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Executive Summary
Based on relevant theories and research results, this paper defines the concept of localization strategy of multinational corporations. And introduced the world daily chemical giant Procter & Gamble Company ' s hundred years course, management characteristics and the basic situation of development in China. The SWOT framework is used to analyze the localization of Procter & Gamble in China. Through the analysis of Procter & Gamble ' s operating performance in China, the successful experience and failure lessons are summarized. Finally, it provides reference and inspiration for the localization of Chinese multinational enterprises overseas.

Introduction
Since 1837, Procter & Gamble began its legendary life. It has been developed for 183 years. It is one of the world 's longest-established and oldest enterprises. It has become one of the world 's largest recognized FMCG producers. Procter & Gamble has a wide range of business in the world. Its branches cover more than 70 countries and regions, and its brand services benefit 5 billion consumers in more than 180 countries. At the beginning of its establishment, Procter & Gamble determined the corporate purpose of ' taking consumers as the center, getting close to and beautifying consumers ' lives ', and won the trust and recognition of consumers around the world.
In 1988, Procter & Gamble signed a joint venture agreement with the 'Jiehua' brand manufacturer in Guangzhou, formally established a partnership and established Guangzhou Procter & Gamble Co., Ltd. In 1991, Procter & Gamble rely on small bags of Haifeisi shampoo knocked on the door of China 's red, and then based on the observation of China 's market environment and consumer demand, continue to introduce from abroad to Piaorou, Christie 's, Yulan oil, eliminating more than 20 high-quality brands, while a series of localization strategies oriented to Chinese consumers have achieved unprecedented success in China. For more than 30 years, Procter & Gamble has set up many branches and sales agencies in more than a dozen large regions of China, with 8,000 employees in China. Nowadays, the Greater China region has become the second largest market for P & G Group and has made great contributions to its performance.



Main Findings
1. Analysis of P&G's internal environment
Michael put forward the value chain theory, he believes that the enterprise to create value is a dynamic process throughout all business activities. Multinational enterprises will expand their competitive advantages through the entire global production chain. Therefore, this value chain includes but not limited to the supply of raw materials, product development and production of upstream links, including channel sales, advertising, after-sales management and other downstream links.
There are obvious links between the links of the value chain, which can be divided into two categories : basic and auxiliary activities. The former mainly involves the internal and external logistics, sales, production, service and other links of the enterprise, while the latter mainly includes procurement, R&D, human management and so on. Michael points out that institutional, economic and management obstacles are the problems that transnational corporations must solve when they carry out localization strategies in other countries. These obstacles are the natural barrier for local enterprises to protect themselves. For multinational enterprises, through the value chain theory, can overcome these obstacles, let oneself also into local enterprises, multinational enterprises in the host country's competitive advantage.
Since there is no strict and unified framework for localization strategy in academia, this paper refers to a large number of relevant literature. Combined with the localization strategy implemented by Procter & Gamble, this paper analyzes the specific measures implemented in China from eight aspects : product, brand, price, channel, promotion, human resources, R & D and social responsibility. Among them, product, brand, price, channel and promotion belong to marketing localization, which is a localization strategy that consumers can perceive. As an index to measure consumers ' recognition of Procter & Gamble 's localization strategy, consumers cannot directly understand the localization strategy of human resources, R & D and social responsibility of multinational enterprises in the local market. Therefore, only the case part is analyzed.

(1) Product localization strategy
a. Perfect product market research 
For P&G to successfully enter a foreign market, market research is a must. It is also essential to unlocking the Chinese market. Procter & Gamble spent a significant amount of time conducting research in mainland China in the middle of the 1980s. In China, Procter & Gamble has an effective and efficient method for doing market research. From the early sample distribution, visits, seminars, questionnaires, and other approaches to the present big data analysis, Procter & Gamble's market researchers continue to engage ordinary people's lives, connect with customers in detail, learn consumers' tastes and habits, completely comprehend consumers, and strive for every market choice, the development and upgrading of each product are based on comprehensive and thorough research. In the meantime time, a sizable database is set up to provide immediate insight into and analysis of shifts in consumer demand through surveys, as well as input on opinions to marketing, manufacturing, R&D, and other departments, allowing for quick strategy adjustments and true customer movement.
b. Localization of product design
A R&D center was set up in Beijing by Procter & Gamble, which is responsible for the localization of imported products. In view of the fact that Chinese people do not attach importance to oral health and advocate the curative effect of Chinese herbal medicine, salt and tea on teeth, Procter & Gamble toothpaste with white salt, refreshing tea and natural medicinal plant. According to the different hair quality of Chinese consumers, adjusted the main chip removal function of the sea fly silk ingredients, and from 400ml large packaging into 5ml small bags ; at the same time, it is specially designed for China 's low-end market to launch a family care series with more fragrant smell, stronger oil removal ability and less hair care components.
With the change of domestic consumer demand, the Chinese market is no longer ' the introduction of products, but has become an output standards. At the beginning, Procter & Gamble introduced excellent technologies and products from other markets according to China's public needs. Now, it is more aimed at the characteristics of local consumers, according to stricter standards, designing new packaging, efficacy, and formulation to tailor new products with distinctive Chinese characteristics, and exporting these new products representing Chinese aesthetics to other countries.
c. Localization of product market positioning.
P&G reached a historic high in 2012 with worldwide sales of more than $83.7 billion. Procter & Gamble, however, was forced to leave the altar in the years that followed due to issues with brand confusion and the popularisation of its products. Sales in the Chinese market likewise decreased year over year as the performance of the worldwide market remained dismal. Procter & Gamble announced the "slimming" strategy in 2014 to eliminate approximately 30% of the group's brands in an effort to resolve this conundrum.
In 2016, P&G started to understand the demands of the younger generation of customers, actively promoted high-end items, improved product packing boxes and retail network design, effectively took market share in China for high-end goods, and successfully started along the transformational path. P&G sells about 40% of high-end goods in China, including the SK-II series, Shaxuan Magic Shine series, Panting high-end luxury series, OLAY calm youth series, etc. For instance, OLAY has replaced the Chinese moniker "magnolia oil" in advertising, and the product range, logo, and packaging are now more diverse, youthful, and modern. According to the 2017 financial report, Procter & Gamble concentrated on its core brand and introduced a number of high-end items, which led to a roughly 90% increase in sales for the company in the Chinese market.

(2) Brand Localization Strategy
a. Naming appropriate, fit the market positioning, contains Chinese characteristics
Procter & Gamble each introduced into the Chinese market brand name is very Chinese style characteristics, and perfect fit the brand 's market positioning, its naming can not only catch the attention of consumers, deepen the customer 's memory and impression, but also allows customers to subdivide product efficiency and understand the characteristics of the product, to the brand to bring a stronger affinity, easier to promote and publicize. For example, 'Haifeisi' reminiscent of the hair with the fresh and cool sea breeze blowing casually, in line with the issue specifically for desquamation brand image; 'Piaorou' reminiscent of a slippery smooth neighbor girl, its function is aimed at dry hair manic, the main soft features.
b. Multi-brand strategy
Procter & Gamble is one of the world's leading producers of consumer goods, has a very good multi-brand systematic management system, the company's name ' Procter & Gamble ' has not become a trademark of any of its brands. This is because Procter & Gamble distinguishes different brands type of products into different brands according to different functions and market positioning. On the premise of maintaining the core value of a unified brand, it creates an independent and diversified brand image, and each brand has a special brand manager to plan and operate carefully.

(3) Price localization strategy
Through research, Procter & Gamble found that Chinese people love face and pay great attention to their external image. Therefore, they chose to position themselves in the high-value and high-quality hair care products to open the Chinese market. In the late 1990 s, due to the impact of the financial crisis, China 's economy and domestic demand began to decline, which led to a decline in P & G sales compared with other similar products. At this time Procter & Gamble is not only faced with Unilever, Gao Lujie and other strong rivals of the old competition, but also actively respond to the challenges of the rise of China 's domestic chemical brands.
Procter & Gamble started using the strategy of low price competition in 2002 in an effort to improve this predicament. They flexible modified the pricing. In order to achieve the goal of lowering the price and bringing the pricing of its goods more in line with the current level of customers, it tightly controlled the cost by enhancing the collaboration with local suppliers in China and expanding the usage of local raw materials. With the shifting nature of the Chinese market, P&G's expansion in small and medium-sized cities and rural areas has been bolstered. The strategy's reaction to pricing changes has also effectively achieved channel sinking, deeper the original modern market share, covered more traditional markets, and restored the Chinese market's dominance.

(4) Channel localization strategy
Procter & Gamble has been committed to serving consumers, and sales channels are the bridge between enterprises and consumers. Procter & Gamble has witnessed the rapid development of the Chinese market since the reform and opening up. Its distribution channels have also been continuously adjusted according to the changes in consumer shopping habits and the development of the domestic retail market. It has experienced four stages of development in the localization process :
1988-1991, old distribution channels. The traditional 'push' relationship with dealers has helped Procter & Gamble harvest a large number of orders large number of orders and initially opened the Chinese market. At the same time, there are also problems such as the inability to make timely repayments, small market coverage and difficulty in strictly controlling channel management.
1992-1999, new distribution channels. Procter & Gamble has tried to transform its sales team, trained a large number of excellent marketing personnel, participated in the whole process of goods from factory to consumption, formulated detailed sales plan, performance evaluation and so on. At the same time, the distribution network of the retail market has been re-planned, and the number of dealers it cooperates with has reached more than 300, covering most of the country.
2000-2009, retail channels. 'Wal-Mart', 'Carrefour', ' Medron' and other large foreign retail supermarkets have successively logged on the Chinese market, as well as the rise of China 's rural ' Hao You Duo ' and other chain stores. Based on the sensitive sense of the market, Procter & Gamble began to implement the ' Procter & Gamble Distributor 2005 Program ', and turned its attention to the ' Thousands of Villages and Thousands of Townships Market Project ' organized by the Ministry of Commerce.
Since 2010, e-commerce channels. With the continuous popularization of the Internet, China 's e-commerce development, Procter & Gamble began to use Taobao, Jingdong, Xiaohongshu, Netease koala and other e-commerce channels to sell their products.

2. Analysis of P&G's external environment
PEST analysis refers to the analysis of the macro environment, P is political, E is economic, S is social and T is technology. When analysing the context of an enterprise group, it is usually these four factors that are used to analyse the situation faced by the enterprise group. Therefore PEST model will be used in analysing the external environment of P&G

(1) Political and legal environment 
a. The development of a new socialist rural area creates commercial chances for the everyday chemical sector.
b. The 11th Five-Year Plan suggests developing the light industry, which includes the manufacturing of everyday chemicals.

c. On April 1, the consumption tax on items for skin care and hair care was eliminated, and the consumption tax on high-end skin care items was increased from 8% to 10%.
d. To control the everyday chemical business, the State has consistently passed rules and regulations.
e. Additional industrial policies.
The fact that China is currently constructing a new socialist countryside where people's living standards have significantly increased presents Procter & Gamble with unquestionably a big commercial potential. This is a marketing opportunity for a variety of companies. There are more prospective customers in China because it is a vast country with a sizable population, much of which is made up of farmers. P&G is now able to sell its products in rural areas because to the development of the new countryside. Additionally, the Ministry of Finance's elimination of the consumption tax on skin care and hair care goods and the Ministry of Finance's increase in the consumption tax rate on high-quality skin care products have enhanced consumer excitement for P&G products, giving P&G products a competitive edge in the Chinese market and creating a favourable political climate for P&G's expansion in China.

(2) Economic environment
The potential for the everyday chemical market demand is enormous given China's enormous population and the country's population's rapid rise in consumption levels.
b. Over the previous 20 years, the yearly sales of cosmetics in China have increased significantly at a pace of 23.8% on average.
c. China's logistics are not satisfactory.
d. China's use of information technology is still somewhat limited.
d. The increase in raw material prices.
f. How the financial crisis has affected the everyday chemical sector.
First off, since China's reform and opening up, its economy, technology, etc., have developed quickly to the point where China has witnessed fast economic growth. Rising earnings and the optimization of the economic environment have also boosted people's desire for consumer goods. Secondly, the rapid development of information technology in China and information technology has strengthened the core competencies of P&G's business. Information technology is used to monitor retailers' sales in real time and to achieve data statistics on inventory and cash flow. The notion of life and how people consume, which has been supplanted by contemporary consumption concepts, is yet another important issue impacting P&G's sales in China. Nowadays, purchasing is more of a spiritual or cultural endeavour than it is about satisfying simple consumer requirements. P&G's products are multi-branded, which satisfies consumer need for novelty. Finally, the migration of the people has had a significant influence on the creation of P&G goods. Significant changes in consumption structure and levels have resulted from population gathering in cities, population movement there, China's continuous urbanisation expansion, and an increase in the proportion of the people living in cities.

(3) Social environment
a.Affecting energy, environmental protection, and other factors.
b. The structure of everyday chemical products used in China will shift from mass consumption to individualised consumption.
c. The everyday chemical market in China will shift from being primarily urban to being urban and rural.
d. P&G Public Welfare enjoys a positive brand reputation in China.
Chinese company managers and operators are paying more attention to the effects and limitations that the cultural environment has on their ability to do business. The everyday chemical market in China will become more urban and rural as the new socialist countryside develops, replacing it with a predominantly urban market. Additionally, the usage of everyday chemical items is shifting from mass consumption to individual consumption. There is still more space for P&G to grow in this regard, as the company's goods are continually evolving to suit changing customer demands. Additionally, P&G enjoys a positive corporate reputation in China and has become a market leader in home chemicals thanks to its emphasis on both material and spiritual culture.

(4)Technological environment
Technology is a product of the goal of sustainable development, and P&G has developed new products as a result of environmental preservation and energy saving that may boost revenue and profits.
For an enterprise, it should pay attention to the technological development trends of its industry and the technological development and new product development trends of competitors. The quest of sustainable development is the origin of technical innovation, and the current trend of environmental preservation and energy conservation has also encouraged P&G to carry out technological innovation. These innovations not only increased profits for P&G, but also improved its brand image.

(5) Competitor analysis 
Competitor analysis refers to the production and operation of the same type of products and services in the same target market, which is a key research part of the external environment. In the writing process of this section, the data collection of competitors mainly comes from the company 's financial statements, annual reports, literature, official websites, etc., from the basic situation of competitors, industry status, competitive means, the advantages of several angles to analyze. According to the statistics of Euromonitor International, a strategic market information provider, in 2017, P & G, Unilever and L 'Oreal ranked the top three in the market share of washing and hair care enterprises in China, with a total market share of 36.1 %, 26.6 % and 13.5 %, respectively.
a. Unilever
Unilever was founded in 1929 and officially entered the Chinese market in 1986.In 1999, it established eight production factories in Chengdu, Anhui and Tianjin, three factories involved in daily chemical production, and established scientific research and production bases in Shanghai and Hefei respectively. At present, the brands that are widely trusted by Chinese consumers are Aomiao, Lishi, Duofen, and Luxue ice cream. The main hair care brands are Qingyang, Weina, Duofen, Lishi, Xiashilian. 
In 2017, China 's market sales were about 16 billion yuan, with 23 brands in China. Domestic market daily shampoo and hair care products ranked second, with a market share of 26.6 %. Unilever washing and care business has always been committed to the market dominated by local stars. In terms of brand promotion, it has always pursued the expansion of the international market as the standard, and adhered to the national brand and national brand. Enlarge the international brand strategy and brand effect. Unilever takes consumers as the core. Through the continuous development of scientific research and technology, it changes consumers ' daily living habits, conveys the concept of having a happy life, and provides high-quality products, which are deeply loved by consumers.
b. L 'Oréal 
L 'Oréal was founded in 1909 and officially entered China in 1997. A Chinese team dedicated to expanding the mainland market was formally established in Hong Kong.L 'Oréal established the image of counters in Guangzhou, Beijing, Shanghai and other places. It has well-known brands such as Paris L 'Oreal, Beauty Springs, Maybelline, Lancome, Helena, Carnier, L 'Oreal professional hairdressing, and Skin Springs.Its main professional hairdressing brands are L 'Oreal professional hairdressing, Meiqisi and Kashi, which occupy the low-end, middle-end and high-end hair care business markets respectively. 
In 2017, L 'Oreal 's market sales in China were about 1.5 billion yuan, with 34 brands in China and 498 registered patents. L 'Oreal China has covering skin care, makeup, men, hair care, hair dye, perfume, makeup, body care, beauty equipment, accounting for about 13.5 % of the market share of the hair care industry in 2017. With more than 100 million consumers in China, L 'Oreal brings at least one new product every day and will continue to lead innovation breakthroughs, with e-commerce sales ranking third in the Chinese shampoo and hair care industry. Take the lead in grasping the heyday of consumption upgrading and makeup trends, and consolidate the industry 's leading position. The grade effect is reflected in the continuous acceleration of the growth of the public hair care department and further consolidates the brand portfolio that consumers dream of. To meet consumer demand for health and safety, the Professional Hair Care Products division continually upgrades its business model and strengthens the market image and position of hair dye and luxury care professionals. 
L 'Oreal Laundry 's pyramidal brand structure provides different levels of brand products for different consumers Tower is the main high-end brand Kashi, mainly to meet the consumption needs of high-end crowd. Tower for the middle-end brand Mickey silk, this part of the product price is moderate, the brand is more close to the people. The lowest end of the pyramid is the relatively low price, mainly for the mass market of L 'Oreal professional hairdressing, price lower than L 'Oreal professional hairdressing several grades.



Conclusion
In practice, this strategy is manifested as the measures taken by multinational corporations to integrate product production, marketing, organizational structure, human resources and other links into the local economy. Based on the theory of international direct investment and strategic management theory, this paper analyzes the importance of multinational companies to adopt this strategy, that is, to obtain resource, form a unique advantage, reduce operating costs and expand profits.
Based on the theory of localization of multinational corporations and combined with the localization strategy of Procter & Gamble in China, this paper deeply analyzes a series of strategic changes of Procter & Gamble in China market environment, customs, human geography-oriented since entering China. And through the analysis of external competitors, to illustrate some problems of P & G company.

Recommendations
1. SWOT analysis and possible strategic choice
SWOT analysis is a well-known method of thoroughly examining both the internal and external environment. S stands for Strength, W for Weakness, O for Opportunity, and T for Threat. Enterprises may clearly comprehend the possibilities and challenges presented by the external environment, the benefits and drawbacks of the internal environment, and determine the direction most conducive to the development of their businesses through SWOT analysis. When the four quadrants of the SWOT matrix are combined, the pertinent strategic combinations of SO advantages and opportunities, WO disadvantages and opportunities, ST advantages and threats, and WT disadvantages and threats are achieved.
(1) SO tactic: The expansion of the population and level of consumption, as well as changes in consumer psychology, have all contributed to a progressive rise in purchasing power. The business speeds up the creation of new goods, their introduction, and their rate of improvement by utilizing the benefits of its current manufacturing and R & D capabilities. Market segmentation should be strengthened, increased, and product penetration should be expanded. Establish and enhance the distribution channels, fully utilize the network, including the use of both online and offline platforms, aggressively investigate network marketing, expand the number of consumers, satisfy the demands of the general public, and boost customer loyalty. 
(2) WO strategy: the establishment of an assessment system that is appropriate for the enterprise's stage of development, Increase the system's core competitiveness, lower the system's staff turnover rate, raise the localization management level, bring in senior management talent, and strive to reform the talent training approach that exclusively chooses talent from inside. Consider the use of brand product line extensions to create a clear competitive strategy to keep up with China's quick development pace, preserve a sensitive market reaction, hasten the upgrading of high-end items, and improve network marketing skills.
(3) ST strategy: The firm confronts more competitive pressure and challenges as a result of the low entrance and exit threshold in the washing and hair care market. The primary danger comes from the ongoing influx of new competitors, the tightening of the industry's borders, and the escalating rivalry within the same sector, all of which are contributing to the loss in the shampoo market's profit margin. In this climate, it is essential to frequently assess competitors and comprehend the most recent state of affairs of significant rivals, particularly the most recent developments in new product development. In order to accomplish focused marketing and centralized promotion and avoid engaging in violent rivalry, it is also vital to study the pricing strategy and product cost structure of rivals. 
(4) WT strategy: There are still glaring gaps in P & G's development of the hair care industry in China even after the company's recent structural adjustments. The corporation implements suitable confidentiality measures to prevent the leakage of newly created goods and carefully regulate the leakage of patents and technology in light of the market's increasingly harsh rivalry and rivals' increased competitive power. Improve the administration of talent selection, promotion, and appointment; experiment with novel methods of hiring; foster employee loyalty; and lessen the short-term effects of staff turnover on businesses. Low-quality brand items will be separated at the same time as clear brand positioning to provide customers a clear product awareness.

2. Company strategic intent and purpose
Combined with the internal and external environment analysis of P & G China shampoo and hair care business, while reducing internal disadvantages, avoiding the threat of external environment, combined with the company's strategic direction, the strategic vision, mission and core values of P&G China shampoo and hair care business are formulated. The strategic purpose of the company is set to : reverse the decline trend of Procter & Gamble China shampoo business, adjust and improve the specific reasons for the decline, and ultimately achieve long-term sustainable development of shampoo business. 
(1) Vision and Mission 
Vision : Develop your leadership skills to become a firm that is known for offering premium shampoo and hair care goods and services in the shampoo and hair care market.
Mission: Strive to be the leader in the world for shampoo and hair care, and aggressively develop a new concept of shampoo and hair care, research and development to lead the industry trends and trends of technology, and new products to satisfy the enormous consumer demand for shampoo and hair care, with innovation and brand power to serve customers, promote good effect, and offer knowledge to the growth of the industry.
(2) Core values
Core values : innovative, professional, reliable, honest. To innovate their brand, their products, and their services, Procter & Gamble China is in the hair care business. Clearly comprehend the job at hand, and focus resources on putting leadership ideas into practise and achieving objectives Assume responsibility for your job, accomplish your goals, and satisfy your employer's business demands while putting the company's long-term interests first. Honesty, forthrightness, adherence to the word and spirit of the law, adherence to the facts as the foundation, accurate risk calculation, and awareness of risk. Do the best possible vital things, don't be content with the status quo, keep looking for breakthroughs, and show a great desire to develop yourself in order to dominate the market. Respect your coworkers, clients, and customers. Have faith in each other's competence and intentions.

3. Competitive market positioning
Competitive market selection is the basis of strategy formulation, which is the direction planning based on the company 's vision and mission, including market segmentation and target market positioning. 
(1) Market segmentation 
Procter & Gamble China shampooing business product market has three grades, respectively, high-end, mid-range and low-end, each block constitutes a sub-market, different sub-markets have different needs, by different consumer attitudes, resources, purchase behavior.
(2) Market positioning
In order to enable target clients accurately comprehend and understand the business, market positioning is the act of indicating the corporate brand image and product value. The market is being developed based on the segmentation of hair care products. The modernization of consumption and the shift in distribution channels encourage the brand to focus on the investigation and development of efficacy. We can only create opportunity for improvement by precisely positioning consumer demand. Product & General The hair care industry has expanded into China, and the youth demographic is the company's main target market. Young people possess the psychological traits of seeking brands, being inquisitive and inventive, self-focused, overconsuming, and like advertising. They also manufacture goods that cater to their consumption demands. People who choose to pay attention to personal image and life taste are more likely to accept new things, with higher income levels and lower price sensitivity. By adopting a centralized marketing strategy, we regard the fashion family with higher income level and pursuit of quality as the initial target customers of P & G China.

4. Choice of Competitive Strategy
The benefits of resource integration, human finance, brand management, constant innovation, and strong marketing and marketing capabilities allow Procter & Gamble China's hair care company to thrive in the face of the complicated and shifting market competition environment. The internal and external environments are both favourable for implementing a low-cost, distinctive combination approach.
(1) The construction of competitive advantage
Competitive advantage is the enterprise superior to peer competition outstanding profitability, competitive advantage as the enterprise rely on unique technology, resource capacity, provide quality products and services as the foundation, in the competition with peer enterprises show an advantage. Through analysis, the main competitive advantage of Procter & Gamble China shampoo and hair care business lies in resource integration, brand management, research and development innovation, as well as the improvement of marketing network, research and development innovation ability, brand management ability, quality management improvement degree and cost control ability in the key success factors of the industry. The competitive advantage is constructed from five aspects : the expansion of new and old customers, the research and development of new products, the joint force of new and old channels, the dissemination of new brands, and the provision of more professional services.
(2) Implementation of competitive strategy
a. Low cost and product differentiation
In the early research of the market, there is a very serious phenomenon of homogenization, and the differences in quality, price, promotion, mode, communication mode and even packaging style are relatively small. Therefore, in the implementation of low-cost and product differentiation process, Procter & Gamble China must address market gaps, that is, the new middle-aged consumer groups, in the production process with technological innovation to distinguish between products, strictly control costs, the product sales process advertising and services to distinguish, regularly launch new categories of products, to avoid the fierce competition. Increase enterprise value while increasing consumer value, reduce production costs, increase product differentiation and differentiate competition with other products.
b. Low cost and service differentiation 
The low cost and differentiation of P & G China 's hair care business mainly come from the innovation ability of customer value. Customers focus on the relationship between themselves and society, which is based on the different perception experience provided by competitors, and is affected by factors such as customer cultural level, financial ability and world values. Customer value is mainly measured by customer satisfaction. Customer satisfaction is to find opportunities to improve products or services, and to find targeted methods for customer dissatisfaction, so as to meet the psychological needs of customers. 
Low prices and specialized services not only add value for clients, but also raise the company's own worth. The pricing and cost of the new hair care products from Procter & Gamble China are what generate the profit and long-term sustainable profitability. It uses large-scale manufacturing to save costs while ensuring product value and customer acceptability. It uses the core of customer value as the company's development strategy.
c. Brand differentiation 
Product & General to create a new brand, China uses brand differentiation techniques. It is viewed as the company's long-term development objective by Procter & Gamble China, which has put the concept into action by starting with product creation, securing the target market, and achieving a healthy market share. The development and production of new brands with a more inventive consciousness and unique ideas is based on the quality of the goods as the core and the after-sales service as the assurance. 
Procter & Gamble China products continue to extend, through different efficacy of the product to create a differentiated brand, such as soft and soft, desquamation and Haifeisi, new efficacy black hair and new brands linked.
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