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1. introduction
Nestlé S.A., a multinational corporation headquartered in Vevey, Switzerland, is examined in greater detail in this research. With operations in more than 190 countries since its founding in 1866, Nestlé has expanded to become the largest food and beverage corporation in the world (Nestlé, 2025). Popular brands like Nescafé, KitKat, Maggi, and Purina are among its many offerings in the coffee, dairy, nutrition, and pet care sectors (Nestlé, 2025). Nestlé's capacity to comprehend and adjust to the needs of customers in both developed and emerging areas is the key to its success. With an emphasis on Switzerland, the US, India, and Brazil, this paper examines the company's international operations. It will examine Nestlé's business plans, marketing strategies, and environmental initiatives, demonstrating how the corporation maintains its worldwide efficiency while catering to regional tastes and retaining its position as the industry leader in food and drink.














2. Benefits and challenges of international operations
a. Why Nestlé Can Be Called an MNC/TNC
An excellent illustration of a multinational corporation (MNC), or more precisely a transnational corporation (TNC), is Nestlé S.A. An MNC is a business that coordinates operations across boundaries, owns facilities overseas, and operates in numerous countries. Nestlé meets all these requirements. It has operations in more than 190 countries, including both major markets like the US and Germany and emerging markets like India, Brazil, and Indonesia, while having its headquarters in Vevey, Switzerland. Nestlé does not just export products—it owns factories, distribution networks, and research centres worldwide. This setup allows the company to control quality, respond quickly to local tastes, and maintain brand consistency. For example, Nestlé produces Maggi noodles in India with Flavors tailored to local preferences, while in Europe, the product keeps its classic recipe. By combining global efficiency with local adaptation—a “glocal” approach—Nestlé clearly demonstrates the characteristics of a TNC.
b.Nestles global operations
Research & development, sourcing, production, marketing, sales, and finance are all parts of Nestlé's activities. To ensure quality and competitiveness across markets, every stage is meticulously regulated.
Research and development
With more than 30 research facilities across the globe, notably in Switzerland, the United States, India, China, and Brazil, Nestlé makes significant investments in R&D. These centres concentrate on safety, flavour, nutrition, and product innovation. For instance, Indian research teams design products like low-salt noodles and fortified dairy products by studying local diets. Innovations abroad are frequently influenced by insights from one nation, enabling Nestlé to take advantage of knowledge around the world.
Sourcing
Nestlé sources products including chocolate, coffee, sugar, and dairy from several nations by combining international sourcing with local collaborations. This strategy lowers the danger of supply shortages, political unrest, and price swings. Fair labour practices, environmental sustainability, and ethical behaviours are guaranteed by its Responsible Sourcing Standard.
Production and manufacturing
[bookmark: _Int_RSgWuzqC]Nestlé operates more than 400 factories across the globe. To lower transportation costs and customise products to local tastes, many are situated close to target markets. For instance, European industries concentrate on chocolates, coffee, and newborn nutrition, whereas Indian factories make Maggi noodles and regional dairy goods. Efficiency and responsiveness are supported by this combination of local customisation and global standardisation.

Marketing and sales 
Nestlé employs a range of marketing platforms, customising campaigns for regional markets. While quality and innovation are emphasised in developed markets, affordability and nutrition are prioritised in emerging economies. Distribution includes supermarkets, local merchants, e-commerce, and direct-to-consumer sales. Marketing messaging is frequently adapted to local culture, even for multinational brands like KitKat and Nescafé.
Financing
Nestlé strikes a balance between regional autonomy and global economic management. Local subsidiaries oversee operating budgets, while corporate teams deal with currency risk, tax optimisation, and profit repatriation. This arrangement promotes effectiveness while giving local decision-making freedom.
Human resources
Nestlé, which employs more than 300,000 people worldwide, strikes a balance between local labour standards and corporate policies.
Sustainability and CSR
Nestlé makes investments in ethical sourcing, carbon reduction, and water management to forge strong bonds with the community and its brand.
 Entry Modes for International Markets
Depending on local conditions and corporate objectives, Nestlé employs a variety of techniques when entering new markets.
Wholly Owned Subsidiaries: Nestlé frequently constructs its own factories in strategic markets to maintain operational and quality control. For example, Nestlé operates facilities in India that produce dairy products, noodles, and drinks.
Joint Ventures and Partnerships: Nestlé collaborates with domestic businesses in markets with regulatory obstacles or where local knowledge is required.

For example, joint ventures enable Nestlé to efficiently manufacture newborn nourishment products in China.
Acquisitions: Nestlé buys businesses to access existing networks and diversify its product ranges.

Example: Its portfolio of processed meats was bolstered by the acquisition of Herta in France.
Exporting: Nestlé exports goods from factories in the area when local manufacture is impractical.

For example, certain chocolates from Europe are shipped to smaller developing nations.
Dominant Entry Mode: Nestlé's main strategy, particularly in large markets, is completely owned subsidiaries, albeit it adjusts to every circumstance. This permits local customisation while maintaining control over quality and brand identification.

d. Key Benefits of International Operations
Nestlé's worldwide operations offer several significant benefits:
Market Diversification: Reliance on a single market is decreased by operating in several nations. Increases in China, Brazil, or India can counteract slower sales in Europe.
Economies of Scale: Global production and procurement lower costs. Bulk sourcing, centralized R&D, and shared marketing campaigns boost efficiency.
Access to New Consumers: Expanding globally allows Nestlé to reach expanding middle-class communities. Products like Maggi noodles in India or KitKat Green Tea in Japan address local tastes.
Innovation and Knowledge Sharing: Operating abroad allows ideas and best practices to spread across markets, enhancing product development and operational efficiency.
Brand Recognition: Global presence reinforces Nestlé’s reputation for quality and safety, promoting consumer trust and loyalty.
Talent Acquisition: Nestlé draws on varied global talent, enabling innovation and creative problem-solving.
Supply Chain Optimization: A global network helps Nestlé to adapt flexibly to pricing changes, raw material availability, and logistical challenges.
Financial Advantages: Financial stability is supported by currency diversification and access to global capital markets.
Sustainability and CSR: Nestlé's global reach allows it to carry out ethical and environmental projects all over the world, improving stakeholder trust and brand image.

Challenges 
There are challenges associated with conducting business internationally. Nestlé must contend with supply chain risks, local competitiveness, cultural diversity, regulatory variances, and exchange rate swings. The business ensures that global expansion is sustainable by managing these issues through partnerships, local adaptation, and strong governance.

3. Critically discuss how the OLI factors impact the international market entry mode for your chosen company/emerging economic country pair
A popular tool for describing the reasons behind and methods of international expansion by multinational firms is the OLI framework, sometimes referred to as the Eclectic Paradigm. It centres on three interconnected elements: internalisation benefits (I), ownership advantages (O), and location advantages (L) (Dunning, 1988). This framework's application to Nestlé's operations in India sheds light on the company's overall strategy and technique of market entry.
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Ownership Advantages
The firm-specific assets and skills that provide a business a competitive edge over regional rivals are referred to as ownership advantages. These may consist of economies of scale, managerial expertise, brand recognition, or proprietary technology (Hill, 2022). Nestlé's product line and well-known brand are important ownership advantages. Internationally well-known brands like Nestlé Milk, Maggi, Nescafé, and KitKat offer immediate credibility in new countries. Nestlé's reputation for quality, safety, and innovation helped make Maggi noodles a household name in India.
Production and technology expertise is another important ownership advantage. Over the years, Nestlé has improved its R&D capabilities, quality control methods, and manufacturing procedures. For instance, its research facilities investigate regional dietary needs and customer preferences, enabling Nestlé to customise goods for Indian palates, including fortified dairy products or low-salt noodles (Nestlé, 2025). Additionally, Nestlé can invest in supply chain networks, marketing initiatives, and infrastructure in India thanks to its worldwide experience and financial stability. Nestlé was able to build completely owned subsidiaries and local production facilities instead of depending only on licensing or exporting because of this combination of tangible and intangible assets. Nestlé has significant ownership advantages that support direct investment and sustained market commitment in India because to its strong brand equity, technological knowledge, financial resources, and managerial experience.
Location Advantages
According to Dunning (1998), location advantages are the benefits that come from a host nation's unique features that draw in international investment. India provides Nestlé's businesses with several location-specific benefits.
Large and Growing Consumer Market
With more than 1.4 billion people, India boasts a sizable customer base with rising purchasing power, especially in urban and semi-urban areas. Nestlé's product offerings ideally match the continually increasing demand for convenient, packaged, and nutrient-dense food items (KPMG, 2023).
Abundance of Raw Materials
Enormous amounts of wheat, milk, and vegetables—essential ingredients for Nestlé's noodles, dairy products, and culinary goods—are produced in India. Local sourcing supports Nestlé's sustainability objectives, guarantees fresh inputs, and lowers shipping expenses.
Skilled Labor and Operational Infrastructure
[bookmark: _Int_Z6hXWAys][bookmark: _Int_moi3i0px]At reasonable prices, India provides a workforce with expertise in food processing, packaging, marketing, and logistics. Furthermore, effective operations and distribution are supported by the growth of port facilities, logistics networks, and industrial zones.
Government Policies and Incentives
Through tax breaks, streamlined rules, and programs like "Make in India," the Indian government has promoted foreign direct investment in the food processing industry. India is a desirable place for Nestlé to make direct investments in manufacturing facilities because of these policies.
Cultural Relevance and Adaptation
Given India's variety, local preferences must be accommodated. To create products that suit regional tastes, Nestlé uses location-specific data from market research and regional R&D centres. This is a crucial geographic advantage because it enables Nestlé to engage with customers more successfully than it could with standardised or imported goods.
Internalization Advantages
The benefits of internalisation help to explain why a business may choose to handle transactions internally rather than outsourcing them through contracts, joint ventures, or licensing. When doing so lowers transaction costs, safeguards proprietary knowledge, or assures quality control, businesses internalise their processes (Buckley & Casson, 2009). internalisation is especially crucial for Nestlé in supply chain management, production, and quality assurance. To guarantee adherence to international quality and safety standards, the company invests in fully owned production facilities in India. The 2015 Maggi Noodles recall, for instance, brought attention to how crucial stringent quality control is. Nestlé lowers the risk of regulatory non-compliance and reputational harm by internalising production and constantly monitoring operations.
Protection of Intellectual Property and Brand Integrity
Nestlé protects its proprietary recipes, production methods, and branding initiatives by internalising activities. Franchises and licensing run the risk of being abused or producing subpar goods, which could damage customer confidence both domestically and internationally.
Operational Efficiency and Flexibility
Nestlé can react swiftly to changes in the market, launch new products, and modify formulations in response to customer input by internalising critical operations. In India, where regional differences in consumer tastes might be significant, this adaptability is essential.

Supply Chain Control
[bookmark: _Int_FYHC0Voy]From the procurement of milk and wheat to distribution, Nestlé's integrated supply chain guarantees on-time delivery, cost containment, and sustainability compliance. Nestlé can effectively organise logistics thanks to internalisation, particularly in a nation with difficult infrastructure and regional differences.



Impact on Market Entry Mode: Nestlé's approach to entering the Indian market is directly influenced by the interaction of ownership, location, and internalisation benefits.

Wholly Owned Subsidiaries
Establishing completely owned subsidiaries is supported by Nestlé's strong internalisation benefits (quality control, IP protection) and ownership advantages (brand, technology, financial capacity).

For example, Nestlé India Ltd. has completed control over production, R&D, and distribution thanks to its several manufacturing units and research facilities.

Joint Ventures and Partnerships
Location-related considerations, such local expertise or regulatory needs, can sometimes promote collaborations. In India, Nestlé's primary approach is still direct investment through subsidiaries as opposed to joint ventures.
Exporting
Although Nestlé occasionally exports specialised goods to India, domestic manufacture is preferred due to the country's sizable market, accessibility of raw materials, and local demand.
Nestlé prefers direct investment with full ownership in India for two reasons, according to the OLI framework: internalising production and supply chain operations lowers risk and increases efficiency (Internalisation), and its global expertise and brand (Ownership) match the opportunities and resources available in India (Location). Nestlé can maintain quality, meet customer demands, and achieve long-term growth thanks to this mix.
There are still issues even though the OLI framework explains why Nestlé decided on direct investment. Continuous adaptation is necessary due to price sensitivity, regulatory changes, and regional competition. Additionally, internalising activities increases operational complexity and capital expenses. However, as the OLI analysis shows, Nestlé's strategic alignment of its internalisation, ownership, and geographical advantages offers a strong justification for its choices regarding market entry in India.
Nestlé's entry into India serves as an example of how the OLI framework is used in practice. The company has chosen wholly owned subsidiaries as its primary entry strategy due to ownership advantages like brand equity and technological expertise, as well as India's location-specific advantages and the internalisation of critical operations. Nestlé can preserve product quality, safeguard its intellectual property, and adjust to the varied and expanding Indian market thanks to this strategy, even if it necessitates a large investment and careful management. The OLI viewpoint illustrates how multinational firms strategically traverse emerging areas by highlighting the careful alignment between Nestlé's capabilities and market potential.

4. critical evaluation
A thorough grasp of cultural dynamics is necessary for international expansion, in addition to operational effectiveness and financial stability. Navigating cross-cultural differences is essential for a corporation like Nestlé, which has its headquarters in Switzerland but operates in culturally varied regions like India. Communication, managerial techniques, consumer behaviour, and the success of market entry plans are all influenced by culture. Using Hofstede's Cultural Dimensions and Trompenaars' Cultural Framework, this section critically assesses how cultural differences between Switzerland and India influence Nestlé's strategic choices. It also examines potential obstacles and solutions for adaptation.
According to Hofstede Insights (2025), Switzerland exemplifies a Western European, individualistic, low power-distance culture that values accuracy, timeliness, and long-term focus. Swiss business culture places a strong emphasis on efficiency, organisation, and adherence to laws and regulations. Consensus-based yet methodical decision-making with an emphasis on quality and innovation is the norm (Müller, 2021).
In contrast, the culture of India is more relationship-focused, collectivist, and power-distance orientated. There are clear social hierarchies, close familial ties, and a tendency for decisions to be based on interpersonal relationships and trust (Kumar & Jain, 2020). Additionally adaptable and flexible, Indian business culture has a greater capacity for contextual negotiation and ambiguity tolerance.
Due to these distinctions, Nestlé's highly regimented, rule-based, and performance-driven Swiss management style may at first be at odds with India's more casual, relational, and flexible corporate climate. Nestlé's success in the market has depended on its ability to comprehend and close this gap.
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Power Distance (Switzerland: Low / India: High)
Because of Switzerland's narrow power distance, workers anticipate equality and candid communication. However, Indian organisations tend to be hierarchical, with centralised decision-making and respect for authority (Hofstede Insights, 2025).
This distinction has an impact on Nestlé's leadership and management styles. Local managers in India must adjust to a leadership style that prioritises direction, deference to authority, and individual responsibility. Employee expectations in India, where workers frequently seek out authoritative leadership and clear instructions, may not be met by Nestlé's flat organisational style, which is modelled after Switzerland. Nestlé has been able to combine international standards with regional norms by hiring and empowering local management teams that are aware of these dynamics.
Individualism vs. Collectivism (Switzerland: Individualist / India: Collectivist)
Direct communication, independence, and self-actualization are valued in Swiss culture. India is a collectivist nation that prioritises communal ties, family influence, and group harmony (Hofstede Insights, 2025).

This distinction has a big effect on marketing and customer interaction. Swiss marketing usually places a strong emphasis on individual preference, innovation, and product quality. Nestlé's advertising campaigns in India have placed a greater emphasis on family, unity, and emotional ties. For instance, Maggi's well-known tagline, "2-Minute Noodles," appeals to families as a cosy family snack as well as a quick supper. Nestlé's cultural sensitivity and adaptation are demonstrated by its localised emotive positioning.
Uncertainty Avoidance (Switzerland: Moderate / India: Low)
India's lower score indicates adaptability and a tolerance for ambiguity, whereas Switzerland's moderate uncertainty avoidance results in clearly defined processes and risk management (Hofstede Insights, 2025).

Strategic flexibility is impacted by this. To adapt quickly to shifting consumer expectations and regulatory changes, Nestlé India must continue to be flexible. This flexibility was demonstrated by the company's speedy rebound following the 2015 ban on Maggi noodles. Nestlé India showed its capacity to handle India's less predictable business environment by using open contact with authorities and trust-rebuilding initiatives instead of depending on strict corporate structures.
Masculinity vs. Femininity (Switzerland: Feminine / India: Masculine)
India's masculine culture places more emphasis on success, ambition, and competition than Switzerland's feminine culture, which values equality and work-life balance.

This factor affects branding and employee motivation. Marketing themes that emphasise achievement, advancement, and modernity typically have higher performance in India. As a result, aspirational themes like empowering women, advancing education, or encouraging contemporary family lifestyles are frequently featured in Nestlé's advertising campaigns. In line with India's competitive professional culture, Nestlé India internally inspires staff members with possibilities for growth and performance recognition.
Long-Term Orientation (Switzerland: High / India: Moderate)
Planning and perseverance are valued in both nations' comparatively strong long-term orientations. Nestlé's investment approach in India, where it has established long-term local supply chains and farmer training initiatives, is supported by this shared characteristic.
Indulgence (Switzerland: High / India: Low)
India's more conservative culture stresses self-control and traditional values, whereas Switzerland's hedonistic culture welcomes leisure and enjoyment. To accommodate Indian sensibilities, Nestlé had to modify the positioning of its products. For example, the marketing of chocolate products such as KitKats emphasises modest, reasonably priced pleasures that are appropriate for everyday use rather than excess.

Swiss business processes are universalist; everyone is subject to the same laws and procedures. On the other hand, particularism is more prevalent in India, where trust and interpersonal ties affect economic transactions (Trompenaars & Hampden-Turner, 2012).

This indicates that for Nestlé, developing relationships is more important for success in India than strictly following protocols. It is crucial to establish confidence with distributors, suppliers, and government representatives. Nestlé has demonstrated how it has developed mutual trust and commitment beyond contractual duties through its long-standing partnerships with Indian dairy farmers under its "Creating Shared Value" program.
Professionals from Switzerland typically speak in a straightforward, accurate, and impartial manner. In social situations, Indians tend to be more emotional and outspoken. This is reflected in Nestlé's Indian marketing, which uses emotionally charged stories to elicit sentimentality, warmth, and familial affection.
While status in India can be impacted by factors like age, title, or family history, in Switzerland it is achieved via performance. To reconcile local expectations with international norms, Nestlé's leadership approach in India places a strong emphasis on respect for seniority and regional traditions.


Impact on Market Entry
The way Nestlé develops and executes its market entry and operational strategy in India is influenced by cultural variations.
Local executives who are familiar with Indian labour relations, customer behaviour, and regulatory quirks lead Nestlé India. This strategy overcomes cultural differences between Indian operational realities and Swiss business aspirations.
Branding and product formulation are influenced by cultural values. Nestlé modifies pricing, flavours, and container dimensions to accommodate local tastes and spending capacity. For example, Nescafé and Maggi single-serving packets encourage accessibility while appealing to India's budget-conscious consumers.
During crises like the scandal surrounding Maggi noodles, Nestlé discovered the value of openness and emotional involvement. The business restored customer trust by fusing Indian-style relationship-building with Swiss-style rigour in quality assurance.
Nestlé's HR strategy emphasises mentorship, hierarchy, and individual recognition in addition to global training and diversity initiatives, striking a balance between local values and worldwide standards.
Nestlé's local CSR initiatives, such nutrition education and farmer training, complement India's collectivist culture and uphold the company's standing as a socially conscious company.

Recognising and honouring cultural differences has proven essential to Nestlé's long-term success in India. By combining local cultural quirks with international quality standards, Nestlé has developed a close emotional bond with Indian customers. Still, there are difficulties. Regional taste variation, price sensitivity, and local competition necessitate ongoing cultural adaptation.

The rigorous, rule-bound, efficiency-focused Swiss management style may not be enough for Nestlé to succeed in India's relationship-driven business. Cultural agility, or the capacity to embrace Indian warmth, adaptability, and community orientation while retaining Swiss accuracy, is what makes it successful instead.

The cultural distinctions between India and Switzerland have had a significant impact on Nestlé's approach for entering new markets and maintaining its success. Although power distance, collectivism, and communication techniques vary across the two nations, Nestlé has been able to adapt and prosper through localised leadership, culturally relevant marketing, and solid stakeholder connections, according to Hofstede and Trompenaars' frameworks. The Nestlé example in India shows that cultural understanding, empathy, and adaptability are necessary for true transnational success, which transcends financial investment.
5. Critically discuss and recommend three major adjustments

The ability of Nestlé to modify global procedures for local markets is crucial to its success as a multinational corporation. Nestlé must adapt certain parts of its Standard Operating Procedures (SOPs) as a Swiss business entering India, a fast-growing emerging market, to be competitive, culturally aware, and operationally effective. The previous analyses, which made use of Hofstede's cultural dimensions and Dunning's OLI framework, show how India's hierarchical, collectivist, and high-context environment contrasts sharply with Switzerland's structured, individualist, and low power-distance culture (Dunning, 1988; Hofstede Insights, 2025).
To achieve sustained success, Nestlé must critically adjust its SOPs in three key areas:
Rationale
While India prioritises hierarchy, authority, and relational leadership, Switzerland places more emphasis on accuracy, consensus, and egalitarianism (Müller, 2021; Kumar & Jain, 2020). India's high power-distance work culture may conflict with Nestlé's globally standardised management SOPs, which were created for Switzerland's low power distance (Hofstede Insights, 2025). The Swiss participative model may be strange or ineffective in local situations for Indian employees, who frequently prefer clear leadership guidance.
To reach their full potential, Nestlé's ownership advantages—managerial knowledge and systems—need to be tailored to local circumstances, according to an OLI perspective. Over-centralization from the Swiss headquarters may make it more difficult to react quickly in the fast-paced Indian market. Like this, the internalisation advantage suggests that to maintain agility and cultural fit, Nestlé must empower local leadership while maintaining control over crucial processes (Buckley & Casson, 2009).

Recommended SOP Adjustments
To provide local managers more control over operational and strategic choices including product pricing, regional marketing, and supplier relations, Nestlé should update its governance SOPs. Faster reactions to customer preferences and regulatory obstacles are made possible by local autonomy (Nestlé, 2025).
Leadership development programs that increase cultural intelligence in Indian managers and Swiss expatriates should be incorporated into new SOPs. Indian managers should be exposed to international best practices in quality and compliance, while Swiss executives should learn how to negotiate relationship-driven agreements and hierarchical expectations (Kumar & Jain, 2020).
Nestlé should use a hybrid decision-making approach that combines the relational flexibility of India with the data-driven precision of Switzerland. Marketing and distribution tactics, for instance, must be localised, even though choices on product safety are still made centrally (Müller, 2021).
This adjustment enhances Nestlé’s internalization advantage by allowing culturally informed decisions while preserving corporate integrity. Additionally, empowering local leaders boosts operational effectiveness and fosters employee trust. It enhances organisational coherence through respect for one another's cultures and is in line with India's high power-distance requirements.

Cultural Customization of Product Development and Marketing
Rational 
India and Switzerland have vastly different consumer ideals. Indian customers place a higher priority on family, tradition, and affordability than Swiss consumers do on quality, efficiency, and personal preference (Kumar & Jain, 2020; Hofstede Insights, 2025). Indian consumers might not emotionally connect with Nestlé's standardised SOPs for product development and marketing, which are centred on Western markets.
Dunning's location advantage states that localised products and communication tactics are necessary due to India's heterogeneous cultural practices, varied client base, and regional food habits (Dunning, 1998). For instance, Nestlé's success with Maggi noodles shows how modifying goods to suit Indian preferences—such as adding masala Flavors—increases customer loyalty (Nestlé, 2025).

Recommended SOP Adjustments
Prior to new introductions, Nestlé ought to require customer and cultural research. Steps for regional flavour testing, local focus groups, and religious dietary compliance (e.g., vegetarian labelling) should all be included in updated SOPs. This guarantees that goods fulfil social and cultural norms (Kumar & Jain, 2020).
While preserving the essential elements of the brand, marketing SOPs should promote regional adaption. However, Indian advertising should include emotive narrative focused on family, community, and aspiration, while Swiss advertisements prioritise efficiency and minimalism (Trompenaars & Hampden-Turner, 2012). The success of Maggi's "2-Minute Noodles" ad serves as an example of how brand connection may be strengthened through emotional resonance.
To reach India's price-conscious customers, SOPs should codify micro-segmentation tactics that enable smaller, more reasonably priced packaging. For instance, while maintaining profitability, sachets of Nescafé or KitKat minis make high-end brands available to lower-income people (Nestlé, 2025).
By matching products to local preferences, spending power, and cultural identity, these adjustments would bolster Nestlé's geographic edge. By incorporating cultural awareness into SOPs, a long-term capacity for market adaptation is established, guaranteeing brand relevance and emotional resonance among India's heterogeneous customer base.

Redesigning Quality Assurance and Supply Chain SOPs
Rational
Transparent laws, uniform enforcement standards, and extremely effective infrastructure all support Nestlé's activities in Switzerland (World Bank, 2024). However, India has drawbacks like inconsistent infrastructure, convoluted bureaucracy, and disjointed supply chains. In India, implementing Swiss-style SOPs—which are intended for a standardised, highly governed environment—may result in inefficiencies or problems with compliance.

According to the OLI, Nestlé must maintain control over crucial operations like sourcing and quality to benefit from the internalisation advantage, but it also needs to modify operational methods to accommodate the realities of India. Protecting Nestlé's ownership advantage—its brand reputation and customer trust—requires upholding international quality standards (Buckley & Casson, 2009).
Recommended SOP Adjustments
India's varied environmental and logistical factors should be taken into consideration in quality assurance SOPs. For instance, India's tropical environment must be included in temperature-sensitive storage procedures. To fulfil international standards while maintaining local viability, Nestlé should establish context-specific quality norms (Nestlé, 2025).
Programs for supplier development that emphasise ethical sourcing and capacity building should be a part of SOPs. An obligatory SOP element should be established for Nestlé's Creating Shared Value initiative, which teaches Indian farmers sustainable dairy production techniques (Nestlé, 2025). This strategy, which encourages cooperation over rigid top-down enforcement, is in line with India's collectivist ethos.
Nestlé realised the necessity of proactive crisis management after the 2015 ban on Maggi noodles (Müller, 2021). To restore confidence, SOPs should formally establish crisis response plans tailored to India that prioritise open communication, quick local testing, and public reassurance initiatives.
These changes solve India's infrastructure constraints while maintaining Nestlé's internalisation benefits. Nestlé can sustain brand efficiency and confidence by fusing local adaptability with Swiss quality discipline. By securing trustworthy raw material sources through collaboration rather than coercion, supplier involvement further enhances its location advantages.

Integrated Perspective: OLI and Cultural Alignment
	OLI Element
	SOP Adjustment
	Cultural Alignment
	Expected Benefit

	Ownership Advantage
	Localized decision-making and management
	Addresses high power distance and hierarchy
	Improves responsiveness and trust

	Location Advantage
	Cultural customization of product & marketing SOPs
	Matches collectivist and family-oriented values
	Enhances consumer relevance and loyalty

	Internalization Advantage
	Quality & supply chain redesign
	Balances control with relational collaboration
	Maintains brand integrity and supply resilience




Nestlé needs to switch from a strictly standardised model to a hybrid SOP system that combines local realities with international best practices if it hopes to maintain long-term success in India. Nestlé can strike a balance between its OLI advantages and India's distinct cultural and economic environment by localising managerial decision-making, incorporating cultural intelligence into product and marketing processes, and revamping supply chain and quality assurance systems.
Success in developing nations like India hinges on contextualising international standards—fusing Indian adaptability and relationship-oriented Ness with Swiss ethics and precision. Nestlé will be able to improve its competitiveness, safeguard its brand, and cultivate long-lasting trust with Indian stakeholders and customers thanks to these SOP changes.

6. conclusion
One of the most well-known instances of a truly global multinational company is Nestlé S.A., which effectively blends local awareness with global efficiency. Nestlé's success is a result of its strong ownership advantages, particularly its global brand reputation, innovative capabilities, and experienced management systems. The company has its headquarters in Switzerland and operates in more than 190 countries, including important emerging markets like India (Dunning, 1988; Müller, 2021). This paper has demonstrated how Nestlé efficiently uses its resources to establish a competitive position globally via the prism of the OLI framework. The business enjoys unique location advantages in India, including a robust agricultural base and access to a sizable and varied consumer market (Dunning, 1998; World Bank, 2024). Its advantages in internalisation also enable it to preserve its brand identity internationally and keep control over the quality of its products. However, due to cultural differences between India's collectivist and hierarchical business environment and Switzerland's individualistic and egalitarian culture (Hofstede Insights, 2025; Kumar & Jain, 2020), Nestlé needs to adjust to establish a meaningful connection with local employees and customers. Nestlé should keep improving its Standard Operating Procedures (SOPs) by giving local leadership more authority, customising goods, and marketing tactics to suit regional tastes, and reworking supply chain processes to accommodate India's distinct business climate to guarantee long-term success.
The capacity of Nestlé to combine Swiss accuracy with Indian flexibility will determine its long-term success in emerging economies, guaranteeing that its operations stay both locally relevant and globally consistent.
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