Marketing analysis of PROCTER & Gamble

Executive Summary
P&G is a world-renowned consumer commodity company. Its previous multi-brand strategy and marketing system has achieved certain success. However, with the development of the Internet and society, the traditional marketing channels and management methods are gradually falling behind The Times and need to be updated and iterated. This paper focuses on the marketing changes of P&G, analyzes the past marketing strategies and the problems facing the current marketing channels, and puts forward targeted suggestions.

Introduction
P&G is a multinational consumer commodity company from the United States, and one of the largest commodity manufacturers in the world at present. P&G is in the FMCG industry.FMCG industry refers to the commodity sales industry with high consumption frequency, short use time, wide consumer groups and high requirements for convenience of consumption. P&G's sales channels are diverse and complex, with both traditional and emerging marketing channels.The concentration of FMCG industry is gradually rising, and the industry competition is increasing.How to maintain the marketing influence of P&G under the changing background is an important topic.

Analysis of marketing status of P&G
Currently, P&G's traditional marketing channels are inefficient and have many pain points.In the traditional model, brand owners and dealers all have development pain points.In traditional retail markets, if the product was good enough, customers would come.Now, the supply of goods in the FMCG industry is oversupplied.Many homogeneous FMCG products lead to fundamental changes in the relationship between market supply and demand.The rapid development of the Internet, rapid technological change, consumers in the era of information explosion, the way of commodity purchase has changed greatly, these phenomena have intensified the fierce competition in the FMCG industry.
In addition, the marketing channels of FMCG products are also changing, and the traditional channels can not fully adapt to the new era.Therefore, in recent years, the voice of marketing channel digital transformation has emerged. Behind the cry is the real pain point in the traditional channel and the urgent need to find a breakthrough.
Multi-brand marketing strategy
For P&G's brands, the current multi-brand strategy is a success. P&G has developed a wide range of products to compete in market segments by studying product details, and has developed multiple product lines in the same category to cover different markets and meet the diverse needs of different consumers[1].For example, in the brand marketing strategy of PROCTER & Gamble, each brand is endowed with a concept: such as head & Shoulders dandruff, Pantene maintenance, pirou compliance, etc., and then continuously strengthen through advertising communication.Head & Shoulders, for example, uses the slogan "Dandruff gone, hair cleaner" to highlight its personality.The individual character of Pan Ting depends on the nutrition protection to the hair, have then "contain a lot of vitamin former B5, can infiltrate hair tip by hair root, complement nutrient...";Rejoice, on the other hand, emphasizes the smoothness of the product with the advertisement of "hair washing and hair care at one time, making the hair elegant and supple".
Not only that, P&G also extended the concept of strategy to competitors in advertising.For example, before Safeguard soap entered China, Lux soap was already the leading brand in the market, with its product positioning as "beauty and skin care". P&G clearly needs to reinvent a concept.Through market analysis and refining, P&G endowed Safeguard soap with the concept of "beauty + sterilization", and also passed the authoritative certification of Chinese Medical Association to increase the credibility of the concept.Later, safeguard's sales continued to rise under a strong advertising campaign.Safeguard has now become the no.1 brand in China's soap market.
The manufacturing concept became a killer mace for P&G to break into China's daily chemical market.Starting with Head & Shoulders, P&G's first product in China, conceptual marketing has been a success.This makes us realize that the concept of manufacturing is not invented out of thin air, but to find the positioning and expression of products and markets, and as one of the basic strategies of marketing and advertising[2].
P&G's multiple brand strategy has achieved great success, but the multiple brand strategy for the enterprise is not easy, between each brand management requires a lot of investment, funds, manpower and other resources, P&G need for different brand marketing, advertising, or activity is to maintain brand effect;A slight carelessness will cause confusion in its brand positioning and make consumers confused in the face of many brands. It is more likely that the scale of the group will appear large and bloated because of many brands.
A.G. Lafley, P&G's chief executive, has overhauled P&G's brands, cutting the number of smaller brands that are being sold off or more than half of those that are failing, and focusing on reinventing the company's top 70 to 80 brands.Streamlining makes companies easier to manage and more responsive.In addition, brand media publicity is changing rapidly, so brands need to find corresponding and appropriate means to promote in a timely manner, including hard advertising and social marketing. How to dig and grasp current consumers and understand their pain points is the top priority.
Efficient distribution channel strategy
The reason why P&G enjoys a high reputation in the marketing field is that in addition to its distinctive brand marketing technology, differentiated marketing concept, unique product and advertising strategy, its "seamless marketing" idea and channel "sales assistance" strategy in the field of distribution channels can not be ignored.The "sales assistance model" created and implemented by P&G is known as the invincible marketing "secret weapon" and is highly respected by many enterprises[3].P&G invested human, material, technology and management resources to help dealers develop business, expand business and manage the market, and created a channel operation concept and sales management model.As a kind of channel operation concept, it embodies the marketing strategy thought of PROCTER & Gamble that "everything is consumer-centered" and helps customers grow.It shows the need of P&G to improve the service of sales process, establish business partnership relationship with manufacturers and improve the level of customer relationship management.
First of all, the cooperation between P&G and distributors is based on strategic partnership.This collaboration is for the future, which is very different from many manufacturers.Some manufacturers are often too short-term and are prone to pulling the plug on distributors at the slightest sign of trouble.As time goes by, such cooperation will greatly damage the image of the company in customers, directly affecting the development of business.
　Secondly, after determining the cooperation strategy, P&G has been helping and caring about the development of distributors.Such cooperation means equal status between the two partners.In order to help distributors improve this status, P&G has been helping distributors, training personnel, effective communication, investing in distributors' information systems and so on.
Another important part of the distribution channel is the superior customer manager team, which helps brands better communicate with distributors.The important bridge between P&G and distributors is the account manager. P&G pays attention to the construction of this team, sparing no effort to train account managers from recruitment, training and incentive processes to meet their needs. Therefore, P&G's account managers are very dedicated, active, innovative, good leadership, team spirit and excellent communication skills, and good at focusing on the work.
P&G achieved effective control and soft control by strengthening information feedback and customer relationship management. P&G pays special attention to the collection and sorting of consumer demand information, and spends a lot of manpower and material resources on consumer research every year, in order to understand the changes in consumer demand and the situation of dealers and competitors, find market opportunities and understand market problems.Relying on mature customer relationship management technology, P&G can quickly respond to the market. P&G firmly controls channels, dealers and consumers by building strong brands and developing multiple series of marketable products.At the same time, P&G provides value-added services for dealers through "sales assistance", creates benefits for dealers directly, enhances customer affection, closely links the interests of manufacturers and dealers together, and achieves invisible and effective control[4].
However, distribution channels also have disadvantages, which need to be paid attention to by THE Marketing Department of P&G.Traditional multi-tiered distribution leads to higher prices.In addition to the traditional channel ordering business, dealers also need to actively expand the business model directly facing end consumers, so that their service objects are not limited to channel customers.With the development of information and logistics industry, online sales of distributors to consumers has gradually become a new marketing channel.If P&G builds a consumer-facing online trading platform for each dealer, it will be the foundation for rapid development in the future.However, self-built platforms may face user acquisition and traffic source issues[5].With the rise of social e-commerce, more innovative business models and gameplay are emerging.At present, the main direction is to expand and establish the brand itself through low-cost KOC/KOL, activate new consumer customers, improve conversion rate and repurchase rate, so as to make up for traffic problems[6].Second, in the distribution channel business, P&G's growth is limited by the quantity and quality of account managers, and the high cost of recruiting and developing staff is becoming a barrier to growth.In this sales model, the productivity of each account manager is limited, and the scope and quantity of customers that he or she can serve are limited to some extent. Meanwhile, it is difficult to control the service quality of each sales representative in a unified way, so it is impossible to achieve large-scale and low-cost business growth.
With the growth of social digitization, more and more customers are accustomed to digital information and communication and prefer to trade online in their spare time.Therefore, in the traditional channel ordering business, it is necessary to have an online trading tool to enable dealers to expand and serve customers in a better and lower cost.Traditional distribution channels have been unable to meet the needs of industry development;Internet brand competition upgrade, FMCG brand channel new retail is the future development trend.
Analysis of marketing development environment:
This part will analyze the marketing environment of P&G. At present, politics and economy are unpredictable, so P&G should make rapid changes according to the external environment.
From the macroeconomic perspective, the world economy is under great inflationary pressure.UN projections show that the russia-Ukraine conflict has upended and slowed the fragile economic recovery from the pandemic.Food and commodity prices have risen, adding to inflationary pressures around the world.World Economic Situation and Prospects to mid-2022[7]The report expects the global economy to grow just 3.1 percent in 2022, down from a 4.0 percent growth forecast released in January 2022.However, all countries are actively introducing policies to promote consumption and stimulate economic development. For example, in China, The General Office of the State Council issued opinions on Accelerating the Development of Circulation and Promoting Commercial Consumption in August 2019.[8]It put forward 20 measures to innovate and develop circulation, promote consumption upgrading and expand consumption, and promote consumption and increase consumer confidence through economic policy adjustment.
According to personal economic analysis, personal financial vulnerability has increased due to the impact of the epidemic.Morning Consult- "New CHALLENGES for the US Economy in 2022"[9]Point out: Americans' financial vulnerability has increased, with more than 22 percent of U.S. adults unable to pay a full month's bills from their savings alone.The rising cost of basic necessities each month, compared with wages, is eating into Americans' savings.
From the perspective of consumer behavior trend, online shopping frequency of consumers has increased significantly.Surveys of grocery consumers in 10 countries in North America, Europe and the Pacific indicate that since the outbreak began, people are spending more time at home and consumers are spending more online to buy groceries.More than half of consumers (53%) spend more on online and home delivery services.At the same time, corporate advertising and marketing budgets are also increasing.Nielsen [10]Point out: In the U.S., brands spent more than $74 billion on online, traditional and on-demand TV advertising last year, up from $57.4 billion in 2020.GroupM[11]It also expects the advertising market to remain robust in 2022, with global growth of 9.7%.Some digital channel marketing will grow by as much as 53%.Marketing budgets will be skewed towards digital advertising, mobile advertising, blogs, CTV[6].The rapid growth of the Internet and the growing influence of select digital channels such as online video and connected TV cannot be ignored.For example, YouTube alone had 135 million TV viewers in December 2021.YouTube has great influence in the field of streaming media. In January 2022, Americans played 1.773 billion minutes of videos on the platform, and streaming media marketing began to be favored by marketers[12].
Moreover, brand awareness is becoming more and more important for corporate marketing, and consumers are now more willing to pay for their own values[13].Today, global marketers say building brand awareness is their number one goal.With the rapid development of multi-channel fragmented media, brands need to use multiple ways to comprehensively open their visibility.Despite the fact that AD spending will increase significantly in 2021, marketers say brand recognition and new customer acquisition remain top marketing goals for companies.As consumer media behavior evolves, corporate marketing spending on social media and online channels (display and video) has steadily and consistently increased.Consumers are staying at home longer and many are making fewer purchases at physical stores.Consumers have fewer opportunities to see products on shelves or signs in stores, and companies' offline brand awareness communication channels need to be re-emphasized[10].
Changes in information technology and consumer behavior have prompted many industries to build digital marketing platforms, implement precise marketing strategies through mobile apps, and promote business development through online live broadcasting channels.FMCG industry should also speed up the construction of information channels, promote the development of marketing channels[14].
P&G marketing channel recommendations
Changes in consumer behaviour and shopping patterns during and after the pandemic have driven P&G's marketing innovations to meet new consumer needs and create new consumption scenarios.No matter from the pain points of brand owners, or the problems of dealers, all require THE marketing channel of P&G to digital transformation.The digital transformation of channels helps P&G establish a full-link link, which is of great value to the promotion of channel marketing ability, channel management ability and channel control ability.
In the relationship between brand and channel, P&G may gradually shift from management to empowerment.The brand helps the terminal to build a digital system, establish the ability to reach the C-end, so as to feed back the business development of the brand, the brand, the distributor, the terminal, the consumer chain, build a distribution network, embrace the new retail
At the same time, P&G can also promote the upgrade of supply chain through the digital upgrade of channels. By using digital technology, the whole information of supply chain can be digitized and visualized, and the upstream brand can effectively assist in product analysis, development and marketing.At the same time, it can also give the terminal the ability to serve the C terminal and help the terminal grow faster.
In terms of marketing methods, P&G has selected some social media for marketing promotion. Many brands have achieved success in social media promotion, such as Douyin, Instagram, YouTube and other platforms.The popularity of these channels and potentially huge consumer groups are affecting the development of marketing channels, increasing social media budgets, planning marketing spending priorities, using the platform's data for marketing review, and providing a data basis for subsequent marketing strategies.At the same time, marketing departments may be able to replicate the effectiveness of traditional mass communication channels.After all, most of P&G's business relied on traditional communication channels in the past, and the current situation shows that most consumers still choose to buy goods offline, and traditional communication channels are still the focus of marketing.
Consumers lead to new channels, preferences, affect the way of change, the rise of the new technology makes the consumption pattern diversification, KOL content marketing development momentum is swift and violent, advertisers in the field of microblogging and short video on to the rapid growth of the new marketing methods constantly updated, the platform is more diversified, short video grass, joint crossover, live take goods, topic popular marketing, focus marketing, etc.New and old FMCG brands are in a period of change. Marketing effect has become an important means of brand survival. "content + social" has become the core marketing method to help FMCG brands improve the efficiency of popular products.In the winter of marketing, the FMCG industry is crowded with rising space. Accurate and efficient marketing and simple and precise reduction of marketing budget make it extremely urgent to change digital and intelligent marketing methods.
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