



Executive Summary 
Corporate organisations that utilise strategic formations intend being competitive and successful. How they use the formations and the reasons why, is down to the leader and the organisations vision, value and power.
Being the number one retailer for consumer products entails deliberate or emergent strategic force that can drive any business to change direction in an instant. The outcome of their position is depending on interactions with internal and external factors. 
A strategy acts as a roadmap to guide the business from idea to reality, to see the threats of any goals and achievements ahead, to understand customer needs and establish which channels will give the best results in the long term.
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Introduction 
This report is requested by Maria Heffernan on the 24th June 2022 to undertake a strategic analysis and evaluation of Procter and Gamble (P&G). With a critical analysis of how and why the organisation has reached its current strategic performance. Outlining the strengths and future areas of improvement within P&G’s strategy.
A background has been provided to understand the nature of the business and their development over the last fiver years. Strategic models and theories have been studied along with their current strategy operation. 
The models and framework utilised within this report to evaluate the strategic drivers are a SWOT, PESTLE, Porter Five Forces, The Boston Consulting Group Method (BCG), a Stakeholder Analysis, Porters Generic Strategy and Mizteberg’s Schools in Strategic Thinking. 




 











1.0 Task 1 
1.1 History of Procter and Gamble
Procter and Gamble (P&G) (2022a) was created in 1837 by a candle maker called William Procter and a soap maker James Gamble, with their business sense and skill, they turned P&G into a multinational consumer goods corporation, they are the world’s largest advertiser and claim themselves as innovative, sustainable and revolutionary, with 180 years of selling quality products and innovating legendary brands, P&G (2022b) have acquired strong and reputable products that are used in most households. They operate within 180 countries selling over 300 different products. 
Their corporate structure operates through five industry -based sector business units (SBU’s) such as: Baby, Feminine and Family care, Beauty, Health care, Grooming and Fabric and Home care (P&G, 2022c). 
Throughout the decades, P&G have achieved growth advantages by being true to tradition by innovating consistently, the history of the company using acquisition strategies were a risk of entry tactics. They claim their acquisitions included Gillette, Richardson-Vicks, Noxell (Noxzema), Shulton's Old Spice, Max Factor, the Iams Company and Pantene, among others, they quote “The constructive disruption we’re leading in all areas of the value chain is critical to our future success in this dynamic world. (P&G, 2022d).











 1.2 Vision and mission statements 
Advantages 
Williams et al. (2014) have analysed many mission statements within organisations and came across few that had true meaning and culture that has connected with higher performing companies and their stakeholders, with P&G being one of them.
Pratap (2022) quotes P&G’s original mission statement as, “We will provide branded products and services of superior quality and value that improve the lives of worlds consumers, now and for generations to come. As a result, consumers will reward us with leadership sales, profit and value creation, allowing our people, our shareholders and the communities in which we live and work to prosper”. 
P&G’s current mission statement has effectively altered to: “We believe in finding small but meaningful ways to improve lives – now and for every generation to come” (P&G, 2022b). 
The original mission statement is reflected from past performances a continuum of exploration with acquisition. It appears P&G are trying to value themselves further demonstrating resilience and not becoming alarmed by new competition arising. 
Smithson (2022) claims that due to the driver change, P&G currently apply a differentiation as its generic strategy, this is in order to focus and achieve competitiveness and resilience whilst in competition for quality and value. He also reports that a growth strategy is in place for market penetration aiming for an increased market share. To their advantage, P&G had used growth strategies in order to improve consumer’s lives in small and helpful ways. This strategy also effected the managerial and shareholder’s decisions in many areas, due to constant change and innovations. 
MSG (2022) and Williams et al. (2014) believe that mission statements benefit organisations as they provide unanimity of purpose, spell out context and identify themselves and employee’s values. 



1.3 Disadvantages and Critical discussion 
However, the disadvantages of a mission statement can advertise unintentional directions that stakeholders may not want to follow. Today’s business strategy is keeping costs low as customers are chasing the cheapest product. Therefore, the mission statement is short term and could lead to strategic conflict with changes ahead, wasted time, lack of resources and inconsistencies. Whilst the current mission statement is very succinct and powerful, it does not focus on their strength or values, it demonstrates fear of future changes or movement.
Pratap continues (2021) that the reason for the mission change is that P&G had to divest some units of business because of competition with Amazon and other online websites that have caused their main driver ‘competitive advantage’ to be shifted towards further growth. 
Kenton (2020) articulates that P&G acquired other companies with core capabilities to seek economies of scale, diversification or greater market share which will help with dividing costs. Whist Adebisi (2021) specified that P&G amalgamated with other companies that mirrored synergy, as well as being reputable and alternative at the time, but has struggled to maintain operations. 
However, Tamma (2021) states that disadvantages of acquiring so many reputable brands could lead to culture conflicts, clashes between objectives and resourcing between the companies or shareholders, therefore leading to damaging effects of the brands reputation. Hess (2010) quotes “Growth can stress a business’ leadership, culture and employees; its quality and financial controls and its execution processes”. 







1.4 What is Strategy and Strategic Management 
Johnson and Scholes (2019, pp. 4-8) define strategy as looking to achieve advantages over long term direction, utilising deliberate, logical and incremental decisions to fulfil stakeholder’s expectations. Kenton (2022) defines Strategic management as “the management of an organisations resources to achieve its goals and objectives”. Within this involves examining macro and micro, resourcing capabilities and making strategic choices. 
Fainshmidt et al. (2018) claim that strategic management can strengthen or weaken the dynamic capabilities of organisations orientation. With having long term objectives in place, they affect the ability to align competitive advantage due to the nature of external factors evolving. 


















1.5 Schools in Strategic Thinking  
Mitzberg (1994) produced a framework to help organisations manage their strategy. Discovering the type of school P&G fit into will help meet the needs of strategic planning.
Mintzberg’s framework consisted of five schools; they are;
· Design and Planning 
· Positioning 
· Learning and Emergent 
· Power and Culture 
· Entrepreneurial
Mindtools (2022) whist P&G work toward their vision and mission the Positioning School is allocated best for P&G along side The Learning and Emergent. P&G have strategies that are identified within the marketplace with branded and quality of products based upon their position. They also adapt and become flexible whenever economical change is to be made which can force them to become emergent, this can justify actions and decisions fir the direction of the strategy.
P&G have been active for 180 years, so there will be many incremental historical changes. Learning from these changes, has helped them adjust sooner and has made their units better prepared when the pandemic changed their working conditions.  However, in recent years P&G had demonstrated deliberate change. Their main driver is believed to be the acquisitions and social media sale rises, clearly stating what customers want with what is trending.
“The ability to foretell what is going to happen tomorrow, next week, next month and next year; and to have the ability afterwards to explain why it didn’t happen” (Churchill, no date).




 Appendix 1 
1.6 Strategic Business Units (SBU)
Walton’s (2022) resources show that the largest stakeholders are held by institutional investors and fund managers, such as Vanguard, BlackRock and many more, (see Appendix 1) along with other individual investors that include executives and board members who have helped build the company for many years. David Taylor is the largest shareholder and P&G stock with over 12 million common shares.
Sun (2020) establishes that P&G has five segments which act as Sector Business Units (SBU’s), each having their own CEO and management teams, they are Baby, Feminine and Family care, Beauty, Health Care, Grooming and Fabric and Home care.  
Sun (2020) continues that P&G has reached its saturation point, but they are consistently investing in better quality products and removing the weaker from their units. Mind Tools (2022a) signify this has led P&G to Porters generic model differentiation strategy, as P&G make their products durable, effective and use high-quality production, maintaining their brand image that customers value for competitive advantages, attracting target customers with the objective to minimize costs. 
Statistics from Macrotrends (2022) reinforces that P&G made a 2.73% increase in annual profits from 2021 to 2022 with a $14.314 billion profit. However, during the Covid pandemic saw them raise their profits from 2019- 2020 with a massive increase of 251.24% compared to a decline in 2018 of 61.69%. 
“SBUs are directly engaged in the production of goods and services; the corporate centre typically is not. Its role is to oversee, support or augment the primary activities of the SBUs, and to facilitate the creation of value throughout the corporation via organic growth or external development”
(Bowman and Ambrosini, 2007).




Appendix 2 
1.7 Market Share 
Market share is a company’s sale expressed as a percentage for the total industry, in P&G’s case, Zaveri (2022) illustrates the market share of P&G from 2020-2021, demonstrating the Baby, feminine and Family care sector as the highest revenue share amongst all units. However, during the Covid-19 pandemic, Forbes (2019) had estimated the Homecare products to be the highest market share, in this case they predicted correct as profits rose 30% in this area alone according to statistics at Macrotrend (2022).
There are five key elements of strategic decisions that add value to the organisation and help promote market share and enhance competition. Lynch (2005) highlights that sustainability is one of those keys to longevity, secondly is developing a strategy and making sure it is delivered. Third key is offering competitive advantages in which P&G utilise as a main driver, fourth key element is to link the organisation and its environment and lastly the vision to move forward and become futuristically innovative (Lynch, 2005). 
Terlep (2016) reports that grooming sale had declined throughout the market at this point, the reason being is that men were growing more facial hair as the beard trend was popular from 2015 according to Bedfordshire Beard co. (2022), they say that new social media trends and charities were highly influencing the theme of beards and hair growth. 










Appendix 3
2.0  Model’s and Frameworks  - Strategic Analysis
Within this strategic analysis, the focus will be on the whole company, the advantages of this will have a complex connection with all areas of P&G’s strategies focusing on individual SBU’s when needed and consistently looking for sustainability and value. However, within a large corporation that has strategic measures in place, could potentially damage the management objectives and their frameworks due to external factors, as they may not have any internal control. Hitt and Tyler (1991) provide a theory that managers do not matter within this type of organisation and that data is the source of analysis and problem solving. Although if P&G utilised their managers well in their SBU departments, they will help towards decisions in strategic formulations, unless managements perceptions change due to data or strategic choices. 
The models that have been undertaken for diagnostic stages internally and externally are: SWOT, PESTLE, Porters 5 forces, Porters Generic, The Boston Consulting Group (BCG) Matrix and a Stakeholder analysis. 













Appendix 4 
2.1 SWOT Analysis
Whilst exploring the SWOT analysis within P&G, they display a fair balance of strengths and threats. The main drivers within the SWOT analysis are competitive rivalry strengths and growth opportunities.
Gillette have been focused on as the main driver within their growth market. With P&G having the capability of diversity and resources, it is within both company’s advantages to grow, Gillette being one of the biggest acquisitions to date for the male grooming SBU, Gillette had a reputable product growing fast compared to alternatives within the market, whilst P&G had the access to distribution channels and expanded the brands adding further products to new countries. 
Within P&G opportunities, they have strength in their branding visibilities which suggests their high level of advertising and competitive pricing. The distribution hub within their communities has helped them reach members of the public, having these involvements on social media links have become P&G’s major strengths, this has influenced loyal and continued buyers. Social media advertising is a digital marketing strategy that enables you to run paid advertisements on social media platforms. This strategy involves paying to promote content on social media sites with their influencers to reach potential leads. 
Whilst P&G have many opportunities to acquire other business products, the social media industry has helped them expose their products through advertising on personal and business accounts which are viewed by millions each day. Male grooming products have become extremely popular to societies globally.






Appendix 5 
2.2 PESTLE 
Whilst researching all PESTLE factors, it is evident that the macro factors Political and Social have driven P&G to the current strategic position, leading them to have a dynamic approach.
With Brexit and covid-19 pandemic, political uncertainty had led to a dampening of consumer confidence the cost of goods purchased overseas will effectively become more expensive. Leading organisations in dispute with retailers whether to increase prices or absorb the loss. P&G’s micro factors have been through a major turmoil specifically resourcing and customer services, working remotely and changing business direction. With a loss of loyal employees or the hire of new staff places a threat of vulnerability on the business, this forced the strategy to change and become rationalised, focusing on acquisition, shared prices and expanding existing brands.
However, the social aspect of P&G is their belief in a holistic approach and their drive to advertise and interact consumers with products online. Whilst rationalising their approach to acquire or expand on existing brands, more and more social media users were connected to product advertisements. 
Hypothetically, consumers want the quality of brand, P&G have used their strength to focus on brand visibility within demographic areas, for equal opportunities (beauty and male grooming). All the while, sufficient trends that become popular online are the driving force towards further growth and competitive advantages.

 








 Appendix 6 
2.3 Porters Five Forces 
Porter’s Five Forces is a model that helps the organisation determine competitive interests within the macro environment. It can evaluate the nature of competition, root causes of profitability and measure competitors that have equal power.
Bargaining power of suppliers has ability to ascertain number of rivals, what is happening in the market and where the power lies, this will assist the formulation of a ‘Market Strategy, if suppliers have high bargaining power, they can influence pricing and profits or intense opposition especially when it comes to an organisation switching suppliers. A driver to lower prices and maintaining high profits or budgeting their customers. 
Bargaining power of customers, they can exert the pressure to drive prices down with trending products in demand. Customers may have plenty of retail outlets to choose from with multiple products to purchase.
Threat of substitutes being alternative products and retailers serving similar possibly within a different industry driving prices further down resulting in a monopoly effect.
Threat of new entrants is always a force and dominant strain on existing businesses. If barriers are low, threat to P&G is high. Further threats are legal and political factors, distribution to wider ranges. However, if there is an opportunity for P&G to acquire partnerships with new entrants, economies of scale, sharing costs and having access to distribution channels.
Using Porters Five Forces has helped P&G determine the intensity of competition within the macro environment, however it does not estimate the micro-environment in thorough detail, but the analysis can interact with internal forces to reveal strengths and weaknesses, taking the organisation from a deliberate strategy to emergent. Porter (2008) explained that new entrants into the market gain market share and for that reason is a threat of entry to any organisation already within the market. The threat (new competition) can limit any profit from other providers with similar products.
MindTools (2017b) says that any decision that is made towards competition such as; lowering prices, or new products will all be a risk. Other issues that may occur within threat of entry is that the whole organisation and its SBU’s may be at risk with the likes of legal and political actions and distribution (Low- Barriers big threat). 
Appendix 7 
2.4 The BCG Matrix 
The BCG Matrix is over 50 years old and still used today for planning and diversified techniques and current product portfolio, to help with long term strategic planning. The model can be utilised to determine if products should be divested or maintain within the market. 
Looking at P&G statistic from 2021 and using all their SBU’s, there are a range of different products that are fluctuating within the market.
Fabric and home care are the highest selling products, with high market share and high growth. The main driver for this high growth is Covid-19 pandemic regarding domestic and business cleanliness and hygiene. Leading this SBU to become a Star, maintaining its future potential. However, Beauty products are within the cash cow section and should have a higher rate of profit, however due to the pandemic, Beauty products were not a necessity leaving low growth and other online substitutes available. P&G have a strategy in place for slow declining products and that is to divest within that market area. 
Both Question mark products are Grooming and Baby, Feminine and Family care. These products illustrate high market growth but a lower market share, they have potential to rapidly grow with an innovative development to ensure profit, moving the products within the Star section. On the other hand, if the development is unsuccessful, they may revert to the Dogs section and ultimately divest to prevent any further losses to P&G.
All sections of the BCG have potential to become profitable, but all circumstances surround the uncertainties of external changes. P&G may ignore internal factors whilst using this model and not use a simplistic approach to avoid future risks.






Appendix 8 
2.5 Stakeholder Analysis
A stakeholder analysis is a tool used to determine stakeholder’s interest, investment, influence and their general participation within an organisation.
Stakeholders observe the organisation strategies and have a vision of where they want it to go, however it is dependent on their level of power and the level of involvement they have.
Stakeholders are involved in making decisions with uncertainty and risk. With a stakeholder analysis it provides a clear definition of who determines the most complexed decisions. Maintaining strong relationships with stakeholders can ensure project transitions are successful, as their opinions, ideas and advice may improve strategies. 
Within this analysis, it has been identified who has more influence and interest in the organisation.
Highest power with the highest interest would be the high leaders, managers and high investors. Wilfully engaging with these stakeholders and updating them regularly.
High power with low interest would be shareholders, low investors, suppliers, public and foreign market, involving necessarily to maintain interest and feedback or advice.
Low power high interest would be lenders / vendors, key contributors and the community. Providing general feedback and progress on changes. Involving these in low-risk decisions. 
Low Power and low interest would be public media and competitors. Providing them with general letters and updates. 
Lawrence (2017) writes that pre-pandemic times, P&G’s strategy was targeted towards the consumers as their value and loyalty has set influences towards the Corporate Social Responsibility (CSR) strategy which is sustainable.
Currently, consumers are still within this focus of strategy, but competition is still P&G’s main driving force based on market conditions.



Appendix 9 
2.6 Porters Generic Strategy 
Porters Generic Strategies has been in place since 1980’s. Porter had developed this framework to help organisations find the right strategies.
He documented three types of generic strategies they are; Cost leadership, Product or Service differentiation and Focus (Cost focus and differentiation focus). Products that sell depend on the consumer, but the company needs to have a clear goal in mind of what they want to achieve, by using this strategy can help provide a clearer path in order to improve and achieve targets. 
Cost leadership focuses on the pricing of the product and the quality that matches the price. Low -cost products are achieved by economies of scale. 
Differentiation is used to provide the best for customers in regards to pricing and quality of the products, offering something different from other competitors, can attract customers regardless of price, but for the products to remain effective, maintaining lower costs is P&G’s gain for competitive advantage. Branding, quality, wider distribution and sustainability are ways to achieve differentiation. 
Focus strategy is arranged for smaller businesses and demographic areas that prefer a lower cost of product. Affordability and less competition are the aims for this strategy. 











3.0 Strategic Critical Analysis 
Strategies are set in place over time to provide basic principles to have competitive advantages and maintain sustainability (Leavy, 2013). Strategic choices involve understanding the importance of micro and macro environments, ignoring them will challenge the organisations and possibly accrue a drift but if leaders control change and support planned decisions, periods of growth will rise. The Positioning School approach can be applied to all SBU’s within P&G, this strategy formation is driven based on analysis of segments and their goals. The learning and Emergent School is formatted for occurring change and adaptability and to master performances, with the driver being competitive advantage. Kopf et al. (1993) agrees that strategic plans are in place to allocate resources and maximise strength at all angles in an organisation especially innovation. However, P&G has a high dependency on customers and a cause for concern as growing home and beauty care products, intense competition and quick changes to customer preferences could cause damage to strategic operations, their main driver here is customer experience and growth.
Danziger (2017) says that P&G’s strategies are set in old ways and are still catering toward the “baby boom” sector. This group of demographics didn’t have a multiple of product choice many years ago, P&G are still catering towards this population. He continues that they are not catering to the millennials, the online trends or fashion. It is possible that brands that have been out for decades are not in the millennials first choice of product, this is a big reason why young people are switching brands such as Ecover, this affects loyalty for certain branded or quality detergents. It could be that the new generation are wanting to try out different scents and cheaper products that social influencers use, or simply could be they don’t want to follow suit of their family bought brands, hence why P&G should not depend on customers of a certain age alone. As P&G work effortlessly on their advertising, rather than innovating, this could be where they are falling. Cameron (2019) reports that having a company like P&G involves many decision makers and that instinct and data can be flawed by the overall size of the business. He also says that if an organisation doesn’t maintain innovation strategy, then ongoing trends and opportunities will become ineffective. In a materialistic society, Kapferer (2012) writes that cognitive psychology is a very interesting term when it comes to branding and it could be that it’s the retailer who has the power, not the brand itself. 
4.0 Conclusion 
Looking at all the frameworks, statistics and criticality within the report, it seems there is more than one driver behind P&G strategies. Having identified three main drivers within this report, the first being competitive advantage, the second being advertising with the use of social media and the third, growth, all of which have helped maintain the success of P&G using the SWOT and PESTLE analysis. 
The competitive advantage has many areas of strengths identified. Whilst P&G use their acquisition to help fund costs, P&G reap the rewards, brand name and the retail identity, placing their image at the top of the market. Although they have growth advantage, they have divested a few products and an SBU, it is possible that their growing opportunities are just too expensive to advertise fully, which entails limited sales. 
Vision and mission statements are usually the heart and culture of an organisation, with P&G’s current mission statement, it seems like they have lost heart with culture and value since the pandemic and are leaving their statement open for the next change. It may also be a fact that due to unforeseen times, consumers did not care about the value or mission of the company, just their low- cost products. All of which has been forced by political and economic changes.
Other leading SBU’s like home care and grooming are trending on social media and television advertisements. Influencers are being paid to advertise products that target the grooming SBU (Gillette) with the use of professional sportsmen to promote the product’s leading advertising as another driving force. 
Differentiation has come into the driving force but there doesn’t seem to be much that is unique, apart from the retailer itself, other competing retailers have substitutes that are very similar and cheaper.
Within the stakeholder analysis, having too many people making decisions can be very interrupting to a project and expensive if ideas do not progress successfully. Their ideas around competitive advantage seems outdated with the brands that they have. Their innovation and creativity don’t seem to be at the same level as other retailers within the same market. However, P&G are still one of the leading retailers and have stuck to their reputation of low-cost products and brand quality, that has by far helped them achieve competitive advantage in two areas of their SBU (Home care and Grooming). Their operations and consumer products are one of the largest and furthest stretched around the world, their products are trustworthy and sustainable. 
P&G are maintaining their status of leading retailer but is it enough for millennials and the next generations to come. 
More social media and advertisements could be made at a lower cost for high following influencers, P&G should use this to their advantage and advertise all other SBU products. 
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