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[bookmark: _Toc16170851]            Introduction
In this assessment, there will be an evaluation of the stages and processes of marketing consisting of the marketing mix. “Nestle” is a leading health, nutrition, and wellness organization worldwide. It was headquartered in Switzerland and deals with food and beverages products. It has more than 20000 brands has offices in 190 countries worldwide. There will be described the situational analysis, the company’s mission statement, objectives, control, and implementation of strategies that are applied by the Nestle. PESTLE factors or macro analysis will be helpful for identifying the external environment for the company. A SWOT analysis will also be applied for determining the internal aspects of the firm. There is an essential role in marketing in generating value for consumers. For creating these values, there can be used “Strategies of Ansoff matrix” like diversification and development of the product. There are also tactical tools of communication for evaluating integrated marketing communication.      
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[bookmark: _GoBack]In this task, it describes the evaluation of overall marketing strategies, objectives, PESTLE analysis, SWOT analysis, porter’s five forces model and marketing mix’s role. This evaluation will be beneficial in accomplishing the goals and determining the future scope. There is also described the marketing roles for generating consumer value. Engagement of stakeholders and their effect on the activities of marketing of Nestle will also be described.  
[bookmark: _Toc16170853]Process and stages of marketing including the role of the marketing mix
Marketing definition- Marketing includes the activities that are considered by the association for promoting the buying or selling of service or product. It also involves selling, advertising, and delivery of the products for customers (Asiamah, et. al., 2018). 
Marketing process- These are the steps that permit the company for analyzing market opportunities, consumer’s problem and producing materials of marketing for the needed audience. Here are the main steps-
Mission Statement- “Nestle” has the mission of “Good Food, Good life” for providing the customer's food with the best taste and nutritious choice in the category of food and beverages.   
Situational analysis- In this, SWOT (strength, weakness, opportunities, and threats) will be performed on the Nestle. This will be helpful in analyzing the details about competitors, industry, customers and company, etc. This highlights the treads that are considered by the firm since the appearance of the first product on the shelf of grocers.   
Objectives- Nestle wants to be a leader in the area of Nutrition wellness and health. It also wants the reference of industry for performing better financially and trusted by its stakeholders. They believe that leadership is about the behavior, not the position.
Strategy- There are various strategies that are applied by the Nestle such as- targeting, segmentation, and market positioning, etc. It also uses geographic, demographic and behavioral strategies for changing the requirements of the competitive industry. 
Implementation- Nestle ensures that all the products will recollect a great taste profile with providing the increased nutritional benefits. It also includes- retains selected products, reformulation of product and new product’s launching (Choi, et. al., 2018).    
Control- Nestle’s managers are accountable for all the activities of management like process management, quality management, and control management, etc. due to control management, it is the leading brand worldwide in food products. 
PESTLE analysis- It analyzes many forces that influence the dynamics of the industry. These are favorable as these forces identify the differences in the behavior of customers. Nestle also ensures the adaption level. Here is the PESTLE analysis-
Political Factor- It includes changing protocols for marketing actions and standards of food. There is stability by the government in the new evolving economies and it is part of the procedure of internationalization (Dahl, et. al., 2018). 
Economic Factor- It has knowledge and awareness of changing the growth rate of economy, inflation and income levels. It also includes changes in the budget of customers and cost-conscious customer’s rise. 
Social Factor- These factors are helpful for moving towards the products that are healthier along with initiatives of the government. There is an adaption of various cultural settings such as religious beliefs, language, and family settings, etc.      
Technological Factor- Technological developments powered the innovations in Nestle and e-commerce is working as a platform for the company. 
Legal Factor- There is a requirement of applying the global changes and regulations across various markets internationally. Regulation’s changing phase is also one of the aspects. 
Environmental Factor- These factors enhance the attention of corporate social responsibility. It also includes concern of environment from customers involving the concern for recycling or packaging. 
Porter’s 5 forces model- This model will help the Nestle to consistent growth by the market research and innovation for becoming the leader of the market and understanding the need of customers. Here is the analysis-
Competitive rivalry- It is high as Nestle deals with the customer food industry and intense competition. There are competitors such as P&G, Kraft foods, etc. that competes for product creativity, variety, offers, and price, etc. (E. Dobbs, 2014.)


The threat of new entrants- This is low as customer food industry is assorted by making it difficult for the new entrants. There is many barriers for entry and existing firms have large customer market.
Supplier’s bargaining power- It is low as the company has the biggest market share in the food industry. It also needs supplies in large quantity. This company prefers relation for long-term with the supplier for raw product’s quality. 
Buyer’s bargaining power- This is high because of competition’s high level. They can switch easily from one product or brand to another and switching cost is very low for customers. 
Threats of substitutes- It is high due to the availability of replacement of the products of Nestle such as pasteurized milk and bottled water that are easy to get. Various products also have homemade replacements like baby food (Gowreesunkar, et. al., 2018).  
SWOT analysis- This will be helpful for identifying the microenvironment or internal environment of the Nestle including strength, weakness, opportunities, and threats. 
Strengths- Nestle has a popular and strong brand name so it is easy for them to promote the product. This company consistently launches new products to the market. 
Advantage- Through strength, the company can have a market share’s high level and people will recognize it as a trustable company.
Disadvantage- It can take the high cost for establishing the brand name.
Weakness- Nestle has a complex management f supply chain. Company has more and good options for expanding the product folio through new product’s launch. 
Advantage- By going through the weaknesses, it will help in growing the company by overcoming them.
Disadvantages- competitors can take these weaknesses as an advantage for defeating the Nestle.
Opportunities- There are opportunities for Nestle such as the potential for expanding smaller geographies and small towns and the firm has the option to control the product’s price since it is manufactured. 
Advantage- It will provide a competitive advantage to the Nestle against its rivals (Horowitz, Saperstein, Little, Maiers & Hollenbach, 2019.).  
Disadvantage- It can be difficult to manage the expanded business worldwide.
Threats- There is competition between the unorganized and organized sectors. It also changes sometimes customer trends. 
Advantage- It is helpful to the company to get aware of the challenges of the market. 
Disadvantage- It raises fuel and raw material prices. Also, there is a high cost of manufacturing and packaging. 
Segmentation- Nestle has introduced ‘strawberry flavor Substage’ and for segmentation, they are using demographic criteria. It includes market classification into groups depended on gender, age, income, family size, education, occupation, race, religion, and nationality, etc. 
Targeting- Nestle targets adults and young adults for the ‘Strawberry Flavor Substage’ because this is used by the young adults in the market. This is also used by both male and females. It is targeting the customers below the income 8000 as this is not costly (Hurmelinna-Laukkanen & Nätti, 2018).     
Positioning- Nestle is going to launch the product in the market for attracting more consumers to the product. This will also introduce the invention in rural area also as there are many people who can purchase this type of product.  
Marketing mix- Nestle should identify the 7P’s of marketing for analyzing the market situation. Here are they-
Product- Nutrients for enabling the formula for the mothers who don’t want to do breastfeeding. Therefore, there is introduced the baby formula.
Price- Product’s price is low relative to competitors. It is essential for balancing the requirement between low cost and its effect.  
Promotion- Principles of relationship marketing are used for customer engagement. It interacts with the customers at the time of showcasing the product value and product offering (Ismail, Nguyen & Melewar, 2018). 
Place- There can be places like a place of convincing and supermarkets (Iglesias, et. al., 2019).    
Process- Services of consumers is very essential and it is a key element for trust. Here emphasis can be located on the employee’s role in customer’s education and core elements translation of the brand.   
People- Staff of Nestle supports the specific product’s growth strategy. Marketing and company objectives are translated into team performance goals. 
Physical evidence- It is founded in the form of promotional and packaging tools for supporting the growth employment strategy development (Yunna and Yisheng, 2014).  
[bookmark: _Toc16170854]The role of marketing in creating value for customers
Marketing concept- It is used as a philosophy that should be identified by the company after that customers need should be analyzed and then should take decisions for accomplishing the needs rather than competition. Today almost companies including Nestle are applying different marketing concepts such as Nestle is applying “Good Food, Good Life”. It provides customers a wide range of beverages and food categories from morning tonight. They also believe that beverages and food have an essential role in the lives of people for their nutrition and personal health reasons (Johnson & Matthes, 2018). 
Branding- It is a marketing practice through which firm can create its symbol, name or design that is known as belonging of the association. It is helpful in analyzing the product and distinguishes it from other services or products. 
Advantage- Good branding strategy evaluates the business and establishes loyalty and recognition. Consumers get attracted to the brand image that shares the same values as the customers.
The brand strategy of Nestle is to create shared values of business by the corporate brand. They enhance and protect the sustainability of the business by delivering quality management totally in their quality of food. 
Ansoff Matrix strategy is used as a marketing tool that is used through the marketers who have growth objectives. It also offers choices of strategy for accomplishing the objectives. There are some aspects for creating the value as mentioned-
Product development- Development of product depends on the needs of customers and it creates simply a new type of product for Nestle. This is one of the methods through which sales keep going. It is used for staying away from the competition. It is also essential for growing to Nestle (Kozlova et. al., 2019, April).    
Diversification- This is used as a final strategy for developing new products for new customers. It includes risk as in case if Nestle has less knowledge of the new market and in this, assuming is worse. The firm also requires new machinery and skills and they are of high cost so this strategy is risky as well as costly too. 
Relationship marketing- Camarena provides Qualified for treating the customers as individuals in the Nestle. These types of interactive campaigns offer the quality data that linked directly to the CRM system. This quality data enables the firm to personalize and adapt the communication for finding the needs of customers. It is also necessary for future success and growth of the company.  
[bookmark: _Toc16170855]Stakeholder engagement and their impact on the marketing activities of an organization
Stakeholders- Stakeholders are the persons, organization or group who can get affected through the objectives, actions, and policies of the firm. They also have concern or interest in the firm. Some key stakeholder examples are- directors, creditors, government, employees, suppliers, owners (shareholders), community and unions, etc. There are two types of stakeholders that are- internal and external.
Internal stakeholders- The parties or the individual that are considered as a part of the company is called the internal stakeholders. It has a direct impact and service to the company. Nestle has internal stakeholders such as- employee, Board of directors, owners, investors, and managers, etc. They provide services to the firm and affected highly by the performance, decisions, profitability and company’s activities. They also know the internal matters and secrets of the association (Liu & Atuahene-Gima, 2018).
External stakeholders- The parties or the groups that are not considered as a part of the company but have an impact of the activities is called external stakeholders. It has an indirect impact on the company, and they get affected through the work of the company. It involves customers, suppliers, clients, creditors, competitors, intermediaries, government and society, etc. They don’t take part in regular activities, but the firm’s action affects them. They don’t have detail about the company’s matters as they deal with the firm externally (Youn & Kim, 2018).  
Nestle listen, engage and respond to its various stakeholders daily. Stakeholders are helpful for improving and setting up the priorities through evocative engagement for the strategy of creating shared value (CSV). There is stakeholder convening’s annual program and CSV forum events offer opportunities for strengthening the understanding of essential issues of societal. It develops the people’s capability, simplifies the gathered actions and indorses mutual respect and trust. 
Nestle has the purpose of increasing the life quality and participating in a healthier future. Through engaging the external and internal stakeholders, it can be translated into the development of the product by multi-criteria, life cycle, and integrated method. Nestle’s business principles, values, and public commitments through which products and firm are accountable dependent on the internal and external stakeholders (Mahat, 2019).        
Conclusion
It is concluded from the above task that Nestle is launching new products for targeting the customers and using this as a marketing strategy. There is also described marketing mix, SWOT and PESTLE for analyzing the internal and external environment. Branding, the marketing concept, and Ansoff marketing strategies are also applied to creating value for consumers through marketing roles. There is identified that stakeholder engagement has an effect on the company’s marketing activities.  
Recommendations- Nestle should launch more products for different age groups so that they can include customers of every age. Their products should also have an appropriate price and attractive packaging. 
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Introduction
This task includes the details about communication and tactical tools of communication. It will be applied to the organization “Nestle”. Details of Integrated marketing communication are also provided here for generating awareness. There will be described the various kind of promotion that is used by the Nestle. 
[bookmark: _Toc16170857] Structure
Communication- It is considered as an activity of sending the meanings from one group or person to another group by the commonly use the symbols, understood signs and semiotic rules. There are some steps that should be followed in the communications are- the creation of communicative reason or motivation. It includes a sender, a message and a receiver. In Nestle, it has essentiality of the foundation of platform and planning for the execution of future changes of strategy. Organizational communication is efficiently working in a global food producer (Mhlanga, 2018). There is a communication model that is applied by the Nestle Company including formal and informal communication as mentioned-
Nestle’s working environment is very much informal and this leads to easy communicate with the colleagues. This company also endorses the communication between all types of the managerial level so that better ideas for improvement can come out. Staff can encourage participating in various decision-making procedures and activities that are provided through association on a regular basis. When company management asks about the opinion of the worker, it promotes the daily feedback practices both on secondary to manager, peer-to-peer and manager to the level of the subordinate (Musonera and Weber, 2018). 
Usually, in a company communicate with each other by phone or emails that refer to the company with a various open communication channel. For taking a major decision, all general management board’s member communicates with each other and then circulates the information to the lower level. This also has communication links network for achieving the association’s objectives and growth. But formal communication only happens when it needed such as when someone announces some important official event or data. It leads to media advertisements, commercial breaks, messages of the president, printed media and annual reports, etc. it is also essential to describe that Nestle is one of the companies who analyzes the customer’s needs for allocating various resources for supporting and building the communication channel strength between the firm and the customers (Novikov, 2018).         
Integrated marketing communication- It is known as a simple concept. It also makes sure that message and communication’s all forms are linked together carefully. It refers to integrate all the tools of promotion for working together in harmony. Including these tools, there are many other ways of promotion that are used by the Nestle as mentioned-
[image: ]
Figure 1: IMC model
Sources: (researchgate, 2014)
Viral marketing- It is most powerful and known as word-of-mouth technique of advertising that uses the online social network popularity, email, forum, and other resources for getting the marketing messages and expanding the business growth. There are many users who use social media and have several visitors by 20 million. If some of the users will post the status on their site it will be helpful for satisfying the Nestle product experience and getting reviews on the account for the product (Wu and Li, 2018).  
Affiliate marketing- It has different types such as Pay-Per-Sale (PPS), Pay-Per-Click (PPC), email lists, loyalty websites, etc. It can be used as a strategy of the market for improving the sales to make up the brand and leading to the production of return on investment. It also has a wider place for product selling and getting more consumers and getting more sale (Stead & Hastings, 2018).    
Online advertising- It is used for creating a return on investment by producing public brand awareness by an internet medium. It is the strongest tool for strengthening and starting the customer relationship in brand promotion.  
Blog post- Nestle Malaysia can do brand advertising on the forum and blog in the form of banner ads. For example- social sites such as Lowyat.net forum or Blogger, etc. community websites also post ads like community websites content decided through the community members. 
Conclusion
There is concluded the essentiality of communication in the Nestle. Communication process and their model is also described here. The firm has improved channels of communication that is known as via e-mails. This association also has its prototype messenger system’s prototype. These formal and informal communications hold most of the value to the company.  
Recommendations
Nestle has subverted into the communication procedure. Company’s management should care about their customers and workers equally. That is why they put so many efforts for communication process through choosing upward and informal communication.  


[bookmark: _Toc16170858]Conclusion
There is concluded that stages and processes of marketing consisting of marketing mix’s role are used for analyzing the internal and external environment for company growth. Nestle is one of the leading brands in the area of food and beverages. It always needs some advanced and different market strategies for attracting their customers so there is applied the porter’s five forces model, Ansoff’s Matrix, SWOT and PESTLE analysis. 7P’s of the marketing mix is also useful for Nestle for analyzing the market situation. Different marketing concepts and branding also were helpful in identifying relationship marketing and creating the customer’s value. There is analyzed that activities of marketing are also influenced by the engagement of internal and external stakeholders. Communication tools are also key to the company’s success as these are beneficial in maintaining the employee’s relationship with each other and with the association, it can be applied through integrated marketing communication.    
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