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Introduction 
The overall reports tries to analysis the Macro environment and internal environment of Heinz and tries to relate the segmentation targeting positioning and marketing mix strategies to create recommendations on the various issues faced by the organisation in the new Indian market.
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Political factors
Heinz operates across different countries and faces political issues from various countries of operation. The company is performing to keep track of the various changes related to policies of taxation import and management regulations export and so on. Changes in the labour laws and provision of child labour within the different types of organic farms multinational companies are being impacted by the change in political situation in the global scenario (Abbu et al., 2021).  The brexit has also impacted the company to a high-pressure situation and currently the company is trying to rethink their strategy across the world by relocating to emerging markets like India or China. The different labour laws of India are changing and the company is going towards rigorous brainstorming to recreate the products and meet the customer demands after the pandemic. The country has introduced the food corporation and association to test the quality of preserved goods and products sold by the multinational organisations and currently India has also reduced their corporate tax in the latest budget which is proving to be positive for Heinz (An et al., 2018). As a result the group will have an advantage to provide better quality products at lower cost to the community. 
Economic factors
The company has created various economic policies in relation to the changing world scenario as agility in the market and the Global pandemic. The company is also having high cost of raw materials from the supplied countries because of the issues due to the Russia Ukraine war and war among US and China trade issues (Yan et al., 2017). These factors have increased the price of gas and fuel that have increased the transportation cost and impacting the overall cost of sale and pricing mechanism for the products. When the rate of exchange currency is increasing or decreasing it also impacts the price of the product. Currently based on the disposable income of Indian market Heinz has increased their price of baked beans which is impacting the sales of the product. However, demand for canned beans is increasing in market, which is an opportunity for Heinz. From 2020 to 2027, the market for canned legumes is projected to increase at a compound annual growth rate (CAGR) of 4.0%, from a 2019 market value of USD 2.56 billion. The demand for convenient food is rising due to the growing percentage of working population groups, notably dual income households, which is boosting the market's expansion globally.
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Social factors
India is currently going through a health Revolution and every individual is trying to start Healthy lifestyle with high protein and nutritious content within their food material. The younger generation is following new diet Trends and trying to improve their body image as per the social needs and there is a growing awareness towards sustainability in the millennial generation because of age the product of baked beans will have huge market impact in India (Cui et al., 2021).
Technology factors
Currently in India and the company is trying to integrate various types of artificial Intelligence and machine learning for improving their customer experience and developing and contingency plan for developing the touchpoints and customer experience journey map for the organisation. As a result of different types of Technology like launching Omni channel presence and digital platforms for sales will impact on globalization (Hill et al., 2017). Hence Technology factors plays an important role for the company to sustain its operations in India.
Legal factors
The company has to develop their legal factor and compliance with the Indian labour laws quality and hygiene of the product safety and health of the employees and also develop their own Trademark and IPO to go along with the environmental laws and regulations in India. The company also has to support research with various types of research and development plans as per the international laws and as per the lab restrictions within Indian and legal compliance should be maintained for the entire group to improve their brand identity and culture in India (Iftikhar et al., 2019).
Environmental factors
The company can start in developing their environmental factors of improving zero in my mental impact why are there operations and can we reduce the utilisation of plastic in packaging the baked beans and can also utilise 100% recyclable plastic in their packaging to develop environmental sustainability across the different products (McColl-Kennedy et al., 2019). The company can also improve their sustainability by reducing any type of waste generation and can developed reduce reuse and recycle activities for their ends after utilising the baked beans by the customers.
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Threat of new entrants
As the society in India is changing the new brands are trying to Cater to the requirements of the consumers and trying to launch various types of product differentiation to attend competitiveness in the regulatory landscape. Having products of high protein low fat and high energy for improving the quality lifestyle is the new social development towards the millennial generation and many companies are trying to improve their capital investment in healthy food products and high economy of scale to attain their stages of development. Therefore, the threat of new entrants and height because creating quality products with high nutritional value does not require huge amount of capital investment (Motta-Filho, 2021).
Threat of substitutes
There is high threat of substitutes for the baked beans category as there are different types of lentils and legumes which had originally available in the Indian market which includes different types of dals that provide huge amount of nutritional benefit to the millennial generation of to improve their Healthy lifestyle. As a result, baked beans will have a huge threat of substitute and need to focus on their ability to improve fortification in their products to develop better claims of competitiveness (Pennbizreport.com. 2022).
Bargaining power of customers
The bargaining power of customer is also increasing because the society is changing towards Healthy lifestyle and their huge number of products which are available from suppliers out of which the customers can choose from which enhances their bargaining power to switch over to other competitors if there and satisfied with the products of Heinz.
Bargaining power of suppliers
But gaining power of suppliers is low to medium because the company will only try to utilise quality baked beans and there are only a few numbers of suppliers in India providing quality canned baked Beans from the farm to plate option. Therefore, the company can help establishment better supplier Repo and improve the popularity of demand transparency and accountability with the suppliers to reduce disputes and procured supplied goods at a negligible cost so that they can build excess power over the supplier (Yan et al., 2017).
Competitive rivalry
Within the baked beans category there are few numbers of competitors within the Indian market and the market share is mostly increasing because of other brand categories like Unilever FMCG industry is fast growing and ever evolving due to the changing needs of the customers and therefore the company needs to develop their competitiveness to reduce their rivalry.
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Strength of the company
The company has high market capitalization and has a reputed brand name along with the brand valuation within the international market that has helped the company to create diversify the portfolio of different types of products and has various types of research and development opportunities for nutrition and health science. The company is also developing their products as per the changing needs of the customers and they are trying to increase their revenue by the different types of product segment and developing their Global presence across the world (Abbu et al., 2021).
Weakness of the organisation
The prices of the different products at high and the span of control as well as structure of the organization needs to be toned down and create it into a flat organizational strructure so that in the hierarchy structure does not reduce the effectiveness of decision making. The company is facing various types of social criticisms for their other types of products like cheese which is being called fifties and there are also facing controversy into these other products that is impacting their baked beans category.
Opportunities
The company needs to improve their omni-channel presence to improve the customer experience and venture into a small food startup within the Indian market along with opening their product options through online shopping and eCommerce sites. Coordination also needs to improve their market penetration within breakfast serious and nutritious food category to develop more partnership and authentic labelling and expanding through acquisitions.
Threats
The company's most efficient read through price fluctuations in retail Giants and they had also had higher rising competition from other rivalry and substitute products with in the Indian market. Government regulations might also act as threat to the organization if not dealt properly and the economic uncertainty with the changing needs of the customer behavior as the major threat for the organization (An et al., 2018).
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The segmentation of the company has mostly includes the younger generation and the millionaires and will also include the older adults who are within the age group of 18 to 50 years old trying to improve their daily healthy habit and Healthy lifestyle through better food intake having high nutritional value. A brand persona has been created and the target audience mostly include the millennial generation within the age group of 18 to 35 years of age having the chances of better Lifestyle integration and having hobbies that include bodybuilding and better Lifestyle changes in daily habits (Pennbizreport.com. 2022). The company has been positioning in themselves as the most reliable organisation providing high quality food products having high nutritional value that can act as a supplement to the daily diet and also improve the nutritional calorie intake of an individual through high fibre intake high protein and less fat.
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Product- product mostly improved fast moving consumer goods and different types of food items which increases the calorie intake and develops nutritional value to add and supplement the daily calorie contribution. The company mostly produces various types of food products that have high quality and, in this case, baked beans have been improved within the Indian market.
Pricing- the company is introducing high premium pricing for their baked beans and is only available to people having high disposable incomes and valued pricing for customers (Hill et al., 2017).
Place- the company has its presence across wholesalers and retailers across the country and is also trying to improve their presence through omni-channel presence and improving research and development in technology and disruptive innovation through Artificial Intelligence and machine learning so that they can improve their presence in The E-Commerce and digital website as well (Cui et al., 2021).
Promotion- the company uses high amount of promotion through digital and social media platforms so that they can also integrate influencer marketing groups and influencer individuals to promote their products and services as daily requirements in their diet.
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From the overall analysis it can be said that the company needs to improve their Omni Channel Marketing presence and in introduce better forms of distribution system throughout Indian markets so that they can sell by a retail outlet in the grocery shops and also in the supermarkets markets and online platforms. Analysis shows competition from the substitute products as well as from Rival industries. therefore, the organization needs to improve their packaging and also introduce emotional marketing tactics, to increase connection and loyalty of the customers. This can be done through loyalty cards or referral codes, from influencers to enhance the volume of sales in the Indian market.
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