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[bookmark: _Toc152409247]Introduction 
The evaluation focuses on the Anglo-Swiss food and drink conglomerate Nestle which is aiming to enter and market coffee in the markets of India and the UK. A detailed analysis of the Indian market as well as the UK market has been provided by using several models like PESTLE, Porter's Five Forces, market entry strategies, STP of marketing and 7Ps of marketing to grasp a transparent understanding. The overall evaluation further supported the identification of similarities and differences in each country's market in terms of coffee consumption. Recommendations have also been provided for both India and the UK to identify the best possible approach Nestle can opt for to market coffee.
[bookmark: _heading=h.30j0zll][bookmark: _Toc152409248]1. Overview of the brand 
Nestle is a food drink processing multinational brand headquartered in Switzerland that began its journey in 1866 which in 1905 merged with Anglo-Swiss to become the Nestle Group (Nestle.com, 2019). The brand has a significant global presence and a diversified business portfolio which contributes to its approach towards performance, value and effectiveness. It can be said that Nestle is the world’s largest food and beverage company which provides over 2000 brands including iconic alternatives to local preferences and operates across 191 countries globally (Nestle.in, 2023). Observing the financial performance of Nestle it is seen that in 2022 the company generated a revenue of $99.32 billion indicating a 3.78% increase from 2021, however, the company observed a decrease in net profit which amounted to 9.3 billion Swiss Francs (Macrotrends.net, 2022; Statista, 2022)
[bookmark: _heading=h.1fob9te][bookmark: _Toc152409249][bookmark: _heading=h.3znysh7]2. Situational analysis models for Nestle (Coffee)
[bookmark: _heading=h.2et92p0][bookmark: _Toc152409250]PEST analysis 
	Factors
	India
	UK

	Political
(Positive)
	The political factors refer to government policies in terms of the economy. The political solution in India is stable in the current era and has improved over the past few years.  India has reduced political interference in enterprise management and promotes privatisation. Hence, Nescafe Coffee has set up several private manufacturing facilities in India leading to better growth.  Nestle is sourcing coffee from Indian farmers to make products for India and global production as well as leveraging India for the global coffee business (Ambwani 2023). 
	The coffee business is strongly dependent on worldwide trade. The leading producers of coffee across the world are in South America, Africa and Asia. But the drink is mainly famous in North America and Europe. There have been numerous trade pacts recently hence this is a great success factor for the industry and any uncertain business circumstances might not affect the market soon. Hence it will be profitable for the company to operate in the future days in the UK (Statista.com, 2023).

	Economic
(Positive)
	The economic growth of the Coffee sector in India has been growing and is projected to grow at a CAGR of 8.9% from 2019 to 2025 (levista.in 2023). The lucrative sector is quite beneficial for Nescafe and has seen positive growth. The company's coffee portfolio has contributed to 12% of Nestle's revenues.  
	As the economies of the world started growing the consumers’ income is also growing with time. They are more likely to spend their money on drinks and food as well as luxury products. This is especially profitable for the company to prosper in the UK and this factor will lead the customers to choose the premium brand coffee that is Nescafe.

	Social
(Negative)
	The trends of coffee consumption have grown tremendously over the years and the coffee market has gained positive market share. The rise in coffee consumption has made Nescafe report 20% year-on-year growth in India and India is the fastest-growing market for its coffee (worldcoffeeportal.com 2023). 
	With the increasing level of health-conscious customers across the world especially in the UK, the caffeinated beverages market might go down. Still, there are lovers of tea and coffee and this is making the market prosper with time for improving sleep, and mood and more consumers almighty give up on coffee and this could be harmful for the company in operating in the UK (Roy, 2021).

	Technological
(Positive)
	Nescafe has initiated buried marketing campaigns through social media as part of the digital technologies trends to promote its offerings. 
The Nescafe video campaigns such as  360-degree video campaigns on Facebook have created engagement and connect to the young generation (Feng, Xie and Lou 2019). 
	The technological changes that the market is witnessing will not likely affect the coffee market however it will surely adversely affect the coffee chains and cafes. Especially in the UK with the advancement of appliances of coffee like - “Coffee grinders, drip machines, and espresso makers” available everywhere people are buying them and making coffee at their own houses. Hence the demand for Nescafe is likely to enhance however the demand for it in cafes will likely decrease (Coffetek.co.uk, 2023).




Cultural Factors Based on the Hofstede Model 
	Factors
	India
	UK

	Power Distance 
	In India, the power is distributed among the individuals depending on the job role or the position that they have been holding. Managers used to play a vital role in the coordination of the work. 
	The people of the UK used to believe less about the equal distribution of power. In a group project, power has been equally distributed to the team members. 

	Individualism
	The decision-making process within the organisation about the propagation of business and the type of coffee beans that have been used depends largely on the whole business group. 
	The people from the UK try to value other’s privacy and also try to fulfil their accomplishments. The consumers have been very careful to themselves and nearby people, but not towards the society. 

	Masculinity
	Indian society values a competitive approach more than other market players and they can sustain taking any kind of risk. 
	The society of the UK used to highly value competitiveness and the achievements or success that one used to gain. 

	Avoidance of uncertainty
	The society and the consumers of India used to be concerned about the uncertain future and the risks that may occur affecting any business.
	The society and the consumers of the UK used to not be at all concerned about the uncertain future and the risks that may occur affecting any business. 

	Orientation of time
	The management of the coffee business used to value long-term goals at a high amount. 
	The people in the UK used to value short-term gains rather than long-term prospects. 

	Indulgence
	Indian customers have been very strong towards impulsive control and the broad nature of society.  
	The customers in the UK have been very weak towards impulsive control and they also show the tendency to realise their desires for more achievements. 



[bookmark: _Toc152409252]Advantages and disadvantages of the overall model
The Hofstede model is used to indicate some advantages for the business of Nescafe in India as the culture suggests thinking deeply about the future and trying to be protective towards society. The hierarchical process in the organisation has been deeply taken into account and along with that, power has been distributed among all the top team members of the company which helps in the proper decision-making process (Timesofindia.indiatimes.com, 2023). The problem with doing business in India is that they have been less focused on the present scenario and failed to understand the competitors in the market. The model also suggests a certain amount of advantage towards propagating in the UK due to the competitive nature among the consumers and they have been very optimistic to change things and also try to gather better results. The negative aspect of the model suggests that the people in the UK have been very diplomatic towards themselves and have been less concerned about the future which hampers the business operations of Nescafe in the UK.  

[bookmark: _heading=h.tyjcwt][bookmark: _Toc152409253]Similarities and differences should be stated in relation to Pestle analysis and the two countries 
[bookmark: _heading=h.w8zy6marattg]The political factors and the technological aspects in India and the UK have been very similar for doing business as it shows positivity and there are no concerns expected owing to the political downturn. But there is a difference in the economic as well as social aspects. The people in the UK have been concerned about themselves rather than working as a team. This has been considered a concerning factor and may provide negativity towards the business (Geller, Koltrowitz and Roelf, 2019). The economic factors have a positive impact but the UK has been expected to provide better benefits as compared to that of India.  
[bookmark: _Toc152409254]Porter Five Forces 
	Five Forces
	India
	UK

	Bargaining power of suppliers 
	The bargaining power of suppliers is high as the quality of the coffee by Nescafe depends highly on raw materials procurement by suppliers.
	In the beverage and food business, Nescafe owes the major share of the marketplace needing a superior quantity of supply chains. These initiations are a tranquil purchaser for the suppliers. All of the providers have not ever exposed any price complaint and the negotiating control is similarly low. In reply, Nescafe has also been worried for its suppliers as it trusts in long-lasting relationships.

	Bargaining power of buyers 
	It is a leading brand in India and holds a 35% share in the market. Hence, the threat of new buyers is moderate. 
	Nescafe ensures that its customers are satisfied. This has essentially led the brand to be among the most trustworthy companies in the appreciation of its consumers. Hence this power is also low.

	Threat of new entry 
	The entry of new competitors is low as it includes high-cost barriers to penetrate the mass market of coffee in India and firms can enter through small levels only. Nescafe has a large loyal base of consumers and through massive prediction, it has economies of scale. Hence, competing with such renowned brands has high entry barriers.  
	Several barricades are prevalent for the company’s new competitors to enter the buyer's food manufacturing. Only some competitors are fruitful in this marketplace as there is a prerequisite to understand the buyer requirement which desires time while existing players are well conscious and have progressed with client loyalty over their matters with time. There has been a low “threat of new entrants” to Nescafe as it partakes in a somewhat huge network of movements internationally controlled with a well-apparent image (Statista.com, 2023).

	Competitive threat 
	The threat of rivalry is high in India is faced by the threat of several FMCG firms but Nescafe needs to maintain its competitive position with innovation in product launches. 
	Nescafe is one of the foremost corporations in this competitive business with a sum of robust competitors like “Unilever, Kraft Foods and Group DANONE.” Nescafe has been operating well in this run for the past 150 years. The number of contestants in other commercials with the company is quite high.

	Threat of substitute 
	This threat is moderate for Nescafe Coffee by Nestle. There are several competing firms operating in the sector and there is a threat of alternatives for replacing coffee consumption due to high caffeine content affecting health. However, Nescafe has initiated new products such as Nescafe Decaf to cope with the alternative challenge and maintain its competitive position. 
	There has remained an eccentric threat of replacements as there are substitutes for a few of Nestle’s goods, for example, “pasteurised milk.” There has similarly been an entitlement that a limited of its goods are not innocuous to use resulting in the concentrated sale. Consequently, Nescafe started giving prominence to the health recompenses of its goods to survive with the substitutions. The company’s coffee products also have some substitutes however they are not strong enough like Nescafe hence the risk is medium.
[image: ]
Figure 1: Sales revenue of famous coffee brands in the UK
(Source: Statista.com, 2023)



[bookmark: _Toc152409255]A SWOT analysis should be included for the company in both countries and similarities and differences
	Strengths
	Weaknesses

	India

	UK
	India
	UK

	· Ability to develop consumer products with nutritional value
· Trading volume increased for Nestle in India to 147,203 units (Times, 2023).
· In 2022, Nestle had around 8,069 employees in India (Statista, 2022).
	· Nestle operates with over 80 brands in the UK and Ireland.
· Over 97% of the UK households have used Nestle products.
· In 2022, Nestle made new additions to its spring confectionary range (Confectionerynews.com, 2022)  
	· Infrastructural problems create weaknesses for Nestle in India
· Consumers are more focused on lifestyle products than toiletries or food 
· The heavy dependence of Nestle India on milk products and nutrition can trigger operational weaknesses
	· Enabling the suppliers to focus on mitigating modern slavery and forced labour creates operational weaknesses
· The challenging market conditions in terms of customer behaviour and cost-of-living crisis create weaknesses 

	Opportunities
	Threats

	India
	UK
	India
	UK

	· Nestle plans to invest ₹4,200 crores in India to expand its capacity to manufacture coffee, noodles and chocolates (Tandon, 2023) 
· Nestle is investing more in India for its demand probabilities for the future (Hr.economictimes.indiatimes.com, 2023).
· Nestle employed 6000 people out of which 25% are women.
	· In 2022, around 7,585 people were employed across the Nestle value chain creating performance opportunities (Nestle.co.uk, 2022).
· Collaborating with suppliers to trigger sustainability
	· International wars in the West can create threats of commodity inflation (Timesofindia.indiatimes.com, 2023)
· Even though inflation has come down, the prices of certain commodities like milk are already high
	· Lack of transparency in the supply chain can threaten the company’s ethical standards
· Ensuring food security and quality if not ensured effectively can threaten consumer loyalty



[bookmark: _heading=h.kf6m81chxbp6]Nestlé India plans to invest ₹4,200 crore ($564 million) by 2025 to expand its manufacturing capacity for noodles, coffee, and chocolates in the country. The investment will help the company meet the demand for both mass and premium products.
[bookmark: _heading=h.3dy6vkm][bookmark: _Toc152409256]Market size for Nescafe 
[bookmark: _Toc152409257]India 
Nescafe in India apart from several manufacturing units and a large network of distribution has installed numerous coffee machines in varied public places. The firm has high sales contributing to 12% revenues in the country. It accounts for almost 55% market share in the coffee industry in India (business.mapsofindia.com 2023). It has reported sales of $2.05 billion in 2022.
[bookmark: _Toc152409258]UK
[bookmark: _heading=h.1dnhz0h9lrgp][image: ]
Figure 2: Customer ranking of Nescafe Products in the UK
(Source: Statista.com, 2023)
In the year 2021, it was calculated that 5.66 million individuals consumed the “Nescafe Gold blend”, making the brand’s instant product for coffee with the maximum number of users. After this, the next popular item of the year came - “Nescafe Original” having nearly “5.2 million” customers. As of the year 2023, the foremost coffee company by sales in the UK was the brand Nescafé. It produced an additional “39 million British pounds” in coffee sales, which is more than 3 times the total produced by the foremost player (Statista.com, 2023).
[bookmark: _heading=h.1t3h5sf][bookmark: _Toc152409259]STP analysis
[bookmark: _Toc152409260]India 
Segmentation 
Geographic - Urban, semi-urban and certain rural areas are the targeted regions for Nescafe in India. 
Demographic - It targets all sections of people from middle-income to higher-income segments as it has a very affordable range.  Nescafe coffee is available in small pouches within Rs.2 in India. It targets all people from 7 years onwards who can safely consume coffee.  
Behavioural - Regular coffee drinkers and those looking for convenient options for the consumption of coffee. 
Targeting 
The target market for Nescafe coffee brands are 7 years old onwards and coffee lovers. It targets all people who want to enjoy coffee without hassles in their homes and offers a wide range of coffee powders and ready-to-drink beverages as well. 
Positioning 
Nescafe's positioning statement aims to cater to all people who need to be inspired by a fresh cup of coffee every morning with a high-quality and original smell of coffee and the best in form of taste as well. 
[image: ]
Figure 3: Perception Map for Nescafe 
(Source: Perceptual Map)
[bookmark: _heading=h.44sinio][bookmark: _Toc152409261]UK
Segmentation
· Geographic - all regions of the UK be it the interior and outskirts of the town, or urban and rural regions are the target areas for the brand.
· Demographic - Since the product is cost-effective and is of medium range offering high quality the products are for all income group customers. Also, coffee has been proven to be safe for everyone, hence it can be consumed by children above 5 years to older people.
· Behavioural - People who have the urge to switch to substitute beverage options for tea and coffee-lovers.
Targeting
The target consumers for coffee are people who like to switch to coffee over tea, regular drinkers, people who love coffee from the age of five years till older people and people of all income groups.
Positioning
The company positions itself among the market competitors as the brand that delivers premium quality coffee (perceived quality) with a cost-effective pricing range (convenience) for all customer groups.
[image: ]
Figure 4: Perceptual Map of Nescafe in the UK
(Source: Nescafe.com, 2023)
[bookmark: _heading=h.4d34og8][bookmark: _Toc152409262]7P’s of the marketing strategies 
[bookmark: _Toc152409263]India
Product -  It has a wide coffee range such as original blend, gold, decaf and other range of ready-to-drink beverages to meet different demographic needs. The wide range of offerings by Nescafe makes it highly competitive in the market. 
Promotion-  It uses digital marketing campaigns, newspaper advertisements and public relations activity. The same logo since its origin helps in brand recall. 
Place - It pursues FMCG distribution with manufacturing units and bulk buyers as well as has distributor networks. The bulk buyers are offered gravy trade discounts. It is available through online channels as well. Hence, there is ease of availability and convenience for consumers to get Nescafe products anytime. 
Pricing strategy -  The pricing strategy is highly competitive pricing and high quality. It caters to budget-conscious consumers of India. 
People -  It has a highly trained workforce who are given specialised training to ensure consumer services at par excellence. It has a dedicated section on the website as well for consumer complaints. This showcases a high commitment to excellent customer service. 
Process - It has a strong distribution network and helps in the global supply of the products. It has large manufacturing units for streamlining the prediction of the products. The process ensures efficiency, high quality and enhanced taste. 
Physical Evidence-  Nescafe physical evidence includes tangible aspects such as packaging which are quite attractive. It has several offers such as free cups with the Nescafe instant powder sales to engage and attract consumers as well. It also has vending machines for commercial uses to enhance consumers' experiences.
[bookmark: _heading=h.2jxsxqh][bookmark: _Toc152409264]UK
Product
The company has a huge variety of products that are readily available in the market, hence for better engagement with a wide range of customers the company adopted product differentiation to gain a competitive edge in the market and fight with its competitors.
Pricing
The company applies a competitive pricing strategy which is relatively lower than other prevalent coffee brands in the market providing high-grade coffee.
Place
As the company performs omnichannel marketing, the products are also readily available for sale in retail stores, offline company stores, at their online websites and online in different other company sites of retail businesses or other beverage companies.
Promotion
The company uses various mediums for promotion both online and offline, it uses “360-degree promotional activities on social media '', TV commercials, advertising on billboards and newspaper, and numerous promotional campaigns and these helps the company gain more market insights (Sahad, 2022).
People
The people or employees at the company are provided with sufficient training and development options and are trained well which proves the company’s well-structured HR department.
Process
The company has a wide range of supply chains with numerous distribution channels across the world, which are done sustainably.
Physical Evidence
The company provides lucrative packaging options that are not only attractive to customers but also made up of sustainable materials like recyclable plastics and recyclable paper boxes.
The similarities and differences between the marketing mix elements and other information on both countries have been provided in the below table.
[bookmark: _heading=h.2s8eyo1][bookmark: _Toc152409265]Market entry methods used by Nescafe 
[bookmark: _Toc152409266]India
Nestle's market entry in India includes joint ventures, Wholly-owned subsidiaries, and exports. as Nestle and Coca-Cola have a joint venture for distribution of the ready-to-drink ventures. Nescafe Coffee is one of the largest exports globally as it exports Nescafe coffee from India to Turkey, the United States, and Bangladesh in large quantities (Volza.com 2023). The company started its business in India as a joint venture. This was considered the safest mode out of all the market entry modes to appeal to customers as well as earn revenue and fame within a short span of time.
[bookmark: _heading=h.z337ya][bookmark: _Toc152409267]UK
The main market entry mode that the company adopted while entering the UK coffee market was a joint venture. After much market penetration, it was known that there were a number of existing players in the business hence the company entered via joint venture and slowly got hold of the business by itself in the UK market (Geller, Koltrowitz and Roelf, 2019). This was considered the safest mode out of all the market entry modes to appeal to customers as well as earn revenue and fame within a short span of time.
[bookmark: _heading=h.17dp8vu][bookmark: _Toc152409268]Directional development strategies used by the management
[bookmark: _Toc152409269]India 
The directional development strategies of Nestle refer to its mission, values, vision and goals which apply to the Indian market.
Mission: The mission of Nestle India is to enhance the quality of people’s lives and ensure a healthier and valuable future (Nestle.in, 2023). Providing quality products and ensuring effective management of the planet simultaneously are crucial aspects of its mission.
Values: The values of Nestle are diverse which are relevant for its approach in India as well. The company ensures to make the values a core aspect of their operations which enables the company to operate legally, honestly and respectfully for both the partners and others (Nestle.in, 2023).
Vision: The vision of Nestle is to maximise value for its shareholders, wider society and the environment by being a responsible business, preferred seller, efficient partner and valuable employer (Nestle.in, 2023). Meeting the coffee needs of the Indian market to enabling responsible business performance are the core aspects of organisational vision.
Goals: The goals of the company include providing 50 million children with better lives, enabling zero environmental impacts by the operations and enhancing 30 million livelihoods that are related to Nestle India activities (Nestle.in, 2023).
[bookmark: _heading=h.3j2qqm3][bookmark: _Toc152409270]UK
The company maintains utmost sustainability practices that are an appealing factor for the customers, with the use of ethical and sustainable coffee farming practices, respecting the farmers, etc (Nestle.com, 2022). The company always strives for a balanced search of financial development over speedy innovation, operational effectiveness and resource distribution. The company’s long-term plan guarantees they deliver dependable, sustainable accomplishment with good business.
[bookmark: _heading=h.1y810tw][bookmark: _Toc152409271]4. Analysis of Similarities and differences of each country's market
	Similarities and difference factors
	India
	The UK

	Product strategy
	The management needs to localise the product cautiously to meet the overall needs of the customers and also adjust to their preferences. The warm weather conditions may just increase the sales of coffee in some of the Indian regions (Upendranadh and Subbaiah 2021). The company further needs to enter the Indian market for some long-term growth. In some cases, the prices of the product need to be dropped to boost the overall volume of growth.  
	The strategy of the orientation of the product depends on the market research which has been useful for the ultimate growth. The company can use CMOs to properly understand the dynamics of the market and the high level of price sensitivity needs to be remembered. The coffee business can be exaggerated through cafes or by selling coffee powder or beans at supermarkets in the UK (Davies 2020). The products need to be contaminated through these prospects.   

	Pricing strategy
	The prices of coffee need to be very diverse in the Indian market. Customers in most rural areas prefer buying 20 ml to 50 ml products while some prefer to visit coffee shops (Anil Kumar, Saleem Khan, and Balakrishnan 2019). The prices need to vary depending on the orientation of the customers. Nestle needs to adjust their prices depending on the economic condition of the Indian state. 
	 In the UK, the management of Nestle can opt for the premium pricing model where the brand value of the company can be optimised. The management can also regulate penetration pricing where the prices have been accounted for lower than other competitors in the market. It helps in gathering the attention of the customers by a huge margin. The pricing strategy in the UK has been quite different from India. 

	Promotional strategy
	The promotion strategy for any brand in India has been highly regulated with the help of social media as it can reach the maximum number of audiences (Upendranadh and Subbaiah 2021). The process of content marketing and SEO can act as the best promotional strategy for Nestle. Apart from that, paid advertisement and providing free samples can also act as a best strategy (Amesbury, Bennett, and Kennedy 2022). Offline promotions include sharing leaflets, advertisement hoarding can also act as the best strategy for promotion. It has been only applicable to India. 
	 The promotional strategy for a new brand in the UK includes the products that need to be visible in the search engine of any kind of e-commerce platform, then the product needs to be properly optimised on their website. It has also been essential for establishing a sustainable social media image and the presence of the brand will exaggerate the business. The management can also intend some cross-channel campaigns and further implement the sum of the traditional marketing strategy through which the coffee brand can reach the maximum number of customers. 

	Distribution strategy
	The process of distribution strategy in the Indian market includes setting up coffee plants in some of the hilly regions, then the company needs to accumulate with the distributor, retailers, and the E-commerce platform through which it can be able to reach the maximum number of customers. The distribution strategy has been defined as a particular type of method that has been useful for bringing the products or the goods to the final customers. 
	The distribution strategy of Nestle in the UK can be similar to its strategy in India. However, they can also take advantage of the marketing automation. The increasing market outreach can be able to accumulate the overall business easily. This process includes understanding the channels where the maximum number of customers have been involved and the sales rate of the company will be increased (Davies 2020). It also includes an accumulation of the logistics and the process of those mentioned channels. 

	Target customers
	The regular customers who used to consume coffee are mainly travellers and consumers from the hilly regions in India (Aoki et al. 2020). The young crowds are the mainly targeted customers and apart from that the variation in the coffee will be able to attract the maximum number of customers. 
	 The target customers of coffee in the UK, especially the customers who prefer coffee made by professional baristas and the young crowd who have been enjoying spending maximum time in coffee shops or cafes. The millennials are considered to be the best target market as they consume more coffee than other age groups of people. 

	Competitive rivalry
	Nescafe has been expected to get a huge amount of competition from some of the popular brands in India. It includes Bru, Blue Tokai, Starbucks, and Continental coffee. There are also some of the local brands which created their market value. Nescafe needs to create a unique and niche product that will help it gain a huge amount of competitive advantage. 
	 Some of the popular coffee brands in the UK include Starbucks, Costa Coffee, Greggs, Caffe Nero, Muffin Break, and Cafe 2u. All these brands have already imposed a huge amount of customer base which has been supposed to create challenges for Nestle (Ferreira, Ferreira, and Bos 2021). Apart from that, some of the local brands may also create certain challenges regarding the incorporation of the business. 

	Market entry strategies
	The process through which Nestle can be able to enter the Indian market is indulging itself through joint ventures. Nestle can register itself in the process of a joint venture with some of the local coffee brands in the Indian market. This will help them to acquire a maximum number of customers and the strategic alliance will be sustainable for the growth of the company. The other processes include "Wholly owned subsidiary" and through these prospects, a foreign brand like Nestle can be able to establish its supremacy in the Indian market. 
	 The strategy for a company to enter the market of the UK includes understanding different prospects of the country including their culture, language, and various diverse areas (Haldar and Damodaran 2022). Then the management of Nestle needs to create a perfect network and leverage all kinds of contact before accumulating with the partners to establish the business. The market entry strategy has been quite similar to that of India but few areas need to be considered (Davies 2020). 

	Development of the market by Nescafe
	 Healthier soils have been very resilient towards the growth of the business and the changes in the climate may interact with the accumulation of the overall business (Erge and Guohong 2023). The market can be developed by setting up new plants and also by opening new outlets where it sells varieties of coffee powder and beans. 
	Regenerative agriculture has been suggested as the perfect area for the growth of the coffee market in the UK. The improvement of the soils, protection of the water resources, and biodiversity have been useful for the growth of the coffee business in the country. 

	Human resource recruitment
	The management of Nestle needs to focus on recruiting the manufacturing units and the business associates depending on the merit and the experience that they have in the Indian market and also in the coffee business (Erge and Guohong 2023). The overall recruitment process regulates the experts of the industry and also the locals to accumulate customers and understand their choices.
	 It has been observed that the coffee or the beans have been sold mainly in the coffee shops or the supermarket. Due to this, it has been essential for the human resource department of Nestle to recruit some of the best interns and also focus on accumulating young people as the serving personnel (Amesbury, Bennett, and Kennedy 2022). They have been useful in understanding the choices and preferences of each customer in the country. 

	Cultural factors
	The cultural factors that have been supposed to make an impact on the coffee business include the increase in disposable income and the growth of middle-class people (Millard 2021). It also coincided with the factors that the customers have been very much conscious about their health which may be useful for the exaggeration of the growth of the business for Nestle. 
	 Fairtrade has been recognised as one of the prestigious international movements which help compensate the farmers behind the production process (Millard 2021). The coffee industry has been supposed to be the major area for the regulation of these movements. The cultural aspects in the UK have been quite different from India (Vegro and de Almeida 2020). 

	Consumer behaviour
	The behaviour of the consumers has been influenced by numerous factors which include their experience regarding the consumption of coffee, different types of social influence, the quality of the products, and the atmosphere. Nestle, once able to adapt to this kind of circumstances, can establish a huge amount of growth in the Indian market. 
	The consumers in the UK have been very much socially active which further indicates that they will have their own choices during the consumption. The behaviour of the consumers tends to change in each area which further indicates that Nestle needs to understand the behaviour of the consumer before introducing varieties of products in the market. 


[bookmark: _heading=h.4i7ojhp][bookmark: _Toc152409272]5. Recommendations 
[bookmark: _heading=h.2xcytpi][bookmark: _Toc152409273]For India:
Rely heavily on social media platforms for promotion:
The internet penetration of India is significant which in 2023 amounted to 692.0 million internet users indicating a penetration rate of 48.7% (Datareportal.com, 2023). The heavy traffic of Indian consumers on the internet is recommended to be leveraged by Nestle while marketing coffee through social media platforms like Instagram, Facebook, Twitter and YouTube. The company is recommended to promote the innovative coffee products through appealing and engaging posts, images, blogs and videos while sharing links to the ad campaigns which provide the customers with a deeper knowledge about the product features.
Enable market-oriented decision-making:
The market of India also has a significant preference for tea and it can be a challenge for the company to shift customer preferences from tea to coffee. Therefore, Nestle is recommended to study the market effectively through surveys, analysis, feedback and data statistics to understand the areas of high demand for coffee and the areas that need to be improved in terms of coffee demand. The recommendation to decide the strategies of the market depending on the market trends can be considered significant for Nestle.
Provide discounts and offers on bulk purchases:
The tea-drinking majority of the Indian market can be provided with certain discounts and offers by Nestle which ensures to attract them to explore coffee and eventually become a retained customer. In other words, Nestle is recommended to provide certain discounts of preferably 10% to 20% to Indian customers on purchasing a certain amount of coffee from the company. As a result, the market that is competitively reliant on tea as well as coffee can choose to explore coffee consumption while purchasing from Nestle.
[bookmark: _heading=h.1ci93xb][bookmark: _Toc152409274]For the UK:
Pay attention to consumer buying habits in the UK: The marketing strategies for Nestle coffee in the UK are recommended to be in alignment with what the customers expect in terms of the product as well as the payment method. It is seen that the consumers in the UK prefer fresher and premium coffee and 55% agree to consider premium coffee being an affordable luxury (Mintel.com, 2023). It is seen that the UK customers are also willing to pay more for high-quality premium coffee which is a priority that Nestle is recommended to leverage. Debit cards and online payment are two of the most preferred payment methods for UK consumers which also is recommended to be utilised by Nestle (Statista, 2023).
Innovate the products as well as packaging to retain customers:
It is seen that 39% of coffee drinkers are ensuring to minimise coffee consumption due to the impacts it has on sleep and mood and, therefore, impacts on coffee sales and Nestle coffee products can be significant (Mintel.com, 2023). Nescafe is recommended to innovate the product range and packaging of the products in such a way that appeals to the consumer's sensibilities irrespective of their health priorities, so that when they consume coffee in calculated proportion they choose Nestle for it.
Rely on technology to market and sell coffee:
Technology has a significant role to play in uplifting performance for any company irrespective of their market position and size. It is known that Nestle is the largest company which already has a significant reliance on technology. The company is recommended to maintain that reliance and promote further deepened accommodation of technology to its processes everywhere that is possible. This way the company will be able to leverage its skills and resources in the most enhanced manner possible and meet volatile market trends effectively.
[bookmark: _heading=h.3whwml4][bookmark: _Toc152409275]Conclusion
It can be concluded that the study has shed light on the numerous perspectives related to the chosen company Nestle, whose sub-brand Nescafe has been selected for further analysis. In this study, the coffee market of two nations has been discussed, namely the UK and India. The brand’s coffee is famous in both nations hence a competitive analysis has been made with respect to both nations. In order to know the basic difference between the factors that influence the buying behaviour of customers in both nations various aspects have been taken into consideration, they are demonstrated using situational analysis models like “PEST and Porter’s Five Forces” analyses, market sizes, STP analysis, 7 Ps of marketing mix, strategies for market entry for both nations. Not only that, the directional developmental strategies by the company in both nations along with analysing the comparison and similarities between the company - Nescafe operating in both nations have been made. Finally, a few strategies have been recommended for the company to gain the ultimate competitive edge in both nations the UK and India irrespective of the highly competitive market and multiple players dominant in the coffee market of both the nations.
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