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[bookmark: _Toc57375253]Background/history of the company
Nestle has been in the business of providing confectioneries and other products to the global customers since the 20th century and it has also earned a reputation for itself in terms of providing the best quality products in the respective product lines. The founder of the company was Henri Nestle who established it in the year 1866 in Switzerland. In addition to this, it has also introduced the line of pet foods, which suits the needs of every pet with respect to its body structure, and the same have been developed with the help of experts in the relevant field (Purina, 2020).
In the context of the mission statement of the company, it can be said that the organisation strives to be a leader in the field of nutrition and wellness with providing the tastiest products in the existing product line (Nestle, 2020).


[bookmark: _Toc57375254]Discussion
Product
With respect to the product, it can be said that Nestle has been manufacturing the products such as cereals, chocolates, dairy products, drinking water, coffee and so forth. The quality of this range of products has been tested regularly and it has been ensured by the company that it provides the best quality products in the market. These factors help the organisation in keeping itself in the preference list of the customers helping it to maintain the present market share and making their way in every household. Taking into account the features of the products it can be said that every product of the organisation has its own distinct features and the unique selling which makes them stand apart from the competitors. The benefits of the products also help the organisation to keep their products apart from the competition (Mayeret al., 2016).
Taking into consideration the packaging of the products it can be said that the company has kept distinct packaging for each of the products. A perfect example for the dairy whitener they have used the colour combination of blue and white which represents the sky and milk which helps in keeping the product distinct from the other players.
[image: Nestlé Everyday Dairy Whitener, Milk Powder for Tea, 1Kg Pouch: Amazon.in:  Grocery & Gourmet Foods]
Figure 1: Dairy Whitener
(Source: Nestle, 2020)
Another notable example can be of the Nestle Nescafe that can be said that it has a colour combination of brown and black (Nestle, 2020). It can be said that the company had kept this colour combination by keeping in mind the colour of the coffee and the flavour it gives at the time of consumption.
[image: Nescafe Classic Coffee, 500g Stabilo Pack: Amazon.in: Grocery & Gourmet  Foods]
Figure 3: Nescafe
(Source: Nestle, 2020)
Taking into account the packaging of the products it can be said that it has designed the logo in the form a mother bird taking care of the young ones in the nest. The logo thus designed catches the eye of every customer and helps in the easy identification of the brand which helps in easy distinction. The logo has been designed keeping in mind the nature of the company as it takes care of the needs of the customers in every market segments and makes changes in the products if necessary.
[image: The Nestlé logo evolution | Nestlé Global]
Figure 3: LOGO
(Source: Nestle, 2020)
With respect to the other products such as Maggi, the company has taken into account that part of the market segment which does not have much time in their busy schedule to prepare a full meal. This product has provided the customers with an option to prepare a nutritious meal as it is instant and the same can be made tastier by adding other vegetables and other eatables as the customer feels fit (Išoraitė,2016).
Price
This factor has been well thought by the organisation and has fixed various prices for the variants of the products. As every product is available in the market in various sizes, the organisation has kept distinct prices for each category as it wishes to make the products available for every market segment.  The organisation has followed the pricing strategy based on the quality of the product. It has helped in making the products affordable in the market and also made their way to every household. This is the major which helps to make the company a preferred choice in the customer’s minds. Each product has been distinctly priced and the company has made sure that each product has a contribution in driving the sales in the market. It helps in keeping the market share intact and also helps in discovering new markets. As Nestle has focused more on the middle class customer, it has made sure that the higher class also purchases its premium products with the same interest. Along with taking into consideration the market segment Nestle has also laid a focus on the geographical factors in the market which has led them into tapping a considerable market share and its preferences for the specific product (Mohammadiet al., 2018).

Place
Nestle ensures that the products have been made available to the customers by keeping a track of the same from the market by way of taking into account the requirement of the same from the retailers as well the other outlets. It helps in timely filling of the stocks of the respective products ensuring that the products are available on time in the market and help in driving the sales. In addition to provide the above facilities the company also provides various ecommerce websites for the sale of its products at discounted prices for the convenience of the customer. Nestle has also tapped the network of the wholesalers and the retailers which help in the sales of the products to reach the final consumer. However, as seen Nestle does not have its own website to sell the products as it takes the help of the relevant channels to keep a track of the needs of the retailers to sell the products. At times it also uses a combination of digital channels as well as the middlemen to sell its products in the market which help in meeting the needs of the customers on a daily basis. Nestle serves its customers globally leaving no gaps in the market. Its markets have majorly focused in America, Asia and African countries as it has a large customer base in those countries. In addition to these factors the company has also taken care that its products have been made available globally with a focus on the pricing strategy in every situation (Istiqomah 2016).
Promotion
It has been well known that Nestle has been a global leader in providing a range of products to its customers globally and also at times it has taken the feedbacks from the customers for improvements in the products. In the view of the promotions the company has used traditional media as well the digital media to market its products in an effective manner. As it has been known that most of the customers are found online, nestle has laid its major focus on the digital medium as it helps to convey a proper message to the target audience at a very affordable cost. In the context of advertising through traditional media it has also distributed free samples in the market to increase the brand awareness and inform the customers about the new arrivals in the market. It also introduces new offers and schemes in the market for the retailers and the wholesalers to increase the sales of the product at regular intervals. These may be in the form of discounts after purchasing a particular number of stocks of the respective products, providing vouchers during the purchase of the products the next time or gifts in kind if they purchase additional stocks. In the view of public relations, it can be said that the company has communicated important views and happenings in the organisation to the market as well as the stakeholders to maintain the required transparency and also take into account their opinions so as to act on them. It ensures that every opinion has been heard and the company also tries to implement the same if possible. In most of the cases it has been also notices that direct marketing also makes a difference in the sale of the products in the markets. It implies that the representatives of the company visit every outlet and take into explain various offers and schemes of the company. It can be also seen that the company representatives have a stall of the brand at various malls and other places. This helps in maintaining a direct contact with the market and lets the customers taste the brand with providing the feedbacks at the same time (Lahtinenet al., 2020).
In the view of the marketing channels of personal selling, it can be said that the representatives of the company visit every household and ask the customer about the brands they use for the consumption of food and beverage. After the respective conversation the sales person explains them about the benefits of their brand and convinces the customer to purchase the same. This helps in adding a personal touch to the selling process and helps the customer to understand the effectiveness of the brand in their daily use. It gives way for a customised sale in the market as the sales person understands the preference of the customer in the given situation. The company in these situations may use a combination of various means to sell the product depending upon the need of the situation. It paves way for the organisation to understand the needs of the customer and design products accordingly or make changes if required (Key, 2017).


[bookmark: _Toc57375255]Conclusion
Taking into consideration the above mentioned factors it can be said that the organisation has well thought about the related strategies in the given market and made changes wherever possible. It has thus given a way for effective feedbacks from the market and helped the organisation to develop its strategies accordingly. In accordance to this it can be said that Nestle has been a leader in the food and beverage sector due to is affordable pricing. These factors enable the organisation to maintain the market share and meet the market demands timely.
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