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[bookmark: _Toc88727882]Section 1: Situation analysis 2000
[bookmark: _Toc88727883]Organization’s current position; Central problem related to the scenario 
The company of Procter and Gamble (P&G) initiated its project of PuR regarding selling the water purifications technologies which it named PuR sachets. Any new product which enters a competitive market may face several issues regarding the competitive landscape. The issues faced by PuR sachet of Procter and Gamble (P&G) were related to brand product introduction and the recognition of the brand’s product in the market. Procter and Gamble (P&G) faced brand product recognition difficulties. Three main problems faced by Procter and Gamble (P&G) were the threats faced by the management of Procter and Gamble (P&G) to invest in the newly launched product. The first issue faced by Procter and Gamble (P&G) was issues related to the spread of awareness about the newly launched product in the competitive market or landscape because the products were not ever being sold by Procter and Gamble (P&G). Thus promoting brand recognition, Procter and Gamble (P&G) had faced two main problems or secondary issues such as difficulty faced in promoting brand awareness and the second problem was related to convincing the customers of Procter and Gamble (P&G). The company developed product recognition by spending a high amount of investment. The main problem faced by Procter and Gamble (P&G) is difficult to meet the ideal sales volumes or sales values of a product with the invested cost of the product which results in the decision of dropping the selling of a product in the market. Although the management of Procter and Gamble (P&G) convinced people about the side effects of consuming dirty water and spread awareness about diarrhea and related problems that may arise by drinking dirty water, still there was not seen the demands of this product from customers’ side (Agostino & Loe, 2018). 
The second major problem faced by the company of Procter and Gamble (P&G) is its high investment in water purification technology and the company cannot meet the requirements of prices of products because customers were not willing to pay expensive prices regarding products. Thus, the company of Procter and Gamble (P&G) could not sell water purification technologies (Allman & Kaur, 2019). 
[bookmark: _Toc88727884]Organization’s SWOT (scenario-focused)
[bookmark: _Toc88727885]Strengths
As far as the strength of Procter and Gamble (P&G) regarding the above-mentioned scenario is concerned, various factors can be related to the strengths of Procter and Gamble's (P&G)’s product (Armstrong, 2018). Some of them are mentioned below
· The financial strategy of the company of Procter and Gamble (P&G) was fully stable and was adopted to meet the cost requirement (Bhasin, 2018)
· The company of Procter and Gamble (P&G) is stable and well established in the national and international markets and is being recognized globally. Thee for the product launched by Procter and Gamble (P&G) can gain market awareness easily. This factor relates to the major strength of Procter and Gamble (P&G). 
· The financial strength can be boosted because the company of Procter and Gamble (P&G) has a variety of products and these diversified products make the financial status of Procter and Gamble (P&G) strong in the marketplace. 
· The company of Procter and Gamble (P&G) contributes to various charity events which cis causing the philanthropic traditions that connect its customers with the company and pool of loyal customers is keep on increasing (Brian & Richardson, 2017). 
[bookmark: _Toc88727886]Weaknesses
Various weaknesses can affect the brand recognition and familiarity of Procter and Gamble (P&G) in the marketplace. Some of these factors are listed below
· The products of Procter and Gamble (P&G) are diversified and this company is selling a range of products. The diversification of brands being sold by the company can decrease the focus of management on strategic actions regarded a specific product (Cacciolatti, 2015). 
· It has been seen that the company of Procter and Gamble (P&G) is engaged in making non-effective marketing campaigns that can decrease or drain the financial growth or stability of the company in the marketplace (East, 2016). 
· The company’s venture in different countries like Pakistan, Morocco, and Guatemala is being affected because of poor market feasibility. The poor market feasibility of Procter and Gamble (P&G) in these countries is due to leas market studies. 
· The company of Procter and Gamble (P&G) is making blunders in some areas like market research and development which can result in the least adaptability of the company with the cultures and trends of localities (Farrant, 2018). 
[bookmark: _Toc88727887]Opportunities
As far as the opportunities of Procter and Gamble (P&G) regarding brand recognition and product familiarity are convened, various factors can provide opportunities to Procter and Gamble (P&G) in the marketplace. Some of the opportunities that can be availed by the company are as follow
· The company of Procter and Gamble (P&G) is continuously engaged in promoting health education programs that can attain the attraction and attention of customers regarding each launched product of Procter and Gamble (P&G) in the marketplace. 
· The market penetration of the company of Procter and Gamble (P&G) is going to increase day by day due to its joint venture with other local companies in national and international marketplaces (Farrant, 2018). 
· The company can find its place for market penetration in developing countries like Pakistan and Morocco because the upper classes of these countries are providing a ready market for the PuR sachets as people in these countries are more concerned about consuming clean and health-friendly water. 
· Increased cases of water-borne diseases caused a strong awareness in people regarding the side effects of drinking dirty water which results in an excellent opportunity for Procter and Gamble (P&G) to launch its products related to water purification (Geho, 2019). 
[bookmark: _Toc88727888]Threats
Various threats are being faced by the company of Procter and Gamble (P&G) regarding the above-mentioned scenario. Some of them are mentioned below
· Various companies are providing competitive rivalry to Procter and Gamble (P&G). Most of the companies are now coming up with creative ideas for launching products related to water purification technologies and these products are strong threats to the PuR sachets of Procter and Gamble (P&G) (Glucksman, 2017). 
· The newly entered product of any company can provide potential threats to the Procter and Gamble (P&G) as this product may have similar or identical attributes as of PuR sachets of Procter and Gamble (P&G). This similarity in attributes of products can divert the attention of Procter and Gamble's (P&G)’s customers. 
· The regulating agencies in market places are preventing Procter and Gamble (P&G) from saturating the targets or available market by introducing PuR sachets (Hines, 2012). 
[bookmark: _Toc88727889]Current actions were taken by the company with scenario 200
[bookmark: _Toc88727890]Alternative 1: 
The company should hire a suitable agency to promote marketing campaigns and should make a contract of 1 year. The company should access the market by market segmentation and demographic segmentation of customers by properly applied marketing campaigns and market research tools. 
[bookmark: _Toc88727891]Alternative 2: 
The company of P&G should trade those products which are giving high sales values and sales volumes and should omit the sales of those products which are least selling and giving least profit. 
[bookmark: _Toc88727892]Alternative 3:
The company should hire a potential marketing agency that will help P&G regarding highlighting the areas of favorable markets to invest in them.  
[bookmark: _Toc88727893]Business model canvas 
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[bookmark: _Toc88727894]Political Factors
The P&G Company targeted various areas of markets regarding the newly launched products of water purification technology and sachets. Among these targeted markets, Pakistan, Morocco, and Guatemala are highlighted to launch the products. The political environment in these countries or markets is the most favorable one. The political environment t faced by the company of P&G faced some issues in Morocco because the PuR sachets were denied by the school administration due to some concerns and testing issues of sachets. The company could not get approval from Morocco but it is succeeded in getting CDC approval in the United States (Išoraitė, 2020). 
[bookmark: _Toc88727895]Economic Factors
Various economic factors can affect the business strategies of companies or organizations. As far as the economic factors of P&G are concerned, the company of P&G had faced various issues regarding the nature of the market and the social status of potential buyers of products. Initially, the company and CDC noticed effective potential in spending PuR sachets and promoted the company to continue its investment in selling this product. At starting periods, despite the presence of already existing brands, the selling of bottled water, P&G was not getting enough benefits and cost-effective revenue regarding the sale of sachets. The company was not getting enough advantages as they expected (Uzhegova, 2018). 
[bookmark: _Toc88727896]Social Factors
There are various factors regarding the social context of the company. Most of the companies are focusing on the income status of targeted markets as well as underline conditions that promote the demands for products and services. The targeted market of P&G is households that include bottom-of-the-pyramid entities, and children. The social class of P&G was low-middle income of targeted markets. The main problem related to the social class of individuals was the unwillingness of individuals to pay for water purification sachets (Leonidou, et al., 2013). 
[bookmark: _Toc88727897]Technological Factors
This is related to the issues related to the development and trading of our sachets. The creative technology related to the water purification sachets was impacting positively on the trading of sachets. P&G has developed various approaches to market research and development that led to the management of cost and profits. P&G as investee on technology related to the trading of water purification sachets. Additionally, the packaging of PuR sachets was light and was designed to maintain the shelf life over three years. This technology led to low demand of product of sachets due to the increased or extended shelf life (Lim & Joon, 2020). 
[bookmark: _Toc88727898]Porter’s 5 forces 
[bookmark: _Toc88727899]Industrial rivalry
According to Luffman (1996), industrial rivalry is considered the most crucial and important factor of this model. The industry in the marketplace is effective in continuous change and every sector of the company in the industry wants to maintain and promote success by implementing various change models and effective business strategies. Various factors can jeopardize the success of competing companies in the industry, such as the size of the company, structure of the design of the industry, product differentiation, and classification of different rivals in the marketplace. Competitive rivalry can be identified by the attributes and 
[bookmark: _Toc88727900]Buyer power
Buyer power is related to the tendency or power of buyers in pushing the rates of products down. The size, number, and pool of buyers decide their power. Other factors such as level of information collected by buyers, presence of competitors, differentiation of competitors, and availability of identical products from competitors decide the extent r power of buyers. When there are small numbers or limited numbers of buyers, then they can dictate the sellers and can exert more power (Proctor, 2014). 
[bookmark: _Toc88727901]Supplier power
The rate or extent to which the suppliers are driving prices of products up decides the suppliers’ power. Various factors decide the strength of suppliers such as product specificity, number of input suppliers, and switching of cost. When the company is having fewer suppliers or a limited number of suppliers, then the supplier power of the company is high. The number of suppliers available is directly related to the suppliers’ power (Richard & Gilligan, 2012). 
[bookmark: _Toc88727902]Threat of substitute
Every company and organization always face threats of substitute or replacement of products with the competitors’. The level of competition among companies, product for product substitution, and needs of customers define the extent or rate of threats of substitution or replacement of products with competitors’. Substitutes are alternates or replacers of products that can lower or decrease the product's demands (Mars, 2014). 
[bookmark: _Toc88727903]The threat of new entry
The threat of new entry is always there. The threat of new entry of any company or product represents the ability and efficacy of other companies’ to replace the products of others companies that are already existing and operating. The entering and penetration of new companies are easier and these companies can easily give threats to other companies by launching similar products as already existed. There is a difference between new entrants and substitutes that will decide the threat of new entrants (Lim & Joon, 2020). 
[image: Porter&#39;s Five Forces Model (Competitive Analysis) | MBA Tutorials]
Section 2: Stakeholders & Change
Stakeholder management 600
[bookmark: _Toc88727904]P/I matrix
The matrix of power index deals with the categorization of stakeholders.  This is based on the power of stakeholders and their influence in a business project of the company.  Every successful company, at first identify and analyze its stakeholders before using the technique of power influence. One can identify the external and internal stakeholders by observing already available documentation, planning workshops, and developing business processes and procedures (Stanley, et al., 2011).  

[image: Power-interest grid]
[bookmark: _Toc88727905]Identify internal and external stakeholders
Various stakeholders of Procter & Gamble Company have impacts on promoting their roles of getting business goals and objectives. The interests of stakeholders act as the criteria and determinants of the fulfillment of companies’ goals and objectives regarding corporate social responsibility. The efforts of companies’ business stability are the main indicators of the success of a company regarding business fulfillment. The external and internal stakeholders of the company of Proctors and Gambles are as follow
1: Consumers; the management of P&G is considered as the main boss of the company.
2: Employees which can inspire and motivate the company to manage innovation and creativity.
3: Customers and suppliers that are mutually productive relationships 
4: Communities that are indicators of sustainability
5: Investors are the main regulating bodies for introducing innovation that can lead to success. 

[bookmark: _Toc88727906]Importance of stakeholders in organizational change management 
Stakeholders of the companies and organizations are the groups and other individuals that can have beneficial effects on the change management plans of the company. The ways to communicate, consult, and convey the message with the required stakeholders require proper skills and attributes.  

[bookmark: _Toc88727907]Strategic change
Various factors can relate to the strategic change of the company or organization. 
[bookmark: _Toc88727908]Identify the need for change
 Due to globalization, the business world and industry are facing various difficulties and threats that can affect the reputation and growth of a company in different ways. The main reason for the change to introduce in organizations and companies depends upon the market rend pr culture. The change or transition being implemented in the company can affect the quality of growth and productivity of the company including technology, acquisition, innovation, transition, restricting, and downsizing of the company. The increasing competition and economic conditions of customers are changing the thinking, perception, and behaviors of customers and other stakeholders of the company (Davies & Gutsche, 2016). 
[bookmark: _Toc88727909]Background of Change
One of the most important attributes of Procter & Gamble Company is that the company can well adapt to the change applied and can minimize the resistance to change. The Procter & Gamble Company is focusing on the application of change by applying ad following various models of change that would improve the performances and growth of the company. 
One of the most important change movements conducted and directed by Procter & Gamble Company is the application of Enterprise Content Management. ECM enables the company to apply and implement. This concept of ECM enables the company to apply models of content spread through different applications. The result of this ECM is the implication and integration from the back-end system into a more well-defined application of choice. This helps the company to change its stricture from irregular structures to well-defined structures of content management. This enables the company to regulate the cycle of information flow among the stakeholders. This helps the company to create, store, and regulate the flow of information that can result in trimmed costs and well-improved collaboration.   
[bookmark: _Toc88727910]Section 3: Change management 
[bookmark: _Toc88727911]Change management
Change management is defined as the systemic approach of managing the change needed to get the goals and objectives of the company. In change management, various strategies are being implemented for maintaining effective change, controlling transition, and guiding stakeholders to adapt for change. 
[bookmark: _Toc88727912]Importance of change management approach in any organization
Various factors explain the importance of change management in any company or organization. 
[bookmark: _Toc88727913]External factors
Globalization and rapid development in developing counties around the world act as the external factors that promote the companies to adopt change management. When the companies ignore the external factors, the companies can jeopardize their success in the competitive landscape.
Let’s tale an example of poor change management of Nokia, Nokia at once was the biggest mobile selling company but due to poor management of change, the company did not adopt the change management protocols that led to big fail of the company. It can be said that change management is the essential factor for any company to gain market reputation and success. 
[bookmark: _Toc88727914]Making ideas succeed
Many companies are implementing creative and innovative ideas and with the help of change management, these ideas are being succeeded. Change managers of the companies and organizations are making sure that the workers pr employees can adapt to the change and guide them to minimize resistance to change.  It is concluded that change management leads to the proper implementation of innovation and creative ideas. 
[bookmark: _Toc88727915]Enabling cross-functional changes
· Every functional unit of an organization needs change management to best adapt to the internal environment of the company. 
· Change management plan in every functional unit of the company aligns the change plan with the overall business strategy. 
· Almost every functional unit within a modern organization relies on change management to enable it to
· It can improve the internal and external services of the company.
· A change management plan can resolve issues. 
[bookmark: _Toc88727916]Decreasing resistance to a change initiative
With the help of change management plans, the change managers of the company can decrease the resistance of people to the change applied. Most of the time, staff members and employees resist any change applied, therefore with the help of change management plans, this resistance can be minimized. 
[bookmark: _Toc88727917]Improving performance and productivity
A change management plan can improve productivity and performance of the company by introducing change or transition in the companies or organization by following the market trends and culture. The change management plans improve and promote innovation and creativity among employees and staff members (Leonidou, et al., 2013). 
[bookmark: _Toc88727918]Change curve model
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[bookmark: _Toc88727919]Stage 1: Communicate effectively or clearly
At this stage, the reaction of people regarding change might be shocking and they may face resistance to change applied. People at an organization or any institute need some time to manage and adapt to the change pr transition. At this stage, the change managers are needed to communicate effectively or clearly so that people can get value able information about change or transition applied.  It should be ensured that people are well familiar with the ways to gain value able information about change management and should know the ways and sources from which they can get information (Išoraitė, 2020). 
[bookmark: _Toc88727920]Stage 2: Listen and Observe
At this stage, people begin to react regarding the change in a company or organization; they may show angriness, fear, and resentment. People may resist the change in different ways, either passively or actively. This stage is the true danger zone for any organization and needs to manage effectively to avoid crisis and potential damage to the company. At this stage, the change managers should listen effectively to the people regarding their concerns (Armstrong, 2018). 
[bookmark: _Toc88727921]Stage 3 Action: Training and Opportunities
If change managers or management of the company can deal with this stage, then the company can come out from the danger zone. When an organization can manage stage three, then it is sure that it can get success. When the acceptance of people grows, it will allow the change managers to apply further important transitions or changes that may help the adaptability of people regarding the concerns of change. At this stage, the change managers should consult with the training development ad managers to provide training and learning opportunities to the workers or employees so that they can be better adapted with that change. 
[bookmark: _Toc88727922]Stage 4 Action: Celebrate and Share in Success
This is the ideal stage of any organization regarding change or transition. At this stage, the team and staff members start to become more productive and efficient to adapt to the change applied.  At this stage, people can enjoy success and can share their ideas for the betterment of the company or organization (Davies & Gutsche, 2016). 
[bookmark: _Toc88727923]Consider using 8 step change plan; Models of Implementation
The company of P&G is making the IT aspects the core innovation with its core business strategy and focus on implementing this in the company, especially in the UK. This part of the report will discuss the change model proposed by Kotter (1996). Kotter’s 8 step model is discussed below
[bookmark: _Toc88727924]Establishing a sense of emergency
Any company or organization needs to overcome complacency. This can be managed by introducing or establishing the need or urgency of change. The current change management of P&G regarding Information Technology has resulted in several issues and threats which include inefficacy and duplication. Therefore, it is needed to introduce a new IT platform that will assist the organization in managing new business applications and protocols. Thereforee it can be concluded that the establishment of change urgency is needed at this stage. 
[bookmark: _Toc88727925]Formulating Guiding coalition
The team which is effective in the company regarding change implications should be highly active, trustworthy, have a high composition of power and efficacy, and should have shared objectives and goals.  In the case of P&G, the instructed coalition will be provided by the headquarters of P&G; in Passer in the United Kingdom. At this stage, the company of P&G will transform its global strategy thinkers to aggressive and potential entrepreneurial passion by influencing IT skills (Brian & Richardson, 2017). 
[bookmark: _Toc88727926]Developing a vision and strategy 
This includes the provision of clear steps and guidance to the people at the company or organization of P&G. The company has the aim of focussing on the ways to promote the products in the market. For this purpose, the P&G Company needs to implement entrepreneurial thinkers to promote or establish innovative ideas regarding improvements of current selling products as well as services which would be provided in near future.  
[bookmark: _Toc88727927]Communicating the change vision
For any level of change management, it is needed to communicate with the people and to develop a proper understanding regarding transition or change. The real contributors for introducing understanding and communication are the members of the company’s enterprise architecture department of P&G. To get the ideal sale of products for 100% buy-in, it is necessary to introduce plenty of innovative ideas from the top-ranked IT providers of the company. This will lead to a 10 to 15% change in job roles and duties of workers. There is needed a clear downwards communication among superior members and with the staff members. Communication and proper understanding should e provided to guide the change in job roles and responsibilities of individuals at the workplace. Horizontal communication refers to the communication of messages among staff members or colleagues. 
[bookmark: _Toc88727928]Empowering employees
This stage focuses on removing obstacles and barriers regarding communication to address change implementation and management. At this stage, the change managers promote the activities of employees and involve them in making strategic decisions for the company. This will result in empowering employees that will boost the confidence and motivation of employees to provide their best services (Davies & Gutsche, 2016). 
[bookmark: _Toc88727929]Promoting short terms wins
It is important to introduce short-term wins when any change or transition is being implemented in the company or workplace. This short-term wins strategy will promote a sense of encouragement and motivation among employees and workers and they can engage themselves to adapt to change applied. 
[bookmark: _Toc88727930] Consolidate gains and promote more change
By introducing short-term wins, the company can motivate individuals to work for international change to gain the objectives and goals. Those companies which have having geographically dispersed business units can best apply the strategy of short-term wins.  This strategy of short-term wins can promote to do more global or international scale (Cacciolatti, 2015). 
[bookmark: _Toc88727931]Enroot and anchor the change or new culture 
It is important to apply the change and anchor the newly introduced culture in the company to minimize the resistance of people regarding the change. 
[bookmark: _Toc88727932]Issues related to strategic change in the organization
Various issues can be faced by the company by implementing change in the company and organization. Some of them are mentioned below
· Employee resistance regarding change applied
· [bookmark: _Toc88727933]Communication issues resulted from a lack of proper understanding and guidance provided by change managers and other regulating bodies of companies. Communication issues may also be developed by limited or lack of channels of communication. 
· Issus related to implementing any change or new technology in the context of the company or organization. 
[bookmark: _Toc88727934]Importance of organization design in change
It should be noted that potential and effective organizational structure or design helps any company to promote productivity and efficacy. The organizational design and structure can result in promoting more productivity and creativity. The overall business organization's design and structure must have collaborated with the proposed business strategy. The business design and structure must have complied with the environment and workplace (Allman & Kaur, 2019). 
[bookmark: _Toc88727935]Leadership style
Various leadership styles can be adopted by the company to lead strategic decisions and actions. Some of them are mentioned below
[bookmark: _Toc88727936]Autocratic leadership style
Some leaders of companies or organizations are using the Autocratic leadership styles in which they usually used the phrase “Do as I say”. The autocratic leader of any company thinks that he is the only best and smartest person and he does not need suggestions from other members. This type of leadership must be avoided by the companies. The autocratic leadership used the approach of command and control (Bhasin, 2018). 
[bookmark: _Toc88727937]Democratic leadership style
The most commonly used phrase of democratic leaders is “How do you see it?”. These leaders mostly share information and ideas with the employees and also encourage the involvement and participation of employees towards providing creative ideas. Most of the successful companies are3 using this approach of leading styles. The P&G Company is also motivating leaders to adopt this style to engage the employees to participate in making strategic decisions (Lim & Joon, 2020). 
[bookmark: _Toc88727938]Section 4: Change management & organization
[bookmark: _Toc88727939]Organizational Structure / Design; OD Cube Model
Organization Development interventions are coming with the degree of changes and sizes but the distinguishing of this from other experiences is planned with the aims of improving the effectiveness and potential benefits of the company. 
An intervention is a change that can be adopted by the company r organization to adopt the change process. The interventions apply for the company’s entry into international markets into the ongoing structure or system to aim to introduce the change. Successful companies and organizations are introducing organizational development to formulate proposed structural plans in an existing organizational context (Lim & Joon, 2020). 
An Organization Development Intervention requires the organizational development practitioners to introduce proper development to develop a structure, team, department and functions f the organizational system. Regardless of the size of the company and organization, the intervention should disturb the initiating start-up of change and arrange the participants to improve the level of efficacy and performance. The organizational development practitioners should require various skills and attributes of knowledge that depend upon the complexity of change or intervention. It is recommended that the organizational development practitioners should build the intervention of change around models of three cube intervention (Cacciolatti, 2015). 
[bookmark: _Toc88727940]The OD (Organizational Development) cube Model 
The OD cube model proposed by Schmuck and Miles (1976) aid organizational development practitioners to focus on the three correlated or interacting dimensions that should be considered in the change or intervention phase. There are three stages or phases of the OD cube model mentioned below
· The identified or diagnosed problem
· Focus on attention
· Mode of change and intervention
[bookmark: _Toc88727941]Role of culture in organizational learning
A learning culture is a collection of the organization including values, traditions, practices, and processes. These conventions of the company motivate its employees and individuals to encourage the development of knowledge ad competency of the organization. Any organization which adapts its structure with the involvement of learning culture motivates continuous and effective learning and has a belief in the influence and impact of the system on change management (Datta, 2017). 
[bookmark: _Toc88727942]The Advantages of a Learning Culture
There are various advantages of using cultivate learning culture in any company and organization. Some of the advantages of the learning culture are mentioned below
· The learning culture of the company improves the efficiency and performance of the company and encourages productivity and performance. 
· The learning culture can satisfy the customers of the company and decrease the company’s turnover
· Adaptation of learning culture can improve the mindset of employees. 
· The organization and company’s learning culture can develop and implement a sense of true ownership and accountability.
· The approaches of change management and learning culture can improve the steps of change or transition being applied in any company or organization (Armstrong, 2018).
· It can increase the ability and efficacy of individuals or workers to adapt to the change and encourage them to minimize the resistance regarding the change. 
· There is needed a clear downwards communication among superior members and with the staff members. Communication and proper understanding should e provided to guide the change in job roles and responsibilities of individuals at the workplace. Horizontal communication refers to the communication of messages among staff members or colleagues (Armstrong, 2018). 

[bookmark: _Toc88727943]Section 5: Reflection
[bookmark: _Toc88727944]Insights based on the identified problem/scenario
Procter and Gamble (P&G) faced brand product recognition difficulties. Three main problems faced by Procter and Gamble (P&G) were the threats faced by the management of Procter and Gamble (P&G) to invest in the newly launched product. The first issue faced by Procter and Gamble (P&G) was issues related to the spread of awareness about the newly launched product in the competitive market or landscape because the products were not ever being sold by Procter and Gamble (P&G). Thus promoting brand recognition, Procter and Gamble (P&G) had faced two main problems or secondary issues such as difficulty faced in promoting brand awareness and the second problem was related to convincing the customers of Procter and Gamble (P&G).
· Organizational prospective
The organization is now planning to formulate the marketing campaigns by proper research tools and channels. The company plan to hire a suitable agency to promote marketing campaigns and should make a contract of 1 year. The company planned to access the market by market segmentation and demographic segmentation of customers by a properly applied marketing campaigns and market research tools. The company of P&G started to trade those products which are giving high sales values and sales volumes and should omit the sales of those products which are least selling and giving least profit. The company hired a potential marketing agency that will help P&G regarding highlighting the areas of favorable markets to invest in them.  
The areas of improvement include highlighting the different sources of authenticated and trustworthy websites or journals from which reliable data can be gathered. The systemic review and literature review should be done regarding the concerned scenario and context. 
· Current knowledge?
The current knowledge was about the various tools used for market research and analysis such as PEST, SWOT, and Porter's five forces.
· New learning?
I have learned new business models of change management and have applied regarding the context of study and rationale of the study is being satisfied with proper understanding and knowledge. 
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