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[bookmark: _Toc113310147]Introduction 
The COVID-19 pandemic will forever leave a scar on the world’s long-lasting life. The pandemic took place in 2020 and spread through the entire globe in a matter of days, and affected not only individuals and their lives but also the stability of the Global Economy. KPMG – one of the Big Four accounting organizations in the world, provided reports with visually represented information about the actual impact of the pandemic. Because of the multiple restrictions for day-to-day activities which were applied by all countries, the Global economy met a massive collapse. However, many businesses managed to digitalize their operational processes and get support from their hosting territories in the form of financial aid for businesses. 
Nestle is the biggest food company in the world, found in 1866 in Switzerland, by the German-Swiss pharmacist Henri Nestle. The initial idea of the company was to develop a milk replacement substance for babies. The company has been surrounded by major successes throughout the years, and today it has over 200 subsidiaries, one of which is the cosmetics giant L’Oréal. Throughout the pandemic, the company had to keep their employees safe, and the production of a wide range of products had to be changed in addition to responding to the worldwide implementation of social distancing. 
Nestle might be successful today, however in the past, it has become part of a major global scandal, and throughout the years of its development, there are some examples showing the power of market rivalry. 
The COVID-19 pandemic has impacted the operational processes of the entire Global Business Environment, specifically the retail and manufacturing sectors. The following report is supported by data provided by KPMG – which has conducted in detail research on the Global impact of the pandemic and forecasted a timeframe for future stability. 
The internal and external environments of a business are interconnected, and the impact of the pandemic poisoned the hospitality of the external environment and obstructed the working processes of the economy-supporting enterprises. The interconnection between both environments will be explained in detail. More forward will be explained the basics of the marketing industry and its impact on the business itself. In addition, is about to be added detailed explanation of the impact nestle had in proving the power of marketing through the conducted scandal caused by the baby formula. 

Brief History of Nestle 
In 1866 the Page brothers founded their company hoping to become Great Britain’s primary supplier of canned milk. The same year Henri Nestle decided to take his first steps of developing his idea for baby formula to support the reduction of child mortality rates which used to be at a high percentage in the 1860s
By 1877 the Page brothers had become as intended the primary supplier of condensed milk in the UK and managed to spread their product worldwide reaching not only Europe but America as well. Whilst Henri Nestle was driven by saving children’s lives across Europe, providing affordably his product, the Page brothers saw an opportunity of expanding even further their business by adapting the production of Nestle’s product. The Page baby formula was a strategy for expanding the Page business, by adding well-desired and already established products on the market, destroying their opponent by using the larger amount of financial assets they have and aiming for the market’s entirety. Henri Nestle’s reply to the Page brothers’ strategic attack was to release canned condensed milk on the market under his branding

[bookmark: _Toc113310148]Internal and External Environments of a business 
The internal environment of any business consists of various business functions necessary to complete the appointed business activities about achieving the organization’s aims and goals. Those functions are often met in the form of different operational departments like HR, Marketing, Accounting, Research and development, all led by tactical management following the strategic planning of the business developers. It comprises the conditions, forces, members and events which are influencing the company’s decisions and operations. The actions made by the internal environment are fully controlled by the business itself, and the outcome of each decision is in the hands of the business. Those actions and decisions often concern the value system of a business, the vision, mission and objectives of the business, the available tangible and intangible assets, human resources, management structure and relationships with the business’s internal power. 
The internal power of the business might be presented as rules and regulations applied by the business owner or manager, to maintain relationships with their employees, and also properly manage them toward achieving the required results. Those rules however are based on requirements implied by the major external environment, which often appears to be the hosting territory – country, state, unions, and similar grouping of territories applying the same laws and regulations. As the impact of the major business environment is so deep, the business developers are often required to conduct particular analyses regarding taking a decision on whether the business can be hosted in the chosen territory or not. 
Those types of analysis are well known by business developers as SWOT and PESTLE analysis. The SWOT analysis represents the Strengths, Weaknesses, Opportunities and Threats of a business. Focusing on the Strengths and Weaknesses of a business, it entirely complies with its internal environment (closed-door decision making, depending entirely on the business itself), Opportunities and Threats, which come from the microenvironment (part of the external environment which partially allows control of the business, and its operation is closely connected to the business processes). The microenvironment contains the market rivals, threats of new entrants and substitutes, customers, and suppliers (Michael E. Porter’s Five Forces). 
The first major impact which the company has on visualising the GBE known today is the market rivalry. When the company was first founded, it presented a unique product on the market, and there were no substitutes for it. Henri Nestle embraced his idea focusing not on the profit, but the expansion of the reach of the baby formula and gained success, not financial but more based on his intellectual property and demand for the product he has developed. 
However, an existing company was founded approximately at the same time as Nestle –one of the Page brothers, George and Charles. The product they produced was canned condensed milk, and they have met success internationally as well as with Nestle. Once the Page brothers saw the success of the baby formula, decided to create a substitute of the product and have their formula, touching the unfamiliar before market. The Page brothers wanted to centralize the dairy market, for both products and practically declared war against Nestle’s success. Henri Nestle followed their lead and accepted the market war declaration by creating his substitute of condensed milk on the market. 
The war continued for a long period of time and developed an example of market rivalry and its impact on a business’s success. Both businesses met financial losses and the levels of success and recognition decreased, slowing down the global expansion of the companies. 
In 1930 when all 3 of them were already passed, the managing directors of the companies decided to merge the businesses and achieved market capitalism and major success, allowing Nestle not only to expand its global reach but also, to take over more companies and expand its product reach. The merging decision allowed the business to adapt to the market and win in the war of competition. 
[bookmark: _Toc113310149]Relation of the SWOT and PESTLE analysis to the business environments
Conducting a PESTLE analysis allows business developers to evaluate the major external environment by analyzing the Political, Economic, Environmental, Socio-cultural, Technological, and Legal factors applying to the chosen territory and decide if it is hospitable for the business. The political environment often concerns the political state of a country and shows whether the conditions for businesses there are safe, concerning international relations, wars, and similar occasions where the business can be threatened. The evaluation of the Economic environment concerns the GDP of the country, its financial stability, availability for business support, and similar economic features applying to business operations and accountancy. The socio-cultural factor of the analysis represents the specific requirements which the territory might have concerning the human resource management and the operations of the business as it might not be compatible with religious beliefs, equality and diversity implementation, and commonly social acceptance. The technological analysis of the territory concerns the availability of technologies, as well as the labour force to manage those technologies, responding to the business needs. There are many countries around the world, which have not invested in technology development, or the imports and exports of technologies are at a high cost which can affect an initial idea of opening a manufacturing facility for example. Legal features of the analysis, represent the official laws and regulations of the hosting territory, which can be incongruous with the business operations, or internal management choices. The Environmental factors are represented by the landmarks, and natural resources of the country, but also the requirements of the hosting country regarding the pollution released during manufacturing, or measures for the implementation of recycling. 
Both analyses can support the forecasting of the business’s success, allowing the evaluation of the cooperation of both internal and external environments. 
[bookmark: _Toc113310150]The COVID-19 impact 
Nestle is one of the few food market leaders, existing in the entire world, supplying its products to the majority of countries around the world. When the pandemic hit the entire globe, many business sectors had to close doors, apart from the food retail stores, which allowed the food suppliers like Nestle to remain successful in their profitability. According to KPMG the effect of the pandemic hit the entire globe, by bringing down the Global GDP rate by 4.1% which remained stable since the economic collapse of 2007/2008. Most small and medium enterprises had to close doors, some of them completely, as the majority of operating businesses had to digitalize their services, and not every business managed to complete those requirements. 
Market giants like Nestle had the opportunity to support the fight against the pandemic. Nestle has donated 90 million Swiss Franks to support over 50 countries. The initial focus of the company in response to the pandemic was to support all frontline workers and partner with the Red Cross and Red Crescent  Societies to provide food supplies. Later on in 2020 when the methods of dealind with the pandemic were already set in every department throughout the world, the company focused on its partnership with the European Federation of Food Banks to fight hunger and poverty. In 2021 Nestle started to support the distribution of COVID-19 vaccines. 
[bookmark: _Toc113310151]The impact of marketing 
The company has been on the market for 156 years, and its impact on the market and altogether success is visible within the Global Business Environment. However, major scandals have formed around the development of the company to the state we know today. 
Back in the days when the major digitalization of the world did not exist, the marketing strategies were simplified to the level of mouth-to-mouth advertising. After the merging of both companies, and buying out more subsidiaries, Nestle, met major success. However, after the WWII the sales of the products went down and the company started looking for unreached territories. The third world countries were part of those territories, where Nestle never exported their products before. Therefore, Nestle came up with a marketing strategy to boost the sales of their product which was extremely effective at first, but afterwards led to the damaging of the company’s reputation, and proved why the initial SWOT and PESTLE analysis are so important. 
Understanding the principles and effects of marketing and its influence on the business as well as its customers is of high importance. Marketing represents powerful methodologies for shifting the consumer’s attention towards purchasing goods and services operating majorly on a psychological basis. Implementation of the sense of need, however, might have a stronger effect than expected leading to negative outcomes and consequences for the business. Unfortunately, the food market giant Nestle is one of the examples of the consequences of improper advertising, and at the same time appears as a clear example of the importance of marketing, its influence reach, and the effects of understanding or misunderstanding its fundamentals. 
The advertisement for baby milk was so influential, that doctors started prescribing it to infants, making mothers believe it is a necessity, more than a choice. The sales of the Baby Formula spread to the Third World countries, where it was not easy to afford it, however, driven by the beliefs of its necessity, families continued to supply it. The conditions of life and affordability, however, led to indirect forcing mothers to stop breastfeeding and rely completely on formula, but the consequences were that they had to start watering it down, because it was too expensive for their budget, adding 3 times more water, and decreasing the nutritional value of the baby milk. Then because drinking water was a deficit, as well, mothers started using water from the rivers, which caused health issues for the infants and increased infant mortality rates. The foundation of the boycott was to stop the promotion of the product in third-world countries because poor economic stability is harmful to infants.
The marketing strategy was so well thought out and influential, that the outcome was a major success in sales, but built on the cost of infants’ health and lives. At the end of the 1960s, and the beginning of the 1970s the company’s sales were focused on the Western, well-developed countries, for which the product was easily affordable. However, the sales went down, and the company decided to start promoting its products overseas in developing countries. 
The advertising took different forms; however, the most significant method was sending representatives of the company, dressed in nurse uniforms to promote the product door to door and in hospitals, giving free samples to doctors to promote the product. It was considered medical production at first, and apart from doctors prescribing it, the thought of the product as a necessity was implied and the sales went drastically up. If the marketing strategy was properly thought through, analyzing the market in advance, the outcome was most likely going to be a complete success. 
Till today’s day, there are still walking door-to-door marketing representatives, and still, people boycotting the Nestle baby formula. The boycott started in 1977 because of scientific research proving that baby formula is not a necessity and that mothers can breastfeed and still provide all the necessary nutrients to their babies. The advertising method used by Nestle appeared cruel to many people. Its influence was so strong, resourceful, and profitable, however, it implemented harmful and untruthful mind play. 
[bookmark: _Toc113310152]The essence of the marketing 
Marketing and advertising contain the processes of developing research of the market for the specific industry, but also the territory where the product is marketed, and developing legally and socially acceptable advertisement campaigns aiming to promote the product and boost its sales. The marketing fundamentals known today are also known as the 7p’s of marketing. The 7p’s formation contains the product, price, people, promotion, packaging, place, and positioning. All those fundamentals create the base for successfully boosting the product in the targeted market. As products, markets, customers, and needs change constantly and rapidly, the revision of those seven features is constantly required for the conduction of successful marketing campaigns responding to the business availability and capacity. 
Marketers are advised to constantly look through the perspective of a consumer when developing their projects, so the personal evaluation of the project responds to the reality of market expectations. The most often met applicable to the global business comparison ratio is between the product and price. Considering the availability of many substitutes on the market for almost every product ever made, businesses rely on better quality or lower pricing to join the battle for market dominance. 

[bookmark: _Toc113310153]Conclusion 
Throughout the presented report was presented in detail evaluation of the cooperation between the internal and external environments of a business and the importance of its understanding, from any business developer. The company under discussion was Nestle, which is the biggest food company on the market today. The company has 156 years of history which brought to it, long experience of ups and downs and presented the Global Business Environment with examples of the impact of market rivalry and the power of marketing and advertising. 
Continuously elaboratively explained the SWOT and PESTLE analysis and its relation to the business environment, sowing the consecutiveness of actions and impacts of each business decision and activity. The marketing scandal that has left a mark on Nestle’s history, supported the example of the impact of marketing, and how the marketing strategies shouldn’t be implemented with the aim of better sales reports. 
The impact of the COVID-19 pandemic brought failure to many small and medium enterprises, however, market giants, like Nestle took the initiative to support the fight against the spread of the pandemic. 
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