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1. [bookmark: _Toc40093105]Processes and stages of marketing including the role of the marketing mix

[bookmark: _Toc40093106]Definition of marketing
 
Marketing is the business process of identifying, anticipating and satisfying customers’ needs and wants. 
(Drucker, 1954, p.32)

[bookmark: _Toc40093107]Definition of the Marketing Process

 Marketing process is five-step process for creating and capturing customer value. The five steps are: Situational analysis, Objectives, Strategies, Implementation and Control.
                                                                                                                          (Kotler, 2020, p.6)

[bookmark: _Toc40093108]Diagram of the Marketing process 
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Nestlé mission ‘Good Food, Good Life’ is to provide consumers with best tasting, most nutritious choices in a wide range of food and beverage categories and eating occasions, at every moment of the day. (Nestlé, 2020)


Nestlé objective is to be a leading, competitive, Nutrition, Health and Wellness Company delivering improved shareholder value by being preferred corporate citizen, prefer employer, preferred supplier selling preferred products.  (Nestlé, 2020)


[image: ]
(Nestle,2013)



Nestlé Strategy
The company aims to offer a portfolio of products that respond the needs of the consumers, provide good nutrition and tastier food, contributing to more balanced lives and healthier planet. The company commitment to deliver ‘Good food, good life’ requires high standards and striving to be better. The company believes that its long-term success depends on creating value for all stakeholders and the society. A fundamental approach of Creating Shared Value represents its commitment to make a positive difference to society while contributing company’s ongoing success.
Nestlé implements its strategy by applying nutrition expertise to improve health and well-being of pets, by answering the needs of the modern consumers with balanced, tasty and convenient products for conscious lifestyles, by bringing premium food innovations to market, providing a wide variety of plant-based food, leveraging scale and expertise to expand every consumer’s access to nutrition.
The company is constantly evaluating its results to ensure the objectives are attained and takes corrective actions to close the gaps between goals and current performance. Nestlé measures its progress and is focusing its efforts on improving results. (Nestlé, 2020)



[bookmark: _Toc40093109]SWOT analysis

Strengths
Through its 150 years history Nestlé has formed a good brand reputation and brand image, with sells in 187 countries and portfolio of more than 2000 brands. By constantly transforming its portfolio the company manages to respond the fast-evolving consumer preferences. Having the world’s largest private food and nutrition research organisation, involving 3,900 people in 23 locations, Nestlé makes significant investments in Research and Development (CHF 1,7 billion, in 2019), thus ensuring safe products of the highest quality. The 2019 Financial review shows a strong progress with key operating and financial metrics improving significantly for the second consecutive year - Underlying trading operating profit increased by 4,8% to CHF 16,3 billion and net profit increased by 24,4% to CHF 12,6 billion. An important part of the company are the 291,000 employees who drives the company further. (Nestlé, 2020)

Weaknesses
Despite being a leading company in its industry, the company has its weaknesses. For less than a year the company recalled several products of different markets around the world. In 2019, after receiving reports of food-grade pieces of rubber in ready-to-bake refrigerated Nestlé Toll House Cookie Dough products, the company voluntarily recalled it from U.S. and Puerto Rico markets. (Nestlé USA, 2019) This year, Nestlé Ski Yogurt Variety pack with fruit pieces was recalled from the U.K market, because of the possible presence of small pieces of black rubber. (Food Standards Agency, 2020) Although the voluntarily recalling confirms the commitment to safe and high-quality products, it shows the existence of weak units through the supply chain. these cases may negatively impact the brand image, the reputation of the company, leading to lack of consumers’ trust and loyalty.


Opportunities
Nestlé could expand its Research and Development by opening even more R&D centres around the globe in order to improve its market shares in locations, offering quality raw materials. Opening such centres would also provide opportunities for attracting skilled and talented employees. The company could focus on the evolving consumer preferences and improve the accessibility of safe and affordable food by applying innovative R&D programs – enhancing nutrition and health. (Nestlé, 2020)
As the awareness about the negative effects of plastic pollution is increasing, the company should continue to research the use of alternative materials and distribution mechanisms.






Threats
As the climate changes, the issues related to water are increasingly growing. The irregular distribution of water supply is exacerbated by demographic changes such as population growth and industrialisation. Despite the problem is global, the consequences are felt on a local level, with droughts in some areas and floods in others. Water is essential for company’s operations and supply chain, this making the water-related risks a critical issue for the company. Water scarcity may result in increasing production cost and lower profitability. Another threat for the company may be the changing regulations on plastic packaging, environmental issues and health and safety. If the company is not able to comply with the regulations, this could lead to product and/or brand stigmatization, land use restrictions, corporate fines and penalties, impacting Nestlé’s reputation as well as profitability. (Nestlé, 2020)



[bookmark: _Toc40093110]Porter’s Five Forces

Competitive Rivalry
The food and beverage industry is highly competitive, and even though Nestlé is one of the largest companies with over 150 years history, some of the company’s competitors such as Unilever, Kraft Heinz, Danone, Mondelez International have a strong presence in the market and offer similar to Nestlé’s products. With so many competitors and so little differences between the products the force of the competitive rivalry is high.

Threat of new entry
As the competition in the consumer food industry is intense, with many brands having strong brand names and good reputations, patents and copyright protection, the industry providing strict rules and regulations about food safety, import and export, and labelling, it is almost impossible for new entrants to succeed on the market. It might be said that the force is low. 


Power of Buyers 
There is a wide variety of brands providing similar products as Nestlé, sometimes at even more affordable prices, so consumers can easily switch between competitors. With low switching cost costumers have a huge bargaining power and Nestlé should understand consumers’ needs and be able to satisfy them in order to avoid switching. The power of buyers is high.



Power of Suppliers
Being an essential part of the company, suppliers play a leading role of achieving good results. With so many suppliers worldwide and good relationships, and Nestlé providing guidance on how to work proficiently to reduce redundant expenses, caring for both the suppliers and quality of products, it could be said that the power of suppliers is low. 






Threat of Substitute
The majority of the products offered by the company such as bottled water, coffee, confectionary are common and used daily, this makes finding of substitutes easy, so the force is high and Nestlé has to use its innovation programs to limit the quantity of substitutes and increase the power of the threat.  



[bookmark: _Toc40093111]Advantages and Disadvantages of SWOT analysis
SWOT analysis is a key tool used by the organisations for strategic analysis and evaluation of current performance. Some advantages of the method include the opportunity to focus on the positive and negative aspects in the internal and external environment of the organisations, it helps the organisations to find out opportunities to take an advantage. By providing understanding of the threats and weaknesses, SWOT analysis makes easier their management and elimination. In spite the wide use of the tool in the strategic management process, it has some limitations. The criticism of this method includes that it lacks comparison with another rivals and it provides information only about the current period, so if the company wants to generate a suitable strategy for a certain period of time the analysis needs to be often revised. Another key disadvantage is that categorizing the variables in four dimensions may be challenging, as sometimes a variable that is a strength can be a weakness in the same time. If the company does not take an advantage of an opportunity, it may be adopted by a competitor, thus transforming it into a threat. (Gürel, 2017, pp. 1003-1005)




[bookmark: _Toc40093112]The Marketing Mix Elements

Product – anything that is offered to a market for attention, acquisition, use or consumption that might satisfy a want or need. (Kotler, 2008, p.500)
Nestlé offers products that cover almost every category in the food and beverage industry – baby foods, bottled water, cereals, confectionary, coffee, chilled and frozen foods and even pet food. Some of the company’s iconic brands are KitKat, Maggi and Nescafe and Nespresso. 

Price – the amount of money customers must pay to obtain a product. (Kotler, 2018, p.78) Having more than 2000 brands and more than 8000 products, the company uses different pricing strategies, depending on the products, target markets and competitors’ prices. For some of the products Nestlé uses price competition, closely monitoring the competition and either match or undercut rivals. By constantly developing some of its iconic brands’ products and adding new features and benefits, the company also uses penetration pricing – increasing the price with adding additional benefits to the product. 

Place – includes company activities that make the product available to target consumers. (Kotler, 2018, p.78)
Nestlé uses dual distribution system, which means using an indirect channel of distribution to make products available for one group of customers and a direct channel for a different group of customers. Nespresso, for example, has three direct channels of distribution available – boutiques, e-commerce platform and Customer Relationship Centres. (Nespresso, 2016)

Promotion – refers to the activities that communicate the merits of the product and persuade target consumers to buy it. (Kotler, 2018, p.78)
Nestlé has a wide variety of promotions for all its brands, for example, the iconic brands Nescafe, KitKat and Maggi have launched many memorable TV advertisements through the years, as well as newspapers, magazines and radio advertisements, digital marketing – Twitter, Facebook, Instagram, YouTube. Sponsorship – Nestlé sponsors events and projects, that support company’s commitment to enhance quality of life.




2. [bookmark: _Toc40093113]The role of marketing in creating value for customers

The Societal Marketing concept holds that marketing strategy should deliver value to customers in a way that maintains or improves both the customer’s and society’s well-being.  (Kottler and Armstrong, 2010, p.35)

Society
(Human welfare)
Societal 
Marketing
concept
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Creating value for customers and society is an essential element of the business strategy of Nestlé, the company believes that it can only prosper by creating value both for its stakeholders and the society. Their Creating Shared Value approach focuses on the families and individuals who trust Nestlé products and brands, the societies within which the company operates, and the planet. Nestlé has designed a range of products and campaigns aimed at supporting families, by providing them with an information to build healthy habits. Through mobile apps, websites and sport competitions Nestlé encourages children to get active. As consumers are making more and more informed decisions about the nutritional value of the food they consume, Nestlé aims to provide affordable nutrition for all, offering healthier versions of existing products, including more plant-based, reduced-sugar and no-added-sugar options. Through its brands, the company promotes balanced eating and active lifestyle to inspire consumers to live healthier, while providing them clear information about nutrition and portion on all its products packaging and online. Nestlé uses its marketing influence to encourage healthier habits, focusing its marketing campaigns at parents and caregivers, encouraging them to make better healthy living decisions. Moreover, one of the company’s commitments is to not advertise to children under the age of 6, in line with its strict policy on marketing communication to children. Nestlé Professional LinkedIn page is a platform on which the company shares information on developments in the food industry, information on out-of-home nutrition and tips from chefs about healthy eating. 

[bookmark: _Toc40093114]Advantages of Nestlé marketing for consumers
Nestlé marketing efforts aim not only to promote products satisfying customers’ needs and wants, but to provide useful information on how to lead more healthy lives, and to encourage them to be more active. In, 2019 Nestle launched two campaigns promoting healthy eating among children and making parents conscious about the importance of cooking together with them to enhance their eating habits. In terms of recycling, sustainable energy and healthy food options, the company uses its brands and platforms to encourage positive change. 84% of company’s website pages display easily understandable fact-based environmental information. (Nestlé, 2019)



[bookmark: _Toc40093115]Branding Definition
A brand is unique design, sign, symbol, words or a combination of these, employed in creating an image that identifies a product and differentiates it from its competitors.  (WebFinance Inc, 2020)



[image: ]
(Nestlé, 2020)




Nestlé uses a Corporate branding, which means one brand name as the main identifier for the different variety of products produced.
Henri Nestlé was one of the first Swiss manufacturers who built a brand, using a logo. He adapted his family’s coat of arms (single bird sitting in a nest, reference with his family name, meaning ‘nest’) by adding three young birds being fed by a mother, thus creating a visual link between his name and his company’s infant cereal products. In 1868 the image becomes a trademark. In 1938 the logo and the Nestlé lettering are combined to form an umbrella brand, becoming unifying mark for different Nestlé products. Later subsidiaries were given standardised names in combination with ‘Nestlé’ and the logo that becomes the strategic umbrella trademark. Despite it was modified several times, today the logo is still on the company’s products with a softer design, that allows it to be more easily read on digital devices. (Nestlé, 2020)

[bookmark: _Toc40093116]Advantages of Branding
Brands reduce the potential risk of buying, and the time needed to make decisions. As the lives of the consumers are often stressful, hurried and time limited, the potential of a brand to optimize decision making and decrease the risk is crucial. (Suri and Monroe, 2003)
Brands indicate a certain quality standard so that satisfied consumers can easily select the product again. (Erdem, 1998)
Brands alleviate purchases decisions so that customers do not have high levels of uncertainty as to what to buy. (Kotler et al., 2009, p.428)


  


[bookmark: _Toc40093117]The Ansoff Matrix


                                    Existing Products                               New Products
Market
 Penetration

Product 
Development


Existing
Markets




Market 
Development

Diversification



New
Markets






Some of the strategies in the Ansoff matrix, such as Product development and Diversification, could also add value. Nestlé should consider launching new nutritious products in the developing countries in order to meet the evolving nutritional needs and key nutritional gaps of infants, children and mothers. Thus, the company will not only expand its markets, but meet the increased consumers’ demand for natural ingredients.







3. [bookmark: _Toc40093118]Stakeholder engagement and their impact on the marketing activities of an organisation

[bookmark: _Toc40093119]Stakeholder Definition 
Stakeholder in an organisation is any group or individual who can affect or is affected by the achievement of the organisation’s objectives. (Freeman, 2010, p. 46)

Internal stakeholders are people whose interest in the company comes through a direct relationship. Some examples of internal stakeholders are employees and owners. (Chen, 2020)
Nestlé internal stakeholders: Mark Schneider - CEO; Stefan Palzer – Executive Vice President 

External stakeholders are those interested parties, who are not a part of the management, but they are indirectly affected by the work of the company. (Surbhi, 2017)
Examples of external stakeholders are customers and competitors.
Nestlé external stakeholders: consumers; competitors: Unilever, Danone, Mars, Mondelez International. 

Strong engagement and good communication with stakeholders are essential components of every responsible business organisation. Effective communication with stakeholders, according to Nestlé’s beliefs, emphasises Creating Shared Value, allows the company to identify emerging problems, to shape its responses and continue to drive performance improvements. The company is proactively working to strengthen its relations with internal and external stakeholders.
One of the ways the company is using to communicate with the employees and their representatives are regular meeting, where matters of mutual concerns are discussed. These meetings provide the employees the opportunity to fully understand Nestlé’s operations and objectives. 
Nestlé also uses the platform Workplace by Facebook, which enables employees all over the world to build relationships, making information sharing faster and more engaging.
The company also has stakeholder convenings, workshops and other events, which give opportunity to deepen the dialogue. The aim of the convenings is to build on company’s understanding of important societal issues, as well as company receiving feedback on its efforts for Creating Shared Value. (Nestlé, 2019)
For the company employee engagement can be valuable resource of competitive advantage. It can improve performance, release innovation and creativity and lead to higher levels of customer service. (Mullins, 2016, p.597)

Nestlé communicates with the consumers through its corporative website, through different social media platforms such as Facebook, Instagram, Twitter, YouTube, through TV, radio, newspapers and magazines advertisements. 
Consumers have the power to impact marketing activities of the company, as any change in their needs, wants and preferences requires innovation as well as fast adaptation. The company must be able to meet consumers expectations in order to keep their trust, brand loyalty and prevent brand switching. 



4. [bookmark: _Toc40093120]Reflection of the tactical communication tools used to generate awareness and interest in your project

[bookmark: _Toc40093121]Definition of Communication

Communication can be defined as an exchange and exact replication of thoughts, feelings, facts, beliefs and ideas between and among the individuals through a common system of symbols to cause some actions or change in behaviour. (Rodriques, 1992, p.28)

[bookmark: _Toc40093122]The Shannon and Weaver Model of Communication 
[image: ]
(Kotler, 2016, p.585)


This model, developed in 1949, is the most influential formal model of communication. It is transmission model, consisting of five elements: an information source which produces a message; a transmitter, which encodes the message into signals; a channel to which signals are adapted for transmission; a receiver, which decodes the message from the signal; a destination, where the message arrives. A sixth element, noise, is a dysfunctional factor: any interference with the message travelling along the channel, which may lead to the signal received being different from the sent. (Oxford University Press, 2020)

[bookmark: _Toc40093123]Integrated Marketing Communication (IMC) 

Integrated Marketing Communication Definition – carefully integrating and communicating the company’s many communication channels to deliver a clear, consistent and compelling message about the organisation and its products. (Kotler and Armstrong, 2020, p. 424)

[bookmark: _Toc40093124]Promotion Mix 

During its long history, Nestlé has been using different kinds of promotions to attract its consumers’ attention and try to build brand loyalty and trust. Having more than 2000 brands in the food and beverage industry, Nestlé has used most of the tools in the marketing promotion mix to promote its brands to the consumers.

TV Advertisement
KitKat has launched large number of TV adverts, inviting consumers to ‘have a break, have a KitKat’. These adverts aim not only to promote the product, but also to ensure influencing human behaviour. KitKat commercials are directed to the hard-working consumers, offering them a break accompanied by a treat like KitKat.

Digital marketing
To promote one of its iconic brands – Nescafé, the company uses not only the traditional media advertising, which brought the company enormous success, but also digital marketing channels such as the brand’s own website, Facebook, Twitter, Instagram and YouTube.
The website of Nescafe provides an opportunity for consumers to explore the range of coffee flavours, as well as find “their perfect cup” of Nescafe coffee, by simply completing a small test. The site is not only interactive and customer-oriented but engages with topics about environmental and societal issues.

Sales promotion
Sales promotion is another tool of the promotion mix the company has used to boost customers brand engagement. These promotions include a free Nescafe coffee mug with buying a single jar of Nescafe Classic, or up to 50% free extra product.  

Sponsorship
To promote its products and reach its young consumers worldwide, Nestlé Milo became an official club sponsor of FC Barcelona. As Nestlé aims to educate the youth about sport and nutrition, this sponsorship helps the brand to reach millions of kids around the world and to enhance their quality of life.


[bookmark: _Toc40093125]Advantages and disadvantages of TV advertising
Some of the advantages of TV advertising are television is a multi-sensory media, combining sight, sound and motion, it has a good mass-marketing coverage and low cost per exposure and has the power to establish long term customer engagement. Although, it has some limitations – with high absolute costs, it is much more expensive than newspaper, magazines and social media advertising. Another disadvantage is the high clutter, as the audience is exposed to high volume of commercials daily. TV commercials cannot be adapted to the changing consumer preferences as quickly as the online adverts. (Kotler and Armstrong, 2020, p.465)


[bookmark: _Toc40093126]Advantages and disadvantages of Digital Marketing
Some of the main advantages of this type of promotion are that it provides high selectivity of the audience, it can reach the targeted audience at a lower cost than the traditional advertising, the content of the adverts could be easily adapted almost immediate, it has the potential to increase brand loyalty and customer engagement. A disadvantage of this promotional tool is the high control that the audience has of content and exposure, any negative feedback or complaints of the audience could negatively impact the brand image and reputation. (Kotler and Armstrong, 2020, p.465)


[bookmark: _Toc40093127]Conclusion
Nestlé is a leading company in the consumer food industry, with a long history and great experience on the market. During the years the company has shown its ability to adapt to the changing business environment, bringing meaningful innovations to market, responding to consumers’ needs, by offering high quality products, while delivering value for both the society and the planet. Creating Shared Value has become an essential part of the company strategy and demonstrates how business could be a force for good.


[bookmark: _Toc40093128]Recommendations
As Nestlé is dedicated to enhancing quality of life, the company should use its Research and Development programs to tackle the plastic pollution, by developing alternative recyclable packaging and using biodegradable materials.
Nestlé could invest more to improve its digital marketing for brands that are not so familiar to customers.
Building the promotion mix for some of the innovative plant-based products, the company should consider using celebrity endorsement in order to inspire more people lead more healthier lives.
In order to achieve its ambitions to inspire children eat healthier, the company should further decrease sugar level contents and remove artificial colours in the products offered specially for children.
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