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Question 1 
Tambrands was a well-engaged company, especially North America and Europe, which embraced the company products creating more than 90% of the company market. However, the company was facing stiff competition, which provided a different approach to dealing with various issues that define a greater emphasis on the need to improve company performance. Every organization implements a different marketing strategy to ensure that there is a strong understanding of the needs and preferences of individuals within the market (Ferraro & Briody, 2017). Therefore to maximize global market share, the company grouped all markets into three clusters, which were supposed to offer the company with a unique emphasis on the existing cultural and religious beliefs that influence the use of tampons. There was a need for the company to be very creative in implementing a better business strategy going forward.
Therefore becoming part of Procter and Gamble was a wise move that the company considered in exploiting new markets in which Procter and Gamble are already operational. The step was a win-win for both parties acknowledging that it put Procter and Gamble back into Tampon business. The company has a better plan to reach a highly diverse population considering that it has other female products across different markets (Caligiuri & Lundby, 2015). Procter and Gamble had a plan to market tampons as complementary to the existing feminine hygiene products that are well adapted in the industry among women, especially in Asia and Latin America, which are new markets that Tambrands had been unable to exploit fully. Procter and Gamble is highly known for its innovation and development of products that are quality and efficient for women use. Procter and Gamble have a robust global presence, which provides better leverage to improve the level of engagement within the industry. The strong global distribution strategy that Procter and Gamble enjoy is what Tampax need to exploit new markets. Tambrands did not have the financial muscle, infrastructure, and technical ability to tap into the global market successfully.
Question 2 
Marketing to each cluster in a certain way is a differentiated advertising technique based on the specific traits that describe the different markets. The different clusters that the company developed had varying levels of knowledge regarding the use of tampons. Thus each cluster is different, especially concerning knowledge about tampon use; hence, the advertising approach must be specific with a significant focus on the limits of each cluster to develop a more transformed system that embraces positive change. Cluster 1 had more excellent knowledge of tampon use and thus required a very straightforward advertising strategy to focus on the small population that is yet to embrace the use of tampons. However, cluster 2 and cluster 3 provide primary company targets considering that the majority of individuals are yet to use tampons. The advertising strategies that are developed in this case focus on improving their understanding of a tampon as the best alternative and attract them to try out. 
Question 3
Cultural resistance is a significant risk that companies going global must overcome to improve their level of development. Cluster 1 assumes that they know everything about tampons, and thus, there is nothing new they can learn. The company must focus on changing this mentality to promote its products in this cluster, which include its current target audience and form a major part of the company's existing clients (Ferraro & Briody, 2017).  Cluster 2 contains approximately 50% of women who use tampons. However, there have been issues regarding virginity and the use of tampons. Tampons in this cluster are considered unnatural products considering that they block the flow. Cluster 3, which is the main target of the company, has significant cultural reservations when it comes to using tampons. Virginity issue is also present while most women do not know how to use tampons and are resistant to apply such techniques which are against their traditions which emphasize on natural methods and products. How tampons are used might be uneasy for some individuals, which is a challenge that the company sought to overcome.
Question 4 
The company can opt to employ multiple advertising strategies that target different target audiences. Advertising is a necessary process that helps define a reliable system. Each of the clusters has a different common and most preferred mode of advertising, where the majority of individuals could be engaged. The company considers traditional mainstream advertising in cluster 3, considering that there is a need to provide more information on the use of tampons. Internet advertising is also an essential method that the company can consider in creating detailed advertising where it would be easier to attain the intended outcomes. 
Question 5 
The company needs to understand the market preferences in both countries to know whether they have the same choices before deciding on the best strategy to consider (Winsor et al., 2019). However, Brazil and Venezuela share markets that could help influence the adoption of the company development processes. The target population in the two countries has almost similar traits, which highlight that there is a likelihood of having a successful process that aims at improving the level of understanding in the two markets. Controlling risks would mean that the company conducts market research in Brazil to assess whether the Mexican model would be successful. 
Question 6 
The statement provides an emphasis on the existing issues regarding the use of western products, which are majorly believed to hold hidden interests. The western contraceptives have been controversially implemented, which present a heavy emphasis on the adaption of tampons in countries that have remained highly skeptical about using western products. Many myths exist relating to the use of tampons. However, the main emphasis on the use of tampons has been to create a better environment where women are empowered to help using environmentally friendly products that promote educational attainment among women, good health, and longer life. 
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