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Category is a British multinational confectionary company owned by Mondelez international from the year 2010. The company is considered as second-largest confectionary brand in the world after Mars (Cadbury, 2024).
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Figure 1: Cadbury
(Source: Cadbury, 2024)

Cadbury has been operating in more than 50 countries globally and it has been selling out products in 190+ nations. The organisation is known for selling iconic goods like creme, eggs and Dairy milk across markets like Australia, United Kingdom (UK), India, and many more. This assessment aims towards analysing international market strategy and marketing mix of Cadbury in its home country, UK and its host country, India. This will help in comparing and contrasting impact made by social-cultural differences and similarities between home and host country over the international marketing plans of Cadbury.
[bookmark: _Toc236565730]Macro environment analysis
[bookmark: _Toc236565731]PESTLE Analysis 
It is a business strategic framework, which is applicable to govern external market environment that impacts over and organisational capability (Gheibi, 2022).
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Figure 2: PESTLE analysis
(Source: Gheibi, 2022)
Political
The UK government has been aggressively tightening regulations over high fat, sugar and salt products which has enforced restrictions over marketing placement and sales strategies of Cadbury (TasteTech.com, 2021). Whereas, the Indian government has been imposing reversal in GST, which directly alters all-around revenue margins of Cadbury products. There are also food, safety and labelling regulations permitted by the Indian government, which mandates highlighting manufacturing details, nutritional labels and localised school zone restrictions over junk food marketing. These aspects widely impact over categories growth approach (Verma Ambwani, 2026).
Economic
India’s real GDP grew up by 7% of 7.5% in this span of 2025-2026 (DD News, 2025). Whereas, UK economy witnessed a lower paced growth around 1.3% only. (BBC, 2026). This highlights how economically, UK has a high purchasing power, but there is slow market growth. Whereas, in the Indian market, the purchasing power is low as there are most price-sensitive consumers, yet, with large scale population, there is ineffective economic growth. Contrariwise, the UK market has also been witnessing economic downfall and inflation which have impacted on the household disposal income (Walk-Morris, 2024). Whereas, in the Indian market, consumer spending trends have been due to Indian holidays and festivities like Rakhi or Diwali.
Social-Cultural
In the Indian market, there are high costs for primary goods like sugar and milk which impact over production budgets of Cadbury. Whereas, the UK consumers seek for transparent and ethically sourced cocoa supply chain where there is a shift of focus towards lower-calorie and sugar-free alternatives which impacted on Cadbury sales. Nevertheless, in the Indian market, Cadbury acquired its place by aligning well with local cultural occasion and working with seasonal demands. There were marketing plans undertaken as per seasonal changes and festivals to engage well with customers. Whereas, in the UK market, Cadbury chocolate had deep establishment seen in everyday consumption.
Technological
In the Indian market, Cadbury has progressed manufacturing systems and modernised cold chain logistics which has successfully attained product consistency and shelf-life (IBEF, 2025). There is an investment made over IoT sensors and automated temperature zoning for reducing massive post-harvest agricultural losses and undertaking strict compliance for fresh foods. Conversely, there is progressed technological approach seen in the UK market. With the progressive factory lines, there is AI-based production efficiency witnessed at Cadbury. This has undertaken automated robotics and real—time AI-powered quality inspection and advanced operating cycles (Motion.uk, 2026).
Legal
Across the Indian market, Cadbury needs to comply well with FSSAI framework that can handle safety as per core parameters set. This can help in permitting food items to be sold across the country with right product standardisation, permitted ingredients usage, and sustainable packaging approaches (Tammi.com, 2025). UK food standards have implemented mandatory nutritional declarations and visual emphasis on the major allergens which have impacted on its production. These protocols require clear naming, net quantities and precise supplier details.
Environmental
The Indian market is witnessing unpredictable weather shifts like erratic rainfall or rising temperature which impact on cocoa crops. This has reduced beans quality and impacted on production cycles of Cadbury. Whereas, in UK farming of Cocoa beans take place has West-African region which has also witnessed whether volatility and pricing. This has been resulting in price hike and increased costs for British consumers.
[bookmark: _Toc236565732]Cultural analysis 
[bookmark: _Toc236565733]Hofstede framework 
This tool is used for examining how national values can impact over an organisational behaviour with six core categories (Bissessar, 2018).
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Figure 3: Hofstede’s cultural dimension
(Source: Bissessar, 2018)

· Power Distance
UK market has low power distance due to which, the marketing and communication strategies focus on informal conversation and light-hearted messages. Individuals make their own choice about the product category and Cadbury makes use of humorous and playful marketing elements to attain attention of UK-based consumers (Pandey et al., 2021). However, in the Indian market, there is a collective-based approach used where Cadbury markets itself by fostering respect, community-building approaches and family relationship.
· Individualism vs. Collectivism
The UK has an individualistic set of audience where people like to give personal rewards, self-treats and individual pleasure rather than undertaking group sharing approaches (Shah, 2021). This has been beneficial for Cadbury to market itself with distinct flavours that can link with individual identity. Single-serve packaging is used around UK for individual enjoyment. Whereas, the Indian market has a group-oriented approach as they believe in making relationship (Weir and Laing, 2016). Hence, Cadbury marketing elements revolve around family-oriented relationship, friendship, and gifting purposes.
· Masculinity vs. Femininity
The UK and Indian market have a moderate masculinity approach yet, the UK is rated a bit high. Due to this, Cadbury has been focusing on assertiveness and success across the UK region (Bailey and Alexander, 2019). Yet, in the Indian market, there is focus made on relationship building, consensus-building and work life balance to standardise its brand positioning. This is involved with community based story-telling approaches that markets Cadbury well across different cultures.
· Uncertainty Avoidance
The uncertainty avoidance for both the countries stands similarly, as there is uniform approaches used for highlighting product quality, food safety, and across-the-board product information. Yet, the UK based products is dependent on fresh liquid milk. But, the Indian brands only rely on milk solids and permitted vegetable fats like palm oil for governing local ambient temperatures (Kiss et al., 2022).
· Long-Term vs. Short-Term Orientation
Cadbury sustains across UK and Indian market with long-term brand equity approaches. This has been done for core identity consistency, creativity and emotional connection. This helps in governance of emotional-led messaging by emphasising on feelings, generous behaviour and connection-building approaches despite of being reliable on functional claims (Weir and Laing, 2016).
· Indulgence vs. Restraint
Cadbury has been marketing across UK with indulgence approach by highlighting emotional state of self and premium chocolates for relaxation or enjoyment. This has transformed baseline consumption into a symbolic ladder of human feeling due to the market demand (Chaudari, 2017). However, in the Indian market, there is a restrained behaviour seen as chocolates are publicised with cultural element for highlighting their acceptability across celebrations, family moments, or festivals.

As per above cultural factors analysis, it has been understood that marketing approaches differentiate between UK and Indian market. Due to personal choices and individualism approach, UK category has been promoting its products on the basis of premium chocolate feeling and self-rewarding approaches (Laing, 2016). Whereas, in the Indian market, the brand has been focusing on the relationship-oriented approaches to gain attention of its customers.
[bookmark: _Toc236565734]Segmentation, targeting and positioning (STP)
A three-step tool which has been dividing the broad market into smaller segments and accordingly, selecting the right group to focus and set a clear image of the products in the mind of consumers (Jin, 2024).
Segmentation

	India 
Demographic - In the Indian market, Cadbury products are tailored for kids and teenagers with the product lines of Perk and 5 star. Dairy milk and Bournville are well catered across the adults and families. Economically, the price point across the Indian region range widely from affordable small packages like ₹5 to ₹20. There are some mass-market consumers who prefer taking the premium bars like Temptations or Bournville (Pandey, 2025).
Psychographic - In the Indian market, Cadbury is marketed as a modern expression of joy where the brand focuses to adapt as per the traditional values of the country. There are premium and rich chocolate lines which have been targeting status-conscious palates.
Geographic - There is a hefty focus made towards urban and semi-urban markets of India. Cadbury has witnessed high penetration in these regions due to ongoing expansion into rural tiers through smaller and low-unit-cost packaging.
Behavioural - Affordable and low-priced items have impulsive buying behaviour as they serve quick energy and personal treats. Whereas, Cadbury celebrations boxes have been replacing traditional festivals, sweets during Diwali, weddings or Raksha Bandhan (ET BrandEquity, 2018).
	UK
Demographic - Cadbury has been targeting children and teenagers with Freddo and Buttons, whereas, the adults are the impulse buyers of dairy milk. The older generation is also taking up sharing boxes. Cadbury is positioned value-for-money price tires for its everyday bars and elevated gift option (Laing, 2016).
Psychographic - Cadbury has been categorising its consumer base through elements of simple daily comforts and brand familiarity. Moreover, there are advertisement campaigns made for everyday snacking, gifting on Christmas, Easter or Mother’s Day celebrations.
Behavioural - UK consumers split their consumption patterns into daily impulse snacking and social sharing approaches. This has helped in separating loyal buyers of flagship milk chocolate recipes and the experiment categories (Carrolon, 2026).




In terms of above comparison, UK market has seen maturity in the lifestyle-driven approaches followed towards chocolate consumption. Whereas, the Indian market still relies on occasional-based differentiation approaches to align well with the audience.

Targeting
	India
There is broad targeting approaches used by Cadbury in India to target consumers well. In this market, consumers demand for affordable products and a replacement for traditional sweets. There is high purchasing power seen across India, which is why, different product lines are used for targeting different demographics. For example, Perk is advertised for children with their playful activities to cater attention kids and parents together. Whereas, the Cadbury Silk is catered around modern relationships or dating (Pandey, 2025).
	UK
There is mass-market targeting strategy adopted by Cadbury across UK. Under this, there has been a balanced approach towards physical retail placement with active social engagement. The organisation has also collaborated with charities and community initiatives like dementia awareness packaging for reinforcing its brand and social value. Cadbury across UK believes in using sub-brands and formats to reach out to more segments. By relying on a single demographic, the sales of opportunity can be moderate as there is high competition seen across UK-based region. Hence, mass-marketing preposition is used to highlight its unique product lines and gift format to address different needs.



Positioning

	India
In the Indian market, Cadbury has positioned itself with emotional and storytelling approaches. This has helped in a building long-term relationships where people have opted for Cadbury product lines for their every small celebration and “Meetha” moments (ET BrandEquity, 2018). The branding campaigns like “Kuch Ho Jaye, kuch Meetha Ho Jaye” have catered attention of massive Indian audience. This helped Cadbury to position the brand across gifting options. Whereas, there are value-driven messaging used by the organisation to position the feeling of joy, relationship and shared happiness rather than just functional product line (Hıdıroğlu, 2019).
	UK
Cadbury UK has positioned itself as an accessible and household brand. The brand has shifted its focus towards “shine a little on the kindness and generous day approaches” to cater everyday society (Little black box, 2018). The price point of view is positioned to attract individual customers for treating rather than masses from exclusive elite society. The positioning relies over deep-rooted consumer trust with its iconic shade of purple trademark and product quality.



[bookmark: _Toc236565735]International marketing mix (7Ps) strategies 
	
	India
	UK

	Product
	There is locally adapted portfolio of Cadbury across India, which has been offering chocolates snacks across 5 key segments-Cadbury dairy milk, Cadbury 5 star and Cadbury Perk. Cadbury has monitored local taste of the Indian market and examined economic conditions to plan out its product pricing and marketing strategy (Pandey et al., 2021).
	The product portfolio of UK is is established largely across chocolate bars, biscuits, seasonal items and deserts. There are different ranges like Dairy milk and Bournville used with premium approach which has an effective emphasis over flavour and format innovation across UK market (Carrolon, 2026).


	Price
	There is lower average purchasing power that has been driving high price sensitivity. This market has been effectively evolving from cheapness to deeper value consciousness. The buyers readily switch labels for getting financial discounts or offers, which is why, Cadbury works with mass-market pricing and undertake affordable entry points.
	Cadbury has been holding a leading market position due to its diverse product sizes and it has effectively tailored different consumer habits and purchasing power. With premium-based approaches, there are standard and large tablet formats catered for household and group sharing while small bars are available for impulse buyers (Little black box, 2018).

	Place
	Retail distribution across India has high complexities due to large geographic region. Products are available through e-commerce channels, multiple supply chain intermediaries, and even in small neighbourhood grocery shops (Punj, 2021).
	Cadbury products are available across supermarkets, convenience stores and online grocery channels of UK. The brand has developed effective distribution network and e-commerce strategies.


	Promotion
	Local traditions, regional languages and shared social values are embedded in the promotional strategies. There are Bollywood association, festival focused, and IPL branding approaches undertaken to reach out to maximum Indian audience (WARC, 2023).
	The promotion strategy focuses towards emotional storytelling, everyday generosity and interactive social media campaigns. The advertisements are done around human connection rather than just highlighting product features.


	People
	There are sales representatives, merchandises and digital teams for attaining effective customer experience. The business widely depends on human relationships and traditional networks like Kirana shops, pan stores or regional wholesalers. This only helps in driving sales execution and product availability (ET BrandEquity, 2018).
	For customer service experience, there are retail staff members, customer service teams, and e-commerce teams which deliver efficient and convenient brand experiences. This has been helpful for shoppers to move seamlessly between mobile devices and social media channels.


	Process
	India’s retail supply chain has been following multi-tier pathway, which involves manufacturing, distribution centres, and traditional retail approaches. Due to involvement of numerous supply chain tiers, and retail channels, there are complexities in operations (WARC, 2023).
	UK has well established infrastructure which streamlines supply chain. There are set quality control parameters and distribution units that govern retail fragmentation rightly.


	Physical evidence 
	Signature purple packaging and localised physical touch point, Indian language and cultural based communication during seasonal promotions are used. For example, Cadbury Silk heart was launched during Valentines (Goenka, 2022). 
	The physical evidence is used through trademark, purple colour branding, gift boxes and seasonal packaging. This helps in governing products well across every festivity/celebration.




Table 1: 7Ps Marketing mix 
(Source: Self-made)
[bookmark: _Toc236565736]Market entry strategy
Cadbury entered the Indian market in the year 1948 by importing channels. Before a full-scaled establishment of local manufacturing and cultural adaption, import strategy was used to test the Indian market with low resource commitments. This helped in working with lower risk and low investment initially. Post that, there was set up made of local plants, cell products at a low cost and minimised import barriers. This helped in developing local cocoa sourcing with Indian farmers and managed tropical climate distribution challenges with effective cold-chain logistics (Goenka, 2022).
After a year, in 1949, Cadbury opted for foreign direct investment (FDI) through an established local manufacturing subsidiary by undertaking substantial localisation and market development approach. The production was well-established across Mumbai, India. Currently, the business operations of Cadbury are covered under Mondelez Indian foods Private Limited with manufacturing plants across Maharashtra, Madhya Pradesh, Himachal Pradesh and Andhra Pradesh Pradesh. These regions have been producing iconic treats like Cadbury dairy milk and Oreo (WARC, 2023). The market entry strategy of FDI was chosen by Cadbury for Indian market to adapt with local taste and work towards low pricing. UK market is vastly different from the Indian market as Indians need low-cost products and regional taste. To respond to these aspects, Cadbury acquired FDI for lower production and supply chain expenses, which helped in avoiding long-distance shipping and import restrictions. Under this strategy, Cadbury was successful with a domestic supply chain by collaborating with local Indian farmers, which cultivated cocoa crops(Pandey et al., 2021). Cadbury wanted to establish well in Indian market and not just be known for its British chocolates, which is why, FDI market strategy was used wherein, emotional campaigning and deep local distribution aspects were used.
This helped in driving economic growth, local agricultural development, and retail expansion. In todays time, Cadbury India has been distributing products through an extensive network which covers traditional Kirana stores, modern trade supermarket and E-commerce platforms. The traditional mom-to-pop shops (Kirana) have generated 80% of sales (Pinto, 2025). The e-commerce and digital channels helped in acquiring 3% of sales of Cadbury whereas, the modern trade has been given 17% of total sales through large supermarkets and hypermarkets. FDI was a suitable market entry strategy for Cadbury as there were high import duties and logistic costing involved, which could have made importing chocolates as an elite luxury (Sagar Malviya, 2021). FDI helped Cadbury to build domestic manufacturing plants which had possibility to sell chocolates at a low margin rate. With FDI, Cadbury took up agricultural programmes and trained local farmers in Southern regions to cultivate cocoa trees. This was helpful to build cold chains and supply chain networks for governing product quality and warm climate. India has been accounting for $1 billion in annual revenue due to Cadbury Dairy milk and 5 star chocolates. This been successfully holding an estimated 65% market share of Indian chocolate market by competing Nestlé.
[bookmark: _Toc236565737]Ethical issues
In terms of international marketing mix, there have been multiple ethical issues faced by the host country, India. In the year 2023, there was intense public scrutiny faced by sub-brand of Cadbury, Bournvita due to higher sugar disclosures, regulatory reclassification demands for radical product and label clarity. A social media influencer posted a viral video, which criticised a Bourvita for high sugar content, which was around 37.4 gram of sugar per 100 grams. The brand faced criticisms as the drink was marketed for children and stated to be safe for them despite of having high sugar content (Menon, 2024). Due to this, the National commission for protection of child rights (NCPCR) and the Food safety and standards Authority of India, (FSSAI) stated the terms like healthy drink or energy drink, do not carry any official definition under India’s Food law. Moreover, in the year 2024, due to inquiries and repeated examinations, the Indian government directed e-commerce platforms like Amazon and Flipkart to remove energy drink beverages of Cadbury from the healthy drinks category for protecting consumer transparency. This ethical issue affected the product category and promotional aspects used by Cadbury. The products were categorised and promoted to be truthful and healthy when they had less transparent communication (Menon, 2024). Due to this, there was major ethical challenge faced by a Bournvita’s health-oriented positioning in India. 
In the year 2020, Mysuru-based Kumaraswamy MR purchased for Cadbury Dairy milk crackle chocolates from a general store and in the examination of those chocolates, it was found that one chocolate was not effective for human consumption as it was highly damaged. When the consumer went to the general store for exchange, there was a refusal given, which led to a court case. Due to this, Cadbury was ordered by the Mysuru district consumer dispute commission to pay ₹2000 compensation for mental stress. Later, the case was moved to Karnataka State consumer commission and national consumer disputes redressal commission and NCDRC also got involved. The investigation found out that consumer safety and product quality were widely distracted by Cadbury chocolates (Thakur, 2024). The final penalty which was imposed over Cadbury India was ₹10,000. This case highlighted how a human protection and product quality were the ethical issues which damaged company’s image in the Indian market. Alternatively, product, place, and process approaches used by Cadbury were questioned to highlight quality analysis and distribution channel analysis.
Alternatively, in the year 2020, another ethical issue was faced by Cadbury where there were consumer grievances related to empty or defective packaging in promotional activities which resulted in a legal case (Rani, 2025). “Cadbury 5 star new bar 25% extra” was the marketing campaign run by Cadbury in the year 2020 but the customers highlighted how those packages were found empty on opening which questioned the responsible behaviour of Cadbury (Rani, 2025). This started with an advocate in Haridwar who bought Cadbury 5 star new bar and found out that there were empty spaces in the packaging. This resulted in a legal appeals where Cadbury asked for formal validation of consumer claims. Cadbury stated that manufacturing and packaging systems were defected which caused this error. But, the case reached to Uttarakhand State consumer commission which ran till the year 2024 due insufficient evidence about the defect. This case highlighted a product inconsistency and inaccurate consumer expectations. The consumers questioned quality assurance parameter of Cadbury after the complaint was filed. This directly questioned physical evidence and the process of model as there was manufacturing damage and packaging failure due to which, the product was not served as per the given promises.
[bookmark: _Toc236565738]Recommendations
In accordance with the ethical issues faced by the international marketing strategies used in the Indian market, below recommendations can help in managing consumer expectations accurately.

1. AI-assisted claim verification and automated compliance
This process can be undertaken by to lessen Cadbury’s workload by working with intelligent document processing and machine learning models. This can undertake automated data extraction and real-time risk scoring assistance (Hurley, Barnabas and Naimat Eniola, 2025). This will help in undertaking end-to-end product-quality traceability rather than working with factory-level inspection. Computer vision can be placed at the manufacturing, production and packaging lines in giving a quick check to packaging material, incorrect shaping or seal problem. In today’s time, AI and IoT devices can help in ensuring the claims given by the organisation associate well with the end-product or not. This can help in enhancing product quality as well as give a strong end to promotions. 
2. AI-based smart distribution hubs
AI-based product placement approaches of international marketing mix in India can take up smart and safe distribution technique using AI (ADEOYE et al., 2025). This can help in automating and undertaking real-time monitoring system to optimise supply chain and across-the-board infrastructural protection. As per the product quality issues faced by Cadbury, installation of smart and safe temperature monitoring approach can be a strategic deployment plan for warehouse management. Real time IoT connectivity can be placed which can highlight a defined alert threshold accurately. This will be useful for the all-around distribution strategy which will ensure AI intervenes and compares products and packaging promises before they reach out to consumers.
3. Predictive Quality Management
The issues of false ingredients and lack of priority in the quality parameters highlighted the necessity of having end-to-end digital system (Ashutosh Rana, 2025). There is a reactive quality management approach used by Cadbury which has enhanced numerous quality issues. With AI, there can be a predictive quality management approach undertaken that can ensure sustainable and transparent packaging aspects. This will be built on 3 principles-protection, transparency, and sustainability. This will be done by enforcing data analytics for machine learning and AI to prevent product defects and process failure before they take place.
[bookmark: _Toc236565739]Conclusion 
In conclusion, this assessment has undertaken a comparative analysis of international marketing strategy of Cadbury across India and UK. For this, there was a need of standardisation and adoption approaches. Cadbury has been using differentiated approaches in both the markets to ensure capturing maximum audience. There are discrepancies in Indian and UK market due to cultural, political and regulatory characteristics. Hence, advertisement approaches of both the markets differ from one another. Being a host country, Cadbury India has faced some ethical issues in its international marketing strategies. Due to which, it is essential to have AI-enabled decision making approaches used in governing international marketing. In today’s time, there are changes seen in regulatory and political approaches every now and then, which makes it difficult to govern ethical and regulatory decisions. Hence, Cadbury needs to undertake AI-based approaches for ensuring local responses that can help Cadbury in governing right marketing strategy well as well as bypassing any ethical concerns.
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In this part, I am going to focus on my experience during the completion of this assignment. I will examine how I felt and analysed several processes during the positive and challenging encounters throughout the report. For this, I am going to use Gibb’s Reflective Cycle, which helps in reflecting through six stages. This framework will help me to understand how my decisions influenced and enabled a practical approach towards completion of this assignment.
[bookmark: _Toc236565742]Gibb’s Reflective Cycle
Description
This international marketing report was a highly valuable experience for me, which helped me to understand the operations of a global manufacturer in confectionary and food processing industry. With analysis of two market environments involving United Kingdom and India helped me understand how a company needs to tailor its operations and strategies as per the demands of distinct market. I spend effective time in ensuring successful results for this assignment (Nicol & Dosser, 2016). Consistent efforts were required for completion of this assignment, and there were several periods of strengths and weaknesses for me that needed motivation and support.
Feelings
During the first phase of this report, I felt positive yet anxious on whether I will be able to put efforts to complete this assignment I was overwhelmed with the frameworks that required my attention to ensure relevant outcomes. However, as I proceeded with my research, I logically connected real world experiences with intellectual reports. Hence, I made use of company records peer reviewed articles, academic literature, and other information about the two distinct market to apply frameworks and improve quality of my work. As I dealt with certain challenges, I gained confidence in my abilities of collecting information and applying it effectively with gradual improvement. However, there were times of self doubt and frustration about quality of work, and I had tendency to seek perfection in every little detail that caused me, stress, and pressure (Knapton & Gurjee, 2019). However, in the end, when when I observed my work, I was satisfied with my skills and ability to deal with challenges. Thus, this experience taught me that even during challenging times, your own abilities and analytical skills can help you to progress further.
Evaluation
It was a dynamic experience for me as I understood myself in a better way while completing this assignment. As I was focused on how a company operated in two distinct markets, I was able to understand the depth of company strategies and internal operations that differ from each market. This helped me to understand my strengths in collecting relevant data and interpreting them for precise results. I confidently collected vast amount of data across company publications, market reports, industry analysis, and academic journals that were credible sources. Even with evidence from multiple sources, I was able to interpret and analyse the most relevant information. Hence, I understood that I had a strong information literacy that helped me to support evidence-based in formation in the report (Watts, 2016). With this, I understood that I have strong critical thinking skills as well because I was able to conduct successful comparison between two markets and understood several factors with logical connections. Throughout the project, I had built my academic writing from moderate to strong, even though I was conscious about my organisational skills. However, it improved within time. This helped me in boosting my confidence in presentation skills as well.
Analysis
Even with several promising aspects of this assignment, I also became aware of my weaknesses. Firstly, I had difficulty with time management, as I had a tendency of a perfecting every minor detail, I underestimated myself and gave more than required time to each task which resulted in delays (Trentepohl et al., 2022). Because of this, I was unable to manage my stress, and I felt highly pressured to complete my assignment within time. Instead of focusing one thing at a time, I focused on multitasking which just created more stress and unnecessary pressure for me, that reduced my concentration. Furthermore, I was having issues with indecisiveness during some final decisions as I had less time and I needed perfectionism. This led to lack of self-confidence as well because I made unnecessary revisions and did not trust my own judgement. Now I understand that if I am not confident in my own abilities and do not work with a calm mind, I will not achieve precise results.
Conclusion
From this report, I have gained a valuable experience with understanding of own strengths and weaknesses. I understood that I have a skill in analytical thinking, information collection and application, academic writing, and perfecting my reports. While I was analysing information, I was able to interpret them correctly, which helped me to create successful results. However, I also understood that I needed to work on my weaknesses to ensure that I stay calm and patient during my reports that would help me to focus better. I need to improve my time management skills and understand the importance of prioritising tasks as per importance. Also, I will focus stress management skills to stay motivated. There is a need to limit my perfectionist and indecisiveness tendencies. 
Action plan
As I got aware of my weaknesses, I am going to improve them. I have a practical plan to develop it professionally. 
Time management: Firstly, I aim to focus on time management skills to complete assignment within time. I am going to join an online workshop on time management and prioritisation skills to get professional help and develop this skill within next four months (Häfner et al., 2016). 
Stress management: I aim to improve my stress management skills with meditation and journalling that will help me to prevent fatigue. I will also focus on taking regular breaks without multitasking that will help me to work more efficiently. I aim to achieve this skill within next six months. 
Indecisiveness and perfectionism: Lastly, I will focus on my tendency of indecisiveness and perfectionism in work. Primarily, I will prioritise my own judgement and focus on self-confidence by presenting myself in open discussions I will rely more on evidence-based judgement to deal with indecisiveness. I aim to deal with this weakness within three months.
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