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Essay:  The impact of globalization on Nestle, various marketing directions, examining how it positions itself in the global economy and cultural factors on the organization, its markets, and its competitors. 

[bookmark: _Toc66384966][bookmark: _Toc66385005][bookmark: _Toc68106425]Introduction 
Due to the globalization status, all industries faced tremendous challenges to maintain them in the global market for a very long time. As stated by Rezvani and Fathollahzad (2018, p.145) though, the organization those who can exhibit agility in their strategies as well as operations, according to the changing business environments, are the ones who can successfully sustain within a market segment. Consequently, in this present report, the selected organization is Nestle, which is a famous international FMCG company. This company manufactures different types of food products such as different types of milk & nutrition, chocolate, health drinks, beverages, coffees, and others. Due to globalization, organizations are required to deal with their accurate marketing planning globally by new advertising and companies manage a variety of circulation channels and maintain many new innovative products (Sanader et al., 2017, p.35). 
Companies are required to influence their accurate targeted audience to maintain their image in the global market. This organization already spread business in 190 different countries. Many companies can infiltrate into the actual global marketplace only after the company provides research thoroughly. They need to identify accurate business and people's demands. Owing to the intermingling of cultures through globalization, the companies need to adopt various marketing directions, based on their countries of origin and establishment, in order to gain success within the business environment. Though, this is not easy for any organization to manage such different challenges of business parameters and many global factors. Conversely, many organizations also overcome difficult situations via accurate proactive global marketing management-based strategy, and they can achieve accomplishment globally (Timchen and Andryushchenko, 2019, p.35). Here, this mainly focuses on a competitive business-related environment and follows different marketing directions to manage customer values. Highlight the impacts of international business and the effects on culture and economy. This study also includes Nestle's market and its competitors. 
[bookmark: _Toc68106426]Organizational overview 

Nestle was established in 1866 and founded by Anglo-Swiss Condensed Milk Company and after that Henri Nestlé improved an advanced impact on infant food in the year 1867 and this company became known as Nestle from 1867. At Nestlé company, teams constantly discover and move forward to the accurate boundaries to develop healthy drinks, different types of milk, beverages, foods, and many nutritional health-related solutions to improve the eminence of life and give an improved future ( Nestlé Global, 2021). Nestle always focuses on energy and basic resources management were making public the influence of good food can also create the development and improve the business environment and make important value for the stakeholders and shareholders alike. At present Nestle have almost 2000 brands and spreads business in 190 different countries. This organization is mainly engaged inaccurate food business. Nestle also incorporates different food products including many milk products, nutritional supplements, cooking aids, coffees, confectionery, and chocolates (Nestlé Global, 2021).
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Competitive business environment and various marketing directions followed by Nestle to create customer value 
As stated by Vaid et al., (2020, p.225), the competitive environment in business is a dynamic exterior structure in which the industries also compete and provide functions. The general source of accurate competition status can also vary from one work to another work, but for any international company like Nestle, the competition shows regional, national, and international aspects. Competition can appear apparently from nowhere, through the appearance of any new products or services that change present products with extra desirable service or products and that also supply the same reimbursement at considerably lower costs. The main competitor of Nestle is Unilever, General Milk, Hershey's and others. Here, Porter's 5 forces, 7 P's analysis, and different marketing directions are also discussed below.  
Analysis of the competitive business environment through Porter’s 5 Forces model 
The analysis of Porter's 5 Forces essentially is easy but powerful analyzing tools for business management conclude the competitive factors of many other companies and industry environments and find out the probable strategy for efficiency. The analysis helps to calculate and distinguish the 5 forces of the business competitive status and provide strategy (Vanany et al., 2019, p.105).

	Porter’s Five Forces
	Extent of impact
	Reasons
	Impact on Nestle

	Competitive rivalry
	High
	Nestle currently focuses on idiosyncrasies from diverse competitors throughout the exact high-quality based manufactured food products at the level-headed accurate price for every customer. This company is also trying to launch new Slim milk and the target clientele is mainly adult and old age people. However, Unilever is the competitor of Nestle in the international business marketplace so this company also endeavors to launch new milk products for customers and also provide customer value to maintain circumstances in the marketplace to prevent the extra production which suggests medium significant justification (Warrink, 2018, p.25).
	Nestle needs to continuously strategize and incorporate uniqueness into their products manufactured, while advertising the same effect, through convention televising advertisements as well as contents developed over social media, to reach out to the maximum number of customers and gain a competitive edge in the market

	The threat of new entrants
	Low
	By supervision diverse improvements of manufacturing financial formation of scale. Nestle also outperforms its fresh entrants by the appropriate cost-capable industry-related strategy. Mainly the new inventive product enlargement and controlled marketing planning. However, some other companies also provide focus on client preservation management to circumvent new entry.
	Since barriers to entry within the market that Nestle serves is high, and Nestle is an established company, so the threats of new entrants, for Nestle is low, which is why Nestle can resort to its conventional advertisements also, for spreading information regarding their products

	Threat of substitutes
	High
	Nestle essentially provides an extra focus on milk products, nutritional supplements and provides high quality to customers at the low-cost price selling change in many countries especially highlight the developing country. Unilever and other organizations attempt to sell food products in especially low-cost charge and consumer associated food business planning of this company surpass the other competitors. New or existing shoppers may acquire the same well quality-based food products, but people cannot find improved quality with the very low-cost products (Khojaeva, 2020, p.23).
	Since the threat of substitutes is higher in this market segment, Nestle needs to focus on exhibiting the nutritional goodness or the unique attributes of the products while advertising, for ensuring effective marketing initiatives. 

	Bargaining Power of the buyers 
	High
	The exceptional and original food product excellence and accurately established strategies of fundamental marketing-related supervision are also very significant. The Nestle company provides focuses on the actual well building reliability of brand management alongside a huge consumer base. Some other companies also highlight actual low-cost related production and the less cost management of food product selling. This food business-related management also makes a center part of basic consideration on fewer income consumers to lead and hugely describe the consumer maintenance.
	Owing to this power being high, Nestle must cater to the demands of the customers as well as design such contents for marketing and promotion on such platforms, which enhances the reachability as well as visibility of the company

	Power of the suppliers
	Low
	Many providers in the food industry participate as per different basic geographic associated sites and obtain fresh raw material related sustains at accurate lower cost maintenance and supervision of supply chain-related management with powerful cost importance of food business (Langan et al., 2019, p.35).
	This does not influence the marketing initiatives in any significant way



7P’s analysis for the marketing strategies followed by the organization, within the competitive business environment, for creating customer value 
As Lord and O'Brien (2017, p.225), marketing mix fundamentally is an appropriate analysis for new promotion and planning to comprehensive Nestlé's goal and objective. The selling connected company also supervises different processes for the marketing mix analysis linking to Nestle. Predominantly, these continue exceeding the new products, accurate demographics and refurbish of the company, encouragement and corporation size.  The essential advertising amalgamation is the accurate marketing performance which assists marketers to appreciate the business and manage product assemble or product management. 
	Marketing Mix
	Nestlé’s aspects

	Product
	Nestle mainly promotes and sells a huge, massive compilation of different food products and milk products with different clientele. This functioning process assists regulars to correspond to and complete the purpose-based conference. These multinationals contribute different types of food items and nutritional supplements items like health drinks, kinds of milk, and child foods. Presently, this organization also provides bank-interrelated services (Ferm and Raco, 2020, p.225).

	Price
	Nestle also allows the required expenses service management development strategies and helps in classifying the foods and drinks on the accurate massive scale status. The different food-associated merchandise management is also complete in twisted magnitudes that also have conflicting accurate cost eminence (Meghisan and Burger-Helmchen, 2017, p.6).

	Place
	Nestle is required to control the changed enhancement in construction planning. The corporation also tries to construct the occurrence in the open market with the company's store frequency in different nations.

	Promotion
	The proper promotion of Nestle also managed to accurate television, magazines, newspapers, and social media platforms management for proper advertising. This primarily provides understanding to occupy the perfect social media connected endorsement for the customers to manage a centre for the company and target all age's consumers daily life status in different nations towards Nestle. This business also uses a variety of measures for contract-associated supervision associated with promotional importance and also achieve as well as accomplish the free planning campaigner for the clientele (Babazadeh et al.,2018, p.385).

	Physical Evidence
	This is related to the accurate position of proper rules that highlight the function for proper business and represent information of customer's background and understanding. The organization requirements to contribute management purpose connected that can manufacture a basic sensitivity on customers and the labour force.

	People
	The main justification of Nestle must construct available improvement and learning to the labour force in accusation to give exceptional services professional and communicate to additional customers to the new products and services.

	Packaging
	The enlargement provides an accurate situation of manifestation that functions to complete. These predominantly assessments also help in business and manage the manufacture services and food products management to the customers (Cvjetkovic et al., 2020, p.45).



Critical analysis of the different marketing directions followed by the company at different times, for creating customer value 
As stated by Furst et al., (2020, p.5) developing marketing-associated planning is fundamental for any kind of business. The strategy management makes sure also that services and products assemble consumer requirements and improve the long-term management and cost-effective associations with those existing and new customers. The main fundamentals of a flourishing marketing scheme are to provide the accurate acknowledgment that manages active and possible customers also fall into the exacting team or actual segments. The consumer assessment is the actual ratio of advantages for the consumer to surrender obligatorily, to acquire those actual benefits. The consumer also determines the actual value of equally the sacrifices and benefits. 
Creating a consumer-based value is managed as a core part of the business planning of several successful organizations. Nestle uses the online and traditional marketing processes for improvement. Customer value-related management is also entrenched in actual belief but that charge is also not only a time thing and always matters. The business management also focuses on the accurate cost associated with the manufacture and basic price too accurate customer also managed and provided that the goods distinguish only by actual price. In dissimilarity, many businesses also supply customer values. For example, customers mainly also pay accurate premium aspects for better-quality consumer service or acknowledge smaller quantities of many services for an actual value-based price. This is very significant not to provide base importance on price based on quality because regulars who just value actual price also buy from any other competition once the competitor also can recommend the lower price (Grewal et al., 2020, p.985).
The impact of globalization on the business  
As per the viewpoint of Halvorsen, (2019, p.398), globalization in business encourages organizations to internationalize management and to substantially amplify the quantity and many types of accurate cross-border associated transactions in goods, capital, and services. Also, globalizations guide to express broadcasting and circulation of services, knowledge, and innovative technology in the world, not considering the foundation.
Critical analysis of the impact of globalization on the business and its marketing initiatives
As stated by Khojaeva, (2020, p.23), the accurate global transformation in the international market includes transformation in economic, political, and business performance with the improvement of innovative technology, communications, and transport necessary for the endeavour in its effort for continued existence, to transform their accurate planning and find out from the margins of the country. 
The advantages of globalization highlight a wider assortment of services, products, medicines, and technologies as well as include knowledge also become obtainable. For Nestle, these improvements also manage the potential to accomplish considerably larger consumer bases. It means well-built seals, volumes and trade, basic GDP rates, individual empowerment, and political coordination throughout the achievement of supplementary accurate resources and particular capital. These advantages of globalization are also observed as functional, provided that the possible advantages for the biggest number of individuals. Along with many arguments following the advantages of additional internationally associated finances, opponents’ difficulty in the long-term basic feasibility and company ethics of profits were detained during global development. Some squabble that the developments of international trade build unfair associations between smaller and larger finances. Critics also elevate apprehension about harm to the business surroundings, reduce safety, unprincipled labour custom in many sweetshops, augmented consumerism, and deteriorating long-established enlightening values (Grewal et al., 2020, p.985).
Business strategies taken up by the organization, for marketing as well as other functions, to counteract the impact of globalization
The global business represents individual business-associated performances that embrace cross edge transactions of services, goods, or resources connecting the viewpoint of nations. The Bartlett and Ghoshal model clustered the businesses support on two key criteria such as local representative and global integration. The Business management that is extremely locally approachable has an additional purpose to become accustomed services and products to particular neighbouring needs. It seems that the strategic opportunities are communally restricted, but many companies also manage to be equally locally responsive and globally integrated. Collectively these basic two factors engender four kinds of basic strategies that globally functioning production can pursue such as Global, Multi-domestic, International strategies, and transnational. Nestle mainly follows the Multi domestic strategy (Krum, 2019, p.459).
[image: https://lh4.googleusercontent.com/sj-mBYzBjcq_kEXLSIfAkt-FBw-csP2kdMEGLng1MlZFU9JEHtxiDkwlbh_lNxNgXGUmBaD-in_s0GLKaLv8DcXOefPzjedgrT3yzw5EfDjq1GyRonDHGfeuAhbMI_FBCcmiwPM1]
Figure 1: The Bartlett and Ghoshal Matrix
Source (Mulyana et al.,2019, p.55)
Multi domestic: The Low Integration status and High Responsiveness management- Organisations with multi-domestic planning have as a goal to fulfill the requirements and needs of accurate local marketplaces worldwide by also tailoring and customizing their services and products extensively. Additionally, Nestle has slight demands for global integration. Subsequently, multi-domestic organizations frequently have a much loosely and decentralized coupled constitution where many supplementary worldwide are functioning relatively independently and autonomously from accurate headquarters. A great paradigm of a multi-domestic organization is Nestlé. This organization also uses an exclusive advertising and basic sales-related approach for the entirely different marketplace in which this also operates. Additionally, this adapts many services and product management to regional tastes by also offering unlike products and services in diverse markets (Repinskiy, 2018, p.5).
The different cultural factors which impact the business and its marketing initiatives
As per the viewpoint of Krum (2020, p.459), organizations that are developing constantly pays attention to fresh opportunities. Many opportunities also present the aspects as the management of new countries, while many other options also survive in national aspects. Besides, focusing on a detailed cultural team can also open up a fresh marketplace for Nestle. The growth and product diversification may require manufactured goods to be highlighted on the international level. The cultural beliefs and value-sets are one of the primary cultural factors which impacts consumer behaviour and thus, are considered important for influencing the marketing initiatives of businesses (Mulyana et al., 2019, p.55). For example, for being promoted within countries with reserved culture sets and beliefs, Nestle needs to design advertisement concepts which focuses on the familial attributes of the products and its utilities, rather than on its individualistic benefits. 
Furthermore, in cultures wherein festivities or occasions drives purchase intentions amongst customers, especially in nations, with lower disposable income among population, Nestle needs to analyse appropriately and strategize for discounts as well as other offerings, to encourage the population into buying the products from the company.  Another cultural factor which influences business and marketing initiatives of Nestle is the message portrayed, the language it is portrayed in and the communication channel being used. Usage of strong languages or content within the promotional content might result in the development of a negative brand image among the public and the resultant loss in profitability as well as business productivity. The values of the company, portrayed through the ingredients used for designing the products targeted towards a particular market segment, also influences the purchase intentions of the customers and resonates with the cultural values of the population.
Critical analysis of the different marketing techniques utilized by the company, to counteract the cultural differences 
Organizational culture is everything and anything that also happens manages the performance daily. As stated by Repinskiy (2018,p.55) it recounts the complete personification of the workflow management in one aspect or another. Nestle follows mainly two techniques which are discussed below.
Offer the Flexible discount on old or new product 
Organization's marketing cultures also have immeasurably which mainly evolve over many years, but also some companies choose the long-established organizational cultures more than new cultures. There are several problems connected to traditional organizational cultures. For example, the traditional organizational cultures also block several types of originality and modify what workers desire to manage the work. They also do not permit any exchange or appropriate practices connecting artistic freedom. These techniques highlight a constituent of conviction among every of the workforce in the organization and management. Trust is very expensive when some inconsistency manages in the organizations and many teams also resolve this within the company rather than combating and commence many politically inaccurate mixes (Kurm, 2019, p.459).
Designing neutral messages, focusing on the essence of different cultures
Nestle aims to include and celebrate the cultural diversity and likewise propagates the same, through their marketing initiatives. The same contents of advertisements are generated in different languages, suiting the needs of the different regions within the country wherein the advertisements are telecasted, in order to preach cultural neutrality. Often owing to strict cultural beliefs or reserved cultural values, the advertisements are designed appropriately, so as to not hurt the sentiments of the population, while preaching positive brand image for the company, Nestle. 
Examine how the organization positions itself in the global economy  
Segmentation strategies followed by the organization 
Organizational associated markets can be also segmented on the basis of the proper characteristics of Nestle's organization. Sometimes this is also referred to and managed to as accurate macro-level business aspects.  The size of the company also can be evaluated using numerous variables including many quantities of workers, the capability of consignment and marketplace share. This also highlights two main segmentation of planning that mainly followed by accurate marketing association, an attentiveness approach and many multi-segment related strategies. This company adopts accurate attentiveness planning to highlight its marketing management-related efforts on just one marketplace segment. The marketing mix is also developed and helps the business to grow (Asih, 2020,p.1515).
Targeting strategies followed by the organization 
Organizations have exposed that absorbing various resources and gathering the requirements of a scarcely distinct market management-related segment is additional cost-effective than spreading capital over numerous diverse segments. Nestle became flourishing by providing a special completely on clientele who required gourmet-based coffee products. This strategy is suitable for this organization with accurate resource status as this capital may be well stretched and managed if this also competes in various segments. The accurate focused marketing follows R&D expenses to be determined on fulfilling requirements of just an accurate set of regulars and professional activities are committed to perceptive and also catering to the actual needs (Vanany et al., 2019, p.115).
Positioning strategies followed by the organization 
Effectively the positioning of service or products provides it a Unique selling-related proposition. The Unique Selling Proposition is a good-looking characteristic or attribute of a trademark that makes it different from comparable alternatives. Besides, the modern open market mixed-up with so numerous choices with comparable benefits, people want good brands for good products to rise rather than the rest. This becomes additionally unforgettable and also can manage a competitive improvement over many alternatives. The USP is providing unique assistance to attract regulars to obtain this brand rather than another. This Brand must converse the Unique Selling Proposition with accurate target customers (B.D.J, 2020, p.957).
Critical analysis of the business markets, competitors of the organization and its impact on the marketing strategies as well as other operations of the organization 
An organization is also described as encompassing the competitive advantage-related aspects when this productively draws more clientele, gains more earnings, or proceeds more assessment to several shareholders than competitor firms perform. An unchangeable status achieves basic competitive advantage management by mainly adding an assessment to its services and products to mainly falling own costs more efficiently than the rivals manage in the many industries. The marketing strategies are influenced by the strategies adopted by the competitors wherein the promotion, price and product aspects of the company, Nestle in this case, are changed, in order to maintain a competitive edge in the market. The market trends, especially the buying behaviour of the customers, their disposable income, the demographics of the market as well as the weather conditions of the market influences the demand of the products offered by Nestle and thus, the marketing strategies adopted by the company. For example, in a market segment with more percentage of millennial customers, marketing is usually carried out on digital and social media platforms rather than on conventional platforms. This company also follows the accurate Generic Business based aspects of competitive strategies.
Generic Business- based Competitive Strategies- This marketing strategy, highlighting the food industry is an organization like Nestle or accurate unit-based management of this organization that mainly centres its various activities approximately basic primary kind of service and product line. Marketing-level strategy management is the universal path that a production organizes its different to struggle against many rival’s inaccurate food related products manufacturing (Kurm, 2019, p.459).
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This present study mainly provides the focuses on the globalization of business. This study included the accurate competitive environment and also followed the different marketing differences to mainly manage the make the accurate customer values based on the process. Here, the selected company is Nestle and this study also includes the impacts of proper globalization on the market and also examines the status of the global economy and cultural economy on the organization. This study provides information on markets and their competitors. 
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