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Nestle India Limited is the Indian subsidiary of Nestlé which is a 
Swiss multinational food and beverage conglomerate operating its 
business in India for more than a century now. It first arrived in 
India in 1956. Since then, from selling its first milk product in the 
1960s to offering a wide range of quality products in the Indian 
market, Nestle has grown exponentially in India. It offers products 
in beverages, breakfast cereals, chocolates  

and confectionery, dairy, nutrition 

foods as well as vending and food 

services. Popular products such  

as Maggi, Kit Kat, Polo, Milkmaid, 

and Nescafe fall under Nestle  

India‟s portfolio. It is the largest 

food and beverage brand in the world by revenue. Parents have 
been tempted to feed their little ones with „Ceregrow‟, a product 
from Nestle which contains cereals to keep young children 
healthy. 



NESTLE COMPANY HISTORY 

1866 

In 1866 Henri Nestlé, a Swiss pharmacist, established the world- 

Renowned Nestlé brand in Switzerland. Amid a spirit of innovation 

and goodwill he established Nestle to distribute “milk food,” a  

type of infant food that was made from powdered milk, baked food, 

and sugar. 

1905 

The company merged with the Anglo-Swiss Condensed Milk, thereby 
broadening the company‟s product line to include both condensed milk and 
infant formulas. 

1937 

Condensed milk and milk powders such as Nespray began to be manufactured 
in Standerton. 

Nestle established condensed milk and infant food processing plants in the 
United States and Britain in the late 19th century and in Australia, South 
America, Africa, and Asia in the first three decades of the 20th century. 



1929 

Nestle moved into the chocolate business when it acquired a Swiss 
chocolate maker. 

1938-1944 

Nestlé‟s newest product, NESCAFÉ launched worldwide. NESCAFÉ the 
world‟s first soluble coffee drink. It becomes the world‟s top selling 
coffee brand. 

1947 

More diversification came in 1947 when Nestlé merged with Swiss 
company, Alimentana SA. This signalled the birth of the popular MAGGI 
bouillon cubes and dehydrated soups, which soon became a household 
name. 

After World War 2, Nestle continued to expand into other areas of the 
food business, primarily through a series of acquisitions that included 
Maggi (1947), Cross & Blackwell (1960), Findus (1962), Libby‟s (1970), 
Stouffer‟s (1973), Carnation (1985), Rowntree (1988), and Perrier 
(1992). 

On December 7, 2021, Nestlé agreed to sell 22.26 million L'Oréal 
shares to L'Oréal. Nestlé owns 20.1% of L'Oréal shares. 

 





MILK PRODUCTS AND NUTRITION PORTFOLIO 

Nestle has more than 90% market share in  nutrition products for 

infants.  

 

 

 

 

 

  

Products portfolio include ceregrow (cereals for infants), Nangrow, Lactogrow, 

etc.  

All advertisements relating to infant milk substitutes and other infant 

foods have been banned by the government. The ban on advertising is 

meant to protect and promote breast-feeding. 

 



Company believes that breastmilk provides the best nutrition for babies, and 

every child should be exclusively breastfed for six months, followed by 

introduction of age-appropriate complementary feeding and continued 

breastfeeding until two years and beyond. Nestle‟s baby food quality is good. 

Nestle continually upgraded its portfolio while expanding the reach of the 

Toddler range of products.  

 

 

 

The Milk Product and Nutrition business continued to deliver good performance 

despite challenges linked to commodity prices, that were mitigated by cost 

optimisation and efficiencies across the value chain. E-commerce contributed 

towards driving the performance of Milk Products and Nutrition category. 

With consumers spending more time at home adopting creative pursuits such 

as baking and experimenting with new recipes, MILKMAID increased its 

engagement through its digital platform „milkmaid.in‟ by providing dessert 

recipe solutions for baking enthusiasts. 

 



Nestle has more than 70% market share in Instant Noodles and Instant 
Pasta segment. 

On 5 June 2015, the Food Safety and Standards Authority of India asked 
Nestle India to “stop further production, processing, import, distribution 
and sale" of nine variants of Maggi with immediate effect, saying they had 
been found unsafe for human consumption. There is the most obvious 
reason for dilution in brand loyalty: the sheer breadth of choice. In its 
absence, yoga guru Baba Ramdev‟s packaged consumer goods company 
Patanjali has launched atta noodles. Groceries retail chain Reliance Fresh 
is also pushing its masala noodles private label. That is not all. ITC‟s 
Sunfeast Yippee noodles brand has revved up promotions with a heavy 
dose of television advertising. 

A consumer has many more options in most product categories. Spoilt for 
choice, he finds it difficult to stick to a particular brand. The faith in Maggi 
was unshakeable. 

Regaining customer confidence isn‟t easy once consumers have a 
negative perception of a brand. Nestle won back the trust of consumers 
and investors to revive the brand image. This shows the stickiness of the 
customer to a particular taste. 

 

 

PREPARED DISHES AND COOKING AIDS PORTFOLIO 



 



The Prepared Dishes and Cooking Aids business offers convenience, 
taste, and quality to consumers. It strengthened its place as an ally to 
consumers by bringing in a dash of excitement to everyday cooking. In 
2021, the continuing momentum and improved availability helped 
MAGGI Noodles and MAGGI Masala-ae-Magic achieve double digit 
growth, while MAGGI Sauces continued to grow profitably by focusing on 
premiumisation. 

Pioneering innovation that caters to diverse consumer choices and 
distinctive local taste, the Company launched MAGGI Veggie Masala 
Noodles with the goodness of vegetables in the iconic masala taste. In a 
zeal to bring in new products, the Company launched MAGGI Special 
Chicken65 Masala Noodles, a variant inspired by one of the most 
popular chicken delicacies of regional cuisine.  

With an increase in snacking among consumers, the Company launched 
two new variants of MAGGI Hot n Sweet Sauce – „Sriracha‟ and „Extra 
Hot‟. MAGGI Masala-ae-Magic expanded its presence in South India with 
the launch of a new variant MAGGI Masala-vin-Magic, a unique spice 
mix tailor-made for South Indian cuisine that elevates taste, aroma and 
flavor of everyday meals.  



COFFEE AND BEVERAGES PORTFOLIO 

Nescafe has been a hit among the working professionals as 
Nestle has promised Nescafe to be the coffee that would keep 
them fresh throughout the day. 

Nestle India continued to focus on growing the Coffee and 
Beverages business by remaining consistent on the successful 
strategy of building coffee consumption habit through the year. 
NESCAFÉ registered yet another year of double-digit volume-led 
growth, based on significant growth in household penetration 
and increase in market share. 

The Company continued its thrust on innovation while 
addressing the different needs of consumers with the launch of 
NESCAFE ALL in 1 – a convenient coffee premix affordably 
priced at 10 and NESCAFE Black Roast – an intense cup for 
strong coffee lovers.  NESCAFE Gold continued in its journey to 
delight consumers with a cafe like experience at home, 
resulting in strong brand growth. 



 



CHOCOLATES AND CONFECTIONERY PORTFOLIO 

Company‟s Chocolates and Confectionery portfolio continued its strong 
performance with healthy growth and market share gains. The Company 
also commissioned a new KITKAT line in its Ponda factory in Goa in 
2021. 

In times when consumers are looking for “good for me” ingredients in 
their food, Nestle launched Nestlé MUNCH FRUIT O NUTS, a unique 
combination of flavor and texture, where crunchy almonds combined 
with the fruity taste of pomegranate are wrapped around a crunchy 
wafer center. MUNCH FRUIT O NUTS is a category first innovation, 
leveraging  company‟s strong R&D capabilities and extensive consumer 
research insights on the taste preferences of India that is diverse. 

In order to meet the needs of the consumers, company launched a 
limited edition of KITKAT Kookie & Crème flavor, across all channels. 
KITKAT Kookie & Crème flavor is a fusion of the familiar taste of KITKAT 
with Cookie & Crème flavour. 



 



KEY HIGHLIGHTS 

 Thrust on innovation is greater than ever in last five years. It has launched 

90 new products in the period. Further, 10 new products are in the pipeline. 

The new products contribution to sales has increased from 1.5% in 2016 to 

5% in 2021. 

 Though 85% of the company‟s sales comes from tradition channels (GT, 

CSD), the share of e-commerce sales has increased 8x in last five years. E-

commerce contribution to sales was 0.6% in 2016 and was 5.1% in 2021. 

The current year growth in e-commerce channel sales is 65%. 

 The company is looking to increase its rural footprint from current 1.0 lakh 

villages to 1.2 lakh villages by 2024 through wholesales hubs & smaller 

Distributors. Regarding the disconnect between increasing village network & 

stagnant direct reach, the management said that in hinterland the 

incremental cost of distribution is more than incremental return on 

distribution therefore it is going for auxiliary (wholesales led) distribution 

model in rural areas.  

 



 Exports contributes 5% to total sales. However, NIL consider exports 
as a sourcing opportunity in nearby countries. Moreover, exports are 
largely catering to the Indian diaspora. 

 The company is looking to enter two to three categories, which can 
give extra growth (over & above sustainable ~10%) with the 
expectation of maintaining similar margins. While foraying in a 
category, the company looks into the longevity of the product & 
sustainable growth 

 The growth in dairy whiteners was impacted adversely during 
pandemic given distribution in some of geographies like Kerala, 
North East (fair amount of dairy whiteners are sold in these regions) 
were disrupted Cost rationalisation measure programme „Shark‟ has 
helped it save 200 crore every year from last four years. Under this 
programme, production loss came down by 42%. 



With a 109-year history of serving consumers in India, Nestle 
is proud to reach a milestone with its ninth factory or 
„Navaratna‟ in Sanand, Gujarat. It is a part of INR 26 Billion 
investment planned in India over next few years by the 
company. It is the most ecologically and digitally advanced and 
aspires to be a paperless and state of the art environment 
friendly unit. 



Nestle has taken as much as 85 percent of the market for instant 

coffee in Mexico, 66 percent of the market for powdered milk in 

the Philippines, and 70 percent of the markets for soups in Chile.  

The company owns 8,500 brands, but only 750 of them are 

registered in more than one country, and only 80 are registered in 

more than 10 countries.   While the company will use the same 

“global brands” in multiple developed markets, in the developing 

world it focuses on trying to optimize ingredients and processing 

technology to local conditions and then using a brand name that 

resonates locally. Customization rather than globalization is the 

key to the Nestle‟s growth strategy  in emerging markets. 



RESEARCH AND DEVELOPMENT  

The research and development operation has a special place within 
Nestle, which is not surprising for a company that was established to 
commercialize innovative food stuffs.   The R&D function comprises 18 
different groups that operate in 11 countries throughout the world.   
Nestle spends approximately 1 percent of its annual sales revenue on 
R&D and has 3,100 employees dedicated to the function.   Around 70 
percent of the R&D budget is spent on development initiatives. 

For example, Nestle instant noodle products were originally developed 
by the R&D group in response to the perceived needs of local operating 
companies through the Asian region. The company also has longer-term 
development projects that focus on developing new technological 
platforms, such as non-animal protein sources or agricultural 
biotechnology products. Nestle need to continue to leverage their in-
depth knowledge of food habits, nutrition, quality and safety in order to 
innovate and renovate, and adapt to this new normal. They must 
respond to new demands, reset defining relationships with consumers 
and reconsider their product portfolio in the post-COVID era to make 
products healthier, and allow consumers to make informed choices. 

 



KEY RISKS 

. 



KEY RISKS 

Pricing competition is seen as a major industry challenge. 

Inflation is high in four out of six major commodities for 
company. Milk prices, SMP & packaging cost is up 20-30% 
in last five years whereas edible oil prices are up a steep 
70% in the last five years. Most of the commodities are at a 
10 year high. 

The worldwide supply chain continues to be affected by 
challenges relating to the COVID-19 pandemic, including 
delays and disruption. Organizations need to reimagine and 
manage their supply chains differently to ensure business 
continuity and growth for the future and provide new 
solutions for customers to access products and services. 



SEGMENT-WISE PERFORMANCE 



 



 



 



 



 



 



 



 



 



 



Particulars 2020 2021 

Operating Profit Margin (%) (Profit From 

Operations / Sale of Products) 

21.7 22.2 

Net Profit Margin (%) (Profit After Tax / Sale of 

Products) 

15.7 14.7 

Return on Net Worth (%) (Profit After Tax / 

Average Equity) 

105.8 104.5 

Current Ratio (Current Assets / Current 

liabilities) 

1.7 1.6 

Inventory Turnover Ratio (Sale of Products / 

Average Inventories)  

9.8 9.8 

Debtors Turnover Ratio (Sale of Products / 

Average Trade Receivables) 

91.9 88.6 



Although nowadays their revenues keep increasing, its growth rate 

is decreasing. In Nestle‟s history of business there were only two 

years where they experienced sales degrowth, one major was in 

2015, the Maggie Noodles crisis in India. Otherwise the sales 

have been increasing Year on Year. 

Company is almost debt free. 

Company has been maintaining a healthy dividend payout of 

116.68% 

Company has very healthy return on equity (ROE) track record: 3 

Years ROE 93.46% 

The company's profit margin was impacted due to increase in raw 

material cost of milk, oil and packing material. 



 Unmatched research and development capability 

 Ability of innovation. 

 Strong geographic presence 

 Environmental sustainability efforts 

 Ownership of some of the most recognizable brands in the 
world. 

The consumption story of India will be strengthened moving 
forward.  

Nestle is firmly and resolutely on a journey to unlock the 
potential of small towns through a customized portfolio, 
enhanced distribution infrastructure and deployment of 
resources, localized communication, enhanced visibility, and 
building consumer connect. 

 


