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Abstract: This study conducts a diagnos-
tic analysis of Nestlé, addressing its main 
historical, structural, and strategic aspects 
from the perspective of contemporary ma-
nagement. The research describes the com-
pany’s trajectory since its founding in 1867 
by Henri Nestlé until its consolidation as 
a global leader in the food sector, highli-
ghting its ability to adapt to economic, 
technological, and sociocultural changes. 
Essential elements of organizational ma-
nagement are examined, such as mission, 
vision, values, strategic planning, and ad-
ministrative tools, including the PODC 
(Plan, Organize, Direct, and Control) mo-
del, the 5W2H method, and the SMART 
methodology. The study also analyzes the 
adoption of the stakeholder model, highli-
ghting Nestlé’s commitment to sustaina-
bility, social responsibility, and corporate 
governance practices. In addition, the ma-
croenvironment analysis identifies political, 
economic, sociocultural, technological, 
and environmental factors that influence 
the company’s performance, highlighting 
its ability to respond strategically to glo-
bal market changes. Nestlé’s matrix-based 
and decentralized organizational structu-
re is presented as a competitive advantage 
that stimulates innovation and autonomy 
among regional teams. The study demons-
trates that Nestlé’s success stems from the 
integration of strategic management, in-
novation, and institutional values based on 
respect, ethics, and sustainability. It conclu-
des that the company represents a model of 
administrative excellence, combining ope-
rational efficiency, corporate responsibility, 
and adaptability in a dynamic and globali-
zed business environment. 

Keywords: Business Diagnosis. Strategic 
Analysis. Organizational Analysis.

History of Nestlé is

Name

Nestlé, a name with a long history in 
the food industry, was inspired by the name 
of its founder, Henri Nestlé, a German 
pharmacist who founded the company 
in Switzerland in 1867. The name Nestlé 
It derives from the German word “Nest” 
(nest), which conveys the image of a wel-
coming place, symbolic of food products 
aimed at babies.

Creation

Henri’s motivation was noble. When 
he created the brand, his goal was to help 
babies who could not be breastfed, thus 
preventing malnutrition. He created a pow-
dered milk formula called farine lactée in 
Switzerland, which was a great success for 
the brand. In 1905, Nestlé merged with the 
Alpine Condensed Milk Company, thereby 
expanding its operations and production in 
the dairy sector, mainly in condensed milk.

Today, Nestlé is seen as a highly diver-
sified industry, but this only began 63 ye-
ars after its creation. In 1930, the company 
developed the famous Nescafé, the instant 
coffee that became one of the brand’s most 
successful products. This was a period of 
great importance for the company’s develo-
pment, as it marked the beginning of Nes-
tlé’s internationalization.

After World War II, the brand ex-
perienced globalization. In the 1950s and 
1960s, the company began to acquire seve-
ral international brands such as Cereals and 
Maggi (a seasoning company), thus increa-
sing its portfolio, sales reach, and audience. 
A few years later, it diversified even further 
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as it became clear that obtaining more pro-
ducts was the most efficient way to expand. 
It acquired companies in different food and 
beverage sectors, such as chocolates, mine-
ral waters, and frozen foods, including the 
renowned Rowntree, owner of KitKat and 
Gerber. Given this expansion, Nestlé had no 
choice but to invest in new production and 
marketing technologies to meet the brand’s 
demand.

Later, in the 1990s and 2000s, the 
trend was toward sustainable and healthy 
products that were good for your health, 
so Nestlé began to focus more on products 
geared toward health and nutrition. To this 
end, it bought companies specializing in nu-
tritional foods and health care, such as Heal-
th Science. During this same period, Nestlé 
made a commitment to sustainability, se-
eking to improve agricultural practices and 
reduce its environmental impact.

Finally, we can see that Nestlé has re-
ached the level it is at today because it has 
undergone years and years of adaptation, 
becoming one of the largest food and be-
verage companies in the world, operating 
in more than 190 countries and employing 
thousands of people.

Business segment

Business segment refers to the market 
area in which a company operates. As we saw 
earlier, Nestlé has a wide variety of markets, 
including the following sectors:

Food: Such as soups, frozen products, 
baby food, and cereals;

Beverages: Coffee, tea, and water;

Health/nutrition: Infant formulas 
and supplies.

With these numerous sectors, the 
brand is able to reach a larger number of 
consumers in different areas, increasing its 
sales. This ensures that the brand never falls 
from the top.

 Location

The first factory was opened in 1867 
in Vevey, Switzerland. You may be wonde-
ring about the store where they sold their 
products. Like many other companies, the 
large national company Nestlé also started 
selling in the same place where it manufac-
tured its products. This was the small nest 
where the company was born. Soon after 
spreading throughout Switzerland, Nestlé 
dominated France, and then it didn’t take 
long to appear in other countries around the 
world.

 Products/services

As seen previously, Nestlé is a food 
company that produces products such as 
cookies, chocolate, water, vitamins, etc. 
However, in addition to its products, the 
brand also has a lot of character. It has car-
ried out projects such as Nestlé for Healthier 
Kids, which aims to improve the health of 
children around the world. The brand has 
committed to producing products with 
more nutrients and raising awareness about 
good nutrition. Another example of a pro-
ject created by the brand is Nestlé Pan, whi-
ch aims to protect the environment. The 
company looked to the future and wanted 
to do its part to reduce carbon emissions, 
minimize the use of plastic, and improve 
water management. The company also deci-
ded to use agricultural practices in its supply 
chains.
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These two examples are just a few of 
the countless projects the company has pro-
moted. Nestlé has always shown concern 
and sustainability for the environment, as 
well as the health of its consumers.

 Specific products

Its food products include dairy pro-
ducts, chocolate, instant foods, coffee, ce-
reals, cereal bars, baby food, frozen foods, 
and nutrition and health products. Nestlé 
also owns several other brands, such as Ma-
ggi, KitKat, Leite Ninho, Hot Pockets, and 
many others.

Nestlé’s mission, 
vision, and values

Mission, vision, and values can serve as 
a support for decision-making when there is 
doubt about how to act. Together, these to-
ols form the organizational identity, where 
everyone clearly knows the company’s pur-
poses and reasons for existing.

Mission: This is the basic purpose of 
the company’s existence. Its main focus is on 
what the company produces, its supposed 
achievements, and how it intends to gain 
recognition from customers and others.

According to (Oliveira), “The com-
pany’s raison d’être. Conceptualization of 
the horizon within which the company ope-
rates or may operate in the future.”

Vision: Its aim and stimulus is the re-
alistic and visible practice of what the com-
pany intends to become, the direction to be 
focused on, where resources are being in-
vested, and whether this is really where the 
company should be heading. All these ques-

tions tend to be answered within a defined 
period of time.

According to (Hart) “Articulation of a 
company’s aspirations regarding its future.”

      Values: These are related to how 
the mission and vision, established initially, 
are fulfilled. They are principles that serve as 
guidance for people who perform

any type of function within, outside, 
or related to the organization.

According to (Tamayo and Men-
des) “Principles that guide the life of the 
organization.”

Mission

Nestlé Brazil is present in 99% of Bra-
zilian households, a world leader in food and 
beverages operating in 190 countries, with 
the purpose of revealing the power of food 
to improve the quality of life for everyone, 
today and for future generations.

Nestlé’s purpose is inspired by the 
scientific advances of our founder, Henri 
Nestlé, guided by our values and with nutri-
tion as our central focus. We work together 
with our partners to improve quality of life 
and contribute to a healthier future.

In addition to having ambitions de-
fined in three areas of impact, we will di-
rect our efforts toward achieving our cur-
rent commitments and goals by 2030 and 
supporting the achievement of the United 
Nations Sustainable Development Goals.

Vision 

“To be the partner that helps you grow 
through creative food and beverage solu-
tions, backed by recognized brands, that 
enable you to innovate and satisfy your 
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customers. As a world leader in nutrition, 
health, and wellness, the NESTLÉ PRO-
FESSIONAL team is truly passionate about 
what it does and is always committed to 
providing creative, customized, and com-
mercially viable formulas.”

Values

At Nestlé, respect has a special and 
powerful meaning. It has a huge impact on 
the way we work and run our business.

Our values are rooted in respect. Res-
pect for ourselves. For others. For diversity. 
And for the generations that will follow in 
our footsteps.

Defining our values is crucial—but li-
ving by them makes the difference. We serve 
with passion, build for the long term, and 
are inspired to innovate. We always strive 
to do better, so we can grow and succeed 
together.

Respect begins with self-respect. Being 
true to ourselves while acting with integrity, 
fairness, and authenticity. Respecting others 
means keeping our promises. It’s about 
quality in our products, our brands, and 
everything we do. Respect for other ways of 
thinking, other cultures, and all aspects of 
society requires inclusion and openness in 
all our interactions. Respect for the future of 
our planet and for future generations com-
pels us to act responsibly and courageously, 
even when it is difficult.

Strategic planning

According to Idalberto Chiavenato, 
a renowned management expert, strategic 
planning is an essential process that guides 

the direction and viability of a company, es-
tablishing short-, medium-, and long-term 
goals that affect its trajectory. He also points 
out that planning is the first function of the 
administrative process, allowing the esta-
blishment of organizational goals and the 
determination of the resources needed to 
achieve them effectively. 

In addition, he emphasizes that plan-
ning is a continuous process in organiza-
tions, not limited to the development of an 
action plan, but functioning as a tool that 
guides decision-making, reducing uncer-
tainty and promoting rationality in the de-
cision-making process. In his book “Strate-
gic Planning – From Intention to Results,” 
Chiavenato objectively presents the stages of 
the strategic planning process, from strate-
gic intention to the final result, providing 
essential tools for operating in a competitive 
business environment.

Considering this perspective, it can be 
said that Nestlé does indeed have a solid and 
well-structured strategic plan, in line with 
its mission to “improve quality of life and 
contribute to a healthier future.” The com-
pany adopts long-term strategies based on 
pillars such as innovation, sustainability, nu-
trition, and digitization, thus ensuring that 
it maintains its leadership in the global food 
and beverage sector.

Brainstorm

According to Idalberto Chiavenato, 
a management expert, brainstorming is a 
technique that aims to overcome the pres-
sures for conformity that hinder the deve-
lopment of creative and innovative options. 
This technique encourages the search for al-
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ternatives without criticism or restrictions, 
promoting the free expression of ideas in a 
collaborative environment.

Nestlé is one of the largest food and 
beverage companies in the world, operating 
in more than 180 countries. To maintain 
its leadership position and meet consumer 
expectations, the company needs to cons-
tantly innovate and define good strategies. 
One of the methods that can be used for 
this is brainstorming, a creative process that 
brings together different professionals to 
generate ideas and solutions without initial 
judgments.

Even though Nestlé does not disclose 
its internal brainstorming processes in detail, 
we can see from its initiatives that the com-
pany uses collaborative practices to set busi-
ness goals, such as design thinking, stakehol-
ders, data integration, and market trends, 
which indicate that Nestlé values strategic 
approaches to defining its objectives.

Among the areas that can benefit from 
brainstorming within the company, the 
following stand out:

a) New product development – Crea-
ting innovative options that respond 
to changes in consumer behavior, such 
as plant-based foods or foods with less 
sugar.

b) Sustainability and ESG – Setting 
goals to reduce environmental impact, 
such as recyclable packaging and redu-
cing the carbon footprint.

c) Marketing and digital engagement 
– Creating campaigns to increase cus-
tomer loyalty and interaction.

Brainstorming allows Nestlé to align its 
strategy more efficiently, ensuring that its 

products and services meet consumer needs 
and global market demands.

The importance of brainstorming in 
setting business goals

Brainstorming is not just a tool for ge-
nerating random ideas; it plays an essential 
role in formulating business strategies. Be-
fore setting business goals and objectives, 
it is essential for a company to have a clear 
overview of the current scenario and oppor-
tunities for innovation. Brainstorming assists 
in this process by:

a) Promoting diversity of ideas – Di-
fferent departments can contribu-
te unique perspectives, aiding in 
decision-making.

b) Avoiding limitation to old patterns 
– Thinking collectively allows new so-
lutions to be explored, breaking away 
from conventional thinking.

c) Accelerating problem solving – Ins-
tead of relying solely on management, 
the company can find more agile 
answers with the contribution of its 
team.

d) Foster innovation – Innovative ideas 
arise when there is freedom for experi-
mentation and collaboration.

e) Create internal engagement – Em-
ployees who participate in the goal-se-
tting process feel more motivated to 
contribute to the company’s success.

In Nestlé’s case, effective brainstorming 
can be used to improve everything from new 
product creation to the customer experien-
ce, ensuring that business goals are aligned 
with modern consumer expectations.
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Nestlé, like other large companies, 
constantly seeks to improve the customer 
experience. A common challenge is en-
couraging consumers to respond to post-
-purchase surveys, because these responses 
provide valuable insights into the quality of 
products and services.

Let’s present a mind map that could be 
developed in a brainstorming session to incre-
ase customer participation in these surveys.

Key Topic: Increasing Customer Parti-
cipation in Post-Purchase Surveys.

By implementing these ideas, Nestlé 
can significantly increase customer partici-
pation rates in its surveys, obtaining more 
accurate data to improve its products and 
services.

Adoption of the 
Stakeholder Model in 
Nestlé Management

Idalberto Chiavenato (2021) defined 
stakeholders as all groups or individuals who 
affect or are affected by an organization’s 
decisions and activities. They can be inter-
nal (shareholders, employees, managers) or 
external (customers, suppliers, government, 
society, and the environment). Management 
based on the stakeholder model seeks to ba-
lance these interests to ensure the company’s 
sustainability.

Nestlé adopts the Stakeholder model, 
extending its responsibility beyond sha-
reholders (Shareholder model). The com-
pany considers interaction with various 
groups essential for sustainable growth, ba-
lancing economic, social, and environmen-
tal objectives.

Nestlé takes a comprehensive appro-
ach to its relationship with stakeholders, 
recognizing the importance of each of the-
se groups to its sustainability, , and grow-
th, i.e., it uses the stakeholder model. With 
regard to employees, the company invests 
heavily in training and professional deve-
lopment, promoting diversity and inclu-
sion programs that ensure an equitable and 
welcoming work environment. In addition, 
well-being and safety in the workplace are 
priorities, reflected in initiatives that seek to 
improve the quality of life of its employees.

With regard to customers, Nestlé is 
committed to developing healthy and af-
fordable products, ensuring transparency in 
nutritional information so that consumers 
can make informed choices. Innovation is 
also an essential pillar, enabling the com-
pany to meet the different needs and prefe-
rences of the market.

Suppliers also play a crucial role in 
Nestlé’s strategy. The company establishes 
sustainable partnerships, ensuring that the 
inputs used meet strict criteria for quality 
and environmental responsibility. In addi-
tion, it encourages ethical and fair produc-
tion, ensuring that the entire supply chain 
operates transparently and in line with its 
corporate values.

In the social sphere, Nestlé develops 
various social responsibility projects, in-
vesting in education and nutrition to be-
nefit communities around the world. The 
company seeks to positively impact society 
through actions focused on local develop-
ment, strengthening its commitment to im-
proving the quality of life of the populations 
with which it interacts.

In relation to the government and re-
gulatory bodies, Nestlé strictly follows all 
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1 -Brainstorm Figure

Source: Maria Vitoria Gravata da Silva (2025)

Figure 2 - Stakeholders.

Source: Management for All - Entering the World of Business Management 3rd Edition (2021).
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environmental laws and regulations, ope-
rating transparently and ensuring that its 
products and processes comply with global 
food safety standards.

Finally, with regard to the environ-
ment, the company is committed to redu-
cing carbon emissions and the conscious use 
of natural resources. Recycling and circular 
economy projects are encouraged, demons-
trating Nestlé’s concern with minimizing its 
ecological footprint and promoting a more 
sustainable future.

Companies that adopt the stakeholder 
model are standing out in the market by 
ensuring greater stakeholder involvement. 
Nestlé positions itself as a leader in corpo-
rate responsibility, aligning itself with the 
demands of modern consumers and global 
sustainability guidelines.

Nestlé exemplifies the evolution of 
corporate management toward a more in-
clusive and responsible model. Its commit-
ment to stakeholders strengthens the com-
pany’s reputation and ensures its long-term 
continuity.

Macroenvironment Analysis:

According to Chiavenato (2014), un-
derstanding macroenvironmental factors is 
fundamental to developing strategies that 
allow Nestlé Brazil to maintain its compe-
titiveness and respond quickly to market 
changes.

Political Variable

This encompasses the set of govern-
ment policies, political stability, regulations, 
international relations, and fiscal policies 

that affect the business environment. In res-
ponse to changes in government policies to 
encourage the food industry (SINFRERJ, 
2024), Nestlé Brazil adjusted its investments 
in innovation (CNN BRASIL, 2025; NES-
TLÉ BRASIL, 2022). This strategy involved 
expanding partnerships with research insti-
tutions to develop products that align with 
new regulatory guidelines, ensuring compe-
titiveness and compliance with standards.

Positive impacts: A scenario of po-
litical stability and investment incentive 
policies favor investor confidence and the 
environment for innovation and business 
expansion.

Negative impacts: Abrupt changes in 
regulatory policies and government uncer-
tainties can generate risks and increase com-
pliance costs, affecting the predictability of 
Nestlé’s results.

Economic Variable

	 General economic conditions, such 
as growth rate, inflation, consumer purcha-
sing power, exchange rates, and unemploy-
ment levels (CNN BRASIL, 2025). During 
periods of economic instability and high in-
flation, Nestlé Brazil launched economical 
packaging for products such as coffee and 
dairy products, offering consumers better 
value for money (NESTLÉ, 2023; JOR-
NAL O SUL, 2021). This initiative made 
it possible to maintain sales volume even 
in scenarios of reduced purchasing power, 
demonstrating adaptation to economic 
conditions.

Positive impacts: In periods of econo-
mic growth and increased purchasing power, 
there is expansion of the consumer market 
and greater demand for quality products.
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Negative impacts: Economic crises, 
high inflation, or unfavorable exchange rate 
fluctuations can reduce consumption capa-
city and increase operating costs.

Sociocultural Variable

This covers the values, beliefs, beha-
viors, consumption habits, and cultural 
trends of society. Attentive to changes in 
consumer habits and demands, Nestlé Bra-
zil has developed product lines with lower 
sugar content and lactose-free versions. The-
se actions were implemented after market 
research indicated a growing concern with 
health and well-being (Raud, 2024; Foo-
dForum, 2024; Nestlé Brazil, 2022), de-
monstrating the company’s commitment to 
offering options aligned with current socie-
tal values.

Positive impacts: Growing concern for 
health, well-being, and sustainability aligns 
with Nestlé’s initiatives to offer products 
that meet new consumer demands, reinfor-
cing the brand’s image.

Negative impacts: Rapid changes in 
consumer habits and preferences requi-
re constant adaptation of products and 
communication strategies, which can de-
mand significant investments.

Technological Variable

Technological advances impact pro-
duction processes, new product develop-
ment, digital marketing, and automation. 
Nestlé Brazil has invested in the automation 
of its production lines and the implemen-
tation of digital traceability systems. These 
technological advances have not only incre-
ased operational efficiency but also impro-
ved product transparency and quality, faci-
litating real-time monitoring and strategic 

decision-making (Nestlé Brazil, 2022). The 
company has also reformulated its digital 
strategy, investing in technology to engage 
consumers (TI INSIDE, 2025).

Positive impacts: Technological in-
novations enable improvements in pro-
duction efficiency, the creation of inno-
vative products, and the expansion of 
reach through digital channels, strengthe-
ning competitiveness.

Negative impacts: The ongoing need 
to invest in technology to avoid becoming 
obsolete can increase costs and require rapid 
adaptation to new trends, which can cause 
delays if adaptation is not possible.

Environmental Variable

To meet sustainability demands, the 
company has implemented projects to redu-
ce plastic use and increase recycling (Nestlé, 
2022). A practical example was the intro-
duction of packaging made from recycled 
materials in some product lines (Cidade 
Marketing, 2024; BHB Food, 2023), which 
contributed to reducing environmental im-
pact and strengthened Nestlé Brazil’s image 
as an organization committed to social and 
environmental responsibility (Nestlé Brazil, 
2022). The company has a goal of making 
100% of its packaging recyclable or reusable 
by 2025 (Nestlé Health Science, 2023). 

Positive impacts: The implementation 
of sustainable practices and the adoption 
of environmental policies reinforce Nestlé 
Brazil’s reputation, aligning with the expec-
tations of an increasingly conscious and de-
manding market.

Negative impacts: Compliance with 
strict environmental standards and the im-
plementation of green technologies can re-
present high investments and operational 
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challenges, which may cause an increase in 
the company’s expenses, thus having to re-
duce costs in other areas.

Nestlé Organization Chart

For Chiavenato, an organizational 
chart is a graphical representation that illus-
trates the formal structure of an organiza-
tion, detailing the division of labor, existing 
positions, their grouping into units, and the 

Figure3 - Nestlé Structural Organization Chart.

Source: SCRIBD (2025).

established formal authority. He points out 
that the organizational chart is one of the 
main ways of representing the organizatio-
nal structure, allowing one to visualize the 
hierarchy and subordinate relationships be-
tween the various positions and functional 
areas.

Nestlé uses different types of depart-
mentalization to organize its operations glo-
bally and locally. Some of the main models 
adopted are:
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a) Functional Departmentalization

The company is divided based on key 
functions, such as Finance, Marketing, Sa-
les, Human Resources, Production & De-
velopment. This model improves specializa-
tion within each area and allows for greater 
efficiency. Presenting different duties and 
responsibilities of employees and areas of 
the company are distributed in such a way 
that they maintain a close connection accor-
ding to logic and professional training.

ADVANTAGES DISADVANTAGES

Greater security, 
based on the exe-
cution of tasks.

Overall responsibi-
lity lies with senior 
management.

Senior management 
has greater control 
over activities.

Increase in workload 
and company size, 
functions become 
difficult and complex.

Work specialization.

Work specialization: 
managers take care 
of a specific area and 
may find their area 
more important.

4-Functional Organization

Source: Flavia Fernandes Diana (2025)

b) Geographical Departmentalization

As a global company, Nestlé divides 
its structure by region (North America, La-
tin America, Europe, Asia, etc.) to adapt to 
the needs and characteristics of each local 
market. In Brazil, there is a regional organi-
zation to meet the specific demands of the 
country. Since the organization’s good per-
formance depends on adjustments to local 
conditions, all activities carried out in a gi-
ven territory must be grouped together and 
placed under the orders of an executive.

ADVANTAGES DISADVANTAGES

Economic advantages of 
certain local operations.

Duplication of 
facilities and per-
sonnel if planning is 
not very effective.

Greater ease in 
understanding local 
influencing factors 
and problems.

May overshadow 
coordination, both 
in terms of planning, 
execution, or control 
of the company, etc.

Possibility of greater 
training and capacity 
building for person-
nel through direct 
action in the terri-
tory in question.

The strictly territo-
rial concern focuses 
more on marketing, 
production, and 
operations aspects.

5 Figure - Organization by Geographic Area

Source: Flavia Fernandes Diana (2025)
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c) Departmentalization by Customer/
Market

The company segments its operations 
according to customer profiles and distri-
bution channels (retail, wholesale, e-com-
merce, etc.). This allows for a personalized 
approach and greater sales efficiency, in 
addition to identifying the most important 
customers, i.e., those who contribute most 
to the organization’s operations.

ADVANTAGES DISADVANTAGES

Greater knowledge of 
customer needs and the 
specific characteristics 
of products or services

Pressure from customers 
to request privileges, 
which can strain the 
relationship between 
the company and the 
customer, who may re-
quest special treatment

Ensuring continuous 
and rapid knowled-
ge and response to 
the specific needs 
of different types of 
customer classes

Inappropriate use of 
human resources and 
equipment in terms 
of customer groups

6 Figure - Organization by customer

Source: Flavia Fernandes Diana (2025)

d) Matrix Departmentalization

Nestlé adopts a hybrid model, com-
bining functional and divisional structures. 
This means that a manager can report to 
both a product director and a regional direc-
tor, promoting collaboration between areas. 
This allows companies to invest not only in 
sector specialization, but also in innovation 
and flexibility in independent projects. It 
provides elements of a functional structure, 
with the existence of departments, as well 
as a divisional structure, as it has the idea of 
disaggregation by projects.

ADVANTAGES DISADVANTAGES

Increased productivity, 
transforming the daily 
routine into something 
less bureaucratic and 
bringing good results

Possibility of doubting 
which manager to turn 
to in order to solve each 
problem. Employees 
may become confused, 
which can lead to delays

Employees become 
more involved in their 
activities, improving 
employee and team 
involvement, increa-
sing engagement

Conflict of ideas 
between managers (de-
partment and project)

Strengthens interac-
tion between sectors.
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Nestlé can improve its structure by 
investing in digital integration between de-
partments. The implementation of more ad-
vanced systems and task automation would 
help reduce costs and increase efficiency. 
In addition, training for managers can mi-
nimize conflicts and ensure better strategic 
alignment. These changes would make the 
company more agile and competitive in the 
market.

Nestlé company flowchart

A flowchart is an essential graphical 
tool for representing processes in a clear and 
sequential manner. Using standardized sym-
bols, it illustrates the steps and decisions in 
a process, which facilitates both the unders-
tanding and analysis of the activities invol-
ved. According to Silva (2019), “A flowchart 
is a visual tool that graphically represents the 
steps in a process, facilitating the understan-
ding and analysis of the activities involved.” 

Thus, by implementing flowcharts, com-
panies can efficiently map their processes, 
identify possible improvements, and opti-
mize their workflows.

For organizations such as Nestlé, the 
use of flowcharts is a fundamental first step 
in understanding and explaining the inte-
raction between different departments and 
processes, which contributes to more ef-
fective management aligned with strategic 
objectives.

Raw Material Procurement

Nestlé obtains raw materials such as 
milk, cocoa, coffee, and cereals from local 
and international suppliers. The company 
maintains partnerships with rural produ-
cers, promoting programs that ensure milk 
quality and farm sustainability (NESTLÉ 
BRASIL, 2025a).

7 Figure -Matrix Organization.

Source: Pontotel Team (2024).
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Initial Quality Control

Raw materials received undergo rigo-
rous quality testing to ensure they meet the 
standards established by the company. These 
tests include physical-chemical and micro-
biological analyses carried out in specialized 
laboratories (NESTLÉ BRASIL, 2025b).

Processing and Production

The ingredients are processed in spe-
cialized factories, where steps such as pasteu-
rization, fermentation, drying, and mixing 
take place, depending on the final product. 
For example, in the production of powdered 
milk, the milk is pasteurized, concentrated 
by evaporation, and then dried by atomiza-
tion (NESTLÉ BRASIL, 2025c, NESTLÉ 
BRASIL, 2015).

Packaging

Products are packaged using techno-
logies that ensure preservation, food safety, 
and convenience for the consumer. Nestlé 
also seeks sustainable and eco-friendly solu-
tions for its packaging, aiming to reduce its 
environmental impact (NESTLÉ BRASIL, 
2025d).

Storage

After production, Nestlé products are 
stored in strategically located distribution 
centers, such as the one in Araçariguama 
(SP), which supplies several regions of the 
country. These centers are designed to ensu-
re proper product preservation, with tempe-
rature and humidity control and automated 
storage systems (NESTLÉ BRASIL, 2025e).

Logistics

Nestlé products are distributed throu-
gh an efficient logistics network, which uses 
tracking and geolocation technologies to 
optimize delivery routes. The company esta-
blishes partnerships with logistics operators 
and develops projects aimed at expanding 
the capillarity of deliveries, including in 
peripheral and hard-to-reach areas (NES-
TLÉ BRASIL, 2025f; NESTLÉ BRASIL, 
2025g).

Sales and Marketing

The company implements marke-
ting and sales strategies to promote its pro-
ducts and meet consumer needs in various 
markets. These strategies are adapted to re-
gional specificities, taking into account lo-
cal preferences and habits. Nestlé invests in 
digital campaigns, product innovations, and 
relationship-building actions to build con-
sumer loyalty (NESTLÉ BRASIL, 2025h).

Customer Service and Feedback

Nestlé maintains open channels of 
communication with consumers to receive 
feedback, answer questions, and continuou-
sly improve its products and services. These 
channels include Customer Service, social 
media, and digital platforms, providing a 
close and transparent relationship with the 
public (NESTLÉ BRASIL, 2025i).
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Nestlé Benchmarking

Benchmarking is a market analysis tool 
based on comparison with other competing 
companies, observing processes, methodo-
logies, products, or services that work in a 
business model. Benchmarking is part of the 
strategic planning of any business and is one 
of the first steps an entrepreneur must take 
to get their idea off the ground.

Nestlé is a good example of a company 
that already uses this practice strategically. 
This can be seen, for example, in the 2023 
Food and Agriculture Benchmark, where the 
company ranked second in the food and 
beverage processing segment. This position 
shows how Nestlé is attentive to what other 
giants in the industry are doing and how it 
applies this learning to constantly evolve in 

areas such as governance, nutrition, social 
inclusion, and environmental sustainability.

Another clear example is the com-
pany’s commitment to animal welfare. 
Nestlé achieved “Level 2” in the annual ben-
chmark on animal welfare practices in the 
food industry—an important recognition. 
This shows not only the company’s effort to 
improve its supply chain, but also its trans-
parency and willingness to collaborate with 
organizations such as Compassion in World 
Farming.

These initiatives show that Nestlé sees 
benchmarking as a powerful tool for grow-
th and innovation, adopting the best in the 
market and often leading by example. Still, 
there is always room to go further. Some 
ideas that could help the company expand 
its use of benchmarking even more include:

Figure8 - NESTLÉ FLOWCHART

Source: Gregory Fabrizzio Ancco Solorzano (2025)
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• Deepening the analysis of compe-
titors: understanding in more detail how 
other companies deal with challenges such 
as food waste or offering more affordable 
and nutritious products.

• Look beyond the sector: seek ins-
piration from companies in other areas that 
excel in innovation, efficiency, or sustainabi-
lity—this is called functional benchmarking.

• Participating in collaborative ne-
tworks: joining forums and partnerships 
that encourage the exchange of best prac-
tices between companies, with a focus on 
topics such as social and environmental 
responsibility.

• Follow global standards: keep a 
close eye on sustainability and social respon-
sibility indicators defined by organizations 
such as the UN and FAO, aligning your go-
als with these international standards.

Through these actions, Nestlé can 
continue to reinvent itself, strengthening its 
leadership position in the sector and contri-
buting even more significantly to essential 
issues such as public health, sustainability, 
and animal welfare. 

Nestlé’s 5W2H

5W2H is an action planning tool. It 
helps transform ideas or goals into practical 
plans, organizing all the details necessary for 
an action to be carried out with clarity.

The acronym 5W2H comes from En-
glish and is formed by the initial letters of 
the seven questions that should be asked 
when drawing up the plan.

5W:

	 •What – What will be done?

	 •Why – Why will it be done?

	 •Where – Where Will It Be Done?

	 •When – When Will It Be Done?

	 •Who – Who Will Do It?

2H:

	 •How – How Will It Be Done?

	 •How Much – How Much Will It 
Cost?

In summary, the function of this tool 
is to define what will be done, why, where, 
by whom, when, how, and how much it will 
cost. With this, the method assists in the 
organization and planning of any internal 
company processes.

9 -5W2H Figure

Source1 : Laila Luiza Alves dos Santos (2025)
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Organizational 
Structure and Decision 
Making at Nestlé

A company’s organizational structure 
is decisive in how decisions are made and 
responsibilities delegated. In this context, 
two main approaches stand out: centra-
lization and decentralization of decision-
-making power.

According to Chiavenato (2014), cen-
tralization consists of concentrating authori-
ty in the upper echelons of the organization. 
In this model, strategic and operational de-
cisions originate from a central core, which 
can ensure greater control and uniformity, 
but tends to slow down the response to 
changes in the external environment.

In contrast, decentralization is cha-
racterized by the delegation of authority to 
lower hierarchical levels. For Chiavenato, 
this approach promotes greater autonomy 
for operational units and enables faster de-
cisions that are adapted to local realities. In 
addition, it encourages responsibility, team 
commitment, and innovation, which are 
fundamental characteristics in dynamic and 
competitive environments.

Nestlé’s Decentralized Structure

Nestlé adopts a decentralized matrix 
organizational structure, which combines 
functional and divisional elements, giving 
greater autonomy to local and departmental 
units. This configuration allows the com-
pany to respond quickly to the demands of 
different markets, taking advantage of the 
specific and cultural competencies of each 
region where it operates.

In practice, decentralization at Nestlé 
enables the distribution of decision-making 

power across various hierarchical and ope-
rational levels, allowing for greater collabo-
ration, innovation, and adaptability. Teams 
have the freedom to act strategically accor-
ding to the particularities of their market, 
which reduces dependence on central 
approvals and speeds up internal processes.

This approach is in line with the con-
temporary management model, which 
values flexibility, operational efficiency, and 
proximity to the consumer. The company 
promotes a collaborative environment in 
which local managers have the autonomy to 
implement solutions aligned with the cor-
poration’s global objectives, without losing 
sight of regional needs.

By adopting this structure, Nestlé 
strengthens its capacity for innovation, as 
different areas and locations can test ideas 
and propose improvements independently, 
while respecting corporate guidelines. This 
decentralization contributes to an organiza-
tional culture based on trust, initiative, and 
agility—essential elements for large multi-
national companies.

PODC as a business strategy

The PODC model is a classic manage-
ment benchmark that brings together four 
essential functions for effective manage-
ment: Planning, Organizing, Directing, and 
Controlling. These steps are fundamental to 
ensuring that organizations act strategically, 
coordinately, and efficiently. Companies of 
all sizes, such as Nestlé, apply this model in 
their operations, even if implicitly, in order 
to achieve their organizational objectives.
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PODC functions:

Planning: Planning is the initial and 
strategic stage of the administrative process. 
At this stage, the organization defines its ob-
jectives and establishes the means to achieve 
them. This includes analyzing scenarios, set-
ting goals, formulating strategies, and deve-
loping action plans.

Organizing: Based on what has been 
planned, the company must properly struc-
ture its resources—human, financial, mate-
rial, and technological. It is at this stage that 
tasks and responsibilities are distributed and 
the hierarchy is established, ensuring that 
everyone knows what to do and how to con-
tribute to the organizational objectives.

Direct: Management is responsible 
for mobilizing the organization’s human 
resources to execute plans. This involves le-
adership, communication, motivation, and 
team coordination. Managers need to align 
organizational goals with individual and 
collective efforts, promoting engagement 
and productivity.

Control: The last stage of the cycle is 
control, which consists of monitoring and 
evaluating the results obtained, comparing 
them with the established objectives. This 
function allows the identification of devia-
tions and the adoption of corrective measu-
res, promoting continuous improvement of 
processes.

Application of PODC: Fictitious 
Case Study – Nestlé

Scenario: Nestlé identifies a growing 
trend in the consumption of healthy pro-
ducts and decides to launch the “Nestlé Sem 
Açúcar” (Nestlé Without Sugar) campaign 
in Brazil, aimed at developing a new line of 
foods with reduced sugar content.

Planning: The company sets clear go-
als, such as launching three new products by 
the end of the year, investing R$ 5 million 
in research and development, and reducing 
the sugar content in existing products by 
30%.

Organization: To meet these goals, 
a multidisciplinary team is created, com-
posed of nutritionists, food engineers, and 
marketing professionals. Some manufactu-
ring units are adapted for testing new reci-
pes, and traditional marketing resources are 
redirected to digital campaigns focused on 
health.

Direction: The project manager mo-
nitors the team’s progress on a daily basis, 
while leaders promote motivation through 
clear goals and incentives. Internal commu-
nication reinforces the values of conscious 
eating.

Control: The company conducts con-
sumer surveys to test the acceptance of new 
products and verifies that the criteria for tas-
te, quality, and shelf life are being met. If 
not, adjustments are made to planning and 
execution.

This fictional example illustrates how 
Nestlé can apply the PODC model to stra-
tegic projects, combining management the-
ory with practical actions aligned with the 
market and consumer demands.

SMART objectives

The SMART methodology is widely 
used in management to define goals and ob-
jectives in a clear, measurable, and efficient 
way. The acronym SMART corresponds to 
five essential criteria that must be present 
in every effective goal: Specific, Measurable, 
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Achievable, Relevant, and Time-based. This 
model was originally proposed by George T. 
Doran in 1981. Since then, the methodolo-
gy has been widely recognized and adopted 
in planning strategies, project management, 
and organizational administration.

As Chiavenato (2014) points out, 
setting clear and well-formulated goals is 
essential to ensure that organizational ac-
tions are aligned with expected results. The 
SMART methodology contributes directly 
to this alignment by establishing objective 
and practical criteria for goal setting. By en-
suring that a goal is specific, ambiguities are 
avoided; by making it measurable, progress 
can be monitored; by being achievable, the 
feasibility of the objective is ensured; by 
being relevant, alignment with the strate-
gic interests of the organization is promo-
ted; and by including the time criterion, an 
appropriate deadline for its achievement is 
defined.

In the business context, Nestlé, one 
of the largest companies in the global food 
sector, adopts modern and structured ma-
nagement practices to promote efficiency, 
innovation, and sustainability. Among the-
se practices, the application of the SMART 
methodology stands out as a tool to support 
strategic planning and the management of 
organizational goals. The company uses this 
model especially in areas such as organiza-
tional performance, product innovation, so-
cio-environmental programs, and corporate 
responsibility.

The use of the SMART methodolo-
gy provides Nestlé with a solid foundation 
for setting and monitoring goals on several 
fronts. For example, in the context of sustai-
nable initiatives, the company sets objecti-
ves with measurable indicators, such as the 
amount of carbon emissions avoided, and 

specific deadlines, such as environmental 
goals by the year 2030. These goals are also 
aligned with the Sustainable Development 
Goals (SDGs), contributing to their clarity, 
feasibility, and relevance.

In addition, Nestlé applies the prin-
ciples of the SMART methodology in its 
internal programs, such as diversity and 
inclusion projects. In these cases, specific 
goals with defined deadlines are set, aimed 
at increasing the representation of margina-
lized groups and individuals in leadership 
positions, demonstrating the organization’s 
commitment to equity and human develo-
pment. This type of structured goal guides 
organizational behavior and is crucial for 
achieving effective results.

Final Considerations

Throughout this work, it was possible 
to understand how Nestlé, one of the largest 
companies in the global food sector, conso-
lidated its leadership through solid adminis-
trative strategies, aligned with the main con-
cepts of modern management. The analysis 
showed that the organization adopts ma-
nagement practices based on the PODC 
(Plan, Organize, Direct, and Control) 
model, combined with techniques such as 
brainstorming, setting SMART goals, and 
using the 5W2H tool, which demonstrates 
its commitment to efficiency, innovation, 
and sustainability.

Nestlé’s matrix-based and decentrali-
zed organizational structure allows for agile 
action adapted to the particularities of each 
regional market, giving greater autonomy 
to teams and favoring localized decision-
-making. This organizational model is su-
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pported by authors such as Chiavenato, 
who highlights the benefits of decentrali-
zation for companies operating in dynamic 
and competitive environments.

In addition, the use of the stakeholder 
model reveals Nestlé’s commitment to so-
cial, environmental, and economic respon-
sibility, seeking to balance the interests of all 
stakeholders with whom it interacts. This 
approach reinforces the company’s vision 
that sustainable growth is directly related to 
the creation of shared value.

The macroenvironment analysis 
showed that Nestlé is attentive to politi-
cal, economic, sociocultural, technological, 
and environmental influences and responds 
to these variables strategically, ensuring its 
adaptability and resilience in a constantly 
changing market.

Finally, it is noted that Nestlé invests 
heavily in innovation, technology, sustai-
nability, and strategic management, conso-

lidating its position as a benchmark in the 
food and beverage sector. Its successful track 
record is marked by an organizational cul-
ture focused on respect, excellence, and the 
constant pursuit of improvement, factors 
that keep it competitive and socially respon-
sible on a global scale.
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