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1. [bookmark: _Toc216544516]Introduction 
This report focused on the company Nestlé, its operations, discussions of its strategies in major countries, like the UK, USA, Switzerland, and Saudi Arabia, as well as its internationalisation. As a result, a systematic review has been conducted on its internationalisation to evaluate the advantages and limitations of its multi-country value-chain operations. It further assesses the market-entry strategies through the OLI (Ownership-Location-Internalisation) model, specifically Saudi Arabia as an entry point. The report also critically examines cross-cultural variability between Switzerland and Saudi Arabia and how it affects the strategic decisions of Nestlé. Lastly, it suggests crucial changes to the Standard Operating Procedures of Nestlé to boost its performance in Saudi Arabia.



2. [bookmark: _Toc216544517]Benefits and challenges of international operations 
This section will analyse the global business of Nestlé, including the strategic strengths and obstacles in its operations. It includes the reasons why Nestle is an MNC/TNC, the way it structures the global value chain, its market entry strategies and the main advantages and challenges of doing business globally.
a. [bookmark: _Toc216544518]Why Nestle qualifies as an MNC/ TNC
[bookmark: _Hlk215440214][bookmark: _Hlk215440226]Nestlé is based in Switzerland and markets its products in more than 188 nations. The firm handles the operation of large-scale cross-border operations such as R&D, sourcing, production, distribution, and sales in various continents (Griffin and Pustay, 2020). According to the 2024 Annual Review, the factories are located in numerous countries, 54 in the United States, and 5 in Saudi Arabia. 
[image: ]
[bookmark: _Toc216544713]Figure 1: Nestle
Source: (Nestle, 2024)
[bookmark: _Hlk215440267]Nestlé has operations across the globe, with an international workforce and numerous overseas assets in the form of factories, suppliers, as well as collaborators, making it fit the definition of a multinational company. According to the 2024 report, Nestlé employs approximately 270,000 individuals, and the company has 340 factories in 76 countries (Collinson et al., 2020). Nestle is a multinational/transnational corporation by invests in innovation and knowledge throughout the world, by operating research and product-technology centres worldwide, over which it has control.
b. [bookmark: _Toc216544519]Nature of Global Operations- Value Chain Overview
Nestle is a multinational company with some globalised functions, which are R&D platforms, global sourcing programmes, finance/shared services and brand strategy (Hill, 2023). Its other operations, such as manufacturing footprint, sales and marketing implementation, packaging/portfolio adaptation, and regulatory/compliance operations, are localised.
[bookmark: _Toc216544520]Research and Development (R&D)
Nestle operates one of the largest food and beverage R&Ds in the industry. Its R&D operations is strongly globalised R&D centres in several countries across the globe.  The company annually invests CHF 1.7 bn in research and development, has over 4,000 researchers and 22 research locations and 14 R&D accelerators all over the world (Marrow, 2025). R&D is globalised purposefully. Nestlé also locates science centres where science and practice intersect, such as core nutrition and coffee science centres in Switzerland, and focused accelerators in the U.S. and Singapore (Daniels et al., 2022). This is because these global R&D centres come up with platform technologies, product formulations and nutrition science, which are then localised depending on the local market taste, regulation and ingredient availability. 
[bookmark: _Toc216544521]Sourcing and Procurement 
Nestle procures globally and has an articulated goal in terms of responsible sourcing- 100 % of the key ingredients sourced responsibly by the year 2030 (Frank, 2024). The key commodity programmes, coffee, cocoa, dairy, and palm oil, are operated as global sourcing programmes and regional supplier development (Wild and Wild, 2023). To illustrate this, coffee sourcing is done in Brazil, Vietnam and East Africa, and dairy supply partnerships are conducted in Europe and the U.S, where they provide support to local farmers, including training and productivity programmes to guarantee supply and addition of value at origin (Akinsipe Olasunkanmi, 2021). 
[bookmark: _Toc216544522]Production and Manufacturing 
Production of Nestle is highly globalised. Nestlé has approximately 337 factories, and it operates in 75 countries (Nestlé, 2025). Such factories are also near markets in order to minimise the logistics costs and to meet the local rules. It is both globalised production in the sense of the same manufacturing standards and transfers of technology, but physically localised. Some of the plants in the UK, like the Tutbury coffee plant, are still in operation (Ogedengbe, 2017). The company has several production sites and distribution centres in the US. In Saudi Arabia, Nestlé recently signed a contract to construct its first food production facility in Jeddah, which was announced in September 2024 (Butt, 2024). The investment of approximately 72 million dollars showcases a change in importation supply to local manufacturing in the growth markets (Trend Type, 2024). 
[bookmark: _Toc216544523]Sales, Marketing, and Distribution 
Sales and marketing at Nestlé are mostly localised in terms of tastes and the local media environment. International brand platforms, including Nescafé and KitKat, offer economies of scale and significant sponsorships (Donzé and Pitteloud, 2025). Brand architecture and key campaign creative are centrally positioned with local markets undertaking adaptations, such as pack sizes, flavours, and pricing. In 2024, retail sales declined, necessitating a growth in marketing investment to recover the market (Marrow, 2025). This highlights the strategic significance of the global brand and local implementation. 
[bookmark: _Toc216544524]Financing, Treasury, and Shared Services 
The Nestlé Global Business Services is a significant centralisation of finance, treasury, tax and back-office operations, comprising shared and regional treasury centres. This structure scales and standardises controls, and maximises cash management (Islam, 2022). It enables country subsidiaries to specialise in commercial decisions, whereas finance functions attain efficiency and internal control. 
Nestle creates value through a centralisation of high-value activities such as R&D, commodity-sourcing programmes, finance, moving production and consumer-facing operations near to markets like the UK, USA and Saudi Arabia (Shen, 2022). This global-local hybrid holds scale benefits and allows local responsiveness, which has been a fundamental reason why Nestlé remains a multinational.
c. [bookmark: _Toc216544525]Entry Modes and Dominant Approaches 
Nestlé employs various entry modes to conduct business in foreign markets. The highly diversified method of market entry is reflected in Nestlé selling the products in 185 countries and developing 337 factories in 75 countries (Nestlé, 2025).
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[bookmark: _Toc216544714]Figure 2: Entry Modes strategies
Source: (Mohamad and Asfour, 2020)
	Entry Mode 
	Examples 

	Foreign Direct Investment (Greenfield and Acquisitions)  
	[bookmark: _Hlk215440418]To gain control over production, technology and brand of strategic markets, Nestle commonly employs foreign direct investment- green field plants and complete acquisitions. Examples are new factories and large brand acquisitions like Bountiful, Blue Bottle, and new country acquisitions like Kopenhagen in Brazil (González Alonso, 2022). FDI expounds why Nestle has approximately 337 plants in 75 countries and why the company makes numerous plant-specific investments like the Jeddah Saudi factory, which Nestle announced in September 2024 (Trend Type, 2024).

	Mergers and Acquisitions (M&A)
	Nestlé uses acquisitions as the most widespread and long-term strategy. The corporate M&A page of the company reports tens of deals in the Americas, Europe, Asia, and Africa, such as Gerber, Purina, the U.S. and local bottling and brand acquisitions in the emerging market (Nestlé, 2025). Many countries like the USA, Brazil, India, China, Mexico, Russia, South Africa and Turkey employ acquisition-based entry. (Mohamad and Asfour, 2020).

	Joint Ventures/ Alliances 
	Nestlé relies on joint ventures to distribute risk and pool capabilities. The Froneri ice-cream JV is based in Europe, the Middle East, Latin America and Australia (Pareek et al., 2025). Health-science alliances such as Nutrition Science are organised with 50/50 ownership. JVs can be found in about 10-30 markets, especially in the Middle East, Asia and Europe (Trade Arabia, 2018).

	Licensing/ Brand/ Distribution Agreements 
	Huge licensing projects like the international Starbucks grocery deal enable Nestlé to scale up brands to approximately 70-80 nations without retail outlets (Palalic et al., 2022). In many cases, licensing would be used to expedite growth, and examples of co-manufacturing agreements in Asia and franchising in Brazil show that such agreements reduce capital requirements and tap into regional expertise (Nicula and Nicula, 2015). 

	Export/ Indirect Trade 
	In low-volume or high-barrier markets, Nestlé uses exports, local distribution and selective franchising or licensing (Isola, 2017). This low-cost, low-control route is utilised in many African markets, small island states and other areas of Asia (Edwards and Rees, 2016). 



Dominant Entry Mode
[bookmark: _Hlk215440376]Generally, although Nestle uses a combination of approaches, the company tends to use direct investment and fully-owned subsidiaries where a market has matured. This is reflected in its massive factory network, which comprises 5 plants in Saudi Arabia alone (Trade Arabia, 2018). The company employs joint ventures, alliances, or licencing before scaling up in new or emerging markets where the regulatory structure or distribution is complicated (Ovidijus Jurevicius, 2021). This is a balancing risk and control strategy.
d. [bookmark: _Toc216544526]Key benefits derived from International Operations 
The global presence of Nestlé drives revenue expansions, value creation and risk avoidance through scale, portfolio, local production, and integrated supply chains.
[bookmark: _Toc216544527]Global Scale and Economies of Scale
Nestlé is based in approximately 185 countries and recorded CHF 91.4 billion in 2024 sales (Nestlé, 2025). It sells in the developed markets in the US and the UK, as well as emerging markets in the Middle East as Saudi Arabia. Global brands, like Nescafé, KitKat, and Purana, allow cross-border roll-outs and create incremental sales that increase the turnover and the free cash flow of the group (Bhutoria, 2024).  
[bookmark: _Toc216544528]Cost and Capability Advantages 
High-value capabilities are centralised in international operations. Nestle invests CHF 1.7billion into R&D and operates global sourcing programmes in coffee, cocoa and dairy, and shared-services and treasury hubs help it reduce unit costs, accelerate innovation and secure margins (Frank, 2024). The company has 337 factories globally, and this keeps the production near the demand, thus cutting logistics and trade friction. International procurement offers the firm robust bargaining power on commodities (Cote, 2020). A new factory in Jeddah at a cost of SR 270 million, approximately 72 million dollars, is an example of local manufacturing that achieves a margin and fulfils a regional market (Trade Arabia, 2018). 
[bookmark: _Toc216544529]Competitive and Strategic Benefits 
Global scale provides entry barriers to competitors due to brand equity, breadth of distribution and M&A ability, such as in the US pet-food and infant Nutrition industries (Moura et al., 2015). Product adaptation is fast through central R&D platforms, global platforms, and local SKUs. These advantages allow Nestlé to surpass local competitors and agile competitors in the UK and the US (Site Economics, 2019). 
[bookmark: _Toc216544530]Diversification and Resilience 
Geographic diversification stabilises demand volatility and currency shocks, which are revealed in the financials and dispersing regulatory risk. It also lessens supply interruption through multiple sourcing (Ferdows, 2018). The local production investments, like the Saudi plant, and the partnership with JVs and licences, help mitigate exposure to trade barriers and host market food security (Ovidijus Jurevicius, 2021).
Challenges of international operations
Operating business in international arena is complex and challenging. According to Khitab et al. (2025), one of the major challenges of international business operations is cross cultural differences. Cultural differences in overseas market makes marketing, communication, CRM operations difficult. Besides, national and international regulations make international business operations challenging by prolonging approval and documentations as well as increasing costs of operations (Khitab et al., 2025). Moreover, risk of supply chain disruptions is present in international operations, especially in current geopolitical tensions makes the risk more prevalent (Cecil, 2024). In addition, exchange rate fluctuations can affect input costs and erode revenue and return to investors if currency value of host country declines against home country (Cecil, 2024).  
3. [bookmark: _Toc216544531]OLI Analysis to assess the impact of Nestlé's Entry into Saudi Arabia
This part critically assesses the influence of the capabilities, the nature of Saudi Arabia as a target market, and the motive of internalisation on the mode of entry of Nestlé Kingdom by applying the OLI (Ownership-Location-Internalisation) framework. 
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[bookmark: _Toc216544715]Figure 3: OLI factors
Sources: (Samargandi et al., 2023)
[bookmark: _Toc216544532]Ownership Advantages (O)
Ownership benefits are firm-specific resources like brands, technology, proprietary knowledge, scale and managerial capabilities. These benefits allow a multinational to compete internationally and give Nestlé strong arguments to invest rather than only export (Edwards and Rees, 2016).
Strong Global Brand and Capabilities: Nestlé has substantial ownership-specific strengths, including a well-known international brand name, offering proprietary recipes and patent technologies, extensive expertise in food science and nutrition, and economies of scale in research, manufacturing, and marketing (Ferraro and Brody, 2015). The benefits provide Nestle with a competitive advantage as it enters into the foreign market, like Saudi Arabia, and it enjoys the benefits of its internal processes instead of depending on outsourcing or franchising only (Samargandi et al., 2023).
Financial Strength and resources: The large financial resources enable Nestlé to invest a lot of capital into the greenfield projects. Indicatively, it has entered into an agreement with the Saudi Ministry of Investment to commit SAR 7billion, approximately USD1.9billion, to Saudi Arabia in the next ten years (Nestlé, 2024). Such financial capability encourage greenfield investment or wholly owned subsidiary in target market like Saudi Arabia. 
Organisational and Managerial Expertise: The company maintains advanced global governance, risk and quality control systems. It has the capacity to reproduce high food standards and manufacture quality products in most nations (Islam, 2022). These strengths help us to ascertain that Nestle can internalise a factory in Saudi Arabia with confidence that it would not be compromised on quality, yet do business locally.
Human Capital and Knowledge Transfer: The global network of R&D and employee base at Nestlé allows the company to move knowledge, practices, and innovation across countries (Park et al., 2019). Nestle retains ownership of its core technical and managerial competencies through internalisation of production and integration of local talent, and enhances its ownership advantage (Shen, 2022).
[bookmark: _Toc216544533]Location Advantages (L)
The location benefits emerge due to country-specific resources, such as market size, resource endowment, cost structure, institutions, regulation, and trade regimes, that render certain host countries desirable (Nicula and Nicula, 2015). These qualities render some of the host countries investable. This location factors combined make capital-intensive, near-market production a commercially viable decision in Saudi Arabia.
Strategic Market Potential in Saudi Arabia: Nestlé finds Saudi Arabia appealing due to its rising population, growing disposable incomes, and rising demand for processed and high-quality nutrition products, and its strategic location in the Middle East (Palalic et al., 2022). The long-term strategy of Nestlé involves serving the domestic market of the Kingdom as well as exporting into other markets of the Middle East and North Africa (MENA), assisting in establishing a local manufacturing base (Trade Arabia, 2018).
Government Incentives and Alignment with Vision 2030: The vision 2030 in Saudi Arabia and the industrial policy and aligned to emphasise local food security, food production, as well as industrial diversification (Coyne, 2024). These national priorities are equivalent to the green-field project. The collaboration with the Saudi Authority of Industrial Cities and Technology Zones (MODON) demonstrates that the area is appealing and the government supports the project (Nestlé, 2024).  
Cost and Logistics Advantages: Local production in Saudi Arabia reduces costs of logistics and importation tariffs, as well as lead times. It enhances resilience within the supply chain (Pareek et al., 2025). The Jeddah plant will occupy 117000 sqm and incorporate modern facilities, such as a high-tech laboratory, central warehouse and automated production line.  
Human Capital and Local Workforce: The factory will hire highly qualified and skilled Saudi workers. Recruitment at the local level allows Nestlé to access talent, establish social legitimacy, and establish shared value, which is important in Saudi Arabia (Bhutoria, 2024). The project would generate indirect and direct employment of 3,500 people.  
[bookmark: _Toc216544534]Internalisation Advantages (I)
The internalisation advantage is the benefits received by retaining activities by ways of not using licensing or market contracts. This approach eludes transaction costs, secures tacit knowledge, quality assurance, and aligns complicated value-chain actions (Edwards and Rees, 2016).
Control over quality and Innovation: Nestle can create solely products whose quality, safety, and innovation are closely monitored through internalising production. The facility ownership will ensure that international standards are upheld, which will safeguard the brand (Batschauer da Cruz et al., 2022). The presence of a local laboratory and automated underline indicates that Nestle aims to retain these processes within the company.  
Protecting Proprietary Knowledge: The formulations, technologies, and packaging of Nestlé are rich resources. It is more secure to maintain secrecy than to give a licence for the production to other parties (Griffin and Pustay, 2020).
Reducing Transaction Costs: The total dependence on the external partners, including the contract manufacturers, would raise the costs of the transactions. Nestlé would have to impose quality criteria, negotiate, and control risks in supply chains. Locating production to Saudi Arabia eliminates these expenses and allows the company to vary volumes, product mix and pricing, without third-party restrictions (Collinson et al., 2020).
Long-term Commitment and Learning: The construction of a greenfield plant is a positive indication that Nestlé is committed to Saudi Arabia in the long term. It also enables the firm to understand the local consumer preferences, supply chain partners and the regulatory needs (Daniels et al., 2022). With time, that embeddedness allows Nestlé to work on operations, streamline local sourcing, and integrate further into the Saudi ecosystem.
[bookmark: _Toc216544535]How OLI Influences Nestlé’s Entry Mode into Saudi Arabia
This Ownership, Location, and Internalisation combination explains why Nestle is deciding to enter Saudi Arabia using a wholly-owned greenfield deal-or increase involvement.
Ownership and Internalisation: Nestlé is a strong brand with great research and development, which has its own food technological systems and financial strength, and this makes internalisation an appealing factor (Hill, 2023). The company would rather construct and operate a plant in-house, safeguarding the quality and proprietary knowledge.
Location: Saudi Arabia presents an appealing market opportunity, government assistance via MODON, contribution of the Vision 2030 and various incentives (Samargandi et al., 2023). These conditions render the local production possible and strategically attractive.
Internalisation and Location: Nestle can integrate better in order to match the local conditions by internalisation, such as hiring Saudi staff, filling the lines based on regional needs, such as infant nutrition and Arabic coffee, and utilising the Jeddah plant to cater to the regional demand (Wild and Wild, 2023).
Summary
 OLI analysis indicates that Nestle is endowed with global assets (Ownership), the commercial and policy pull of Saudi Arabia (Location), and the necessity to internalise quality and compliance (Internalisation) that necessitates FDI in controlled sub forms, whether in the form of greenfield or acquisitions. Such a mode provides Nestlé with the highest level of control, an opportunity to use global possibilities, and corresponds to the local opportunities and national industrial policies.


4. [bookmark: _Toc216544536]Cultural Differences and Their Impact on Market Entry 
This section represents a critical assessment of the impact of cultural differences between the country of origin of Nestlé, Switzerland, and the country to which Nestlé is attempting market entry, Saudi Arabia, on the market-entry strategy and success opportunities of Nestlé.
[bookmark: _Toc216544537]Hofstede’s Model of National Cultures 
The Model of National Cultures by Hofstede provides a systematic approach to the study of the influence of national cultural values on organisational behaviour, the success of marketing, style of leadership, and decision-making by consumers (Minkov and Kaasa, 2021). This model will help determine the cultural forces that will influence the operations of Nestlé in the new market.
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[bookmark: _Toc216544716]Figure 4: Hofstede’s Model of National Cultures
source:(The Culture Factor, 2020)
[bookmark: _Toc216544538]Power distance 
When Switzerland and Saudi Arabia are compared, a large cultural distance emerges, and this has a direct reflection on the entry strategy and success of Nestlé over time in the Saudi market (The Culture Factor, 2020). The largest disparity is in power distance. Switzerland has a low score (34) on the dimension of equality, decentralised power, and participatory decision making. With a high score (72), Saudi Arabia embraces hierarchy, centralised power, and rank distinctions. The flat structure, open communication, and autonomy of employees of Nestlé have to be oriented so that they fit the Saudi setting. In that, leaders must be firm and provide a top-down communication to the employees (Huang et al., 2024). 
[bookmark: _Toc216544539]Individualism 
Switzerland is highly individualistic (79), with an emphasis on individual aims, separateness, and self-sufficiency. Saudi Arabia, with a score of 48, has a higher group orientation, which focuses on family relationships and community pressures (Ogedengbe, 2017). Nestle thus has to change the marketing messages of individual success, as was effective in Switzerland, to family health, group cohesion, and social inclusion in Saudi Arabia. Moreover, Saudi operations require team-based decision-making and relationship-based negotiations. 
[bookmark: _Toc216544540]Masculinity (Achievement Orientation)
The high achievement orientation (70) in Switzerland fosters competition, high performance, and status-setting consumption. The lower score of Saudi Arabia (43) depicts a conservative, interpersonal and agreement-oriented culture. Although high-end brands can continue to attract high-income Saudi customers, Nestlé needs to reduce the tone around personal success or competition (Butt, 2024). Rather, advertising must focus on family care, nutrition, responsibility, and community well-being, values which are more consistent with Saudi culture.
[bookmark: _Toc216544541]Uncertainty Avoidance 
Both nations embrace structure and predictability, with Saudi Arabia graded a bit higher. It means consumers and employees there are dependent on formal procedures, explicit rules and risk-averse behaviour (Islam, 2022). The value of this alignment is that Nestlé has its reputation globally pegged on safety, quality, and consistency. In Saudi Arabia, however, Nestlé should focus on certifications, particularly halal, government certifications, and transparent processes. Lax systems or too much flexibility can be regarded as unreliable.
[bookmark: _Toc216544542]Long-term Orientation
Moderate future orientation (42) of Switzerland encourages planning, saving and long-term investment. The lower score (27) of Saudi Arabia indicates a short-term orientation associated with tradition, fast outcomes, and immediate benefits (Donzé and Pitteloud, 2025). Nestle should strike a balance between short and long-term value promotions, affordability, and real impact on communities.
[bookmark: _Toc216544543]Indulgence 
Switzerland is an indulgent society (score 66) in which leisure, enjoyment, and consumer options hold dominance. Saudi Arabia, in its turn, has a score of 14 on indulgence, which shows strong regulation on behaviour, modesty and open consumption (Mohamad and Asfour, 2020). Such a distinction influences the way Nestle adapts its product, promoting confectionery should be understated, and the company must focus on health, nutrition, and strict compliance with cultural and religious norms, especially in advertisements.
[bookmark: _Toc216544544]Other cultural factors 
[bookmark: _Hlk215044669]Whereas Hofstede provides a valuable framework, other aspects of culture, such as religion, population, social culture, communication and other institutional demands, are critical determinants of how Nestle operates and its market potential in Saudi Arabia (Nicula and Nicula, 2015). These aspects give a more comprehensive view of cultural influence.
[bookmark: _Toc216544545]The central role of Islam in daily life 
The most crucial factor in the Saudi Arabian consumer behaviour is likely to be religion. Halal registration, fair sourcing and omission of forbidden ingredients are obligatory. Nestle needs to label everything as halal and make sure marketing does not offend Islamic values, avoiding unsuitable images or messages (Brooks, 2024). Religious holidays such as Ramadan and Eid change demand exponentially. When consumption of beverages, dairy and confectionery peaks, Nestle needs to make changes to their production timing, marketing and product offerings.
[bookmark: _Toc216544546]Demographic Structure and youth-dominated markets 
Saudi Arabia is one of the youngest nations in the world, and nearly 70% of the population is under 35. This youthfulness opens up digital-first marketing, fast-moving consumer goods that cater to the young taste, innovations in convenient foods and beverages. The consumer environment in Saudi Arabia is very dynamic compared to the ageing population in Switzerland (Baker et al., 2020). To access young consumers, Nestle will have to invest intensely in digital engagement, collaboration with influencers, and mobile-based campaigns.
[bookmark: _Toc216544547]Social changes and gender norms
With Vision 2030, Saudi Arabia is undergoing a tremendous change, particularly in the role of women in the workforce. Nevertheless, the cultural expectations of the gender interaction, privacy and modesty still count (Markman et al., 2019). Nestle needs to embrace gender sensitive HR practices and offer working conditions that uphold privacy and cultural values, promote the employment and career rise of women. Marketing should also be critically developed to show a decent gender balance.
[bookmark: _Toc216544548]Social legitimacy and government expectations
The Saudi society is concerned with the reputation of a community, national growth, and state alignment. Nestle should thus also ensure good rapport with government agencies, local employment, Saudization, and user national health and sustainability programmes (Cote, 2020). These operations are indicative of legitimacy and attain regulatory goodwill.


5. [bookmark: _Toc216544549]SOP Adjustments for Ensuring Success in Saudi Arabia
This section is a critical analysis of how Nestlé needs to modify its Standard Operating Procedures to have a successful and sustainable operation in Saudi Arabia. 
[bookmark: _Toc216544550]Linking SOP Adjustments to OLI and Cultural Factors
Global ownership strength- brand equity, R&D capability, quality assurance and production expertise are critical assets of Nestle's entry and growth in Saudi Arabia. High power distance in the country, collectivism, stringent halal demand, and government-based workforce policies, though, require high levels of localisation of the processes (Ovidijus Jurevicius, 2021). The framework of OLI adopted by Nestle focuses on internal control of quality, safety, and supply-chain practices, but it needs to weigh this with the formation of local partnerships, compliance and cultural adaptation (Pareek et al., 2025). Therefore, Nestle will have to establish three general SOP solutions, including product compliance and halal governance, human resource and management practices, and marketing-consumer engagement systems to be successful in the Saudi market.  
[bookmark: _Toc216544551]SOP Adjustments 1: Strengthening Halal Compliance, Local Production Protocols, and Regulatory Integration 
In Saudi Arabia, the level of halal compliance, transparency of the ingredients, and religious compliance are of paramount importance. Uncertainty avoidance is high, collectivism predominates, and religion rules high, so product integrity is not merely a regulatory prerequisite but a socio-cultural imperative (Isola, 2017). The food and beverage industry is one of the most controlled in the area, and the Saudi Food and Drug Authority (SFDA) requires detailed records, halal certification of approved institutions, and constant checking of imported and manufactured products within the country.  
[bookmark: _Hlk215440772]Nestle needs to implement a Saudi-specific Halal Governance SOP, which comprises:  
End-to-end halal certification protocols 
The ingredients, additives, and flavourings should all be sourced through halal-certified SFDA-approved providers (Bin Sunaid et al., 2021). Nestle must introduce a three-tiered halal audit that would encompass the raw materials, production lines, and logistics.  
Localised quality assurance procedures 
The current investments Nestlé has in the factories in Saudi Arabia make localisation of SOPs important. SOPs should indicate the local inspection frequencies, SFDA documentation guidelines, the packaging regulation, such as Arabic first labelling, production date display and Hijra calendar where applicable (Baharuddin, 2020).  
Religious and cultural compliance checkpoints 
The SOP approval cycle must include a religious compliance review board. The marketing copy, package images and product name need a compulsory audit on cultural sensitivity (Nestle, 2025).
Local joint-committee structure with regulators 
Saudi regulators prefer continuous cooperation to responsive compliance. Nestle ought to develop structured SOPs such that regular coordination with SFDA, the Ministry of Commerce and other halal regulatory agencies is a daily routine (Freeman et al., 2021).
Strategic benefits 
The first potential strategic advantage is increased legitimacy and consumer trust, particularly in a high-PDI society, where institutional trust is important. Fewer regulatory hurdles enhance quicker product approvals and new market incursions. With internalisation benefits, alignment ensures that Nestlé maintains tight quality management in the process of developing to respond to local needs (González Alonso, 2022). A higher level of competitive advantage implies that local competitors who do not desire the premium halal standards are on the losing end.
[bookmark: _Toc216544552]SOP Adjustment 2: Localised HR, Leadership, and Organisational Culture Systems 
The high power distance and collectivist culture of Saudi Arabia are a stark contrast to the Swiss focus on flat organisation and individualism. In Saudi Arabia, leaders are supposed to be authoritative, directive, and visible in terms of accountability (Ferdows, 2018). Vision 2030 also sets ambitious targets on Saudization, and therefore Nestle needs to reconcile its favour of centrally developed HR systems with the realities of the local labour market.
High power distance conformed to Leadership SOPs
Reporting lines should have clear hierarchical structures constructed in them. Senior managers should have centralisation of decision-making, preferably with high local social legitimacy (Ferraro and Brody, 2015). Team leaders and supervisors need cross-cultural leadership training adapted to the Saudi setting.
Implement Saudization-compliant recruitment SOPs
SOPs should consider the consideration of Saudi nationals, especially in the areas of supervisory, sales, quality assurance, and administration. Nestlé ought to create a local talent development channel in their global HR SOPs to recruit and advance Saudi workers (Palalic et al., 2022).
Gender-sensitive workplace SOPs
The presence of a female workforce needs to be supported by policies aligned with Vision 2030, such as women-friendly facilities, office design and flexibility in shifts (Shen, 2022). Expatriate managers should receive mandatory gender sensitivity and cultural compliance training.
High-context communication SOPs
Relationship-building, indirect communication, and authoritarian respect should be represented in meetings, feedback systems, and performance evaluations in accordance with Saudi tastes (Park et al., 2019). SOPs must document the relationship-building milestones with distributors, government, and large family-owned retailers.
Strategic benefits 
The first strategic advantage is better organisational legitimacy critical in a hierarchical and collectivist society. Regulatory congruence will be higher, denoting adherence to Saudization objectives. Employee satisfaction and retention will be increased with decreased training and turnover expenses (Coyne, 2024). Leader-employee alignment will be better, enhancing performance and goal congruity.
[bookmark: _Toc216544553]SOP Adjustment 3: Localised Marketing, Brand Communication, and Consumer Engagement Systems 
The collectivist economy, low levels of indulgence, great religious focus, and young demographics in Saudi Arabia require a significantly different marketing style in comparison with the Swiss or Western. In spite of its global brands and research and development advantages, Nestlé requires reforming its SOPs to align with the Saudi cultural, digital and regulatory realities (Samargandi et al., 2023). The internalisation theory supports this change, indicating that strong control over brand messages maintains cohesiveness and protects the company against cultural blunders.
Culturally grounded marketing approval SOP
All advertisements will have to undergo three stages of approval, namely, cultural screening, religious screening, and regulatory screening. The messages ought to focus on family peace, community well-being, nutrition and socially responsible consumption (Nestlé, 2024). Any visuals that might be considered obscene or indecent, like particular touching or particular clothing, should be filtered automatically.
Ramadan and Eid seasonal marketing SOP
SOPs must define custom product packages, exclusive packaging, seasonal flavours, and seasonal deals. Distribution and production documents should match foreseeable Ramadan consumption spikes (Batschauer da Cruz et al., 2022).
Youth and Digital-first engagement SOPs
Given that smartphone penetration is more than 90 %, Nestle needs to incorporate insiders, social media posts, and being able to offer promotions in apps directly into its marketing SOP templates (Minkov and Kaasa, 2021). The SOPs ought to establish guidelines on how to engage micro-influencers, localise content and have digital consumer-feedback loops.
Marketing segmentation and price adaptation SOPs
SOPs must differentiate between urban, affluent expatriate communities and value-sensitive populations. Affordable SKUs and family-sized value packs should be made with the local production cost savings to middle-income consumers (Huang et al., 2024).
Strategic benefits 
The first strategic advantage is the culturally relevant brand image that gains consumer credibility and emotional attachment. Additional yields are increased market penetration with Ramadan-oriented strategies and online activity (Brooks, 2024). Another benefit is lowered reputational risk, which is crucial when social media is used to propagate cultural gaffes. Lastly, this will lead to better competitiveness, particularly in competition with local or regional brands with a strong cultural positioning.
[bookmark: _Toc216544554]Integrated SOP Transformation for Saudi Market Success 
The key to Nestlé's success in Saudi Arabia is shifting its internal capabilities to the cultural, regulatory, and social context of the Kingdom. Authenticity and consumer trust are developed by strengthening the halal and regulatory governance (Baker et al., 2020). The redesign of HR and leadership SOPs enhances organisational alignment and compliance. Marketing SOPs localisation guarantees market penetration and cultural resonance (Markman et al., 2019). These three modifications, based on the OLI framework and the cultural analysis, allow Nestlé to retain its global standards and adapt operations to the Saudi expectations to increase the long-term competitiveness and viable growth.
6. [bookmark: _Toc216544555]Conclusion 
This report critically analyses the international market entry issues of the company of interest, the strategic implications of the OLI framework and the cultural forces between the home country of the company and the selected emerging economy. It demonstrates that ownership interests, location attractiveness, and internalisation pressures determine entry modes, whereas great cultural distance reflected through Hofstede dimensions affects communication, negotiation, management, and operations. The suggested SOP changes include culturally adaptive leadership, compliance-based governance, and custom customer interaction to guarantee long-term prosperity. On the whole, the results emphasise that a designed, culturally sensitive, and strategically keen market entry approach is principal to achieving a sustainable competitive edge in the new economy.
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