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[bookmark: _Toc39062777]Task 1A
[bookmark: _Toc39062778]Introduction
As defined by Philip Kotler marketing can be described as the art and science of investigating, generating besides delivering value in satisfying the target market’s need at a profit. Marketing classifies needs along with desires which are mostly unfulfilled. It identifies along with computes and quantifies the identified market’s size along with the profit prospective. It categorizes the segments that the company is competent in serving the best besides designing and promoting the fitting services and products. This report will be dealing with marketing concepts and associates the same with Nestle, the food and beverage industry giant. 
[bookmark: _GoBack][bookmark: _Toc39062779]1. Process and Stages of Marketing
[bookmark: _Toc39062780]Marketing process:
Under the concept of marketing, an organization requires finding a way in discovering consumer’s unfulfilled needs besides bringing to the market the products/services which tends to satisfy those needs. The process of performing so can be modelled in a series of steps: the situation is assessed in identifying opportunities, strategies being planned for value proposition, tactical decisions being taken, implementing the plan and monitoring the outcome (Appiah-Adu and Amoako 2016). 
[image: ]
Source: (Appiah-Adu and Amoako 2016)
Mission Statement of Nestle:
Nestle has been able to present itself as the world’s leading health, nutrition and wellness firm. Their mission of “Good Food, Good Life” is based on offering consumers with choices that are most nutritious and best in taste within a broader assortment of food and beverage class besides eating occasions, starting from morning to night. 
[bookmark: _Toc39062781] Situational Analysis:
Investigation of the situation within which a corporation finds itself largely serves as the source for categorizing the options or prospects in satisfying the consumers’ unfulfilled needs. Situational analysis is being carried out in identifying the options within market and in gaining knowledge on the company’s own abilities. The situational analysis of Nestle can be outlined via the SWOT framework. 

[bookmark: _Toc39062782]SWOT
	Strengths
	Nestlé’s product portfolio is stated being broadand comes under various categories like cereals, bottled water, dairy, chilled & frozen food, pet care, healthcare nutrition, coffee, chocolate & confectionary besides baby foods. Nestle enjoys a product portfolio that is mostly unrivalled which assists the firm in gaining competitive edge over its rivals. 

Nestlé’s base of suppliers is stated being extremely strong. The firm works with around 165,000 direct suppliers besides taking the services of 695,000 individual farmers at the global scale. This allows the firm in making sure the supply of materials in long-term remains sustainable and any challenges within supply chain are being managed in proper manner. 

	Weaknesses
	Product recall generally exhibits the commitment of a company towards its consumers’ safety, though it also portrays its weakness within the supply chain. For instance, Nestle UK in 2017 had to recall a bunch of kitkats as the nuts and peanuts were not proclaimed on the label on the grounds of a mispacking incident that took place at its Sofia factory in Bulgaria. 

	Opportunities
	Through market penetration Nestle can grow further. Additional growth is feasible within categories like pet-care, coffee, bottled water and infant nutrition within both developed and emerging markets as the firm enjoys significant share within its global market in such groups. With more customers developing into health-conscious, the firm can initiate more products which are health-based. 

	Threats
	Nestle experiences stiff competition within its product categories. Some of its top rivals are Kellogg’s, Kraft Foods, Heinz, Unilever and Del-Monte. Apart from the rivalry aspect, Nestle also requires considering legal challenges as the firm in recent past has been sued quite a number of times. 




[bookmark: _Toc39062783]Porter’s Five Forces
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Sources: (Scrinis (2017)

a. Threat of Substitutes: High
In accordance to Akpoviroro, Amos and Olalekan(2019), the price which consumers are keen on paying for a product relies on the accessibility of products’ substitutes. The dearth of substitutes for a product signifies that consumers are reasonably insensitive to the pricing aspect. Nonetheless, the subsistence of close substitutes signifies that the consumers will be making a switch to the substitutes in retort to price augmentation of the product (demand is stated being elastic with regards to price). Nestle, on its part encounters higher substitute threat. Its substitutes are primarily homemade foods, milk and juices in substituting its baby formulas. Substitute for Nestle are a high threat on the grounds of them being cheaper if weighed against Nestlé’s products. There are also certain allegations against some of Nestlé’s products not being fit for consumption. This has led to augmentation within the sale of substitutes amidst people who are health conscious.
b. Buyers bargaining power: High
In accordance to Akpoviroro, Amos and Olalekan(2019), the bargaining power of consumers is usually decided by aspects such as cost and easiness in switching to buying products from the competitors of Nestle such as Pepsi, in addition to buyer information concerning food and drinks prices within the market. Taking in such aspects, it can be noted that the consumers of Nestle possess a high bargaining power on the grounds of lower switching costs. Low switching costs are on the grounds of subsisting companies such as Coca-Cola and Anheuser-Busch amidst others which offers similar sort of products with identical prices which lowers the switching costs of products. 
c. Bargaining power of suppliers: Low
As per Appiah-Adu and Amoako(2016), the suppliers’ bargaining power has identical determinants such as the buyers’ bargaining power within an industry. The simple difference though lies in the fact that presently the firms within the sector are the buyers and suppliers are the manufacturer of inputs. Taking into account the industry of food and beverage, there are a lot of suppliers and the suppliers of Nestle such as Musim Mas that supplies palm oil possess lower bargaining power as Nestle along with Unilever buys nearly 4% of the production of palm oil at the global scale. In addition, Nestle being one of the largest companies in the food and beverage sector globally in terms of revenues enjoys the power of getting foods from its suppliers at lowest feasible costs in improving its margin of profits.
d. Threat of New Entry: Moderate
As per Scrinis (2017), the simplicity with which the new entrants can have admittance into a market relies on entry barriers and the effectuality of barriers set by the subsisting firms like Nestle, Anheuser-Busch, Pepsi, amidst others. Nestle encounters a higher threat of entry on the grounds of lower differentiation in products within the industry of food and beverage as most existing firms such as Nestle and Pepsi manufactures identical products. Moreover, a higher entry threat can be exhibited by the quick loss of Nestlé’s market share to its rivals. 
e. Competitive rivalry: High
The intensity of competition is established by aspects like differentiation of products, seller concentration and diversity of rivals collectively with surpluscapacity alongside exit barriers in accordance to Appiah-Adu and Amoako(2016). Nestle encounters stiff competition from other brands such as Anheuser and Pepsi which has led to innovation in products, intense product marketing and advertising within the sector of food and beverage. Nonetheless, Nestle is categorized as one of the most admired global brands driving high consumer loyalty which has facilitated higher revenues as customers are attached to the brand. 
[bookmark: _Toc39062784] Marketing Strategy:
After identifying the accessible marketing options, a strategic plan is being developed in following the options identified. An analysis is being carried out and the best option is selected.
[bookmark: _Toc39062785]Segmentation, Targeting and Positioning in Marketing Strategy of Nestle:
Nestle has been identified as the leading FMCG firm at the global scale making use of various stratagems in different markets. It exercises demographic and behavioural segmentation policies in catering to the food and beverage sector’s changing needs. 
Demographic Age:
Nestle segmented its market area for the key products based primarily on generation. For its products like Koko Krunch, Lactogen, Nido and Cerelac Nestle has segregated its market area section for new born babies alongside children emerging from different age groups (Prakash 2012)
Behavioural Benefits:
Based on the benefit factor Nestle segregated their market effectively. Therefore they made accessible Cerelac for those consumers who desires more profit from their consumed product as Cerelac engages higher nutrition for babies whose age is below one year. Within Cerelac Nestle adds two very significant things in the form of milk and rice and on the other hand contains more minerals and vitamins essential for babies (Scrinis 2017). 
Targeting:
Differentiated targeting strategy also acknowledged as multi-segment marketing is a policy which facilitates a firm in appealing to multiple consumer sections along with target groups with a distinctive marketing message for each of them. Differentiated marketing possess the potential of generating greater sales. Nestle exercises differentiated targeting strategy in order to aim for the homogeneous set of consumers that is people having identical needs with its broader product portfolio. Nestlé offers different products for its various market segments based on different ages and occupation. 
Positioning:
Product positioning is stated being a marketing form which aims to present the benefits of a firm’s product to a particular target market. Through thorough market research, marketers can settle on the market they want to target based generally on the product’s favourable responses. Nestle exercises a mixture of product based and value based positioning schemes depending on the sort of product it is branding and the market within which it is selling its products (Akpoviroro, Amos and Olalekan 2019). 
[bookmark: _Toc39062786] Marketing Mix Decisions:
Nestle within this stage will be taking detailed tactical decisions made for marketing mix’s controllable parameters. It engages decisions associated to development of product, distribution of product and product promotion. 
Marketing Mix of Nestle:
Product:
Nestle provides broader assortment of products having stronger width and depth of the same. Nestle proffers different products in different nations and their decision regarding which product to sell where is largely based on costs of production, demographic factors and competition. Its product mix comprises of coffee, dairy products, chocolates & confectionaries, chilled and frozen foods (Carpenter 2017). 
Price:
Nestle exercises different strategies of pricing for its products along with variants.
Competitive pricing:
Bulk of Nestlé’s products is being offered at a pricing deemed competitive because of intense rivalry within the food and beverage sector. Products like Nestle Kitkat and Maggi having higher market demands are tendered at competitive prices (Kumar et al 2017).  
Skimming Pricing:
Certain products of Nestle such as Nestle A+ Slim and Nestle A+ Toned are being proffered at a price higher than its rivals. Such products are being targeted towards the individuals who are largely fitness enthusiasts alongside health conscious and consider quality over price (Akpoviroro, Amos and Olalekan 2019). 
Place:
As per Scrinis (2017), the products of Nestle are accessible all across the world and on the grounds of its strong distribution channel; it has been capable of making bigger impact at the global scale. The brand has ensured its products are accessible globally and caters to the needs of its huge base of consumers. Nestlé’s products are accessible within both rural and urban areas, made possible through its robust distribution network. Nestle products are also available online as the brand has partnered with various online service providers.
Promotion:
Promotion tends to play a key role within Nestlé’s marketing mix as the firm exercises a proper mix of BTL, ATL along with digital channels for generating consumer awareness and promotion of their products. Its strong product portfolio makes it different from its rivals and in showcasing them it utilizes different media platforms such as hoardings, online ads, print and TV. Nestle enjoys a strong presence on social media platforms that allows the brand to engage and interact with its consumers besides obtaining better insights about their products/services. Nestle also exercises BTL promotion, using Vernacular communication for endorsing themselves within various regions and states in order to connect with audience effectively (Carpenter 2017).
[bookmark: _Toc39062787]2. Role of marketing in creating value for consumers:
[bookmark: _Toc39062788]Marketing Concept	
The marketing concept is stated being the values and beliefs which firms require analyzing concerning their consumers’ needs and then making decisions in satisfying those needs, better than the rivals. For the marketing conception, Nestle acquires local firms wherein they are able to rope in the locals as staffs and managers having knowledge about the local market’s culture than the others. This largely results in an effective reply to the local demand (Akpoviroro, Amos and Olalekan 2019).
[bookmark: _Toc39062789]Branding
Branding is a marketing exercise of generating a name, design or symbol which identifies a product and differentiates the same from other products. Branding tells the consumers of what can be expected of a company’s products/services and it tends to differentiate the offerings of one company from that of its rivals (Carpenter 2017). 
[bookmark: _Toc39062790]Advantages of branding
Awareness
The harder a firm works on its branding aspect, the more consciousness it generates. For instance, Nestle as a brand is known across the globe, especially with having its presence in 190+ nations. The logo of Nestle is very popular and people coming in from different nations can identify it at once which symbolizes mother feeding to her children (Samli 2018). 
Consumer Loyalty
Branding that is well-executed assists in creating consumer loyalty by supporting and underlining the buying of merchandise within the minds of consumers. Nestle has an extensive product portfolio that is targeted to different market segments ranging from baby food to health conscious products to chocolates and confectionaries. The brand’s commitment in continually delivering products at affordable rates and with better quality instils loyalty among its consumers (Akpoviroro, Amos and Olalekan 2019). 
[bookmark: _Toc39062791]Ansoff Matrix:
Product development has been Nestlé’s primary route and carried out by the firm’s R&D team. Nestle believes in keeping pace with the expectation of the consumers and in maintaining the same it has over the years continued to innovate so as to sustain its leadership position within marketplace. As a global company, market development too holds key for Nestle for augmenting its geographical coverage and the firm has done that by moving into 190+ countries where it has seen opportunity for itself. Nestle has also joint ventured with big brands like General Mills and Coca Cola in order to develop its market from the conventional marketing expertise on offer from the two big brands besides their distribution strength. Nestle in case of product diversification indulges in broader product portfolio that encompasses dairy products, breakfast cereals, chocolates and baby foods (Schawel and Billing 2018). 
[image: Ansoff Matrix | Business | tutor2u]
Source: (Schawel and Billing 2018)

[bookmark: _Toc39062792]Relationship Marketing:
Nestle has always positioned communication at the heart of its campaigns and this enables them in winning on the experiences of consumers. In 2018 Nestle was able to gather and segregate 100,000+ new profile by prioritizing the experiences of interactive marketing and investing within the platform of Qualifo that permits a company in engaging its audiences further. Qualifo assists Nestle in taking the aspect of audience engagement to next level, getting to know and understand their audience, one customer at a time. The data obtained from such interactive campaigns facilitates Nestle in adapting and personalizing its interactions in making sure that it is able to fit what each consumer is focusing on (Kumar et al 2017). 
[bookmark: _Toc39062793]3. Stakeholder engagement:
[bookmark: _Toc39062794]Definition of Stakeholder
A stakeholder is identified as a party having interest within a company and can either be affected by the business or have an effect on the same. The key stakeholders within a typical corporation are its employees, suppliers, investors and consumers. 
[bookmark: _Toc39062795]Internal Stakeholders
Internal stakeholders are stated being groups or individuals who are engaged financially and directly within the firm’s operational system. This includes owners, employees and managers. Each of the stated groups is potentially being compensated or rewarded for the company’s success (Samli 2018). 
Employees:
Employees are identified as Nestlé’s prime internal stakeholders. Employees possess significant time and financial investments within associations, playing a defining role in form of tactics and operations the organization performs. 
Managers:
Managers tend to play a considerable role in establishing Nestlé’s strategy, voicing significant opinions in the firm’s operational decisions. Managers are accountable for decisions made besides acting as a contact point between Board of Directors and shareholders. 
[bookmark: _Toc39062796]External Stakeholders
An organization like Nestle possess quite a number of external stakeholders that they need to keep in mind while making decisions and performing operations. These consist of but are not restricted to suppliers, creditors and consumers (Nestlé Global. 2020). 
Consumers
The main lifeline for Nestle over the years has been its consumers where Nestle have started to work with their food service providers along with retailers in fostering environments which promotes healthier lifestyle and diet. 
Suppliers
Suppliers form an important part of Nestle business as they are the source of the brand’s raw materials that gets processed into different final products. Nestle via Nescafe Plan assisted smallholder coffee farmers within Indonesia’s Lampung province to enhance productivity besides their Robusta coffee’s quality. 
[bookmark: _Toc39062797]Communication with stakeholders

Nestle aims in engaging with, listening to and responding to broader assortment of stakeholders on continuous basis. Through engagement of meaningful sort, the stakeholders of Nestle have assisted in developing and setting priorities for their strategy related to ‘Creating Shared Value’. The stakeholder workshops, convening besides other events offer opportunities in deepening that discussion, exchange of ideas, building on their knowledge of significant societal problems. The dialogue assists their teams in developing their people’s abilities, promoting trust besides facilitating communal action (Nestlé Global. 2020). 



[bookmark: _Toc39062798]Task 1B
[bookmark: _Toc39062799]Conclusion
The discussion that has been carried out above leads to a conclusion that for a global brand like Nestle that has its operations in more than 190 countries it is essential in putting its marketing strategies right. More so because the company operates within a sector that is highly competitive and has some of the big names the world has known. Therefore, various tools like SWOT and Porter’s Five Forces were used in this report to assess where Nestle stands and the amount of risk and opportunity it has to manage and take note of. The marketing mix decisions of the company have also been considered along with the way it deals with its consumers and communicates with its other stakeholders to keep them engaged all the time. 
[bookmark: _Toc39062800]Reflection of tactical communication tools
Communication can be defined as the act of information transferring from one place to another by an individual or group of individuals. However, communication is more than just information transmission. The actual term needs a constituent of success in imparting any message, whether ideas, information or emotions. 
[bookmark: _Toc39062801]Shannon and Weaver model of communication
The communication model put forward by Shannon and Weaver argues that the communication factor can be segregated into six principal concepts which are the sender, encoder, channel, noise, decoder and receiver. Warren Weaver in a later version came up with a seventh version which is feedback that transformed the model from being linear to more cyclical. This model is being designed specifically in developing the effectual communication between the sender and the receiver. The model manages several conceptions like source of information, noise, channel, receiver, destination of information and encodes (Al-Fedaghi 2017`). 
[image: ]
Sourcre: (Al-Fedaghi 2017)

[bookmark: _Toc39062802]Integrated Marketing Communication
Integrated Marketing Communication is identified as a concept wherein a firm cautiously incorporates and coordinates its many channels of communication in delivering a message that is consistent and clear. It intends in making sure the message’s consistency and the corresponding use of media. 
[bookmark: _Toc39062803]Different types of promotion of Nestle:
Nestle exercises ‘Above the Line’ or ATL marketing in promoting its products. Nestle has an extensive product portfolio and needs to have a mass appeal and therefore uses ATL techniques which is generally meant for products having mass appeal and where it is difficult to have a target market. Nestle needs to spend high on its marketing activities that brings about brand recall which in turn takes care of sale. The typical media vehicles assisting Nestle are television, print media and out of home media. The benefit of ATL lies in its reach which helps Nestle reach to its audience far and wide. Moreover, with proper combination of visual and audio, ATL’s penetration level is higher than other advertising types (Kumar et al 2017).
Nestle also promotes its products via definite social networking sites in order to connect with people and making them conscious with certain sort of products which they come up with after certain intervals. Nestle generally connects with people on Google Plus, Facebook, Twitter and LinkedIn for reaching its audiences. Nestle makes attempts in making it a public-oriented brand. It aims to ensure that its products are being placed with the most fitting of audiences, making its advertising ideas creative to have a mass appeal. The benefit of social media marketing for Nestle lies in its cost-effective nature and augmented brand awareness as such channels have become popular with the global people (Roblek et al 2018). 
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