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1. [bookmark: _Hlk28531353]Abstract
This report is going to critically analyse the marketing decisions taken and the strategies applied by the management team of Nestlé Nespresso SA, also it will look at the internal and external business environments in correspondence with the marketing practices. The purpose of this paper is firstly, to present and examine the current marketing strategies of the company and secondly, it will critically analyse the customer journey through a wide range of communication channels. Note that the report is based on secondary data and further investigation should be considered. Additionally, the findings show that external factors such as political, economic, social, technological, environmental and legal (PESTEL) influence significantly the marketing management decisions and operations within the organisation. Marketing techniques are closely integrated with the customers’ needs and expectations and thus, they are important to be considered.
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3. [bookmark: _Hlk28531564]Introduction 
Nowadays every successful business encounters the customer experience and customer satisfaction factors, thus managers need to address this issue as it is no longer only about the competition on products and services, but about the customers’ experience. According to Meyer and Schwager (2007), customers rather look for highly-rated products and services and therefore companies need to consider the current demands on the market and act accordingly. Businesses that take into account the customer’s journey could get a competitive advantage within the market they are operating (McKinsey, 2016). Thus, companies can create long lasting relationships with their customers and operate successfully for a longer period of time.
This paper investigates the factors affecting the marketing management of Nespresso within the coffee industry, by analysing the dynamic business environment and, it also critically evaluates the company’s marketing activities and the organisation’s performance. Moreover, the degree and prevalence of Marketing Management approach is assessed. Accordingly, in the first part of the report the related literature review regarding external and internal marketing factors is presented, namely, this report will focus on the PESTEL and SWOT analysis, marketing mix, market map, and the industry’s five forces. Also, it will consider the customers behaviour and STP (Segmentation, Targeting, Positioning), and it will discuss the branding and pricing strategies together with the communication strategies and channels. Then, the company’s marketing approach in relation to the consumers journey is discussed and finally, a general conclusion and recommendation are presented.

4. Company Profile 
[bookmark: _Hlk28436376]Nestlé Nespresso S.A., trading as Nespresso, is an independent division of the Nestlé Group and it is headquartered in Lausanne, Switzerland. It was founded in 1986 and it operates worldwide in the food and beverage industry. It deals with the provision and distribution of Nespresso coffee capsules, machines, and other related products for home use as well as professional use. Nespresso is a premium coffee business that is powered by innovation throughout all levels. By using innovation, the company created a completely new market for portioned coffee. Due to its high market position, it is not only considered a luxury brand, but a benchmark within its own sector, for quality and exclusivity. While Nespresso enjoyed its unique selling proposal on the market, it carried out a comprehensive marketing and promotion campaign to establish itself in the minds of its consumers as a premium source. Since the very beginning, the business has been overcoming a lot of challenges and issues throughout its way to success within the market. To be able to accomplish what it is today - a globally recognised company, the management had to continuously evolve and investigate the demands of customers and find the best solutions to meet them. The Nespresso journey began with a simple but revolutionary idea, more than 30 years ago, and that is to enable everyone “to create the perfect cup of espresso coffee just like skilled baristas” within the comfort of their own home (Nestlé-Nespresso) (see Appendix 1). Their coffee machines are easy to use, affordable and accessible. The concept was first tested and launched in Switzerland, Japan and Italy. In 1989, they created the Nespresso Club for customers passioned about coffee and they opened fancy Nespresso Boutiques globally. Moreover, in 2006, they launched advertising campaigns with George Clooney, which Nespresso used to move the customers’ attention away from the product by transferring the emotional benefit to the Nespresso brand. By its revolutionary idea, Nespresso has been capable of basically creating from a “simple coffee” a “Nespresso experience”.
The business core strategy is to produce and sell the highest quality coffee while creating shared value for coffee farmers, business partners and customers. The aim of the company is to create a sustainable program that intent to develop economic, social and environmental impacts throughout its value chain. This involves coffee sourcing, recycling and distribution. Nespresso is committed to integrate sustainability across all business operations through research and innovation projects, on-the-ground program deployment and implementation and also, infrastructure and investment projects (Nestlé-Nespresso). 
The company opened more than 700 boutiques worldwide, versus 1 boutique in 2000 and it operates in more than 70 countries. It has more than 13,500 employees worldwide, compared to 331 in 2000. According to E-COMMERCE REVENUE ANALYTICS (2018), Nespresso has reached a revenue of US$514.9m in 2018 and it has a market share of 15% to 20%. 
Nowadays the coffee industry is very vast since people can choose from instant coffee, ground coffee, coffee beans to coffee pods. According to TRADING ECONOMICS (2019), coffee is one of the most traded commodities in the world, which makes the coffee industry seem like a good opportunity in the business world. According to Cebr (2018), the fresh ground coffee pods generated a turnover of £305 million in 2017, since this trend is driven by the increasing UK culture of home coffee “barista standard”. As Cebr analysis shows (see Appendix 2), in the past few years, the fresh ground coffee pods grew rapidly between 2012 and 2017. Importantly, the number of jobs supported by the coffee activity has gradually increased in recent years, since employment in the coffee industry was reported at around 114,389 employees in the UK in 2017, a rise of 9% compared to 104,893 jobs in 2016 (Cebr, 2018).



5. Analysis of Marketing Management within Nespresso
The literature on marketing management and the business environment is developing continuously. There are numerous studies about the strategic decisions on marketing management and importantly, there are many writers who focus on environmental factors affecting the marketing management within an organisation. To better understand what is marketing and how it contributes to the organisation’s performance it is necessary to consider the marketing definition. According to Lusch and Marshall (2004), “Marketing is an organizational function and a set of processes for creating, communicating and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders”. Key factors in this definition reinforce the idea of favourable exchanges such as value, procedures and customers engagement (Hooley et al, 2009). 
Marketing is important for businesses as they need to identify the needs of the customers and based on their preferences companies can make better decisions compared to their competitors in order to satisfy the needs of consumers and to attract more customers. In other words, marketing is the process to meet the customers’ expectations in regards to the right circumstances like products, pricing, place, time, etc. According to the Guardian (2014), the challenge for brands is to communicate with customers in real time and create promotions that thrive through social networks, display advertising and e-commerce. Thus, businesses need to adapt to the fast-changing environment in order to stay competitive within the market.
[bookmark: _Hlk28977877]
5.1 MARKETING STRATEGY 
[bookmark: _Hlk28955489]Nespresso reached its high market position within their industry due to the numerous strategies that they are using to get competitive advantage. Firstly, as a branding strategy, Nespresso is calling its stores as boutiques to show the exclusivity and good taste for design and a comfortable atmosphere. The brand is perceived as exclusive, elegant, inspirational, unique and privileged. Also, they use the individual brands strategy that allows the company to get a higher percentage of the market where they are operating. For instance, Nespresso and its competitor Nescafé Dolce Gusto are both part of the Nestlé Group. This strategy gives them few advantages. For example, if one fails in the market, the other would still succeed. Plus, the brand gets more popular among consumers. However, this strategy requires higher costs.  
Secondly, Nespresso is using the location as a premium branding strategy, they are situated only in prime locations, being part of the busy shopping high streets along with well-known luxury and designer brands like Louis Vuitton, Prada, Hermes, etc. In order to keep up with their premium retail neighbours, Nespresso uses chic interior designs and they can be seen in famous exclusive flagship stores like Les Galleries Lafayette in Paris, Harrods in London and the KaDeWe in Berlin. The new geographic markets are chosen by the target group characteristics, population density and purchasing power.
Thirdly, the Nespresso advertising strategy is to position the company as a luxurious and exclusive brand by using the Hollywood star George Clooney in their TV ads. This was one of the most successful company’s advertising campaign that managed to raise the brand awareness and to become more popular. Likewise, they make use of all media channels and advertising through social media to inform the audience about the brand and products.
Moreover, Nespresso has a lock-in strategy that instigates the repetitive sales of their aluminium capsules. In fact, 92% of the company’s revenue is represented by coffee sales whereas 4% is represented by the machines and accessories sales. Bearing this in mind, the company needs to focus on keeping its customers and prevent them from switching to a different product.
Additionally, the pricing strategy is customer value-based pricing and refers to the consumers willing to pay a premium price for a premium quality of coffee. Basically, one Nespresso coffee pod costs £0.39 on average, so £3.90 for 10 coffees. Nespresso justified its premium price position by means of the value drivers, like brand value, personalised service, variety of selection, quality and convenience. Basically, Nespresso is a convenient alternative of coffee compared with the coffee from high-street cafes.
Above all, Nespresso is using a customer loyalty strategic system called Membership Club Card where customers register with their personal details to the Nespresso online platform where they can order capsules or accessories and benefit of free next day delivery or other benefits. For instance, if the customers register, they can benefit of machine warranty and service. Nespresso makes it accessible and easy for the customers to register, they just need the address, and contact details to become members of the Club. The company gives even more benefits to the members, they are called on different levels such as “Connoisseur”, ”Expert” and “Ambassador” and the second and third groups have more benefits such as 20% off for accessories and 25% off for a new machine (Nespresso Benefits, 2019). To reach higher levels, customers need to continue purchasing the coffee by using the Membership card. In this way, the company can keep in touch with their customers by emailing new offers or advertise new products whilst the consumers feel valued as they are members of the exclusive Nespresso Club. The main customer benefit is emotional as the customer feels that s/he is belonging to a special and exclusive network. The company can use the personal data of customers in order to create customers’ profile and track the customers’ level of consumption and make personalized offers accordingly. This system allows the company to use the customers data in order to gain more revenue by creating attractive offers and selling more products to their customers.
Hence, Nespresso is using a differentiated marketing strategy to create competitive advantage and to deliver the best products and services in order to create value for their customers.

[bookmark: _Hlk28977937]5.2 MARKETING TECHNIQUES
In order to stay competitive in the marketplace, Nespresso uses effective and efficient marketing systems and processes. These help the management to a better understanding of the changes happening in the dynamic environment and the impact they may have on the business. According to Morrison (2017), the PESTEL Analysis is a tool that companies use to identify the external forces that can affect the company. Businesses use the PESTEL analysis in order to assess how external factors influence the organisation’s performance. With today’s rapid changes and developments in the market, companies need to adapt to the new challenges in order to survive in the market they are operating (Shatskaya et al, 2016). Therefore, the Nespresso PESTEL Analysis (see appendix 3) shows that it is crucial for the business to consider the external factors affecting their activity.
[bookmark: _Hlk28963262]The SWOT Analysis is critical to be considered in the strategic management planning process since it is used to identify significant internal factors. It is a simple and practical static analytical tool with emphasis on its output (Pickton and Wright, 1998). The Nespresso SWOT Analysis (see appendix 4) shows that Nespresso is a complex company with a high potential for developing in the coffee industry. 
According to Kotler (1999), the marketing mix is representing a variety of factors that can influence the customer’s decision to buy the product and those factors can be controlled by the organisation to some degree. The Nespresso Marketing Mix is represented in appendix 5. It shows that the company’s marketing approach is complex. It is vital for the company to promote and sell their products.
[bookmark: _Hlk28963582]According to Kotler (1999), the STP (segmentation, targeting, positioning) process is important for companies to develop the right marketing approaches in relation to their strategy and resources. As the appendix 6 shows, Nespresso is acting accordingly.
To have a better understanding of the Nespresso’s position in the market, it is essential to consider the market map (see appendix 7). It shows that Nespresso is positioning itself within the high-price – high-quality area. This is due to the high-quality of products that it offers compared to its competitors.
Nespresso is facing increasing competition from other similar companies, despite being the first-mover within the portioned coffee market. Appendix 8 shows the Porter’s Five Forces analysis of the competitive environment of Nespresso.
[bookmark: _Hlk28880130]
[bookmark: _Hlk28977986]5.3 COMPETITION ANALYSIS
Nespresso is hard to imitate as the business has grown significantly with the use of marketing investment and customer relationships. However, besides marketing, there are other certain factors that continuously attract customers to the business, like the high quality of the coffee, the high standard service, the advertising, the aspirational lifestyle image, all of these factors contribute to the success of the company and it makes it hard to imitate. Nevertheless, a high number of capsules imitators have been penetrating the market and offering a wide range of capsules compatible with Nespresso machines. The imitator plastic capsules are being sold at a cheaper price and they have a lower standard coffee capsule that was not designed for the Nespresso machines and this fact could seriously damage the customers’ machines. The compatible capsules are very accessible and can be purchased in the retail stores. These factors are a threat for the success of the company and they make the imitator capsules real substitutes for the Nespresso pods. Artizan, Cafeliegeois and Gourmesso produce coffee pods compatible with Nespresso machines and have been able to meet the requirements for the imitation. They initially realized that there is the coffee pods business is worth imitating and then they demonstrated willingness to copy it. However, it is not certain that the competitors are going to imitate the entire business model. On the other hand, Nespresso is putting the effort to defense competition by changing the piercing mechanism for capsules, making the needles in the latest Nespresso machines very thin that they are not able to pierce the competitors’ capsules and just damage them (Laube, 2015). The company is fighting to keep its position on the market and it is investing in quality, flavours and sustainability. Moreover, Nespresso has the advantage of the “Nespresso Elite Club” that is certainly involving the customers. The Nespresso Club was designed to provide a range of exclusive and personalised customer services that is the Nespresso brand's distinctive feature. Also, they invest enormously in sustainability so people chose them due to the corporate social responsibility. 
As the table below shows, other main competitors of Nespresso are Verismo, Tassiomo, Nescafe Dolce Gusto and Senseo. 
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[bookmark: _Hlk28978017]5.4 Consumer Behaviour

The nature of buying behaviour differs from customer to customer. The Nespresso products are well-known among coffee lovers since customers tend to share their thoughts with the close ones.  They expect to experience a good quality coffee, however, the price may seem too high for some consumers. They expect the company to lower the price for coffee in order to get more customers. 
According to Beller et al (2013), the consumers are rather looking for long-term value-based systems such as excellent customer service, quick response time, and most importantly, the feeling that the company cares about them. Nespresso proved to consider these factors and their focus is on personal touchpoints and developing their services to get  feedback from its customers (Nestle-Nespresso).

6. Nespresso Customer Journey
[bookmark: _Hlk28880274]To be a successful business it is important to understand the customer experience and to meet their expectations. Nespresso is considering the customer journey by offering many options to order their products, via telephone, online or in boutique. Nespresso values the customer’s time and they offer a fast delivery service, by delivering within a two-hour time slot, same day, as well as next day delivery. Additionally, Nespresso Club experts are available 24/7 to answer the customer queries. If the customer’s machine is broken, they replace it until the machine is fixed. In this way, they satisfy the needs of their customers and keep them fulfilled. This constant interaction with the customers, help them meet and anticipate their demands and preferences (Nespresso Consumer Relationship, 2019).
It is important to note that more than 50% of the Nespresso employees work in direct contact with their customers worldwide, and they deliver personalised services to them. Nespresso employees are rigorously trained in order to deliver the best customer service. In fact, the company uses the S.A.L.E.S. Model, that stands for “Smile” and welcome the customer, “Approach” with the open questions, “Listen” actively to identify needs, “Engage” and educate the customer and “Surprise” and close the sale. The company concentrates on consumers pleasure, innovation, simplicity and refinement. As an outcome, the customers value the Nespresso culture and sensorial experience that they provide (Nespresso Consumer Relationship, 2019).
The digital experience is very quick and clear, the products are clearly displayed and the description of the products is detailed and easily understandable.
The typical Nespresso customer journey begins with the stage of awareness and browsing for the coffee machine. Then, looking for the nearest location to purchase the machine. The product is offered according to the customer’s profile and preferences. After identifying the machine, the second step is the interest to buy and to register the machine to become a member of the Nespresso club in order to get all of the benefits which are the extra two years of guarantee on the machine and free delivery for the coffee pods. Third, the customer is testing some of the coffees to familiarise himself with the unique coffee profiles and then deciding what coffees to add to the purchase. Most of the customers tend to purchase the “Welcome Offer” which is an already made selection of coffee because they get a set of cups for free. A final step is to browse and discover new tastes through promo campaigns and push merchandise offers and return to the boutique or order online. 
There are some issues to consider along the entire journey of the customer. During this whole process, the customer needs more time to accommodate with the variation of coffee profiles and to understand which is the one that suits their own taste. Moreover, a second issue is the marketing campaign that is slightly pushy as it convinces the customer to get more coffee even if they do not necessarily need it, but they cannot miss the offer. 
In order to address the unknown coffee profiles issue, the company provides a testing area where customers can discover which coffee suits their taste by trying as many coffees as they like, completely for free. They have coffee specialists that are knowledgeable of coffee aromas and profiles and they make the best recommendations based on intensity, aromatic profile and size. 
[bookmark: _Hlk28885617]To address the second issue, the company makes rather personalized offers than standardized as they keep track of consumer’s orders and preferences through the membership system, therefore they give customers the best offers that they cannot refuse and in this way, it would be a win-win situation where the company sells an extra sleeve of coffee and the customer gets something for free. Their aim is to keep the customer happy so they give them the feeling of gaining something for free if they add one extra sleeve of coffee to their order, which they are going to consume anyway. So, the offer is very attractive to be missed.  According to CAMPAIGN MONITOR (2019), many customers are seeking offers when spending money so they have the feeling of getting a good deal or spending their money wisely. Nespresso takes advantage of this psychological factor by offering customers what they are looking for and making profit at the same time. In this way, the company manages to keep its existing customers which is more convenient for the long-run profitability (Wheelhouse Advisors, 2015). 
To continuously improve the coffee experience of customers, the Nespresso system and business model are constantly developing. The company is aware of how important the customer journey is and it is trying to manage it as its best by using internal and external data across every touchpoint. By doing this, the company managed to understand in-depth its customers and to deliver a personalised customer journey. 

7. Conclusion and Recommendation
This paper has analysed some of the strategic approaches of Nespresso. The findings show that Nespresso is using a differentiated marketing strategy and the marketing contribution to the organisation is crucial to be considered in order to maintain its high position in the market. This paper found that, through a strong marketing management, Nespresso managed to build a strong customers relationship and a sensorial experience for them.
The company should continue to expand globally to attract more customers since the coffee culture is spreading worldwide, and they should continue engaging with their existing customers through different channels. Also, they should continue to invest in their brand image in order to survive in the highly competitive and dynamic market, and to increase the brand awareness by higher exposure in the coffee world.
The company may also expand its line of products, by producing tea capsules and gain more customers from the tea industry.






8. References
1. Beller, Patler, Weiss, Patler, Louis, and Weiss, Steve M. The Consistent Consumer: Predicting Future Behaviour through Lasting Values. Revised and Expanded ed. 2013.
2. Brassington, F. & Pettit, S., (2010) Principles of Marketing,  Harlow: FT Prentice Hall
3. [bookmark: _Hlk28886580]CAMPAIGN MONITOR (2019). What Science Says About Discounts, Promotions, And Free Offers. Available: https://www.campaignmonitor.com/blog/ecommerce/2019/10/what-science-says-about-discounts-promotions-and-free-offers/ [Accessed 1st of January 2020].
4. Cebr (2018). The UK coffee market and its impact on the economy. A report for the British Coffee Association. Centre for Economics and Business Research. London, April 2018.
5. E-COMMERCE REVENUE ANALYTICS (2018). Available: https://ecommercedb.com/en/store/nespresso.com [Accessed 14th of December].
6. Gunther, M. (2015). The good, the bad and the ugly: sustainability at Nespresso. The Guardian. Available: https://www.theguardian.com/sustainable-business/2015/may/27/nespresso-sustainability-transparency-recycling-coffee-pods-values-aluminum [Accessed 24th of December 2019].
7. Hooley, G.J., Saunders, J.A. & Piercy N.F. (2009) Marketing Strategy and Competitive Positioning, Essex, Prentice Hall International.
8. Trading Economics. Available: https://tradingeconomics.com/commodity/coffee [Accessed24th of December 2019].
9. Nespresso Benefits. Available: https://www.nespresso.com/uk/en/benefits [Accessed 24th of December 2019].
10. Nespresso/Our History. Available: https://www.nestle-nespresso.com/about-us/our-history# [Accessed 24th of December 2019].
11. Nespresso Website. Available: https://www.nestle-nespresso.com/about-us/strategy/creating-long-lasting-consumer-relationships [Accessed 24th of December 2019].
12. Benady, D. (2014). How technology is changing marketing. The Guardian. Available: https://www.theguardian.com/media-network/media-network blog/2014/sep/29/technology-changing-marketing-digital-media [Accessed 15th of December 2019].
13. Kotler, P. (1999). Kotler On Marketing. The Free Press. New York
14. Lancaster, G. and Massingham, L. (2011). Essentials of Marketing Management. Taylor & Francis e-Library
15. [bookmark: _Hlk28966564]Laube, P. (2015). What Coffee Capsules are Compatible with Nespresso. Available: https://www.linkedin.com/pulse/what-coffee-capsules-compatible-nespresso-peter-laube/ [Accessed 27th of December 2019]. 
16. Matzler, K., Dagmar, E. A., MOORADIAN, T.A., and BAILOM, F., (2013). CORPORATE CULTURE AS AN ANTECEDENT OF SUCCESSFUL EXPLORATION AND EXPLOITATION. International Journal of Innovation Management. Vol.17.No.05.
17. McKinsey & Company (2016). Customer experience: Creating value through transforming customer journeys. Available: https://www.mckinsey.com/~/media/McKinsey/Featured%20Insights/Customer%20Experience/Creating%20value%20through%20transforming%20customer%20journeys.ashx [Accessed 28th of December].
18. Meyer, C., and Schwager, A. (2007) Understanding customer experience. Harvard business review.
19. Morrison, J. (2017). The Global Business Environment, (4th edition), Palgrave.
20. Pickton, W., and Wright, S. (1998). What's swot in strategic analysis? 1999-2019 John Wiley & Sons.
21. Rizal Ahmad & Francis Buttle (2001) Customer retention: a potentially potent marketing management strategy, Journal of Strategic Marketing, 9:1, 29-45
22. Shatskaya, E., Samarina, M., Nekhorosheva, K. (2016). PESTEL ANALYSIS AS A TOOL OF STRATEGIC ANALYSIS IN INTERNATIONAL MARKETS. Available: http://www.doideposit.com/UK/doc_konf_eng/doc_konf_eng/UK6_2.pdf#page=48 [Accessed 23rd of December 2019].
23. Siegle, L. (2013). George Clooney tastes sustainability in Nespresso coffee. The Guardian. Available: https://www.theguardian.com/environment/blog/2013/jul/17/george-clooney-nespresso-coffee-ad [Accessed 27th of December 2019].
24. Stone, M., Woodcock, N., Machtynger, L. (2000). Customer Relationship Marketing: Get to Know Your Customers and Win Their Loyalty. Marketing Magazine
25. The Positive Cup. Available: https://www.nestle-nespresso.com/asset-library/documents/nespresso-positive-cup-csv-report-interactive.pdf [Accessed 15th of December 2019].
26. The Regulation. (2019, November 9). Available on EUGDPR: https://eugdpr.org/the-regulation/ [Accessed 20th of December 2019].
27. Wheelhouse Advisors (2015). 5 Reasons why Customer Retention is better than Customer Acquisition. Available: http://www.wheelhouseadvisors.net/5-reasons-why-customer-retention-is-better-than-customer-acquisition/ [Accessed 31st of December 2019].




[bookmark: _GoBack]
1. Appendices
Appendix 1 – The Nespresso History. Available: https://www.nestle-nespresso.com/asset-library/documents/nespresso%20-%20history%20factsheet.pdf
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Appendix 2 – Estimated turnover generated by the five main coffee categories, 2012-2017
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Appendix 3 – Nespresso PESTEL Analysis
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Appendix 4 – Nespresso SWOT Analysis
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Appendix 5 – Nespresso Marketing Mix – 4Ps
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[bookmark: _Hlk28963519]Appendix 6 – Nespresso STP
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Appendix 7 – Nespresso Market Map
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Appendix 8 – Nespresso Porter’s 5 Forces
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technolesieal’]  Delonghi and Magimix produce them. Also, they make use of technology to improve the customer satisfaction and the
operational effectiveness. For example, they introduced self-service machines to save the customers time.

~
Sustainability is the major factor that the company is focusing on. The coffee beans suppliers play a crucial role in the

business performance. Coffee is sourced through the AAA Sustainable Quality in collaboration with The Rainforest
E Alliance. They encourage the farmers by paying fair prices in order to strengthen their farms for the long-run
emironmental - COllaboration and to obtain the highest quality of coffee as a raw material. Also, company is improving its commitment
in environmental and social responsibility through recycling the aluminium capsules. Actually, they invest massively in

collecting and recycling the aluminium coffee pods and they engage their customers to recycle responsibly. >

There are many important laws and regulations that the company needs to follow. One important example is that
L Nespresso needs to comply with the new legislation, and in this way, they need to take into account the GDPR
el regulation that require companies to be more transparent when using the customers data (The Regulation, 2019).
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Nespresso Marketing Mix — 4Ps
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Nespresso STP

* The segmentation is
represented by drinkers, hot
drinkers, coffee drinkers and
espresso drinkers.

* Nespresso has segmented an
age group from 16 to 85 years
old, both, males and females
from middle to upper class.

The target customers are people
who are willing to pay a higher
price for high quality coffee,
people who consume coffee at
home and office, and also,
people with disposable income.
The main target group is the
coffee drinkers, drinking on
average 7 coffees per week,
looking for a good quality coffee
and not putting too much effort
to make it. They are willing to
taste new affordable, premium
coffee at home.

The second target group is the
B2B market, especially offices,
hotels and restaurants that want
to offer premium coffee to their
customers by using the high
reputation of Nespresso.

The position of Nespresso is a
premium brand providing a
high-quality coffee for its
customers to consume at the
comfort of their own home.
They are creating the highest
quality Grand Cru coffees, long-
lasting customer relationships
and sustainable business
success.

Nespresso delivers a strong
commitment and dedication to
serve and accompany their
customers into their ultimate
coffee experience.
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