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Nestle is a company that makes and sells food and drinks. The company sells baby foods, bottled water, cereals, chocolates and candies, coffee, cooking products, plant-based foods, chilled and frozen foods, dairy products, nutritional products, ice cream, and pet care products. Nestle sells its goods under the names Aero, Purina Alpo, Milkybar, Nestle Ice Cream, Cerelac, Nescafe, Nespresso, Nido, Perrier, S.Pellegrino, Acqua Panna, Nestea, Milo, Maggi, Buitoni, Cailler, Movenpick, Purina, Boost, Gerber, and Kit Kat. The company does business in Africa, the Middle East, Europe, Oceania, and the Americas. Nestle is based in Vevey, Waadt, Switzerland. Today, Nestle has more than 2,000 brands and a presence in 188 countries. It also has about 275,000 workers.
Nestle is established in 1866 as AngloSwiss Condensed Milk Company.  By 1905, Nestlé and Anglo Swiss have more than 20 plants and sell their products in Africa, Asia, Latin America, and Australia.  Breaking out the war in 1914 brings problems and chances. The company buys industrial plants in the US and Australia to solve these problems. Nestlé and Anglo-Swiss have 40 plants by the end of the war.
After the war is over the company's management team is made up of professionals, research is centralised, and new goods like Nescafe coffee are put on the market. In 1947, the company starts making Maggi soups and spices. People in the US and Europe start to spend money on things that make life easy. Ready-to-eat foods like Nesquik and Maggi, are becoming more famous.
With the help of acquisitions, Nestle enters in new markets, like frozen foods, and grow its core businesses. In the 1970s, the company starts making drugs and beauty products. Nestle is one of the first companies to use the WHO code on breast-milk replacements.
In line with its new "Nutrition, Health, and Wellness" plan, Nestle starts promoting brands that meet the needs of people who care more about their health. The company is growing in the US, Eastern Europe, and Asia, and it wants to be the best in the world at making water, ice cream, and food for animals. (Nestle,2023).
Nestle, as one of the world’s largest food and beverage companies, has been at the forefront of global marketing and has greatly benefited from the process of globalization. Globalization refers to the increasing interconnectedness and integration of economies and societies worldwide. It has significantly impacted the way companies like Nestle market their products and engage with consumers across different countries and cultures.
[bookmark: _Toc140693067][bookmark: _Toc141298178]Challenges Faced and mega trends which impacts marketing functions post Covid-19 pandemic.
The Covid-19 pandemic caused damage of many businesses. Despite Nestle is focused on using their size, production, compassion, and commitment to social duty to support and help communities around the world. They have a responsibility to provide global food, drinks and pet food. Some of the challenges Nestle encountered during the pandemic including:
· Supply chain disruption: 
Panic buying can cause problems in the supply chain and with the raw materials and packing materials. Nestle was also ready for that.
GhanaLimited has taken steps to control it. They made their supplier-customer relationships stronger, reviewed their strategic emergency plans, and reevaluated their supply chain by adding new systems and processes, such as big data analytics and block chain, to their old ones (Osei-Kwarteng V.,2021)
· Changing customer behaviour:  The Covid-19 has created a new customer’s habits and behaviour and Nestle is trying to understand what they are and adapt to the increased demand for certain products. They had to adjust their marketing and strategies accordingly.
People are also giving more attention to what they eat. As COVID-19 brings attention to the link between nutrition and health, there has been a big increase in the market for organic and sustainable foods. Consumers are more aware of their health and how to protect it, and they look to food to improve their physical and mental health. Nearly a quarter of people are buying more healthy foods to protect their health.  (Nestle professional making more possible,2020)
Because of the pandemic, people are paying more attention to their immune system. More people want to buy goods that boost their immune systems and help them live healthier lives. The company has put its probiotic products that boost immunity on the market in China to meet the growing demand for these goods (Global data ,2020)
· Shift in retail landscape: One big change that has happened quickly is that more people are eating and drinking at home. At the same time, they are also spending more time online. This change had a big effect on business outside of the home.
Nestlé's have been able to respond quickly to a big shift by customers to online channels. In the first half of the year, the company's e-commerce business grew by almost 50% (Naik G.,2020)
Nestle also tried something new. Based on the growth of food delivery, they've joined up with food delivery apps to offer special dishes to their customers and started MAGGI Kitchen to take advantage of the growing business opportunities by catering to city homes new normal way of life.
Logistics services have become more in demand as more people shop online. Every day, millions of boxes and packages are sent out.  Nestle did a lot of sampling with Lazada and Shopee on grocery basket, so that every sale of groceries comes with a sample of NESCAFÉ (Marketing-interactive, 2023)
· Health and safety measures:  During the pandemic Nestle aimed to implement health and safety measures to protect their employees, partners, and communities. These included implement remote work policies and ensure proper sanitization in manufacturing facilities.
Some of the "new normal" changes are here to stay, like working from home becoming the norm and virtual or hybrid meetings becoming more popular. Even before the pandemic, Nestle employees had choices for flexible work arrangements that let them choose where they work. This meant that the culture at Nestle had already prepared for the change.  
Nestle has donated to the community CHF 90 million in cash and goods to over 50 countries since March 2020. Through a cooperation with the IFRC, they initially helped carers and strengthened healthcare systems (Nestle 2023).
The following megatrends are important in terms of how they affect Nestle’s marketing functions after COVID-19:
· Health and wellness: Nestle trying to make their products even healthier and tastier, to get people to live healthier lives, and to learn more about how nutrition affects health. Nestle is investing time and money into making sure that everyone has a better future through sustainable nutrition. Their goal is to help 50 million children around the world live better lives by 2030.
Nestle aims to make their goods better by lowering the amount of salt, sugar, and saturated fats in them. To make them more nutritious, they are adding whole grains, veggies, and other plant-based ingredients. The ingredients come from good places. Nestle also making easy to understand the information on the packaging and teaching people how to eat in a healthy way. The same goes for food for pets. The Company already removed artificial colourants from the main meal items. With this in mind, AdVENTuROS® Dog Snack brand was made without colours, artificial flavours, or artificial preservatives (Nestle,2023)
· Personalization and Customization: Customers expect Nestle to care about the environment and to show that in the goods they sell. They need to know how the goods they buy help make the world a better place. Nestle wants people to feel like they are making the world a better place when they make decisions and buy their products. The company just released the Nestlé Net Zero Roadmap, which is a plan to reach net zero greenhouse gas emissions by 2050. This means that Nestle products will be better for the earth soon.
· Digital transformation: Nestle thought it was important to connect directly with customers in a meaningful way. This has always been at the heart of all of their marketing communication. Nestle changed how they communicated to be more online. They did this because they wanted to reach consumers when they were most interested in Nestle brands or categories and when they had a real need.
· Remote Work and At-Home Consumption: The need for more ease is another trend that will keep going up. During COVID-19, people at home mostly shopped online. This was good for Nestle online business, but they did not rest, Instead, they used this as a chance to work even harder to win in the eCommerce area. Nestle need to make sure that their goods are easy for the customers to find and easy to get to when they need them (Marketing interactive,2023)
[bookmark: _Toc140693068][bookmark: _Toc141298179] Marketing strategies to take advantages of the new developments and gaining a competitive advantage.
Nestle is the largest health, nutrition, and fitness company in the world. It is worth US$303 billion and has a strong customer base. By market capitalization, it is the 22nd most valuable company in the world. Nestle's marketing strategy has helped the company meet the wants of its customers and their families all over the world, making it easier for them to live healthier lives.
Nestle has been successful for more than 150 years because has a clear idea of what they want to do. The company stays true to its original goal, which was called "Good Food, Food Life." Strong dedication to goals gives an advantage over competitors on the market.   Nestle's ads are not just for people of a certain age. The brand rarely uses demographic ads to make them more personal.
Nestle’s brand recognition helps to keep customers coming back and gives an advantage over others by giving a unique personality. The value of a brand goes up when the name is easy to remember. Nestle has a strong brand value because puts a thought into the quality and packaging of their products.
· Price: The goal of Nestle's marketing strategy is to make their products affordable for different income groups. They offer several options of package and price. The strategy with various prices makes the products available to everyone. With set market prices, the sales increase, but the profit is low. With premium goods, return is high, but exist the low sales risk. Nestle find a good mix between pricing based on value and pricing that is competitive.
· Products: With a varied collection, Nestle reduce risks and make more money. Nestle has a wide range of goods, including coffee, milkshakes, other drinks, breakfast cereals, seasonings, baby food, soups, chocolate, frozen foods, and food for pets.
· A product mix approach helps Nestle make the most of its wide range of products. Company often has deals like "buy one, get one free," special offers, discounts, deals, and freebies. This strategy allows low-growth products to be more visible and make high-end products look like they are affordable. It also helps to sell stock that does not move much.
· Localization: Localization is a key part of business strategy that helps ensure a bigger range of customers happy.
Nestle is good at adapting its items to the markets where they are sold. For example, in Japan, the business sells candies that taste like coffee. Since most Japanese people drink tea, Nestle made these sweets so that kids could get used to the taste of coffee. Nestle also makes its goods more familiar to Indians by making Maggi Atta Noodles, Maggi Noodles without garlic and onion, and Maggi Special Masala. 
· Partnerships: Nestle works with other brands, leaders, and organisations to reach and connect with more people. With the help of these partnerships, Nestle can tap into niche markets and make unique marketing strategies that speak to certain groups of customers. Nestle and Google worked together to make Android KitKat, which is an operating system. The business was facing pet product scandal, but this move took the attention away from the problem. Nestle and Starbucks recently started working together to make new products. They worked together to bring Starbucks Nespresso Capsules to market.
If the brand is stuck, look for companies whose products go well with yours and choose co-branding promos. It is a great way to reach out to more people.
· Innovations: Nestle develop new ideas and represent new products that meet the changing tastes of consumers. They keep a close eye on new trends and make products for specific market segments, like plant-based alternatives, high-end goods, and easy meal solutions.
· Sustainability Initiatives: Nestle is promoting its social duty and sustainability efforts. Sustainability gives of Nestle a positive impact. The actions help to take a reasonable amount of ethical duty while slowly turning the minds of people who care about the environment towards the brand.  
Nestle's marketing strategy includes special steps to make the company more sustainable and reduce its carbon impact.
Nestle recently said that they want to use recycled plastics that are safe for food. Company also wants to invest more than $700 million into making Nescafe coffee in a way that is good for the environment. Nestle decided to fight against the cutting down of trees.
· Digital Transformation: Nestle has been investing into e-commerce and digital promotion. They use data analytics and insights from customers to learn more about how customers act and create more personalised marketing strategies. By making their online footprint stronger and getting into e-commerce, Nestle reach customers directly and make their products fit their needs. Each of Nestle's brands has a YouTube page with good videos. It has helpful "how-to" movies, cooking tips, reviews of products, and much more. Video content is a big part of Nestle's marketing plan. They have other ways to share information, such as the Nestle child nutrition website. The website is a complete guide for women on how to eat well. In addition to the part with advice from experts, there is a section for the community.
· Social Media Engagement: Nestle has a strong presence on several social media sites and uses them to talk to customers and hear what they have to say. Social media lets Nestle make campaigns that people can connect with, run contests, and quickly answer questions from customers. Nestle uses Instagram, Twitter, and Facebook in a regular way. Nestle posts pictures and videos that get people's attention. They get help from the celebrity community.  This is a great way to keep customers interested (Simplilearn, 2023)

[bookmark: _Toc141298180]PESTLE analysis
PESTEL analysis is a strategic management framework used to look at the macro-environmental factors outside of an organisation or business that can affect it. PESTEL is a word that stands for:
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Nestle is a global company, which must follow different rules about food safety, labelling, and products in different countries. Any changes to these rules can influence what methods Nestle uses.
Political stability can have a significant effect on business performance. When there is instability, it can mess up supply chains, production, or access to markets. Stable government can make it easier for businesses to run and grow.
Tariffs, restrictions on importing and exporting, and other trade laws can influence Nestle's business. Changes in foreign trade agreements, could affect the prices of raw materials or finished goods, which would cut into the company's profit margins.
Changes in tax policies in the countries can affect a business financially. If the tax rate went up, the company's net income would go down.
Initiatives from the government can be good or bad for Nestle. For example, government programmes that try to get people to eat healthier could affect how much people want to buy some of Nestle's goods. On the other hand, subsidies or other benefits in agriculture could make some raw materials cheaper.
Geopolitical issues could also change Nestle’s business. This includes Brexit, foreign relations, and other changes in geopolitics that could affect the company's access to certain markets or its supply chain.
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The global economy can affect Nestle. People may spend less during recessions, which could hurt the market for Nestle's products. On the other hand, economic growth can boost demand.
Changes in exchange rates can influence the company's income, expenses, and earnings. For example, if the Swiss Franc, which is Nestle's reporting currency, is strong, sales and income made in other currencies will be worth less.
Inflation can affect the price of raw materials. When prices go up, people may not afford some goods.
High interest rates can make expensive to borrow money for capital, while low interest rates can increase loans.
High unemployment rates can make people less able to spend money, which could affect Nestle’s goods. On the other hand, low jobless rates might make people spend more. When buyer confidence is high, more likely to spend money on non-necessary products. This could boost Nestle’s sales.
[bookmark: _Toc141298183]Sociocultural factors
Focus on health and organic products, could affect purchasing different Nestle products. Nestle must adjust to these changes.
The demand for Nestle's goods can be affected by people’s age, their incomes, and    lifestyles. For example, a population getting older could make more people want health and wellness goods, while a rise in income could make more people want high-end products.
Understanding cultural sensitivity, local customs, and tastes is important for making products and promote them.
People around the world are becoming health aware for themselves and the animals. The desire for Nestle's healthier and "better-for-you" products is affected by this trend.
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New technologies can make Nestle's manufacturing methods more efficient, save money, and improve a quality. This includes things like robotics, artificial intelligence, and other new ways.
Technology can improve supply chain and logistics management, saving money, increase efficiency. Bitcoin, AI, and machine learning can make a difference in these areas.
Digital marketing and social media have become popular. Nestle use these platforms to advertise, connect with customers and raise brand recognition.
 As online shopping has grown; it has given Nestle new opportunity to sell its goods.  
New technologies can help Nestle's research and development work, which can lead to new products or improvements to current ones. This could be important to stay competitive and meet the changing needs of customers.
Technology has made easier for businesses, analyse, and use data. This can help Nestle understand market trends, consumer behaviour, and operational success better, which can help them make better strategic choices.
New technologies can also help with sustainability, which is becoming more important for businesses. This could include tools that make production processes use less energy, waste, and emissions, or make packaging that is better for the environment.
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Changes in the climate can affect the cost and supply of key raw materials for Nestle, like cocoa, coffee beans, and milk. This could change Nestle’s costs.
Consumers, governments, and investors are increasingly looking for businesses to run in a way that is good for the environment. Nestle's plans for waste management, energy use, water conservation, and sustainable sourcing can affect the reputation of its brand and its ability to follow rules.
Concerns about how packaging affects the environment are big enough to make laws and customer demand for more environmentally friendly packaging solutions.
Regulations about the environment could include rules about how to reduce waste, how to use water, and how to make sure goods do not contain GMOs.
Natural disasters, which may be made worse by climate change, can make it hard for Nestle to run its factories and supply lines.
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As a company that makes food and drinks, Nestlé must follow strict food safety rules in all its countries. These rules cover the quality of the product, its ingredients, how it is labelled, and how it is packaged. Not following the rules can damage the company's reputation.
Employment rules are very different from one country to the next. These rules deal with wages, working conditions, diversity, and the rights of employees. Nestle must follow these rules to stay out of trouble with the law and keep a good corporate image.
Nestle must follow environmental rules about how to reduce emissions, how to use energy, etc. These rules can affect Nestle’s production, costs.
International trade rules affect how Nestle brings things into and out of different countries. Tariffs, customs rules, and trade agreements that change can affect Nestle's supply line and its ability to make money.
There are rules and laws about how to market and advertise goods and Nestle must follow them.  
Nestle must manage its intellectual property rights, such as trademarks, patents, and copyrights. They should not break anyone else's rights to their intellectual property (The strategy story)
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The most popular theory about stakeholders is the stakeholder theory, which was first given by Freeman in the 1980s. He defined stakeholders as "those groups without whose support the organisation would cease to exist." (Freeman, 2001) He says that stakeholders are people or organisations who are affected by the policies and the way the business operates.
People or groups who are directly affected are called internal stakeholders, and people or groups who are affected indirectly are called external stakeholders.
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Employees: Nestlé's employees are an important group of internal stakeholders. They have workers at all levels, from leaders to people who work in factories. The employees are a big part of how well the company operates and how it grows. Employees are the most important stakeholders in the internal stakeholder segment because it is their job to do the company's work and any other tasks and company can meet its goals and aims (Phillips & Freeman, 2010). The people who work in the marketing department ensure the company’s sales, target more customers, and has an advance over its rivals.
Management: The top leaders and managers of the company play a significant role in decisions making and strategies development. They are in responsibility of making the most important choices for the company and other stakeholders.
Shareholders: shareholders are investors which are owners of the company, and they have financial interest from the company’s performance.
Board of Directors: The board members work for the owners and give advice of company's management. But in the case of Nestle, the owners and managers are basically the board of directors.
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Suppliers: Nestlé receives the raw materials, packages, and other things essential for the business to operate from suppliers. Without trusted suppliers, it is hard for the company to obtain high-quality goods, so their production goes down.  
Distributors: They are companies or individuals who are responsible for delivering Nestle's products to retailers and consumers.
Customers: Consumers who buy and use Nestle goods are a vital group of external stakeholders, because they are the only ones who can grow the business and sell products. They help the company to increase the revenues by buying its products.  
Communities: Communities are the people where a company's production unit is set up or the people who help the company get raw materials (Freeman, Harrison, & Wicks, 2007). Most of them live in agricultural areas or are farmers. The communities are in the position of building a mutually beneficial relationship with the company, since they expect the company to help them with small jobs and even train them to improve their skills. In turn, this helps Nestle create low-level jobs in its factories.
Governments: Local, national, and foreign governments set several rules and regulations that Nestle must follow. The company's operations and goals are based on the rules that the government makes, and the company must pay taxes.
Non-Governmental Organisations: Different NGOs which are interested in how Nestle treats people and the environment. They are monitoring the company's actions and make sure they are doing things that are morally right, like making sure people are safe and getting medical care at work, protecting the environment, reducing pollution, and other things.
Competitors: Other companies in the food and drink business are external stakeholders as their actions can affect Nestle's market position.
Media: The media can report on Nestlé's actions and shape how people think of the company (Unique submission team, 2021).
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Overall, Nestle approach to global marketing involves striking a balance between global consistency and local adaptation. By leveraging the benefits of globalization, Nestle has established itself as a leading player in the food and beverage industry, effectively marketing its diverse range of products to consumers around the world. The Nestle marketing strategy has many lessons to teach both new brands and brands that have been existing.
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