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[bookmark: _Toc215351811]Introduction
Nestlé S.A. is the largest food and beverage multinational company in the world, established in 1866 and based in Vevey, Switzerland, and trading in more than 190 countries (Takahashi, 2021). The company has a wide range of products, which include nutrition, health and wellness category, beverages, dairy products, infant nutrition, pet care, and confectionery. Nestlé has the vision of improving the quality of life and add up to a healthier future based on its high sustainability, innovation, and responsible business practices. Being a transnational company, Nestlé combines the efficiency of global and the sensitivity of local markets, adjusting its policies to the requirements of various consumers and laws. Its operation in the emerging economies like India, Brazil, and Nigeria shows that the company has managed to operate in complex global markets (Goncalves, 2024). This report evaluates the advantages and weaknesses of the global business of Nestlé, how the OLI factors influence its market entry strategies, cultural issues, and strategic recommendations to reinforce its performance in the new markets.
[bookmark: _Toc215351812]
2. Benefits and challenges of international operations
[bookmark: _Toc215351813]a. Nestlé classification as a Multinational Corporation (MNC)
The presence of numerous operations in over 190 countries and its specific governance system being a unique case of balancing global integration and local responsiveness of its operations defines Nestlé S.A. as a Multinational Corporation (MNC) and a Transnational Corporation (TNC) in particular (Goncalves, 2024). Nestlé is a Swiss-based company, and its management is decentralised in that the local and regional subsidiaries are allowed to make decisions that benefit their markets without compromising the global strategic goals of the corporation. This framework is a good example of the conceptualisation of the transnational model as proposed to drive efficiency, flexibility, and cross-border learning (Richter et al., 2022).
[image: ]Figure 1: Product portfolio of Nestlé (Nestlé, 2025).
With a workforce of more than 270000 employees, Nestlé operates more than 2000 brands and has international stars like Nescafé, KitKat, Maggi, and Purina. It also has an international network of R&D, which consists of 23 research centres, further strengthening its MNC status (Takahashi, 2021). Contrary to the purely global corporations that follow the standardisation path, Nestlé follows the approach of globalisation, the combination of global skills and local response. 
[bookmark: _Toc215351814]b. The Characteristics of Global Operations and Value Chain of Nestlé.
The Nestlé value chain is an indication of its multifaceted and globalized operations, which involve research and development (R&D), sourcing, production, marketing, distribution, and financing (Jansson, 2020). All these factors are helping it maintain its competitive edge in the food and beverage industry across the world.
Research and Development
Nestlé has its success based on innovation. Its network of global R&D, with its research centres in Switzerland, China, and Singapore, enables the process of product innovation that is localised (Jansson, 2020). In this regard, a case in point, the company R&D centre in India has been working on affordable nutrition development, including iron-enriched cereals, which in this instance can deal with the regional shortages of diets. 
Sourcing and Procurement
Nestlé obtains raw materials, such as milk, cocoa, and coffee, working with thousands of farmers around the world. The Nestlé Cocoa Plan and Nescafé Plan of the company are to achieve this objective by increasing the sustainability of the supply chains through better agricultural practices, the income of the farmers, and environmental performance (Galanakis, 2022). 
Production and Manufacturing
Nestlé has about 350 factories globally; they are strategically positioned to increase their production efficiency and closeness to the major markets (Squicciarini and Johan Swinnen, 2016). In the emerging markets like India, Nigeria, and Brazil, the local manufacturing plants allow the cost to be minimized by economies of scale and lower the transportation expenses. 
Marketing and Distribution
The marketing approach of Nestlé combines the worldwide brand uniformity and subsequent localization. The firm applies a combined marketing strategy, using digital media, sponsoring, and social campaigns. The Nescafé campaign of #ItAllStarts is a good example, which appeals to the whole world but is regional in terms of approach to local desires (Gunasekaran et al., 2012). 
Investment and Corporate Governance
Nestlé has a centralised treasury system based in Switzerland, which oversees finances and enables the company to maintain economic stability and capital expenditures all over the world. The credit rating of the company is one of the highest in the industry (AA- by Standard & Poor’s), indicating good financial management. 
All in all, Nestlé's value chain is built in synergy such that including research, sustainability, and responsiveness to the local environment, so that it can remain at the same level as a global leader in the food and nutrition industry.
[bookmark: _Toc215351815]c. Entry modes for Nestlé in International markets
Nestlé has used various entry modes to increase its presence in the international market, and it pursues them depending on the market circumstances, cultural background, and risk tolerance (Elsner, 2014). This company applies foreign direct investment (FDI), joint ventures (JVs), acquisitions, and strategic alliances in expanding and entering various markets.
Foreign Direct Investment (FDI)
The leading mode of entry by Nestlé is FDI. The company puts a lot of investment into the establishment of wholly owned subsidiaries and local production plants with control of quality, supply chain management, and brand identity. As an example, Nestlé has been able to establish deep-rooted operations in India since its first direct investment in India in 1912, which makes it one of the largest food companies in the region (Van et al., 2025). Equally, Nestlé has more than 30 factories and a number of R&D centres in China that depict its long-term investment in the market.
Joint Ventures and Strategic Alliances
Joint ventures are also applied by Nestlé in entering regulated or complex markets. It has, for instance, partnered in a joint venture with General Mills, General Mills- Cereal Partners Worldwide (CPW), and has produced and marketed breakfast cereal in more than 130 countries (Nestlé, 2025). Moreover, in 2018, Nestlé made a global partnership with Starbucks to market and sell products with the Starbucks brand name, using its global distribution network. These partnerships lower the barriers of entry and pool strengths in product development and market penetration.
Mergers and Acquisitions (M&A)
Acquisition has helped Nestlé to broaden its portfolio and geographical coverage. An example is the acquisition of Wyeth Nutrition, which increased its contribution in infant nutrition, and the acquisition of Pfizer's nutrition division, which consolidated its leadership in the emerging markets (Nestle, 2023). The approach that Nestlé uses in Latin America and Africa is to acquire local brands that already have a consumer trust, thus penetrating the market and cultural acceptance faster.
Franchising and Licensing
Less popular is franchising, which is selectively applied to Nestlé retail-driven businesses, including Nespresso Boutiques and Nestlé Toll House Cafes. The licensing structure, especially the beverage and confectionery business, gives the company the opportunity to utilize local production without compromising brand reputation (Jensen et al., 2023).
In general, the diversified entry strategy of Nestlé can be considered as flexible and having profound knowledge of the dynamics of the local markets. Its prevailing position of using FDI highlights its favour of control and long-term entrapment in the market, which is aligned with the Dunning paradigm of the portion of advantages in ownership, location, and internalisation, which is Eclectic.
[bookmark: _Toc215351816]d. Advantages and Problems of the International Activities of Nestlé
Key Benefits
1. Global Market Diversification
The global growth offers Nestlé diversification of risk and revenue stability. The geographic diversification of the company helps to have the economic downturns in one part of the world counteracted by growth in another part. To illustrate, the European economic crisis caused Nestlé to perform well in Asia and Africa, which supported the profitability in general (Schlegelmilch, 2023). This diversification is a buffer against currency and market volatility.
2. Economies of Scale and Scope
The large scale of Nestlé is also effective in the cost-efficiency in production, purchases, and transportation. Centralised R&D enables an innovation diffusion across markets as standardised global processes are used to improve operational consistency (Bhagirath Prakash Baria, 2022). Supply chain integration also enables bulk buying of raw materials, thus lowering the input costs.
3. Access to Emerging Markets
The move to the new economies has given Nestlé a great growth potential. As an example, India and Nigeria are now big income-generating countries for Nestlé as a result of the increase in middle-class consumption (Bhagirath Prakash Baria, 2022). It has competed well by customizing its products to the local tastes, including smaller packs, to its price-sensitive market.
4. Brand Equity and Recognition
The internationalization of its operations increases the brand equity of Nestlé. It has a long-standing quality and nutrition that has earned consumer trust among various consumers. In addition, international presence enhances investor confidence, which is useful in long-term strategic investments.
5. Innovation and Knowledge Transfer
Cross-border learning and innovation are brought about through international operations. The Nestlé framework of Shared Value Creation allows the subsidiaries to share best practices and technological advancements, and product improvement occurs (Galanakis, 2022). An example of this is the remaining parts of the world that have emulated the sustainability practices of Nestlé in its European agricultural ventures in Latin America.
Key Challenges
1. Regulatory and Political Risks
Working in different jurisdictions subjects Nestlé to different laws, trade restrictions, as well as political unrest. In India, as an example, Nestlé suffered a massive reputational blow in the Maggi noodles ban of 2015, due to reported safety infractions (Food Safety and Quality Institute, 2024). Though the product has since been revived, the incident has made global firms vulnerable to discrepancies in regulations.
2. Cultural and Consumer Diversity
Product acceptance and marketing performance are influenced by cultural differences. The accommodation of the differences in tastes, food habits, and religious standards, including halal certification in the Muslim predominated countries, requires regular market research and localisation (Tarnanidis et al., 2025). Inability to conform to cultural requirements may be counterproductive to market success.
3. Supply Chain Complexity
Nestlé has a large and extensive global supply chain that presents logistical, sustainability, and ethical sourcing risks. Cocoa farming has been criticised on issues like child labour and environmental conditions. Although there are the right actions are taken, such as the Nestlé Responsible Sourcing Standard, adherence by thousands of suppliers is a huge challenge.
4. The Fluctuations in Currency and Economic Volatility
The financial performance of Nestlé is affected by the exchange rate volatility. A high Swiss franc, e.g., decreases the value of foreign revenues that are consolidated onto Swiss accounts. Sales and profitability can be disrupted due to economic crises in the emerging markets as well.
[bookmark: _Toc215351817]3. Effects of OLI Factors on the Market Entry Mode of Nestlé
The Eclectic Paradigm (OLI framework) created by John Dunning (1979) tells us why multinational enterprises will engage in international production. It incorporates three mutually reinforcing variables of Ownership (O), Location (L), and Internalisation (I) advantages (Naidoo and Verma, 2024). All of this makes these factors define the reasons and methods of choosing particular market entry modes, like foreign direct investment (FDI), joint venture, or licensing. 
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Figure 2: OLI factors
[bookmark: _Toc215351818]a. Ownership Advantages
Ownership advantages would be those firm-specific assets that give the firm a competitive advantage over local competitors in the foreign markets (Fuchs, 2022). They are physical services such as technology and manufacturing plants, and non-physical services such as brand name, research and development and patents, and administrative competence.
The benefits of Nestlé, which are related to its ownership, are based on its brand portfolio, the ability to conduct its own research and development, and the ability to manage worldwide. Nescafé, Maggi, and Kat are all brands of the company, which has a tremendous global recognition and customer confidence, which can be easily exploited to penetrate the market even in a culturally diverse market (Fuchs, 2022). 
The ownership strength of Nestlé is also supported by its managerial and organisational expertise. The decentralized nature of the firm gives powers to the local subsidiary companies, but keeps the firm on track towards global corporate goals (Jurevicius, 2023). This centralisation, coupled with decentralisation, enables Nestlé to react swiftly to regional issues, which is very crucial in unpredictable emerging economies. 
[bookmark: _Toc215351819]b. Location Advantages
The characteristics of the host country that make it an attractive destination to multinational investment include: location benefits, which include the size of the market, natural resources, infrastructure, labour costs, and institutional stability (Chalençon, 2017). The need to achieve such advantages is what pushes Nestlé to make decisions to open up in new economies or even to expand.
Market Size and Growth Potential: New markets such as India, Brazil, and China provide huge and expanding consumer markets, especially in the middle-income group. The fact that Nestlé invested in India as early as 1912 indicates that it has been aware of the huge demographic opportunities in India (Sathyan and S. N., 2021). Local production also helps Nestlé to minimize the cost of imports and sell products cheaply to the masses. 
Availability of labour and resources: Nestlé has been taking advantage of the low-cost and skilled labour in the emerging markets to keep the cost of production affordable. Vietnam and Nigeria manufacturing facilities represent the strategy of the company to find its location of production near raw materials and the market. 
Government Incentives and Institutional Support: A number of the emerging economies have foreign investor incentives. Nestlé enjoyed a preferential tax regime and the benefits of industrial zones in the early years of its development in China (Lee and Shen, 2020). Likewise, the pro-investment policies, including the Make in India, promoted India to augment its domestic production capability for Nestlé. 
Geographic Positioning to New Markets and Regional Hubs: Nestlé also utilizes the strategy of regional integration through its location. As an example, its manufacturing facilities in Malaysia and the Philippines serve as export bases to the Southeast Asian region, as well as catering to the domestic market. This regionalization lowers logistics expenses and increases the supply to demand.
[bookmark: _Toc215351820]c. Internalisation Benefits
Internalisation benefits elaborate why companies choose to internalise operations, that is, to maintain ownership and control instead of externality through contracting through licensing, or franchising. Internalisation lowers the cost of transactions, secures the proprietary knowledge, and offers quality checks along the value chain.
In the case of Nestlé, the process of production and distribution remains under internal control, and that is one of the key reasons that allow it to retain its global brand image and provide its products with safety. The food and beverage sector is also one of the industries where quality matters are highly sensitive, and the outsourcing option may put the company at risk of reputation. Nestlé has internalised major functions through FDI, thus making sure that it has applied the global standards across its subsidiaries.
Therefore, internalisation gives Nestlé the adaptability to combine global efficiency and local adaptation, which strengthens its model of transnationalism.
[bookmark: _Toc215351821]d. The OLI Factor Interplay in the Nestlé 
The overall market entry strategy of Nestlé is determined by the synergy of the factors of OLI. An example here is the expansion of Nestlé in China, which is one of its most successful investments in the new market environment.
Ownership-Location Interaction: The high brand equity and R&D competency (ownership benefits) that Nestlé has, coupled with the high number of consumers and the quality human resources (location benefits) in China, made FDI a viable option. Since it entered China in 1908, Nestlé has established more than 30 manufacturing plants and several research and development centres with more than 20,000 employees (Nestlé, 2025). 
Internalisation-Ownership Interaction: Nestlé has also adopted an internalisation strategy, whereby the technological expertise and food safety standards prevail throughout the markets (Witek-Hajduk, Grginović and Targański, 2025). In the example of its domination of the dairy supply market in China, it gives the company the opportunity to ensure quality from the farm to the factory. Such vertical integration would be hard to attain using a licensing or franchising model.
Striking a balance between Localisation and Global Integration: Nestlé uses a similar approach in India through OLI. The company continues to capitalise on its benefits as an owner, global brand name, and innovation potential, coupled with the location advantages India has, which include a large consumer base and ready labour. 
Although the OLI framework is a detailed explanation of the international strategy of Nestlé, it has its drawbacks in the ability to explain the dynamic and institutional complexities of contemporary globalisation (Witek-Hajduk, Grginović and Targański, 2025). As an example, the model presupposes rational decision-making on the basis of economic factors, whereas the decisions of Nestlé are usually influenced by social and ethical factors that include environmental sustainability and corporate social responsibility (Leblond and VanDuzer, 2020).
[bookmark: _Toc215351822]4. Critical Evaluation of Cultural Differences Between Switzerland and India
The Nestlé move out of its Swiss mother country to India is faced with major cultural, institutional and competitive differences. Being a food and beverage multinational, the cultural fit is especially crucial since cultures differ radically in the eating habits, the levels of trust in the packaged food, family patterns, and views on safety.
[bookmark: _Toc215351823]4.1 Hofstede Cultural Dimensions: Cultural Distance and Strategic Implications
Power Distance
Switzerland has a low power distance score, which indicates work environments where people are egalitarian, participatory, and decentralised (Klyukanov, 2024). On the other hand, India has a high power distance society where there is hierarchy, authority and top-down organisation, which is social in nature.
In the market, this distinction implies that Nestlé cannot afford to use its Swiss-style consensus-oriented management approach. Rather, the process of entering India by using wholly owned subsidiaries or joint ventures meant changing the approach of leadership to be more formal, directive, and hierarchy-sensitive communication. Indian managers need direct authority and directives, and workers are more responsive to directive leadership as compared to the Swiss informality.
Familism vs. Individualism.
Switzerland is an individualist country, and it embraces independence, personal success and privacy. India is highly collectivist and places much emphasis on community, family networks, and long-term relationship trust.
The marketing and distribution strategy of Nestlé was highly influenced by this difference. Food purchase decisions in collectivist societies are usually drawn on family requirements, social practices and the reputation of the community (Beugelsdijk and Welzel, 2018). Nestle could not afford to use Western-type individualistic branding, but rather needed to make its products family-friendly, safe and culturally relevant. This is the reason why Maggi noodles, Nescafé, and Cerelac were being promoted based on trust, nurturing and togetherness and not just based on the convenience of an individual (Beugelsdijk and Welzel, 2018).
Uncertainty Avoidance
Switzerland is moderate in terms of uncertainty avoidance, whereas India is also inclined to be somewhat higher, more towards structure, clarity and stability. To enter the market, this implied that Nestle needed to focus more on product safety, certifications and the quality standards more evident than in Switzerland (Willink, 2013). Indian consumers and regulators want to have clear promises concerning hygiene, compliance, and health. The Indian sensitivity to product risk was noted during the crisis in Maggi in 2015 (Kaul, Chaudri and Vankar, 2018). Nestle reacted to the situation by increasing their openness, increasing focus on safety audits, and strategies of communication that are more aligned with the Indian culture of certainty and evidence.
Masculinity vs. Femininity
Switzerland is moderately feminine, and it appreciates work-life balance, modesty and quality of life. India is more masculine, and it appreciates success, competition, and publicity. This has an effect on the Nestlé branding strategy. Success-oriented marketing (e.g. education-oriented products to children, performance-enhancing drinks) resonates better than the down-to-earth Swiss voice in India. The Indian campaigns by Nestle show the orientation on ambition, confidence, and aspiration more than in Switzerland because of the local culture.
Long-Term Orientation
Switzerland, as well as India, has a high long-term orientation, which is good. It translates to the fact that both societies believe in learning, perseverance, flexibility, and investment in the future (Merkin, 2018). This commonality favours the strategic fit of Nestlé. India does not reward companies that make short-term gains and not long-term commitment. The 30-year history, spending in milk districts and local R&D inclusion made Nestle a stronger and more trusted brand in India and integrated the company into the economic business environment.
[bookmark: _Toc215351824]4.2 The Diamond Model of Porter: Strategic Adaptation
The Diamond Model by Porter describes the national conditions regarding the strategy of Nestlé's entry and its chances of success in India. The variations between the Swiss competitive environment and the emerging-market environment in India influence the formulation of the organisation of production, supply chains, and the marketing positioning in Nestlé (Hashim and Jamaluddin, 2019).
Factor Conditions
Switzerland boasts of high levels of up-to-date factors, including technology, qualified labour and innovation potential. India, nevertheless, has plenty of the most fundamental factors like cheap labour, farmlands, as well as a high amount of labour force (Amann and AlBurai, 2021).
This mismatch affected the market entry decision of the FDI adopted by Nestlé. The natural calibre of dairy, grain, and spices that India has naturally made it just the right fit, considering the input needs of Nestlé. The local production led to a big saving of money and enabled Nestlé to adapt recipes to the Indian preferences. The cost and resource advantages of India, coupled with the technological knowledge of Switzerland, led to the optimisation of the global-local model of production.
Demand Conditions
The Swiss consumers are very specific in terms of premium quality, innovation and nutritional accuracy. The Indian consumers are more culturally sensitive, more price sensitive and more heterogeneous.
This required a lot of localisation of product lines, packaging sizes and flavour profiles. As Nestle could not be globalised in India, it tailored India-tropical products like masala-flavoured noodles or small sachets priced low (Stimson, Roberts and Stough, 2020). The Swiss dietary habits could not be unceremoniously imported; Nestlé had to seriously study the Indian food culture before it would succeed.
Supporting and related Industries
Switzerland also enjoys suppliers who are very technologically advanced. India has a very big but disintegrated association of small-scale farmers and suppliers. This required Nestle to make backward integration or farmer support programmes and local logistics fortification investments (Stimson, Roberts and Stough, 2020). It took the establishment of components of the ecosystem to enter India. In the long term, the supplier development activity of Nestlé enhanced consistency in quality and developed better clusters of suppliers around the factories of company.
Strict Strategy, Structure and Competition
Quality, innovation, and decentralised decision-making are of importance to Swiss firms. Competition in India is price-based and relationship-based, and is very dynamic. The decision of Nestle to venture into India meant the integration of Swiss quality expertise and the Indian frugality and responsiveness (Ateljević, 2023). Local rivals are quicker, more cost-effective in innovation and are located nearer to informal markets. Nestlé needs to change its organisation to enable quicker decentralisation, malleable pricing policies, and regional portfolios. The Indian competitive environment compels Nestlé to be nimbler as compared to Switzerland.
[bookmark: _Toc215351825]5. Critical Discussion and Recommendations: Adjustments in Standard Operating Procedures (SOPs)
In the case of a transnational organisation like Nestlé S.A., which is functioning successfully in such emerging economies as India requires constant changes in its Standard Operating Procedures (SOPs) are required. As the previous discussion of the OLI (Ownership, Location, Internalisation) factors and cultural dimensions has shown, the strengths of Nestle in terms of ownership, such as brand equity, R&D capability, and financial resources allow the company to take over the global food industry, but its future success in India will be determined by its capacities to incorporate the local responsiveness, cultural sensitivity, and sustainability into its activities.
1.Enhancing localisation and inclusive value creation in the supply chain.
2.Incorporation of the cross-enterpreneurial human resource management (HRM) into the SOPs.
3.Digitising digital sustainability and ethical compliance mechanisms.
[bookmark: _Toc215351826]Adjustment 1: Deepening Supply Chain Localisation and Inclusive Value Creation
Dunning, in his OLI model, where location advantages influence the choice of an MNE location to invest, includes resources available, access to markets, economies of scale, and so on (Isenhour, 2017). The location strength of Nestle in India is huge because of the large agricultural base of the country, cheap prices of production costs, and a big consumer market. Nevertheless, cultural analysis also demonstrated that Indian consumers like local products, which are trustworthy and affordable. Thus, in order to leverage the potential in India, Nestlé should change its SOPs to increase the level of local supply chain integration and value creation based on communities (Skordili and Kalfagianni, 2018).
Recommended SOP Adjustment:
1. Nestlé ought to come up with a formal Localised Supply Chain and Rural Partnership SOP, which will aim to ensure that farmers, suppliers, and small-scale distributors are incorporated into their value chain (Skordili and Kalfagianni, 2018). The amended SOP must contain:
2. Establish capacity building programs among the smallholder farmers by training them in sustainable agriculture, quality control, and productivity improvement.
3. Open up decentralised procurement centres in order to minimise the transportation expenses and maximise sourcing effectiveness.
4. Use mobile-based solutions to bridge local suppliers to the procurement systems of Nestlé, which will have real-time information about the crop yields, quality, and payments.
Nestle has already undertaken some strides in India with its model of Nestle Milk District that involves more than 100,000 dairy farmers in Punjab and Karnataka (www.hbs.edu, 2020). This program offers training, veterinary services, and market access, thus enhancing the quality of milk and farmers' earnings. Nonetheless, this program is still confined to some areas.
[bookmark: _Toc215351827]b. Adjustment 2: Embedding Cross-Cultural Human Resource Management (HRM) into SOPs
The cultural analysis showed that Switzerland had major differences with India in terms of power distance, which was low in Switzerland and high in India, with a collectivist society (Budhwar, Schuler and Sparrow, 2009). These cultural differences influence the leadership, communication, and approaches to making decisions in the operations of Nestlé India. Although Nestle has a considerable number of local workers (more than 7,500 workers, 99 per cent are Indian), there are still some expatriates in the top management, so there is some friction in communication and motivation.
Recommended SOP Adjustment:
Nestlé ought to implement a Cross-Cultural Integration and Leadership Development SOP that inculcates cultural flexibility in the recruitment, training, and leadership appraisal system. The SOP should include:
1. Compulsory training of the expatriates and Indian managers on communication norms, conflict management, and cultural empathy (Dessler, 2015).
2. Instituting leadership programs to promote the rise of local managers to high positions, with a balance between global and local knowledge.
3. Establish two-way communication solutions (e.g., voice of India forums) to receive employee input in the country regarding workplace policies and product innovation.
Nestlé has been able to conduct such initiatives in other markets. As an example, it introduced the Leading the Future program in China to train more than 3,000 local leaders on cross-cultural management (Dessler, 2015). This model would be applicable to India and enhance the internal unity and decrease the cultural tension.
[bookmark: _Toc215351828]c. Adjustment 3: Institutionalising Digital Sustainability and Ethical Compliance Systems
The OLI framework focuses on internalisation benefits, which occur when a company has control over proprietary systems to protect quality and ethics. Nestle should intensify ethical or sustainability control in emerging economies, which have different regulatory implementation and environmental governing policies, such as India.
Nestle ought to launch a Digital Sustainability and Ethical Governance SOP into all its operations in India, with technology-related monitoring and reporting systems. Key elements include:
4. Create a real-time dashboard to track the environmental performance features like carbon emissions, water, and waste management (Aigbavboa, Oke and Israel Akinradewo, 2025).
5. Adopt blockchain technology in the process of ensuring the source and ethical practices of raw materials, especially cocoa, milk, and coffee.
6. Collaborate with local NGOs and auditing companies to independently verify the sustainability reports and release the annual performance information.
The Net Zero Roadmap targets by Nestlé will consider the reduction of carbon to zero by the year 2050, and by half by the year 2030. The company in India has cut down on water consumption per tonne of production by more than 25% and in the past 10 years, it has turned 75% of packaging materials into recyclable materials (Hyun et al., 2025). But there are still sustainability issues, plastic waste management, and ethical sourcing.
After implementing digital sustainability reporting in SOPs, Nestle India will be able to attain more control and transparency in its operations. Indicatively, the digital milk collection system in Moga, Punjab, has already been implemented in the company, and it involves electronic testing and payments to achieve fairness and accountability. This model, when expanded nationwide, would improve traceability and consumer trust.



[bookmark: _Toc215351829]Conclusion
Nestlé S.A., being one of the largest and most diversified transnational corporations in the world, has been a model of the opportunities and the challenges of operating in international markets. This report has analysed Nestlé's international operations in the context of the OLI (Ownership, Location and Internalisation) model and cultural differences, with special emphasis on its involvement with India as one of the emerging economies. Nevertheless, it was also discovered in the study that not only economic or operational power is needed to succeed in new marketplaces such as India, but also the capacity of Nestlé to adapt its global strategies to the local cultural, social, and institutional realities. To attain long-term sustainable growth, Nestlé should keep on changing its Standard Operating Procedures (SOPs) to fit the dynamic environment of India. This report suggested three essential changes, which were to strengthen the local supply chain integration to make it more responsive and be trusted by the community, to institutionalise the digital sustainability systems to facilitate ethical transparency between the Swiss and Indian managerial values, and cross-cultural human resource practice.
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