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1. [bookmark: _Toc107161065]Executive Summary
P&G is a multinational consumer goods corporation with best marketing investment in the world. However, the pandemic has led this giant to supply shortage. The advice to improve its application of artificial intelligence in the process of supply chain management and to build up a supply network.

2. [bookmark: _Toc107161066]Introduction
The Procter & Gamble Company (P&G) is an American multinational consumer goods corporation headquartered in Cincinnati, Ohio, founded in 1837 by William Procter and James Gamble (P&G, 2016), and it is the second largest FMCG brand in the world, after Nestle (OC&C, 2020). It specializes in a wide range of personal health/consumer health, and personal care and hygiene products.
According to our previous analysis, the problems of P&G marketing right now are as followed:
1. Reduced demand from traditional channels, making it difficult to make accurate estimates and contingency plans
2. Reduced frequency of offline shopping
3. Supply chain shortages in some markets due to the epidemic

3. [bookmark: _Toc107161067]evaluation of P&G’s marketing activity
1) The concept and importance of marketing
Marketing is “the process by which companies create value for customers and build strong customer relationships to capture value from customers in return” (Kotler, Armstrong, Harris and Piercy, 2013). And according to Cerf, M. et al (2017), marketing is the process of exploring, creating, and delivering value to meet the needs of a target market in terms of goods and services.
According to Fahy, J. (2019), the importance of marketing strategies in a changing environment is a major challenge facing managers today, and marketing is the only function in business that has a responsibility to increase demand, create revenue, and develop loyal customers necessary for a firm’s existence.
P&G, as the world’s top advertiser (Goldman, 2021), spent $11.5 billion on its marketing expenditures (which is also the main part of the resources P&G invests in marketing) worldwide in its last fiscal year, which ended in June. It is stated in P&G’s annual report that the business results depend, in part, on successfully developing, introducing and marketing new products and on making significant improvements to their equipment and manufacturing processes. 
2) The macro and micro marketing environment of the organisation
Macroenvironment:
The common method to analyse an organization is PESTEL framework, which stands for Political factors, Economic factors, Socio-cultural factors, Technological factors, Ecological factors, and Legal factors. Yüksel, I (2012) concluded several Sub-factors from previous literature, they will be adjusted to the macro environment P&G faces:
	Political factors: 
· Relation with China (Trade war)
In 2018, former President Donald Trump started a trade war with the world involving multiple battles with China as well as American allies (Chad P. and Melina K., 2022). P&G spokesman, Damon Jones said that the raw material used in China and European Union are mostly local, which will minimize the impact of tariff wars. However, the cost is not the only thing to consider. According to David Taylor, P&G CEO at 2018, trade war could adversely affect American brand.
· Geopolitical divisions (Russia-Ukraine) 
On 24 February 2022, Russia invaded Ukraine in a major escalation of the  Russo-Ukrainian War that began in 2014. And many companies in Europe, North America, Australasia, and elsewhere started a boycott either as a result of sanctions or in protest of Russian actions. And according to news report, P&G’s business in Russia and Ukraine represented 1.5% to 2% of its net sales and global profit and has ended all new capital investments in Russia.
Overall, the political situation in P&G's top four net sales source regions (North America, Europe, Greater China, and Asia Pacific) is relatively stable, with no unstable political factors likely to affect the operations of P&G and its partners.
Economic factors:
· Inflation and Recession
The costs of P&G are subject to fluctuations, especially the changes in the prices of commodities, raw materials, and packaging materials. Also, costs of labour, transportation, energy, pension, and health care are included. US is experiencing a tremendous inflation in 2022, some doubt P&G’s ability to pass on cost inflation to the customers in full. Its fiscal third quarter witnessed the strongest sales in about two decades, reporting a net income of $3.36 billion — up from $3.27 billion the previous year, and gross margin fell by 4 percentage points. The inflation is a huge uncertainty, because P&G cannot simply raise the price and let the consumer consume the cost inflation, since consumers are already suffering from recession.  
The US economy is more likely than not to sink into a recession this year as the Federal Reserve tightens monetary policy in its bid to cool decades-high inflation, economists warned Monday (Barrabi, 2022).
However, P&G CEO Jon Moeller says he doesn't see a recession looming on the horizon despite numerous consumer headwinds and will continue to push through price increases to help offset inflationary pressures (Sozzi, 2022).
Overall, P&G's brand is strong enough to pass on most of the rising costs to consumers. Moreover, the price increase because of the cost can even increase P&G's profit.
Socio-cultural factors
· Covid-19
The COVID-19 pandemic has significantly affected P&G through the following ways:
the temporary inability of consumers to purchase P&G’s product due to illness caused by Covid-19, quarantine, financial hardship, shifts in demand; the limited capacity of the workforce due to illness, social distancing, or Work from Home; failure of third parties such as P&G’s suppliers, contract manufacturers, etc. 
Technological factors
The impact of advanced technology on consumer-packaged goods has not always been obvious. That's because technology has long been associated more with smart devices, wireless connectivity, and computer chips than with laundry soap or baby diapers. But today, data processing technologies such as machine learning and artificial intelligence are helping to shape everything from the chemistry of cleaning products to consumer dishwashing behaviour to the way products are packaged and marketed.
Ecological factors
Back to 2020, In an unusually large investor revolt for one of the largest companies in the United States, two-thirds of the votes cast at Procter & Gamble's annual meeting supported a shareholder proposal that criticized P&G's use of palm oil and forest pulp in its products, including Bounty paper towels and Gamay toilet paper.
Satisfyingly, Procter & Gamble has responded: it requires all virgin wood pulp it purchases to be certified by the Forest Stewardship Council and other third parties. The company recently set a goal to increase its use of FSC-certified wood pulp to at least 75 percent of all brands in its home care division by 2025.
Legal factors.
P&G holds many brands. Subordinate brands may face legal disputes such as complaints and lawsuits in the countries or regions in which they operate, which in turn may negatively impact P&G's performance or brands.
Microenvironment:
The microenvironment consists of: other departments of the company, suppliers, marketing intermediaries, customers, competitors and various publics. 
P&G's reputation and the reputation of the P&G brand form the basis of P&G's relationships with key stakeholders and other constituencies, including consumers, customers and suppliers， according to P&G’s annual report.
Considering the importance of the P&G brand, the way P&G divides sectors by product line, and the difficulty and complexity of obtaining information from each department in each sector, the analysis of other departments in the company will be omitted in the micro-environmental analysis. 
Suppliers
P&G has strong bargaining power over its suppliers because of its strong position in most of its categories. This can also be reflected in a news story from 2021. P&G announced to build supplier diversity into their business strategies, and help suppliers build equality and inclusion into their business strategies too, which was achieved by investment.
P&G include the marketing intermediaries, such as mass merchandisers, e-commerce, grocery stores, etc, in their key customers. And In 2021, sales to Wal-Mart Stores, Inc. and its affiliates represent approximately 15% of P&G's total sales. P&G's top 10 customers account for approximately 39% of total sales in 2021. Therefore, P&G, as one of the world's largest FMCG companies, has strong bargaining power facing fragmented channel players.
The markets in which P&G products are sold are highly competitive, and their products compete with similar products from many large and small companies, including well-known global competitors. However, P&G is well positioned in the segments and markets in which it operates, often holding leadership or significant market share.
Generally, the macroenvironment and microenvironment for P&G could summarized as challenging macro environment due to recession and COVID-19, a dominant position in the market and a strong brand. So, to achieve the goals of P&G, which include balanced top- and bottom-line growth, cash generation and value creation, according to the annual report from P&G, the marketing strategy would be to support the products with advertising, promotions, and other marketing vehicles to build awareness and trial of P&G’s brands and products in conjunction with P&G’s sales force. In other words, P&G would use advertising and promotions more frequently to maintain brand awareness and to enable existing consumers to afford P&G products despite changing economic conditions.

3) Target market(s): 
The way to decide the target market P&G uses was changed from generic demographic-based audiences, like women aged 18 to 35, to “smart audience” with profiles, like first-time mums, millennial professionals or first-time washing machine owners, that enable reach with greater precision through programmatic buying, according to latest annual report (P&G, 2022). To do this, the company is using the more than 1 billion consumer IDs it has to build audience segments and then do “propensity marketing with people who have similar characteristics”. 
Besides delivery the “smart” audience more relevant ads, P&G also invited those who actually care about a product to try the product, which also let P&G get the feedback to complete the marketing campaign.
And more importantly, P&G spent $6.751 billion on advertising in the 2018-19 fiscal year, which is about $352 million less than that in the previous year. Jon Moeller, P&G's chief financial officer, said the reduction in ad spending obviously didn’t hurt the company’s performance in the recent fiscal year because sales increased. (Brunsman, 2019). 

4) Marketing Mix
Marketing mix is defined as the “set of marketing tools that company uses to pursue its marketing objectives in the target market”. Marketing mix – 4 Ps, consists of Product, Promotion, Price, Place.
Product
P&G has five categories of products, which are 1) beauty, 2) grooming, 3) health care, 4) fabric & home care and 5) baby, feminine & family care. P&G set the superiority standard for its product, package, brand communication, retail execution, and value to improve category growth, household penetration, strong share positions, and winning sales and profit growth — and builds business for their retail partners. Also, like previously stated, P&G regard product quality and packaging as important differentiating factors in its highly competitive markets.
However, the reality is: on the one hand, P&G's popular brands are under the impact of local brands; on the other hand, P&G's high-end brands are dragged down by the overall brand image and find it difficult to stand firmly in the high-end market.
Promotion
In terms of AIDA model, P&G uses various kinds of advertising to raise brand awareness, and as the world’s biggest advertiser, P&G has made most of its potential clients heard of its brand. Packaging plays an important part in interesting and attracting customers. To facilitate the conversion of customers from product craving to purchase action, P&G partnered with Walmart and put maximizing product availability into its strategic planning.
Moreover, the growth strategy for P&G is to deliver meaningful clear advantage across all elements of the consumer proposition - product, packaging, brand communications, retail execution and the consumer and customer value equation.
Price
P&G uses three different pricing strategies to gain market share and generate revenue, namely competitive pricing, penetration pricing, and premium pricing. For brands whose sales are heavily influenced by competitors, their marketing mix will follow a competitive pricing policy (MBA SKOOL, 2017). And according to the 2021 Annual Report & Public News, Procter & Gamble has increased the pricing of its products because of inflation.
Place
P&G uses both online and offline channels to sell their products. Selling in-store, P&G focuses on the right store coverage, product forms, sizes, price points, shelving and merchandising, selling online, P&G focuses on the right content, assortment, ratings, search and subscription offerings.  
As for distribution, P&G pursues an intensive distribution strategy. It has a very efficient distribution system to reach all its customers. Its products are sold in retail stores, drugstores, convenience stores, discount stores, supermarkets and authorized distributors in countries around the world.
And about the supply chain disruption caused by COVID-19, it was mentioned a little in the annual report, but more valuable information was included in FY2022 Q1 earnings call. P&G integrates billions of consumer data points associated with thousands of SKUs across hundreds of retail customers every year. This database enables data-driven supply chain agility, and Andre Schulten, CFO of P&G, emphasizes, "The power of our supply chain is largely driven by the flexibility we can create. Strong supplier partnerships globally allow us to move purchases from one supplier to another when needed, due to [either] unavailability of supply or freight lanes." (Barsky, 2021)

5) Selection of media:
As the statement in the annual report shows, “Advertising costs, charged to expense as incurred, include worldwide television, print, radio, internet and in-store advertising expenses and were $8.2 billion in 2021, $7.3 billion in 2020 and $6.8 billion in 2019.”. So, it can be concluded that the key channels of marketing are television, print, radio, internet and in-store advertising.
	As for the effectiveness of the channels, according to the comments from David Taylor, CEO of P&G at time, mass marketing is “wasteful”, and noted that it’s often said half of advertising dollars are wasted, you just don’t know which half. The problem of traditional marketing channels is that the detailed effectiveness measurement is difficult, which makes it hard to improve and use the most effective marketing approach based on different regions, cultural groups, and even customer behaviour groups.

6) Measuring success: 
P&G uses various ways to measure the success in Product and Packaging, Retail execution (in other words, Place). The package is a significant part of the whole product experience, so these two are measured together. P&G measure the success of the product and packaging and understand consumer impressions by blind testing and seeing their experiences while using the product. And P&G measure in-market performance of a product using metrics like market penetration, repeat purchases, and consumers ratings and reviews. As for retail execution, P&G measure its success by availability, attractiveness and affordability of the product.
P&G partially determines the efficiency of pricing by comparing it to other factors (e.g., Volume with Acquisitions & Divestitures, Volume Excluding Acquisitions & Divestitures) in terms of how much it drives net sales.
However, these measuring methods did not guarantee success recently. The Federal Trade Commission was investigating the supply chain disruption in U.S. and appointed nine large retailers, wholesalers, and consumer good suppliers including P&G to provide detailed information. This inquiry showed that P&G could have done something about the supply chain disruption but failed to, despite P&G were not responsible for this. And P&G have not responded yet, according to public information.   

4. [bookmark: _Toc107161068]Conclusion
The previous evidence shows the competitivity of the marketing strategy of P&G, considering its outstanding product and packaging, agile and effective pricing strategies, comprehensive and up-to-date promotion activity, except for its incompetent performance in supply chain management during the pandemic.

5. [bookmark: _Toc107161069]Recommendations 
1) Strengthen the application of artificial intelligence in the process of supply chain management. From Sculten's presentation, we can learn that P&G already uses methods such as data analytics in supply chain management to enhance supply chain agility. P&G should use more cutting-edge approaches to accelerate supply chain recovery and ensure the supply of goods.
2) Build up a supply network. P&G could establish a supply network, take advantage of its advantageous position, improve the transparency of information in the whole process, and promote the cooperation of each node in the supply network.
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