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[bookmark: _Toc40471571]Introduction

The following report provides an information about the company Nestle, obtained through detailed analysis of the 4p’s marketing model. This project focuses on the background of the company, product, price, place and promotion. The main purpose of this group work is to present a reflection on the creating of the group blog and each of the group members’ individual learnings and experience.


[bookmark: _Toc40471572] Background                                     Azhda Mustafa   NESTLE
Nestlé is a Swiss global nutrition and beverage handling business company based in  town Vevey, Vaud, Switzerland. It is the world's leading food company, measured by revenues and other statistics.
The history of NESTLE begins in 1866, when the Anglo-Swiss Condensed Milk Company was established.
In 1867, Henri Nestlé launched an infant food movement, and in 1905 the company he formed joined with Anglo-Swiss to create what is now known as the Nestlé Company. 
Today, the recognizable bird’s nest logo remains to be used on Nestlé products global, in a revised form.        
                                                   Тази снимка от Неизвестен автор е лицензирана с CC BY-SA

Porter, a generic strategy, was presented in 1980 by Michael Porter. The model explains how businesses should choose the right approaches to achieve a competitive advantage. The system is based on three main approaches - differentiation, cost leadership and concentration.
Cost leadership policy involves ensuring a competitive edge by cutting costs. Price leadership is Nestle 's leading generic approach used in diverse consumer markets. The main goal of using this approach is to maintain the position of market leadership through efficient management of the value chain. This strategy helps Nestle to raise market share by targeting the middle class, making the largest percentage of total consumer-business mix in most countries.
In combination with the cost-management strategy, Nestle uses differentiation to achieve growth objectives.
Nestle accepts the focus strategy in terms of both low price and best value offering. The low-cost oriented approach is applied by offering the niche business segment requirements at the lowest possible price.
[bookmark: _Toc40471573]Reflection
This semester we had the subject of marketing, and the lecturer told us that for our second assignment we must create a team. I was thrilled to be forming a team. We chose the company and then we drew a lot so who is going to write about what in the group blog and this report. I can tell that this report affected me with more positive sensations than negative ones. I gained communications skills and I improved team working. I had an anxiety about the time-management, but everything went well. My negative feelings were to research the information about the company and paraphrasing.
  As a conclusion I would say that self-reliance is very important for me, because in the future to be more productive, you need to trust in yourself. Pleased and to be proud of that what you are doing is very important, to do more things effectively. 










[bookmark: _Toc40471574]Product                                                                                      Milen Enchev

 Nestlé’s portfolio includes around 2000 brands, that operates in Food and Beveridge industry. Some of the products the company produces are under the name of Nestle, but the company also is using the weight of its own name brand to create and produce a subsidiary brand. For examples Purina, Maggi, Gerber, Cerelac, Poland Spring, Buitoni, Herta, Hot Pockets and many others, but they still has Nestlé’s Logo  (Nestle.com, 2020) Using that data it could be concluded that Nestlé’s Brand Strategy is a mixture between Range branding and Corporate Umbrella Branding. Range Branding is characterized with using different brand names for different range of product produced. Corporate Umbrella Branding is characterized with using one brand name as a fundamental identifier for the distinct variety of produced products. (Baines, et al., 2017)

[bookmark: _Toc40471575]Reflection
The sub section, that was assigned to me was to write for Product of the company. Me and my team mates distributes the tasks for this assignment randomly, as we wanted to do it as fair as we can. If I have to evaluate my personal performance, I would say that is quite poor. My poor time management was the core of the issue, due to the Covid 19 Pandemic I had to work extra hours every week as I am Care worker. Also, sometimes it was difficult for me to absorb and apply to the assignment the information that I learned in class and information that I found during the research I did at home. I managed to complete my assignments on time, but unfortunately I had to compromise their quality. I struggled a lot while I was completing the assignment as I was not sure if I am doing right, the lack of confidence slowed me down a little bit. Although, it was not very good experience, I have gained new skills such as formatting, I enriched my academic vocabulary, I learned how to work in team and this is something I have always struggled with.





[bookmark: _Toc40471576]Price                                                                                  Stefaniya Milanova

Pricing is a weapon that assists the company in business decision making in terms to be competitive and to utilize market opportunities. (Schindler, 2011, pp.5–6) Nestle uses a variety of strategies for pricing. Because the company operates in 187 countries all over the world the pricing strategy usually depends on the geographic area that the products are sell. Also, the market of the food and beverage industry is a highly competitive environment, that is why Nestle builds its pricing strategy in a way to be at an advantage over its competitors. The company focuses mainly on the middle class of the population and most of its products have affordable prices. However, Nestle offers many products that vary in pricing ranges to premium. For premium pricing strategy the company relies on the strong brand image and brand loyalty and justifies the higher price of goods as offering more benefits for consumers. (Warren, 2014, p.4) As a leading company in the food and beverage industry, Nestle aims to adopt different types of pricing strategies to be competitive in the market by continuously adjusting to the consumers’ demand.

[bookmark: _Toc40471577]Reflection
In terms to be fair and to avoid any conflict between the members of our group, we decided to divide the parts of the group project at random. The unusual situation due to the Coronavirus evokes a delay regarding the final decision about the requirements of our assignments and it was very stressful for me because I was in a panic that I will not have enough time to submit my work on time. But the inability to meet with our colleagues did not hinder the good communication and the effective collaboration between us as a team. We kept in touch online all the time, exchanging information and ideas and helping each other throughout the whole process of our project. Lastly, for me was extremely interesting and productive to research and analyse the company that we have chosen, applying what I have already learned in marketing during the second term and at the same time to enrich this knowledge by absorbing new information from additional sources.



[bookmark: _Toc40471578]Place                                                                                   Valentina Vasileva

Information has been gathered from different valid sources for making this blog post. The company’s website has been reviewed to learn about its distribution strategies. However, except for the information on its global distribution zones, there are less information on how the company makes its products available across the retail channels. Therefore, other websites such as Forbes, Supplychaindive and Bizjournals were explored as well. Information has been gathered based on the contents indicated on the assignment brief. This is how the blog has also been structured. Since, Nestle does not have an overly complicated supply and distribution channel, therefore, the relevant information were not hard to get by. Nestle utilize an indirect channel of distribution to make their products available to their customers. (Nestle Global,2020)

[bookmark: _Toc40471579]Reflection
Marketing mix elements are connected to each other. (Kotler and Armstrong,2017)
Therefore, when I was gathering the data, I also had to communicate with my group members and ask them about the information they had collected. After I found that the information which I have collected resonate with the information that most of my other group members had collected, then I proceeded to write the blog post. Having a greater understanding on the topic, I did not face much difficulties with it. It was in fact, rather easy for me to structure and deliver. 
I tried to keep the content engaging. A key element of blog post is that it needs to engage with the readers. I am not sure to what extent I have succeeded in writing an engaging blog article, but I do believe that it would be informative to the readers and will give them a clear understanding of the distribution channel of the company. And since I have kept informed with other group members regarding their contents, therefore, I am also sure that this article would be consistent with the overall marketing mix elements of Nestle. 




[bookmark: _Toc40471580]Promotion                                                       Viktoria Vartigorova-Ivanova

Nestlé is a perfect example for a company that knows not only how to develop high-quality innovative products and to make them available to the target market, but how to promote these products in the best possible ways, engaging consumers and communicating with them using a proper blend of promotional tools – advertising, direct and digital marketing, sales promotion, sponsorship, celebrity endorsement. (Kotler, 2020, p.421) By being able to respond to the changing consumers’ preferences and attract their attention with its promotional methods, the company has built strong brands and valuable relationships with the consumers. With so many different brands and target markets Nestlé always manages to implement the best the promotion mix to establish brand loyalty and trust. Although the company has proven the effectiveness of using the traditional ways of advertising, nowadays, as the internet drastically changed the market speed, Nestlé shows the ability to adapt by innovating its ways of communication. (Scott, 2013, pp.142-144)

[bookmark: _Toc40471581]Reflection
Preparing this project, at the beginning, seemed to be a challenging task, especially in terms of choosing a company and allocating the topics within a group of five. To my surprise, it turned out to be effortless, as we shared out the topics randomly. For me, as a group leader, the most important issue was the need of proper communication and I am pleased that we, as a team, managed to collaborate to complete the task. Designing the blog enriched my knowledge about the marketing mix and helped me gain a deeper understanding of the range of promotional tools. Having analysed the different theories and the strategies of the chosen company, developed my research skills and improved my ability to apply theory to practice. Most importantly, I have learnt that being a part of a team, working with others, while helping each other is essential since it encourages you to give your best.







[bookmark: _Toc40471582]Conclusion

The teamwork skills, the competency and the creativeness are very important to be competitive in the business world. The group work on this project helped us to gain deeper understanding of marketing and to improve our communication skills. The efforts of each of the members were focused not only on the individual parts of the task, but also on the overall collective performance which contributed for the efficiency of our teamwork and for the success of this group project.
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