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Nestle ’s top most selling brand Maggi, the instant noodles brand was one of India’s most 

trusted  and perchance the country’s most preferential comfort food ranked number 18 in 

the BrandZ Top 50 Most Valuable Indian Brands study, conducted by Millward Brown and 

commissioned by WPP in 2014, with a valuation of $1,127 million. Lately in India it has 

faced an intricate situation which has taken a massive knock in terms of brand value and 

sales. Ever since the controversy broke over allegations that it had lead and monosodium 

glutamate (MSG) in excess of permissible limits and hence, unsafe to consume the loss to 

brand is unimaginable. Maggi had to draw stock worth nearly Rs. 320 crore from the 

shelves and had to pay Rs. 20 crore to a cement factory to burn the product. It is projected 

to have erosion in brand value by at least 30-40%, as brand specialists says. Sales have 

dropped by at least 60-70%, as per the data given by retail analysts. It was being 

anticipated that the loss would be 200-250 crores and it will be a long haul for the Nestle to 

establish Maggi as safe enough to enter the cabinets of every home again. Maggi has a 

market share of 70% of instant noodles with all the brands heating up, as with such a huge 

market share, there is a lot of brand loyalty and trust and that had to be protected. The loss 

of goodwill can play out in the form of reduced revenue, loss of clients or suppliers and loss 

of market share. In addition, Corporate Affairs Ministry imposed Rs. 640 crore fine on 

Nestle India in June 2015, for finding MSG and lead beyond the permissible limit. 

The controversy arose after the Uttar Pradesh Food Safety and Drug Administration 

ordered the recall of a batch of 200,000 Maggi noodle packs in May 2015. Food Safety 

Regulators reported that samples of Maggi 2 Minute Noodles had out of the blue high levels 

of MSG, over and above up to 17 times the permitted limit of lead. Due to these findings, on 

3rd June 2015 the New Delhi Government banned the sale of Maggi in stores for 15 days in 

the capital itself. In the same way, on 4th June 2015 Gujarat FDA banned the noodles for 30 

days because out of 39 samples 27 were detected with unacceptable levels of metallic lead. 
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On 5th June FSSAI has directed the Company to withdraw and recall all the 9 approved 

variants of Maggi Instant Noodle and Maggi Oats Masala Noodles with Tastemaker and any 

other product for which risk assessment has not been undertaken and product approval 

granted. There was a countrywide ban on Maggi as a number of India's biggest retailers 

like Future Group which includes Big Bazaar, Easyday and Nilgiris coupled with this 

controversy. Consequently several state authorities in India found an intolerable amount of 

lead and so it has been banned in more than 5 other states in the nation. Accordingly, on 

the very same day Food Safety Agency of on United Kingdom launched an investigation to 

find levels of lead in Maggi noodles. On 6th June 2015 the Central Government of India 

banned sale of Maggi on a national scale for an indefinite time period. The legal action  by 

FSSAI continued to state, bring to a close to further production, processing, import, 

distribution and sale thereof and act in accordance with  the labelling regulations and 

remove the label of , ‘No added MSG’. Take appropriate action to re-ascertain the safety of 

its products in compliance of the obligation contained in Section 26 of the Food Safety 

Standards Act, 2006.  

But, during a press meet up on 26th of June minister for health and family welfare                

Sh. U T Khader stated that Maggi will not be banned in Karnataka for now. Contrary to the 

controversy, the Bombay High Court allowed the export of Maggi while the ban in India 

remained. In June 2015 Maggi have had to face the consequences also in Nepal as there it 

was banned for an indefinite period over concerns about lead levels. At the same time in 

African nations- Kenya, Uganda, Tanzania, Rwanda and South Sudan Maggi noodles has 

been withdrawn by a super-market chain after a complaint by the Consumer Federation of 

Kenya. In this entire controversy Brand Ambassadors of Maggi were also looped in as there 

were FIRs against them for promoting it.  

According to Nestle India, the company will take the product off the shelves, and however 

insisted that the quality standards had been met. The trust of its consumers and the safety 

and quality of its products is prime priority of company everywhere in the world. 

Unfortunately, recent developments and unconfirmed concerns about the product have led 

to an environment of confusion for the consumer, to such an extent that they have decided 

to withdraw the product off the shelves, despite the product being safe. It promises that 
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the trusted Maggi Noodles will be back in the market as soon as the current situation is 

clarified.  

Regarding this controversy competitors of Maggi took safe steps and being a competition 

ITC said “It is too early to determine the impact on the industry as a whole.” But ITC’s food 

products are manufactured in state of the art, world-class facilities. Strict quality and 

hygiene norms are followed in the manufacture of all products. Rigorous checks are 

undertaken for these products at ITC’s internationally benchmarked Life Sciences & 

Technology Centre as well as at reputed external laboratories. In all these tests, food 

products have constantly been found to be completely safe for consumption and in 

compliance with all regulations which supported in making the brand more infamous. At 

the same time, both ITC and HUL as a means to restore belief of their customers about the 

quality of their products willingly got in for additional tests on their instant noodles brands 

Sunfeast, Yippee and Knorr respectively. HUL also withdrawn its Chinese instant noodles 

range from the market though it was not on account of any safety or quality concerns but 

to make these products available at the earliest for its consumers HUL continues to engage 

with FSSAI to secure the approval of this range. ITC and HUL did not have the percentage 

of market share as much as Maggi owns in instant noodle brand. This controversial 

situation of magi made its rivals to enjoy the advantage and capturing the market. 

In August, tests performed by the US health regulator FDA revealed no dangerous lead 

levels in the products.  The ban in whole India was struck down by the Bombay High Court 

on 13th August 2015. The court stated that appropriate procedure was not followed in 

issuing the ban and called into question the test results, as the samples were not tested at 

authorized laboratories accredited to the National Accreditation Board for Testing and 

Calibration Laboratories (NABL). Maggi came back to the shelves in India in November 

2015. To win back trust of members of the Indian community Nestle has also been running 

a campaign. In India Nestle resumed production of Maggi in all five plants, Nanjangud 

(Karnataka), Moga (Punjab) Bicholim (Goa) and Tahliwal and Pantnagar in Himachal 

Pradesh on 30th November 2015. 

Conclusion  

In a state of affairs where there has been a failure or error on the company’s part, then 

acceptance is the best way out. During the time of a crisis of such an extent, it is vital for a 
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brand to communicate. Connecting for stakeholders in order to share a message that helps 

ease them emotionally is the key to good reputation management. The lapse may or may 

not be intentional but humility at such a moment is the slightest that the consumers 

expect. The best way ahead to ensure that no such incidence would ever be repeated is 

acknowledging the lapse, taking corrective, timely and stringent actions and making a 

pledge of the same. The solution to revitalizing the brand image is winning back the trust 

of consumers and investors. Consumer performance leads to the business performance of 

the company. Nestle indeed recognized this, as evidenced by the emphasis on rebuilding 

trust and consumer confidence. It’s not enough to say that it’s the same formulation for 

Maggi globally. Nestle needs to re-formulate Maggi as per Indian standards and 

regulations, and replace them in stores. The cost could be substantial, but it was not an 

impossible task for Nestle. And it does that, it built the brand up slowly by investing in 

corporate social responsibility activities, signing up a credible endorser and effective 

public relations. Nestle brought Maggi back into the shelves after coping with the 

controversy and emerged out as global example of reviving the brand image. 

 

  

 

 

 

 


