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[bookmark: _Toc237479770]1.0 Section A
[bookmark: _Toc237479771]1.1 Introduction
International marketing is an integrated process of activities by which companies recognize, create, and meet customer needs in various countries and adjust to market characteristics varying from country to country (Manuel, 2022). These variations render international marketing more vital for brands that serve different markets which have different economic, cultural and consumer features. Cadbury is an appropriate international marketing case because it is a British heritage brand marketing in its own traditional UK market and the Indian market, which is so diverse. The UK is known and has a developed retail platform and seasonal buying habits while India is offering potential in economic growth, gifting on special occasions, distribution networks and diversification of cultures and channel complexity, along with affordability challenges. Thus, Cadbury must balance the need for consistency of the branded product with some adaptation to local markets in order to be effective in international marketing. The objective of this report is to critically compare Cadbury's marketing environment in the UK and India using the PESTEL and Hofstede's cultural dimensions, evaluate Cadbury's segmentation, targeting, positioning and seven element marketing mix, assess Cadbury's market entry strategy and ethical practices in India and to give evidence-based recommendations.



[bookmark: _Toc237479772]1.2 Brand and country overview
Cadbury is a British confectionery brand, established in 1824 by John Cadbury in Birmingham. Dairy Milk was launched in 1905 and eventually became Cadbury's main chocolate product, according to Cadbury UK (2026). Today, Cadbury is under the ownership of Mondelēz International who offers worldwide sourcing, research, manufacturing and distribution capabilities. These resources are positive as they enhance innovation and international presence while at the same time the centralised, corporate-level orientations can work against Cadbury's unique British identity.
[image: ]
[bookmark: _Toc236963111]Figure 2.1: Cadbury Dairy Milk product presentation. Source: Cadbury UK (2026)
Cadbury's high brand recognition, high shelf presence and Easter & Christmas consumption habits in the UK are all positive factors. Cadbury UK (2026) highlights key points within the portfolio, including Dairy Milk, Caramel, Fruit and Nut and Buttons and gifting formats. This size can assist with the daily consumption and sharing experiences; however, a large extension can cause complexity in a well-established market where competition exists between brands and retailers.
India is a mature market that Cadbury has been in since 1948. Mondelēz India (2026) boasts over 70 years of local operations backed up by manufacturing facilities and regional distribution. Localisation is desirable as it favours affordable packing, gifting at festivals and market access. Yet, due to variations in income levels, climatic conditions, language and retail configuration, national executions are not suitable. Cadbury therefore has to capitalize on Mondelēz's global resources while adhering to local relevance and consumer's trust.


[bookmark: _Toc237479773]2.- Comparative macro and socio-cultural analysis
PESTEL is not a checklist, but a screening tool. Albrecht, Green and Hoffman (2023) highlight that macro forces interact and that a favourable one can yield an unfavourable second-order effect. Every such judgement is thus connected with Cadbury's capacity to generate demand, maintain margin and supply chocolate always.
[image: ]
[bookmark: _Toc236963112]Figure 3.1: PESTLE factors used to analyse the macro environment. Source: Albrecht, Green and Hoffman (2023)
[bookmark: _Toc236963130][bookmark: _Toc237479774]2.1 Political factors
[bookmark: _Toc236963131][bookmark: _Toc237479775]United Kingdom
There is stable government, property rights and established retail institutions in the United Kingdom. This is good for brand investment and contracts in the long term. Not entirely positive as post Brexit administration will bring added time and expense in respect of imported cocoa/sugar/packaging. Even if the demand has not changed, political decisions can affect industry costs and thus make supply resilience a marketing issue, rather than just an operational one (Morris 2021).
[bookmark: _Toc236963132][bookmark: _Toc237479776]India
The national policy landscape in India is moderately favourable, as domestic manufacturing, formalisation and digital commerce are supported by the national policies in line with Cadbury's local factories and long-term presence. But this benefit is tempered by state-level administration and unevenly applied food, tax and packaging regulations. International innovation can be facilitated by local networks (Lopes et al., 2022), but Cadbury is still in need of state-specific compliance and distribution. The political climate is favorable, but complex as an operational level.
[bookmark: _Toc236963133][bookmark: _Toc237479777]2.2 Economic factors
[bookmark: _Toc236963134][bookmark: _Toc237479778]United Kingdom
It is an established high-income market for chocolate, with dense modern retail in the United Kingdom. This is ideal for top ups and gifting. ONS (2026) reported consumer price inflation of 3.4 per cent in December 2025 and 4.5 per cent food and non-alcoholic beverage inflation rate. This is not desirable as the households may trade down or wait for promotion. Cadbury benefits from purchasing strength but is up against a mature demand for their product, retailer power and pressure on accessible pricing.
[bookmark: _Toc236963135][bookmark: _Toc237479779]India
[image: ]
[bookmark: _Toc236963113]Figure 3.2: Official Indian GDP growth estimates for 2025 to 2026. Source: MOSPI (2026)
The volume opportunity in India is the higher of the two. For 2025-26, real GDP growth of 7.8 per cent is estimated by MOSPI, which is favorable for premiumisation and urban income. Average growth hides affordability. Czeczotko et al. (2022) demonstrate that price and quality/trust influence private-label choice, highlighting how value pressures can heighten switching. Small packs open up wider access and Silk pulls out high WTP and inflation in cocoa and movement in rupee remains unfavourable.
[bookmark: _Toc236963136][bookmark: _Toc237479780]2.3 Social and cultural factors
[bookmark: _Toc236963137][bookmark: _Toc237479781]United Kingdom 
British chocolate is found in confections, gifts and holidays. Heritage and purple packaging are good – reduces perceived risk. The health scare of sugar is not a positive hindrance to often eating sugar. However, Paparella et al. (2025) differentiate the benefits of cocoa from the nutritional composition of the finished chocolate. But Cadbury cannot give these additional attributes of high sugar and large portions as reasons for cocoa health associations. It has to be about responsible enjoyment but not water down the emotional selling point.
[bookmark: _Toc236963138][bookmark: _Toc237479782]India
In India, sweets are opportunities to express love, happiness and prestige. This is good as chocolate could be used during Diwali, Raksha Bandhan and any personal milestones where mithai is normally consumed. Perceived globalness and localness can combine to intensify the brand response, say Safeer et al. (2022). Cultural heterogeneity is the unfavourable factor. Languages, religions, regional tastes and vegetarian assurance call for adaptation, Cadbury faces the competition from other chocolate brands and already established local sweets.
[bookmark: _Toc236963139][bookmark: _Toc237479783]Cultural comparison through Hofstede
According to The Culture Factor (2026), the Power Distance index for India is 77 and the Individualism index is 24 whereas in the United Kingdom they are 35 and 76 respectively. Indian consumers are thus more sensitive to authority; family approval and relationship-oriented gifts, and British consumers are more open to a communication approach that is informal, more personal and based on personal choices. Cadbury should maintain one brand identity (emotional) of their brand but revisit the social aspect of their campaigns.
India and Britain have a score of 56 and 66 for achievement orientation, 40 and 35 for uncertainty avoidance and 51 and 60 for longterm orientation. These fairly tight scores vouch for quality, innovation and pragmatic value messages in both markets. There is the biggest gap as far as indulgence is concerned, with India's score of 26 compared with Britain's score of 69. In a simple way, British communication can stress the open enjoyment, whilst Indian indulgence can be related more easily with festivals, relationship and giving.
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[bookmark: _Toc236963114]Figure 3.3: Hofstede cultural dimensions for India and the United Kingdom. Source: The Culture Factor (2026)
Rinklin et al. (2022) warns that not all consumers can be predicted by national dimensions. Saying that, the diversity of regions and changes in culture might find urban Indian consumers closer to the globally connected British populations. Cadbury needs to adopt therefore Hofstede as a strategic guide and validate the assumptions with local research and campaign evidence.
[bookmark: _Toc236963140][bookmark: _Toc237479784]2.4 Technological factors
[bookmark: _Toc236963141][bookmark: _Toc237479785]United Kingdom 
Internet access, card payments, retailer data and online grocery are all high in the United Kingdom. This is a good time for individual offers or for seeing stocks. Hu et al. (2022) indicate that the social media can impact on purchase, it can be done through the interaction and the quality of information. The negative connotation is clutter, privacy issues and poor attribution. Cadbury requires permissioned use of data and innovative ideas, not to rely on the idea that "more digital" equals equity.
[bookmark: _Toc236963142][bookmark: _Toc237479786]India
Mobile-first ecosystem and instant payments and quick commerce are favourable for India's impulse availability and quick launches. The 2026 Silk Dubai Chocolate launch was a seamless blend of trend spotting online and immediate satisfaction. However, Madlenak et al. (2025) caution that the methods employed online are not uniform across countries and cannot simply be imported from Britain. Outside the main cities, unequal connectivity and digital literacy remain a hindrance, so old-fashioned retail visibility and the distributor capability is important.
[bookmark: _Toc236963143][bookmark: _Toc237479787]2.5 Environmental factors
[bookmark: _Toc236963144][bookmark: _Toc237479788]United Kingdom 
Both markets are under environmental pressure: Cocoa is climate stressed and chocolate depends on energy, transportation and multilayer packaging. Wang and Dong (2024) pinpoint effects as they occur throughout cultivation, processing and packing. Because of UK consumer scrutiny and recycling infrastructure, it creates the right pressure which can speed up the process of innovation. When new materials contribute to cost, or reduces protection of the product, it is not financially desirable. Cadbury cannot engage in symbolic changes, simply moving impacts from one to the other.
[bookmark: _Toc236963145][bookmark: _Toc237479789]India
The context of India is mixed. Local manufacturing is preferable as it cuts down on imports of finished products and enhances response. Heat and geography are unfavourable, chocolate requires resilient formulation and warehousing/last mile handling. Oloyede and Lignou (2021) discover that although the value of paper packaging is acknowledged, it must still safeguard the product. Small packs helps to keep things affordable, but may raise the gram content of materials. A verified reduction and collection claim is more impactful than a plastic free claim.
[bookmark: _Toc236963146][bookmark: _Toc237479790]2.6 Legal factors
[bookmark: _Toc236963147][bookmark: _Toc237479791]United Kingdom
The United Kingdom has integrated efficient consumer and labelling and advertising protection. This is good for trust and taking responsibility for competition, but not good for unrestricted promotion. UK Government (2026) agrees 9 pm watershed and paid online ban date for identifiable less healthy food advertising is 5 January 2026, brand advertising could be exempt. It is imperative that Cadbury go back to the basics of brand generosity, retail and experiences instead of compliance as disclaimer.
[bookmark: _Toc236963148][bookmark: _Toc237479792]India
India also gains confidence via ingredient, allergen, vegetarian and nutrition rules. FSSAI (2024) has issued a guidance to e-commerce platforms not to classify products as health drinks if there is no legal classification. This is good for clear competition, but not good for ambiguous wellness positioning. The importance of child marketing controls is demonstrated by Al Jawaldeh et al. (2022). Cadbury should implement consistent child protection in packaging, school, influencers, TV and e-commerce.


[bookmark: _Toc237479793]3.0 Comparative segmentation targeting and positioning
[bookmark: _Toc236963150][bookmark: _Toc237479794]3.1 Segmentation
Segmentation needs to be done in such a way that the groups identified are measurable, reachable, profitable and responsive. Demographic, psychographic, behavioural and benefit variables are important only if they lead to action argues Myers (2021). For the United Kingdom the relevant segments are families, adult treat seekers, seasonal gift buyers and novelty oriented younger consumers. It's good to see broad penetration, but poor differentiation could result in innovation being reliant on retailer promotion.
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[bookmark: _Toc236963115]Figure 4.1: Consumer market segmentation categories. Source: LCMB7026 Week 4 lecture material (2026)
Segmentation by city tier, income, household and festival participation, channel access and price point is needed in India. It ranges from a way for pleasure and relaxation to an upgraded gift. Segmentation can be helpful in cases where there are variations in willingness to pay as demonstrated by Gonen et al. (2024). Cadbury's path from small packs of Dairy Milk to Silk is good; but pack proliferation turns bad when it depletes stock levels and dilutes the master brand.
[bookmark: _Toc236963151][bookmark: _Toc237479795]3.2 Targeting
Cadbury is differentiating both markets but the basis upon which they differentiate is different. New market opportunities for British growth involve within families, the adult treat seeker and the gift buyer. The growth of Indian market relies on city tier, cash price, distribution channel, involvement in festivals, and the replacement of chocolate over traditional sweets. According to Lim (2022), value is functional, symbolic and experiential. Cadbury thus has an emotional reach in both countries but its economic and social value of the same product is different.
[image: ]
[bookmark: _Toc236963116]Figure 4.2: International market segmentation process. Source: LCMB7026 Week 4 lecture material (2026)
[bookmark: _Toc236963152][bookmark: _Toc237479796]3.3 Positioning
Cadbury's own positioning is “trusted, emotionally accessible chocolate.” Benefit positioning in Britain is about "heritage," "known generosity," and "known sharing. In India, it offers love, present and modern easy reaching premiumisation. As demonstrated by Camacho et al. (2022) is the interaction between country of origin on one hand and familiarity and ethnocentrism on the other. British origin a quality cue, if the brand is 'culturally foreign', this is not a good quality cue. Competitive positioning should thus be evaluated against global confectionery in Britain and chocolate brands and the traditional sweets in India.
[image: ]
[bookmark: _Toc236963117]Figure 4.3: Example perceptual map used to interpret competitive positioning. Source: Albrecht, Green and Hoffman (2023)
The Segment attractiveness should be evaluated with the parameters of Measurability, Accessibility, Profitability and Actionability. For British retailers, measurement is favourable, but can be undermined by the impact of promotional leakage. While India has the scale, varying access is available for quick commerce users in metros and cash buyers in the rural areas. Kothari et al. (2025) conclude that digital advertising has the power to gain a person's attention and establish trust. Cadbury should take media data in addition to data on retailer availability and repeat purchase evidence.
[bookmark: _Toc237479797]4.0 Comparative international marketing mix
The seven-element marketing mix illustrates the way that country context turns into market action. Albrecht, Green and Hoffman (2023) says that elements should be centred on the target market. Cadbury's good pieces complement one another, and if there is any mix-up in product, price, channel or communication, it diminishes the brand promise.
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[bookmark: _Toc236963118]Figure 5.1: Seven element marketing mix. Source: SmartDraw (2026)
[bookmark: _Toc236963154][bookmark: _Toc237479798]4.1 Product
Cadbury standardises Dairy Milk, purple identity and core sensory cues. This is good because assets build up recognition over time. India embraces a strategy of smaller packs, festival gifts, Silk flavours and local appeal. Packaging colour fit has a positive impact on processing fluency and purchase intention as reported by Su and Wang (2024), who suggest that packaging can be purple yet local imagery can be maintained. Extension overload is bad, which can spread out quality or fragment channels.
[image: ]
[bookmark: _Toc236963119]Figure 5.2: Core, packaging and auxiliary product dimensions. Source: LCMB7026 Week 5 lecture material (2026)
Quality includes the chocolate, packaging and assurance. Britain has cooler logistical uses and has already developed its recycling communication. India requires heat resistant, vegetarian marks, long shelf-life local information and packaging channels. Kuang et al. (2024) demonstrate that transparency fosters trust, while also providing light and heat protection for chocolate. Where barrier performance would be compromised, Cadbury should seek informational transparency, and not literal windows.
[image: ]
[bookmark: _Toc236963120]Figure 5.3: Product and communication adaptation model. Source: LCMB7026 Week 5 lecture material (2026)
Cadby et al., (2021) claim that more and more, chocolate quality is as much about ethics and provenance as it is about taste. It is good for Cadbury when they are making a sourcing commitment that builds trust, but it can be bad when making claims in mass market communication for which consumers have no way of checking the truth. Nutrition and cultural fit should therefore be evaluated with cocoa evidence, packaging impact and supply feasibility in product development gates.
[image: ]
[bookmark: _Toc236963121]Figure 5.4: Cadbury Dairy Milk Silk Dubai Chocolate launch in India. Source: Mondelēz India (2026)
[bookmark: _Toc236963155][bookmark: _Toc237479799]4.2 Price
British pricing is primarily promotion and value driven in promotion intensive grocery. Deals are good when trial and stocking, but not so good when buyers become adept at waiting. The ladder that is used in India is clearer. Low unit price packs drive penetration, mainstream bars drive regular buying, Silk drives premium unit margins. According to Gonen et al. (2024), Segmentation does have an impact on pricing but need to remain user-friendly. Cadbury must argue the case for stability in value and not let downsizing fool consumers.
Volatility of cocoa is different for both countries. Olarte Libreros, Rojas Mora and Guerrero Sierra (2025) demonstrate that shocks spread within cocoa value chains. British up-ramping can cause own label switching to speed up. A marginal increase is a significant cash value in India. Packing efficiency is opposed by small packs, which are favourable for access. The sensory as well as gifting benefits of a new product must be superior quality innovation, not just novelty.
Price communication also impacts on fairness. Because consumers can compare value it is favourable when they have a cash price and a visible weight. Unexplained shrinkflation is bad, as it is a hidden reduction of pack size. Cadbury ought to adopt architecture better safeguarding entry enforceability, more prominently displaying weights and minimising the variation of packs which are nearly identical but just harder to spot.
[bookmark: _Toc236963156][bookmark: _Toc237479800]4.3 Place
Britain's intensive distribution infrastructure through supermarket, convenience store, forecourt, discounters and online grocery. Widespread availability is good for visible seasonal and habit. Large retail power is bad for margin as big chain retailers dominate promotion and shelf space. There is a need for intensive reach in India, however with the distinction of general trade to modern retail, wholesale and quick commerce, there is more variation in the execution.
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[bookmark: _Toc236963122]Figure 5.5: Direct and indirect international distribution channels. Source: LCMB7026 Week 7 lecture material (2026)
Channel designs must be different based on the product's level. Selected modern retail and quick commerce are important for Premium Silk, near universal availability is important for Dairy Milk. As demonstrated by Norton et al. (2022), sustainability perceptions are dependent on protection and waste. Heat protection and delivery condition are thus marketing issues in India, rather than just logistics issues.
Control vs Reach is the main comparison. British chains offer data and execution control, and require commercial concessions. Indian general trade provides unparalleled access with limited visibility of stock rotation, temperature and display. Cadbury should employ distributor capability measures, retailer training and digital ordering to increase availability but not all outlets or regions should be treated the same.
[bookmark: _Toc236963157][bookmark: _Toc237479801]4.4 Promotion
British promotion involves emotional storytelling, heritage, seasons, promotion with outdoor media, retail activation and digital content. Brand Memory is positive. Regulation and sugar concern are unfavourable for product led persuasion. The food cues extend beyond just photos, as demonstrated by Maksi et al., (2024), making influencers, games, and platform content all within the scope of responsibility. Cadbury should focus on adult audiences, generosity of brand, context of occasions and entertainment versus buy product.
[image: ]
[bookmark: _Toc236963123]Figure 5.6: Cadbury United Kingdom brand communication. Source: Cadbury UK (2026)
The idea of Indian promotion changes with family, festivals, gratitude, friendship and gifting. This is good as it makes chocolate an outreach product. According to Migkos et al. (2025), the influencer's credibility and the fit of the content influence the response. When disclosure and audience selection are strict, local creators can support reach. The negative risk factors in this case are sentimental formula, cultural appropriation, child directed influence. Efforts are needed to assess regional language work and to include households in the tests.
[image: ]
[bookmark: _Toc236963124]Figure 5.7: Marketing mix and promotion mix. Source: LCMB7026 Week 6 lecture material (2026)
Message adaptation should not be translation of words but emotional meaning. British humour or understatement can have different relational connotations in India. On the other hand, the same gift story may be used in the communication of the festival every time. Cadbury should then build a creative platform that can be shared and then have local stories, languages and media express it within safe boundaries around audience.
[bookmark: _Toc236963158][bookmark: _Toc237479802]4.5 People
Customers involve employees, distributors, retailers and service teams. British goods have uniform retailing standards. Local cultural and channel knowledge is important for India. Raza et al. (2021) demonstrate that cultural distinctiveness impacts digital perceptions and hence service. The bad risk is disparate training on a vast network of distributors. Cadbury needs to measure out the outlet execution, the ethical selling, the complaint handling and inclusion in addition to volume.
An effective people measure isn't simply completion of training, it's an effective consumer outcome. In India this involves about rotating inventory, protecting the items from heat and describing the superior variants correctly. In Britain it incorporates complaint resolution and uniformity of retail partners. Volume-only incentives are not desirable since they can induce overstocking or improper positioning.
[bookmark: _Toc236963159][bookmark: _Toc237479803]4.6 Process
Process includes forecasting, quality, ordering, delivery, complaints/campaign approval. Britain has the advantage of established data and feedback loops that are short. India enjoys the advantage of local production, while also being more geographically and temperature diverse. International learning is cumulative, in the view of Gao (2022). Combining retailer data with local experiments is favourable. When influencer content, festival packs or ingredients circumvent legal, nutritional or cultural review, speed turns bad.
Standardisation is good for food safety, traceability and brand approval; flexibility is good for speed and cultural relevance. Decision rights is the most important design decision. Cadbury should specify what changes can be made in India and what changes need to be taken to the Global rule and make sure they don't repeat the slow approval process with post launch evidence.
[bookmark: _Toc236963160][bookmark: _Toc237479804]4.7 Physical evidence
Physical evidence refers to wrappers, shelf blocks, gift boxes, delivery condition and websites. The continuity of purple and the script logo, and the status Indian Silk and festival boxes, are all favourable. Liang et al. (2025) demonstrate the influence of graphic shape on perceived healthiness and purchase intention. When it suggests health, abundance or sustainability there is no evidence, then presentation turns into the unfavorable.
Cadbury adopts contingency approach. Pack, flavour, price, occasion, media, channel and service are adapted; identity, core quality and emotional accessibility are standardised. In support of cross-country adaptation of online behaviour, Madlenak et al. (2025). That's all scale - but without turning India into a little Britain, local flexibility needs clear governance of both fixed and flexible assets.
Digital evidence needs to be identical to received product. In fast retail, having wrong images or missing data or even having a melted high-quality bar makes the whole promise sour. Cadbury should also police delivery quality as well as shelf presentation.


[bookmark: _Toc237479805]5.0 Market entry strategy in India
Cadbury came to India in 1948 and later established local manufacturing and distribution. The course of action outlined in this report is best characterized as a high-control equity-based entry model that has deep local embeddedness – and not one of exporting or licensing. Entry mode should match control and uncertainty and resource requirements according to Brouthers et al. (2022). With this model Cadbury is able to maintain quality of products, adjust pack sizes and flavours, react to heat and distribution, and control brand positioning. But it also demands significant investment and makes the company directly responsible for operational, ethical and reputational mistakes.
Another characteristic of Cadbury's development is the local knowledge and commitment of resources that grew with time, which is characteristic of the Uppsala model. Gao (2022) points out that strategic acceleration can be used in conjunction with experiential learning. The strategic importance of lower-control options diminished as India emerged as a key market, and as manufacturing, distribution and consumer knowledge built up, the advantage of lower controls diminished.
Financial exposure to duty, lead time and heat risk due to exporting finished products would affect CADbury's affordability and responsiveness. Less investment would be required, but less control over quality or adaptations would be obtained, if licensing were enforced. Risk could be shared in a joint venture, but Cadbury's proven local abilities minimise the requirement for shared ownership. Thus, the high control local model is most appropriate as long as local managers also have decision-making power and performance is measured by short term profit and long-term market development.


[bookmark: _Toc237479806]6.0 Ethical evaluation of Cadbury in India
Cadbury is providing ‘meaningful pleasure' and ‘selling energy, fat and sugar'. Cultural relativism sees good Indian gift-giving customs; ethical absolutism sees truthful information and child protection as a requirement, irrespective of custom; the justice approach asks who gets benefits and burdens. Amevinya et al. (2022) document unhealthy food advertising around schools. Factors including child appealing characters and school proximity are unfavourable due to limited commercial understanding, whereas the broad availability supports choice.
Small packages allow for easily controlled portions and make for great value, which is good. They can also reduce the frequency of purchase and raise the per-gram packaging. Farzand et al. (2025) links obesogenic environments to ubiquitous food marketing. Cadbury should do age gating, do not directly target young children, be honest about the size of portions, and not use incentives that target children's vulnerability offered by retailers.
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[bookmark: _Toc236963125]Figure 7.1: Virtue and marketing ethics framework. Source: LCMB7026 Week 10 lecture material (2026)
Ethics is not just for the consumer, it's about cocoa sourcing and packaging. Vinci et al. (2024) point out social impacts throughout cocoa supply chains. When claims are supported with traceability, farmer outlooks and assurance, they are favourable, but when claims are made without supporting evidence, they are greenwashing. Cadbury should report packaging recovery, cocoa coverage and grievance outcomes in India, not on promises made globally.
Festival campaigns for a wider inclusion, but those that commercialise religious meaning or depict only the wealthy city family are not favourable. Regional diversity and consultation is necessary for ethical adaptation. Whether communication contributes to informed choice or just to good feelings is not the standard.
[bookmark: _Toc237479807]7.0 Recommendations
[bookmark: _Toc236963164][bookmark: _Toc237479808]7.1 Global governance
Cadbury needs to establish a core/flx structure on a global scale. Purple identity, quality and cocoa commitments should be part of the core. Local flex should include: pack, flavour, language, festival, media and channel. Safeer et al., (2022) advocate the fusion of globalness and localness. Each adaptation must pass the value, feasibility and ethical risk tests for consumers.
[bookmark: _Toc236963165][bookmark: _Toc237479809]7.2 India portfolio and distribution
India should have a two-speed portfolio. Cadbury should insulate Dairy Milk cash price band and ensure Silk innovation is limited and delivered consistently. Müller Pérez et al. (2025) demonstrate that trust and perceived benefit are determinants of health-related choice. The challenge of portioning and balancing the affordability with indulgence can be eased by smaller premium portions and clearer guidance.
[bookmark: _Toc236963166][bookmark: _Toc237479810]7.3 United Kingdom communication and responsible growth
Britain requires a brand communication that meets the 2026 regulations all the time, without sacrificing memory or seasonal relevance and adult gifting. An appropriate growth should be evaluated in both countries. Child Protection is needed in influencers, schools, retail and digital commerce, verified packaging and cocoa outcomes. According to Wandosell et al. (2021), the importance of credibility is fundamental when it comes to green packaging. Cadbury should provide an annual dashboard detailing media controls, packaging intensity, complaints and product condition, farmer outcome.
[bookmark: _Toc237479811]8.0 Conclusion
The ability to have a strong brand core and execute it in line with local environments is Cadbury's strength in international terms. The UK is a well-developed market with seasonality, purchasing power and heritage but hindered by advertising restrictions, health concerns and inflation. India provides better growth, festival gifting and mobile commerce prospects, but affordability, diversity of climate, language and channel proves to be a hurdle. Hence, Cadbury should have a uniform identity, quality, and moral responsibility and should make adjustments to the product, package size, price, communication and distribution. Its high control local equity model is more appropriate in India as compared to exporting or licensing, as it facilitates manufacturing, quality control, cost-effectiveness, and market adaptability. Future growth needs to be achieved through a combination of disciplined localisation and a number of verifiable controls, including child protection, cocoa sourcing, packaging, product condition and distributor performance.
[bookmark: _Toc237479812]9.0 Section B: Reflective Account
Third (2022) has adapted Gibbs reflective cycle into six connected steps that progress from experience to action planning. I didn't just narrate what I have done, but I used the model to show the process of my research and preparation of a comparative Cadbury report. 
[image: ]
[bookmark: _Toc236963126]Figure 9.1: Gibbs’ six-stage reflective cycle. Source: University of Edinburgh (2024)
[bookmark: _Toc236963168][bookmark: _Toc237479814]9.1 Description
I transformed the short and lecture series into a research matrix framework for both countries, Cadbury, theory and entry and ethics. I looked at recent open journals, books, official statistics, company publications and regulations, and then structured the evidence around the decision questions. Lectures led to PESTEL, Hofstede, STP, standardisation and adaptation as well as Marketing mix and ethics. It was hard to keep this comparison with you, so that you can keep it direct. In the initial drafts, there were separate discussions on countries, so I have rewritten each discussion to relate the favourable condition with unfavourable countercondition and strategic implication for Cadbury.
[bookmark: _Toc236963169][bookmark: _Toc237479815]9.2 Feelings
When I first started, I felt comfortable because Cadbury was known and there was a lot of information. At the dawn of familiarity came assumptions about British heritage and Indian festival marketing. When authoritative-sounding sites mentioned unsupported claims, or when open articles were written about food instead of chocolate, I got a bit confused. Also book selection was difficult due to the fact that only recent open sources were considered. When I distinguished between factual and analytical questions there was increased confidence. Official evidence of growth and/or regulation was matched with theory and/or judgement to explain the impact on Cadbury's particular pricing, positioning and ethical risk.
[bookmark: _Toc236963170][bookmark: _Toc237479816]9.3 Evaluation
The best was the triangulation. Official and company material provided dates, products, regulation and macroeconomic conditions, and journals provided a discussion of behavior, packaging, digital influence and ethics. Each source was assigned an analytical role as a result of the lectures. The poorest was too early over collection and quantity equating to quality. There were some credible papers which did not change a comparison and secondary websites repeated untraceable claims. Elimination of them enhanced coherence. Cadby et al. (2021) in particular proved helpful as it took the chocolate quality analysis beyond taste to the matters of provenance and sustainability, thus fortifying product and ethics analysis hand in hand.
[bookmark: _Toc236963171][bookmark: _Toc237479817]9.4 Analysis
The biggest take-away is that the labels of favourable and unfavourable are subject to conditions, and not permanent. Small Indian packs are attractive in terms of cost and availability but may require more gram in pack. The UK advertising regulations limit the scope of promotions and can enhance the trust, benefiting brand-led creativity. Norton et al. (2022) further validated these systems thinking since to constitute a sustainable packaging, one cannot neglect the need for simultaneous attention to product protection, consumer acceptance and impact on the environment. So I became aware of qualifying judgments and the must-knows: who is served,and how, for how long, at what expense.
Hofstede required caution. National scores provided a well-balanced picture of hierarchy, individualism and indulgence and might be used to form stereotypes. As seen by Rinklin et al. (2022) Individual and Task effects are also very important, hence I took the dimensions as hypotheses and tested it with gifting, premiumisation, media and channels. I also realised there were seven elements and how they connected each other. With a small pack, the product, product price, retailer economics, reach, product physical evidence and ethics change. When reading Manuel (2022), I shifted my focus from a description of the concept of framework to an explanation of the concept of strategy, as Manuel (2022) described international marketing as an integrated system.
[bookmark: _Toc236963172][bookmark: _Toc237479818]9.5 Conclusion
The two processes cultivated my ability to come from description to the evidence-based judgment. I was more discriminating in my sources, more forthright in my comparisons, more ready to show tensions that were not ideally solved. I also learned that recommendation must be credible, given previous findings and implementation limitations. The macro, cultural, marketing mix and ethical analysis were combined to give me the final conclusion that Cadbury should have a stable global meaning but to adapt execution which was not my initial choice of favouring localisation.
[bookmark: _Toc236963173][bookmark: _Toc237479819]9.6 Action plan
	Development area
	Planned action
	Expected outcome

	Research planning
	Define decision questions before searching
	More focused and relevant research

	Source evaluation
	Record each source’s claim, method and limitation
	Stronger evidence quality

	Comparative writing
	Draft comparative topic sentences before country evidence
	Clearer comparison and analysis

	Quality control
	Check statistics, captions, links, references and metadata separately
	Greater accuracy and consistency

	Word management
	Review word allocation at an early stage
	Better balance between analysis and reflection

	Recommendation testing
	Assess feasibility, stakeholder impact, timing and risks
	More practical and credible recommendations


[bookmark: _Toc236082238]Table 9.1: Action plan
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Table 2.1 Virtue ethics and marketing

Virtue Definition Related virtues Applications to marketing

Integrity Adherence to a moral code  Honesty Conveying accurate and complete
and completeness Moral courage information to consumers

Fairness Marked by equity and Justice Selling and pricing products at a
free from prejudice or level commensurate with benefits
favoritism received

Trust Faith or confidence in Dependability Confidence that salespeople or
another party suppliers will fulfill obligations

without monitoring

Respect Giving regard to views Consideration ~ Altering products to meet cultural

of others needs and refusing to sell unsafe

products anywhere

Empathy Being aware of and sensitive Caring Refraining from selling products to
to the needs and concerns of consumers who cannot afford them
other people

Trans- Making actions clear Openness Being open with customers and
parency their stakeholders

Source: Adapted from P.E. Murphy, “Character and virtue ethics in international marketing,” Journal of Business Ethics
(January 1999): 113.
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