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1. How is consumer behavior in ‘snacking’ different in Italy from the U.S. and other European countries? 
Consumer behavior in the United States
The snacking company was first introduced in the US back in 1957. At this time, the fledgling US snack market had promised a lot. The snacking industry was highly fragmented made up of innumerable domestic manufacturers, each with a small market share due to the conditions that were in the market. Moreover, they were not able to expand their business. The potato chips had several flaws ranging from reaching the customers when they are greasy, in crumbs and once the package seal had been Brocken, they quickly become stale. 
These problems made P&G company come up with another strategy to attract the customers to the snacks, made from potato, again. The company took enough research to understand the prevailing customer behavior as well as coming up with a product that is going to increase customer base. The company came up with a strategy of combining different technologies that it was good in. first technology was linked cake mixture preparation technology. The second one was frying and paper manufacturing technologies. However, the change in technology wasn’t received by the customer as expected which made the customers base to be still low. This made the project to be temporarily put aside. 
Back in 1960, the customer behavior changed, there was a high demand on salty snack market and the continuing displeasure of the American consumer with the existing products, the company had to restart the project again. So as to meet consumer needs, the P&G company decided that it had to go by the consumers need-a product that didn’t crumble and that wasn’t greasy and was packaged in a way that would keep the snacks whole. The customers also needed the products to be fresh for a long time as possible. This was to make the products to reach the customers broadly and stop relying on the direct sales. 
The product that was existed was costly and inefficient. P&G decided that it had to ensure the product in the market was fresh so as to suit the customers need. The company introduced another product that could be supplied together with other products through the traditional systems, maintaining the freshness of the product. The company made the advertisement in order to make customers aware of the new products on the market and this made the sales to take off. 
Consumer Behavior in Italy
After P&G company gained a good market share in the US, it decided to expand the market to other parts of the world. The Western, East, Southern and UK market had different customer behavior. The cultural differences made the customer behaviors to varying. In Italy, there was weak consumption for the whole product category which was brought up by the perception that potato unhealthy. This notion was very widespread in Italy which was the main difference between the Italy consumer behavior with the United States. This reason made P&G give high priority to Spain and Greece. Moreover, the Italian customer behavior was characteristic with strong consumer preferences for the sweet snacks, salty snack consumption based around the Aperitif and the parties and little attention. However, the products that existed in the market was produced by the manufacturers who were not concentrating on the consumer needs due to steady oligopoly power. 
2. What challenges does P&G face in Italy if they decide to launch Pringles there? 
Some of the challenges that P&G company faced when it wanted to establish its business in Italy was the power of oligopoly of other companies. The companies made the customers have a bad perception of potato products. Secondly, the potato chips had very low price due to the economies of scale emanating from the power of oligopoly. The price was slightly higher than that of crackers and the product profitability was completely satisfactory.
The other challenge of the Pringle was a too stimulating new demand by telling them the new features that are in the product. This was basically made to increase sales of the product as well as winning the market share compared to the existing markets. The competition was very high, almost 70 companies had dominated the Italian market with several brands of Potato products. However, the top four companies had a market share of almost 70% of the entire market, while the top eight accounted for more than 95% of the entire sales. 
The leading company was San Carlos with a market share that was double that of the second leading company, the Saiwa. Moreover, its strength was 3.7 times, in the sale of potato chips, tan that of Amica. This was a challenge P&G company needed to come up with a more strategic method so as to win the market share. The snacking industry was very competitive such that some companies could even experience overheads. 
However, the company noticed that there was a lack of innovation in the potato chip category which opened some way for the company to venture into the market. There were a few flavors that were used by various companies that made them taste almost the same. This made the product to taste very natural, packaging was made using devices that are linked to popular movies and the multipacks. The industry had stayed for a while without new product stimulating the market. Despite this being an opportunity, Pringles had a challenge with convincing customers that the product they are selling is very new in the market as well as signifying the product’s novelty in the market. 
[bookmark: _GoBack]Nevertheless, distribution was also another challenge that P&G experienced when establishing its product. Highest purchases were made to be consumed in the same hotels, restaurant, and cafeteria with minimal takeaways. The impulse buying played the major role in the launch phase of the new product. In traditional channels, the subsequent buying took place. The support role from the mass channels was another problem that the Pringles faced in distribution. The aforementioned is because the P&G marketing and distribution was based on mass channels alone. Thus, the Pringles couldn’t avoid the alternative of using retail outlets, where the competition has been established a strong presence. The company was to serve more than six hundred retail outlets, frequently marginal on per unit level. 
3. What recommendations would you make for P&G if they decide to launch Pringles in Italy? Why?
The first strategy that I would recommend P&G to consider when launching a Pringles in Italy is by diversifying its product. Different people have different preferences for the products. The likes of the old are not the same as that of the young adults and the children. If the company can come up with different Pringle products that are going to cater for all those categories of the population, it’s going to win the market share. The Italy industry is dominated by normal products or the country-style version which makes everybody feel monotonous of buying the same product. The strategy is going to make the products to be ostentation for any age group. 
Secondly, the P&G company should renew the current marketing strategy in order to increase the competitive position in the market share. The market in Italy is very competitive with strong 8 companies occupying almost the entire market share, 95% and the rest 5% being shared by almost 65 companies. the new strategies that the company should focus on more include innovation, efficiency and reduce the launching time. The company should use all sort of advertisements to make the product to be highly consumed in the country. This should include the billboards and TV commercials, (Kumar et al, 2009). 
Lastly, the company should concentrate on producing quality products as per the customers’ preferences. Many companies fail due to the production of substandard products so as to get more profit. The management team should be very strong enough to ensure everything is carried on as per the strategies set. As it is always said, the customer is the boss. The company should be very attentive to listen to any complaints, comment or concern from the potential customers. 
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