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[bookmark: _Toc100183141]Introduction
Internal analysis is the investigation of a company's objectives and operating operations to put the information to good use. This kind of research focuses on the factors that might influence the overall success of an organization (Bartlett, 2018). Efforts to contain the COVID-19 infection are hurting the company's whole business. P&G, a consumer goods organization is also affected by the Covid-19 pandemic. This assignment will go into great depth on internal analyses. A look at how the epidemic has affected the marketing process is also included. Additional topics included in the research include the organization's marketing strategy and the pandemic's impact on the organization's bottom line. 

[bookmark: _Toc100183142]Company Overview
Established in 1837 by William Procter and James Gamble in Cincinnati, Ohio, the Procter & Gamble Company (P&G) is a multinational consumer goods company with headquarters in Cincinnati, Ohio. They specialize in a wide range of personal health/consumer health, personal care and hygiene goods. These are organized under several sectors, including beauty; grooming; health care; fabric & home care; baby & feminine; and family & household health and hygiene products (Coolidge, 2015). Prior to the sale of Pringles to Kellogg's, the company's product portfolio comprised meals, snacks, and beverages, among other things. P&G focused on selling off about 100 brands from its product portfolio in order to focus on the remaining 65 brands, which generated 95 percent of the company's revenue (Abrams, 2014). A much simpler, far less complex organization with leading brands that's easier to manage and administer. For more than 180 years, P&G has gone against the grain and set the tone for the future from the items they put on the shelves to the individuals they choose to work on their team.


[bookmark: _Toc100183143]Internal Analysis 
As the coronavirus is continuously spreading over the world, there is still an epidemic. An increasing number of countries have instituted forced temporary closures of non-essential companies and other venues in an attempt to prevent the spread of the virus and urge individuals to work from their homes whenever feasible to combat the outbreak. Despite a remarkable increase in global demand for consumer-packaged goods, the growth in social unit merchandise expenditures has also climbed at a quick pace. Even in 2020, the COVID-19pandemic remained a serious concern for the FMCG business, owing to the worldwide effort to combat it. P&G's internal operations have been impacted by the covid -19 pandemic (Buck et al., 2020). A thorough understanding of the various stages of the marketing process is critical as it is also affected by the ongoing pandemic. There are few stages of marketing that will be discussed to analyse the internal aspects of P&G. 
Present Market Situation and Customer Demands and Needs: Developing a good marketing product and creating a strong customer relationship with that consumer requires an understanding of their needs and expectations. As a consumer products goods industry in the United Kingdom, P&G benefits from this by fostering long-term customer loyalty and trust. A wonderful opportunity exists for the consumer products business when it comes to causing positive disruption and winning the hearts and minds of customers by establishing solid client connections and understanding their needs, COVID-19 has a tremendous impact on the consumer products goods industry.
Marketing Strategies Tailored to Target Audience: Productivity and long-term brand success are the goals of P&G's approach during the epidemic. A marketing manager has to focus on a few areas in order to come up with effective marketing plans. Client service may need to focus on a certain segment of the market (Banomyong, 2018). After the pandemic, specific measures were taken by a marketing department d P&G’s marketing department to design a marketing strategy and discovered customers who can assist the firm satisfy its customers' needs in the target market. For the corporation, developing market-driven strategies to counteract the negative effects of Covid-19 that will allow them to reach online markets and acquire additional customers.
Obtaining Higher Results by Integrating Marketing Strategy: The COVID-19 virus has had an effect on the P&G, which has been a target of the virus. As a result, they must choose the method that will best serve their consumers while also adding the most value. P&G expects to achieve near- and long-term growth and value creation as a result of our integrated strategy by concentrating our portfolio in daily use categories where performance drives brand choice, establishing and extending the brands' superiority across product, packaging, communication, and retail execution, and increasing productivity (Huang et al., 2020). Additionally, P&G anticipates causing a positive disturbance. When implemented appropriately, they act as a catalyst for both top and bottom-line growth, as well as the creation of long-term value. This strategy allows for resolving the current macroeconomic challenges.
Developing Successful Collaborations: COVID-19 resulted in the loss of a large number of the company's prior customers. P&G should use customer relationship management to attract profitable customers by increasing the worth of its products to compensate for this loss (Banomyong, 2018). Customer relationships with marketing companies will aid them in acquiring new consumers' equity. The objective after the impact of this pandemic is to overcome loss and develop a strong profitable relationship with customers.
Customer Benefits and Retention of Customers: The marketing department's mission is to get the greatest amount of value from customers through creating strong customer connections and providing excellent value. This also supports them in reducing the negative impact of COVID-19 on the organization as a result of their efforts (P&G, 2022). As time progresses, the findings will assist P&G in better understanding their online clients and in recognizing how the pandemic has changed their expectations and needs.
P&G’s internal investigation of Covid-19's effects must be thorough to be conclusive. There are a variety of elements that will influence the marketing strategy and strength required to combat this pandemic, which will have an impact on the whole operations of the business (Boadu, 2017). After COVID-19 has had an effect, a SWOT analysis may be done to determine the strengths, weaknesses, opportunities, and threats that the firm faces in the future.
SWOT Analysis
	Strength
	Weakness

	Strong brand equity
Creative and innovative approaches to retaining customers
Market leader in the fast-moving consumer goods industry
	P&G had to narrow down some of its brands
As a big multinational company, P&G often fails to operate decision-making activities

	Opportunities
	Threat

	Robust measurements are updated and evaluated on a regular basis.
Cleansing goods are required by the epidemic; thus P&G may continue with and service customers based on this reason.
A rise in yearly sales due to an increase in pandemic demand is possible.
	Customers opted out of high-end products, resulting in a decline in customer demand.
High raw material costs
Regulations and laws at the federal, state, and local levels





[bookmark: _Hlk100151842]P&G and Marketing Policy: A company's marketing activities are governed by the rules and procedures known as marketing policies. P&G’s marketing approach was quite different earlier in the outbreak than it is in the current situation. Their goal was to maintain a large number of customers while keeping to the existing marketing strategy. It has also changed P&G’s marketing strategy in light of the COVID-19 outbreak and its impact on operations. They are moving from the old-fashioned way of doing things to a digital platform where customers can buy online and have their purchases delivered directly to their doorstep. As a consequence of a change in marketing tactics, P&G was able to integrate into the new technology-based corporate structure and gain new customers (Boadu, 2017). In order to tell customers about new discounts and product offers, they shift their marketing approach from poster advertising to internet advertising. Profit margins at P&G have been hit by COVID-19, forcing the company to revaluate its marketing approach in order to break into a new market and improve its position. By changing its marketing approach, P&G hopes to alleviate the harm caused by the epidemic while gaining greater trust from customers by using a digital platform to promote its products. After the pandemic, P&G’s internal marketing department will benefit from this policy section, which will help them better comprehend it and use it in their shift from the traditional market to the digital market (P&G, 2022). Despite the COVID-19 issue, P&G is betting that consumers' desire to maintain improved hygiene, boost personal health, and keep a cleaner home will continue to drive performance.


[bookmark: _Toc100183144]Marketing Mix 
Due to the pandemic, P&G's marketing mix has been regulated differently than that of other retailers. P&G adopts a multi-platform marketing approach to expand market penetration, and it is one that has been proven successful. One of the company's most important expansion initiatives was to penetrate new markets. P&G offers a diverse variety of products that cater to the demands of a diverse range of client groups and market sectors. Industry research into the marketing mix assists the organization in formulating plans to become the market leader. Changes in rules, notably in the way goods are distributed via digital platforms, have the potential to improve the performance of Procter & Gamble's marketing mix.
Product: The world's largest marketer, Procter & Gamble, is expanding its retail footprint in an effort to boost income via a variety of channels, including brick-and-mortar stores. Fast-moving consumer items are a speciality of Procter & Gamble. The pandemic had a significant influence on P&G's goods, which led to an increase in manufacturing.
Price: With their reasonable rates and frequent clientele, Procter & Gamble is a popular choice for many people, especially because of the different ranges of cleaning products. Reduced production costs are the outcome of COVID-19's influence and other improvements. As a result of the pandemic's effect on consumers, the high price will not attract new customers, particularly in rural area.
[bookmark: _Hlk100156253]Place: P&G has a well-developed distribution system, allowing them to serve a larger number of customers more effectively. P&G products are distributed to a huge number of people via supply stores, pharmacies, retail outlets, and mega markets. DHL is the courier service provider for Procter & Gamble products, ensuring that the company's logistical efficiency is maintained. The things are not only used by individuals but they are also consumed in large quantities by businesses such as hotels and restaurants (Cai and Luo, 2020). There are authorized dealers that meet the needs of these businesses by supplying them with P&G products in large volumes.


Promotion: According to Procter & Gamble, a big portion of their marketing approach is centred on attraction strategy, which involves taking advantage of the internet to its greatest potential. In order to achieve maximum exposure, the company's advertising strategy relies on a mix of inventive ads and high levels of exposure. Celebrities are used in the company's commercials. It does this by using numerous marketing techniques such as direct marketing, public relations, and personal selling. Procter & Gamble employs TVC, print, and web media to market its brands (Chitra, 2021). P&G employs celebrity endorsements in their ads. It has taken advantage of online marketing by developing its own website where consumers can learn more about the product and buy it. The firm sells directly to corporate customers. Personal selling is used to introduce a new brand or a new product to the market. P&G supports several TV programs and events as part of its PR efforts. 
[bookmark: _Toc100183145]STP Analysis
[bookmark: _Hlk100153673]Procter and Gamble will utilize the results of this internal research to design, develop, and implement its marketing plan after the impact of COVID-19. When conducting the STP analysis, Procter and Gamble's internal and external analyses and sections will be taken into consideration, which will allow the company to be segmented, targeted, and positioned appropriately. Because of the pandemic, Procter and Gamble may decide to develop a new marketing strategy based on the information they have obtained.
Segmentation: As part of the study, market research will be utilized to generate segmentation, which will be the first step in the process. This segmentation will be created based on information gathered from customers. It was product segmentation and market segmentation based on online client demand that enabled Procter and Gamble to recover from the outbreak of the COVID-19 virus (Islam, 2021). For Procter and Gamble to be successful, it is critical that its marketing be tailored to the requirements of certain consumer categories, taking into account both the demands of those segments and the potential for greater revenue that each of those client segments provides. This is the next step taken by postal services as well.


Targeting: Success in the internet business world is dependent on being able to identify and attract a certain target audience. Identifying the advantages and disadvantages of migrating to digital platforms and attracting customers from offline to online is critical to the success of a company's marketing strategy and operations. 
Positioning: The last part of P&G's STP research is to evaluate market offerings in terms of their position in the market. This stage is centred on identifying the most appropriate clientele for this firm depending on the marketing mix that it employs. When it comes to fast-moving consumer goods, Procter and Gamble have established itself as a dominating player. Procter and Gamble altered their marketing approach after the implementation of COVID-19 in order to maximize the value that customers get from the firm.


[bookmark: _Toc100183146]External Analysis
External analysis is the thorough study that is used to define objectives that must be met in the industrial and border operations sectors. Outside-the-sector analysis of Procter and Gamble's market position may have an influence on its competitive position. Procter and Gamble will benefit from external analysis in the post-pandemic age, which will help the company identify possibilities and problems in the current market and business climate. Procter and Gamble will benefit from the Covid-19 incident since it will aid them with overcoming their loss and dilemma (Sheth, 2020). To enhance their market share in the internet economy, they must be able to detect and manage new hazards and possibilities. 
Analysis of the Customer Requirements: In every business, one of the external stakeholders is the firm's clients. Procter and Gamble, like every other company, values its customers' opinions and demands. The implementation of COVID-19 requires Procter and Gamble to assess its customers' changing needs and determine which food items are important in order to offer the most suitable online platform-based delivery system for consumers. In order to overcome the effects of covid-19 and make some progress in the market, Procter and Gamble will need to meet the wants of customers with things that are of more value in the market industry than they are now able to provide.
Analysis of the Competition: The objectives, strengths, and culture of Procter and Gamble must all be considered in order to establish the company's competitive position. In order to get more customers as a consequence of the COVID-19 problem, Procter and Gamble will need to improve its operations using technology in order to compete with its many competitors (Ovanessoff and Purdy, 2011). A variety of alternative items have sprung up in the aftermath of the outbreak, and they are offering online customer service to their customers. Procter and Gamble will need to assess and implement its market position and make adjustments to strengthen its competitive position.
Analysis of the Environment: Procter and Gamble must review its technological, economic, and cultural capabilities in order to identify external strengths and possibilities, as well as to develop new market sectors as a result of the pandemic. Better awareness of environmental factors may assist Procter and Gamble in overcoming the pandemic problem and developing new customer segments on the digital platform, hence lowering losses and boosting profits. As a consequence of this external investigation, they will be able to make some modifications after the epidemic and how it has influenced the wants and desires of customers for grocery products in the future.
[bookmark: _Toc100183147]Government Support Programs
P&G, the world's largest consumer goods company for which governments demonstrate that its product categories are necessary for nature for customers and should therefore be allowed to operate in the market despite the ongoing pandemic. P&G is the world's largest consumer goods company by revenue. That has been a major focus area even in the pandemic situation, The ability to operate, P&G must ensure that employees are able to report to work, which sounds simple band they are working and thinking properly or erroneously on a day-to-day basis in growing markets all over the world since the situation is always changing (Joshi and Sharma, 2020). Consumption of food and other basics has increased as a result of concerns about a possible shortage of food and other supplies. On the other hand, manufacturers of essentials and packaged foods encountered severe production losses and supply delays when operations were initially closed in a number of areas by law enforcement authorities. 
Many employees, especially those employed in factories, have refused to report to work for fear of getting the illness, or have returned to their homes in their various villages and towns, despite the significant improvement in the situation.  Consumers have been storing up on food and essentials because they are concerned that the supply may be depleted (Cai and Luo, 2020). Manufacturers of necessities and packaged foods, on the other hand, experienced significant production reductions and supply interruptions when plants were first shuttered in many locations by law enforcement authorities. Complicated government regulation is an essential external issue to consider when evaluating the effect of COVID-19. There were government-ordered changes once the outbreak ended. A tremendous influence on P&G company and its external analysis to make some adjustments in the marketing environment, shifting conventional business to digital platforms. 

Instead of relying only on the covid to alter marketing roles and procedures in order to meet changing consumer needs, the government has provided some leeway for a digital platform for food shopping. According to the government, there are a number of issues and laws that have influenced P&G's commercial operations during the epidemic. 


[bookmark: _Toc100183148]Conclusion
Procter & Gamble, the world's largest consumer goods company, its product categories are necessary for nature for customers and should thus be permitted to operate in the market. The impact of COVID-19 and how it may transform Procter and Gamble's company from a traditional to an e-commerce operation. The epidemic is forcing many companies to rethink their marketing strategies, develop cashless payment methods, and take other steps to protect their workers and consumers. In this report, we learned about Procter and Gamble's internal research. Additionally, the company's external examination and utilization of government programs to recoup its losses are described in this study. A transition from an offline to an online platform is described in detail in this study by covid-19. 
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