potentially high
	Hershey provides established US capabilities

	Distribution access
	High
	Must be built
	Potentially high
	Licensing reduces channel-development burden

	Brand control
	Lower
	Very high
	High
	Major weakness of licensing

	Product innovation control
	Shared/restricted
	Very high
	High
	Requires stronger governance

	Operational risk
	Lower for Mondelēz
	Higher
	High
	Licensing reduces exposure

	Capital commitment
	Lower
	High
	Very high
	Licensing is resource efficient

	Brand consistency risk
	Medium–high
	Low
	Medium
	Governance is essential

	Strategic flexibility
	Medium
	High
	Medium
	Licensing can restrict strategic options

	Overall suitability
	High, with stronger governance
	Medium
	Medium-low
	Retain licensing but improve coordination
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Figure 6: Cadbury confectionery manufacturing operations in India
[bookmark: _Toc237378506][bookmark: _Toc237513994][bookmark: _Toc237378514]7. Comparative 7Ps Marketing Mix
[bookmark: _Toc237378507][bookmark: _Toc237513995]7.1 Product
There is significantly greater portfolio diversity in India. Dairy Milk, Dairy Milk Silk, Celebrations, Bournville, 5 Star, Perk, Fuse and Gems are some of the Indian chocolate brands of Mondelēz. This enables Cadbury to target several price points and occasions of use.
The US portfolio is more focused in line with the Hershey licensing model. Cadbury Dairy Milk, Cadbury Caramello and other products are currently sold by Hershey and Cadbury Creme Eggs do not have the same manufacturing agreement. 
The message for the strategy is not that Cadbury should move its Indian portfolio to America. Rather, it should discover transportable items that have various consumer propositions.
A robust U.S. innovation strategy would focus on certain premium and seasonal products and complement them with a select few limited editions and controlled experiments.

[bookmark: _Toc237378508][bookmark: _Toc237513996]7.2 Price
The price mechanism is a strategic access in India. Cadbury continues to be available yet still offers top dollar options because of multiple pack sizes.
Cadbury cannot compete primarily on price in the US since it does not have the scale benefits that some of the incumbent competitors have. Rather, a premium price should be charged for actual differentiation, whether that's unique flavors, seasonal packaging, heritage or formats.
This is especially true during cocoa cost volatility. The recent chocolate market has been quite price driven and at the same time, consumers were looking for value and premiums. Cadbury should not be seeking uniform price rises, but rather an architecture of prices.

[bookmark: _Toc237378509][bookmark: _Toc237513997]7.3 Place
The distribution in India needs to be strong in traditional outlets, supermarkets, convenience stores and e-commerce channels. Physical availability is still a key factor when it comes to an impulse product.
The US offers state-of-the-art retail facilities to Cadbury, enabling the company to include supermarkets, mass retail, convenience stores, online grocery, and digital commerce. Combined, these two are what distinguishes the distribution intensity from channel optimisation. India needs most access and the US needs more penetration in highly desirable consumer moments.

[bookmark: _Toc237378510][bookmark: _Toc237513998]7.4 Promotion
The most culturally adapted component of the marketing mix is promotion.
Cadbury's communication can tap into the family, friendship, festivals and sharing in India. This aligns with the brand's reputation in India.
In the U.S., promotional communication should focus on taste, indulgence, remembering, British heritage and seasonal events like Easter. Digital Storytelling can be used in Retail Activation.
Promotion must be ethically responsible, however. According to the guidelines of the FTC, advertisements cannot be deceptive and special attention must be paid to advertising to children. 

[bookmark: _Toc237378511][bookmark: _Toc237513999]7.5 People
Inter-organisational dependence is a key factor in the United States, where people are particularly important. Mondelēz must have robust governance arrangements with Hershey to safeguard brand standards.
The ability to sell and market locally is essential in India due to the diversity of the regions; market understanding is essential.

[bookmark: _Toc237378512][bookmark: _Toc237514000]7.6 Process
The geographies of India demand very efficient supply-chain processes. Cadbury has manufacturing footprint in various locations in India which helps in reaching the market. 
In the United States, process excellence requires the integration of retailers, availability of stock, and the forecasting of seasonal demand, as well as digital fulfilment.

[bookmark: _Toc237378513][bookmark: _Toc237514001]7.7 Physical evidence
The purple identity at Cadbury is an important global brand asset. Using unique visual features that are standardised can increase market recognition.
However, packaging should be in line with local requirements. The regulatory environment is continuously changing and needs to be monitored in India. 
Table 4: Comparative International Marketing Mix of Cadbury
	7P
	India – current/relevant approach
	USA – current/relevant approach
	Key difference
	Strategic recommendation

	Product
	Extensive portfolio including Dairy Milk, Dairy Milk Silk, Celebrations, Bournville, 5 Star, Perk, Fuse and Gems
	Selective Cadbury portfolio operating through Hershey's US licensing arrangement
	India demonstrates greater portfolio breadth
	Maintain broad Indian portfolio; use selective premium and seasonal innovation in US

	Price
	Multiple pack sizes and price points address income diversity
	Greater opportunity for premium and differentiated pricing
	India has greater affordability pressure
	Use price ladder in India; value-based premium pricing in US

	Place
	Traditional trade, supermarkets, modern retail and e-commerce
	Supermarkets, mass retail, convenience, seasonal retail and e-commerce
	Different retail structures
	Maximise distribution in India; optimise high-value channels in US

	Promotion
	Emotional storytelling, relationships, festivals and gifting
	Seasonal, indulgence, heritage and product-led communication
	Consumption meanings differ
	Localise communication while retaining global visual identity

	People
	Local marketing, sales and distribution capabilities
	Mondelēz–Hershey coordination is strategically important
	US involves inter-organisational governance
	Introduce stronger joint brand-management mechanisms

	Process
	Large-scale manufacturing and geographically dispersed distribution
	Mature retail and seasonal demand-management system
	Operational priorities differ
	Standardise quality while localising supply-chain execution

	Physical evidence
	Purple brand identity combined with locally relevant packaging and gifting formats
	Strong heritage, seasonal packaging and retail visibility
	Common identity but different presentation
	Standardise core identity; adapt packaging and occasions

	Overall strategy
	Scale + accessibility + emotional relevance
	Differentiation + heritage + indulgence
	Different competitive priorities
	Controlled adaptation




[bookmark: _Toc237514002]8. Cadbury's US Market Entry Strategy: Evaluation.
Cadbury's move into the US is especially intriguing, as it is a licensing operation rather than a fully-fledged subsidiary. In 1988, Hershey was granted a licence to produce and market Cadbury products in the US and is still making a range of Cadbury products. 
But from the transaction cost standpoint, there are definite benefits to licensing. Cadbury doesn't have to duplicate all the infrastructure Hershey has. It also helps to lower capital risk and operational risk.
Licensing poses a control issue, however. The brand owner may only have more limited control over the innovation, pricing, execution in the stores, and consumer communication of the product. This is especially important for Cadbury as their competitive edge relies on a large amount of intangible brand associations.
The US model is thus a trade-off between control and resource, so that:
Licensing leads to reduced investment, speeded up access to investment, local capability, but reduced direct control.
Wholly owned would increase control, would involve significantly more resources, and would involve more execution risk. The cost of acquiring a US confectionery business would also be high and may pose integration issues.
As a result, the current licensing model is not only defensible on a strategic level, but Cadbury should secure a more robust strategic governance approach, rather than necessarily move away from licensing.
Mondelez needs to create common brand-governance processes with Hershey:
· product innovation; 
· packaging standards; 
· digital brand identity; 
· sustainability claims; 
· consumer-data insight; 
· promotional guidelines; 
· quality standards; and 
· seasonal product planning. 
The fact that this is a more developed suggestion than simply the words “more control”.
Table 5: Evaluation of Cadbury's US Licensing-Based Market Entry Strategy
	Entry criterion
	Licensing through Hershey
	Wholly owned subsidiary
	Acquisition
	Strategic assessment

	Initial investment
	Low–moderate
	High
	Very high
	Licensing has clear financial advantage

	Speed of market access
	High
	Moderate
	Moderate
	Licensing enables rapid use of existing infrastructure

	Local market knowledge
	High
	Must be developed
	Potentially high
	Hershey provides established US capabilities

	Distribution access
	High
	Must be built
	Potentially high
	Licensing reduces channel-development burden

	Brand control
	Lower
	Very high
	High
	Major weakness of licensing

	Product innovation control
	Shared/restricted
	Very high
	High
	Requires stronger governance

	Operational risk
	Lower for Mondelēz
	Higher
	High
	Licensing reduces exposure

	Capital commitment
	Lower
	High
	Very high
	Licensing is resource efficient

	Brand consistency risk
	Medium–high
	Low
	Medium
	Governance is essential

	Strategic flexibility
	Medium
	High
	Medium
	Licensing can restrict strategic options

	Overall suitability
	High, with stronger governance
	Medium
	Medium-low
	Retain licensing but improve coordination



[bookmark: _Toc237514003]9. Strategic Recommendations
1. Adopt controlled adaptation
Cadbury's brand identity must remain unchanged across the globe, while the product and promotion, and consumption moments are localised. This is in line with the findings that international marketing performance is not based on the absolute need to standardise or adapt, but on the contextual fit. 
2. Create a two-speed portfolio approach.
The strategy of broad portfolio penetration should be continued in India and limited number of products with better differentiation should be adopted in the US.
3. Locate US in a unique heritage site
Cadbury should capitalize on its British heritage as a means of differentiation, not try to be the US mass-market brands.
4. Improve the governance of licensing in the United States
The key for Mondelēz is to keep Hershey's knowledge and expertise on the ground while creating a shared governance for the product innovation and digital communication and consistency of the brand.
5. Use occasion-based segmentation
Indian festivals, gift-giving and family events should be emphasized in India; premium events and self-reward in the US.
6. Introduce measurable responsible-marketing standards as a new concept.
Cadbury's rules and regulations need to be more explicit with regards to child directed advertising, disclosure of influencers, nutritional claims, and digital targeting.
7. Find ways to make sustainability tangible and quantifiable as brand value.
Cocoa Life should be conveyed via clear evidence, not in generic sustainability terms. This can enhance credibility and differentiate Cadbury in more sustainability-minded markets.

[bookmark: _Toc237514004]10. Conclusion
Comparative analysis reveals that Cadbury's global marketing challenge isn't just to copy a successful global brand; it is one of balancing between the global uniformity and the local relevance.
India and the US have a significant difference in terms of maturity of the markets, purchasing power, cultural orientation, regulation and consumption behaviour. These differences make full-standardisation rather an inappropriate strategy. Meanwhile, too strong a focus on localisation can dilute Cadbury's unique global brands.
The recommended one is thus regulated adjustment. Cadbury needs to evolve its product range, pricing structure, promotion stories and distributions channels, and adjust the quality level and sustainability approaches of the primary brand identity.
India should keep in mind the scales, reach, emotional touch and social share. For the US, a differentiated positioning based on heritage, indulgence, seasonality and premium experience should be followed. The current model of licensing in Hershey can be effective, with the levels of governance strengthened in the strategic direction.
The key to future international competitiveness is ethical performance, most importantly. The expectations of stakeholders are increasingly related to nutrition, child-directed marketing, cocoa farmer livelihoods, deforestation and climate change. Cadbury's competitive position, therefore, should shift from being a chocolate-selling company to a company that provides a consistent brand value globally, at least in such a way that it makes sense to locals and is responsible to them as well.

[bookmark: _Toc237514005]Section 2- Reflective
[image: ]
Figure 7: Gibbs Reflective Cycle
 
[bookmark: _Toc237514006]11. Description
The assignment focused on the analysis of Cadbury's International marketing strategy in India and U.S relative to difference in their marketing environment, culture, marketing strategy and marketing entry. I chose these two countries as they are a useful comparison – India is a very diverse and developing consumer market, compared to the United States, a mature and very competitive confectionery market. The comparison was therefore an opportunity to study the concepts of global consistency versus local responsiveness of an international brand.
The identification of suitable international marketing frames was the starting point of my research. I explored how the two countries varied in terms of their politics, economy, society, technology, environment and laws by using PESTEL. The cultural dimensions of Hofstede were then explored to understand cultural differences and the STP and 7Ps were used to analyse the impact of cultural differences on marketing decisions. Lastly, I explored Cadbury's approach to entering the American market, specifically Cadbury's licensing agreement with Hershey; then I pondered the moral dilemmas in confectionery marketing and cocoa sourcing. This way I was able to take the step from analysing environment to strategic recommendations. 

[bookmark: _Toc237514007]12. Feelings
I would have thought that it would have been easy to do research on a familiar brand like Cadbury, but as I began my assignment, I realized that it wouldn't be so easy. I knew that Cadbury was doing well in India, and of the traditions of celebrating and sharing with Cadbury Dairy Milk. But the research made me realise how distinct each country's market is and how different the brand's operations are.
The biggest revelation was the complexity of Cadbury's situation in the U.S.The most important thing discovered was the intricacies of Cadbury's situation in the U.S. First, I had to think about my initial concept that a global brand automatically controls its overseas business.In 1988, I learned that Cadbury has sold its own products in the United States through a licence agreement, which made me think about my first idea that a global brand has to control its overseas business directly. This made me realize that the international marketing strategy is very much related with issues of governance, control and resource commitment. 
Initially, I also anticipated Hofstede's framework to give simple explanations of consumer behaviour. I found myself, however, being more careful to not use national cultural scores as universal descriptions of individuals, when applying the framework. This was notably especially when you are aware of the cultural and regional differences in India.

[bookmark: _Toc237514008]13. Evaluation
A feature that was particularly good in my approach was the use of a variety of evidence. I used an informational mix of academic literature, corporate information and regulatory information. Theory from academic sources gave me the opportunity to learn about theoretical issues surrounding international standardisation and adaptation, and company and regulatory evidence provided the link between theory and Cadbury's international operations. 
One advantage was that a comparative approach was kept throughout. I always thought of India and the US separately, but also pondered, “What strategies does Cadbury need in each market?” This enabled me to appreciate the need to consider difference in price sensitivity, consumption occasion, expectations, culture and maturity of market when making a marketing decision.
But there were some limitations to the research. Not all detailed info on Cadbury's internal prices, profits, market share and campaign performance was public knowledge. Due to this, some recommendations originated in a strategic interpretation, and not from internal evidence of the company. Realising this restriction was crucial as this would have allowed me to state things as if they were true. 

[bookmark: _Toc237514009]14. Analysis
The key take-out from the assignment was that the international marketing framework should be used as a tool to analyse, not as a set of answers. PESTEL made me realize that there are some differences between India and US, but it doesn't tell what Cadbury should do. Hofstede offered useful cultural insights but was unable to delve into inter-personal, inter-regional and inter-consumer group differences. Then the task of STP was to make decisions on customers and positioning based on the environmental and cultural differences. Lastly, the importance of positioning and how it must become operational marketing actions was illustrated through the 7Ps. 
My strategic learning most came from the licensing analysis. At first, I thought that I only had to look at market entry from an investment and risk perspective. The Cadbury–Hershey relationship, however, showed that the degree of control needed to safeguard brand equity is also a part of the entry mode. Licensing may be used as a way to gain local capabilities and minimize investments, but it can also cause problems with brand consistency and decision making. This prompted me to think that Cadbury doesn't have to abandon the concept of licensing, but rather it needs to ensure better governance of its strategy.
Ethical analysis too helped me to gain new knowledge of international marketing. Sales and competitive performance are not the only criteria to consider for making a marketing decision. This is our view based on other issues highlighted in the international marketing, such as child-directed advertising, responsible consumption, cocoa farmer livelihoods, child labour and deforestation. 

[bookmark: _Toc237514010]15. Conclusion
In general, this assignment helped me to gain a deeper understanding of the international marketing as discipline which is based on evidence, comparison, critical judgement and critical reflection. I learnt that it is not necessary to either standardise fully or adapt fully to be successful in internationalisation. Rather, companies should decide what aspects of their business plan to keep the same and what aspects may adapt to the local market.
The research also helped me to question theoretical models instead of using them as a tool of mechanical application. The wording of the controlled adaptation recommendation is not based on the evidence within the framework itself, but rather on the comparison of evidence in the various frameworks. 

[bookmark: _Toc237514011]16. Action Plan
In subsequent international marketing situations, one should first establish the problem at the heart of the situation and gather evidence. I would also make the source hierarchy clearer, with the theoretical sources being only peer-reviewed and the contemporary factual sources being official company/regulatory sources.
Include more quantitative evidence if available such as market share, consumer spending, price differences, campaign indicators etc. If data are not reliable, I would be clear about what data I could not use and would not make an inference as if it were fact.
Finally, I would use less of a framework but make it more of a part of it. The aim is to create a coherent argument for strategy not the number of models applied.
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Figure 1: Relative Strategic Pressure on Cadbury
in India and the United States
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