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1. Introduction
[bookmark: _GoBack]The report provides a critical analysis of the international business strategy of Nestlé in terms of its expansive operations in Chile, the emerging economy of Latin America. It analyses the ways Nestlé, as a transnational company globally, can use its ownership capabilities, location-specific advantages and internalisation benefits in the light of the OLI framework in making market entry decisions. The report also compares cultural differences between the Switzerland where Nestlé is located and Chile based on the Hofstede dimensions, evaluates the impact of these differences on the consumer behaviour, organisational behaviors and marketing strategy. Moreover, the report determines the major advantages and obstacles related to the global operation of Nestlé, as well as suggests strategic changes in the Standard Operating Procedures (SOPs) to guarantee successful adjustment in the Chilean market. Generally, the analysis is a combination of theory and practice to aid successful international expansion.
2. Benefits and challenges of international operations
2.1 Why Nestlé is an MNC or TNC
The presence of Nestlé is highly recognised as one of the primary Multinational and Transnational corporations in terms of its extensive global presence, decentralised structure of the organisation and cross-border value-chain integration. It has operations in 185 countries and has a portfolio of more than 2,000 brands, such as Nescafé, KitKat and Maggi, that serve billions of people across the world (Nestlé, 2025a). Nestlé operates 337 factories in 75 countries, which makes the company the largest food-producing company in the world with respect to revenue and distribution (Nestlé, 2025b). The transnational nature can be seen in its strategy of glocalisation, whereby the global brands are localised in terms of taste without compromising the global standards. The decentralised form of decision-making is achieved through regional headquarters, with the assistance of R&D centres in Switzerland, China, Singapore, Brazil and the United States, allowing transfer of knowledge across borders. All these attributes of global operations, decentralised management and creation of value on a cross-border scale entrench Nestlé as an MNC and as a TNC.
2.2 Nature of Nestlé’s Global Operations 
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Figure 1: Value Chain Analysis
(Source: Self-created)
Nestlé has one of the most comprehensive global value chain networks in the world, which is advanced with its research and development division in R&D centres that promote innovation in nutrition, packaging, and food science. It has over 165,000 farming partners around the globe that guarantee quality access to coffee, cocoa, dairy, grains, and other important inputs in the form of long-term and sustainable relationships (Nestlé, 2025). The system of production used by Nestlé consists of more than 337 factories in 75 countries, which allows the company to produce products efficiently and locally, as well as deliver them to the market much faster (Nestlé, 2025b). Outbound logistics have been enhanced globally through digital tracking, regional distribution centres, and excellent relations with retailers and distributors. The global branding and local market adaptation through digital marketing and customer insights drive sales. Nestlé has a strong financial basis in terms of global revenues, diversified markets, central treasury operations and sustainability investment in ensuring long-term stability and growth.
2.3 Entry Modes Used by Nestlé
Nestlé has spread to 185 countries with an eclectic combination of international market entry modes that mirror its long-term globalisation strategy, supply chain needs, and host country regulatory environment (Nestlé, 2025a). The company has strategically used foreign direct investment (FDI), wholly owned subsidiaries, acquisitions, joint ventures, licensing, and exporting, based on conditions in the market and company objectives.
Greenfield Foreign Direct Investment is one of the most remarkable entry modes employed by Nestlé, especially in emerging markets, whereby the company establishes manufacturing facilities to ensure that quality, production standards, and supply chain integration are in place (Zhao, 2025). An example is Nestlé, which has opened factories in India, China, Brazil, the Philippines and African nations under the Greenfield investments to localise manufacturing, cut down on the transportation expenses, as well as to make the products fit into the local taste of consumers. Greenfield FDI is also reinforcing the sustainability pledges of Nestlé through minimising supply chains and minimising imports of materials.
Nestlé has another significant entry mode in the form of acquisition, which has been widely applied in North America, Europe and Latin America. Some of the key acquisitions are as follows: acquisition of Ralston Purina to strengthen its pet care business unit, acquisition of Gerber in the United States to dominate the baby food market, and acquisition of a Chilean EMC firm ( Empresas Carozzi partnership products ) to expand in the packaged food market in Latin America (Nestlé, 2025c). Acquisitions enable Nestlé to gain quick access to an established distribution system, brand awareness and local market experience.
Joint ventures are also widespread, particularly in local markets where it is useful to have a local partner to work through a regulatory environment or cultural complexity. Examples in the past involve the joint venture of Nestlé with Coca-Cola in the production of ready-to-drink beverages, as well as joint ventures in the production of dairy in China and Southeast Asia. Such partnerships facilitate a joint risk, local experience and increased market penetration.
Moreover, Nestlé also has employed licensing and franchising in some of its product lines, particularly the beverage and food services, where local affiliates manufacture or market Nestlé brands on contractual terms (Baker et al., 2021). Exporting has a smaller role to play, though it still applies to premium or specialised products that are produced within certain regional centres.
Under these modes, Nestlé is mainly using Foreign Direct Investment as the leading entry strategy, especially through wholly owned factories and acquisitions. This leadership is a manifestation of how the company also requires a high quality control, adaptation of products, as well as long-term integration of global supply chain factors that they cannot fulfil, as well as through an export or licensing system. FDI, thus, is the very process through which Nestlé maintains its status as the largest food and beverage company in the world.
2.4 Key Benefits from International Operations
Global scale drives revenue and profitability
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Figure 2: Revenue of Nestlé 
(Source: Statista, 2025a)
Nestlé has a large and diverse consumer base due to its operation in the global market. In 2023, the company reported group sales amounting to CHF 91.35 billion and underlying trading operating profit amounting to CHF 14.6 billion in 2024 shown in Figure 2 and Figure 3 repectively (Statista, 2025b; Statista, 2025b). 
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Figure 3: Operating Profit of Nestlé in 2024
(Source: Statista, 2025b)
Through product distribution in most geographies, Nestlé is no longer reliant on one market, thus levelling volatility due to economic crashes in regions, currency variations or changes in regulations. This is a core strength in its multinational presence in the form of diversification into markets.
Economies of scale & operational efficiency
Nestlé has an integrated global supply chain, hundreds of factories across the world, and uses this to reduce the unit cost by buying in bulk, using efficient logistics and standardised production lines. Its worldwide approach, known in-house as the Nestlé Virtuous Circle, is intended to establish efficiencies in operation, which in turn finance investment in brands and platforms of growth (Nestlé, 2025d). These forms of cost efficiencies also enhance margins in addition to generating the financial flexibility to invest in innovation, marketing and sustainability, which strengthens competitive advantage across borders.
Product and brand diversification across categories and markets
Nestlé, as an international corporation, enjoys the perks of having a diverse product range in the form of coffee, dairy, nutrition, pet-care, bottled water, ready-made meals, and others (Nestlé, 2025b). Due to the varying dietary needs and demands of different markets, Nestlé will be able to localise their products, which will be advantageous to the company in the face of glocalisation. This is less risky, such that a fall in demand for one product or region could be compensated elsewhere. Their R&D network all over the world helps them to be innovative and adapt to different consumer markets.
Supply-chain resilience and sustainable sourcing
Nestlé has the ability to operate in a global market because this helps the company to obtain raw materials in various regions, and this has lowered the reliance on a particular supplier or region. The company engages actively with the local communities in agriculture, such as enhancing the value chains of cereals and grains in countries such as Nigeria by forming partnerships with farmers and training them (Nestlé, 2023). This type of diversified sourcing enhances the resilience of the supply chain in case of climate, regulatory/market disruptions, and allows sustainable, ethical sourcing practices that contribute to viability over the long term and brand reputation.
Innovation and R&D advantages
The global R&D network of Nestlé allows combining the knowledge, research skills and resources of all countries, promoting the creation of new products, enhanced production processes, eco-friendly packaging, and nutritional innovations that can be globalised (Malek, Yang and Dhelim, 2024). This standardised but universalised R&D is based on the fact that it shortens the product development process, minimises duplication and ensures uniformity in the quality of products across different markets, which is a great plus as compared to the fragmented country-by-country research process.
3. OLI Analysis for Nestlé Entering Chile
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Figure 4: OLI Framework
(Source: CFI, 2022)
3.1 Ownership Advantages (O)
As a company, Nestlé has ownership benefits that lie in its size, brands and research and development power. With 75 nations and approximately 337 factories (Nestlé, 2025b), the company has a solid experience in production and distribution since it operates in 185 countries (Nestlé, 2025a). It also holds more than 2,000 brands in seven product lines, such as Nescafé, KitKat, Maggi and Purina, all international brands with a high brand equity in Chile (Nestlé, 2025a). The R&D organisation of Nestlé is the biggest one in the food and beverage sector, and its R&D workforce is approximately 4,100 in 23 offices worldwide, the annual R&D expenditure is approximately CHF 1.7 billion, and it assists the company go on creating when it comes to nutrition, packaging, and sustainability (ASN, 2025). These are proprietary assets that have good competitive advantages in entering and expanding in Chile.
3.2 Location Advantages (L) 
Chile can bring Nestlé a mix of market, production and policy benefits. It is among the top three nations globally in terms of per-capita in terms of sales, and Nestlé has a host of brands. Nestlé's portfolio sold in Chile is locally manufactured, a good indication of a growing but expandable platform. Nestlé has pumped funds into the country, such as over CHF 127 million into a technologically equipped dairy factory in Osorno and later expansions (New Food Magazine, 2025). In 2024, Nestlé declared another CHF 300 million investment within three years to modernise the automation, innovation and food-safety systems at the production lines in Chile (Nestlé, 2025e). The relatively stable macroeconomic environment, open FDI policy and good trade connections with Latin American economies are part of the factors that strengthen the appeal of Chile as a regional manufacturing and export base.
3.3 Internalisation Advantages (I) 
Internalisation benefits are that Nestlé can benefit more when it holds activities in Chile instead of outsourcing. The infant formula, dairy and pet food are high-value products that demand high levels of food safety and quality, which are not as easy to control through licensing as in wholly-owned factories. The dairy factory at Osorno and the Chilean pet-food plant of Nestlé, which the company call one of the most modern in the world, were constructed with considerable capital spending of about CHF 127 million in dairy and USD 120 million in pet food so that they would have advanced technology and stringent quality control (New Food Magazine, 2025). Internalisation of production also safeguards the proprietary recipes, R&D know-how and brand reputation of Nestlé and allows it to integrate its global supply chain and sustainability programmes, including direct work with the local milk producers in its so-called Creating Shared Value programmes.
3.4 How OLI Impacts Nestlé’s Entry Mode into Chile
The OLI factors are highly conducive towards Foreign Direct Investment (FDI) in the form of wholly owned subsidiaries since it is the prevailing mode of entry and expansion by Nestlé in Chile. The benefits of owning provide the global brands, the comprehensive R&D and supply-chain capacity of Nestlé allows it the resources and competencies to execute its own large-scale units and not primarily depend on local licensees or importers. The location benefits of Chile enhance the fact that it is a high-value market to Nestlé and is among the top three countries in the world in terms of per-capita sales, strong local demand, and brands, with the fact that Chile is also a manufacturing centre and Nestlé's Chilean offering is manufactured in the country. Such is the reason to invest in long-term capital projects like the Osorno dairy factory and the introduction of new R&D in Santiago (New Food Magazine, 2025). These benefits of internalisation also bias the firm towards FDI since technology protection, food safety, and integration with global sourcing and sustainability programmes are guaranteed. Therefore, the trend of Nestlé to make frequent investments and expansions in Chile suggests the OLI-based inclination towards both Greenfield and expansion FDI, as opposed to the majority of licensing or straightforward export.
3.5 PESTLE Analysis
Political
Chile is among the most successful and stable countries in South America (BBC, 2023). Chile has the 3rd position among 32 countries in Latin America and the Caribbean on the WJP Rule of Law Index 2023 (World Justice Project, 2023). Chile has 35 trade agreements with 64 countries, which makes the country access the world market (International Trade Administration, 2023). Multinationals are drawn by its pro-business environment, good democratic institutions and open foreign-investment policies.
Economic
A high-income export-based economy boasting a USD 330.27 billion GDP in 2024 and a low inflation rate of 4.3% in 2024, Chile is also among the countries with the lowest inflation rates in the region, as evidenced in Figure 5 (World Bank, 2024a). It is 2nd in Latin America in terms of economic freedom, which allows it to invest without much instability (The Heritage Foundation, 2023). The mining, food processing, forestry and services are strong industries with good prospects to foreign firms.
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Figure 5: GDP and inflation rate of Chile
(Source: World Bank, 2024a)

Social 
Figure 6 indicates that, in Chile, a populated country of 19.7 million, the urban middle class is growing, urbanisation and high demand for packaged foods, nutrition products, and convenience goods (World Bank, 2024b). Another aspect is a high literacy and better health signs are also registered. The shift of the consumer demand towards more healthy and sustainable products is a good opportunity for companies such as Nestlé.
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Figure 6: Population rate of Chile
(Source: World Bank, 2024b)
Technological 
In 2023, the internet penetration in Chile stands at approximately 90.2% of the population, which is one of the highest in Latin America. The nation is still deploying 5Gs in its network and active mobile connections, implying that some citizens operate more than a single SIM or gadget.
Environmental 
Chile has established a target of 70% of all its total energy usage as renewable by 2030 and committed to achieving carbon neutrality by 2050 (Conley, 2023). Its biodiversity, agricultural production and water shortages affect the food and beverage business. The strategies of recycling, reduction of plastics and sustainable sourcing are regulated and impact multinational supply chains.
Legal
In Figure 7, it is seen that Chile has a strong legal framework in the Latin America region, ranked 35 on the rule of law on the WJP 2023 list (World Justice Project, 2024). The Chilean legislation treats the foreign investors equally, complemented by the good protection of IP and clear business laws. The labour laws provide safety, minimum wage and formal contracts, which influence operations and human resource strategies of companies.
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Figure 7: Chile Ranked by Overall Score
(Source: World Justice Project, 2024)
4. Cultural Differences 
4.1 Cultural Comparison Using Hofstede Dimensions
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Figure 8: Cultural Comparison Using Hofstede Dimensions
(Source: The Culture Factor, 2025)
Power Distance
Hofstede Insights indicates that Chile has a high Power Distance score of 63, with Switzerland scoring 34, which means that the society in Chile is much more hierarchical, as depicted in Figure 8 ( The Culture Factor, 2025). It should have a centralised decision-making process and effective local leadership as opposed to the decentralised Swiss style of leadership. When negotiating entry, as in the case with regulators, distributors or retail chains, Nestlé will require senior executives to be present, as cultures that are hierarchical demand authority figures. According to Cheng et al. (2022), formal communication, respect for titles and roles are required in the Marketing and sales teams. Swiss managers venturing into Chile should not be too informal, as this can be seen as a sign of a lack of respect and leadership. Thus, Nestlé's entry strategy should include a well-organised organisational structure, more transparent reporting and visible leadership to gain trust and legitimacy among the Chilean market.
Individualism
The score of Chile is 49, which is a highly collectivist country, and Switzerland is 79, which is highly individualistically oriented, as depicted in Figure 8 (The Culture Factor, 2025). To enter the market, Nestlé should focus on the relationship-based marketing approaches as opposed to the transactional strategies. In Chile, partnership in business necessitates building trust, long-term interaction and embeddedness into the community, and therefore Nestlé should incorporate the local stakeholders, NGOs and community groups. According to Williams, Escalas and Morningstar (2022), Marketing messages during the launch must focus on family values, social belonging and community well-being, but not individual success, which is a more attractive aspect of the Swiss consumers. The time needed in the relationship-oriented negotiation process can be long, and Nestlé will need to invest more time in building credibility with local distributors and retailers. The market based on collectivism also prefers loyalty programmes and family offerings, and consumption products. Such a difference in culture makes Nestlé undertake the use of a polycentric and locally adjusted entry approach.
Motivation towards Achievement and Success
Chile has a score of 28, which is a feminine culture that appreciates collaboration, modesty and well-being, whereas Switzerland has a 70 score, indicating a masculine culture of performance as depicted in Figure 8 (The Culture Factor, 2025). The entry strategy that Nestlé must adopt in Chile should hence focus on care-based, family-based based and socially responsible brand positioning. Performance-based or aggressive marketing tactics, which are typical of the masculine culture, might not hit the mark. Nestlé ought to package products in terms of emotional cosiness, health, family sustenance, and better living standards. On the inside, according to McGrath et al. (2021), Nestlé should focus on joint leadership and connection development instead of competitive selling goals. Collaboration with the local communities, health programmes and CSR activities will be important in gaining acceptance. Since feminine cultures prefer balance, Nestlé will not need high-pressure sales practices but rather empathy-based communication that will help to meet the values of Chilean consumers.
Uncertainty Avoidance
A high score of 86 in Chile compared to 58 in Switzerland indicates that Nestlé needs to plan an entry mode that is risk-averse, as demonstrated in Figure 8 Like the Culture Factor, 2025). Consumers with high-UAI like brands that they know, are safe, and well-controlled, and Nestlé needs to emphasise the global quality certification, food safety, and high production standards at the initial marketing stage. In the entry stage, Nestlé will be required to submit comprehensive paperwork to the regulators, distributors and prospective partners since the institutions in Chile are accustomed to following the rules and having a clear structure. According to Esposito et al. (2024), the New product launches are not to be radical, using the familiar flavours and packaging to prevent the unwillingness of consumers. Instead, the Chilean markets will not welcome the Swiss preference to flexibility or quick change, Nestlé will have to focus on predictability, consistency and long-term reliability to meet Chilean market expectations.
Long Term Orientation
The low LTO score of Chile is 12, which means that the country has a short-term, tradition-oriented mindset, whereas Switzerland scored 42, which represents long-term strategic planning as in Figure 8 ( The Culture Factor, 2025). To enter this market, this implies that Nestlé needs to emphasise short-term value provision, speedy products and observable short-term gain instead of long-term innovation stories. According to Ali et al. (2022), the Promotional strategies are to emphasise the existing practicability, taste, cost-effectiveness and relevance in the home. The Chilean consumers are sensitive to known products and offerings that have cultural foundations, and therefore Nestlé must offer both well-known international brands and those that have been adjusted to the local context. Long-term policies like sustainability promises or incremental innovations should not be part of the market entrance and communicated only when trust has been built. The quality attributes that will be key in creating preliminary consumer acceptance in Chile will be speed, accessibility, and tradition-respecting product lines.
Indulgence
The score of 68 in the Indulgence dimension indicates that Chileans prefer fun, leisure and emotional expression, and is almost similar to Switzerland, which, however, scores higher as seen in Figure 8 (The Culture Factor, 2025). To penetrate, Nestlé needs to focus on those products related to pleasure, family gatherings and feasts like confectionery, ice cream and high-end drinks. Xi et al. (2024) believe that Launch campaigns must be based on emotional imagery, with the focus on happiness, comfort, and moments together. Nevertheless, the expansion of health awareness in Chile is accompanied by the increased indulgence, so Nestlé will have to struggle to walk the fine line between pleasure and responsible consumption by providing lower levels of sugar, portion-controlled and fortified products. This duality demands an entry approach that glorifies flavour and pleasure and indicates nutritional conscientiousness. The use of emotional storytelling and lifestyle marketing will enable Nestlé to gain relevance in the Chilean indulgent consumer culture within the shortest time possible.
4.2 Impact on Nestlé’s Potential for Success
The cultural difference between Chile and Switzerland has severe consequences for the long-term success of Nestlé. The high Uncertainty Avoidance of Chile of 86 makes the propensity to trust, safe, reputable brands very strong, which is to the advantage of Nestlé with its strict quality standards and its image globally. It has a collectivist culture that increases the possibility of products located close to the family, community and shared consumption, promoting the demand of dairy, coffee, and confectionery (Maspul, 2025). The hedonistic culture of Chile is 68 as well is biased towards those preferences associated with pleasure and emotional health. Nonetheless, Nestlé needs to localise its Swiss style of decentralised and competitive style of management to the Chilean higher Power Distance of 63 and feminine values of 28. Localised leadership, culturally mediated communications and robust community engagement strategies, which generate long-term loyalty, are thus the key to success.
5. SOP Adjustments Required for Success in Chile
5.1 Localised Marketing & Product Adaptation SOP
Analysis
The SOPs of marketing applied by Nestlé are structured according to the Swiss cultural characteristics, high Individualism, such as 79, Masculinity, such as 70 and Long-Term Orientation, such as 42 and encourage individualism, performance-driven messages, and innovation (The Culture Factor, 2025). Conversely, Chile has a low Individualism is 49, a high Femininity is 28, and a very high Uncertainty Avoidance is 86 ( The Culture Factor, 2025). These differences in culture have a great influence on product acceptance and effectiveness in communication. Chilean customers are fond of emotionally engaging and family-centric communications and familiar product designs that decrease the perceived risk. This is strengthened by OLI factors, including the benefits of Nestlé Ownership, including brand strength, R&D expertise can tailor products to local needs and Location benefits in Chile, including a developing dairy industry, high retail penetration, and encouraging localised products (ASN, 2025). There are also internalisation benefits that make Nestlé prefer adapting to outsource marketing. In the absence of SOP changes, Nestlé will be exposed to the danger of misaligning brand communication with cultural expectations, thereby it will not penetrate the markets despite high global equity.
Recommendation
Through the EPRG model, Nestlé needs to change its ethnocentric orientation to a polycentric SOP whereby Chilean marketing units are given the freedom to develop culturally oriented strategies. Nestlé ought to codify an SOP that mandates local consumer insight incorporation, which entails taste tests, family-based product tests, and cultural immersion study (Czeglédi, 2025). This makes product adaptation in line with the Chilean cultural characteristics of collectivism and femininity. Messaging SOPs must demand emotional narratives, one that thrives on family togetherness, warmth, celebration, and togetherness, which are important motivators to the Chileans, and demonstrate Nestlé as a global quality, to eliminate doubts. According to Komala et al. (2023), a Quality Transparency Protocol needs to be adopted, which will require transparent packaging, nutritional labelling, and safety guarantees to meet high UAI. Nestlé will need to enable the local teams with the creation of a Chile Brand Council that would allow the company to go with campaigns without approval from the Swiss headquarters. Localisation is facilitated by the ownership, Location is by the demand, and Internalisation is by the quality and consistency. Polycentric SOPs enhance trust, cultural fit, as well as long-term competitiveness in the highly relational and risk-averse Chilean market.
5.2 HR & Leadership SOP Adjustment
Analysis
The Swiss style of leadership at Nestlé is determined by the low Power Distance that is 34, high Individualism that is 79 and high Masculinity that is 70, focusing on autonomy, decentralised decision making and competitive performance systems (The Culture Factor, 2025). The Power Distance is, however, high in Chile, is 63, the femininity of collectivism is high, is 28, and the Uncertainty Avoidance is extremely high, is 86 (The Culture Factor, 2025). These variations also influence the manner in which employees perceive authority, communication and motivation. The Chilean employees require well-organised direction, observable leadership, people-centred management and routine work. OLI also supports the necessity of SOP changes, the Ownership benefits of Nestlé's business need to be harmonised within the company to secure the global brand pride. Location advantages give preference to the relational leadership, Internalisation advantages demand alignment of the cultures internally in order to ensure steady operations. Unless the HR SOPs are adjusted, Nestlé may become disconnected as an organisation, less engaged, and unable to effectively realise its operational standards in Chile. Thus, the changes in leadership and HR SOP are essential to continue the successful local operations.
Recommendation
Under the Contingency Leadership Theory, Nestlé ought to reformulate the HR and leadership SOPs to suit the cultural requirements of Chile. SOPs are required to ensure structured managerial communication that is specific in terms of role definition, step-by-step instructions and frequent feedback cycles that would be required in high UAI environments. To fit the culture of Chile, a Team-Based Performance Evaluation SOP should be implemented, where the focus is not on individual competition, and Nestlé focuses on the collectivism and feminine culture of the country (Marwiyah, Maksin and Queennensa, 2025). Relational behaviours as empathy, coaching, and participative decision-making, have to be included in leadership SOPs. According to Kanstraren and Suutari (2021), Nestlé is recommended to institutionalise the use of Cross-Cultural Leadership Training among expatriates to help it prevent potential discrepancies between the Swiss egalitarianism and the Chilean hierarchical expectations. Internalisation logic embraces the focus on local leadership pipelines. Nestlé is to recruit and promote Chilean managers to improve the legitimacy and the cultural fit. Such changes are in tandem with the contingencies in leadership behaviours with situations and culture. Through these SOP changes, Nestlé will gain employee confidence, organisational unity, and productivity, which will directly contribute to its operational performance and long-term investment in Chile.
5.3 Supply Chain & Sourcing SOP Revision
Analysis
The Nestlé regulations of global supply chains are focused on accuracy, efficiency, decentralisation of logistics, and technologically motivated aspects of control that are oriented to the Swiss cultural standards. Nonetheless, the situation in Chile is different, including high Uncertainty Avoidance, which is 86 requires strict compliance, detailed documentation and transparent processes, moderate collectivism promotes relationship-based contracting, and strong Location benefits that create opportunity to source locally (The Culture Factor, 2025). According to the OLI view, the benefits of the Chile Location are favourable to local production to lower costs and enhance responsiveness, the benefits of Ownership are favourable to introduce global safety standards, and the Internalisation benefits promote Nestlé to retain control over the quality of the local suppliers instead of subcontracting them. Lack of updating of SOPs would lead to the breakdown of efficiency, supplier links and compliance in Chile. Thus, Nestlé needs to restructure sourcing, procurement and logistics SOPs to incorporate culture as well as location-specific operational realities.
Recommendation
Based on Porter's Value Chain Theory, Nestlé should adjust its SOPs in the inbound logistics, operations and procurement to the cultural and locational requirements of Chile. It has to introduce a Local Supplier Development SOP, which provides technical training, capacity-building programmes, long-term contracts, and enhances trust and helps the Chilean business environment, which is collectivist and relational (Busch and Herzig, 2024). To meet the demanding expectations of UAI, Nestlé needs to adopt a Traceability and Compliance Framework that necessitates digital tracking, regular audits and reporting. According to López-Vargas et al. (2024), the redesign of the Logistics SOPs is expected to be centred on flexible routing, regional warehouse buffers and contingent protocols based on the geographic and regulatory limitations in Chile. The Sourcing SOPs must require increased sourcing of local raw materials, dairy, fruit and grains, in order to take advantage of Location advantages and minimise import dependency. Nestlé ought to make an investment in sustainability SOPS, enhancing durability and brand loyalty. These modifications increase value addition at every step of the supply chain, which increases the reliability of operations and allows Nestlé to reap the full benefits of OLI in Chile.
6. Conclusion
The growth of Nestlé in Chile illustrates why multinational companies are forced to walk the fine line between global and localisation to emerge as successful in the new markets. The analysis reveals that Nestle has a good ownership as it benefits its brand equity, R&D and global supply chain, giving it a strong base in its international growth. The favourable location-specific advantages, such as market stability, a high-quality retail system and an increasing consumer base, further assist in enhancing the long-term investment opportunities of Nestlé in Chile. Nonetheless, cultural variations between Switzerland and Chile are evident issues that create consumer expectations, managerial conduct, and communication patterns. The dimensions provided by Hofstede indicate the necessity to adjust the leadership styles, marketing strategies and company operations to the high power distance, collectivist and great uncertainty avoidance in Chile. Combining the knowledge of OLI with the cultural analysis showed that three significant SOP changes were required, namely, localised marketing and product adjustment, culturally consistent HR and leadership approaches, and reinforced local sourcing and supply chain frameworks. These guidelines guarantee the stability of operations and allow Nestlé to act efficiently in accordance with the local standards and institutional environment. Generally, placing the global strengths with the Chilean culture, institutional and market reality, Nestle will be able to increase consumer confidence, organisational effectiveness and long-term competitiveness within the Chilean market.
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Nestlé operates with strong global corporate governance, sustainability reporting and internationally recognised quality systems such as ISO
9001 and ISO 14001, Its global presence in 188 countries enables robust compliance across diverse regulatory environments. Nestié's
integrated digital platforms, global procurement systems and advanced manufacturing standards support operational reliability and reduce
waste. Sustainability frameworks such as Nestié’s Net Zero Roadmap guide emissions reduction and energy efficiency across global sites.

Nestlé employs over 270,000 people worldwide, with strong emphasis on local hiring, diversity, and continuous ups}
Continuous Excellence, programme fosters safety-first cuiture and capability development. HR strategies prioritise community engagement,
talent mobility, and leadership development across regions, contributing to high retention rates and strong employer brand reputation.

Nestlé operates the world's largest food and beverage R&D network, with 23 research centres across continents. Major investments
automation, digital twins, data analytics, and Al optimisation support product development and quality assurance. The company uses loT-
enabled monitoring for predictive maintenance and energy optimisation.

Nestlé runs a centralised yet regionally adaptive sourcing model involving over 165,000 direct agricuitural suppliers. Procurement emphasises
long-term supplier partnerships, transparency, and traceability through programmes like the Nestié Responsible Sourcing Standard.
Sustainable sourcing initiatives ensure ethical procurement of coffee, cocoa, dairy and grains. Increasing use of renewable energy, regenerative
agriculture, and reduces cost and carbon intensity across the supply chai

Nestlé maintains vertically With 344 factories in 76 Nestié uses an extensive | NeStié positions heaith, c:r;:;’::xn
it drine it countries, Nestlé's international distribution | "o s rang ifferentiators, | through digital channels,
‘material flows from s re Sy, network, including Marketing strategies helplines, community
multiple continents. Smart pl 0 Sty Giose | authorised distributors, combine global brand outreach and
logistics pIanNINg, dgital | wae umated oo retail partners, e~ identity with local educational
‘tracking and supplier- uise automated systems. | commerce channels and | ¢, ctomisation. Digital programmes. After-sales
relationship systems e o uation | cold-chain systems. | o umer engagement, | Servioes include retailer
reduce transport delays e GPS-enabled fleet 'oRM systems, loyalty training, product
and fuel consumption. | "o any conrol | management imeroves | rogrammes and data- g guidance and
Enironmentalcontrosand | hesoures ROSUME | acourecy and offSSnCy. | n ngignte arie globel | _tBGhical support for
sustainabilty audits ensure | conaiatency and reduses ging Sales. Strong relationships | Professional customers.
safe and compliant e minimises damage and with retailers, Transparency,
handling of agricultural Ste. Regi supports sustainability supermarkets, online responsiveness and CSR
" . production hubs reduce | goals Distribution hubs initstios strongihen
oreients packaging reliance on imports, e ewtogicaly ocarma | Ptors and sall-scsle Hiativessrangthe
maﬁmi::;m:;" ' mprove spead-to- to serve diverse markets penatration seress reputation.
market, and SUpPOTt COSt it short lead times. "
officioncy. emerging and developed

markets.





image3.png
Nestlé Group revenue 2005-2024

120
1076 1999 1076

985

100
514 9302

944
8972 9216 9161 gg.q gog7 gosg 9144 9257 3

8364 8434 8709

9135

80

60

Revenue in billion CHF

20

2005 2006 2007 2008 2009 2010+ 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024




image4.png
20000

17.500 . y
16,194 ]
15,67615,699 2024

15000 J -
1404714019
13,464 13382136933 57 378913,674

14,633
12,538

12:500 I —

10.000

7500

5.000

2500





image5.png
Internalization





image6.png
350 )

Chile

GDP (current US$) ® 330.27
(2024 billion)

(2024)
o L 330.27
2000 2024 Bi I I ion





image7.png
Inflation, consumer prices (annual 43
%) © (2024)

2000





image8.png




