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Introduction

With the development of economic globalization, the economic interdependence of countries in the world has gradually increased. In this economic environment, multinational corporations are playing an important role. How to manage the development of Companies in different countries and regions, it attracts the attention from the international community. This report will take Procter & Gamble as an example to analyze its international development and analyze the different entry modes that Procter & Gamble has chosen for China, Japan. In addition, compare the different organization structure in different time.























1.0 Background 
1.1 company profile
Procter & Gamble Co. (P&G) is an American multi-national consumer goods corporation headquartered in downtown Cincinnati, Ohio, founded in 1837 by British American William Procter and Irish American James Gamble. (us.pg.com) P&G has operations in about 80 countries. P&G’s well-known, trusted brands touch the lives of consumers in more than 180 countries. (pg.com) In addition, it ranked 80th in the world’s 500 largest organizations / service selected by Fortune magazine in 2011, and it also has been selected as the fifth most respected company in the world. This is the P&G’s annual bulletin for 2016.
[image: ]
Figure 1：citizenship report 2016 (us.pg.com.2018.)
1.2 P&G’s main business / brands 
P&G’s business around 70 countries and regions over the world, and its 65 leading brands are selling in more than 180 countries and regions. Its products include ten categories, such as beauty salons, home care, family health supplies, health care, food, beverages and so on. It serving 5 billions of consumers around the world every day. P&G has 28 technology centers around the world, with 25 brands worth more than $ 1 billion.

2.0 The history of P&G’s International Development

Since the Second World War, the emergence of WTO, IMF and IBRD indicate that the worldwide economic activities have been incorporated into the scope of global jurisdiction and the real globalization has come into being. In order to conform to the tide of globalization, P&G has begun to develop its global expansion.
[image: ]
Figure 2: the process of international development

3.0 Different Entry Modes Between China and Japan

3.1 P&G’s Entry Mode for China
· In 1983, P&G cooperated with Li Ka-shing. P&G and Hong Kong Hutchison Whampoa Limited set up P&G-Hutchison Ltd. The two sides entered the mainland market with 69.25% and 30.75% stakes respectively. In 1988, P&G-Hutchison Ltd., joint venture with Guangzhou soap factory and the Construction Import & Export Trade Corporation, established Guangzhou P&G Co., Ltd. In order to expand market share, P&G-Hutchison made two joint ventures again in 1994.
· P&G’s first step in China from a joint venture to an individual proprietorship started in 1997. P&G acquired 10.75% stock of P&G-Hutchison Ltd. from Hong Kong Hutchison Whampoa Limited. By 2004, P&G became an individual proprietorship in China after multiple rounds of acquisition. At present, P&G has branches and factories in Guangzhou, Beijing, Tianjin, Chengdu, Shanghai, Jiangsu and other places. (pg.com.cn, 2018)

3.1.1 Entry Mode Analysis (China)
· Political and legal factors 
i. In 1978, Chinese eleventh CPC Central Committee Third Plenary Session was held. The conference pointed out that the focus of the work of the party and the state should be transferred to the economic construction, and the great policy of Chinese Economic Reform and open up should be implemented. (Baike.baidu.com, 2018) Under the influence of Chinese Economic Reform and open up, the government encourages domestic enterprises to cooperate with foreign company and also welcomes foreign enterprises to enter China. 
ii. In 1986, the Chinese State Council promulgated Provisions of the State Council for The Encouragement of Foreign Investment. The State encourages foreign companies, enterprises and other economic organizations or individuals to establish Chinese-foreign equity joint ventures, Chinese-foreign contractual joint ventures and foreign capital enterprises within the territory of China. (Bureau of Legislative Affairs of the State Council of PRC, 1997) The legal regulations that government will give preferential treatment to foreign enterprises entering China. It was the best time for P&G to expand its market in China.
iii. In the past 30 years, China has promulgated dozens of laws and regulations to encourage and standardize foreign investment in China. (Shi, Luan and Liu, 2010) It has reduced the risk of multinational companies to invested in China and enhanced their confidence.
· Economic factor 
i. According to the statistics of the National Bureau of statistics, China’s GDP reached 67 trillion and 670 billion yuan in 2015, an increase of 6.9% compared to the same period last year. After the reform and open up, China’s economic stability and rapid growth, as well as the huge growth potential of Chinese market. China plays a significant role in the global strategy of multinational corporations and the company are willing to acquire a company to enter Chinese market.
[image: ]
    Figure 3: China GDP from 1990-2008 (Tradingeconomics.com, 2018)
ii. Guangzhou is the first batch of cities in China to open to the outside world. It has superior geographical position and developed economic conditions, which is the best choice for foreign enterprises to enter China.
3.2 The Entry Mode for Japan
· In 1973, P&G acquired a company named Nippon Sunhome and P&G expend its new market in Japan. In the next 12 years, P&G Japan did not make any contribution to P&G globalization. On the contrary, it had been in a state of loss. In order to change this situation, he believes that P&G Japan needs a major domestic product to drive selling and set up a research center to understand the needs of Japan consumers and even the Asian consumers. In 1991, P&G acquired SK-II and established a research center in Kobe, 1993. At the last 4 years, the sales volume of Japan has increased 270%. (Bartlett and Ghoshal, 1995)
3.2.1 Entry Mode Analysis (Japan)
· Political and legal factors
i. From 1960s to the early 80s, Japan had strictly controlled its import trade. There are many barriers to import customs clearance procedures, the provisions of commodity packaging and labels. Under this policy, it is difficult to export commodities to japan. Therefore, mergers and acquisition have become a very suitable method. 
ii. In 1980s, Japan put forward the strategy of “Develop the Country by Science and Technology”. With the promotion of the government and the support of the enterprises, the strategy has achieved unprecedented success. The ability of application technology in Japan has been enhanced and a large number of talents have been trained. As Bob McDonald said “Japan is the toughest, most difficult consumer market in the world. If you can beat the competition here, you can beat them anywhere else in the world”. (Haas.berkeley.edu, 2018) In order to understand what the Japan consumers’ need, established a research center is necessary.
· Economic factor
iii. After the World War Two, Japanese economy has developed rapidly by helping of the United States and reforming its own policy. By 1980, Japan’s GNP had exceeded $250k millions. Before entry Japan market, P&G has not yet opened its branch in Asia. Hence, it is very appropriate to enter Japan market even Asian market at that time. 
[image: ]
          Figure 4: Japan GNP from 1958-1980 (Ceicdata.com, 2018)
iv. Kobe which is one of the largest trade port around world also is Japan’s first batch of open ports for foreign trade. It is located in the keihanshin metropolitan area, there is no doubt about its economic advantage. At the same time, Kobe is also a first-class level of education. It is no ground for blame that P&G Japanese headquarters and research center located in Kobe.
4.0 Different distribution systems 

Distribution channel is an important element of the marketing mix of a firm and other elements, choice of channel influences other marketing decisions like pricing, promotion and physical distribution. (McGraw-Hill, 2009) As a MNC, choice a suitable distribution channel is important. This part will analyze the different distribution systems that P&G has chosen for China and Japan.
China’s situation
1. Large supermarkets are numerous and some distributors cannot provide sales services directly. Therefore, P&G has taken direct supply to main retailers.
2. There are too much distributors and it makes sales area overlap and goods fleeing. In order to solve these problems, P&G had to reduce the number of distributors.
[image: ]
Figure 5: P&G’s distribution system in China
Japan’s situation
1. Large wholesalers became stronger and smaller wholesalers were becoming less dominant in the market.
2. The convenience store (CVS) model was successful in late twentieth Centurt.
3. There are 7.9 stores per 1000 in Japan, 1.1 more stores than the Unites States. Japan is the country that with the largest number of per capita stores.
[image: ]
[bookmark: _GoBack]         Figure 6: P&G’s distribution system in Japan 

5.0 The Development of P&G’s Organizational Structure
In this part, the report will analyze the development of P&G’s organizational structure and compare the applicability and disadvantages.


                    Parent-subsidiary structure (1915)

International Division Structure (1948)
[image: ]
International Area Structure (1948-1999)
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Organization 2005
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6.0 resource allocation 
· Human resource 
Richard Deupree (P&G’s CEO from 1930-1947) said, "You take away all the buildings, you can take away all the brands, and P&G people will rebuild the company in a decade." (USA TODAY, 2018). It is easy to know how people importance of P&G. Hence, P&G always focus on training personnel. P&G sends excellent employees to P&G divisions in different countries for training and leaning, so that they will have different working experiences and develop in an all-round way.
Since the second year of P&G enter china, it began to recruit Chinese graduates to enter the company. There are more than 98% Chinese staff in P&G (China) and from 1989 to 2004, 1 director, 18 deputy general managers and 150 senior managers have been produced in over 1500 graduates (excluding technical secondary school graduates) who are recruited in P & G (China).
· Information resource sharing 
P&G’s market segmentation strategy divides the market into several different parts. Understanding market is essential if a company want to succeed in every market. Therefore, P&G implement information resource sharing strategy. It is easy to know advantages and disadvantages of the products and to know the needs of consumers. It makes P&G success easier in every market.
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PRG—At a Glance

At P&G, everything we do starts by winning with consumers and shoppers.

Our aspiration is to serve the world’s consumers better
than our best competitors, in every category and every
country where we choose to compete—creating
superior shareholder value in the process.

P&G is focused on four key areas of transformation to
deliver balanced growth and leadership value creation:
streamlining and strengthening our product portfolio,
improving productivity and our cost structure, building
the foundation for stronger top-line growth, and
strengthening our organization and culture.
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Time | Country/region Event

1873 | The United States | The company founded

1915 | Canada The first overseas factory

1930 | Britain The first overseas branch

1935 | Philippines Purchased the manufacturing company and
established the first operating mechanism in
the Far East.

1948 | Mexico The international division was established and
it was the first branch in Latin America.

1954 | France Hired a washing power factory in Marseilles
and began to develop business on the
European continent.

1960 | Germany Set up an office in Germany

1961 | Saudi Arabia Operated a branch to develop the Middle East

1973 | Japan Acquired Nippon Sunhome of Japan

1987 | China Established a joint venture in China
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