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Introduction
[image: ][image: ]Nestlé (Nestlé, 1866) established in 1866 is a Swiss international food and beverage company. Founded by (Henri Nestlé, 1814) With operations in over 150 countries, (Nestlé, 1866) provides a wide variety of food from dairy to beverages, sweets, and even water, working and partnering with hundreds of brands such as (Starbucks, 1971) and (Cheerio’s, 1941). It is known for its major global presence and immense brand equity. (Nestlé, 1866)is a consumer-centric company its systematic marketing method focusses on its customers' different wishes and demands. Every business has a marketing process, which is a set of procedures used to advertise its goods and services. These procedures include determining the requirements and desires of its customers, developing a strategy for advertising, setting appropriate prices, and gathering data and feedback.
(Nestlé, 1866)s situational analysis and marketing process entails conducting research in all locations and regions to understand their customers on a larger scale. Smart objectives include competitively priced products that purchasers can reasonably afford. (Nestle, 1866). Promote and market their products through TV, advertisements, stores, and even by teaming with influencers. Finally, this is controlled by gathering client feedback to extend and enhance their products and maintain position in the market.
Situational analysis
Porters Five Forces
Threat of new entrants – As trends in the food and beverage industry are constantly changing new brands are making it their mission to cater to the evolving trends to navigate differentiation. With (Nestlé, 1866)s packaging and distribution being on such a vast scale it makes it difficult for upcoming ideas and brands to gain recognition. (Nestlé, 1866)s Annual average marketing spend of 20 billion ensures brand awareness and consistent sales will be difficult to overtake and will require major investment and will include competition with relevant suppliers, distributors and retailers Making it a Low Barrier
Over decades (Nestlé, 1866)  has built a firm brand  personality and loyalty with its consumers and employees in October 2022 it was recognised as one of the world’s best workplaces by (Great place to work ,1990).With (Nestlé, 1866) having such a wide ethnic diversity it is a brand that is aware that the significance of customer satisfaction plays a vital role in brand loyalty and one of the ways they maintain it is through its marketing strategies. Customers with high satisfaction will be happy and willing to pay extra for the advantages and consistency of their favourite company and this leads to profitability (Shahroodi, 2015).
Bargaining Power of Suppliers – In Some regions (Nestlé, 1866) grows and sources its own raw resources including sugar, cocoa beans wheat and milk and these assists reduce in costs depending on single suppliers. Conversely ,as trends in the food sector require accountability and transparency throughout the supply chain the expense of navigating trusted suppliers climbs up. Established suppliers that focus on specialty products like 100% organic ingredients might hold an edge. (Nestlé, 1866)s palm oil suppliers included (Sinar Mas,1938) an organization accused of turning protected forests into palm oil plantations. Following a scandal in 2010, (Nestlé, 1866) committed to using 100% RSPO (Roundtable On Sustainable Palm Oil) 2023. Authenticating the oil and tracing it back to the plantation turned out to be challenging, and the "(Earthworm Foundation,1999)", a non-profit, was roped in to help. Increased pressure on businesses to purchase responsibly gives compliant suppliers greater authority. This is a Low to medium Barrier.

Bargaining power of buyers – In todays day in age people have become more cautious about their health and nutrition, therefore they expect (Nestlé, 1866) to provide healthy and delicious meals. If a buyer dislikes a certain product, they can easily switch to another brand. Furthermore, because grocery stores now sell a variety of brands, customers can easily switch to another brand if they find better costs or quality elsewhere. (Nestlé, 1866) must be responsive to what customers want and adapt its product strategy to meet those needs. To satisfy customers, (Nestlé, 1866)frequently improves recipes, uses better ingredients, and introduces new flavours. In a competitive market, the corporation does everything possible to keep existing clients while also attracting new ones. This contributes to being a medium to high barrier.

Threat of Substitutes - (Nestlé, 1866) must also address the challenge of alternative products that could replace its food and beverage offerings. Instead of purchasing (Nestlé, 1866)s traditional products, consumers are selecting healthier alternatives such as organic snacks or plant-based beverages. Local cheaper brands also increase competition, making it difficult for (Nestlé, 1866) to differentiate themselves. (Nestlé, 1866) must innovate and focus on generating new goods that engage people and respond to their ever changing desires. Threat of Substitutes is medium to high.

[image: ]Industry Rivalry – (Unilever,1929), (Procter & Gamble,1837) and (PepsiCo,1965) are the key competitors, each with large market share and a diverse portfolio of brands. These companies use their global presence, as well as strong brand loyalty, to maintain a favourable position. This competition drives (Nestlé, 1866) to enhance its products, provide higher quality, and maintain reasonable prices. To draw in customers, (Nestlé, 1866) regularly experiments with fresh concepts, like healthier choices and eco-friendly packaging. The rivalry pushes the firm to create new ideas and adapt to evolving consumer preferences, guaranteeing its position as a key contender in the market. Meaning Threat of Industry Rivalry is High.

Critical analysis and evaluation
 (Nestlé, 1866)s dominance in various sectors was established after this analysis using Porter's Five Forces model.  Initially, the risk from rising rivals is low due to the strength of its brand and products.  Furthermore, suppliers have modest bargaining leverage because there are many alternatives e.g. (Coca Cola ,1982), even though some ingredients are distinct from others.  Thirdly, buyers have significant bargaining power since they may easily switch to other brands.  Additionally, the food and beverage industry confronts a severe threat from replacements. (Nestlé, 1866) has faced several accusations that its market size and influence give it outsized leverage over markets and suppliers, sometimes at the expense of vulnerable communities or weaker competitors. Nutrition, health, and wellbeing are important to (Nestlé, 1866)s reputation and business model, but they also put the corporation to ongoing criticism.  On the one hand, the emphasis on decreasing added sugars, adding flavouring, and investing in changes to products is consistent with worldwide public health expectations that food makers must address consumer well-being. Finally, competition within the industry is severe, making it necessary for (Nestlé, 1866) to continually innovate and keep an edge over rivals. An Advantage of the Porters Five Forces Model is that it focusses on competition and market trends, enabling (Nestlé, 1866) to make better decisions. It also addresses the dangers posed by new entrants and alternatives, which can help (Nestlé, 1866) maintain its competitive advantage. This Model is also useful for analysing the effects of trends like consumer health awareness, digitalisation and sustainability. A disadvantage of this model is that it assumes all rivalry is opposing, It focusses on competition rather than cooperation, which may limit the opportunities for cooperation. Overall, whereas the model provides a strong knowledge, (Nestlé, 1866) should consider its practical obstacles. . A recommendation I would make is for (Nestlé, 1866)to develop new, health-conscious and sustainable products that are difficult for newcomers to imitate. This way Threats of Rivalry entry is reduced. For Bargaining power of buyers a Recommendation I would suggest is incorporating other retailers and providing special products, bundles, or promotions to develop connections with major retail chains making products available to more consumers Which is spoken about in Part 11 Product Movement in (Principles of Marketing, Peter Rogerson(2007).
Conclusion
To Conclude, an analysis of (Nestlé, 1866)using Porter's Five Forces demonstrates that the corporation maintains a strong position in the food and beverage industry.  (Nestlé, 1866)s well-established brand and assets make new entrants a relatively low risk. Consumers have some impact, but they also value having options. Suppliers have minimal power; (Nestlé, 1866) invests in substantial outsourcing. Although the possibility of alternatives exists, it would have little influence on (Nestlé, 1866)s diverse business.  In essence, these aspects allow (Nestlé, 1866)to maintain its dominance in the market and secure profitability. Porter's Five Forces framework provides the analysis required to understand the pressures influencing (Nestlé, 1866)s strategic decisions. As demanding as the pressures are, they also highlight opportunities for (Nestlé, 1866) to capitalise on its distinctive products and drive the company towards long-term value development.
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