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[bookmark: _Toc144126086]Introduction
International marketing refers to sales and marketing of products outside the home country by a company and it gives opportunities for international trade and brand expansion. Nescafe has focused on selling Gold Cappuccino as it is highly demanded by customers. This product has been highly purchased by the company as in both countries it is going with culture and traditions of the company. The main aim of the study is to compare the culture and other marketing facts about Italy and Spain as both in these countries the company has to sell this product. Directional development plans and strategies for future development are also going to be discussed in this section. 
[bookmark: _Toc144126087]Company background
Nescafe is an instant coffee brand and it has several varieties of products to maintain the popularity of the organisation. The company first introduced their flagship in the year 1938 having its headquarters in Switzerland (Nescafe.com, 2023). The company use a series of digital marketing strategies to increase the popularity of the brand. Gold cappuccino variety of coffee is popular in Spain and Italy and the people of these countries also like this flavour of coffee. It is quite expensive as it uses freeze drying method while the production of the product. 
The competitors of the venture include Illy, Lavazza, Folgerm and Elbert on a global level. The company generated about 94.4 billion Swiss franc in the year 2021 (Statista.com, 2023). Its innovative product portfolio is vast in this company and it has several variations of coffee such as instant coffee, cappuccino, espresso, latte, cold brew and gold cappuccino. A set of CSR policies is maintained by the company to increase its competitiveness in the market and it will help to maintain the brand value and brand image of the venture. 
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Figure 1: Logo of the company 
(Source: Nescafe.com, 2023)
Gold cappuccino is a frothy cappuccino complemented with milk to create a decadent coffee experience. The product is rich in antioxidants especially high in poly-phenols to prevent disease and maintain good health (Nescafe.com, 2023). It is a high-involvement product as its popularity is high and it also presents the personality, status and lifestyle of customers. This variety of coffee is generally expensive and it also poses a low risk while buying. Complex buying behaviour is seen in this product and significant difference between the brands is also observed. The product has a foamy, creamy and sweet taste and it is a dark-roasted instant coffee with distinctive characteristics. 
[bookmark: _Toc144126088]PESTLE analysis 
	Factors
	Italy
	Spain

	Political 
	· Politically stable with an index of 0.58 (Theglobaleconomy.com, 2023)
	· The politically stable and stability index refers to 0.58 (Theglobaleconomy.com, 2023)

	Economic 
	· GDP rate is 2.01 trillion US dollars (Statista.com, 2023)
	· GDP rate 261.1 billion US dollars (Statista.com, 2023)


	Social 
	· The average monthly expenditure on food and beverage is 14.96 Euros (Statista.com, 2023)
	· Consumers on average spend around 815 Euros on food and drinks (Statista.com, 2023)

	Technological 
	· Investment in AI technology has increased by 17.86 % (Trade.gov, 2023)
	· The generative AI market has a growth rate of 25.75% (Statista.com, 2023)

	Legal 
	· Presence of ECC Italy 
	· Maintenance of consumer rights through Article 51 of the Constitution 

	Environmental 
	· The recycling rate of Plastic packaging is 56 % (Statista.com, 2023)


	· The recycling rate of plastic packaging has amounted to 45.7 percent (Statista.com, 2023)


Table 1: PESTLE 
The countries are politically stable and have a considerable amount of GDP which can impact the business positively. GDP rate is higher in Italy which can support the brand's advertising, marketing and R&D investments more as compared to Italy. The average monthly expenditure on food and beverage is 14.96 Euros while consumers in Spain spend around 815 Euros (Statista.com, 2023). Average spending on food and beverage is higher in Spain and the company is likely to have more sales of products in Spain. 
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Figure 2: Consumer spending on food and beverages in Italy 
(Source: Statista.com, 2023)
Investment in AI technology has increased by 17.86 % in Italy while the generative AI market has a growth rate of 25.75%. AI can be used by the brand to make predictions and detect anomalies in production. Consumer rights are protected in Italy with a sound business regulatory environment and the presence of ECC Italy acts as the European consumer centre network. Spain has maintained consumer rights through Article 51 of the Constitution. The recycling rate of plastic packaging is higher in Italy as compared to Spain with 56% of plastic waste have been recycled (Statista.com, 2023). The company can maintain its recycling mission with its sustainable packaging in Italy as well as in Spain. 
[bookmark: _Toc144126089]Hofstede’s model 
Hofstede’s cultural dimension is used to analyse similarities and dissimilarities between countries based on cultural dimensions. As stated by Huang and Crotts (2019), it analyses cultural similarities and dissimilarities based on power, identity, gender, uncertainty and time. As reflected by the cultural dimension comparison between Spain and Italy, the country Italy has scored 50 in the power distance dimension which indicates that the country prefers equality and a decentralized power dimension. On the other hand, Spain scored 57 in power distance which indicates that the country prefers hierarchical structure. Consumers living in a high power distance country exhibit greater brand social categorization tendency and people living in Sprain are more likely to prefer brands with high signalling ability. 
Italy has an individualistic culture with a score of 78 and people belonging to Italy are more likely to engage in purchase behaviour based on individualistic values such as pleasure seeking and self-gratification. Spain can be considered to have a collectivist culture with a score of 51. It indicates that there is a high social influence that can control the buying and consumption of products and services (Escandon-Barbosa et al. 2022). Nescafe needs to consider brand social categorization for Spain due to its high power distance culture. The brand needs to focus on mass marketing for Italy as the people of this country do not believe in high signalling ability. For countries with high individualism such as Italy, the brand’s promotion needs to target people by emphasizing how this particular product will benefit individual values. Nescafe can target the community or group as a whole in Spain over individual needs. 
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Figure 3: Hofstede’s cultural dimension comparison between Italy and Spain 
(Source: Hofstede-insights.com, 2023)
Italy is a masculine society with a score of 70 and Italy is more feminine as reflected by cultural comparison. Italy is more success-oriented and competitive while Spain is more feminine and there is a preference for quality of life. As Italian society is highly influenced by status symbols, it is important to acquire a status symbol while marketing Gold Cappuccino by making it premium for consumers. Spain prefers the quality and the brand needs to focus on traits that can be nurtured with this particular product. A high score for Italy in uncertainty avoidance means that the country's people are not comfortable in ambiguous situations, while a low score in this dimension indicates that the people are comfortable with changes (Sent and Kroese, 2022). It has been identified that people in Spain are more likely to accept the product as compared to Italy. 
The brand needs to connect more closely with Italian people while promoting this product. Italy has a high score of 61 on long-term orientation as people are more focused on long-term goals, therefore, the brand can market the product in a way that can benefit consumers for a longer time. Spain is more short-term oriented and marketing needs to be extended that can provide immediate results and benefits. Both countries have scored low on the indulgence dimension, so it is important to restrict social norms for the brand in these countries. 
[bookmark: _Toc144126090]Porter’s five forces 
	Factors
	Italy
	Spain

	Competitive rivalry 
	High 
	Moderate 

	Supplier’s bargaining power 
	Low 
	Moderate 

	Customer’s bargaining power 
	High 
	Low 

	The threat of new entrants 
	Low 
	Low 

	Threat of substitute 
	High 
	Moderate 


Table 2: Porter’s five forces
(Source: Self-created)
The Italian market is dominated by Bourbon Coffee, Kimbo Illy and Borbone. Spain's market has limited coffee brands such as La Estrella and Saimaza. Competitive rivalry in the Italian market is high as Lavazza has been the major brand with revenue of 1.66 billion Euros (Statista.com, 2023). The competitive rivalry in Spain is moderate as compared to Italy. Supplier's bargaining power is low in Italy as there are several suppliers present in the country whereas Supplier’s bargaining power is moderate in Spain due to the limited presence of coffee suppliers. Customer's barging power is high in Italy and in Spain customer's bargaining power is moderate due to the limited presence of beverage brands. 
The threat of new entrants is low in both countries in Italy, there are several major players and in Spain, there is a limitation for the brand due to the lack of a supplier's chain. Spain is not a coffee-producing country and beans need to be exported from other country which makes it more costly to operate in Spain. The threat of substitutes is high in Italy due to the low cost of switching to a coffee provider and the high affordability of coffee beans, whereas in Spain, there is a low risk of substitutes due to limited affordability. The company is more likely to make profits and competitive advantage in the Italian market due to high affordability. 
[bookmark: _Toc144126091]SWOT analysis
	Strengths
· The company has a strong brand recognition (Nescafe.com, 2023)
· High investment has been seen in product variety and innovation 
· Effective marketing strategies are present in the company 
	Weaknesses 
· Highly dependent on the instant coffee segment 
· Price fluctuation is another issue (Nescafe.com, 2023)
· Issues related to environmental and social concerns

	Opportunities
· Eco-friendly packaging especially focuses on biodegradable material
· Collaboration with local coffee shops (Nescafe.com, 2023)
· Development of healthier coffee opinions such as gold cappuccino
	Threat
· The presence of intense competition in the market
· Market instability and economic downturn after pandemic
· Fluctuation in the price of coffee beans (Nescafe.com, 2023)


Table 3: SWOT analysis of Nescafe
The above table states that Nescafe has a strong brand presence at the global level and the product reputation is also high. High investment is made by the organisation in the section of product variety and innovation (Nescafe.com, 2023). On the other hand, the weakness of the organisation includes price fluctuation of products. The company is largely dependent on instant coffee variation and might diversify its business from instant coffee to other products. The venture faces issues regarding the environment as the waste material includes single-use packaging and coffee pods. It is the main reason why Nescafe has focused on packaging its products with the help of biodegradable materials (Nescafe.com, 2023). The company also introduces its healthier coffee variations such as gold cappuccino. In addition to this, intense competition is the main threat to the company and it also experiences market instability after the pandemic. 
[bookmark: _Toc144126092]STP
	Segments
	Italy
	Spain

	Demographic
	· 18-35 years age group 
· Young boys and girls 
	· All gender people 
· Married people and couples

	Geographic 
	· People from Urban areas such as Rome, Milan, Naples, Turin and others 
· Village people also targeted who like coffee
	· People from urban cities such as Barcelona, Madrid, Seville, Bilbao and others 
· Teens and adults from big cities 

	Behavioural
	· Late teen to early thirties coffee drinkers
· People who expected to get good quality coffee 
	· Regular coffee drinkers who take coffee 2-3 times 
· Spanish people who eat good quality coffee and start their day with coffee

	Psychographic 
	· Upper-class society people 
· People who belong to coffee culture and are loyal to one brand 
	· People from high-income background 
· Busy achievers and explorers are also targets 


Table 4: Comparison of STP
(Source: Self-created)
Nescafe has focused on targeting different segments in Italy and Spain and it has been effective for the company to target different customers in the market. The company in Italy mainly has focused on young boys of girls from the age group of 18 to 25 years group boys and girls as they mostly like coffee products. In Spain, the company has focused on all genders, couples and married people as they love to drink coffee together in cafes. In 2021, Rome had an area of almost 4.3 million people, Milan had an area of 3.1 million people and Naples had an area of 2.2 million people (Statista.com, 2023). In both countries, the company has focused on major urban areas such as in Italy the company focused on targeting people from Rome, Naples and Milan while in Spain the company has targeted people from Barcelona, Madrid and others.
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Figure 4: Largest Urban cities in Italy
(Source: Statista.com, 2023)
In Italy, the company has focused on selling the products to late teens to early thirties customers who are coffee drinkers. The company also targeted people who expected good quality coffee products while in Spain the company focused on targeting the people who start their day with coffee. Nescafe Gold has been focused on giving people the finest coffee which is artfully crafted by expert blenders of the company (Nescafe.com, 2023). Customers who remain loyal to one coffee brand have prime targets in Italy while busy achievers and explorers have been targeted by Nescafe in terms of psychographic factors. 
Targeting 
In both countries, the company has focused on targeting people who mainly have been coffee drinkers. The company in both countries have focused on high-income background customers as people from upper-class society have been attracted towards gold cappuccino products. Products of Nescafe have been helpful for customers who wanted products for coffee-drinking occasions and wanted to make a moment special (Nescafe.com, 2023). The company in Italy mainly focuses on students and single people who have focused on drinking coffee alone. In Spain, the company has targeted people who have focused on couples and married people who drink coffee together and spend their time. 





Positioning
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Figure 5: Position of Nescafe in Italy
(Source: Self-created)
In the Italy market, the company faced high competition from different established companies such as Mars Inc, The Kraft Heinz Co, Starbucks and others. The company tried to make high-quality coffee products so it focused on developing the product's quality which made the prices high while the company was in a convenient position.
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Figure 6: Position of Nescafe in Spain
(Source: Self-created)
Nescafe in Spain has focused on providing high-quality products so that prices of the products have been high and the company has taken a comfortable position in the market. In Spain, the company faced major competition from JDE, Tchibo, J.M. Smucker, Lavazza and others as they are important players (Statista.com, 2023). 
[bookmark: _Toc144126093]Marketing strategies in Italy and Spain using 7Ps
Nescafe has an aim to reach 100% responsible sources of Coffee by 2025 and 20% of coffee sourced from regenerative agriculture methods. In adherence, it has forced their ambition for key ingredients and marketing strategy has facilitated the selling rate of this organisation. The 7Ps of marketing have been described below to compare and contrast the marketing strategies of Nescafe in countries such as Italy and Spain. 
Product: 
Nescafe has made sure to satisfy consumers who are coffee lovers and has tried to introduce different blends of coffee. In the marketing mix strategy, the product strategy has to be maintained with the demographic of consumers and also kept into consideration. The demographic of Italian customers has helped to promote different taste products such as Nescafe original blend, Gold blend and gold blend decaf. The decade section has developed the cappuccino which has improved flavour as per consumer preference (Ong et al. 2021). On the other hand, in Spain, there are several product flavours that are popular such as green blend, Latte, Vanilla and mocha. 
Price: Nescafe is one of the leading coffee brands that have implemented a pricing strategy based on their quality. The pricing strategy of Nescafe is dependent on the competitors and demand and this organisation has preferred a skimming pricing strategy. In Italy, it has demonstrated products with high quality and also signified with price. On the other hand in Spain, it has made the customer base small and limited. The people have decided to have this coffee and build a great success with changes that increase the customer base and are widely used. A decent volume of high-quality products has been offered to customers at a standard price and it is available to a wider set of consumers (Tiganis et al. 2023). The society in both countries and target consumers has preferred a single cup of coffee at a cheap rate. 
Promotion: Nescafe has emphasised promotion and developed the product in different ways. It has made all possible communication possible for consumers and effective advertising through television, paper, PR activity, newspapers and the internet. The brand has a huge fan following on social media and it has engaged with the user via web video that connects people globally and also implements videos for campaigning (Kraus et al. 2022). In the Italian market, the company has implemented a digital marketing strategy to influence consumers and try to develop the selling rate of these organisations. On the other hand, the brand logo has attracted and imprinted in the minds of people through the advertisement with innovative thinking. In Spain, the PR activity has been effective in connecting consumers and products closely and developing the attention of consumers.
Place: The brand Nescafe has developed a household name and also respects its growth. This organisation has made people all around happy to have products and make sure to reach the area that is expected to be their target. Nescafe has maintained a huge cycle distribution in Spain. The demand for the product has influenced the expected area of the target consumer and maintains a huge cycle of distribution (Carter et al. 2023). It has increased the brand image and is also available for customers whose distribution is similar and typically processes the retailer.
People: The target audience of this brand has delivered satisfactory products and coffee drinkers are specifically looking for a quick solution to quality products. That people who are enjoying their coffee without any hassle in a jiffy with the comfort of their own home. This organisation has offered coffee which is enjoyed everywhere at customers' convenience. 
Packaging: Nescafe has fixed its aim to provide sustainable cartons, jars, scathes and capsules to create less waste. The ambition of this organisation is a 100% recycled and reusable packaging system (Ginanjar et al. 2022). The quality of packaging has provided a safe and sustainable situation for the product which has mitigated the waste of the product due to weather changes. Spain and Italy both have faced weather changes and high-quality packaging has protected goods from moisture and other fungal infections. 

Figure 7: 7Ps of marketing
(Source: Created by author)
Process: The process strategy of this organisation has helped to push the strategy and invest heavily in marketing and advertising brand awareness to create with retailers and ensure product variety. The brand strategy of the holistic approach has built an identification and favourable with consumers which potentially developed consumer taste. The brand strategy of these organisations has encompassed brand elements such as voice, storytelling, and brand value and brand identity.
[bookmark: _Toc144126094]Ansoff matrix 
This has been used for determining the position of the marketing stage of companies in the global stage. 
[image: ]
Figure 8: Ansoff matrix
(Source: Self-created)
Market development: A market penetration strategy has been used by an organisation potentially to grow the market share in the present industry. It has involved a sales-driven approach in the present environment of Italy and Spain and market penetration has been achieved through increasing sales, reaching directly to the customer, touch point, increasing the customer lifetime value, and developing, and emphasising the basket share of consumers. Nescafe will bloom to 13.9 billion by its brand strategy in 2020 (Nescafe.com, 2023). The market leader has instantly developed the fourth most valuable brand globally. There are 5000 products of this brand available in 180 countries and 5500 are consumed every second.
Diversification: FMCG is diversified and offered into new categories such as premium products in the food and drinks. The company is also looking to consolidate its product portfolio, introduce new categories as per the customer needs and assist in improving two-digit growth.
Market penetration: Nescafe is in a fierce battle for market leadership in the present situation. It has deliberately influenced 36% market share and also developed the competitive market of retail coffee (Statista.com, 2023). There are an estimated 5.66 million people who have consumed a cafe in Gold blend and made it an instant coffee product for users. There is a second popular product in cafes which is originally around 5.2 million consumers in a competitive market.
Product development: The coffee lover has found satisfactory tests of coffee and these organisations have introduced different flavours of coffee which have influenced the marketing mix product strategy. As per the demography the consumers are kept in consideration to develop the quality of the product and also influence taste.
The marketing approach of Nescafe such as market penetration has been identified in Spain, and it has developed the product valuation as per the target market aspect. The existing product of Nescafe has ensured a large market share and improved the brand value of this organisation. In Italy, this organization has focused on the stage of market development to recognise consumer taste for different flavour products of this brand. 
[bookmark: _Toc144126095]Directional development
It is related to the strategic policies used by any organisation for the development of the venture. In other words, it is the factor that is needed for the increase of revenue of the organisation and the development of product sales. As opined by Debbarma et al. (2022), the flourishment of local businesses has been dependent on directional development. Gold cappuccino has focused on the health context of consumers for future well-being. This particular product is infused with poly-phenols and antioxidants for optimal body and cell functions. In the comparison of Italy and Spain, the former country has the higher business operation of the company. This increased revenue is helpful in maintaining the versatility of the company in future. The consumption patterns of consumers have been changed after the pandemic in Spain. There is more coffee consumption in Italy as compared to Spain and the company has focused on directional development to enhance its business. 
On the other hand, Spain has more frictional consumers of coffee and the brand has initiated to invite consumers to reflect on its future vision, mission and effective strategy. The brand has also used common people instead of any celebrity in its advertisement so that a better connection with consumers can be made. As per the statement of Han et al. (2022), nowadays companies use e-coupons to strategically use directional development. This strategy also improves the competitiveness of the organisation and better financial decision is made by the venture. The company also focuses on developing a healthy habit of coffee consumption with limited numbers and proper guidelines. The product is more popular in Italy as they are more health conscious and the per capita income is also high in Italy. 
The company recently focused on geographical extension for better business opportunities and developing the business across the globe. Directional development strategy focuses on the overall development of an organisation and a proper analysis of strategies is also seen. As stated by Qu et al. (2023), a directional strategy is used in this development strategy for the growth and improvement of existing business. Though consumer spending is high in Spain, there is a high chance for the company to do better business. The consumer of Italy has more focused on Nescafe, especially in the gold cappuccino to enhance the revenue of the organisation. The mission, vision, values and goals of the organisation have been modified on the basis of the sales of gold cappuccino products. A strong purchase condition and adaptive strategies are seen developed by the company in Spain to mitigate the revenue gap of the venture. Competitive strategies are also developed by Nescafe to improve the business in Spain. 
[bookmark: _Toc144126096]Similarities and differences in the range of variables
Similarities and differences have been identified between the marketing operations of Nescafe in Italy and Spain. Cultural dimensions have been one of the most identified differences between the two of these countries. The cultural differences may differ or manipulate the global business aspects and marketing strategies of the company in these countries. Cultural differences vary in every country and this controls the extent of sales and revenue of the company. 
Both the countries Spain and Italy have a similar kind of consumer market as both have been coming under the European cultural domain. Nescafe has more focused on its digital marketing attributes in order to attract the audiences of both markets (Nescafe.com, 2023). Based on the cultural comparison it can be stated that both the country has different culture. In Italy where individualities cultures have been followed by the people, Spain has a collectivist culture. In order to cater to this cultural definition Nescafe uses a digital marketing strategy to attract audiences from both the country. The company runs similar advertisement and marketing campaigns for both the country with a touch of individualism and collectivism. Nescafe has been called one of the most embraced brands in the global market for its digital marketing strategies. The company has shown the world how with the help of digital marketing a company can reach a broader audience. The company has maintained its pricing similar according to the extent of opportunities in the consumer market to maintain competitive advantages in the global market. 
The company also has included differences in its marketing strategies for two different countries along with the similarities. The company has different product strategies for two different European markets. In terms of the Italian market Nescafe has designed the products according to individual needs whereas, for the Spain market, it focuses more on culture and tries to market the culture (Nescafe.com, 2023). Nescafe has different strategies for different countries as the country's target young generation is the prime demographic target audience for the Spanish market, and married couples and daily office workers have been the target market for the Italian market. The company has started different packaging for different markets as one of its main business aims of making solid stability in the local markets of both countries. The product design and packing related to the local culture have allowed the company to become one of the biggest brands in the global market.
Similarities and differences have been identified in the marketing strategies of Nescafe regarding its operations in these countries. In order to cater to those strategies the company has implemented many different approaches. Nescafe has similar digital marketing approaches for both countries which have been targeting the local culture of the European market. Product design has played an essential role in business organisations operating in two different markets. Here Nescafe has followed the same product design approaches that fulfil the needs of both individuals and collectivism (Nestle.com, 2023). Nescafe has understood the market very well which allowed the company to have a product variety and innovation approach based on the different countries and their needs. 
[bookmark: _Toc144126097]Suitability of chosen approaches
Nescafe has become one of the global names after its various product ranges and creative marketing strategies. The company has become one of the global names in this competitive market within just a few years. One of the reasons behind this success is the understanding of the market and manufacturing the products according to it. Being one of the largest food and drinks companies Nescafe has come up with relevant approaches in terms of marketing. These approaches have helped the company to become one of the biggest names in the global market. This competitive market has transformed into the digital world and this has helped global companies to understand that fact (Candelo, 2021). Digital marketing has been one of the best approaches taken by the company in order to market its products in the global market. Italy and Spain both have been in the global market. With the help of a digital marketing strategy, the company has been able to reach a broader audience in the global market. The use of a similar digital marketing strategy has allowed the company to become one of the most famous coffee companies in the global market. The digital marketing approach of Nescafe has engaged a border audience of the company in the global market. 
It became a requirement for the companies to understand the local cultures to have stability in that market. Nescafe has taken the approach to designing its products according to the local culture and target audience of each market. This approach has stability as well as suitability as it fulfils all the requirements of the domestic markets of each country which provides a loyal customer base to the company. Nescafe is one of the top companies in the global market which increased the transparency of its approaches. With the help of product design strategy, any company has been able to hit the target audience as well as the target market (Choi, 2020). The product design strategy of the company has also been considered one of the best and most effective strategies. 
Both the European market has different cultural dimensions and with this product design strategy, it became easier for the company to reach a border audience in the international market. On the other hand product innovation and variety also matter for any company to operate in the international market. Both these attributes have become two of the integrated parts of marketing as well as product design. Except for having cultural differences in both countries' innovation and variety of products one thing that remains similar is the consumer buying perspective (Pezzi, 2021). The approach of having innovative and variety of products for different markets became a success factor for the company. Today’s competitive market only has the requirement of innovation and a variety of products which is not going to change for a decade now. It can be stated that all the taken approaches by the company are suitable and provide stability as well as competitive advantages to become one of the top companies in the global market. 
[bookmark: _Toc144126098]Recommendations
· Use of social media marketing campaign: The company needs to focus on marketing development and social media campaigning used to communicate with consumers such as YouTube, Facebook and others and give them description of products. Social media marketing helps companies connect with audiences and customers and helps them understand the brand (Digitalmarketing.org, 2023). The company can focus on marketing campaigns in different cities of the countries to promote this product to customers. 
· Decision-making approach: Nescafe can focus on a decision-making approach which can be helpful for the company to make decisions for cultural differences and successful marketing-related things. The key approach for taking better decision interventions has been a broad and inclusive approach that considers all improvement methods and decision-making aspects (Hbr.org, 2023). The company can make the decision of low-pricing as that can be helpful for the lower income-background people to afford the gold cappuccino product. 
· Focusing on market and customer analysis: Market analysis can be effective for the better business of a company in a new market. The company need to focus on more analysis of the customer's interest and traditions about which thing they like it can make changes in the products according to that. 
[bookmark: _Toc144126099]Conclusion
The comparison of the marketing approaches of Nescafe in Spain and Italy has helped in concluding the effectiveness of the organisational operations as per the demands of these respective markets. Nescafe has focused on selling gold cappuccino in Italy and Spain markets as in both countries there has been high involvement of the customers in this product. In both countries, there have been major differences in terms of culture, external and internal environment and target customers according to Hofstede, PESTLE, SWOT, STP and others. The company has focused on a product designing approach and digital marketing strategy for developing its business while it needs to lower its prices to attract customers towards the company. 
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