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[bookmark: _Toc216074160]1. Introduction to the report 
Nestle is a Swiss MNC and the biggest global food and beverage corporation with a greater number of brands in nutrition, health and wellness segments and functions in more than 180 countries (Nestle, 2025). It has a mission that makes its development all over the world, and it tries to achieve the strength of food in increasing the quality of life of each of its citizens, both present and future generations. India is a strategic market and has a high growth potential, but it has a range of challenges that can be listed; one of them is the complex regulations and differences in culture. Nestle is selected for this assignment because its case study because of its international nature, high potential to expand in India, and varied operations, which makes it the best company to analyse the international business strategies; the study of this firm can enable the report to meet the assignment criterion of applying the OLI framework and the cultural dimensions of Hofstede in a real-world multinational case. The conclusions are concluded with a list of recommendations that can be put into practice to increase the performance of Nestlé in the Indian market and its sustainability.
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Figure 1: Logo of Nestlé
(Source: Nestle, 2025)
[bookmark: _Toc216074161]2. Benefits and challenges of international operations 
[bookmark: _Toc216074162]a. The reason behind the selected company can be designated as an MNC/TNC
A Multinational Corporation (MNC) is a business organization which has presence in two or more locations with its main headquarters and flexible products and strategies to suit the local markets (Benabed, 2023). A Transnational Corporation (TNC) moves even further through integrating both world efficiency and local responsiveness through decentralization of decisions making to exploit opportunities in the region and worldwide sharing of knowledge and resources (Linde and Broman, 2025). Nestlé S.A., which was founded in 1866 in Vevey, Switzerland, can be called a multinational corporation (MNC) and a transnational corporation (TNC) because of its large presence in the world and transparency in its functioning. According to Nestlé’s 2024 report, the company’s underlying trading operating profit varies by region, with Zone NA achieving 22.3%, Zone AOA 20.4%, and UTOP margin improved by 200 basis points to 14.0% (Nestlé Annual Report, 2024). The increase was driven by growth leverage, mix improvement and cost efficiencies. Its decentralised organisational setup enables it to make strategic decisions on a regional level and also exploit the resources of the world, such as research and development (R&D), sourcing and supply, and marketing networks. The Transnational Model indicates that Nestlé maintains a global effective and local adaptive balance. As an illustration, the Nescafé and Maggi noodles are nationally customised to match the regional preferences, yet they have been given innovations that are developed in the central R&D centres, which reflects the dual international magnitude to the local responsiveness of the company. Thus, Nestle can be considered as both an MNC and a TNC, which have managed to combine global business activities with the local adjustment.
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Figure 2: Nestlé’s Profit in Different Regions
(Source: Nestle Annual Report, 2024)
[bookmark: _Toc216074163]b. Nature of Nestlé’s global operations 
An effectively operated value chain enables the multinational corporations to organize the resources, produce quality products, and adapt to the needs of the local markets.  The operations of Nestlé in the global market are along the whole value chain, from R&D, sourcing, production, distribution, sales, and funding. 
· Research & Development (R&D): Nestlé spends about 1.8% of its total sales on R&D (Nestlé Annual Report, 2024). In the international sphere, its global R&D network with headquarters in Switzerland and major hubs in Singapore and India contributes to the production of products that meet the local health trends, consumer trends, and pricing conditions. This level of the value chain is used to make sure that the innovations are made globally but adapted locally to develop products that meet regional demands. An example is the Manesar R&D plant in India that invented Iron-Fortified Maggi in partnership with Swiss innovation teams to meet the nutritional deficiency in the country.
· Sourcing and Production: Nestlé obtains raw materials like milk, coffee, cereals, and cocoa from thousands of smallholder farmers around the world. In India, the company has eight manufacturing facilities and recently set up its ninth milk collection centre, and encourages rural employment as well as community development and sustainable sourcing (Nestlé India, 2021). Local procurement is integrated with global standards of supply chain quality, products, and reliability of supply. Sourcing and production are the most important value chain processes, which link the acquisition of raw materials to high quality finished products that are both global and local in quality.
· Sales and Marketing: Please use the sharing tools found via the share button at the top or side of articles. Faced with a rise in its own costs, Nestlé has been lifting prices over the past 12 months, although the pace of increases moderated in the second half of the year. Prices rose 7.5 percent year on year in the second half, matching forecasts, and down from a 9.5 percent pace in the first half. Total reported sales decreased by 1.5 percent to SFr93bn ($106bn), net profit increased by 20.9 percent to $12.8bn (Financial Times, 2024). The global branding and localisation in the marketing strategies are exemplified by marketing Nescafé Sunrise and Milo in India with local flavour profiles and culturally savvy campaigns, which explains the think global, act local strategy.
· Financing and Capital Structure: Nestlé has a strong financial base, and its equity ratio is 45, which allows it to expand internationally, acquire, and reinvest in developing markets. This financial stability is enabling flexible investment in innovation, infrastructure, and market entry projects such as the development of localised products and digital marketing campaigns.
[bookmark: _Toc216074164]c. Different entry modes used by Nestlé in entering the different international markets
The entry modes used by Nestle are strategic selection of wholly owned subsidiaries, joint ventures, strategic alliances, and acquisitions, and the selection of such entry modes has been made depending on market maturity, regulation, and cultural aspects, optimal control, compliance, and local adaptation without compromising global efficiency and brand integrity.
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Figure 3: Market Entry Modes
(Source: ‌Giles, 2022)
· Wholly owned subsidiaries: It is the most common form, giving Nestlé direct control of the operations, quality, and brand integrity. Nestle India Limited is a publicly listed subsidiary of the parent company that was founded in 1961, with the parent company holding 63% of the shares (Nestle India, 2021). This enables the overall operational control and quick reaction to market or regulatory threats.
· Joint Ventures and Strategic Alliances: Nestlé uses joint ventures in markets that have a high premium on local expertise or regulatory relationships. In China, it collaborated with Yinlu Foods to enter the regional market, and in some of the African countries, it has worked with governments and non-governmental organisations regarding nutrition and local capacity-building efforts.
· Acquisitions: Acquisitions are one of the tools with which Nestlé can enter the market faster, diversify, and improve (Islam, 2022). These are Purina in the U.S., Wyeth Nutrition in the Philippines, and domestic snack brands in the emerging economies. Such acquisitions give access to immediate market information, distribution networks, and brand recognition. 

A dominant entry mode for Nestlé
Some of the various international entry modes used by Nestlé, depending on the market conditions, include wholly owned subsidiaries, joint ventures, strategic alliances, and acquisitions. The wholly owned subsidiary is the most dominant in the major markets with complete operational control, uniform quality, brand security, and autonomy of strategy (Aro, 2022). As an example, Nestle India Limited was founded in 1961 as a publicly traded subsidiary, whereby most of the shares are held by the parent company, combining both centralisation of decisions and local sensitivity. Although joint ventures and alliances are used in China and Africa to meet regulatory or local know-how, wholly owned subsidiaries would enable Nestlé to standardise processes, impose compliance, and be quicker in innovations, which fits its global glocalization strategy.
[bookmark: _Toc216074165]d. Key benefits obtained by Nestlé from its international operations
The global operation of Nestlé gives it great advantages, such as diversifying its markets, enjoying economies of scale, diffusion of innovation, brand globalisation, financial flexibility, and utilising local resources.
· Diversification of the Market and Stability of Revenue: The diversification provides a solution to the market-specific downturn by operating in 180 or more countries. As an example, when the Maggi noodles crisis struck India in 2015, and the brand was temporarily banned and lost about ₹5500 crore in sales, Nestle's diversified operations in Europe and North America helped to absorb the total profits (Times of India, 2025).
· Economies of Scale and Scope: Nestlé has been able to use international sourcing of commodities, namely coffee, cocoa, and packaging materials, to negotiate better prices and lower unit prices without compromising the quality of the product across the globe (Baronchelli et al., 2024). Standardisation of production processes leads to an increase in efficiency of operations in all markets, eliminating redundancy and waste of resources. Through scale and scope benefits, Nestle is able to realize economies of scale, uniformity of the brand, and efficient operations, which allows the company to compete favourably and provide quality products in various foreign markets.
· Knowledge Transfer and Innovation Diffusion: Nestlé has used the sharing of knowledge across borders by its worldwide R&D network. The innovations that are created in one part of the world, e.g., micronutrient fortification or sustainable packaging, can be quickly replicated and used in other markets. The R&D centre in Manesar is an example of such cross-market knowledge integration as the cooperation with Swiss hubs. 
· Brand Globalization and Localization: Nestle has a balanced brand image globally but localized reaction in development of credibility and penetration of markets (González Alonso, 2022). The company can respond to the local market by differentiating the products according to the local preferences, e.g. Nescafe flavour choice and Milo recipes in India. The outcome of this two-fold approach is consumer loyalty, brand recognition and competitive advantage, which will ensure that the global branding will be further supported with the culturally competent provisions that will be appealing to the local markets and their local tastes and demands.
· Sustainability and Corporate Social Responsibility (CSR): Nestlé, in its international business, incorporates worldwide sustainability strategies in its approach to meeting the needs of the local communities. Programs within the supply chain, such as the Moga dairy development programme, have assisted 100,000 farmers and stabilised their earnings, as well as creating shared value. 
· Financial Strength and Strategic Flexibility: The strong capital structure of Nestlé and the high cash flows provide the company with strategic opportunities to invest in new markets, acquire new businesses, and finance innovation projects (Nestlé, 2024). Such financial strength will enable the company to survive any economic or political shocks in the region, ensure business continuity, and long-term expansion.
· Risk Diversification: Nestle operates in more than 180 countries thus able to diversify business and financial risks in a variety of markets. The slowdown in an economy, interference in regulatory aspects or the crisis in a single area like the Maggi noodles case in India is counterbalanced by the steady performance in other markets, and this maintains continuity, profitability, and the overall risk of the business.
Challenges: Although these are some of the advantages Nestle is facing some issues like complex regulatory environments, cultural diversities, increasing business cost, and exposure to currency and political risks that need proper management to achieve maximum benefits of internationalization (Donzé and Pitteloud, 2025).

[bookmark: _Toc216074166]3. Critical Discussion on the Impact of OLI Factors on Market Entry: Nestlé and India
The OLI (Ownership-Location-Internalisation) model was formulated by John Dunning (1988) to provide a systematic way of explaining why multinational corporations (MNCs) select certain entry modes internationally (Ailani, 2024). The paradigm assumes that the interaction between firm ownership specific benefits, location factors of the host nation, and benefits of internalising the transactions determines the best market entry strategy. In the case of Nestlé, India is a very strategic emerging market, with enormous opportunities, as well as complexities. The OLI factors critically analysed present information on why Nestle mostly uses wholly owned subsidiaries and the impact of these advantages on its long-term presence in India.
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Figure 4: OLI Framework
(Source: Ailani, 2024)
[bookmark: _Toc216074167]a. Ownership Advantages
Ownership advantages are tangible or intangible, firm specific assets like technology, management expertise, proprietary knowledge and brand equity that offer competitive advantage and facilitate entry to the market without the need to use local partners (Adarkwah and Malonæs, 2022). The ownership-specific benefits of Nestlé include tangible and intangible resources, technological skills, managerial skills, and international brand name equity. Nestlé owns more than 2000 patents, internationally recognised brands, such as Nescafé and Maggi, and has proprietary knowledge that builds competitive differentiation. The perceived risk is overcome using a strong brand reputation in culturally and competitive markets where foreign products are adopted. On the contrary, good ownership benefits do not necessarily ensure that the market can be successful as local consumer trust and cultural acceptance can always question the most successful brands.
A key ownership strength is technological expertise, and Nestlé has cutting-edge R&D centres in Switzerland, Singapore, and India that enable the transfer of knowledge across borders to enable innovation to be locally adapted without affecting the quality. Fortified Maggi noodles and regional versions of Nescafé are some of the products that show this ability. This is consistent with the Knowledge-Based View (KBV) that stresses knowledge as a strategic source of a lasting competitive advantage (Stoian et al., 2024). 
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Figure 5: Nestlé's Operational Workflow
(Source: Self-created)
Ownership benefits are also reinforced by organisational capabilities, namely standardised quality assurance, lean manufacturing, and digital supply chains. However, the ownership assets are not the only sufficient elements: the Nestle 2015 Maggi crisis shows that cultural adaptation, quick and efficient crisis response, and strategic communication are also significant to ensure market confidence (Times of India, 2025).
[bookmark: _Toc216074168]b. Location Advantages
The host-country factors that influence the strategic decisions in international expansion are location advantages which consist of market size, resources, cost structures, and regulatory incentives and influence the investment feasibility, efficiency of operations, and risk management (Bakar et al., 2022). The presence of location-specific advantages in India has a strong impact on the use of wholly owned subsidiaries by Nestle; however, these advantages cannot be presumed but they should be evaluated critically. The population of India (1.4 billion) and the fast-growing FMCG industry create immense scale opportunities but not evenly spread. The income gaps, geographical diversities, and the different tastes and preferences of consumers imply that Nestle will have to invest heavily in localisation and distribution channels and culture specific products before such demographic strength is converted into real sales. Conversely, these benefits cannot counter the large market size due to high infrastructural costs and complexity in regulation, which may counter potential benefits.
The cost benefits promised by the skilled yet low-cost labour market in India might be undermined over time by challenges in the infrastructure, logistical problems and the increase in the wage rates in the urban areas. Government initiatives such as the Make in India programs and the PLI program have tax incentives and support in production but there is disparity in its implementation across the states and this introduces bureaucracy to which Nestle has to spend lots of money to to-keep everything within the compliance and government relations (Malik and Vazirani, 2024). The agricultural power of India allows the local sourcing of milk, coffee, cereals, and spices making the supply-chain more resilient, but the rural supply chains are not fully consolidated, the company is vulnerable to quality variations, seasonal variation, and the risk of dependency on farmers. Quite the contrary, certain place specific benefits such as availability of raw materials can subject Nestle to the supply risks as it relies on smallholder farmers. In turn, Nestle dependency on wholly owned subsidiaries is not the reaction to favourable market conditions but a strategic instrument to ensure control, minimization of operational uncertainty, and value creation in the long-term scope in a challenging and prospective emerging market environment.

c. Internalisation Benefits
The benefits of internalisation are realised when a firm manages value chain operations in-house rather than out-sourcing, the cost of transaction reduces, proprietary knowledge is maintained, and stable quality, regulatory, and brand acceptability in sensitive firms. The benefits of internalisation would be realised when a company manages value chain operations as opposed to using external suppliers. This strategy is reflected in Nestlé's preference for wholly owned subsidiaries in India, whereby they can directly control the production, distribution, and marketing. This minimizes licensing or joint venture transaction expenses, safeguards proprietary technology, regulatory consistency, and uniform quality, which is essential in the food industry, where failure may negatively affect brand image. Internalisation, conversely, leads to higher concentration of capital and operational inputs that may decrease the level of flexibility in adapting to abrupt market shifts (Wang et al., 2025). The 2015 Maggi crisis demonstrates the importance of internal control because Nestle immediately introduced stringent testing, supply chain adjustments, and communication management to rebuild trust (Times of India, 2025).
It is also through internalisation that knowledge transfer and learning take place. Some of the innovations that can be tested locally before being implemented in other emerging markets are the fortified Maggi noodles or sustainable packaging. Conversely, excessive centralisation of internalisation may slow the speed of the local reactivity, which may impede adjustment to consumer needs that are culturally-specific. In line with the Resource-Based View (RBV), competitive advantage can be boosted by exploiting the strategic resources within the firm. Nestlé has a high capital base and experience, and therefore, internalisation is the best mode of long-term success despite the high resource intensity involved.
[bookmark: _Toc216074169]d. Combination of OLI Factors and Market Entry Results
The combination of ownership, location, and internalisation advantages determines the strategic decision of Nestlé to concentrate the wholly owned subsidiaries in India:
· Ownership (O): Competitive differentiation is based on proprietary technology and patents, world brand equities, and organisational capabilities (Ailani, 2024).
· Location (L): India has a huge consumer population, inexpensive labour, government subsidies, and an agribusiness chain of suppliers, which are really economic and strategic advantages.
· Internalisation (I): The reason behind this is that complete control over the operation will ensure quality, protect proprietary knowledge, reduce transaction risks, and transfer of knowledge is swiftly conducted between the global and the local unit.
Through a critical analysis of factors of OLI, it stands out clearly that the wholly owned subsidiary model of Nestle in India is a strategic decision. The advantages of ownership give technological, managerial, and brand superiority, location advantages offer the possibility of the market and local access to resources, and internalisation advantages ensure the protection of such assets and allow obtaining a constant quality.  The OLI framework explains how Nestlé found its way into India, how it has managed to remain competitive in the long run. The whole owned subsidiary model maximises the benefits of the OLI factors through the creation of a balance between the global standardisation and the local responsiveness (Batschauer da Cruz et al., 2024). The other aspect, which the model highlights, is the combination between theory and practice. Although OLI factors provide an explanation, which is applied when an entry mode is chosen, the real-world contingency, such as modifications in regulatory policies, consumer trends, or a crisis, requires strategies that involve management adaptation strategies. The experience of Nestle has shown that the ownership, location, and internalisation benefits can and should be re-evaluated on a regular basis to maintain the competitive edge in the emerging markets full of complexities.

Dominant OLI Factor
In India, Nestle has strong ownership benefits due to proprietary R&D, brand value and management experience which has been instrumental in product differentiation, resilience to crises and innovation (Statham et al., 2024). The strategy of location and internalisation as well as the strategy of ownership, in the absence of ownership assets, would not guarantee sustainable competitive advantage through the wholly owned subsidiaries. This is because ownership privileges, such as excellent competitive advantages, including R&D competencies, brand loyalty, and managerial competencies, is prevailing in India with Nestle, and it facilitates product differentiation, innovation, and crisis resilience, and location and internalisation only facilitate these firm-specific privileges.




[bookmark: _Toc216074170]4. Critical evaluation of how cultural differences between Switzerland and India
Cultural differences between the home country of Nestle (Switzerland) and the chosen emerging Economy (India)
The cultural differences are critical to multinational corporations (MNCs) such as Nestle, since they determine consumer behaviour, managerial expectations, communication styles and strategic decisions. The six dimensions of Hofstede offer a systematic system of comparison between India (host country) and Switzerland (home country) and evaluation of the implication of the host country Nestle operation.
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Figure 6: Hofstede’s Country Comparison
(Source: The Culture Factor, 2025)
Power Distance (India 77 vs Switzerland 34)
The power distance in India is high (77), which can be attributed to a high level of acceptance of hierarchy and top-down leadership, whereas the power distance in Switzerland is low (34) and does support egalitarian and participative leadership. In the case of Nestle, the cultural distance affects the management, communication, and HR practice (Tongo Nancy et al., 2025). The Swiss managers who are accustomed to consultative decision-making need to adapt to the hierarchical principles in India, which are usually achieved by establishing wholly owned subsidiaries that guarantee proper reporting lines. The internal communication needs to be organized, since the Indian employees might not be inclined to question their superiors or report problems in advance. HR practices such as leadership development, performance appraisal and incentives must be based on the balances between authoritarian control and employee involvement so as to keep them motivated and innovative within the Indian environment.
Individualism vs Collectivism (India 24 vs Switzerland 79)
The individualism in Switzerland (79) is very different, compared to the collectivist culture in India (24), which affects the marketing, supplier relationships and market directions of Nestle. Family, community, and social networks are the factors that influence consumers in India, addressing which Nestle markets such products as Maggi as a family favourite and Nescafe as a shared moment. The supplier and community relations are also influenced by collectivist norms, which promote trust building and long-term relations; programs of development of farmers, milk collection centres, and rural development by Nestle ensure loyal relations and supply chains. By setting up wholly-owned subsidiaries in India, these relationships will be directly cultivated; they will make sure that the company will be related to the long-term goals and targets rather than by using third-party partners.
Masculinity / Motivation toward Achievement (India 56 vs Switzerland 70)
The fact that Switzerland has a greater masculinity score (70) suggests that it has more achievement and competitive orientations whereas India has a moderate score (56) that balances achievement with social and relationship. In the case of Nestle, it impacts on product positioning as well as management practices. The Indian style of marketing is both performance based and nurturing such as in the case of Milo to the kids and fortified Maggi noodles with the family care and quality being a priority. The Swiss managers can be more performance focused and efficiency oriented managerially, and the Indian workers will be best motivated by a combination of the performance rewarding and the relational support. The HR policies and incentive programmes employed by Nestle need to embody this two-fold strategy in which achievement should be rewarded and a conducive, cooperative working environment should be preserved.
Uncertainty Avoidance (India 40 vs Switzerland 58)
The fact that the uncertainty avoidance in India is lower than in Switzerland (40 vs. 58) can be seen as an indicator of the increased willingness to innovate but still requires reliability, particularly in food safety. In the case of Nestle, this cultural variation has impacted on product development, consumer confidence and market strategy. Indian consumers are open to experimentation with new flavours, pack size as well as fortified products. Nevertheless, the 2015 Maggi crisis sheds light on how crucial trust and clear-cut quality assurance is. Working with the help of wholly owned subsidiaries, Nestle is able to create a balance between the local innovation and the global quality standards, guaranteeing consumer trust and modifying the products to suit the changing tastes and the market demands.

Long-Term Orientation (India 51 vs Switzerland 42)
The moderate to high long-term orientation of India (51) compared to the lower score of Switzerland (42) shows that India is a highly culturally oriented nation in terms of patience, relationship-building and future planning. In the case of Nestle, this is an element that defines strategic investment and operation. Programmes such as farmer development schemes, locally based R&D centres and nutrition awareness are all in line with the long-term outlook of India, which makes it build trust and sustainable development. Using wholly owned subsidiaries enables Nestle to have a direct ownership of such investments, which has ensured consistency of such investments with its corporate outlook as well as building long term relationships with suppliers, distributors and local communities. The strategy finds a perfect marriage between global strategic goals and the long-term and culturally sensitive involvement in the Indian market.

Indulgence vs Restraint (India 26 vs Switzerland 66)
The high result of Switzerland (66) is in contrast to the low score (26) of India, which indicates the difference in the attitude towards leisure, luxury and gratification. In the case of Nestle, such a gap has an influence on product design, marketing, and pricing. Luxury or even luxurious goods that are popular in Switzerland cannot be easily transferred to India; rather, Nestle has devised affordable and practical alternatives to its products such as ₹5 Maggi sachets to satisfy the needs of the Indian population. Marketing targets necessity, nutrition and value-for-money and not luxury or hedonism. It is important to understand the restrained culture of India because failure to get this aspect right may result in overpricing or mispositioning thus limiting the mass-market acceptance thereby making the company to fail in gaining extensive penetration to consumers.

Synthesis and Implications for Market Entry and Success
Switzerland: Cultural Context
The low power distance, high individualism, masculinity and indulgence inherent in Switzerland favour egalitarian leadership, performance orientation and high-end consumption (Rachwal-Mueller, 2023). Swiss participative management and hedonic marketing do not match each other in India, where hierarchy, collectivism, and reserved consumer preferences are dominant.
India: Cultural Context
Hierarchical leadership, relationships based on trust and practical products are needed in India due to the high levels of power distance, collectivism, and restrained culture (Dsouza, 2025). It should emphasize family, community and value in marketing, small pack affordable formats, and long-run investments in farmers, research and development and corporate social responsibility guarantee growth sustainability.
Impact on its potential for success in that market
Adoption of wholly owned subsidiaries will help Nestle to achieve hierarchical alignment, control of operations, and transfer of knowledge in India. To overcome high power distance, collectivist values and moderate risk taking that characterize Switzerland, Swiss managers should undergo cultural sensitivity training. Nestle can successfully enter the market, build sustainable relations, and gain a competitive advantage of the Indian market by skilfully balancing global standards with national adaptation: by providing individual leadership styles and marketing strategies along with product format and long-term investments in the community.





[bookmark: _Toc216074171]5. Strategic Recommendations for Nestlé’s Improved Performance in India 
Adjustment 1: Increasing the Quality Control and Regulatory Compliance SOPs
The first significant change that Nestle would need to achieve to perform successfully in the Indian complex institutional environment is the enhancement of quality control and regulation compliance SOPs. Current global processes of Nestlé are oriented to the highly harmonised, transparent and predictable regulatory system in Switzerland that is characterised by low power distance, high institutional trust and a high level of procedural uniformity. India, on the other hand, has a fragmented regulatory environment with involvement of  FSSAI, state laboratories, municipal government and various local enforcement agencies whose understanding of safety regulation often varies. This rift was brought to the fore when a state-level ban rapidly spread across the country in 2015, although this ban was subsequently disproved by scientific tests. Based on the OLI perspective, the Ownership strength of Nestle, namely, its proprietary R&D, the world unified quality systems, and the good brand image, heavily relies on the uniformity of the product quality and the regulation consistency. These ownership advantages are, however, compromised when the compliance system fails to take into consideration the institutional variability of India. The benefits of internalisation support the need to have direct control, but the control will not work without India-specific compliance SOPs, which expect regional differences. The analysis of culture also emphasises the fact that the power distance, hierarchy, and demands of Indian culture to have lengthy documentation make it necessary to ensure more formal and proactive interaction with regulatory organisations (Nkando, 2021). As such, Nestle has to modify its SOPs to incorporate more regular testing processes in the area, region-specific documentation processes, official state-level audit preparation, and crisis-response procedures to match the regulatory uncertainty in India. These changes make sure that the Ownership and Internalisation advantages of Nestle are not at risk, and also minimise the exposure to regulatory interference, such that the long-term operations of Nestle in India stabilise.

Adjustment 2: Local Supply Chain Integration and Traceability SOPs
The second key SOP change is associated with the localised supply chain integration and traceability since it is necessary due to the structural realities of the Indian agricultural industry and supplier ecosystem. The supplier environment in Switzerland is institutional and technologically assembled, and it is regulated by the rigid institutional procedures; the Indian system of smallholder farmers, informal supply chains and diversified production methods brings a significant degree of variability to the quality and consistency of products. In the previous OLI analysis, Nestlé highlighted the fact that the Location benefits of India, such as the raw materials, high agricultural production, and economical sourcing process, would only be utilised efficiently in case SOPs are modified to address the problem of a fragmented supply base that India presents (Kuzey et al., 2021). The SOPs that are currently in use in Switzerland presuppose high traceability, institutionalised supplier relationships, and the same quality standards, which are not always attainable in rural India. The benefits of internalisation denote that Nestle can best advantage when it is directly in control of production and sourcing, but the control of low-tech farming settings needs SOPs that can handle this environment through a structured involvement and regular monitoring. This need is reinforced by cultural factors: India is a collectivist country with an orientation towards relationships and relationships, where trust and personal engagement, as well as long-term commitments, are crucial aspects of supplier compliance. It is due to this that Nestlé will need to amend its SOPs to encompass localised procurement practices, real-time quality control measures at the milk and grain collection points, farmer development and training interventions, and mechanisms of communication that are culturally sensitive to boost confidence. The establishment of these procedures will guarantee that the variability of the supply chain is minimised, traceability is enhanced, and Nestlé will be able to achieve the global quality standards, with the Location advantage in India. The benefit of such SOP shifts is not only to maintain the consistency of products, but also to increase the long-term legitimacy and sustainability of Nestlé in the Indian agricultural societies.

Adjustment 3: SOPs on Product Adaptation, Marketing and Consumer Engagement
The third significant SOP change is related to product adaptation, marketing procedures, and consumer interaction. The consumer market of India is diverse in culture, linguistically, and price sensitive, unlike Switzerland, which has a relatively homogenous consumer base. The Cultural Analysis section of Nestlé indicated that India is a high-context and high-collectivity country that has an emotional attachment to brands, whereas Switzerland is individualistic and low-context, and has a functional marketing appeal. Though Nestle already localises a few products, including spicier Maggi and more regionally flavoured Nescafe’s, the adaptations are not entirely institutionalised in the global SOPs, so there is inconsistency in localisation across categories. The OLI framework suggests that Nestle's Ownership benefits of R&D, brand equity, and proprietary formulations need a methodical localisation of global product strengths into the local market adoption. This is supported by the internalisation theory, which emphasises that the integrated R&D and marketing strengths Nestlé possesses will only provide it with strategic strength once they are enhanced with real-time consumer feedback and product testing that is relevant to the local market. SOPs, hence, will need to be changed to provide systematic sensory testing, regional tastes, culturally matched messaging guidelines, multilingual communication needs, influence-based advertising, which fits the collectivist inclinations of the Indian market, and price-conformable pricing strategies, which fit the price-sensitive market. Indian consumption is emotional and communal, thus it needs to be marketed with SOPs that incorporate storytelling that uses narratives, campaigns based on festivals and influencer-engagement through digital channels. Unless such processes are entrenched, Nestle may end up losing touch with the fast-changing consumer environment in India. The revision of these SOPs will help to make sure that the adaptation of products is not a one-off managerial decision but a process that is constant and institutionalised in accordance with both OLI advantages and cultural insights.
Combined, the three suggested SOP changes act as mutually reinforcing strategic wheels that Nestlé needs to succeed in the long term in India. All changes directly enhance one of the aspects of the OLI framework: improved quality-control SOPs reinforce Ownership and Internalisation benefits by securing brand trust, supply chain localisation SOPs help Nestle to leverage India Location benefits and minimise operational risk, and product-marketing-adaptation SOPs ensure that the strengths of Ownership translate into consumer relevance. This interrelated system of hierarchical regulatory engagement needs robust compliance SOPs, collectivist supplier relationships need updated sourcing SOPs, and high context consumer communication needs modified marketing SOPs is supported by cultural alignment. The effectiveness of the other adjustments becomes less effective without one of them, which undermines the competitiveness of Nestlé. To the extent that the SOP changes are institutionalised, Nestle is able to predict regulatory shocks, product regularity, enhanced localisation, and sustainable competitive advantage in a market characterised by high potential and high volatility. Moreover, the lack of independence between these adjustments is what will make the Nestlé structure of operations in India more consistent, predictable, and aligned with the requirements of the local market. With these SOP modifications incorporated in the daily operations, Nestle enhances its capacity to integrate quality assurance, sourcing operations, and market interactions in different regions. This forms a more responsive and learning based organisation that can constantly perfect its practices in respect to local feedback and changing expectations of the institution. 


















[bookmark: _Toc216074172]6. Conclusion:-

The comparison of Nestle international operations and their strategic involvement with India proves that the global strength of the company is in its high Ownership advantages, a high number of Location-based opportunities, and effective application of Internalisation to protect the quality and brand integrity. The OLI framework indicated that Nestle has good global patents, R and D, and old brand equity, which has a good base in its international growth, but still these strengths need to be realigned towards the reality of new markets like India. Cultural analysis also revealed that cultural differences between Switzerland and India, especially in communication style, hierarchy, collectivism, and uncertainty management, are issues that should be addressed by the organisation by employing adaptive organisational practices to ensure that they are accepted or comply with regulations in the market. The proposed changes to the SOP are, firstly, a direct positive contribution to the long-term success of Nestlé in India; in fact, the changes would inject market-specific operational intelligence into the general practices. The response to the intricate food governance system in India and protecting the global brand reputation will be the enhancement of the quality-control and regulatory-compliance SOPs. Local level supply chain integration and traceability will ensure that Nestlé will be in a position to access the agricultural base in India and minimise the natural risk attributed to fluctuations in raw materials. Product adaptation and culturally inclined marketing, facilitated by the expansion of SOPs, will help Nestlé to survive in the competitive environment that is diverse, price-conscious, and emotionally oriented. 
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