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[bookmark: _Toc120102746]Introduction
Marketing is the study and management of relationships of trade. Establishing customer relationships and addressing their requirements is what is known as marketing in business. One of the most crucial facets of corporate management is marketing, with its client-centred approach. Since the first cases of Covid-19 were discovered in January 2020, the pandemic has devastated economies and businesses all across the world (Cover et al., 2021). This report has been prepared in the context of Nestlé and looks at how the pandemic has affected the manufacture and sales of devices. The global epidemic has negatively damaged its bottom line in numerous areas.
This report has provided an overview of the role of marketing in providing customers value. PESTEL and SWOT analysis have been used in this study to analyse the internal and external surroundings from a macro viewpoint. The report's final part also provides a succinct summary of its conclusions and suggestions.











[bookmark: _Toc120102747]Explanation of the process and stages involve in implementing the marketing activity
[bookmark: _Toc120102748]Marketing Overview
Marketing is defined as the activity performed by businesses to encourage the purchase and sale of goods and services (Lamb et al., 2012). The marketing process is a method for creating value for consumers in order to meet their needs. It is a series of acts and responses between the business and its clients. According to the concept of marketing, a company's goal should be to determine ways to satisfy consumers' unmet needs with the products and services they offer. The mission and objective of Nestlé are as follows; 
Mission: The company's mission is to enhance the quality of life by providing better products
Strategic Objective: The strategic objective of Nestlé is to offer superior products to capture more value from customers in the post-covid period. 
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Nestlé's marketing strategy, which consists of five main pillars, is centred on developing and showcasing expertise in nutrition, health, and wellbeing. With the help of this strategy, individuals will be able to live happier and healthier lives. In the post-pandemic scenario, the objective of the firm is to offer cutting-edge products that are also affordable to a wide spectrum of clients, regardless of where those customers may be situated in the world.
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It is a collection of methodologies used by managers to analyse an organization's internal and external environments in order to understand its customers and commercial surroundings (Tsalikis and Fritzsche, 2013). To tackle the challenges of post pandemic period, Nestlé must make a thorough situational analysis. 
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Control is a crucial part of the marketing stage. The results of the study and the scenario planning might lead to new marketing strategies and methods being implemented by Nestlé in order to promote its products and services. Nestlé was forced to adjust its marketing mix approach as a result of the sudden change in global economic conditions brought on by the epidemic. Small adjustments to Nestlé's current advertising messaging can have a major impact (Byford, 2021). Due to the global economic situation, the company has unique challenges in the development of its premium products. 
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The company's marketing efforts need careful thought since certain factors remain constant while others change rapidly during a pandemic. With Nestlé, the marketing campaign does not end when the product does. A key to the company's future success will be its ability to monitor market trends and make adjustments as needed to better meet the needs of its clientele.
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Marketing plays the biggest role in creating customers' value. Because they are the ones who ultimately buy the goods and services being marketed, customers play a crucial role in the marketing process (Berman, 2016). Value to the customer is what the customer anticipates receiving from the product at an acceptable cost. Customer value, in its simplest form, is the estimation of a product's worth in relation to its alternatives from the customer's point of view. Companies like Nestlé, which plans to tackle the challenges of the post-pandemic situation, know full well that building positive consumer attitudes toward their wares is crucial to making a profit.
An organization's marketing efforts are instrumental in generating customer value. The creation of customer value typically entails the following five steps. The first step is to understand what drives the value for the customer. Market research aids businesses in assessing the macro and micro environments to gain insight into what customers want and how to best meet their needs. Second, catering to consumers' wants and needs is crucial. A company would be hard-pressed to function without marketing. It will aid Nestlé in developing plans in the pandemic situation. The third step is to determine which customers and market segments will yield the greatest profit for the business. This is accomplished by utilising the information gleaned from the first two steps to pinpoint the types of people most likely to buy the company's wares. With the help of various promotional activities, Nestlé uses a variety of channels to get their products in front of potential buyers. Advertising the availability and benefits of a company's wares are known as promotion. It can advertise in a variety of places, such as newspapers, radio stations, television channels, and online social networks. In order to get its products in front of customers, Google is known for using a hybrid marketing platform. Advertising for a company's Google Pay products appeared on television, radio, and social media all at once. Providing products at the best price to customers is the focus of the fourth stage of value creation, which is designed to make customers feel like they came out ahead in the transaction. To determine an organization's pricing strategy, marketing analysts must analyse market trends and the prices of similar businesses. The marketing department sets prices after considering a number of factors, including the cost of materials, the expected profit margin, supply and demand, and the quality of the product. The final step in customer value creation is maintaining regular contact with customers to strengthen relationships on both sides. When a business engages in various marketing activities, it gains a better understanding of its loyal customer base and, in turn, is better able to meet its needs by offering a wider variety of products and services.
[bookmark: _Toc120102754]Impact of Covid on the External Environment of Nestlé 
The external environment plays a crucial role in the performance and profitability of a firm. Like other firms, the external environment of Nestlé has also been affected greatly due to the sudden appearance of Covid-19. In this part of the report, the impact of the Covid-19 pandemic on the external environment of Nestlé is going to be measured. PESTEL analysis framework will be used to make this analysis.
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Political Factors- Unfavourable
The situation of Covid got worst in the UK last year. Since the first cases were documented in January 2020, the frequency of covid-19 infections in the UK has steadily increased. In 2021 (Bailey and Breslin, 2021). Due to the government-ordered lockdown and the imposed movement restrictions, Nestlé's stores, call centres, and offices were all closed for more than two. Many stores were forced to close for at least two months due to legal requirements in some areas. Therefore, this had a negative impact on the company's bottom line. Nestlé's sales in the country were significantly impacted by the government's restrictions on store opening and closing times, travel restrictions and quarantine metrics, government-imposed social distancing measures, and the general public's fear of contracting an infection in public places. Late in February, some stores started their reopening. This is a result of people's anxiety about catching the virus while in public. However, the current situation of Covid is much better than before. 
Economic Factors- Unfavourable
Economic factors were also influenced significantly due to the pandemic. The global economic crisis and the closing of borders in almost all countries have had significant and detrimental effects on multinational corporations' import and export operations (Gandhi, 2022). Due to the global recession, fluctuating dollar and pound exchange rates, and the falling purchasing power of money, the company's financial health significantly declined, resulting in global layoffs. Nestlé has some expensive products and due to the pandemic, the purchasing power of people declined dramatically, and their sales also forced to decrease tremendously. 
Social Factors- Mixed
The increased incidence of coronavirus infections and the resulting high mortality rates in numerous nations had a significant impact on society, generally speaking, and changed people's habits all over the world. People eventually came to value their health and safety more than fulfilling requirements or obtaining the newest and greatest technology. As some people have become more health conscious, the demand for some products of Nestlé like Wunda has increased. 
Technological Factors- Favourable
The pandemic also had a great impact on technological factors. People in the nations where Nestlé operates were able to appreciate the advantages of technological advancement thanks to the accessibility of work-from-home and distance learning ( ). Due to this pandemic, employees of the firm were given the opportunity to work via Zoom/Google Meet. As they stayed at the home, their productivity raised significantly. Along with this, the pandemic also helps the firm to be more serious about implementing new technology in the production process. 
Environmental Factors: Favourable
Nestlé believes in delivering shared value and aims for operations with minimal environmental influence. As one of the four major groups responsible for the annual production of 6 million metric tonnes of plastic, the group's efforts to reduce the use of plastic in its products and its goal to make 100% recyclable plastic in all of its packaging material represent a significant step towards environmental sustainability. With major nations moving toward sustainability, it is vital to monitor all of these trends across all of its operational countries. As in the pandemic, people became careful about environment more than ever, it helped the firm to earn customers' loyalty. 
Legal Factors- Unfavourable
Poor economic conditions, such as unfavourable government tax policies, high unemployment, declining exchange rates, low average income, high inflation, and a poor standard of living for customers, hurt the company (Akinsipe Olasunkanmi, 2021). The company's performance has been significantly impacted by a slowdown in revenue growth and its dependence on foreign markets for the supply of some product components as a result of national trade regulations. In accordance with the laws of the various nations in which it conducts business, the organisation has developed health and safety measures for its workers, clients, and communities. 
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The people working for and investing in a company, as well as the company's physical assets, make up what is known as its internal environment. Firm members that possess skills and information that are beneficial to the firm include employees and managers. Due to the pandemic, different parties of Nestlé have been influenced greatly. To analyse the internal environment of Nestlé more thoroughly, SWOT analysis is going to be applied here;
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Strengths
Strong brand recognition
KitKat, Nescafé, Cheerios, Maggi, Nesquik, Milo, CoffeeMate, Haagen Dazs, and many other brands are just a few examples of Nestlé's ubiquitous presence. Consumers who grew up on Nestlé's power milk and quick cereal are likely to have a strong preference for Nestlé goods over those of its rivals. This higher brand loyalty helps the firm to retain its sales during the pandemic period. 
Manufacture facilities are widely spread out
If there is an issue in one place, Nestlé may easily switch production to another of its 400 operations in more than 190 nations across the world. In the event of this pandemic, manufacturing was relocated to a safer country nearby (Sohir, 2021). Nestlé also saves money on fuel and customs fees by producing in regional factories that cater to certain regions.
Diversified product portfolio
When it comes to the food industry, Nestlé has a strong presence across several different categories (Shen, 2022). According to the most recent financial records, the company makes money selling anything from dairy goods and prepared meals to water and sweets. This makes revenue less susceptible to fluctuations caused by changes in consumer taste for certain product categories. During the pandemic, the taste pattern of consumers changes significantly. In that period, the diversified product portfolio of Nestlé helps it significantly to capture all the tastes and preferences of consumers. 
Capital structure with little to no leverage
In comparison to its total assets, Nestlé's debt is less than 12%. This means that there will always be a variety of borrowing options accessible at reasonable rates. Because it could liquidate part of its assets to pay off debt (if necessary) during times of market crises due to the global pandemic, Nestlé has always been less likely to be driven into bankruptcy.
Weaknesses 
Too many brands across too many different food categories lead to operational inefficiencies
As a result of the company's focus on acquisitions as a means of expansion over a long period of time, Nestlé presently controls over 2,000 product lines (Shen, 2022). As a result of the parent firm having to spread its resources thin over a vast portfolio, some divisions may underachieve when compared to their primary rivals. Nestlé has liquidated its skin health division and other non-core businesses in the pandemic period after realising their inherent weakness.
Price and costs go up
Nestlé announced a price hike of 6.5% across a selection of their consumer items. Raw material and transportation cost hikes, supply chain bottlenecks, and general inflation are all to blame for the price increase. During the pandemic situation, raw materials became scarcer and the bargaining power of suppliers increased. As a result, the firm had forced to increase its price for consumer products.
The organisational hierarchy and the scope of authority
The matrix system at Nestlé allows for efficient and effective organisation. As a result, it can be difficult to maintain harmony and avoid conflicts of interest among the many brands that fall under the same parent company. While the covid-19 pandemic, since most of the employees worked from home, the confusion and conflict increased further due to a lack of continuous communication.
Opportunities
Investment in new food businesses
Nestlé can expand its stable of successful food-related start-ups by simply licencing its well-known name to new businesses. In order to expand its brand's reach, Nestlé can team up with innovative new businesses. During the pandemic, many prosperous startups have been established and it can easily collaborate with them. 
Buying Things Over the Internet
Nestlé has a fantastic chance to expand its online storefront and e-commerce offerings (Sohir, 2021). To their credit, a select number CPGs are attempting to improve the consumer experience by providing convenient online services. While Nestlé's online storefronts are available in a select number of countries, the corporation would be wise to broaden its reach. To be more specific, in the post-pandemic era, people have become more comfortable towards online purchasing and Nestlé’s capacity to operate online is one of its biggest opportunities to meet customers’ demands. 
Threats
Increased rivalry
Numerous consumer-goods firms (CPGs) like Mondelz and Unilever supply essentially identical food and drink options. Nestlé has a tough time competing when its main rivals' products are so readily available. Like Nestlé, these firms also have a strong online presence to give tough competition in this covid era. Again, many retailers observed that this industry is not as vulnerable as other industries. That is why the number of competitors is increasing at a rapid rate. 
Price fluctuations by retail giants
Most of Nestlé's grocery sales come from big-box stores like Walmart, Tesco, Target, and Kroger (Reeves, 2020). Nestlé's sales and profits are vulnerable to pricing changes made by these merchants. Most importantly, if the current covid situation puts a bad impact on these firms, Nestlé will also be affected by this which poses a great threat to the firm. 
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Nestlé has consistently led the consumer goods sector due to excellent management, a solid financial standing, and a favourable public perception that all originate from within the business rather than the external environment. However, Covid-19 possess some challenges to the firm’s existence along with offering some benefits. Due to the high demand for some consumer goods, the 2020 Covid-19 pandemic had little impact on Nestlé's sales in the first half of the year. Additionally, because Nestlé's products stand out from the competition, consumers are more likely to recognise their superior quality and agree to the company's higher prices. But the firm faces huge political, economical and legal challenges for the emergence of Covid-19. It is extremely crucial for the firm to have a separate strategy to overcome these challenges. 
Additionally, Nestlé encounters significant challenges in its transactions as a result of the UK’s constantly shifting trade policies and the impact of Brexit on the international exchange rates of the Pound and the Euro. Nestlé, a multinational corporation with a history dating back, has strong risk management capabilities thanks to its solid financial standing and top-notch leadership team. This played the biggest role on the survival of the firm at the peak of covid. In terms of products, Nestlé's differentiated product sales strategy enables Nestlé to have a foundation in consumers. That is encouraging for Nestlé's capacity to keep its clientele steady in the face of potential future strategic changes. Most importantly, the strong presence in the online world helped the firm tremendously to stay competitive even when customers could not go out homes as they could easily make purchases online. Hence, it can be concluded that the overall impact of Covid on the internal and e Nestléternal environment of Nestlé is not conclusive. Rather this pandemic offers some benefits to the firm, as well as some challenges. 
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Conclusion
After preparing the report, it has been summed up that, in order to successfully conduct marketing activities inside the business, the organisation in question needs to adhere to the appropriate procedures and processes. Throughout the course of the pandemic, Nestlé's internal as well as its exterior settings were evaluated through the lens of marketing. On the outside, macro-environmental parameters have been taken into consideration, while on the interior, micro-environmental elements have been carefully observed. Covid 19 has a great influence on the overall business operation and the business needs to have a separate business strategy to tackle all the challenges and capture all the benefits which have appeared for the Covid-19 pandemic. 
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