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EXECUTIVE SUMMARY    

The world’s largest food and beverages entity Nestle is Expanding its production in India. The firm would focus on expansion of Nutrition and Health care segment in to India. It includes products like Nutrihelp, Nutren, Renalcal, Replate etc…The below analysis will provide the clear and concise view of Expansion plan of Nestle in India 
FMCG INDUSTRY OVERVIEW [SWITZERLAND]

FMCG business which is concerned as the items which fall under the category of classification which has small span of usability.in this business there are organisation which are large and also the retailers which are considered as small. All the nations are part of FMCG industry. In Switzerland we can know that it has a highest per capita consumer spending in the European dimension. If we notice at the GDP growth rate of European Union it has very slow growth in the beginning of 2018. But in the year 2017 it had very strong growth. European Union GDP is under recovery stage after a decade of financial crisis. Monthly most of the Nations GDP is growing at a slower pace just 0.4% it is considered as trouser development. And the 2018 due to the. As per the report it is considered as the beginning of standardization of development. After anticipated end in 2017, FMCG has shown a growth of 0.9 %.is expected that FMCG industry will grow at the rate of 3.7 % which is lesser than previous year’s 4.4 % growth rate. FMCG industry is expected to have similar growth rate as in 2017. Recent train was declining and also a nominal growth which is expected to reverse in 2019-20.
[image: https://www.nielsen.com/content/dam/nielsenglobal/de/images/2018-06-wp-ch-growth-reporter-en.jpg]
(Source: Nielson growth Report-2018)
We have analysed FMCG industry factors in Switzerland, below we have analyses FMCG industry overview in India
FMCG INDUSTRY IN INDIA

In the Indian economy FMCG products which are categorised as food and drinks, health care, and household items. In this category food and drinks contains 19%, healthcare represents 31% and household contains 50%. PG is considered as a fourth largest territory in Indian economy. If we consider the development of FMCG in India it was 31.6 billion US dollars in 2011 and it reached to 52.75 billion US dollars billion in 17-18. Is also expected Red FM CG will have compounded annual growth rate of 27.8 6% and will reach 103.7 billion by 2020. FMCG sector is anticipated a growth rate of 12% in 2019.in the urban area the growth rate of 8% is expected to be the same as previous year. Bat in Indian rural area it is expected that the growth 2015 to 16 present. Also government has developed post GST and demonetisation it has10% of FMCG income. FMCG in India representing 45% from rural areas which is consistent and growing. And consistent income is recorded from rural areas.
FMCG companies are expected to invest huge amount of money in developing their plants in India to increase the profit and also to reduce the cost in long run. One of the leading FMCG Company Patanjali is expected to spend 740 million US dollars to construct its plant in the various part of India. This development shows that there is a huge scope for FMCG products in India. The recent trend in Indian sector news that the growing awareness and easier access and changing lifestyles are the key aspects and the support for FMCG industry. It has been expected that the sectors like healthcare infrastructure and educational sectors which are getting tax rebate and taxes exemptions in the union budget announced by Central Government which will help FMCG industry to grow next level and also to increase the income of FMCG.
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NESTLE

In 1987 in the shore of Lake Geneva the Nestle was incorporated by pharmacist Henri Nestle. Nestle is a company which is known for development of humble beginning into the world of food industry. They have done many social and ecological estimations and conservation and most importantly cleanliness in the nation where was the help from their business. Currently the nationality is having 468 processing plants all over the world. Nestle is known for providing the best refreshment and Nourishment items that provide solution to everyone's problem and requirement through of the day. Currently Nestle is providing diversifying FMCG products. Already have operations in India and well established business.

PRODUCT LINE
Powdered and Liquid Beverages
[image: ][image: ][image: ][image: ]


Nutrition and Health Science


Milk products and Ice cream


Pet Care

HISTORY
If we look at the historical background of the Nestle we can notice that it has started for a good cause. In 1967 when Henri Nestle started with a new-born child sustenance which can be used to feed babies for mother who couldn't breastfeed their infants. He called that product as farine lactee. All of us the product was launched in the European countries. Within the span of periods the organisation expanded its business also it had innovative flavours like chocolate line Nourishment. Currently Nestle has its plant all over the world including United States, Britain, Spain, Germany, Hong Kong, India and other different part of the world but still the most of the productions happens in the European plants. During the World War 1 it was a difficult time for Nestle as the fresh milk was not available for manufacturing plants. Sustainability was difficult hence the shifted their operations to US and also to expand its business to United States. Today overcoming all the challenges Nestle has grown as one of the biggest FMCG manufacturer in the world.








NESTLE BRANDS
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[image: ]POWDERED AND LIQUID BEVERAGES
SALES: 21.6 Billion
23. 6 % Of Nestlé’s Revenue





[image: ]Nutrition and Health Science
SALES: 16.2 Billion
17.7% Of Nestlé’s Revenue
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Milk products and Ice cream
SALES: 13.2 Billion
14.5 % Of Nestlé’s Revenue






[image: ]PET CARE
SALES: 12.8 Billion
14.0 % Of Nestlé’s Revenue




Nestle is introducing its one of the major product line in India for which it is necessary to understand the external factors which are analysed with the help of macro level environment analysis  
MACRO ENVIRONMENTL VARIABLES
CULTURE


POWER DISTANCE
India scores high on this measurement, 77, demonstrating thankfulness for chain of importance and a top-down structure in the public arena and associations. If one somehow managed to typify the Indian mentality, one could utilize the accompanying words and expressions : subject to the supervisor or the power holder for heading, acknowledgment of un-equivalent rights between the power-favoured and the individuals who are lesser down in the pecking request, quick bosses available however one layer above less in this way, paternalistic pioneer, the executives coordinates, gives reason/importance to ones work life and rewards in return for dedication from representatives. 
In the dimension of power distance Switzerland score is 34.society in Switzerland which believes that inequality among the people should not exist and also it should be minimised to the extent possible. Switzerland country where which purpose being independent in the system of hierarchy. People prefer being equal and accessibility of Superior. People generally accept hierarchy where every individual has importance. Generally the hierarchy of the organisations are seen reflecting inherent in equalities. Challenges arising on the leadership not well received.
INDIVIDUALISM

India scoring 48 at this dimension. India society which has collectivism and also individualism. In India it is generally dependent on the largest group of society it is expected in India that the individual shall act according to the largest groups. The action of individual is influenced by his family group’s social networks and also neighbours. In Indian dimension of individualism has one exception which is employer employee relationship in an organisation.
Switzerland‘s score in individual dimension is 68.considering the individualism in the society of Switzerland it conveys that individuals prefer being independent it and also so they are expected to take care of their own and also their close families. Employer employee relationship in Switzerland is just a contractual basis for mutual benefits. Collectivism is rarely seen in the area of Switzerland.
UNCERTAINTY AVOIDANCE

In this dimension India is scoring 40. Uncertainty avoidance generally Canvas that the way the society which deals with the fact of future. Whether they accept the future as it is raw control the future with their works. India being religious country which has a tendency of accepting uncertainty. India is a patience country where tolerance for unexpected is very high. The questioning mind of people does not exist in India. The adjustment in India is very high. The world adjust is regularly used in India. People are trying to adjust to the situation and then look for adjusting in the situations.
Switzerland has a score of 58, score 58 which show that the people in Switzerland are money and time oriented the inner age of the people which makes them busy and hardworking, people in Switzerland maintain punctuality and other norms. Generally the technicians after analysing and after careful study of the information. People in Switzerland generally don't adjust with the situations they want to control their futures. The feel that nothing is impossible.


PESTEL ANALYSIS

Analysis of external factors affecting the Nestlé’s entry in Indian economy. Following are the external factors analysis listed with the help of PESTLE analysis theory  
POLITICAL FACTORS

SWITZERLAND
Switzerland Bangalore country which has major political issues with respect to the food industry. Government of Switzerland keeps changing the regulations related to the food standards and promoting activities. Aligning with the changing policies will be the difficulty factor for Nestle. The stability of government in the developing economy which questions the hazardous international procedures which is introduced by Switzerland. Switzerland which is changing its international relations regularly and adopting the different political powers with uniform practice is the difficult task for FMCG industry.
INDIA
The foot regulated body of India which is regulated by government need to permit for introduction of new products. Nestle should also so take care of the regulations which are regulating the import export taxation and government authorisation procedures. The Magi issue which arrived in India due to the hazardous content in the product at made Indian food industry to become most strict over its products and to comply with the regulations and certifications of Indian food regulation department. The food preservation standards and qualities to be met according to the norms created by Indian regulatory authorities. This norms are quiet difficult to comply but these are made for the security of citizens of India and the uses of food products. It is made compulsion to follow the policies issued by food regulatory department.

ECONOMIC FACTORS

SWITZERLAND
The major issue in economic factor which is faced in Switzerland is the growing raw material prices at a higher level. The support from suppliers is difficult in Switzerland due to the economic factors which affecting the business. The consumer buying power in Switzerland is Hive which is compared to India. Sensible raising the cost will be accepted by people of Switzerland due to the food ability and standard of living.

INDIA
	BasisE

	INDIA
	SWITZERLAND

	Budget Revenue
	$ 172.10 Billion 
	$ 212.90 Billion

	Budget surplus /Revenue
	-5%
	0.1%

	GDP
	$ 1.84 Trillion
	 $ 632.19 Billion

	Inflation Rate
	9.7%
	-0.7%

	Public Debt
	51.7% of GDP
	52.4% of GDP

	Unemployment rate
	8.5%
	2.9%














Generally in India the people are conscious about the price of the product that day purchase it is important for Nestle to price its product keeping in mind the customer consciousnesses. Inflation rate in India which affects the purchasing power of customers will affect the pricing model of Nestle. The field of agriculture is one of the most important economical contributory factors for India. Nestle being FMCG product which is dependent on the agriculture which master encourage the agriculturist in India. the GDP of India is raising every year and also the standard of living of Indian consumers are increasing the next level which is a great opportunity for Nestle to enter with the new products in the Indian economy to expand its business.
SOCIAL FACTORS

SWITZERLAND
The major factor in the Switzerland is fluctuating consumer approaches. The consumer purchase will keep change regularly. Shifting lifestyle of young generation is also causing a threat to the company. Change in consumer behaviour I will also one of the important social factors which need to be considered in promoting the products and also to manufacture the food items.
INDIA
Health consciousness in Indian people is more compared to other countries. Nestle being health care product manufacturers it is taking care of sugar salt sodium and trans fat  elements in the product to take care the health and mind of Indian customers. There are certain believes are followed in Indian economy. Those might be related to cultural and religious aspects. Nestle is considering those moral principles and also cultural and religious aspect to shape the product and also the belief of customers. Generally Indian people prefer spending family time this factor is considered by Nestle product which is Maggi noodles which increases family time with the world of convenience.
TECHNOLOGICAL FACTORS


SWITZERLAND

Technology which has immense importance in the field of business. In case of FMCG industry the recent growth is e-commerce platform which providing customers from all over the globe. Raising social media consumer network with firm which is helping to provide better services in to understand the consumer needs it better level. Produce food products which are fast moving consumer products the manufacturing plant should be capable of manufacturing enough of products this Nestle is configuring robotics produced products at a faster level.
				
INDIA
Nestle should use technological factors to improve its relationship with customers. And also produce food product with good qualities at fastest time. Nestle is developing its own technology towards the manufacture of food products. Not only to manufacture to also generate customers through E-Commerce portals. Social media is one more technology which can keep customers in its relationship and also it can retain its customers through quality services online. Research and development process on which huge amount of investment are made by Nestle to provide better services to customers. Technologies can be used effectively in India introduce its products in to make this products reach Indian customers.
ENVIRONMENTAL FACTORS					

SWITZERLAND

 Switzerland is a country where it is concerned about its environment and also people of that country provide importance to the environment due to this fact Nestle is considering the recycling and packaging of its products and is showing concern towards the environment. The corporate social responsibilities which are considered as one of the compulsory act which is necessary to be done by every company located in Switzerland. These concerns can be extended towards Indian economy by showing same attitude. This will become a competitive advantage to the company.
INDIA

Today India is focusing on the clean environment and also taking initiative like swatch Bharat abhiyan which is the initiative towards the clean India hence company Nestle should focus towards contributing to the clean India mission and also keeping clean its product from harmful contents.

LEGAL FACTORS

SWITZERLAND
Regulations in Switzerland are fluctuating and also amending regularly. Compliance with such regulations may be difficult. And also Nestle shall follow international regulations for diversification and expansion.
INDIA
India being a country which is people oriented country which has number of laws related to health and food products. Which are to be aligned with the manufacturing of food products and also with the cleanness of product. India which support its labour force. Which has got various laws regarding labours Sachin's provident fund employee State insurance bonus Claus etc.
We have analysed the external factors affecting Nestlé’s entry in Indian economy with major products. It is also important to analyse the internal factors affecting Nestlé’s decision. Following are the internal factor study analysis with the help of SWOT analysis.  
SWOT ANALYSIS


STRENGTHS


Nestle has the strength of research and development which can never be matched with other competitors. Other competitors. Nestle has spread all over the globe and has best geographical existence. It has diversifying products which are not equal and also brand portfolio is diversified. Efforts to sustain in the environment. Nestle has maintained similarity in its manufacturing and production over 140 years. Nestle has created sustainability  and also place in the heart of the people. The best value chain supply is available with Nestle like grocery supermarket anyone online worldwide. Recent mergers and acquisitions have strengthened market position of Nestle.
WEAKNESSES

There are few charges which are charged against Nestle such as high water usage for production, adulterated food, unethical practice in employing minor labours and selling contaminated food.it is also weakness of Nestle is that recalling the contaminated products which will provide negative publicity to the customers. Some brands of the Nestle are strong but have limited market share and also limited growth.
OPPORTUNITIES

Uses of technology which clearly indicates harmful product with the label attached to the product. One more opportunity is growing market in the field of ready to drink and tea and coffee products. It has ability to reach international market in a lesser time. The more control over it supply chains with backward integration. The developing economics like India can provide tremendous opportunity to Nestle
THREATS

In India it is high competition in beverage and food industry. Technological changes in the field of FMCG are driving innovation and related challenges. Increase in the raw material prices which will affect profitability and also the quality of product. New entry threats like Patanjali which growing and capturing FMCG market.

STYLES OF INTERNATIONALIZATION
1) DIRECT EXPORTING
Nestle can consider one of the most effective entry method is direct exporting. In This method company will be manufacturing its product and its own country but it will export the entire required product to India. As we discussed earlier the company is introducing new products related to health care and household items which will be exported from its largest manufacturing unit which is located in European countries. This entry will provide advantage of exporting quotes directly by the company without delaying the process of market entry. Direct exporting is the best method to enter the market if company has particular manufacturing plant with the capacity to produce at a higher rate in it in its host country.
2) PIGGYBACKING

Piggybacking is one of the methods where two companies come together and represent each other this is considered as one of the low cost marketing strategy with the maximum promotional rights. Is used when a company wants to enter a foreign market with the help of local player. Nestle can target the market using the piggybacking method and also by developing a complementary business. Nestle by finding appropriate partner to enter the Indian market by targeting particular market share.


3) LICENSING
 Licensing is one of the international entry methods which are used to enter the Indian market. In this method a company will permit other company to use its TM, brand, manufacturing unit, and other skill ever to operate the business this will be done through licensing.

4) JOINT VENTURES
This is the one of the most effective way of entering the Indian market. In this case Nestle can opt a partner to use its resources to introduce its products. Creating a joint venture with the local player will help with its technologies, labour services and other required services. In this case we will be depending on the local player completely to enter Indian market by introducing new category of products.

5) FDI
This is one of the famous methods to enter Indian market as Indian government is providing approval for FDI with greater opportunities and facilities. There is direct support from government for FDI. Answer this will also be considered as one of the most effective entry method.












	Method Of Entry
	RISK
	Complexity
	Ownership
	Cost
	Reward

	DIRECT EXPORTING
	5
	2
	1
	4
	5

	PIGGYBACKING
	5
	4
	3
	4
	4

	LICENSING
	4
	6
	3
	3
	4

	JOINT VENTURES
	6
	7
	5
	5
	5

	FDI
	5
	6
	5
	5
	6





RECOMMENDATION 


Here I would recommend either Joint Venture or FDI is the best suitable mode of entry for Nestle Business to expand their business in India. 
. 
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Unsilver which has its headquarters in London. Its Europe’s 7 the largest company.
It deals with the products like health care and household and food 


Kraft Food is one of the biggest Food & Beverage manufacture the recent mergers have provided the major advantage to the Kraft 

[image: C:\Users\RAGIN\Downloads\kisspng-kraft-foods-logo-corporation-rebranding-company-kraft-vector-5ada5df57c2205.8601608015242603415085.png]

Sara lee is an American manufacturer company which is operating 180 countries all over the world 

[image: C:\Users\RAGIN\Downloads\kisspng-sara-lee-corporation-brand-bakery-cheesecake-grupo-lee-vector-5b495f9f8fef63.9635710815315352635896.png]


Parley is one of the biggest brand in India. It is oldest and famous company. It has sales all over the world.

[image: Image result for parle]

PORTER’S FIVE FORCE MODEL ANALYSIS



We have analysed the internal factors affecting Nestles Indian entry. It is also important to analyse the market forces which drive the profitability of the company. Following is the analysis made with the help of Porter’s five forces analysis model. 

THREATS OF NEW ENTRANTS

The new entry in the FMCG industry is not common. Because the new entries may need to who fight battle with the long existing organisations like Nestle Unilever which already have acquired the market in India and have built their brand very strongly. Replacing search brand 1images and creating their own brand with the new entry may be very difficult. And also it takes heavy investments in the plant of manufacturing and also advertising and distribution channels only organisation with the deep pockets can enter FMCG market. But the new schemes of government of India like FDI and encouraging the new entrants with subsidies may bring in the new entrants and we create competition to the Nestle.
NESTLE STRATEGY TO OVERCOME THE THREATS FROM NEW ENTRANCE
· Develop Innovative products
· Cut Down the price as compared to the competitor.
· Develop Clear cut strategies for marketing and promotion.
· Creates and develop competitive advantage for each product.
THREATS OF SUBSTITUTE GOODS.
The threat of substitute goods is high in case of Nestle products. The degree of food item manufacturers in India very much competitive with Nestle products companies such as Patanjali, craft, which produces the similar products like Nestle. Because of this bites the substitute goods are available in the market for consumers. But Nestle as a company has taken initiative to battle effectively the competitive environment it is concentrating on the consumer’s health. These two factors which gives more competitive advantage to Nestle to compete with other companies which providing substitute of goods.
NESTLE STRATEGY TO OVERCOME THE THREATS OF SUBSTITUTE GOODS
 Products of Nestle can overcome the threat of substitute goods. Providing the quality products for a cheaper rate will eliminate the threat.
BARGAINING POWER OF SUPPLIER
Nestle major suppliers are agriculturist who produce food items and also milk items. India as an agriculturist country it has got plenty of farmers and organisations working towards cultivation and other things. The major raw material for Nestle is food grains and milk items. These items can be supplied by many suppliers. In India there are plenty of suppliers who can provide this category items. And also Nestle has suppliers all over the world. This case Nestle has an upper hand compared to their suppliers. But also to receive quality raw material for production it is important to maintain good relationship with suppliers all over the world. But in the recent year’s government is supporting agriculturist by fixing minimum rates. This policy drastically increasing the cost of raw material to FMCG companies.
NESTLE STRATEGY TO OVERCOME THE BARGAINING POWER OF SUPPLIER
· Nestle always should focus on good Relation with its suppliers
· Nestle should present helpful guidance to its suppliers

BARGAINING POWER OF CUSTOMERS.
This is one of the major factors which are affecting the company’s profitability. India is a country where most of the population of India is middle class families. Who expect quality products for cheap rate? In this case the bargaining power of customers is high. Customers tend to purchase the product which has lower rate .generally people in India prefer cheaper rate items. To handle the competitiveness with the rate war the company shall reduce its product price which will affect the profitability adversely. Hence the bargaining power of customers is major threat for Nestle.
 NESTLE STRATEGY TO OVERCOME THE BARGAINING POWER OF CUSTOMER
· Nestle should cares about consumers health and wellness
· Provide Wellness Programmes to consumers
· Give awareness and updated information regularly to customers
· Keep good relationship with customers.
COMPETITIVE RIVALRY WITH IN THE INDUSTRY
The rivalry competition is very strong with respect to FMCG products in India. How many companies which are operating in FMCG industry. New entrance also creating major competition to the Nestle. The companies like Unilever, PNG, Patanjali, which are giving tight competition in the market. Generally Indian customer approaches the best product with lower cost hence Nestle shall consider the customer preferences to you face its competitiveness. Also by creating technological development in the field of FMCG can dominate the rivalry.

NESTLE STRATEGY TO OVERCOME THE COMPETITIVE RIVALRY
· Effective Marketing and Advertising
· Improve the product qualities
· Create market position and trust  
	

1) Environmental sustainability
2) Sustainable Use of water
 MARKETING MIX-4P


In the previous section of the report we have seen the analysis of market entry. Following are the analysis of marketing with the help of marketing mix theory.   
PRODUCT
Product mix is the backbone of Nestle having said that Nestle has around 8000 friends all over the world. Nestle is considered as world's largest food company it has diversify product range which are considered as household products ,health care products, food and beverages. As Nestle is bringing in the products related to nutrition and health care segment. Products such as nutrihelp, newtren, Renalacal, Replate	etc.  

PRICE

The price of the product of Nestle is dependent on the quality of the product. If we notice the general practice of Nestle in the market we can identify that the price of the Nestle products are slightly higher than its competitors. This is because the quality of the Nestle products are high and the company will never compromise with its quality. And the consumers will not brother for paying few more amounts for Nestle products as the qualities are very much Nestle also provides discount on the bulk purchases the segment of food items will be normally purchased by customers in a bulky state. To provide advantage to the bulk purchase Nestle provides appropriate discount over it. Nestle product price generally depends on the quality geographical area service provided in also on the based on competitors. Hence no general rule is applied on the product pricing.
PLACE
Nestle which has plant to introduce food and nutritious product in India for which the chosen places are Bangalore, Mumbai, Kolkata, New Delhi, in this main cities the distribution channel will be created based on the demand the expansion will be done. Most of the revenue of Nestle comes from European countries but in India it is planned to operate in major cities and then enter the rural market.
PROMOTION
Companies which are under FMCG category need to spend more on the advertising and promotion activities. As these companies have diversify products which need to be reached to the customers efficiently through advertising. Generally Nestle considers TV and print media as its promotion base but now days it is also using social Medias and e-commerce sites to promote its products



 MARKETING MIX SUMMARY



	7Ps
	

	Product
	Nutrition and Wellness Products

	Price
	Price relatively low to competitors

	Place
	Supermarkets, place of convincing.

	Promotion
	Relationship marketing principles used to engage the consumer

	People
	Employees within the firm used to support the growth strategy of particular products.

	Process
	Customer service is important and a key determinant of trust.

	Physical Evidence
	Physical evidence in the form of packaging and promotional tools will be used to support the development of the growth strategy employed. 




In the previous section of the report we have analysed internal external and also marketing related analysis following are the internal strength of Nestle. Below are the value chain analysis of nestle.   

VALUE CHAIN ANALYSIS 
[image: Image result for nestle value chain analysis]


Inbound logistic

Nestle has suppliers all over the world its major inputs are agricultural products food grains and milk. Nestle has a very strong supply change management which is handling the inbound logistic of raw materials effectively. It has plenty of warehouses to preserve the raw materials.

Operations
The major operation of Nestle is production and sale of FMCG product in that it has three major categories such as household products, food and beverages, healthcare products, and it has over 8000 brand in the above categories, it gets around 50% of the revenue from household items and 31% from healthcare items and remaining from foods and beverages.

Outbound logistics

This is the one strongest dimension in value chain of Nestle. Nestle is effectively handling the outbound logistic with creating distribution channels all over the world.it has its own distribution channels like retailers and wholesalers who are working in different parts of the world. This system is systematically organised by Nestle to handle its products in entire globe.

Marketing and sales

Marketing and sale is one of the important factors which all the FMCG companies shall consider without advertisement it cannot reach the consumers effectively. The major promoting and marketing ways of Nestle are television and print Medias. Now days it also using social medias and e-commerce sites to promote its products.

Services

Nestle provides after sale services which keeps helpline 24 into 7 for the customers. It also instructs customer on the usage of its products through its helplines or by other modes of services.

Frim infrastructure

Nestle has headquarters in Switzerland which has around 480 manufacturing units it has major infrastructures all over the world.it has production plants ,distribution channels warehouses ,retail shops ,and wholesale shops,. Structure of Nestle is considered as biggest in FMCG industry.

Human resource management,

Human resource are the major strength of Nestle .as the company has many plants across the globe but to handle those plants the skilled and unskilled labours are working towards the manufacturing. Human resource which includes recruitment, training, appointments and other works.

Procurement

Company has major warehouses in all over the globe which requires the raw material and also the finished goods. Product will move from the procurement houses as and when required for production. Finished goods move from the government houses when the demand rises. The products will be ready according to the need of consumers.

Technology

Nestle is majorly using technology and its manufacturing plants. Has included robotics in its manufacturing units. Which helps in less human intervention and also the fast production processes.it is also using technology in distribution channels like E-Commerce.

CONCLUSIONS AND RECOMMENDATIONS 

[bookmark: _GoBack]
In the current scenario the people of the world are concentrating on nutritional quality and health. Indian government is increasing to have balanced food and physical and mental health. Nestle is entering Indian market with the new products which are related to nutritional and health related products. There are many opportunities to introduce this product in India as India is also supporting these kinds of products to improvise the health of Indian people. The entry of market can be done through FDI of joint venture which are considered as effective. Acquiring market share by company can be eaten by strategies of theories that we have seen in the above report.it is a greatest opportunity for Nestle to enter the market with a new products and our report supports the decision of Nestle.

Recommendation

the world's largest food manufacturing company Nestle which wants to stay in the same top place. Hence it is very important for the company to build technological advancement to gain competitive advantage over its competitors. Company should not recall its product due to the quality issues which will result in negative promotion. Without study about we can conclude that the company is having absolute ability to enter Indian market with its new products but it should effectively handle its weaknesses and also its competitors.
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