University of Wales Trinity Saint David
BA(HONS) Business Management Level 4
Group 2, Weekend
Student Raveca Cernea
Student ID 1917346
Lecturer Tushara Balendran







Nestle




Table of Contents
Introduction	3
Discussion	4
Conclusion	13
References	14




[bookmark: _Toc57366501]Introduction
Marketing fundamentals as defined in the core values revolves around the products, price, placement and promotion which are the four P’s of marketing and the same are needed for the product to thrive its sales in the market. The correct usage of these principles help in the revenue generation of the company and increase profitability (Baineset al.2017). The assignment will focus on the Nestle a leading manufacturer of chocolates and other essential supplies. It will lay an emphasis on the four P’s of marketing adopted by the company to sell its products. In addition to this it will also study the role of stakeholders in the organisation.
Nestle was established in India in the year 1912, with the name of The NESTLÉ Anglo-Swiss Condensed Milk Company (Export) Limited, when the company sold finished goods and other supplies in the market. After independence Nestle set up its first factory in Mogha, Punjab with a view to develop the dairy economy in that region. The headquarters of this well-known brand are in Switzerland with Paul Bulcke as the Chairman and Ulf Mark Schneider as the Chief Executive Officer of the organization (Nestle, 2020).
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Marketing process can be defined as a process in which organisations identify the issues in the target market, identify the opportunities simultaneously and develop the products accordingly (Goers et al., 2018).
The stages in the marketing process include the mission of the company, the goal decided, the marketing strategy adopted and the implementation of the same.
4 P’s of Marketing
Product
As it is well known in the market that to start a business the organisation needs to define the type of the product it is going to introduce in the market. The product should be able to match the expectations of the consumers and the target market. It will in turn enable the organisation to also upgrade the present line of products and introduce new products as per the feedbacks received from the market (Hoseini and Haghighi, 2020).
Nestle has been serving the global market since the 20th century with a variety of products to serve the customers. It has been manufacturing Bottled water under the name of Nestle Pure Life, breakfast cereals, chocolate and confectionary products, coffee, Dairy products, Drinks and food products. These respective lines of products have been designed to cater to every customer needs leading to the capture a large share of the market. It has enabled the company to make its way into every household. Every product designed by the company has its own unique selling point which gives the products a distinct identity in the market and sets them apart from the competitors. The features of every product have been designed to suit the needs of every customer taking into account the age groups, the gender and other related factors. The quality of the product has been a major factor which sets the brand apart from the competitors in the market. With the existing line of products designed for human consumption Nestle has also introduced a brand with the name of Purina Petcarewhich takes into account the nutrition needs of pet animals. The company has been of the view that along with human nutrition it is also essential that the organisation takes care of the needs of pet animals as they are also equally important in the human world. In addition to this Nestle has also launched a dedicated pet care website in association to the brand which has all the information needed on pet care with a dedicated team of professionals who can help the pet owners in designing a diet chart for their pets. 
Price
Pricing has been an important factor in industrial sector as the same helps in determining the sale of the products in the market. It is an essential parameter which helps in deciding the stability of the product in the market with reference to the sale from the retailers and the feedbacks from the market (Abril and Rodriguez-Cánovas, 2016).
In the context of Nestle being the leader in providing food products for every customer needs the pricing is  affordable to suit the need of every class and the same gave way for the preference for the brand in the market which led the company capture an favourable market share and make its place into every household. It has been one of the major factors which has defined the brand and has helped to keep its stability in the market.
Placement
Placement for any product has been of the utmost importance as a correct placement of the product can help to boost the sales in the market as well as help in increasing the profitability of the organisation. With the correct placement the organisation will able to track the preferences of the customers with respect to the given product and make changes if there is a need (Yuliantineet al. 2018).
Nestle has ensured that its products have been placed into every store and other outlets where it can be purchased from any customer of any market segment. It has led to diversify the product line of the organisation giving way for introducing products that cater to every customer’s needs.
Promotion
This is the parameter which defines the reach of the product in the market. It enables the company to determine the return on the investment with reference to the expenses incurred in the promotion of the product. It helps in giving a clarity to the company with reference to the changes it needs to take into consideration while applying the techniques of promotion (Thabit and Raewf2018).
Nestle being a popular brand with a global reach it has made sure that it uses the traditional media as well as the digital techniques to ensure that the product has the expected reach in the market.
In the view of studying the marketing process of the organisation the stages of the same can be seen from the below mentioned diagram:
The mission of the company is to provide the consumers with the best taste of every product along with nutritional values.
It vision is to be a leader in the Nutrition, Health and Wellness company by providing value to the investments of the shareholder by being a responsible corporate citizen, preferred employer and preferred supplier of selling goods of customer choice.
Taking into account the situational analysis of the company it can be said that the managerial heads at Nestle take every effort to improve the quality of the product delivered to the customers. The organisation has been very prompt in delivering good quality products to the customers and ensuring that the customers are satisfied in every aspect. 
SWOT Analysis
With respect to the SWOT analysis of the organisation it can be said that :
Strength:
The company has been in the market for a very long time. It has been well versed with the market situation in the respective country it has been operating in giving. This factor gives an advantage to understand the culture of the country and the preferences of the customers leading it design the products as per the needs of the markets. 
Weakness
Considering the weakness, the company has been noticed that it has been using water resources to a very large extent giving way for depleted water levels in the area of operations. Some customers have also reported that Nestle has been supplying the market with inedible food products giving rise to various diseases (Kurmanalina et al., 2020). 
Opportunities
Taking into consideration the opportunities of the company it can be said that due to a diverse market segment and area of operations gives way for the development of its products globally. It has led the company to diversify the present line of products that has suited to the needs of every customer globally. In addition to this as per the website of Nestle, it has also introduced pet foods in the market which creates a new market segment for the organisation. 
Threats
With a view of threats, it can be said that the company has to face an intense competition in the food and beverage sector as there are many competitors in the industry who are working on the same line of products.
In the present scenario Nestle has been using the strategy based on the loyalty factor of its present customer base which gives way to drive the sales in the market. On the other hand, it also has some unique products that prove to be a competition to the other players in the market giving the company an extra edge in the industry and helping it to fetch a favourable market share. This makes the company the first preference in the line of consumer goods as it has a diverse product line (Perera, 2017).
In the view of the company having a diverse line of products, it can be said that each of the products have a relation with the other products with reference to the factors of taste and nutrition as each of the products have their own nutritional value which gives way for the sales of the products and increasing the profitability.
Porter’s five forces
it can said that in the context of Nestle it has a supplier power with relation to some unique products in the market. As a result, there is a limited number of suppliers who can specialise in the respective product line which add to uniqueness of the firm with respect to the products. On the other hand, if some customers are of the view that the prices of the product are not affordable, they can choose a substitute product that is within their budget and they can purchase it.
Taking into account the power of the buyers it can be said that at times there are a large number of preferred customers in the market and the company is sure that these segments of customers are the ones who can purchase their products. However, on the other hand it is seen that the customer has compare the prices of the products with the competitors and choose the one is which fits in their budget. In this case, the customers have the power to substitute the products in case of a major price difference in the products (ÖNEREN et al., 2017).
As Nestle has been a specialized company in case of some brands and products there is a very limited possibility that there will be an entry of new players in the market as it would be difficult for new brands to capture a market share in comparison to Nestle. This is possible due to major price differences between the products and the customers will find it difficult to switch between the brands as they are loyal to their present brand that may result in the new players moving out of the competition.
In case of barriers for the new competitors, it can be seen that it takes time for the new players to establish themselves in the market. Also they may face lack of expert knowledge in comparison to the established players in the market. At times the established companies may face a competition with respect to the prices of the new players. In some cases, it may happen that the present players in the market also may create some barriers in the market that lead to limited stability of new players.
Stakeholder engagement and their impact on the marketing activities of an organisation
Stakeholder in an organisational context is an individual or a group which have their interest in a project as he has an investment and expects a return for the same.
In the context of organisation internal stakeholders are those who have an interest in the working of the organisation as they have a direct relationship in the form of employment, ownership or investment (Muñoz and Chion, 2020). 
Taking into account Nestle it can be said that the employees have a direct relation in terms of commitment to work, their educational background and their area of specialization that affects the operation of the organisation. They perceive the relation to the organisation as a means to improve their working conditions, participate in the decision making process which influence the operations of the organisation and give feedbacks to the organisation as a part of the process to exchange ideas giving way for a top to bottom and bottom to up approach (Peña 2020). 
External Stakeholders
They can be defined as a panel of individual or firms who do not have direct relation with the operations of the organisation however, they are affected by the results of organisation and actions performed by the management (Hiswåls et al., 2020).
In the context of Nestle it can be said that the suppliers have major stake in the organisation as the decisions of the management with reference to the pricing decisions can affect their operation leading them to continue their services. In this case it can be taken into account that the management decides the amount of the contract which can be less or more depending on the type of service rendered by the supplier. In addition to this there may be the creditors as well which supply the parts of the machines required for the manufacturing process of the products. They have to be kept satisfied with the timely payments and other terms of contract as applicable (Markovic and Bagherzadeh, 2018). In addition to these factors it has to be also kept in mind that there should be proper back-up for the supply of raw materials from the suppliers so as to ensure that no part of the operations have been affected and also they have been informed in terms of the prices of the products at regular intervals.
Communication with the stakeholders
In addition to keeping good relations with the stakeholders, it has become necessary to communicate important news with them with respect to the change in policies or the marketing strategies with respect to the products and so forth as their actions have a direct impact on the operations of the organisation (Kamalirad et al., 2017). An effective communication with the stakeholders ensures that the organisation has been maintaining the desired level of transparency that is beneficial to the operations of the organisation. The benefits of the same are listed as under:
Understanding of the company goals
There must be clear communication of the company goals with the stakeholders as they need to be aware of the direction of the company and exhibits an image of transparency at every level. From the point of view of investment, it is important as the stakeholders can be called for an additional investment for important projects.
In the context of Nestle the same is important as it attracts investment as and when required if the company is planning to launch a new project or diversify the existing line of products.
Creating influence and maintain relationships
Communication has the power to influence people and convince them to act as per the company requirements. It comes into play when the company has valid points with reference to prove their line of action for the particular project. These factors provide a helping hand to the organisation in the most complex scenarios and helps in finding some valid solutions in the course of their journey in the market.
Taking into account Nestle it has to communicate important updates to all the stakeholders ensuring that the concerned authorities have been updated with reference to the operations and other events in the company. It can also happen when the company feels that there is a need to launch a new project or introduce a new product in the market. It helps in exhibiting a positive image of the company in the market and maintain positive relations at the same time.
Invite meetings
It implies that the organisation should have meetings with the stakeholders during various events as their opinion matters in the working of every project. The organisations can also use some online forms in some cases to take into account the feedbacks from the stakeholders and answer any important questions that may be raised. It helps in answering the questions promptly and clear misunderstandings if any. In case of communication through social media communication, the stakeholders can share their attitudes with others as well.
In the context of Nestle it can be said that there have been meetings with the stakeholders in terms of knowing their opinion for the same. This can result in appreciation as well as criticisms from the stakeholders end. In case of communication from the social media channels, it can be said that the questionnaires have to be designed in accordance with drawing out the expected answers to draw useful conclusions. It helps in drawing alternate solutions to the issues that may arise in the future with references to the decisions taken in the past. This paves a way for giving the organisation an extra edge on the competitors with respect to the pricing strategies and other factors.
Influencing the source of power
The company must organise these meetings in such a way that they are able to convince the stakeholders about the success of the company and how their investment matters accordingly. If in case there is a pressure from the government with reference to inability of the project to meet the government standards, a focus on the stakeholder group can help the company to sail out of these issues in no time. It helps in giving the stakeholders an utmost importance in the operations of the organisation giving way to build trust in their minds about the company and in turn supporting their decisions provided the company provides them with the updated information at all times (Boaventuraet al. 2020).
In the context of Nestle it can be said that the stakeholders have a major part to play in the success of the organisation as they can be trusted with every official information with reference to the operations as well as the status of the existing projects. If in case the company is planning to enter into new projects the organisation can depend on these group to sail out of the issues that the government may point out in case if it is not satisfied by the present business plan. It helps in the proper expansion of the relevant projects and also in the development of new products whenever applicable. On the other hand, it helps in maintaining the image of the company in the market and helps in maintaining the required transparency in the communication with the stakeholders.
Strong stakeholder relationship
In the course of the journey of the company as it has been planning to enter in new business or planning to launch a new product, it is essential that the organisation creates a positive understanding with the stakeholders. It helps in building long-term effective relationships with the key people. These relationships can lead the organisation to many benefits from the point of view of expansions or other plans the company may take into account in the near future (Bosse and Coughlan 2016). On the other hand, if the company has maintained successful relations with its valued customers, it can help them to make their purchasing decisions taking into account their previous purchasing patterns.  
In the context of Nestle, being a leader in the food and beverage sector it has to ensure that it has maintained the positive image of the organisation in the minds of the stakeholders and helps them to maintain the required relationship every time. This in turn leads to a host of benefits which can benefit the organisation in the long run. These benefits can range from inviting investments during expansion programmes or developing a new product. Most of the companies have their preferred customers who order directly from their websites. In these cases, the organisations send the newsletters to the customers taking into account their purchasing trends and suggest them about the development in the operations of the organisation. With this information they also update the customers about the new arrivals in the present product line or in case a new product is introduced. At times the organisations may also sent the customers some free samples which the customers can taste and decide to purchase them in the future or not. It helps in receiving proper feedbacks from the customer’s and make changes in the products as applicable, assuring the customers that their feedbacks have been taken into consideration and the products have been made accordingly.
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As seen from the above mentioned points it can be said that Nestle has been quite successful in making its way into every household through its diversified line of products and pricing strategies leading to capturing a favourable market share and taking into account every customer’s needs according to the area of operations. In addition to this it has been successful in entering the market for pet animals by introducing a line of products which has been useful from the viewpoint of their nutrition and has also created an experienced panel of doctors who have been experts in their fields of pet nutrition. They can help the pet owners in deciding the diet plans for their pets taking into account their body structure and other aspects as they find fit.
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