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            Introduction
Advertising and marketing are an essential operation of any commercial firm. It is a deep study and knowledge for establishing the relationship for the exchange of management. It is a process of business for making the bond with the consumers and satisfies them with their required demands and needs. Also, the complexity of marketing is increasing day-by-day where company survival is a difficult task with such a competitive environment. For any of the organization, it is important to follow up some of the best processes of marketing that includes market segmentation, a proper marketing strategy, product positioning, ideal target market option, etc. The more loyalty and trust are achieved by the customers by choosing the best marketing mix value that can also assist the retention power of consumers and customers. In a given study, Nestle Company is used for the study of marketing and its relevant objects and elements for a deep understanding of the marketing concept.
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          TASK 1A
Introduction
Marketing is a very important aspect for NESTLE company. All the main phase of the marketing process is described in this section the macro factors of external business environment factors were discussed with the PESTLE analysis process for Nestle. Also, these forces are valuable or not described better in this section (Fan, et. al., 2015).  
Process and stages of marketing including the role of the marketing mix
The concept of marketing is a theory that an organization must follow up to fulfil the customer requirements and wants and also opt for the choices for achieving the needs of the targets. In recent times companies have comprised several advertising thoughts, to market the product in the marketplace. 
The marketing process is important for the clarifying of the targets and also help to identify the business place with future aspects that help with strengthens the strategy of the market. The process for planning strategic marketing also assists with-
Identify and meet the needs of customers with their accurate products and services in the correct place. It provides a clear path for the goals and targets and shows the way to achieve them.  It enables small businesses to compete with large businesses. It let all the stakeholders share the most common objectives and have a basic understanding of the challenges and opportunities of the company (Rajavi, et. al., 2019). It let the market grow in terms of the product lines and share that leads to the best revenue of the market. 
The main phases in the process of marketing include task, Condition analysis, objective, marketing strategy, and execution and controller. The Nestle Company consider these planning process for strategic marketing for settle down the objectives and targets and analyse the internal and external business environment elements, planning for the goods implementation of progress and tracking of the progress. 
Nestlé’s prime task is dedicated to making good food products for all the categories of the human being.
Based on Condition Analysis, Nestles’ competitive advantage is determined with its assurance for a better understanding of the needs and requirements of customers.
Company depends upon the loyalty and trust of the brand so the Nestle is using this as a Marketing Strategy when they launch new food products in the marketplace.  
The main objective of the Nestle Company is to provide good quality food products to the kids, adults and all the age group people. 
For execution and Controller all the food product of nestle accompaniments the other product and work inside the identical environment so that the customer holds up with the brand and it creates loyal clients and customers.
The Nestle Company includes the macro factors as an external factor and works accordingly. The impact of this macro business environmental factor can be analysed with the help of PESTEL analysis. The various factors include in this PESTEL analysis are: political, economic, social, technological, legal and environmental. 

	Political
	The political factor analysis of Nestle helps the company to let them know more about the legislation and regulations. It also represents the impacts of political analysis in the functioning of the business of Nestle.  

	Economic
	The economic factors such as the crisis in finance etc. would also affect the operation and functioning of Nestle. The low economic growth of post-Brexit in UK.

	Social
	The social factors contain the cultural and traditional changes and demographic changes in the nation that have an impact on the activities of the market and the choices of Nestle business. 

	Technological
	The technological factors contain the revolution and the trending technological changes that affect the promotional and marketing activities and task (Baker, 2016).

	Environmental
	The environment factor like low carbon transition and efficient resource is on-going food and beverages companies that uses the recycled plastic for their bottles packing. 

	Legal
	It includes the laws and legislation for Nestle like “sugar tax” implied by the government of UK that aims to minimize the sugar content by 20% in drinks by 2020.



The Porter’s five force model is necessary to identify and analyse the five competitive forces that shape the industry and assist to determine the strength, weakness, opportunities and threats of an industry. The Nestle Company determine the five forces that are:

	Threats of New Entrants
	Bargaining Power of Supplier
	Bargaining Power of Buyers
	Threats of Substitute Products
	Rivalry among Competitor

	The Nestle Company has been running over a century period. The new entrants must extract a portion of market of Nestle Company to sustain. The Nestle can obtain a significant market share by looking at customer satisfaction and quality of goods.

	It maintains and creates a positive relationship with the dealers. The Nestle Company holds more bargaining power and large buying power. Nestle wishes long-term relationship with their dealers to ensure product quality. 

	The Nestle Company understand the power of Customers and further proceed as per their need’s satisfaction. Also, the company incorporate health and wellness in their products. 

	The Company is surrounded by the substitute goods threats. Also, the competition is tough as similar products as Nestle are available in market. 

	the powerhouse of the food product is the Nestle Company. Nestle continue to try to stay in competition but customer enjoying the product improvement. 



 
SWOT analysis is an important step for understanding the Strength and Weaknesses of Nestle, and for distinguishing both the upcoming Opportunities and the Threats challenge. 
	STRENGTHS
	WEAKNESSES

	The largest firm for food product in the world.
Good capabilities in R&D.
	Immoral claims because of claim of child labor. 
They rely on high food product portfolio.

	OPPORTUNITIES
	THREATS

	The “major breakthrough” permits the Nestle to minimize sugar content in their chocolate by 40%
Assist in high healthy food products growth.
	Digitally interruption. 
Get impacted due to labor flexibility. 



The segmentation of the Nestle includes: a clear understanding about the needs and requirements of the customer group opted. It also shows the effectiveness of the Nestle through place positioning. The segmentation of Nestle is not so similar to other brand s in the market.
Then the market targeting is following up the Nestle segmentation by examining several segments of market on the basis of objectives, size, segments, structure, and resources of Nestle. Nestle dispenses their market target as that hey unique needs.
The Nestle positioning can enhance by producing the goods, services, image differentiation, and channel so that nestle will be in touch with the customers in effective, easy and efficient way that will enhance their market productivity.  
The marketing mix is very important part of the business for its growth and expansion that leads to success. The marketing mix is comprised of 4Ps that is Product, Price, Place, and Promotion (Mohammad, 2015). 
Product- The product can possibly be tangible that have autonomous corporeal existence. And also have an intangible service such as tourism and IT industry. 
Price- It regulates the offerings that the customers are agreeable to give for purchasing the goods. The price or cost can be neither too low nor too high. If the price is low then the seller gets in losses and if the price is too high then the customers get difficulty in affording that product.
Place- The product is retailed in the market and that market is the place. This place must be suitable for customers to get access. The connection network for distribution purpose defines the outlet and shop availability and obtainability. 
Promotion- This is the communication approach through which they provide the complete details for the product and services that is called promotion. It contains publicity, advertisements and personal selling. 
The role of marketing in creating value for customers
The concept of social marketing accepts the position for the market person for having a bigger social duty than easily satisfy the needs and requirements of the customers and clients also they provide with greater value to their customers and clients. 
The concept of social marketing keep the task and activities of Nestle to identify the customer wants and requirements as per the interests of the target and objective of the market as well as the new trend of the market and also they deploy the effective and efficient results to the consumers rather than other competitors in the marketplace that will result in the enhancement of both the individual human being and generally in society. Nestle is leveraging the social media platform for their marketing purpose and potential of invention or leadership. As in today's’ generation, social media is the best way to promote the products and services among the people (Todorova, 2015). 
A Brand can show the industry and represent the way it should be renowned. Branding as a marketing tool is very much significant as it is not only what makes a remarkable brand, but this also allows the consumers and clients to identify what can be the expectancy from the NESTLE. Generally, branding is something that makes the first impression on consumers, so branding is something that makes the manufactured goods stand out of the crowd of the marketplace.
Some of the advantages of branding are outlined below for Nestle that is-
Branding supports credibility- The Nestle Company is measured to be an expert company if it includes the entire clear and recognized brand. If the company has appropriate details and information of their Nestle brand and work as a professional then it appears to be the most famous brand and people would love to buy from the company only (Al-Khateeb, et. al., 2017). 
Branding helps in making the product stand out in the market- A perfect and a good brand that makes the first impression on customers, so branding is something that makes the Nestle product stand out of the crowd of the marketplace.
Leads to customers & referrals- As the customer establish trust and loyalty with the brand as per their quality, they would love to suggest the brand to their known relatives and friends. Customer’s audience is the only source for marketing. 
Customer Loyalty with Branding- Most of the customers are attached and attracted with the Nestle brands that show the similar values of the customer demands and ultimately, they make a bond with them and further the customers get an emotional connection with the Nestle brand (Išoraitė, 2016). 
By using brand strategy, the Nestle brand can enhance their brand image. The recent brand strategy of the Nestle is remarkable as it has been able to take the attention of several consumers and the Nestle is offering the consumers with profitable outcomes and the gainful resultants represent that the recent brand strategy is working well for the Nestle Company. The brand value of Nestle is measured through the market-based brand valuation where they equate the values of other companies which are retailed and evaluate the market price of Nestle. The Nestle Company equate the dealings of the company with other organization’s transactions which include the sale of the Nestle brand, the stock-market quotations, and the company transactions. 
The Nestle brand is using Ansoff matrix strategies that would create several values like diversification and development of the product. This is a very effective approach to develop new goods and services in the marketplace. Ansoff’s strategy is used for equating fresh and present goods and markets. This strategic tool provides the growth of a product in the market using grids and increases the productivity of an organization. The choices to an organization for new products in the new markets are presented. There are different opportunities introduces in NESTLE for this strategic matrix (Kasabov, 2015). 
Stakeholder engagement and their impact on the marketing activities of an organization
A stakeholder is a group that is having some interest in the organization and also having an effect on business and can also affect the business. The chief stakeholders in the typical industry include employees, suppliers, investors, and customers. Nestle have their own stakeholders that are irrespective of their nature, purpose, size, and structure. The stakeholders are considered to be as an entity or person that impact and also get affected by the company’s task. For the business environment, stakeholders are further categorized into two categories that are: Internal stakeholder and External Stakeholder. 
An internal stakeholder states the individuals and groups inside the Nestle Company that will include- Customers, Industry and trade associations, Employees and their respective, Suppliers, Academia, Shareholders and the community of finance. (Fan, et. al., 2015).
Another side, external stakeholders show the external or outsider groups that affect and get affected by the activities of Nestle. Some of the stakeholders of Nestle include: Governments, Communities, reporting agencies, Non-governmental organizations, reporting agencies, and Intergovernmental workplaces.
By exhibiting the general understanding of their workplace and domain that is capable enough to understand is an effective way of communicating with stakeholders. For establishing an operative communication with the stakeholders in Nestle, the correct format must be applied to the correct time with the help of accurate viewers. They can talk about the public affairs, corporate industry affairs, media relations and corporate content and digital. This communication with stakeholders can help in achieving the goals and objectives of the company (Craig, 2015). 
Recommendation
One of the foremost recommendation or getting objective for Nestles must be broken into a various block of market chocolates and they keep competing with another brand that is Cadburys that has 60% of share in the market. So, it is recommended that there is a lot of competition in the market with the Cadbury dairy milk products. So, Nestle needs to work on their food products and enhance their work with good quality to stand alone in the marketplace having their competitive advantage limit be higher. 
Conclusion
It is concluded that marketing is the main key element for the promotion of the Nestle brand that will enhance their growth and expansion for the Nestle brand. Several analyses like SWOT analysis is used for finding the strength and Weaknesses and look up for the future opportunity and the threats occurred. The PESTEL strategy is used for looking for all the political, economic, strategy, technological factors that enhance the development of the Nestle brand. 
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TASK 1B
 
Introduction-
The marketing communication is important for the Nestle brand so that the company can promote the message for their goods and services. The marketing communication is a complex issue that refers to the media and message, for instance, branding, advertising, and direct marketing that needs to deliver for the communication process with the market place. 
Communication
[bookmark: _GoBack]Communication is a simple method for transferring the information and details from one user end to another user end. And the person or group can transfer the information to another group and person. Each process of communication includes one sender and one receiver and a block of message. It seems to be an easy looking process, but communication is a very complex matter (Barnlund, 2017). 
Communication Model
The communication model defines a conceptual model that is used for giving an explanation about the human process of communication. These models are very necessary to understand the concept of communication processing and then develop a communication strategy accordingly. Several communication models are-
DAGMAR Model- It helps in accomplishing of objectives in hierarchy-of-communication leads to the real buying of products and services in marketing. (Oladepo, et. al., 2015).
Advertising Exposure Model- This model assists the ad message as they produce awareness among people, conveying the benefits details, qualities, building brand image, linking the brand with groups and experts and encourages the behaviour of purchasing (Kitchen, et. al., 2015). 
AIDAS Model- used for selling purpose with stages like attention attraction, desire creation, maintenance, interest rate, and the act of customer. (Sukhbaatar, et. al., 2016).
[image: ]
Source: (General Data, 2017)
Levidge and Steiner Model- Assist the long-term impacts of advertisement. For purchasing a new product, a consumer must follow these steps that are: awareness, knowledge, liking, preference, conviction, and purchase
Heightened Appreciation Model- assist the marketer to achieve at advertising approaches as the main attribute or feature must be identified for a specific product. (Assadi, et. al., 2016).
Model of Joyee- highly focuses on three sectors that are: advertising, the behaviour of purchasing, and attitudes of the customer. 
Promotion Mix-
The promotion mix is required in marketing of Nestle brand among the people so that more of the people get to know about the brand benefits. It assists the resource allocation to the clients and consumers by using five ways. These five ways include Publicising, Public relations, Sales advertising, Direct Promotion, and individual selling. The publicising includes the printed ads in newspapers, magazines, TV announcements, radio, etc. sales promotion include incentives cost, contests, display and demonstrations at store. Public relations promote the publicity of the brand and make a positive and good image of the brand such as 50% off, buy one get one free, etc. Direct marketing targets the customers directly that works as per the response of the receiver. Common examples of direct marketing include coupon mailers, letters, and catalogues. Nestle brand includes all these ways of promotion for the better growth and expansion of their food products among the people. 

Recommendation-
It is recommended that for the successful running of the Nestle brand the communication is a vital key component. By having a proper communication process the brand can draw their benefits and show it to the people and also the customer can use these food products with a loyalty and trust factor. The customer must agree and admit the importance of that feature and the advantages linked with that feature. Most of the advertising campaigns are successful when they result in increased usages and represent the positive image of the brand. The advertising is important for changing the attitude of the customer towards the product. The customer attitude defines the positive and the negative response of the customers towards the product and service provided to them. 
Conclusion-
The conclusion is that the Nestle brand has their own communication process by using some communication model that can expand their brand knowledge among most of the people. And rest they have some promotional activities for more expansion and growth of their brand food products. 


[bookmark: _Toc16600651]Conclusion
Marketing is the most vital component for any business and the communication is also an important part for the brands’ expansion and growth by let the people know more about the brand by using several communication models that are settled depending upon several studies that show the working of communication in product and services marketing and these models are very necessary to understand the concept of communication processing and then develop a communication strategy accordingly and use some of the promotional activities that assist the resource allocation to the clients and consumers by using five ways. 
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