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Introduction
	The study aims to analyse the marketing strategies and marketing environment of Nestle as well as to discuss the impact of integrated marketing communication on organisational success. The company can be observed as one of the biggest food company worldwide, which generate huge revenue. In addition, the organisation has a large product line, which includes coffee, tea, baby food, Maggi, Dairy products and much more. The organisation has successfully expanded its business in 914 countries as well as it has approximately 450 factories with estimated 339,000 labour force. The organisation Nestle was founded by Henry Nestle in 1866 as well as from the history of Nestle it is evident that it was founded when it collaborated with “Anglo-Swiss Milk Company in 1905”. From the existence of the organisations till not it can be observed that the organisation has quickly developed in terms of revenue however, it has also made many mergers and acquisition which help the organisation to expand its visibility to the customers (Chokshi et al, 2016). Due to the effective marketing and promotional strategies, the organisation was placed at 11 in 2014, which have a market capitalization of US$ 240 billion. Therefore, Nestle is considered as one of the strong organisation among the FMCG sector over the globe. 
The organisation Nestle is differentiated then other FMCG organisation because it has a strong product line as compared to other FMCG organisations. Moreover, (Lotfifard and Borojerdi, 2018). Stated that Nestle successfully succeeded in the global market because it always came up with unique marketing ideas as well as strategies in order to brand their products and services. In order to compete within the marketing environment, the focus of the organisation is to fulfil the needs of their targeted customers Therefore, Nestle is focusing on the meeting strategy to the wide-ranging advertising and marketing for all of their brands and for the products as well.


As an illustration, it can be observed that when Nescafe was launched, the organisations promoted it with Nescafe tunes, which attracted customers and it is still remembered by the customers. Within the marketing environment this company tries to push their variety products into the consumers helped by marketing strategy.
Task 1A
Marketing Mix
	Marketing Mix can be explained as “placing a combination of products or the right products in the right place at the right time and at right price (Fan et al, 2015). ” This strategy enables organisations to have effective awareness regarding different aspects of their business plan (Papadas et al, 2017). Therefore, the assignment analyses the strategy of marketing who is used by Nestle to explore the influence of effective marketing strategies on the growth of organisation.
Product:
	The product strategy of the Nestle can be explained as “Nestle is known one of the leading food brands over the globe as well as it has 8,000 brands with a variety of products within the market.” However, the primary focus of the organisation is some of these products such as Dairy products, beverages and ready to cook food.  The organisation produces a variety of products based on milk like “Nestle milk, Nestle every day and Nestle slim.”  Moreover, in the product line of Nestle chocolate is one of the most dominant segments with popular chocolate sweets such as “Milky bar”, “KitKat” chocolate, “Munch” and “Polo”. In order to attract more customers, the organisation also launched Alpino chocolate, which is crunchy chocolaty bonbons with creamy mousse centre, each wrapped with a message of love helped the organisation to target gifting segment within the marketing environment (Serrat, 2017). Moreover, from the market analysis it can be stated that Nescafe is one of the biggest coffee brands over the globe, which is owned by Nestle, which is distributed worldwide.  The ready to cook food by the Nestle was one of the biggest hits in the global marketing environment, which helps the organisation to increase its customers and revenue. Moreover, it can be observed that the price of Maggi is higher than the Yippee noodles because the quality of the Maggi is much better than the Yippee noodles (Armstrong et al, 2018).
Price:
	The pricing strategy of Nestle is based on the quality of the products. Additionally, it can be observed that the products which are produced by the competitors are less expensive as compared to the products of Nestle, which belongs to the same category such as chocolate. Additionally, Nestle use different pricing strategies such as competitive pricing and skimming pricing. In competitive pricing Nestle decides the price of the products based on the price of same product produced by the competitors.  Moreover the origination also propose discounted offers to attract customers, and the products by the organisation also vary in the size along with the variation in price such as customers can get 16 pieces or Maggi in a packet as well as they can also gate one piece of Maggie (Liu et al, 2017). It is believed by the organisation that with the help of this pricing strategy the organisation can get a large customer base. Moreover, various discount offers by the organisation involve the bulk of discounts in different stores such as big bazar. Moreover, the pricing strategy in the marketing mix of the Nestle depends on the quality of products, geography being served and competitors. 
Place:
	From the study of Lidstone and MacLennan, (2017) it is evident that most of the revenue of the Nestle comes from the European counties such as 90 percent of the sales of Nestle belongs to European countries. Moreover, Nestle is typically follows the conduit of FMCG for their products and services distribution. Additionally, the bulk of the products produced by the organisation are sent to the C&F, which is a kind of warehouse. The products who are made in their warehouse are sent to their distributors and the retailers, so this can help their customers to get their favourites more accessibly.
Promotion:
	According to the research of Moorman and Day, (2016). It can be stated that Nestle always come up with unique ideas of marketing such as for the promotion of Maggi the organisation designed. As an illustrations Maggi is associated with two minutes snacks which can be prepared easily therefore in the advertisement, they showed that it could be prepared by the mothers within two minutes which made it famous among the mothers and children. Additionally, for promotional purposes, the organisation has always focused on the nutritional values of the products. The presence of Maggi and Nescafe has helped the organisation to attract most of the customers as well as it has made them push in the sales and promotion. Nestle has strong product portfolio which makes it different from its competitors over the globe. Moreover, for the promotion of products, Nestle uses different media sources such as TV, hoardings, online advertisement.  

Ansoff Matrix
	According to Dadzie et al., (2017). Ansoff matrix can be explained as “a tool for the strategic planning which provides a framework to help senior managers, executives as well as marketers to devise strategies which can help the organisation to grow and develop in the future.” 


Furthermore, Ansoff matrix is used to develop ideas regarding the market diversification as well as it has enabled the business leaders as well as marketers to explore different risk and possibilities associated with the future growth and development.  
	Market development
	Diversification

	Nestle requires a lot of research into unfamiliar territory
Evaluate the difference in the culture of existing customers as well as targeted customers
Impact of new products on the image of the brand  
	It requires a lot of expenditures
Business decisions should be effective
Branding and advertisement.

	Market penetration
	Product Development

	Sell some or more products in the existing market
need to persuade targeted customers
	Require something more root and branch
Brand to a new product as well as minimise the risk of loss and damage



	It can be stated that Nestle is operating in a variety of different kind of markets over the globe, and it develops its strategies by keeping all its products in mind (Chowdhury, 2019).  Ansoff matrix of Nestle indicates four different types of strategies which can be followed by the organisation to achieve their desired goals.  


Market penetration
	This strategy is about the price of the products is by organisations so, that they can attract more customer as well as in order to quickly enter in a new market. As an illustration, it can be stated that Nestle was entered in south by introducing its existing product Milo at lower price rate as well as in “smaller sub sizes” so the product it can be easily accepted by the market (Bustaman, 2015). 
Market development strategy
	In this strategy, organisations take their existing products to a new market to increase their growth and development (Islam, 2016).
Product development Strategy
According to Aklimawati et al, (2016). Product development can be explained as when a certain company remains in the same market, but it expands its product line. 
Diversification:
	Nestle has a very diversify portfolio and the organisation have been invested in the well knowing cosmetic company L’Oreal, beside the fact that Nestle is an FMCG organisation itself. 
	Nestle deals with a variety of brands and therefore it uses different marketing strategies to attract their customers. However, the most commonly used strategy by Nestle is marketing development which help it to enter in the new make with the development of its products.


Role of marketing 
	The development and growth of a certain organisation plays a very significant role, such as it enables the organisation to spread awareness regarding the products and services they provide to their customers. According to Katsikeas et al., (2016). It can be specified that the focusing of marketing communication explains the features of a certain product. Moreover, marketing communication helps the organisations and can be determinate by the qualities of its products which can attract the customers as well as which are the needs of their targeted customers. Similarly, in case of Nestle it can be observed that when it launches a new product, in its advertisement it shows all the new taste and speciality of that product which attracts the customers such as in the advertisement of Maggi it clearly indicated that it is healthy and nutritious food which can be cooked in maximum 2 or 3 minutes. 
Stakeholder engagement
	According to Kiessling et al, (2016). Stakeholder, engagement can be explained as a process in which organisations involved different individuals who are associated with the organisation as well as who may be influenced by the decisions made by the organisations. Nestle engages itself with its stakeholders in order to tackle different issues which can be faced by the organisation. Moreover, Nestle also seeks the cooperation of the stakeholders when making certain decisions because it helps Nestle to enhance its corporate policies which strengthen its business as well as it helps the organisation to target social investments. The annual programs of “stakeholder convening and Creating Shared Value events” enables the organisations to intensify the dialogues as well as to develop an understanding related to its strategies and decide which can help the organisation to develop in the global market. Moreover, The Nestle company stakeholders are “Academia, Communities, Consumers and the general public, Customers, Employees and their representatives, Governments, Industry and trade, associations as well as Intergovernmental organisations and Non-governmental organisations”
 (Taghian et al, 2015). The decisions by the organisations can have a significant impact on the stakeholder. Moreover, stated that effective stakeholder engagement enables the organisations to have an awareness of the need to the stakeholders which helps the organisation to achieve its targeted goals and develop effective marketing strategies which can attract the customers. 
 Conclusion
	The study was aimed to analyse the marketing strategies and marketing environment of Nestle as well as to discuss the impact of integrated marketing communication on organisational success. Based on the discussion and analysis, it can be stated that the Marketing itself is playing a very important part in the development and growth of the organisation. additionally, the marketing mix strategy of Nestle indicates that the organisation has a variety of products line as well as the pricing strategy of the organisation is also effective which can attract its customer because the prices of the products are according to the quality of the products. With the help of promotion and advertising, strategies nestle communicate the speciality of the products they provide to their customer which make it unique in the global marketing environment. Moreover, stakeholder engagement also has a huge impact within the marketing and decision making of the organisation; it helps the organisation to take effective decision which can lead them to achieve organisational goals. 


Task 1B
Reflection:
	Based on the analysis and discussion, it can be stated that communication is the most important tool which is used by the organisation to communicate with their targeted customers. I have learnt that the marketing mix strategies of organisations like Nestle are the important factors which help the organisation to attract its customers towards their products. Moreover, the advertising strategies by the organisation increase the customers by the organisation. The advertising strategies by the organisations can be changed based on the customer culture and brand. Furthermore, from the study of Hsu et al, (2016). I have found that the marketing mix strategies help the organisations to produce at right time a new product, to right place and with the right price. Furthermore, the models of marketing such as Ansoff matrix are considered to be essential for the marketing planning because it helps the organisations to look for the opportunities which can enhance the revenue of the organisation as well as to evaluate the risk factors which can negatively influence productivity of the organisation.  The role of the marketing strategies is to create value to the products and services provided by the organisations with the sharing help of the information about the product composition and educating its customers regarding the features and specialities of the products. The facts associated with a certain product can help the organisation to attract customers towards a certain brand. Therefore, I believe that the organisations need to pay proper attention to their marketing strategies because it can lead the organisations to get their desired goals.
As a marketing tool for this analyse, we used the blog that we created on the first exam, there we explained the importance of the promotion and the marketing mix who has an important role in an organisation.
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