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EXECUTIVE SUMMARY
Strategic marketing has gained profound traction among the modern manager because of the ability to achieve corporate goals by attracting and retaining consumers. The availability of robust tools to bolster decision-making process has been a critical impetus toward the adoption of a strategic marketing practice among the top-echelon teams in Nestle Company. Recently, Nestle Company held its 151th anniversary to demonstrate consistency in profitability, which emanate from commitment to embrace strategic management processes and concepts to transform typical business activities. The caliber of marketing process in the company hinges on three distinctive management philosophies to direct the marketing activities as a source of corporate competitiveness.

 Specifically, the ability to exchange commodities that satisfy the need and wants of the consumers is dependent on a product philosophy, which assumes that superior quality, consistent performance, and innovative attributes of a commodity attract buyers. Therefore, Nestle Company tasks the Research and Development (R&D) structures with duties to bolster innovation and continuous product improvement to adhere with the product-oriented marketing philosophy (Zaman 2016, p372). Secondly, pure marketing concept is evident because marketers strive to achieve the corporate goals by delivering commodities that effective and surpass the basic requirements of a consumer (Iacobucci 2017, p.286). Thirdly, a societal-marketing principle is evident because of the commitment to achieve triple-fold corporate objectives. Business practices aim to sustain the welfare of the society using green-technologies, guarantee customer satisfaction, and consistent profitability. 
Further, Nescafe, a strategic business unit (SBU) for the Nestle Company has achieved the Star characteristics since its inception in 1932 because of the ability to manipulate the fundamental marketing elements. The seven core marketing ingredients include the product, price, place, promotion, processes, people, and physical evidences. Therefore, Nescafe products exhibit superior operational excellence because quality, appealing designs, environmental-friendly packaging, and distinctive brand names. On the other hand, strategic pricing is essential because it considers the influence of key input variables that include target market, cost, competition level, and legal parameters (Masterson and Pickton 2010, p.355). Equally, Nescafe utilizes distribution mechanism similar to FMCG commodities to save on cost and bolster service-delivery. A direct channel of distribution facilitates cost saving while an indirect form of distribution merits because of value-creation capabilities. 

Moreover, the Nestle Company regularly undertakes an environmental scanning using a PESTLE model to trace potential source of risks. A PESTLE model is an acronym that represents six remote forces that influence business operation (Schiffman, et al. 2013, p.14). The profound external forces that have significantly affected various marketing plans include political climates, economic, sociocultural, and technological environment (Ibid). Therefore, robust strategies seek to hedge against adverse influence of the remote parameters. A BCG Market-Share Matrix is another effective tool that enhances planning because allocation of investments hinge on the aggregate competitiveness of portfolio. Evidently, the Star and Question-Mark SBUs exhibit high growth rate that requires continuous investment by ploughing-back profit from the Cash Cow commodities.
Concisely, the study proposes four strategic recommendations to harness efficiency and minimize risk within the current product portfolios. First, adequate marketing penetration is vital to facilitate the company capitalize on the success rate within the Star Product portfolios. Second, the proposed new product should seek to expand the market share for the Cash Cow SBUs that include the Milk Products and Prepared Dishes. Third, transforming the risky Question-Mark portfolios is recommended because it facilitate the company mitigate risks because of the capital tied up in developing products with minimal return on. Lastly, it is strategic to diversify the Nestle Nutrition and Nestle Water portfolios with an aim to attract new market and transform the Dog attributes.
NESTLE MARKETING STRATEGIES REPORT


Henri Nestle, the proprietor of Nestle Company had an objective to improve the quality of living for the citizen using innovation. Innovation became a vital culture dimension for the Nestle Corporation that sustain its competitive advantage. The company has strived to differentiate from competition and effectively adapt to environmental changes using research and development capacity (Nestle, 2016, p.10). Nestle Company has been able to identify critical operational pillars and growth drivers to achieve sustainable competitive advantages in nutrition as well as health wellness industries in the past 150 years. Therefore, achieving marketing competitiveness demonstrates the influence of strategic management concepts including marketing mix, portfolio management, and environmental scanning implemented to achieve operational excellence. 

Notably, a broad product diversification has been critical toward achieving leadership status in nutrition and health-wellness industry. The company has seven distinctive product segments that facilitate implementation of a diversification strategy. The profound product segments include Nestle Nutrition, Milk Products, Liquid Beverages, Prepared Dishes and Cooking Aid, Pet-care, Confectionery, and Mineral Water (Nestle, 2016, p.16). The variety of product range enables the company to cater the needs of consumers at myriad life stage, which bolster service-delivery initiatives. 

Further, wide product portfolios create synergy during the marketing process where popular brands complement other commodities. A notable brand is the Nescafe, which has gained sufficient leadership status in powered and liquid beverages. The commitments toward sustainable processing enable the company to collaborate with downstream stakeholders that include farmers to guarantee positive ripple effects within the coffee sector. For example, the Nescafe Plan and Nespresso Positive Cup are sustainable interventions that facilitate cooperation as well as safeguard coffee farming because of real-time coordination with farmers (Nestle, 2016p.24). Positive social corporate responsibility (CSR) schemes including Nescafe Plan elicit direct and indirect positive effects toward marketing practices for an organization. 


Geographically, the company has been able to diversify to capitalize on the international commerce to enhance its longevity beyond 150 years. The three geographical segments boost marketing efficacies include the Zone Americas (AMS), Zone Europe, Middle East, and North Africa (EMENA), as well as Zone Asia, Oceania, and Sub-Sahara (AOA) (Nestle, 2016, p.43). Effective global marketing hinges on the ability to sub-divide a large market into homogeneous segments that a business can successfully satisfy. Therefore, Nestle Company has been able to achieve profitability and synergy in the three operating segments. 
Figure 1: Product Diversification for Nestle Company
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(Source, Nestle, 2016)

Figure 2: Nestle Company 150 Years Anniversary
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(Source, Nestle, 2016)

APPLICATION AND IMPLEMENTATION OF MARKETING THEORIES

Marketing Process and STP
The use of management philosophy has been a notable source of competitiveness because of the positive outcomes in carrying out marketing activities to achieve an exchange with the targeted market. Strategic marketing practice embraces profound philosophical concepts to guide the marketer’s effort, which enhances the attainment of triple-fold corporate objectives (Masterson and Pickton, 2010, p.35). An appropriate marketing process commits to accommodate the interest of the organization, society, and society in a balanced manner. Contemporary marketing philosophies to harness competitiveness in sales and marketing department include production-oriented process, product-based approach, selling concept, marketing methodology, and society-marketing philosophy (Ibid). The distinction among the five philosophies relates to point of focus for the marketer. 
Evidently, Nestle Company prefers a product-based, pure-marketing concept, and societal-marketing philosophy to achieve a balanced marketing plan. The use of a product concept merits because it emphasis on continuous product improvement and guides a marketer to focus on availing superior products to the target market. The product philosophy holds that superior quality, performance, and innovative features are pertinent attributes of a commodity that attracts consumers (Iacobucci 2017, p.286). Therefore, Nestle Company ability to horn its innovation using research and development program demonstrates the willingness to embrace a product-oriented marketing philosophy to achieve the marketing goals. However, the product philosophy requires a marketer to adopt complementary approach because of fundamental drawback that includes marketing myopia. 

Therefore, Nestle Company has an alternative marketing process that concerns with attaining values for consumers, sustain profitability, and bolsters society wellbeing. A societal-marketing concept emphasizes an organization to address the needs and interests of a target market by delivering values to the clients and sustain the society welfare (Iacobucci 2017, p.286). The societal-marketing process is a proactive method that addresses the environmental challenges, rapid resource depletion, and increased consumer awareness. Nestle Company integrates the shared value dimension and principles of corporate governance to harness societal-marketing competency. The three golden rules enshrined in the code of conduct advocates marketers to demonstrate honesty, emphasis business interest beyond personal gain, and safeguard the reputation of the employer (Nestle, 2016, p.64). Consequently, the caliber of marketing practices is strictly influenced by the shared values, code of conduct, and corporate governance principles, which enhance the attainment of a triple-fold marketing objective.  
Moreover, the implementation of the societal-marketing concept incorporates the element of a pure-marketing philosophy because of the focus on consumers’ conquest in the wake of intense competition. A pure marketing is a profound process because it holds that a business can accomplish its organizational goals by undertaking a proactive approach to determine the needs and wants of targeted consumers (Masterson and Pickton 2010, p.119). A successful marketer delivers customer satisfaction effectively when he or she defines the target market to coordinate marketing strategies and techniques. Nestle capitalizes its broad product portfolios to cater for the diverse needs and wants of the target market. The Nestle marketers accomplish the organization goals using product diversification to satisfy the needs of consumers at various stages of life (Nestle, 2016, p.16). Therefore, the use of pure marketing, product, and societal-marketing philosophies to harness the marketing process for the Nestle Company have been pivot toward the attainment of  consistent profitability in addition to business longevity. 
Similarly, continued reliance of a Segmentation, Targeting, and Positioning (STP) model serves as a sustainable source of competitive advantage for the Nestle marketing department. The STP concept merits because it provides reliable guidelines necessary to develop an effective marketing mix (Iacobucci 2017, p.286). An efficient marketer initially segments the market into homogenous and actionable sub-market units, which provide competitive advantages when targeted. Subsequently, targeting process sustains competitiveness because the selected consumer segments exhibit willingness and sustainable demand for the unique products from the seller. Lastly, a strategic marketer strives to capitalize on the positive perceptions and sustainability of the targeted consumer market to position his or her commodity in the marketing by highlighting superior features compared to the rival brands. 

Specifically, Nestle Company has distinctive segmentations that enhance its longevity and profitability as a multinational corporation. The company utilizes a product and geographical segmentation process with an objective to achieve synergy among the resulting units. The product segmentation concerns with the sustainability and implementation questions during the formulation process (Iacobucci 2017, p.286). A sustainable business segment ought to be large enough to guarantee long-term profitability after the targeting phases. A marketer also questions the action-ability of a selected segment by determining the compatibility of various programs and portfolios with the market. Therefore, profound product segmentations used to enhance service-deliver include Nestle Nutrition, Milk Product and Ice Cream, Powdered and Liquid Beverages, Cooking Aid, Pet-Care, Confectionary, and Nestle Water (Nestle, 2016. p.13). Each products portfolio entails several strategic business units (SBUs) to facilitate the diversification as a generic strategy to achieve leadership status in the health and nutrition industry (Ibid). The Powdered and Liquid Beverage has apparent consistent performance because of quality and innovation parameters that position Nestle as a leading coffee producer. 

Equally, a geographical-based segmentation has been appraised as a strategic model because the selected markets are easily accessible and measurable because of they are expansive market with adequate purchasing power. The profound geographical segments that facilitate Nestle capitalize on international commerce include the Zone Americas (AMS), Zone Europe, Middle East,  and North Africa (EMENA), as well as the Zone Asia, Oceania and Sub-Sahara Africa (AOA). The choice of the three geographical segments is apparent because of the proximity and economic profiles that supplement one another. For example, the Zone Americas incorporates consumers in the United States, Canada, and Mexico who are share relatively similar sociocultural, economic, and political profiles. Therefore, the regional manager designs generic marketing plans that are compatible within the American continent. 
Figure 3: Marketing Geographical Segmentation
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(Source, Nestle, 2016, p.)

Further, efficacies in targeting the end-user consumers have been another source of competitive advantage for Nestle Company. Several marketing tools used to evaluate the attractiveness of geographical and product segmentations include Porter’s Five Forces of Market Competitiveness, PESTLE, BCG Market-Share Matrix, and a SWOT Test. Evidently, a PESTEL model has been critical in determining the attractiveness among the geographical segments because of the disparity in economic, legal, and political conditions. Therefore, the most viable segments and products attract substantial financial investments with an aim to sustain profitability. 

Lastly, Nestle products are easily distinguished within the targeted segment because of innovative features, intense promotion, and value creation commitment. The company has a mantra that seeks to spur consistent innovation to facilitate consumers lead a healthy and happy lifestyle (Nestle, 2016, p.10). Continuous empowerment and application of scientific knowledge also bolsters product positioning among the end-users because such interventions develop positive attitudes in addition to instill consumer confidence when purchasing the products. Therefore, Nestle endeavors to demonstrate its commitment toward achieving competitiveness by using strategic marketing philosophies and STP paradigm, which have yielded positive outcomes. 
Nescafe Marketing Mix

A) Product Element 

The product element relates to parameters that a business entity employs to facilitate creation, development, and routine management of the particular commodity. Therefore, an effective product poses distinctive that include free from defects, unique features, environment-friendly packaging, relatable brand name, and after-sales services. The longevity and consistent profitability associated with the Nescafe hinge on the ability to surpass the attributes of an effective product. The term ‘NESCAFE’ is a portmanteau of Nestle and Café, which further demonstrate superior innovation from a consumers’ perspective (Zaman 2016, p.372). Different varieties of Nescafe brands entail unique packaging components and an appealing design to aid in marketing activities. Importantly, different quantities of Nescafe enhance service-delivery because it caters the needs of small-scale and large consumer buyers, which result in marketing equality

Further, the Nescafe brand entails multiple complementary strategic business units (SBUs) to enhance marketing efficiency because of the ability to diversify the range of instant coffee commodities. The availability of ordinary coffee units and premium categories is a strategic marketing activity because the company is able to capitalize on the consumers who portray habitual purchasing, variety-seeking buying behavior, and complex-buying pattern when undertaking shopping activities (Masterson and Pickton, 2010, p.83). The ordinary coffee units are the brands that retail at discounted value and attract buyers who engage in habitual and variety-seeking buying patterns. Habitual buyers are less involved with reviewing the brand in the store but rather purchase a commodity because of their familiarity (Ibid). Alternatively, variety-seeking buyers engage in brand-switching ad hold unique beliefs on certain brands of commodities. Therefore, diversification of ordinary Nescafe coffee units provide an opportunity for the buyers to engage in their habitual and variety-seeking practices. The profound ordinary Nescafe coffee units include Nescafe Classic 3-in-1, Nescafe Alta Rica, Nescafe Espresso, and Nescafe Original. 
Conversely, the premium-brands of Nescafe SBUs serve a vital marketing role because they attract consumers who exhibit a complex-buying behavior when purchasing powdered coffees in the retail stores. A complex- buying consumer is highly involved in searching for the differences that exist among several products in the store (Masterson and Pickton, 2010, p.84). Usually, premium commodities attract a complex-buying behavior because the buyer seeks to achieve value for his or her money. Therefore, the caliber of product features, brand name, packaging, and the size relative to the prevailing competition are critical factors that influence the final consumption decision. Importantly, Nescafe Premium coffee brands merit over the competitors because of superior innovation that facilitate differentiation and effective promotion capabilities. The predominant premium coffee brands include Nescafe Gold, Nescafe Green Blend, Nescafe Cappuccino, Nescafe Half-Caff, Decaff, and Nescafe Classic Decaff.
Figure 4: Prominent Brands for Nescafe and Nestle Product Portfolios
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(Source, Nestle, 2016)

B). Price Element 

Pricing element relates to the consideration that the end-user of a commodity is willing to tradeoff with the product, service, or idea from a marketer. The cost consideration is another parameter that influences the price element (Masterson and Pickton, 2010, p.355). A marketer and production manager needs to cooperate to determine the current cost of production before settling on a final pricing for a commodity. The level of competition also influences the pricing decision-making because rational buyers tend to prefer competitors items when the latter are cheaper and economical. An industry that compete using price war is unsustainable because such phenomenon results in ineffective price-cuts and hampers effort to achieve targeted profit margins. Therefore, Nescafe endowment with superior innovation capacity and technological resources has been critical toward minimizing the cost of production and hedging against detrimental price war scenario. 
Equally, other external variables that influence pricing component include the prevailing economic conditions, legal framework, and social responsibility guidelines affect the price of a commodity. Economic recessions have adverse effects toward the current commodity price because high inflation curtails the consumers’ spending power that requires a marketer to cut the price or design an effective approach to facilitate prompt respond to environmental changes (Masterson and Pickton, 2010, p.37). Consequently, Nescafe has reliable pricing strategies that entail non-price competition and price discrimination approach to cater for changes in external environmental elements (Zaman, 2016, p.372). Price discrimination is a strategic concept that enhances competitiveness because it enables a business to charge varied prices to different caliber of consumers. The premium brands of coffee attracts a higher prices than the ordinary SBUs, which cautions the company against decline in consumers’ purchasing pattern in either low-income, middle, or high-end consumer segments. 

Therefore, setting commodity prices is not a straightforward endeavor because of it involves trading off multiple competing elements and unpredictable behaviors. The longevity and consistency in profitability in the Nescafe SBUs is a testament to efficiency in manipulating the pricing component of marketing mix. An effective marketer dawns that end-users perceive the current price tag for a commodity to be the quantified value, which accords fundamental importance toward the ability to manipulate prices to attract and retain buyers. 

C). The Place Element 
The third mixture of marketing activity focuses on the distribution capability of a business to enable a market deliver the commodity to the point of consumption. A competitive business strives to deliver convenience to the buyer using effective physical channels of distribution that include transportation facilities, warehousing, and inventory controls (Zaman, 2016. P.372). Moreover, the cadre of channel of distribution enhances convenience and profitability when there are minimal barriers to delivery of commodities.

Nescafe gains competitiveness because of efficiency in the physical distribution structure and convenient channels of distribution within the operating segments. The choice of a Fast Moving Consumer Goods (FMCG) strategy to distribute the Nescafe brands to respective consumers yields positive outcomes because of the value-addition competitiveness (Zaman, 2016. P.372). The FMCG involves bulk breaking, blending, branding, and re-packaging of the commodity to suit the need of the end-user. Further, the company employs a direct channel of distribution to minimize the number of intermediaries to save on distribution cost and enhance service delivery because of contact with end-users. Particularly, large-scale consumers, which include a reseller buyer or a distributor attracts a direct channel of distribution because large quantity orders are economical to deliver directly and minimize on the distribution cost (Ibid). Alternatively, an indirect channel of distribution is preferred because it increases awareness when several intermediaries are involved to transfer a commodity to the end-user front. For instance, Nescafe relies on wholesalers, retailers, and agents to disperse pertinent information regarding to changes in commodity. 
D). Promotion Element 

Promotion activities that a marketer utilizes are duty-bound to increase awareness, educate, and improve sales. Advertisement is a notable promotion mechanism that facilitates a marketer to inform, persuade, and remind variety-seeking buyers about the competitiveness of the commodity. Television, website, radio, and social media platforms bolster efficiency in using advertisement to create awareness because consumers are accessible to such devices. Secondly, personal selling is a reliable promotion approach because sales representatives engage in personal communication with the buyers that help to create a rapport with the consumer stakeholders. Training the sales representatives regularly about effective interpersonal and persuasion skills is vital because it enhances reliability of a personal selling promotion scheme. Equally, Nescafe engages in publicity and public relation liaison structures to stimulate supportive news item about the product. Besides, the company depicts a high-level of innovation because the corporate website has a public relation module to facilitate consumers to converse with the sales representative using virtual communication capabilities. 

E). People Element 

The strategic importance of people element in the contemporary business environment necessitates the need to restructure the traditional marketing mix model. The human element is an essential internal instrument for an organization because they are tasked with creation, performing, and delivery of the commodity to the consumer. Employees establish a rapport with the consumers when the latter feel comfortable and trust the caliber of workers are diligent and exude appropriate skills to deliver superior products. Consequently, Nescafe have dawn on the importance of human element because it boosts of being a leading employer hiring 338,000 diverse workers across 191 countries (Nestle, 2016, p.1). Further, the company perceives people element to be vital input in the quest to achieve sustainability outcomes. For instance, the company trained 9,573 employees to protect human right in accordance with the FTSE Shared Corporate Shared Responsibility in 2016 (Ibid). Moreover, training 15,666 women on entrepreneurship and business management skills in 2016 demonstrate the commitment to harness various human elements critical toward improving efficiency of the privy people elements. 
F). Process Element 

Corporate processes have also gained strategic importance because they facilitate automation, customization, and standardization competencies, which are vital sources of competitive advantages. A reliable business process entails quality-control modules that increase customers’ confidence when acquiring commodities from a trusted manufacturer. Nescafe processes aim to enhance the quality of life and improve nutritional health of the consumers using various operational pillars, growth drivers, and competitive advantages (Zaman, 2016, p.372). Compliance and sustainability goals have been achieved using innovation, operational efficiency, and customer engagement, which serve as the pertinent operational pillars. Establishing effective culture, principles, and values improves Nescafe processes competitiveness because they facilitate the company gain unrivaled research and development capabilities. 
G). Physical-Evidence 
Intense competition and increased buyers awareness exert pressure on business entity to bolster the level of comfort as well as attractiveness of their location. The design of premises, atmosphere, ambience, and images are prominent physical evidences that attract consumers into the business location (Iacobucci, 2017, p.131). The Nescafe parent company has a discovery center that offers visitors with details about the past, present, and future milestones (Nestle, 2016, p.40). The discovery center includes an exhibition of the Nescafe Art Collection that preserves unique artifacts for the company and creates an ambience for the domestic and international consumers. Nescafe sales outlets transform the current physical evidence using innovation capabilities to attract buyers by enhancing buyers’ convenience. 
Figure 5: Modern Discovery Center
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(Source, Nestle, 2016)
Marketing Models and Marketing Plans 
Strategic marketing has gained traction among multinational entities because it provides reliable model that improve decision-making and guarantee positive outcomes. Contemporary marketing activities utilize several management concepts that improve efficiency in developing new products. Among the notable strategic marketing tools that enhance efficiency during product development are PESTLE Model that enhances environmental scanning and Boston Consulting Group (BCG) Matrix to enhance competitiveness among the product portfolios. 
1. Environmental Scanning Model (PESTLE Tool)

A marketing environment entails fundamental parameters that determine the capacity to develop and retain a competitive relationship with the target market. The environmental variables that are beyond the control of a marketing manager exhibit remote forces that require an elaborate model to prepare for future business dynamisms. Therefore, a PESTLE Tool is an acronym that summarizes six remote forces influencing viability of a business operation. The letter ‘P’ represents the Political climate, ‘E’ depict the Economic condition, and ‘S’ symbolizes the Sociocultural Dimensions of the target market. On the other hand, letter ’T’ regard to Technological Concept, ‘L’ concern to the Legal Framework, and the ‘E’ symbolizes the Ethical considerations that influence sustainability of a new product in the prevailing business environmental. Regular environmental scanning has been a strategic intervention providing Nestle Company necessary longevity because of the real-time response to changes in remote environmental elements. 

Political Environment 

Nestle Company is a multinational entity with operation in over 191 countries that apparent different political environments. The political factor is a multifaceted element comprising of laws, government agencies, and pressure groups with fundamental influence to hamper an organization plan to launch a new product. Government formulates public policies to influence the level of commerce using statutory laws and regulations. Marketing plans for a new product should adhere to the stipulated laws to avoid potential non-compliance repercussions. 
Importantly, the international commerce elicits a double-edged knife scenario for the multinational entities because the new business environment lacks a universal legal discourse to address potential political quagmires. 
Nestle Company has in the past experienced significant political conflict in certain geographical zones characterized by product ban. However, the introduction of corporate governance structure has hedged Nestle Company against adverse political environment. The formation of the Nomination and Sustainability Committee reflects the commitment toward compliance with current political campaigns to forces business entities to engage in fair-trade practices, competition, product safety, and environmental protection. Another strategic approach taken to hedge against adverse political climate is the adoption of an intense engagement strategy with the external stakeholders. Nestle Company employs a round-table convening with government agencies, opinion leaders, and investors to deliberate on pertinent issues that left unattended may result in unwanted political conflict. 

Economic Environmental Variable 

Another prominent remote factor that influences the viability of an international business environment is the current economic conditions that include recession, unemployment rate, inflation level, taxation policies, and interest rate. A marketer has an obligation to undertake an economic scanning to trace the changes in consumers’ purchasing power and spending pattern because the two purviews have a direct impact on the amount of sales revenue to generate. Further, an aggregate economic assessment should observe the level and distribution of income in an operating segment. Evidently, industrial and developed nations that include the United States, Canada, and European nations exude a superior level of income among the buyers compared to subsistence-based economies in Oceania as well as Sub-Sahara Africa. However, global economy is significantly intertwined because of globalization that creates strategic business opportunities and weaknesses in equal measures. For example, the 2008 Financial Crunch commenced after a downturn in the financial sector of the United States of America with adverse effects spread across the globe. Therefore, a strategic marketer takes proactive measures by paying keen attention to economic variables to determine if the economy experiences recession or booms.  
Consequently, Nestle Global exhibits strategic marketing capabilities because of the caliber of marketing segmentation adopted cushion against economic inequalities. The company relies on three operating segments that include Zone Americas, Zone Europe, Middle East, and North Africa, as well as Zone Oceania and Sub-Sahara Africa. The three zones provide a strategic hedge against economic turbulences because each segment is distinctive from the rest and provide a synergy. For examples, Zone Americas and Europe are largely industrialized and consumers have a relatively higher purchasing power compared to other zones. However, industrialized economies exhibit market saturation, which can be hedge by diversifying into the Ocean, Sub-Sahara Africa, and the Middle East economies. Nestle Global also capitalizes on the existing economic synergy within the operation segments to achieve longevity and profitability. 

Technological Environment 
The technological purview has gained adequate traction among the multinational entity because of the positive outcomes when an organization employs effective innovation concepts to combat competition and create a new niche opportunity. Technological element focuses on developing new ways of production, influence the corporate destiny, and introduce market disruptions. However, technological elements have dire consequences toward unresponsive business entities because of the ability to render a business concept unviable. New technological concepts replace the traditional approaches, which creates a need to adapt regularly to the new systems. Therefore, a marketer has to channel significant budget to hedge against technological obsolescence and sustain the accomplished milestones. 
Fortunately, Nestle Global has a reliable internal structures and systems to capitalize on technological advancements. The company has an appropriate culture, values, and principle dimensions enshrined in the Nestle Shared Value to sustain leadership status in nutrition and health-wellness. Appropriate internal structures and systems have led to sustainable competitive advantages that emanate from unrivaled research and development (R&D) capabilities, which sustain continuous innovation among the employees. The company commits to uphold the aspiration of Henri Nestle that innovation can be a critical input to result in healthier and happier lifestyle for the consumers (Nestle, 2016, p.14). Continued capacity enhancement and operational efficacies exemplify unwavering commitment to embrace technological advancement. 

Sociocultural Environment 

Business entities exist to serve the need of diverse people using processes and commodities that meet the expectations of the stakeholders. The sociocultural environment has gained significant attention from the marketing managers because it influences buyers’ perceptions, attitudes, preferences, and behaviors. A marketing manager has a duty to demonstrate his or her adherence to the current social norms and value when engaging with the buyers. Regular scrutiny of the cultural determinants is a strategic effort because social norms, values, and practice are dynamics, which require a marketer to familiarize with such changes. Failure to comply with the current sociocultural trends hampers business competitiveness because buyers develop a negative attitude and perceive the entity as a social outcast. 
Nestle Company pays focus on the persistence cultural values that include trend in healthy eating and influence of social media as an opinion leader. Strong R&D capabilities and innovative product portfolios have been critical toward embracing cultural trends among the diverse consumer segments. For instance, the Pet-Care products are popular among the young and urban working consumers who are fond of their pet animals. Equally, modern consumers have access to information and develop a preference for food products that supplement their nutritional values. Therefore, significant strategic business units for the Nestle that include Nestle Health Science, Nestle Skin Health, and Nestle Nutrition have acquired significant market share because health-cautious consumers place a premium on commodities that add value to their lifestyles. 

Ethical and Environmental Sustainability Parameter

 Contemporary business entities face significant challenge to implement environmental-friendly processes and deliver commodities that meet sustainable measures. Increased consumer awareness about environmental sustainability and ethical business practices force marketers to modify the internal processes to align with new requirements. Particularly, manufacturing companies experience heightened pressures to sustainability utilize the scarce natural resources by demonstrating concern for protecting the sources of raw materials and use green-based technologies. Nestle Company acknowledges the importance of environmentally and ethical business practices by restructuring and training employees about the use of effective business processes. Evidently, Nestle Company reported 39% cumulative reduction in emission per ton of product production since 2006 and zero waste for disposal in 182 sites (Nestle, 2016, p.1). Second, the company has been on forefront in conserving water by reporting 25% reduction on water waster per ton of products (Ibid). Other environmental conservation incentives relate to distribution of 129 million coffee seedlings to the farmers that enhance quality coffee products and training 363,000 farmers in a capacity-building program (Ibid). On the other hand, from an ethical perspective, Nestle Company has a robust corporate governance structure to instill long-term and sustainable value-creation that nurtures strong principles across the company (Nestle, 2017, p.57). Ethical and environmental sustainability have enhanced profitability because of positive perceptions and reputations among the consumers. 
Legal Environmental Purview 

The caliber of legal frameworks influence business processes because failure to comply with mandatory requirements have adverse ramifications. Legal elements have a direct effect toward the aggregate cost of operation because of the expenditures incurred to comply with new requirements including minimal wages, affirmative actions, and tariff charges. Importantly, Nestle Company compliance rate is superior because the firm commits to adhere to applicable laws and internal principle with an aim to bolster mutual trusts with the entire stakeholder categories (Nestle, 2016, p.64). Besides, the robust corporate governance and compliance with legal frameworks manifest the commitment to the Nestle shared values as well as code of conduct that instill good behaviors. Specifically, the Nestle code of conduct framework outlines three golden rules that remind workers to avoid actions that hamper corporate reputation, prioritize the company’s interests over the personal goals, and act legally. Therefore, Nestle Company has hedged against dire legal ramifications because of robust corporate governance, code of conduct, and Shared Values. 
2. Boston Consulting Group Matrix (BCG) Model
Strategic management stipulates the need to evaluate product portfolios competitiveness in the market using reliable tools that include a BCG Growth-share Matrix. The BCG Growth-Share Matrix merits because it traces the viability of the existing product range using four-categories that include Star, Cash cow, Question Mark/Trouble Child, and Dog (Masterson and Pickton, 2010, p.129). A marketer maps the product position in any of the four categories by evaluating the relative market share vis-à-vis the product potential growth rate in the market. The scope of relative market share and growth rate has direct impact toward the profitability as well as the competitiveness of the strategic business units for a company. Therefore, using the assumption that an increase in relative market share improves the revenue generation, a marketer can plan the amount of cash to direct for each of the strategic business unit. 
Distinctive nature of the four categories is essential because it provides an evidence-based investment decision. The amount of investment cash that a marketer channels to every category is dependent on relative market share and growth rate. In the case of Nestle, the Star products include the strategic business units that generate significant revenue because of a large market shares and has a high growth rate. The company allocate substantial amount of budget to sustain the Star commodities to sustain the high growth rate. Importantly, the Star commodities can migrate into the Cash Cow product because of sustained market share and growth rate begins to shrink when they achieve maturity lifecycle. The notable product categories for the Nestle Company that exhibit a Star attributes are the brands within the Powdered and Liquid Beverages because of sustained profitability. Annual result reveals the Powdered and Liquid Beverages SBUs had average sales of CHF 19.8 Billion, organic growth rate 4.6%, internal rate of return 3.7%, and profit margin of 20.8% (Nestle, 2016, p.23). The specific Powdered and Liquid Beverages brands for the Nestle Company include the following

a. Nescafe

b. Special T

c. Nescafe Dolce Gusto

d. Nespresso

e. Nestea

f. Coffee Mate

The Cash Cow product for the Nestle Company exhibits a significant large market share because of high maturity. The cash – cow commodities further demonstrate market leadership status because of a superior relative market share and diminishing growth rate. The company generates large sale volumes by selling the commodity within the market and undertakes minimal investment, which result in profit. Further, the generated profit can be used to transform the Question-Mark products into profitable commodity, cover administrative expenses, and fund research and development. Evidently, annual report depicts the Milk Products and Ice Cream has an average sale of CHF 14.3 Billion, organic growth rate of 1.6%, internal rate of return of 0.5%, and profit margin of 18.4% (Nestle, 2016, p.26). Alternatively, the Prepared Dishes and Cooking Aid demonstrates the Cash – Cow features with annual sales of CHF 12.1 Billion, growth rate 2.7%, internal rate of return 2%, and profit margin of 15% (Nestle, 2016, p.26). Therefore, the specific brand names within the Milk Product and Ice Cream include
a. Nestle Nido

b. Nestle LC1

c. Nestle Nesvita

d. Nestle Carnation

e. Nestle Ice Cream

f. Dreyers

g. Drumstick

h. Nestle Nesquik

The specific brand names for the Prepared Dishes and Cooking Aid SBUs include 

a. Maggi

b. Buitoni

c. Stouffer

d. Herta

e. Original Wagner

f. Lean Cuisine

g. CHEF

The Question-Mark Product for the Nestle Company exhibits low relative market share and high market growth. The Question-Mark commodities have a rapid growth potential that requires significant investment to transform into a Star Product. However, the Trouble-Child products usually generate a minimal return on investment because of dwindling market share for the company. Importantly, the Pet Care SBU has demonstrated the Question-Mark characteristics because of average sale CHF 12.2 Billion, growth rate 5.3%, and internal rate of return 2.0% (Nestle, 2016,p.28). Another SBU that demonstrate the Question-Mark attributes is the Confectionary products with result indicting CHF 8.7 Billion, growth rate of 1.8%, and an internal rate of return of -0.5% (Nestle, 2016, p.30). 
Similarly, the Dog Products for the Nestle Company are delicate commodities because they have the least relative market share and market growth rate. The company annual report the Nutrition Nestle has annual sale revenue of CHF 10.3 Billion and organic growth of 1.5% (Nestle, 2016,p.20). Equally, the Nestle Water SBU reveals the least sales revenue of CHF 7.9 Billion and growth rate of 4.5% for the fiscal year 2016 (Nestle, 2016,p.32). 
CONCLUSION AND RECOMMENDATION

Nestle Company is a successful prototype of contemporary multinational entities that dawn on the strategic importance of embracing application theories to gain sustainable competitiveness. The company celebrated its 151 anniversary to exemplify a profound effect of integrating strategic marketing capabilities to achieve desirable longevity and profitability. Enhanced product diversification demonstrates the influence of BCG Market-Share Matrix tool to facilitate the company achieve a superior product and corporate positioning in an international commerce. Currently, Nestle Company boosts of 198 strategic business units produced in over 68 countries. 

Moreover, Nestle Company capitalizes on efficiencies in the marketing process to attain triple-fold organization goals that regard to safeguarding the society wellness, consumers’ satisfaction because of nutritious products, and consistent profit margins. The prominent marketing philosophies evident in the case of Nestle Company relate to product concept that perceives consumers prefer commodities with superior quality components, performance, and innovative attributes. Therefore, the shared corporate value for the company instills commitments toward continuous product improvement as a source of competitive advantage over the rivals within the nutrition and health industry. 

Further, critical evaluation of the caliber of marketing element used to enhance efficiency in marketing the Nescafe as a strategic business unit for the Nestle Company depicts positive outcomes. A marketing mix is a technique that facilitates a marketing manager to mix myriad elements that interrelate to accord positive outcomes. The traditional marketing elements that enhance competitiveness include product, price, place, and promotion. However, positive outcomes occur when the marketing structures incorporate extended elements that include people, processes, and physical evidence. Evidently, the Nescafe is an international brand of instant coffee launched in 1938 and reflects the efficiency of the Nestle Company’s international marketing practices. 

The product element seeks to address three fundamental planning questions that concern with what an inventor desires to make, when to launch the commodity in the market, and how to ensure longevity in addition to profitability of the unique product. For example, Nescafe is a popular household brand name with an international recognition among the consumers. Besides, medium and high quantities of Nescafe Coffee utilize glass component as the packaging material because it creates an appeal toward the product. Small packets of Nescafe instant coffee are in the form of sachets, which contains inscriptions about the ingredients, expiry date, methodology to prepare, manufacturer’s details, and a host of vital marketing information. 

Another distinctive marketing element that sustains profitability in the instant-coffee brand is the appropriate pricing strategies. The pricing element has the highest strategic importance because it has a direct influence toward profitability and revenue generation for an organization. A marketer has to pay keen attention to various parameters to ensure his or her ability to capitalize on the selling activity and generate loyalty from the current engagement. Therefore, an assessment about the target market is a prominent variable because different cluster of buyers are willing to pay differentiated prices for a particular commodity. 

However, strategic management process advocates that a manager approach marketing with a view to continuously improve and restructure current structures. Therefore, the study seeks to make the following recommendations to bolster risk management during product development phase. 

1. Adequate marketing penetration will be vital intervention to facilitate the company capitalizes on the success rate within the Star Product portfolios. Therefore, more efforts should be taken to increase the volume of the Powdered and Liquid Beverage within the existing market because of the high growth rate potential and superior relative market share. For example, social media platforms can provide an alternative element to create awareness about the unique feature within the liquid beverages portfolios. 

2. The proposed new product should seek to expand the market share for the current products that depict Cash Cow attributes by targeting new market for the milk products and prepared dishes portfolios. Importantly, expanding the market share for a Cash Cow product merits because such interventions transform the SBU into another Star commodity. 

3. Another strategic approach to transform the risky Question-Mark portfolios is to undertake product development for the confectionary and pet care commodities. The confectionary and pet car commodities has a relatively growing market potential, which requires increased investment using innovation to improve the packaging to attract more consumers. 

4. Lastly, the company can mitigate risks among the portfolios that exhibit the Dog attributes by undertaking further diversification and selling the new products to a relatively new market. Nutrition Nestle and Nutrition Water are the profound SBUs that have apparent decline in market share and minimal growth potential. Therefore, the company should diversify the current commodities to attract new consumers.
Appendix
Table 1: BCG Growth-Share Matrix for the Nestle Strategic Business Units
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