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Background of P&G
	P&G or The Procter & Gamble Company is indeed an American multinational company based in Cincinnati, Ohio which was founded by William Procter plus James Gamble in 1837. During 2014, P&G sold $83.1 billion worth of goods and on late august 1, 2014, the company officially confirmed that it was going to cut down on the number of brands it had and focus on the 65 that made up the majority of the business earnings. This meant that around 100 brands would be dropped or sold off. It sells a lot of personal sanitation, hygiene, and safety products for people who utilize them. These products are broken down into different categories, like beauty, pampering, health care, garment, and home care, and baby, feminine, as well as family care. Because once Pringles was sold to Kellogg's, the company also made food, snacks, and drinks and the company is based in Ohio.
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	With the 1930 purchasing of the Thomas Hedley Company of Newcastle upon Tyne, England, the firm became a multinational concern. P&G's UK headquarters were in Hedley House in Newcastle upon Tyne until recently when the company moved towards The Heights, Brooklands. Over time, Procter & Gamble expanded into new markets and developed new goods and brands. The washing detergent Tide and Prell shampoo were created in 1947. Procter & Gamble introduced Crest, the first chlorinated toothpaste, in 1955, and in 1957, the business bought Charmin paper mills plus started making toilet paper as well as other tissue items. Procter & Gamble returned to the laundry market in 1960 with Downy fabric softener and Bounce clothing softener sheets. But, the 'Federal Trade Committee' objected to the purchase, and the US Supreme Court ruled over P&G in April 1967. P&G also indicated it will eliminate about 100 brands and focus on the existing 65, which accounted for 95% of revenues. In March 2015, as part of a brand reorganization, Vicks sold its Vicks Vapo-Steam liquid illicit substance operation to Helen of Troy. This was the brand restructuring's first health-related divestment.

	Vision 
the company has a plan to be the finest firm in the world for consumer goods and service industries which is eco-friendly. 
Mission 
Our mission is to improve the lives of customers and to serve them throughout the world with high-quality, value-added hygienic products or services that will benefit them today and, in the years, to come.
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	The Product Range of P&G

	
Family Care & Baby Care
PG&E supplies consumers all over the global community with one of the most comprehensive portfolios of trusted, and market-leading brands, including hygienic baby diapers and feminine care products for women (Puente‐Diaz and Cavazos‐Arroyo, 2017). The company provides high-quality brands such as All Good, Pampers, Charlie Banana, and Luvs, and with that caring product for babies, the company also provides Always Discreet, Tampax, Just, this is L for Period & Bladder Care. This also includes incontinence pads and women’s care pads and tampons.
	[image: ][image: ]

	Fabric Care
Bounce, Ariel, Cheer, Dreft, Era, Downy, or Tide; are the products of the company that are provided to the consumer in order to make their clothes clean.  In the third quarter of 2020, P&G made $5.83 billion from its Fabric and Home Healthcare business. In the third quarter of 2021, that business made $6.28 billion, which is 7.71 percent more than the same time last year. During this time, this segment made up 34.70 percent of P's total revenue (Michelle, 2019).
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	Grooming and Hair Care 
Hair and oral care are included in the services of the company where brands like Braun, Gillette, and Venus that provide razors & shaving gels, razors, waxes, & creams ad this sector assist in grooming. Also, that segment has brands like Head & Shoulders, Herbal Essences, Pantene which are used for hair care of the customer that added $1.44 billion in 2021and is also expanding in its way. 
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	Skin And Personal Care 
Euromonitor International's P&G in Beauty or Personal care products Company Profile examines the company's performance in 2016 when it sold over 40 brands to a competitor firm. The firm is consolidating its portfolio by purchasing specialized opponents. But its market share is steadily dwindling since Safeguard, Snowberry, Secret, and SK-II skincare outperform Gillette and Olay.
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	Home Care 
This is the corporate unit that looks after the company's wide range of household cleaning or care products including dishwashing liquid, multi-Surface dusters & cleaners’ laundry & home Products.
It is the single biggest business unit for the parent company. It makes up a third of the company's global revenue.
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Features of the Products
Superiority in the eyes of customers and shoppers is propelled by productivity and delivered by an empowered, agile, and responsible company that is causing constructive disruption across our industry's whole value chain (Hitesh, 2018).
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Figure 1Product segmentation
Source: (Van, 2019)
Performance-based dimension: Performance of family, home, baby care, and grooming care product has always been in a leading position and products are trustworthy since there is no bad or negative record in previous reports of the company and every component plays a part in ensuring that our products offer the effectiveness or performance that consumers expect from them. The company makes every effort to utilize the highest-quality ingredients in our commodities so that you will always use them with complete trust. The huge range of products is conducted by measuring both consumer feedback and product performance (Van, 2019). 
Environmentally approachable: Because they use fewer resources than natural components, synthetic compounds can frequently be more environmentally friendly than natural ingredients. The sustainable characteristics of a commercial ingredient are dependent on the resources that were utilized in its creation, harvesting, manufacturing, and finally consuming the product component. In addition, P&G putting in the effort to guarantee that we're utilizing the most environmentally friendly and sustainable solutions possible (Moore and Whitler, 2018).
Safety maintenance: Before every substance, whether natural or synthetic, P&G specifies the safe range for that ingredient. Then P&G uses the same science-based methodology that regulatory authorities throughout the globe use to make decisions on products. If you want to buy one of our products, you won't find BPA or PVC in the recipe. Our utilization of PVC and BPA is limited to very small quantities in the packaging of several products, like compressed aerosol spray cans or electrical devices, where their unique performance is important for the safety of the products they hold (Puente‐Diaz and Cavazos‐Arroyo, 2017).























Innovation of the Company
	Brands are built, markets are shaped and goods are improved via innovative ideas such as using robotics and motion sensors. Every breakthrough P&G make enhances the lives of people throughout the world. As P&G members, individuals have the opportunity to create a better world place from Day 1. When individuals work in a research lab, a smart, connected manufacturing facility, or somewhere else in the supply chain, they'll be able to witness their effect immediately (Cheung, 2017). 



	In order to establish, develop, and market a technical razor that swivels with the curves of the face, our Gillette team combines customer intelligence, technical competence, and precise engineering. TREO has been made for caregivers who want to shave someone else. This allows caregivers to give their loved ones a dignified comfortable shaving experience even if they can't shave on their own for some reason. Gillette came up with the idea for TREO after hearing people talk about how they needed a product like it in the real world. Gillette recognizes that caregivers do a lot, and the innovator sincerely hopes that TREO can make a big difference in their everyday lives and the lives of the people they care for. It is offered in the men's shaving section, including Grocers Drug Mart and Rexall, as well as on the Gillette website. The intended selling price for a Razor TREO 4-count pack is $12.99.
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P&G Marketing Strategy 
Brand management paid more attention to product specialization and segmentation than to how the business worked. Because each brand would be different from the rest of the P&G brand products, each would not compete with the other by appealing to different groups of people with different benefits. P&G tends to make products such as Olay Age Defying to reach specific groups. P&G sells dental hygiene products under the name Oral-B, as well as personal durable medical materials like Vicks, to people all over the world. Products that fall under oral-B are mostly toothbrushes and toothpaste (Young, 2018).
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Leading brands of P&G
The company follows an STP marketing strategy since they have a wide range of product chains and the way P&G sells its products and brands is through ad campaigns, direct marketing, corporate communications, and personal sales. P&G utilizes TVC, print, and online ads to spread the word about its brand. The company severally hires celebrities to help with the ads from several countries (Hitesh, 2018).


4P Marketing Mix of P&G
[image: 2 Company and Marketing Strategy: Partnering to Build Customer  Relationships. - ppt video online download]
Figure 2: Elements of the Marketing Mix
Source: (Dietrich et al., 2020)
Product
Until 2012, when the flavoured snacks Pringles were sold to Kellogg, the firm sold snacks and drinks. Procter & Gamble's organizational structure has changed to focus on the most successful product lines and changes made the firm easier to operate. P&G's current product mix includes the following segments: Fabric & Home Healthcare, Male & Female Childcare (Andrew, 2017)
Price
To price bundles of items, use the product-bundle pricing technique, for instance, P&G Professional employs this price model when selling to businesses. This method is occasionally used to promote items at retail outlets and the premium pricing technique puts prices above the market average. Procter & Gamble employs this method for various Olay products. This method helps sustain the company's premium brands' perceived worth. Procter & Gamble bases their pricing strategy on the marketing mix (Dietrich et al., 2020).


Place
The dissemination of the company's consumer goods involves multiple parties. However, Procter & Gamble utilizes the following key locations: Authorized distributors, G Shop. P&G contacts its target audience primarily through retailers. For example, retailer locations are carefully positioned to increase customer access to P&G products. Authorized distributors, on the other hand, are third parties who supply substantial quantities of Procter & Gamble products (Andrew, 2017). P&G Online is the company's principal e-commerce site yet, the site's reach is confined to the US market.   
Promotion
The company always promotes its product by understanding consumer culture and its behaviours. Market development strategy entails both Procter & Gamble and its authorized distributors communicating with corporate clients. Sales promotions including personal selling are occasionally used to introduce new items or variations of existing consumer goods. The company culture of Procter & Gamble impacts personal selling training and sponsorships are part of the company's PR strategy (Dietrich et al., 2020). 


The Financial Ailment of P&G 
The Company executes cashless exercises through a third entity and therefore does not buy back stock. On April 23, 2019, P&G indicated that it anticipated decreasing outstanding shares by about $5 billion in the fiscal year 2019, excluding acquisitions under the Company's pay and benefits schemes. The preferred shares were authorized by the Board of Governors and financed by operational cash flows and long and short-term debt. The overall cost of the share repurchase scheme was $5.0 billion. The preferred shares were authorized by the Board of Governors and financed by operational cash flows and long and short-term debt. The overall cost of the share repurchase scheme was $5.0 billion and repurchases terminated on June 30, 2019 (Van, 2019).
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Table 1: Issuer Purchases of Equity Securities and Related Stockholder 
Source: (Puente‐Diaz and Cavazos‐Arroyo, 2017)
P&G has been investing in companies for 129 successive seasons since its original establishment in 1900 and has grown its dividend for 63 consecutive years. Over the previous five years, its dividend has risen at an annual cumulative annualized rate of 3 percent. The graph below compares the total cumulative return of P&G common stock over five years to the 500 Stock Index and the 500 Consumer Staples Index and it assumes $100 invested with all dividends reinvested.
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Figure 3:Shareholder Return of P&G 
(Source: Cheung, 2017).
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Table 2: stock index of P&G 
Source: (Puente‐Diaz and Cavazos‐Arroyo, 2017)
Our Worldwide Business Do Manual reinforces our determination to conduct organization with honesty and within the word and spirit of the law. A shared purpose, values, & principles bind our employees to accomplish what is right. P&G promotes its brand b increasing the value of diversity and inclusion. 
[image: Equality & Inclusion | Procter and Gamble][image: Procter & Gamble re-affirms commitment to gender equality at the  #WeSeeEqual Summit – Campaign Middle East]
Promotional poster of P&G
During the yearly basis #WeSeeEqual Summit, P&G reaffirmed its commitment to promoting gender equality as part of its corporate citizenship emphasis on being a Positive force and Growth. The event brought together prominent campaigners and personalities from the commercial and public sectors to confront the pandemic's influence on gender and gender rights.  They use their advertising and media reach and voice to support equality, diversity, and inclusion among consumers. SK-II, Olay, Tide, Dawn, Swiffer, and Ariel are among P&G's best-performing brands with the most gender-equal, diverse, and inclusive advertisements, according to the Organization of National Advertisers' #SeeHer program. Environmental Sustainability promotes responsible supply and consumption through our brands, supply chain, society, and workers.
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BABY AND FEMININE CARE
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Fabric Care
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Skin & Personal Care
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Home Care
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ISSUER PURCHASES OF EQUITY SECURITIES
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