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•,, Recommendations 

P&G's global expansion strategy 

Expansion experiences and learnings 

Enormous growth in global markets, 
but not all products were universally 
compatible 

As organization size grew and expanded 
into different countries decision making 
was slow and cumbersome 

Need to be consistent across markets, 
insure brand and products remain high­
quality 

Adaptations to strategy 

Reorganized organization to allow for 
more structured approach to 
reglonalization of products 

Make MDO's responsible for market 
development and customization, 
decisions now involve less people and 
are easier to make 

Give overall product responsibility to 
GBU's and insure consistency and global 
strategy implementation 

,•"" ~ ' ' ... -. l ',,. t ~ """ . .. "" , < ~ ~ .. f..., -T' 
However adaptations could be furthered to 1'1clude ol1tJctu1es and p1ocess that allow 

fo1 rt-'-1 10n(1 11z3t1on beyond p1oduct 1 e ,idvcrt1::.1n1• r-'>fJJ11::,1on str itegy 1~.1&£\l etc 
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P&G's global expansion approach 

Cluster Appmacb 
· •Expancf by re11oni · 
•Address simHar c0ul!trles at . 
tlies~tlme< ,· • · 

· •Grow~lck!Y !!\On~ re,i~.· •. 

Traditional P&G approach for international expansion has mostly followed a cluster approach 

Waterfall Appmacb 
• One country at a time 
• Learn from each country 
• Minimize expenses 

• Grouping nearby countries into regions (Eastern Europe, Western Europe, UK, Asia, South America, etc.) 
• Working with slmllarltles of each duster 
• Run trials In small market trials before launch in bl11er player of the cluster 

However, P&G could have benefited more from a traditional waterfall approach 
• Some countries are falrty unique anc! may require learnings from multiple markets · 
• Rls~ of market loss due to com!'etltlon Is low; no need to rush· 

Assessment of 02005 

• P&G's new marketing organization has key strong points 
Clearly defined roles (GBU make strategic decisions, MDO's Implement and make tactical decisions) make organization more efficient 
Good organization for speed and Implementation of projects in each country 
New product development and other strategic decisions under a clear leader ensures brand integrity 

• However, some areas of opportunity still exist 
Centralization of all strategic decisions hinder some local MDO's 
Little flexibility to MDO's 
Cross-MOO collaboration Is not facilitated 
No power to create market-specific products, only able to customize global products 
No clear flow of strategy or key information from bottom to top 

5 • 
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Decision making rights in P&G 

Decision making autonomy should match differences in markets 
- Some markets have considerably more impact on the brand 
- Strategic implications beyond market size should be taken into account 
- Market size varies greatly across geographies 

~· ! 
., 
~ 

- - - . ... 
Collaboration bet..veen local 
country office and central 

office 

~ ----- ----- -- --- --- ---------- ----- -- --------;-------------------------- ----------------
Regional office has main 

authority, local office 
provides insights 

Central office with main 
decisiof1 making authority 

Relative Strategic Importance 
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• Recommendations 
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Evaluation of Pringles strategy in US 
P&G's Marketing Strategy for Prlngles in US 
• Opportunity Reco1nition: Consumer disntisfiction, hi1h 1rowth • Efficiency: Distributed alon1 with other P&G products potential market (1950-60's) • Communications bued on enjoyment. • Product Innovation: Less irusy, new packil&e for better • Tilr&eted to decision m;iken; (18 to 44) althou1h heaviest preservation, don't crumble euily consumers ue 13 to 17. • Consumer insi1ht: Americiln custom of dippin1 --+unique shape • Launch in 1971, crHt success and different tilste on each side of chip • Continuous reviulizatton: packaee sizes, additional flavors, 

Chips Consumers 
•74" of US popul1tlon 
•Hi&h consumptJon comp1red to other countries 
•A1es 13 to 34 hlchest consumptk>n ~tio per capita 

Competitors 
•Heavlty fra1rnented snick industry In the 60's 
•loc1I manufacturen with s~M marbt shue 
•Distribution h•z•rd du. to brief sh.W-life 
•Flow1d ond non-dlfferentloted products 

international expansion ~world leader 

US Consumers by A11 Se1men1 

-+-%of US popul1tion ~"of US chips consumers -a-% or us chipconwmption 
Defense Strategy 

· · • St..i, Jh.:dcl er rrcjw, f '1.-..-....JI un d~d c:.''1'>'-'rrer ·e~ear cn {ag~1,C 1 impt =:n t rerC, c'"<1r-ge~ 11" hab ts) ·A ~._,EJ' t't:ri~ 1n ~ i_,.. r J..,r• l.)t J 11•1 fore gn rnan-:L a.rid l1c • 1 l..~I) tr .. , cH<! 1;:, Li: .HL~ti.'ll b\ LS cJn:;u·ners •Larg':' d<lj E"·N.ing ·rni t;rJnt ~oou Jf1on 1n US -? have reit:~ J'lt p 'J ::Ju~ t r..l t'tr I_• tt .~,..., • i'vld "ta.n cl ~tr bl1l, n M': '• gJt1at10'1 e HICtt:"- e~ Lut •1.-e · ar1 c," o ri nJ.• ,_,•i, , r., i.;• _.r1 trerd, I ;,here th ey t:J t ,n..Jci.:,) •Loo• 1or L ~ n-10 t!'1""''1t:lr\ S" :ick, that m a, t ~ 1•a r ng ca cu art, Jr • ,,;o 111-..c1• ... br ,. j J 1ur.-.1t .J'l 

Pringles introduction to Europe 
.. • ·"' • • • ~'. +-""~· ' ,., - ~: •• • I"' ~ - ."'{·~·~_. Western Europe Southern Europe 

Entry rationale : Cultural similorities with US : Next step of P&G's food products in Europe and market : Gre•t market shares of P&G in non food : Very different consumption h•bits than those in US characteristics : Keep 11rowing non foods increasinaly costly : Salty snacks not a popular cate11ory as opposed to : ~ l•unch Prin11les to le•d exponsion of : Western Europe and US. Unhealthy notion of product ! P&G food products ; Hi11hly fra11mented distribution in some markets 
: (specially ltalyl _ .. ___ . --· _. _ .. _____ . ___ ---· ___ --·-- -· ___ ____________ ______ _____ i _ ~~~~.~Y-~~~~~~s-~~~. ~~ _t~-~~:-~~~~-t!~~~ - __ __ . __ _ . __ ______ . Launch : Pilot l•unches in small markets (Ireland, : Same pilot dynamics in small market (Portugall before Strategy ; Austri•l with nil promotion/ advert1Sing ' launching in larger (Spain and Greecel : before entering larger markets of similar France launched in 1994, problems due to fragmented : characteristics ( England and Germany distribution ! respectively) with promo/ad support. . ------------- ---- ---·---------------- ------- -----------------------·---------------------- -- -· ---------------------- -----------Performance : Great success and large MS achieved. 

: Category strength and consumer habits l similar among US, UK and Germany ~ 
; facilitated a successful introduction. 

Success met all the expectations 
Pringles consolidated its presence in Spain, Portugal and 
Greece. 
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iVlarket Size and P&G's goals 
• Among European chip markets, low market share in some countries does not necessarily mean low sales volume (UK) and vice versa (Austria, Greece). 
• If penetration in Italy is low, this still may potentially account for a higher % of unit sales than less populated markets. 
• Understanding if P&G's goal in Europe Is linked to volume, value or just having presence in every country with their food category is critical to make recommendations (i.e. recommendations on the level of Investment) 

SOI< 

45" "" "" - "" • Prin1tes market share in 35" 

'°"""" - ,.,. 
"" 25" 2l 

2"" "" "" •%of Pringles' tot.al 
lS" Standard Units ules in 

'"" Europe 

5" 

"" 
JI~ ;I- ,,; ,, • .!' .;>~ / ./ 

,,,.,, ,.f> .; ... <J' ~ 

Transferability of Strategies 
Marketing Strategies 

Market test and data 

analysis 

GBU's Target Market 

(parents of 5 to 17 y.o.) 

Distribution (mass 

channels) 

Retail Price (from GBU 

dldated list price) 

Flavon 

· Communication 

~ 

~-

~ 

~,.,... 

/ 

;;;-- . 

Transferable to Italy? 
Test YES -Analysis NO: Results need to be looked from a local perspective. 
Tesu In Germany and Spain didn't predict what was really going to happen 
after trial. Test setting and cultural factors may lead people to answer In a 
different way In tests than In reality. 
Not Necessarily: 5-17 are heavy consumers but not great decision influencers 
compared to older segments • Out of home snacking In Italy specially common 
among 15-29. Should have efforts focused on them too. 
Need to be more flexible and include HoReCa, where high volumes of snack are 
sold. 

May need to allow lower margins in order to appeal to the trade 

YES: Seems that flavors that show a better fit with local culture in tests, do well. 
Could potentially explore a more "Italian• flavor In the future. 
YES but needs additions: For mass communications, the brand and slogan show 
global consistency and should be appealing to Italians. Maybe some emphasiS 
on the healthy part of the product/ production process could help in 
positioning. HoReCa may need a differentiated direct communication strategy. 

I 8 
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Agenda 
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Similarities with other markets 
Age ranges as% of country's total population 

5to9 lOto Uto llto 2Sto lSto 45t0 SSta 6S+ 
12 17 24 34 44 54 64 

•UK 

•Germany 

•Sp1in 

•Italy 

•US 

10-34 population/ total 
population 

Chip penetration in 10-34 
segment .... 

Chips Consumers/ Country 
Population 

"""'J ,.,, .... (:i:\ ""A :_I I~ 1~ 

10-34 chip consumers / total 
chip consumers 

"" -1-1--..-JlllL~.._~.._~ ... - ·~li Iii~ 
::~ • " ... .. - ~ t "' • .. • " ., r · · •• 1t ~ Germany has the mosr 111 common with Italy in terms of demographics, chip penetrat10n rates and th ey share the highest toncentrr1t1on of rh1ps consumers 1n the 10 34 age range compared to other markeh However other fJttors should be taken into clCLount betore deud1ng to replicate the German or ether country s launch strategy 1n Italy or 1f to do someth1np, tr tally cu':itom1::c>d tor the spec1t1c th.1racte11st1cs of this country 

Consumer behavior - Snacking habits (Where & When)- Compet1t1ve environment s1m1iarot1es - Distrobutoon - Pre 
Launch Tests that were s1m1iar to Italy's and their outcomes 
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Select Western & Southern European 
Markets vs. Italy 

G•rmany .• 

ct ;..;. 
Aurtri• ,,_ · .. .. Med . 11-44 ' ··, !!A ct Test ~ntry ror ·G~~. U141med similar 

mart.et~racteri~l- ' .'· Spain NA Mtd 13-44 1.5 

~ 
Pr•fer.nc:• fOf IWHt 1nackl, p. chli:t1 
dttmed unhHlthy, iow coniumptlon 'ortu1al ~""' m• Med 13-44 NA ~ Teit mkt for Sp1in + Greece, auumltd similw 
mkt ch&rKteristks Grteee ~aoo 31, .. Med 13-44 NA 

~ 
PJefer.nc.e for SWMt snadu, likety low 
consumption, ltaty Mlchbor ••IV low 13-44 G.IS 

llastSknilar ·~>()<->Q¥ostSlmtllir Note: the can ittdlcot•• ctrtai11 eot.11ttrlr1 w~ "l'•.lf"' matht.J/or mojor launches ltt nwifhborin9 countrin. Ww'W th•t•/ol•ouumd that th• t.it and /gun ch 
cOW1trl•1 haw J1milot mortet choroctrrlstia. 

Southe1n European count r•P', are most. s1mi1-a;°t~ Italy with s-1m1l.1r t1~s aro und cult ur al behdv1or and overall consurnµtion o f p1othHt µer Ld i 1ta Countries like the UK ,:rnd l1elond ore rnu':.t cltssu"ddr instead 1esembl1ng consumpt1un pattt>r ns murc do~el~ .-ilrgned w1ttl tile U111tt'd St 1te) As J result ctn entry <;.trdter,y more closely r e')e111bt1111, Prinr,it' 'i '-p,1n1c,t. »ntr·1 str,:iter,1 thoula lw con'..tdPrl'cl 

Characteristics of the Italian snack market 
Market Structure 

-----lor4S!(ol .... --Sallysnocb aaount for7.I!< of Ille IMfht Incl split Into r- product ca._i..: _,. cNpa, 
saltybio<ulb/aactien,-. sa11Mnuu 
lDWWdocrHol--olsally-­lno_E_CA>Utllrits(G.IS kl/­
•vonc•vellly-pllon) 
Poruplion of dlipa 11 '"""alllly lmpedos 
arowdl. butsallylllKb '""" ~-.. 1ro'Mine MNCk MC•Hnt at +J.J'Jl 
~todsalty llladl rnlrbt-top 4 
companielresponsibM for >70M Wes end top I ,_._,..'5!0 ........ 
O.ar satty IMdl men.et leader, San carto, wtdt 
SOM >2Jc lllol ol-.l ieldinc company 
In poatodtlpal:IF'Y, kaM....,....•M 
ICOpe'of di.trbrtionth• .... ~ 
- .. paWlttloo M Imp.a ... pufd\a..._ IM<k ptoekKUoft• --.-...·•--1we11o.a..c. --··--•l•lao)&pleyimpoftaftt rolilt •tint ...... pbM of a rl.W ptOduc:e: 
Cot• t.r1et mubt ls consumer l.J.-44 years okl 
UHM attentioft ptld by mwiufKturen ti 
consum., n..m in Mlty sn.dl maRet (I.• ., 
protecttv. PKbc:M1&. no meu snacU, product 1...-tloft,hlch-lty) 

Consumer Behavior 
~con1un11rprelw-.1Dr-'""*' coro,..e1 .. ..utir-Uto44yoonolac., 
with 13 to 17 yow ... -unique boca .... 
of 1reater dedlioft-matlnt poww of these d\--to-­Presenctot1 •sn.a1ntt1iooM.• *Mttm1inty 
by"'°"'"'1--pdon•ncl-­_,.........nc1_ 
Growlnedo!WandforAllypr-1<1.,. 
1lmostll1C•lfOUPl(-IS-1'yun) ·HedonW.,........, INd: CONUmW1 , 
concentretad kt younc« 11• "°"'" 
pr.-1orsa11y..-, "'*'to cmbraca 
MW products 1M demllnllll tide 11ttst.cdon,; 
ftlt arowth.,. thk se&menl . 
•He.tu. •e1U- tend to lff SNCb a1 
unhe•ttftV end were concenv1tld In the vourc Hutt •e sroup; dedlninc seamtnt 
•followefr" .,.. conc.ntretH In adult. 
aroups.; kM snld. COMUmpdon, but arowtrc 
rapidly 
Youn& people ffl potato <hips to .. tisfy 
1ppetitnend •1tterthWlbte of milter; no 
llrnltstodnKe to Htcftipt,;eadntchlpl-... fuft, o,..,,1t«lll-ffdnc...,..wnc. 
was I Inked to aundt'""9, t.ntw. M4 
sertt.adon 1enent.d on CDfttact with the 
moudl 

Competitor Strategies 

... c..to .... 111--co,-.... hie" promotion """4 .. 
competfttw stnt .. )es; owns 1'0 waretlouwa w Ill< UOOdVICt..,._/IC"'" 
11Mlnc dlrlCt to ltorot; 36" salty lllodl !hwo 
ofV-

a Mlts to the 1ltHMdve ch•nnef. speciftaly 
aterinf: and blf'I, where thet• is dlminbhetl 
brand value, maklne: ~ e sifnlftcant 
prewnce far unbrlnded producb: share 
mllttot ludonhlp wldl S.n C..lo In this 
<hlMol 

lahlMn pursued 1 dinerentlattd product 
str•t.etY by manufKturlnc • "'pot•l~ftlU 
sUwr"' similar to Prinaln in shape and 
pecb&lnc; pursued hl&hfv MlecUYe 
dlstributtonc.h1nnets and llflet: merket; 
enjoyed Wore brand imqe end price 
positionlns, but its~ potlto dMp produd 
hid ... boon IUC<Ollful 

bl ~ 
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Opportunities, risks and bottlenecks in 
the Italian salty snack market 

Opportunities 

+ Growin1 mauket (+3.3%) with consumer behavior trendin1 j towards 1reater consumption of salty snacks favors : Prln1Jes launch; weak ovenff consumption in the pot.to i chip pn>duct c1t1gory meons 1 lot of $ on tho toblo i 

+ less consolidatlon In ah:erNtive channels allows for entry 
into thts se1ment 

+ No s4n&le exfstJnc praduct that 1ppeals to con:Aamen' needs coupled with llmhd Innovation In tho cotecorv 
1llowt Princles to flH •clear market &•P 

+ Compotltion hos not effectlvely invested in odvertisin1 
and tnde promotion to create brand awareness (ocept 
Son Corio), leovlnc space lat• wel~bRnded Potato chip 

+ Wider n1ns• of tarset market aae 1roups creates room for ""'"' e111otlvlty and options In promotion stratqlos 

Risks/Bottlenecks 

- Oiffteult to modify consumption ~bjts of pot.ntial 
consumers 

_ Bahlsen's Chipsletten, with product and packasins similar 
to Prlnales w111 relatfve)y unsucceuful in the m11rket 

- Buildlnc out distribution capabilities into oitornative 
channels wm be ••pensive and dilflcult 

If P&G can aadress the issues of unfa'Yorable consurnerC:onsum·ptfon tiab11s·and ldck1ng )a IP'> and d1•,tribut1on CdpJbil1t1es 1n Uk1 alternative chJnnPl.':i v. ht'rf' rno:-.t 11r1pui'.:ie P'lfUldSl s like ::.n1cks die rllrl.df::' there!.) tre1rll-'11dous rlldrkt t c.h lf ( 1·1rl lr of It tr) '(~ \ ll j ll t t11 11 11 l'' I le I t'l r I C't 

Reducing risks and circumventing 
bottlenecks 

Risks/Bottlenecks 

- Dlfflcult to modify consumption hobits of patontlol 
consumers 

- Bahlsen's Chip11-tt•n, with product and pocb&ins similar to Princles, wu rolotlvely unsuccessful in the market 

- 8uildin1 out distribution capabilities into alternative chonnols wlU be expensive and difficult 

- Extensive sales fore• needed to sell Into multiple channels and some 600,000 retail outlets over time 

Mitigation/Circumvention 

+ P&G should distribute Prinsle• into 11tarn1tivo chlnnels, whe .. consumers .,. most Uuly to lnitlolly consume solty 
snacks; coupllns this distribution stntto&Y with 
appn>prioto odvortislns spondlns and pnimotlonal 
compoi,ns wil lead to subsequent purchuas thn>uah 
trodltlonol channels ind slowly modify consumer 
behavior 

+ Heavy investment in odvortlsinc spend and trade 
promotion should focus on Prinsles' fllotures thlt meet consumors' needs (I.e., healthy chip, n11Hleble 
pacb&lnt. not messy to Ht, ftovorful) In order to 
diffen1ntlot1 ii ftom other pn>ducts In tho market 

+ P&G will hive to Invest In buildin1 out both Its 
distribution and soles capobiUtles In order to effectively 
ind efflcJenttv reach consltmers; morw ruean:h mav be 
n-ssory to better understand the attemotivo channels 
se1mont and to subsequently Identify spociflc toraets 
who,. soles and distribution development wiU reap the 
most rewards 

Ii ii I II 
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Agenda 

• The P&G organization 

• Pringles product line 

• Snack Market in Europe 

Pringles Italy Launch Strategy 

Product 

• Innovative Packaging 
• Multiple Sizes 
• Multiple Flavors 

Promotion 

• Target Group: Adults Ages 18-44 
• Most active 
• Purchase for children 

• Advertising campaign 
• Fun, enjoyable 

! . Clear delivery of value prop. 
--------------------~;~~~-~~~~-------------------------r··---------------------------~-:i~~-------------------------

• Alternative retail channels • Lower Initial price 
• Mass market • Build brand awareness 

• Organically led price Increase 

u: r 
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Product 
The more mature sweet snack market gives indications of what customers prefer with 
regard to snacks. Additionally, multiple sizes will be needed to penetrate various 
distribution channels effectively. 

; ~r~ductfeature ., .. Recommended , • · · ' · ~ .• ,_Raticinaie · · · · '~ .· 
Offering · 

Packaging 

Sizes 

Flavors 

•Resealable tubes 
•Distinctive graphics 
and logo . ~ ., ; .. •... -'·'' 

•single and multiple 
serving sizes 

•Original, SC&O, 
Barbeque and 

, Paprl~ , __ 

Promotion 

• Sweet snack market is dominated by 
innovative packaging and branded products; 
s~lty sna_c~ (IJ<!rk_\!~ sho.u)~ ~°.!lo~ suit, , • 

• Single serving size is fit for impulse 
purchases at alternative retail locations, 
while larger size allows for bulk purchases 
for home consumption 

•All flavors tested well; potentially launch 
limited flavors in alternative channels but 

carry ~!t~.a'.!'~!~ J!l ~a~s _m~r~.e-~ -~~~nnel 

Through a carefully crafted advertising campaign and well execute_d distribution plan, P&G 
should target Adults Ages 18 - 44. 

.zg • 
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Promotion (cont'd) 

Advertising Campaign 
Fun, Enjoyable, A Little Rebellious 

- Focus on conveying a fun product for all ages 
Clearly deliver value proposition 

Innovative, superior potato chip 
Healthier preparation 

Premium product 

Educate consumers on benefits of product category (e.g. great for parties, can be 
consumed in many different ways) 
Build off of previous ad campaigns but customize to meet unique, Italian customers. 
Cult following (similar to US) will help product command premium price points 

Placement 

Mass Market and Alternative Channels 
Alternative 

- Impulse buying 

less price sensitive leading to comfort purchasing product at premium prices 
- Potentially limited choices leading to trial of product 
- 28% of product flows through this channel 

Mass Market 

- Subsequent purchases will come through mass market channel 
- Distribution channel P&G Is most familiar with and has greatest capabilities 
- Still comprises 50% of the market 

lowest cost per product delivered 
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Price 
How does P&G reach a price af 3,190 Lire for a 200g package of Pring/es 7 

Risks/Challenges 

• 2,990 Lire was the introductory price 
in rest of W. Europe 

• Market research and sales 
projections based on 2,990 Lire 

• less attractive to customers 
• Strategy of a lower introductory price 

may set anchor preventing future 
price increases 

Potential Mitigating Factors 

)CSelling into alternative retail channels 
will allow for premium price point 

)Cconsumers will accept product as a 
premium brand in the mass market 

)C Distribute only smaller (SOg) canisters 
into alterative retail channels at 
lower per package price 

;{Introduce at a low price to gain 
market share. As brand recognition 
builds, a price increase will naturally 
follow. 

"'· 0 reach a prii:e of 3, 196 Lire, P&G must introduce Prmgles at a lower price to capture 
morket <>ha1 e cind build br.ind dw.irene» A' Pringle' ;hail' of mind build;, demand 
for PrirH',IP'i '.\di ,• 1ow rnct .1prlCP1ncrP,hfl v.111 bP 01n,,1111c 

Overall Recommendations for Pringles 
Europe 

P&G should continue to invest in Pring/es In Western Europe, with the hopes of Expanding 
into Eastern Europe as those markets mature and became wealthier. 

Market Characteristics Necessary for a "Building SOM" Strategy 
Existing potato chip market with sufficient size that Is either growing 
Enough wealth to be able to purchase premium priced potato chips 
Limited saturation of the premium potato chip market 
Sufficiently consolidated distribution channels to allow P&G to quickly distribute market wide 
Example: Portugal where Value Share relatively low and developing salty snack market 

Market Characteristics Necessary for a "Hold" Strategy 
- Deep understanding of market, limited or flattened future market growth 
- Current position Is profitable, but Increasing market share will decrease profitability 
- Product Innovation has slowed or halted with little foreseeable future progress and operational 

efficiencies have peaked 

- Example: Austria where Value Share is high (43%) 
Market Characteristics Necessary for a "Divest/Harvest• Strategy (sell division) 

- Value of division's assets are worth more than the NPV or future profits 
- Company lacks sufficient capital to fund other businesses 

•• 
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Key Managerial Takeaways 

Organizational structure is critical to determining the essence and key capabilities of a company; roles and responsibilities of groups and personnel (bones), reporting relationships (bones), systems and procedures (blood) and communication mechanisms (soul) must be carefully thought out to match corporate strategy, and consequently marketing strategy 

One of the most Important considerations when launching a product internationally Is how quickly and into how many markets the product is launched. Even when resources are seemingly plentiful, advantages gained from early entry can be easily lost through a misunderstanding of entry markets; a company must correctly distinguish between a waterfall, shotgun or cluster approach for entering Into multiple markets. 

A winning product launch strategy across several markets does not mean that It can be automatically applied when entering a market with completely unique characteristics; typically the locaVreglonal division of an international company, which understands a local market, must give special attention to the tactics that can effectively address unique cultural, governmental, geographical or economic conditions 

" 
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