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[bookmark: _Toc140925488]Introduction
It is necessary for companies to engage in marketing to raise brand recognition, attract prospective customers, and improve income. The establishment of goods, differentiation from competitors, and cultivation of devoted consumer bases are all accomplished by professionals using a variety of strategies, including digital marketing. The ability to remain competitive and to adjust to changing consumer behaviours requires a solid understanding of the tactics and technology. This blog, will conduct a comprehensive examination of the core marketing strategies of segmentation, targeting, and position, and will also extend this analysis to assess the marketing mix strategies (Peterson M., et al, 2005). The primary purpose of this blog is to apply various marketing theories and methods, as well as the marketing mix, to the Nestle brand.  
[bookmark: _Toc140925489]Company background
Nestle is a Swiss multinational uniliver firm that specialises in the production of food and beverages. It was founded in 1866 by Henry Nestle. A household name all over the world (Nestle, 2023) owed in large part to its illustrious brand namesake, the consumer goods firm Nestle has been in business for more than 150 years already (Nestle). Although the production and sale of infant formula was once the primary emphasis of Nestle, the scope of the company's operations has since been broadened to embrace a wide range of foods and beverages.  Today, Nestlé is a dominant force in a variety of industries, including those for bottled water, coffee, dairy products, sweets, pet care products, and nutritional supplements (Nestle, 2023). 
[image: Home]
[bookmark: _Toc140925490]Segmentation, targeting and positioning strategies
Nestle, a producer of food and beverages, employs strategic approaches such as segmentation, targeting, and positioning in order to communicate with its audience, establish a distinctive brand image, effectively manage resources, and maintain a strong market position. 
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[bookmark: _Toc140925491]Segmentation
[bookmark: _Hlk139703760]Nestle employs market segmentation as a strategic method for categorising the heterogeneous consumer market into distinct segments distinguished by their shared characteristics and needs. The organisation effectively segments its target audience by utilising demographic, psychographic, and behavioural variables among others. By understanding the distinct preferences and requirements of various consumer segments, Nestle can improve its ability to develop customised products and marketing campaigns. Nestle offers a wide variety of product lines and variants that are tailored to various market segments, including neonates, children, health-conscious individuals, and ardent coffee drinkers. This strategy ensures that Nestle's products meet the specific needs and preferences of each market segment, thereby enhancing consumer satisfaction and nurturing loyalty (Nestle. 2023)
[bookmark: _Toc140925492]Targeting
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Nestle employs a multi-segment targeting approach in order to focus their marketing efforts on certain customer groups. These groups include health-conscious consumers, coffee enthusiasts, and parents and carers. By analysing these different consumer groups, Nestle is able to make the most efficient use of its marketing resources and form relationships with customers who are more likely to like the company's goods. According to the official Nestle site in annual report, this strategy results in more involvement from customers and a dominant position in the market (Nestle, 2023).
Example of Differentiated Marketing:
· In different parts of the world, Nestlé offers KitKat in different ways. In some countries, it is sold as a traditional chocolate snack for breaks, while in others, it is sold as a trendy and fun treat with limited-edition flavours and special wrapping.
Example of Concentrated Marketing:
· Gerber, a brand of baby food made by Nestlé, focuses its marketing on new parents and carers who are looking for healthy and safe baby food choices. Gerber's goods are marketed as a safe and trusted choice for feeding babies.
[bookmark: _Toc140925493]Positioning
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The goods that Nestle sells are positioned in the market using a strategic approach that aims to separate them from those sold by rivals and establish a unique brand image. Nestle's posture is in line with its dedication to ethical sourcing, community participation, and sustainability, which further enhances the company's brand reputation. Nestle's goal is to differentiate itself from its competitors in the very competitive market for food and beverages by establishing a distinctive value proposition in the eyes of customers via strategic positioning (Hassan, S. 2012).
Example:
Nestlé distinguishes its bottled water brand from its competitors by targeting health-conscious consumers who prioritise premium quality, sustainability, and convenience when selecting bottled water.
[bookmark: _Toc140925494]Advantages
· Customers are happier as a result of Nestle's segmentation approach since the company creates products and advertising that are more relevant to their specific needs (Kotler et al., 2019).
· Effective Distribution of Resources The multi-segment targeting method that Nestle uses enables the corporation to efficiently distribute the marketing resources that it has available. Nestle is able to optimise its budget and efforts, so maximising its return on investment, by concentrating on market niches that are both appealing and lucrative (Kotler et al., 2019).
· Nestle is able to interact with customers who are most likely to be interested in its goods and to receive the greatest value from them because of the targeted nature of its marketing and the product offers that it provides. By presenting relevant information and answers to the target audience, this method encourages more participation from prospective purchasers (Kotler et al., 2019).
· Nestle has a significant advantage over its rivals as a result of the distinctive brand identity and differentiated product offers that it has built as a direct result of its strategic positioning. In the competitive food and beverage market, Nestle might stand out from the competition by placing more of a focus on quality, nutrition, and environmentally friendly practises (A. Savage 2013).

[bookmark: _Toc140925495]Disadvantages 
· Focusing on a certain group of users might be good in some ways, but it could also stop Nestle from getting into the market as a whole. According to Kotler et al (2019) the company runs the risk of turning away potential buyers who don't fit into the narrowly defined target groups.
· Complexity has gone up because putting segmentation, targeting, and placing plans into action takes careful planning and a lot of resources. According to Graham, J. (2020) says that it is hard and takes a lot of market study and marketing efforts to manage multiple market groups and keep messaging constant.
· Nestle faces the potential of excluding customers who do not belong to the intended target demographic by predominantly catering to this specific group. According to Kotler et al. (2019), the perception that Nestle lacks concern for its customers or that its products are not aligned with their needs could result in the loss of potential clients.
· The phenomenon of evolving consumer preferences refers to the dynamic character of consumer behaviours and preferences, which have the potential to change over time. (Kotler et al., 2019) Nestle's segmentation, targeting, and positioning strategies must be continuously monitored and modified in order to remain in accordance with altering market trends and consumer preferences.

[bookmark: _Toc140925496]The marketing mix
According Andreasen A. R. (2002), this targeted approach ensures Nestlé's products align with consumers' specific preferences, building stronger brand connections and market relevance, as well, the Nestlé marketing mix, often known as the 4Ps (Product, Price, Place, and Promotion), is a core technique used by the firm to efficiently advertise its goods and fulfil customer demands.
[bookmark: _Toc140925497]Product
Nestlé provides a wide variety of items that may be found in both the food and beverage industries. Some of the most well-known items manufactured by Nestlé include Nescafé instant coffee, Nestlé Pure Life bottled water, and KitKat chocolate bars, amongst others. They constantly come up with new ideas and adapt to the ever-changing tastes of their customers in order to keep their advantage in the market.
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[bookmark: _Toc140925498]Price
Nestlé applies a pricing strategy to its goods to make certain that they are competitive in the market while also accurately representing the quality and value that they provide. For example, Nestlé places its premium items, such as their Nespresso coffee makers, at higher price points because to the unique features and culinary allure of these products.
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According to Joseph H. (2015), Nestle is a massive conglomerate that has a product lineup that is extraordinarily varied and extensive. In addition to this, it has an exceptional and varied customer base all over the globe, in both developing and developing economies alike, as the chart above provide extensive information.
[bookmark: _Toc140925499]Place
Nestlé's goods are easy for people all over the world to get because the company has a large global transportation network. By forming smart relationships with stores, groceries, and online platforms, Nestlé makes sure that its products are available through a variety of buying outlets, which is convenient for consumers (Smith, J., 2021). Nestlé can also connect directly with customers through its own stores and e-commerce sites, making shopping easier for customers and making them more loyal to the brand. Nestlé's market position and world reach are both strengthened by the many ways it distributes its product, for example:
· Nestlé partners with a major US grocery chain to feature its best-selling breakfast cereals, like Cheerios and Nesquik, in the aisles, reaching families and health-conscious consumers. The partnership also allows customers to order from home, ensuring convenience and success in the competitive breakfast cereal market.
[bookmark: _Toc140925500]Promotion
To establish brand recognition and increase product sales, Nestlé employs a vast assortment of promotional strategies. Their marketing efforts include effective television advertisements, targeted digital advertising, and engaging social media interactions. Additionally, they optimise in-store promotions to attract the attention of consumers (Bishop 2012). The iconic "Have a Break, Have a KitKat" advertising campaign is a prime example of their skill. This inventive marketing campaign successfully positioned KitKat as the ideal, delectable food for leisure breaks, resonating with consumers seeking a moment of happiness amidst their hectic schedules. The success of such campaigns demonstrates Nestlé's ability to craft persuasive marketing messages that resonate with diverse audiences, thereby strengthening their market position (Nestle, 2021).
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[bookmark: _Toc140925501]Conclusion
In conclusion analysed Nestlé's marketing techniques, including segmentation, targeting, and positioning, to meet varied customer preferences. Nestlé uses demographics, psychographics, and behaviour to create goods and marketing strategies for each category. Nestlé uses a multi-segment targeting approach to interact with health-conscious and coffee-loving customers. The company's successful use of the marketing mix product innovation, competitive pricing, broad distribution, and engaging promotions boosts brand awareness and market relevance.
Nestlé's dedication to customer needs and market flexibility prepares them for future success in the worldwide food and beverage business (Andreasen, 2002; Joseph, 2015). However, risks of alienating prospective buyers and the necessity to constantly analyse and adjust marketing techniques to changing customer preferences (Kotler et al.,2019).
[bookmark: _Toc140925502]Recommendation
According to Cho H., et al (2004), by tracking consumer preferences, Nestlé should maintain its focused on consumers strategy. Market research and feedback will help them tailor their marketing to different client categories. Nestlé should also find new methods to promote sustainability and ethics, which increasingly influence customer choices. Nestlé can sustain long-term success in the competitive food and beverage sector by emphasising product quality, customer happiness, and good business practises.
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