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[bookmark: _Toc105460485]Introduction
Strategic management refers to a set of activities which helps to formulate, assess cross-functional choices that will empower to specify and achieve goals and objectives of an organisation (Anning, 2018). It also helps procuring and making accessible assets to execute the approaches and techniques to realise the organisation’s goals. The aim of this report is a strategic analysis and evaluation of Procter and Gamble (P&G), one of the largest consumer goods organisations which operates globally, on how the organisation reached its current strategic position. This report will analyse the internal and external environment of the organisation, advantages and disadvantages of current strategies concerning the stakeholders’ perspective and where has the chance of improvement. 


[bookmark: _Toc105460486]Task 1: Strategic Direction of P&G
[bookmark: _Toc105460487]Company Overview
P&G is a global is one of the largest consumer goods companies which run its operation in more than 160 countries, founded by William Procter and James Gamble in October 31, 1837 (Annual Report, 2021). Its worldwide recognised brands are Pantene, Head & Shoulders, Ariel Tide and so on. 
[image: P&G strategic management]
Figure: P&G product categories
Source: (Adane and Nicolescu, 2018)
Besides these the organisation covers baby care, Fabric, Hair, Feminine, Oral, Skin and Personal Care, Personal Health Care, Family Care, Grooming and so on. In fiscal year 2021, it gained total assets and equity US$14.31 billion and US$119.3 billion respectively (Annual Report, 2021). In December 2019, it acquired the Market Group health division and renamed it as P&G Health Limited. In the same year management revealed a six-unit corporate structure as their business strategy. In fiscal year 2018, it increased its revenue by 2.7% with total market value over US$221.5 billion (Du, 2019). Based on total revenue, it ranked no. 42 on the list of Fortune 500. World Intellectual Property Indicators marked P&G as 9th in all over the world for its industrial design of Hague System in 2020. 


[bookmark: _Toc105460488]Current situation
Compared to earlier periods, organisations change their strategies frequently. Therefore, P&G has clear vision and is increasing its value by product differentiation. Although they changed their vision to “be recognised as world best consumer products and service organisation”. Due to their strong position in the competitive market, they changed their mission and vision perspective. Their mission and vision helps a lot get their current success. All has been set to achieve organisational goals and objectives by implementing five strategies (Brands | Procter and Gamble, 2022). Management also consisted of giving opportunities for an equal number of men and women at board of directors. P&G also targets to sell at least £39 billion sustainable product to increase its brand value in terms of environmental profile. At the end of 2020, the organisation reported 2,619 Kt Carbon emission and set an objective to reach zero carbon within 2040 which was caused by supply chain and operation process (Ethiraj, Gambardella and Helfat, 2018). The organisation also works on children and employees of the organisation also dedicated to sustainable development of P&G. 


[bookmark: _Toc105460489]Task 2: Strategic Analysis of P&G
P&G always thinks customer oriented and tries to give more sustainable products from its establishment period. In this type of large organisation, there are many strategies that they formulate and implement to satisfy customer demand. This study will analyse external and environmental analysis of P&G. 
[bookmark: _Toc105460490]External Environment Scanning
PESTEL Analysis
Although it is important to know the internal insight of an organisation, without external environment analysis, the organisation cannot implement any strategy. PESTEL is well known as one of the approaches to scanning macro environments (Joachim, 2017). Analysis of each factor will give a wide view of P&G. 
[image: Marketing Theories Explained | Professional Academy]
Figure: PESTEL Analysis
Source: (Akman, 2020)
i. Political: P&G has its own political action committee which is responsible for managing any types of political activities related with P&G whether domestic or international. The committee includes some members of the board of directors (Hunger, 2020). Sometimes, P&G hires guest members from a country where they are steeping as new to know that country better.
ii. Economical: In perspective of economics, P&G grabbing the opportunity of high market growth. Household income level is increasing which is a great opportunity for P&G’ potential growth. Mostly, P&G has a strong position in the market and most of the market has economic stability which is a good sign for the organisation. 
iii. Social: P&G has a very friendly social environment. Employees have equal opportunities regardless of their region, gender and different culture. As an international organisation, many employees come from different regions but the organisation has the policy to welcome everyone warmly and make a comfortable work environment (Dawes, 2018). The organisation also arranges personality training programs to adopt the working culture of P&G.
iv. Technological: Innovation team of P&G always working to update the technological situation as it is a major term to increase market share and compete with rivals. Through technological innovation, P & G is trying to provide a safe and healthy environment to employees which is more comfortable to work in as well as it can increase productivity and current efficiency level (Grebenshchikova and Yakushev, 2017). Using modern technology, the company innovates new services and products to continue sustainable growth. 
v. Environmental: P&G has a long term plan for sustainable environment management and tries to reduce the impact on the environment from their operation activities. They are always concerned about environmental protection law. The organisation wants to contribute to the emission of greenhouse gas and make the earth a better place. Management of P&G always tries to reduce pollution from manufacturing activities. As it is the most sensitive issue today, the organisation handles these issues properly. 
vi. Legal: P&G focusing on on-going laws in the county as the government increases hygiene related rules and regulations. The organisation increases its internal standard to meet current market demand although the organisation maintains all procedures properly (Pan, Huang and Gopal, 2019). In their strategic policy, properly follow business sustainability regulations, taxation policy, environmental protection and safety regulation. 


Porter Five Forces Model
Porter five forces model is an external tool which is used for analysing competitiveness of the organisations. In 1979, Michael Porter formulated this process to achieve organisational goals by analysing market competition. In the process, there are five forces which are new entry, threats of substitute products, bargaining power of suppliers, bargaining power of customer and competitive rivalry which determine overall market situation (Jukić, 2019).
[image: Porter's Five Forces of Competitive Position Analysis]
Figure: Porter Five Forces Model
Source: (Bamel and Bamel, 2018)
i. Threats of new entry: P&G has a large amount of market share that is a good sign but small entering and existing cost increasing threats of new entry. But P&G has sufficient capital to compete with new entrants. As they lead the global world, they are aware about potential new entrants who can enter and what strategy should be made for them. 
ii. Bargaining power of suppliers: P&G always maintains good relationships with suppliers and keeps available suppliers for emergency situations. As suppliers are a key variable of getting raw materials, it is impossible to run business without them in this competitive market (Procter & Gamble Company, 2022).
iii. Bargaining power of customer: Customers use many products of P&G in their daily life whether that be kitchen products, baby care, skin care and so on. There are many competitors in this segment. The Consumer market has lower switching cost that is the reason many organisations switch into this segment and offer the same categories of product at a low price. Here, customers have large options for choosing products. Although P&G runs as market leader and sets powerful brand value in customer’s minds, competitors also make strategies to attract new customers. P&G focuses on retail sales as this is the visual point of business to customers. 
iv. Threat of Substitutes: As discussed in the previous section, switching cost is very low in consumer goods compared to other sections. P&G also has some sections where it is the market leader and competitors cannot easily introduce new products. For example, personal care where switching cost is comparatively high (Ethiraj, Gambardella and Helfat, 2018). In this section internal conflict of product pricing also indicates substitute threat where customers can choose products from the same company based on their ability. Lack of awareness of sales activities can increase substitute threats. Like product placement of products, wrong placement can highlight substitute products of other companies. 
v. Competitive Rivalry: P&G has many competitors like Unilever, Dabur, Johnson and Johnson, and so on. Every organisation has their own product line. But the difference between those products is too little. Sometimes the customer doesn’t care about the brand; they take whichever one is available. Another problem is that the government is focusing on healthy competition rather than a monopoly market. For this reason, many consumer organisations are growing fast. In order to survive in this competitive market, P&G need to change their product differentiation from time to time. Another part is marketing which can place certain products in the customer's mind. 


[bookmark: _Toc105460491]Industry Scanning
Internal factors of an organisation are significantly important as it is deeply related with industry life cycle which include five stages: introduction, growth maturity, decline and sales of industry (Ma, Wu, Qiao and Wang, 2020). As a market leader of consumer goods P&G has a satisfactory level in the internal environment. This analysis is to find the strengths to grab opportunity and weakness to minimise threat and ensure the continuous future growth. 
SWOT Analysis
SWOT analysis is one of the approaches to scanning the internal environment which indicates the internal strengths, weaknesses, opportunities and threats (Naeem and Hussain, 2015). Although P&G is already an established organisation, it also has internal gaps. By analysing market indicators, this analysis is sorted out.
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Figure: SWOT Analysis of P&G
Source: (Bessière, Charnley, Tiwari and Moreno, 2019)
i. Strengths: P&G has more than 300 brands under its name which operates in more than 160 countries with 121,000 skilled employees who are personally trained by P&G. The organisation has a total market value of over US$221.5 billion in 2019 (Edwards, 2022). According to their financial statement, they have a profit margin over industry level. Their growth rate is 5 times higher than other competitors. In 2018, they will become no. 42 in a Fortune 500 organisation. Besides, P&G has a strong research and development sector where they already invested over US$5 billion. Besides, the organisation has an efficient distribution network which is also a part of their good will. Current strengths of P&G support market penetration of P&G (Procter & Gamble Company | American company, 2022). 
ii. Weakness: Due to increased globalisation, market competition is increasing day by day. Market share of P&G is covered by other competitors like Unilever as they are introducing more variety. On the other hand, social media plays a big role in online business where P&G still uses traditional retailing systems (Brozovic, 2016). P&G mostly focused on baby and women care products where a large number of male groups got behind their target market. They also don’t have sufficient products for male customers. Although P&G has a prominent market position, they still have limited product, lack of social media marketing and lack of diversification. These weaknesses primarily indicate a low risk which could be great, if diversification becomes more. P&G should focus on more product development, diversification and e-commerce platform. 
iii. Opportunities: The organisation can look for more ruler market opportunities and enhance urban market areas (Oskoei, 2021). They have merger and acquisition power and its brand name has leverage power. Introducing more organic products can help to get more market coverage. P&G can look for a market which has more purchasing power than its home country. For more business growth, they can seek innovation opportunities and online presence which will strengthen the customer relationship as well as competitive advantages. 
iv. Threats: Government allowing foreign direct investment for international retail brands which are future threats for P&G. Many people don’t want to abandon their local product which is another threat for international business as they also offer the same price at a low price (Jurevicius, 2022). Cost of raw materials is increasing which indicates future threat for organisations that won't be able to offer products at a low price for a long time.  Besides these exchange rates, recessions, and economic crises can attack at any time. In short, P&G has high global and local competition, counterfeiting products with trade barriers. 
[bookmark: _Toc105460492]Porter’s Generic Strategies
Generic Strategy is a theoretical approach that organisations apply to get competitive advantages, developed by Michel Porter. P&G applies this to centres on trade systems that lead to rivalry and flexibility in the midst of competition (Prabhu, 2021). This analysis helps organisations to support reach as market leader. These generic strategies facilitate market performance of an organisation. Analysing the market competition, factors of generic strategy will measure how current market situation is affecting P&G.
[image: Porter's Generic Strategies - Strategy Skills from MindTools.com]
Figure: Porter’s Generic Strategies
Sources: (Trigeorgis and Reuer, 2016)
i. Differentiation: Differentiation is a concept which defines the uniqueness of an organisation which attracts a target customer. In order to gain competitiveness, P&G uses this strategy which indicates that the organisation has different product and service offerings than others. Pricing strategy is one kind of differentiation. For example, Pantene shampoo has a low price, compared to Unilever’ Dove shampoo (Kroes and Manikas, 2017). P&G need to maintain continuous improvement and invest in R&D sectors to find out more uniqueness features for the organisation. Maintaining unique marketing strategy is also part of differentiation which also can be included in 4Ps. P&G also focuses on automation to reduce their cost which helps to increase efficiency.
ii. Cost leadership: It is a strategy when organisations lower the cost to gain competitive advantages. P&G uses cost leadership as their fundamental strategy to maintain leadership position in the market. Using this strategy, P&G can target lower class, middle class, lower middle class people who cover a large portion of a target market. The organisation centres on reasonableness and simple availability of its delivery internationally, which leads to competitive advantages by increasing sales revenue (Procter & Gamble SWOT Analysis, 2020). Other than charging moo costs by bringing down generation fetch and increasing supply chain effectiveness, they regularly discount rebates and offers to realise deals and maintain competitive advantages. The aiming result of these markdown and special campaigns is to extend brand goodwill and energise utilisation.
iii. Focus Strategy: This is the third nonexclusive competitive technique that energises organisations to focus their assets on extending the barely focused on portions (Morris, 2022). When organisations embrace this procedure, they specifically target a market which is commonly known as a niche market. In the perspective of P&G, they follow both, offering best value at a reasonable price. In this stage, the organisation had to fix prices as low as possible. whereas, the best esteem centre procedure is embraced by the estimate and plan of the item that might best coordinate the consumer’ demand and necessities.
iv. Product development: Product development refers to producing new products to attract target customers. P&G uses this generic strategy as a secondary option. The organisation applies item advancement to bolster persistent trade development, whereas tending to competition. For example, when P&G try to capture the global market or try to expand the market globally, they apply product development strategy. P&G generally tries to enhance its current product. It helps P&G to continue its innovation. 


[bookmark: _Toc105460493]Ansoff Matrix
This is a vital instrument created to encourage and direct businesses in choice relating to commerce development. In this strategic tool, there are four choices: product development, market development, market penetration and diversification. A company or a firm is to select one of these four methodologies, or a mix – extending on different inside and outside components (SCHALLMO, WILLIAMS and LOHSE, 2019). The outside variables may incorporate perspectives of diplomatic steadiness and economy of a locale, and inside variables may incorporate perspectives of ability administration, and asset capacities. Evaluation of outside and industry components, companies choose diverse methodologies for development – which may be broadly characterised beneath this strategy. 

[image: https://www.essay48.com/assets/images/long-article/img4.png]
Figure: Ansoff Matrix
Source: (Strünkmann and Cornelius, 2020)
i. Market penetration: Market penetration is a strategy when organisations try to tap the market with existing products which can through increasing sales. This strategy is P&G’s primary strategy. Expanded generation ability will permit P&G to get clients inside the same showcase. P&G always focuses on increasing market share (So, 2018). In order to do this, they try to increase market awareness as many customers don't care about brands. They take which one is available. Implementation of this strategy is too broad which is difficult at the primary stage. So, P&G has an agreement with retailers who will do the marketing instead of the direct marketing group by giving extra profit margin. In return, retailers will place P&G’s product at prominent places. In this stage, P&G can use aggressive marketing (Procter & Gamble’s Generic Strategy & Intensive Growth Strategies - Panmore Institute, 2022).

ii. Market Development: In this stage, the organisation introduces its product to a new market. P&G should focus on the R & D sector to identify potential market and target segments which suit its current products. R&D will also help to identify the various cultures, consumer purchasing behaviour, market trends of different markets (Reuter, 2015). Territorial extension ought to moreover take into thought any social contrasts that will have to be obliged within the development prepare in case of promoting or item alterations and utilisation strategies. The organisation will too have to get it the conceivable social contrasts, and make housing to its extension system. Social contrasts ought to be taken into consideration within the handle of worldwide development.

iii. Product development: Product development is a strategy where organisations try to extend their current market by new products. Organisation like P&G can apply this strategy in many ways. This can present alterations and enhancements in current items to offer buyers modern and improved products (Strategic Management for Competitive Advantage, 2022). In this way the organisation can increase its sales and market coverage. P&G can enrich its market operation and make it more efficient by having a strong R&D sector. They can get locked in in key associations to investigate choices for item improvement as well. Even when an organisation has limited financial capacity, they can proceed through strategic partnership. 

iv. Diversification: Diversification is a strategy when an organisation seeks opportunities to enter into a new market by new products. It is a strategy which allows organisations like P&G to become more competitive, innovative and competent. P&G generally fully allows total diversification. Whether it makes vertical or horizontal diversification (Strategic Management in the P-O-L-C Framework, 2022). In vertical diversification, they introduce new products into existing product lines. This implies that the modern item improvements and dispatches by the P&G would be comparative to, beneath existing item bunches and lines. But sometimes they introduce new products which are not related to existing products. It is being that as it may be advantageous to present modern items dispatches and advancements for items that share comparable financial situations with the going by items.

[bookmark: _Toc105460494]Task 3: Evaluation of Stakeholder expectations
P&G is an American multinational consumer goods giant which operates in more than 160 countries and has a large number of stakeholder groups. Based on their power level, they can hamper business operations and implementing strategies (Suciati, Dodi Kurniawan and M. Dery Iswahyudin, 2020). It is obvious that management needs to deal with stakeholders according to their position. Here is a detailed analysis of stakeholders of P&G.
[image: Planning effective stakeholder management strategies to do the same thing!]
Figure: Power-Interest Grid of Stakeholders
Source: (SCHALLMO, WILLIAMS and LOHSE, 2019)
Apparently, in an organisation, internal stakeholders have more influence and interest than external stakeholders, which includes the board of members, employees, managers, and the leadership team. In P&G, the board of directors, CEO, Vice president, GM have more expectations as they invest more. They are almost deciding all things related to strategies which need to be implemented (Strategic Management of Procter and Gamble, 2022). Using their power, they can decide the future of the organisation. Shareholders have some power since the organisation is operating by their money. Beside them, employees play a significant role but at a certain point, they are dependent on the organisation as it is giving their living expenses. However, long term dissatisfaction of employees can increase turnover rate which may impact organisation’s goals, objective, mission and vision in the long term.
There are many external stakeholders who are directly and indirectly related with organisation and may impact on business activities. External stakeholders of P&G, government, NGOs, local authority, consumers, suppliers, societies and trade associations are included (Zaki et al., 2019). Government is related to its operation by tax and handling environmental issues like climate change. Likewise, suppliers are another stakeholder of raw materials. Without them, it is impossible to run business operations to make customers satisfied. During COVID-19 period, P&G helped its suppliers financially (Zhao and Wang, 2020). The organisation aimed for reducing carbon footprint working with suppliers. Consumer expectations from organisations are getting product and service at a low price. As P&G follows a cost leadership strategy, it has a large loyal customer base. P&G is also involved with many social related activities for improving social standards and trying to reduce the impact of manufacturing. 



[bookmark: _Toc105460495]Task 4: Analysis on Future Opportunity and Sustainable Growth
[bookmark: _Toc105460496]Corporate Strategies
P&G aims to become the number one consumer goods organisation all over the world. For future strategy, P&G not only aims to innovate and expand market activities but also keep customers satisfied (Annual Report, 2021). In order to achieve corporate goal organisation focusing on long-term relationship with customers. However, the future is uncertain, P&G will adopt strategies which help to achieve its objectives compared with market situations.

[bookmark: _Toc105460497]Business Strategies
P&G emphasising on future market expansion which will be based on geographic areas. The organisation is giving more focus on current products for future expansion but the strategies will include new product development lines. Currently, P&G follows cost and leadership strategy but it may need to change its market strategy based on market situation based on the market situation. Product cost may differ if cost of manufacturing increases (Annual Report, 2021). 

[bookmark: _Toc105460498]Synthesis of Strategies
Business structure and market situation differentiate what strategies will be used. Managers have to understand the situation which strategy can bring more competitive advantages that remain as challenges. There are many situations when managers have to make instant decisions. In that time, organisations can strategically drift. Globalisation leading to rapid change of the business environment where not strategies suit for a long time can even bring business loss. As competitors change their strategies, organisations should come up with changing business environments to gain competitive advantages.
[image: E-business Strategy | Discovering the realm of E-Business...]
Figure: Strategic drift
Source: (Önören, Arar and Yurdakul, 2017)
Strategic drift is not a good decision for a long time for a giant organisation like P&G. By collecting market information, organisations can avoid strategic drift. It indicates the organisation's failure to cope with the changing market situation. Anny carelessness can easily sneak up the business and business will suffer for the long-term. For example, following a cost leadership strategy in the long term when the price of raw materials of products increases, can make business vulnerable which is a direct example related to P&G (Yin, 2016). Another example is Kodak’s camera which went bankrupt due to inflexibility of adopting market change and improving with current technology.  In order to avoid this situation, P&G should carefully evaluate the existing market, evaluating usefulness of current strategies, making continuous improvement in strategies, application of new strategies and continuous monitoring of new strategies and find out the current gap. Business failure due to strategic drift doesn’t happen overnight. If management avoids the upcoming change to cope up with reality, it will fail in most of the cases. Management of P&G should adopt market change to gain competitive advantages. 


[bookmark: _Toc105460499]Strategic Recommendations
As an organisation success, it needs to continue its sustainable market growth and work on competitive advantages. For this reason, P&G should gain more customer loyalty and offer products at a lower price than other competitors. It one of the main strengths is the R & D sector which should be used properly for continuous innovation. This innovation should be based on a new market segment that has been discussed in previous analysis. Proper utilisation of natural resources can help to gain competitive advantages. As well as efficient use of financial and manpower resources will be more productive. By analysing strategies with new implementations, P&G must follow the rules and regulations of the government and even be more careful when entering into foreign markets. Furthermore, the organisation should work on environmental sustainable activities as it promised to the general people. Finally, it is obvious that before implementing any strategy, management must scan its external and internal environment and conclude the current situation properly. Higher authority of P&G should be semi-decentralised to be implemented properly. 


[bookmark: _Toc105460500]Conclusion
Strategic management analysis has become a significant part of the organisation. The overall study analysed the strategic part of P&G concerning the external and internal environment which concluded that P&G is mostly dependent on cost leadership. Although the organisation follows various strategies, this one is most effective which can help to enhance profitability, market coverage and long-term market sustainability growth. Organisations should make strategies based on customer demand and changing market situations. Increased level of globalisation also increased the market competition for every business organisation. It is obvious that P&G should make strategies concerning the customer changing demand and buying behaviours which one suit best with organisation structure for short and long term growth 
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