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[bookmark: _Toc109661172]Executive Summary

The report compiled of Procter and Gamble gives an insight of how they work towards a strategic drift between its direction and the environment needs, being sustainable and reaching targets to meet 100% renewable energy. Procter and Gamble has implemented innovation with products which shows how they have positively contributed to 35% market growth. The reason for Procter and Gamble changing their vision statement is researched and it is due to negative publicity. The report comprises of critical analysis of the strategy used in a corporation level. Porter’s five force analysis has been researched to show if the forces are strong or weak and how it can affect the organisation internally and externally. 
The Boston Consulting Group Matrix (BCG) has also been used to see where Procter and Gamble can place their products within the four quadrants but also being aware of reviewing their portfolio to reap any growth opportunities.
A SWOT and PESTLE analysis has been undertaken to be able to evaluate the pros and cons of the organisation but also identify key areas where there is success or potential failure. The SWOT and PESTLE analysis brings Procter and Gamble an idea of technology advancement from competitors and includes economic changes which needs to be done regularly as changes to laws, sustainability targets, consumer trends all need to be met.
The report comprises of the Internal Factor Analysis System (IFAS) which contains the list of the organisations strengths and weakness, the External Factor Analysis System (EFAS) includes opportunities and threats for the company. IFAS and EFAS is done by weighting and rating opportunities and threats which is then calculated, the matrix has been developed to deal with the criticism of a SWOT analysis and the two techniques evaluates the internal and external environment. TOWS Analysis is also an extension of the SWOT analysis and has been undertaken to give a better understanding of the strategic choices made and forces the organisation to look at the external environment first. 
Micro and Macro factors have also been critically analysed to show how the environment has had an impact on the internal and external business, factors which can affect the business process, influence the daily proceedings of general performance but also be ready for changes in strategies due to the economy. Finally, the report concludes key areas of the organisation strategy which is successful in today’s environment.
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Procter and Gamble (P&G) is a firm in the consumer goods industry; their competition in the market is Unilever which is also a global lead player.
Procter and Gamble's vision statement is "Be, and be recognised as, the best consumer products and services company in the world." (“Procter And Gamble Company Mission and Mission Statement ... - Bartleby”) ("Procter and Gamble Company Mission and Mission Statement ... - bartleby") Their statement describes the potential of the organisation; however, the corporate mission statement highlights the characteristics relevant to Procter and Gamble, which are

"We will provide branded products and services of superior quality and value that improve the lives of the world's 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" (Smithson, 2017). (“P&G purpose, values and principles”) ("Procter and Gamble Company Mission and Mission Statement ... - Bartleby") ("Procter and Gamble Company Mission and Mission Statement ... - Bartleby")

David Taylor, P&G's executive chairman, was the largest shareholder of Procter and Gamble stock until 2021, when Jon Moeller became president and CEO (Walton, 2021). The largest shareholders within the organisation are company executives, board members and fund managers. Additionally, BlackRock and Vanguard are known as the primary owners who hold significant stakes on behalf of their clients (institutional investors) (Walton, 2021). The three groups of stakeholders are stockholders, customers, and employees (Nash, 2022).

Procter and Gamble changed their vision statement by working towards a long-term environmental sustainability vision, and this includes powering its plants with 100% renewable energy, re-using recycled materials for all products and packaging, zero consumer and manufacturing waste going to landfills and finally designing products for consumers while maximising the conservation of resources (Procter & Gamble Unveils New Sustainability Vision, 2010). Through implementing the new vision, Procter and Gamble will improve innovation by working with external partners so they can transform the business and make a difference in communities and projects and report progress on an annual basis (Procter & Gamble Unveils New Sustainability Vision, 2010). The reason for change in the vision statement is due to media reports in 2013 and 2014 where it was reported P&G was sourcing palm oil from suppliers, which was connected to widespread forest devastation to create land for palm oil plantations while destroying Indonesia's rainforests, also links to plantation groups which is connected to the P&G supply chain which had led to deaths of orangutans (Luca, 2016).
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In the last five years, Procter and Gamble have invested in implementing innovation which has positively contributed to 35% market growth (Pham, 2021). The company have invested in new packaging of existing products and focuses on daily use products, according to Pham “performance plays a significant role in brand choice" for example, the pampers nappy range, which is new and improved through comfort and absorbency, is communicated to its target market through packaging and in-store displays. Tailored offerings also serve ecommerce and digital commerce (Pham, 2021). Revenue ($M) as of 23/05/2022 is $76,118 with profits of $14,306 above and beyond the previous year 2021 at a 7.3% rise and a market value of $366,271.6 (Procter & Gamble | 2022 Fortune 500, 2022).
Throughout Covid-19 many organisations and small companies closed due to financial burdens and the impact of lockdowns. Procter and Gamble, used IWS (Integrated Work System) an operating management system which allows highly codified capabilities, combining engineering with Lean and providing results. Public demand for paper towels, toilet paper, and hand sanitiser was high; therefore, streamlining the number of SKUs (stock keeping unit) in production meant P&G could produce higher volumes to meet demands. Adapting fast with IWS for employees gave them clear ownership and accountability. Procter and Gamble also worked with local communities by securing broadband, helping local businesses, and donating kits to hospitals. Building relationships with communities demonstrates the organisation as caring and responsible, which can counteract any past negativity for the company (Lyjak, 2021).
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School of design strategy establishes the internal and external key factors and capabilities or possibilities of any large or small company. The design school believes managerial values of the people leaders and the social responsibilities are the two significant factors determining the strategy used within the organisation (Slogan, 2006). When the organisation has determined the right strategy, such as an agreement by the stakeholders, the following step is to evaluate and choose which strategy is best to follow (Essay, 2018). 
Procter and Gamble can be placed in the school of culture, design, and planning as they use an array of measures for evaluating productivity. Operation management uses the results of such evaluation to support their processes (Gregory, 2017).
Procter and Gamble uses an operational management strategy which follows the goals for optimisation in efficiency and effectiveness to satisfy the needs of the organisation in the consumer goods market globally. Procter and Gamble must be aware of global adjustments and changes to meet the demands and technological advances to maintain high performance yet support market leadership with the goals embodied in their vision and mission statement. Some key decision areas of strategy for Procter and Gamble are- 
· Design of goods and services, developing new and existing products and goals or innovation is essential so managers can focus on cost minimisation without worries of sacrificing product quality.
· Quality management high-quality standards address issues for competitive rivalry; using market data determines the sustainability of quality standards to match market expectations.
· Process and capacity design, Procter and Gamble's objective is to maintain capacity and productivity, which involves the maximisation of automation in production processes, but also to develop solutions which ensure the consumer goods business remains highly productive.
· Location strategy, Procter and Gamble use an approach that prioritises proximity to target markets, maximising high productivity in manufacturing and distribution, and facilitates and supports effective market reach through retailers (Gregory, 2017).
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Porter identifies high market share with cost leadership, Porter argues that cost leadership and differentiation offer equal paths to success and insists each generic strategy requires different culture and a different philosophy altogether; however, Mintzberg (1998) argues that Porter's cost leadership strategy should be called "Price differentiation" and suggests that an organisation has two dimensions which are differentiation and scope (Datta, 2010).
Procter and Gamble apply generic strategies for a competitive advantage and focuses on its product quality and value. Also addressed in the vision statement are product quality and value used to maintain a leadership position. Additionally, Procter and Gamble use intensive growth strategies alongside generic strategies, which facilitates the growth in market and performance. Competition against rivals is fierce in the consumer goods market; therefore, Procter and Gamble must ensure they adhere to guidelines, be effective and relevant to the current market conditions. According to Porter's model (1980) Procter and Gamble can be seen using differentiation as its generic strategy for competitive advantage. Differentiation is developing their high-quality Tide laundry detergent at a low price. A competitive strategic objective for Procter and Gamble can be seen in maintaining high investments for research and development ensuring high-quality valuable products. Their strategy of differentiation is to emphasise the uniqueness of products and determine the pricing and promotional activities in stores. A strategic objective for Procter and Gamble in terms of cost leadership is to develop Procter and Gambles competitive advantage by cost-minimisation approaches such as automation used to minimise employee costs and maximise the production process. Procter and Gamble use intensive growth strategies to increase their market share. Market campaigns are used to increase consumer awareness of their products, especially on low-performing products. Procter and Gamble grow their market share through beneficial agreements with retailers, which is by offering higher retail profit margins for larger retailers. In return, retailers offer their products in prominent locations or end units, increasing their competitive advantage and success in market penetration intensive strategy. Market development also contributes to their intensive growth strategy through new markets; an example is when they create a new product line or when a change is needed in market focus; therefore, they can expect a new revenue. Another growth strategy used is diversification. Procter and Gamble use this strategy when establishing new business operations, which has led to growth for the organisation. However, this strategy can be challenging to implement due to the large scale of the business organisation, as each acquisition leads to adjustment to their organisational structure (Smithson, 2017). Procter and Gamble follow a dynamic strategy to be successful in their marketing position globally by ensuring they can respond to changes that can represent potential opportunities and new threats to their operation. Business plans for Procter and Gamble are being continuously improved with annual reports, estimates, projections, objectives and expected results so it can plan performance and adjust as and when the environment dictates (Procter and gamble, 2022). According to Procter and Gambles 2021 annual report, they are seen to use integrated growth strategy as their choices are the foundation for balanced top-and bottom-line growth, continuing to serve the needs and new behaviours of consumers, retail, and retail distributor partners. (Procter and Gamble, 2022).
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According to Figure 1, Porter's five force analysis; competitive rivalry is a strong force, and therefore the organisation needs to prioritise competition in strategic formulations. Porters five forces analysis identifies the influence of competition within the industry environment. For example, external factors contributing to the force of competition at Procter and Gamble are the following strong forces (Thompson, 2017).
· Large number of firms (Strong force)
· High number of firms (Strong force)
· Low switching costs (Strong force)
To satisfy consumer preference and the need to attract consumers, Procter and Gamble need to address the external factors that can cause consumers' moderate bargaining power. The element of the five forces indicates that the bargaining power of consumers is a low priority in strategic consideration in the organisation's decisions (Thompson, 2017).
· Low switching costs (Strong force)
· Low availability of substitutes (Weak force)
· High overall market demand (Weak force)
Porter's five forces of bargaining power of Procter and Gamble's suppliers would be a weak force due to the influence of suppliers and the condition of the environment. The external factors can be affected due to the high population of suppliers and third-party firms controlling materials (Thompson, 2017).
· Moderate degree of forward integration (Moderate force)
· High level of supply (Weak force)
· High population of suppliers (Weak force)
The threat of substitution against Procter and Gamble is weak. Some products within the market can be substituted. The external factors responsible for the moderate intensity of the threat can be strengthened by low switching costs; an example is homemade items available in few variants. This causes a weakness in the industry environment. The five-force analysis indicates the threat of substitution is of a minor concern (Thompson, 2017).
· Low switching costs (Strong force)
· Low availability of substitute's (Weak force)
· Low variety of substitute's (Weak force)
Threats of new entry against Procter and Gamble are a moderate force as the performance is based on the absence or presence of new forms or new entrants in the consumer goods market. Porter's five force evaluates how new entry can influence firms and the industry environment. Therefore, Procter and Gamble need to be aware of the strategies used and consider all external factors that can lead to new entrants' threats. 
· Low switching costs (Strong force)
· Moderate capital costs (Moderate force)
· Moderate economies of scale (Moderate force)
(Thompson, 2017)
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According to the Boston Consulting Group (BCG, Figure 2) the matrix is designed to aid organisations in reaping growth opportunities by reviewing its product portfolio. The matrix has four quadrants: dogs, question marks, stars, and cash cow.
Dogs have a slow growth or low market share; according to Curuksu (2018), the dogs should be removed from the matrix as they drain resources from the organisation. Procter and Gamble have sold many products, such as Pringles, pet food, and vegetable oil; these products had a lower market share than other company brands. (Morgan, 2015).
The question marks are the products with a high growth rate; however, they place in the low market share segment. These products can be a star or dog; however, this depends on the organisation's strategy for increasing these products' brand value. Procter and Gamble's premium products can be placed in low market share as it depends on the sales of different categories. Strategic management from Procter and Gamble can be seen focusing on strengthening the growth of their premium products; however, the impact of cleaning products, and personal care was diverted, which led to an increase in sales; therefore, Procter and Gamble can place premium products at high market share to strengthen their profitability in its premium range. The Stars are products with high growth, and high market shares, Star products generate high returns on investment compared to other product categories (Curuksu, 2018). Examples of these products are Gillet and Tide. Stars for Procter and Gamble are high priced and generate huge profits in markets globally from the UK, Italy, and Spain. The Cash Cow are products with low growth but high market share (Hague, 2019). Established products have steady profits such as Pampers, Lynx Deodorants, and paper towels; these products are always in demand and therefore are sold to a large extent which helps build a competitive advantage against their rivals (P&G Strategic Management: A Detailed Analysis).
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Through research of Procter and Gambles strategic Audit the corporate strategy the organisation should focus on is growth. Procter and Gamble follow a horizontal growth, an approach where the growth expands their products to other geographic locations.
Changes in the macro-environment factors can directly impact the organisation and other players in the personal products industry. Macro-environment factors can change Porter's five forces which shape the strategy and competitive landscape. 
Procter and Gamble have environmental standards which can impact profitability, laws and liability laws which are in place in many countries therefore, Procter and Gamble should evaluate the environmental standards which are required by each country, factors which Procter and Gamble need to consider are-:





Mega-Environment – Responsibility and the impact of the natural world, Procter and Gamble take the responsibility to make a difference in climate, forestry, water, and packaging. Building partnerships with external organisations to help with challenging issues such as climate action. Sharing a climate transition action plan which details their ambition of net zero by 2040 and covers all lifecycle emissions of products and packaging across the supply chain, operations, consumer use of products and the product end of life (Porte, 2017).
Macro-Environment - (External forces) Being a member of AMCHAM where they can have political ground when and where needed in using tactical strategies (Porte, 2017).
An Economic environment which needs to take into consideration where Procter and Gamble see difference in consumer purchasing power, and an economic recession that changed the spending pattern of consumers. Social and cultural environment's which Procter and Gamble need to be aware of is basic values, perception and behaviour, Procter and Gamble have used "SHIKSHA" where they follow this and focus on children and education. Technological environment factors which need to be considered are the creation of new products and an increase in production, improvement of quality, an increase in market share or more focus on the e-business sector and finally minimising the costs by using efficient technology (Porte, 2017).
Micro-Environment where factors in the internal area of operation disrupts decision in making of freedom and performance, these following factors which are competitors who adopt a USP to compete in the market, competitors who expand its market shares and understands what products competitors sell and therefore can provide better products to consumers. Procter and Gamble must continuously attract and sustain customers, monitor changes in preference, taste and purchasing habits. Shareholders who are the primary decision makers of Procter and Gamble are an important factor in guiding finance and management of the organisation. Suppliers, consumers, and media can be still controlled by good management (Porte, 2017).
Meso-Environment- where the factor of the organisation is unable to respond to the environment directly or indirectly. These factors include distribution, competition, and competitors (Porte, 2017).
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A core strength of Procter and Gamble is the brand value and equity, owning Vicks, Pampers, Gillette, and Pantene the parent company has become popular in modern economy. Customer satisfaction for products lead to the demands of high productions globally, commitment to innovation with research and development have positively contributed to high profit margins (Procter &Gamble, 2014). Weaknesses of product recalls, low employee engagement, and low online presence will have a negative impact on sales of products but also an opportunity for competitors to take advantage in the market segment. Recommendations for Procter and Gamble is to expand the portfolio and increase the measure of the organisations bargaining power (Procter & Gamble, 2014).


SWOT

	Strengths

Well known consumer goods brands in the UK and globally.

Large economies of scale, 165 brands catering for different requirements

Efficient product distribution network but also global

A customer base of more than $5 billion

Diversified product categories 

Huge capital and resources enabling market expansion



	Weaknesses

Imitable products

Online presence is low in comparison to competitors


Unable to reach full targets in 2020 for sustainability

Employee engagement is low

Presence of market substitute activities is low

Food categories is not yet explored by Procter and Gamble

Product recalls
	Opportunities

Opportunities for growth

Opportunities for online e-commerce website 

Product innovation for competitiveness 

Be more sustainable and have environmentally friendly products
	Threats

Global and local competition

Imitation by other competitors or counterfeiting of products

New trade laws or barriers in some countries











(Thompson, 2017)
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Procter and Gamble should remain in a stable market position. The organisation should adopt strategic reforms to effectively exploit opportunities and overcome threats. External factors in the PESTLE analysis show growth opportunities, factors of improvement, and a strong brand image however, the organisation faces threats from policies, laws, legislation changes and emission limits and therefore need to consider the impact it can have on the organisation especially with previous negative publicity. Recommendations for Procter and Gamble is to have regular monitoring of strategic planning to ensure the organisation can be a step ahead in improving product quality and expand Procter and Gambles sustainability and environmental conservation measures (Thompson, 2017).

PESTLE

	Political

P&G has a political action committee which works on issues that directly affect its operations.

P&G is registered with the (FEC) Federal election Commission in different states which allows for employees to pool personal and voluntary financial contributions to support employees at the federal, state, and local level. Employees elected help to shape future policies which ensure P&G is heard.

Procter and Gambles strategic management governments can increase or decrease corporation tax and implement employment laws which would affect profit margins (Thompson Reuters, 2020).
	Economic

Changes to policies in income means a change in consumption of necessity goods, therefore with P&G's income from North America, Europe and Asia which are developed and developing countries, growth opportunities and trends can reach greater heights and increase in profits.

Brexit had impacted the purchasing of consumers buying products as the British pound had dropped.

Brexit had impacted the supply chain of Procter and Gamble as new tariffs and taxes were imposed during imports and exports (Team, 2019)



	Sociological

Trends consumers are looking for are quality products at low prices, P&G offers many products such as Ariel and Tide pods, P&G understand the social needs of consumers and what drives innovation for their products.

P&G have policies treating all genders equal and therefore have set a positive mark in this segment (Team, 2019)


Brexit had impacted the supply chain of Procter and Gamble as new tariffs and taxes were imposed during imports and exports.


	Technological

P&G uses analytics for marketing and consumer sales, which optimises distribution where needed, merchandising, shelf sets, target sampling and finally marketing.

P&G analyses marketing trends, by doing this they can focus on products which sell more and yet generate an increase in revenue.

P&G has its own lab for research and development and has managed to bring in AI to the health segment with products such as Oral-B Genius X.
	Legal

Products from P&G could increase its internal standards to provide superior quality against its competitor thus expanding its market.

All P&G plants are subject to emission limits which are set by various countries, any issues can lead to major lawsuits which can tarnish the brand, therefore keeping tabs on all events will ensure to avoid market share loss.
	Environmental

P&G ensures sustainability across the globe and by satisfying sustainable development is crucial for public and communities.

P&G has set goals and deadlines for sustainability which is 100% renewable energy sources and to reduce GHG emissions (Team, 2019)


Recycling with 100% packaging material by 2030.

P&G aim to utilise water efficiency across all its plants.

To support expansion of certified forests and enhancing the policies with certifications. (“Procter and Gamble (P&G) PESTLE Analysis | MBA Skool”) ("Procter and Gamble (P&G) PESTLE Analysis | MBA Skool") Launching products which are required in less quantity in comparison to competitors which helps saving paper.



(Thompson Reuters, 2020).
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The highest score of brand loyalty and global customer base has been given a high rating as loyal customers are more profitable to a business in comparison to new customers, it is critical for the businesses long term success. Brand loyalty has a competitive advantage within the market segment as the loyalty means repetitive buying of products from customers and increase of revenue.




IFAS – Internal Factor Analysis

	Internal Factors

	Weight
	Rating
	Weighted 
Score
	Comments

	Strengths
S1 Brand loyalty




S2 Global customer base











S3 Strong CSR










S4 Huge resources to expand market




                    

                      Subtotal
	
0.3




0.3












0.2










0.2







1.0
	
5




4.5












4










3
	
5.3




4.8












4.2










3.1







17.4
	
Consumers look for trusted brands.


Global distribution and networks give an excellent customer base, and easier chances of expansion.



Improving environmental factors within the organisation gives a positive outlook on reaching targets and being environmentally friendly.



Profit margins gives the opportunity to expand globally.

	
Weaknesses
	
Weight
	
Rating
	
Weighted Score
	

	W1 Competition from international brands and domestic players












W2 Low employee engagement






W3 Fake products sold under brand, a cause for concern






W4 Food categories has yet to be explored.

                     








          
                     
                      Subtotal
	0.4














0.3








0.2







0.1













1.0
	5














3








3







3
	5.4














3.3








3.2







3.1













15
	Loyalty to customer branding and local businesses will look for the opportunity to improve on products, marketing, and services to overtake branded products.


Low engagement with employees will cause lack of interest, loss of valuable employees, and motivation. 

Fake products can affect the organisation in terms of profits, but also damage the reputation of P&G.

Food categories is an expanding  
market due to the changing of consumers preferences, not expanding the portfolio will not give a chance in seeing if this category will be successful.
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Increase in demands of cleaning products through Covid shows the increasing importance of sanitation and hygiene through the pandemic, the lifting of lockdowns and restrictions with government guidelines still sees the increase in demand for cleaning products as it continues to drive the global market as it has caused anxiety among consumers and an increase in disruption to businesses. Procter and Gamble capitalize on the opportunity and focus on the demands of these products (Commercial Cleaning Products Market Report, 2022). Growing geographic and diversity has a positive impact on Procter and Gamble as according to “Diversity Wins” a report founded by McKinsey, organisations in the top quartile for ethnic and cultural diversity were 36% more profitable than those in the bottom (Mckinsey, 2020) For Procter and Gamble diversity helps to inspire more creativity and innovation as skilled employees have different experiences from life and hence can contribute in different ways to the organisation. An increase in in diversity brings a positive working environment, for Procter and Gamble a global distributor means increased employee engagement and high profits. Procter and Gamble need constant marketing analysis to keep up with the growing change in preferences, new trends, and tailor products to regional or local preferences. Market segmentation in this scenario can help decision-makers in Procter and Gamble to compare neighbourhoods which is based on socioeconomic variables and demographics or on global cities use modern technology which helps to tailor the businesses local conditions (Sankary, 2022).



EFAS External Factor Analysis 
                               
	Opportunities

	Weight
	Ratings
	Weighted Score
	Comments

	01 Increase in demands through the pandemic for cleaning products

02 Growing geographic and product diversity


03 Entering new markets globally through strategic acquisition





04 Growing market and opportunity to expand on health and beauty products

                             




                             Subtotal
	0.4



0.3




0.2








0.1






1.0
	5



4




4








5
	5.4



4.3




4.2








5.1






19
	High profits and demands need to be met.

Change is required for consumers preferences

Opportunities should be met through global and strategic acquisition for growth of the company


Capturing beauty and health market can lead to a new revenue stream.

	
Threats
	
Weight

	
Ratings
	
Weighted score
	
Comments

	T1 Increase in competition from unbranded and local products




T2 Uncertainty from Covid or future viruses which will affect the organisation from an external and Internal point






T3 Threats from recessions, fluctuating prices from markets, economic crisis from Brexit



T4 Threats from the six competitors of Procter and Gamble


	0.4










0.3








0.2






0.1
	5










5








4






4
	5.4










5.3








4.2






4.1




	Importance of threats is high as they can quickly expand and overtake products which are not doing well in the market for P&G

Pandemics can halt growth and profits. Possibilities of closure due to pandemics are highly likely.


Changes in taxes and economic crisis affects all the shareholders in P&G.

Competitors are always marketing; threats can occur from any competitor at any given time.

	                             Subtotal
	1.0
	
	19
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A TOW Matrix (Figure 3) shows how Procter and Gamble can take a strategic plan to the next stage. Internal factors use resources to avoid external dangers to the organisation. External Factors throughout the report are identified to form strategies. Procter and Gamble need to be ready for what the environment, competitor, future may bring. The approach to techniques within the report are used for strategic management processes and is directed towards the vision and mission statement of Procter and Gamble. The key question from the report does Procter and Gamble use the right strategy in today’s environment would be yes, as Procter and Gamble look at short-term and long-term perspectives of the organisation however, Procter and gamble need to focus on the key strengths of the organisation and operating needs to meet the demands of consumers. Procter and Gamble has the capability to manage and implement changes in the organization structure by using PESTLE and SWOT. Procter and Gamble understand the impacts from new entrants and the global economy. Procter and Gamble have a strong brand image and need to uphold the brand awareness and meet key targets in sustainability. Covid-19 has brought difficulties for the organisation in distributions, laws, and regulations however although Procter and Gamble have faced challenges, they also developed strategies to overcome barriers with products and the supply and demand of products which has resulted in a good market position.
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Appendices

 
Figure 1  
                  Porter's Five Force Analysis – 
	1) Competition – A strong force

	2) Bargaining power of buyers and customers – A weak force

	3) Bargaining of power from suppliers – A weak force

	4) Threat of substitution – A weak force

	5) Threat of new entrants – A moderate force



(Thompson, 2017)




Figure 2                              BCG Matrix
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Figure 3.                               TOWS Matrix (Weihrich 1982)

	





         

            TOWS matrix
	External Opportunities (O)
1.Stable free cash flow gives the opportunity for investing in new technology and products.
2.Online platforms and social media will bring new sales and data analytics to provide the information of knowing customers, adapting to consumers’ needs and the market segment will provide opportunities for P&G.
3.Lower inflation will bring stability to the market thus enable credit at lower interest rate to the customers.
	External Threats (T)
1.Threats of pay rise can lead to pressure on the profitability of P&G.
2.Global operations can present a threat due to the exposed currency fluctuations, from war in Russia to Brexit, but also new environmental regulations are changing and pose threats to certain existing categories.
3.Competition from other retailers and brands bringing new niche products. New technology from competitors can impact long term future. 

	Internal Strengths (S)
1.Strong cash flow providing resources to expand on new projects.
2.Strong brand portfolio, which can be useful in expanding new products.
3.Automation has brought P&G consistency of quality products and has enabled the organisation to scale up or down based on the demands of consumers and conditions of the market.
	SO
Strategies that use strengths to maximize opportunities
1.Increase in market share
2.To make new investments with products globally and online, investing in renewable energy.
	ST
Strategies that use strengths to minimize threats
1. Investing in low labor countries.
2. Analyse market trends and build on present strengths.


	Internal Weaknesses (W)
1.P&G have been unable to challenge new entrants and have lost to niche categories.
2.Challenges to move product segments with present culture and therefore there is a limited success outside of core business.
3.High attention rate in workforce and therefore there is more expense for the organisation in comparison to competitors in training and development.

	WO
Strategies that minimize weaknesses by taking advantage of opportunities.
1.Build on strategies which are based on consumer-oriented product development and marketing approach.
	WT
Strategies that minimize weaknesses and avoid threats
1.Focus on key strengths and threats to the organisation.
2.Keep providing resources to product development and services to enable the organisation to reach strategic targets (Quelch, 2018).


(Pro, 2018)

TOWS matrix (Weihrich 1982)
(Procter & Gamble SWOT Analysis Matrix [step by step] Weighted SWOT, 2022)

The TOW analysis is a variant of the SWOT analysis and is an acronym for threats, opportunities, weaknesses, and strengths. TOW enables organisations like Procter and Gamble to take a strategic plan to the following stage, the analysis enables any organisation to match the internal strengths and external opportunities, eliminate threats, overcome weaknesses, and finally exploit strengths (Barrington, 2022).

[bookmark: _Toc109661186]
Reference List

Barrington, R., 2022. TOWS Analysis: A Step-by-Step Guide. [online] Oxford College of Marketing Blog. Available at: https://blog.oxfordcollegeofmarketing.com/2016/06/07/tows-analysis-guide  [Accessed 22 June 2022].

Dress, G. G., & Davis, P. S (1984). Porter’s (1980) generic strategies as determinants of strategic group membership and organisational performance Academy of Management Journal, 467-488.

Datta, Y., 2010. A critique of Porter's cost leadership and differentiation strategies. Available at: http://www.davidpublisher.com/Public/uploads/Contribute/5563f0411247b.pdf [Accessed 4 June 2022].

Fortune 500. 2022. Procter & Gamble | 2022 Fortune 500. [online] Available at: https://fortune.com/company/procter-gamble/fortune500/  [Accessed 22 June 2022].

Fern Fort University. 2022. Procter & Gamble SWOT Analysis Matrix [step by step] Weighted SWOT. [online] Available at: http://fernfortuniversity.com/term-papers/swot/1433/34-procter---gamble.php  [Accessed 23 June 2022].

Gregory, L., 2017. Procter & Gamble's Operations Management: 10 Decisions, Productivity - Pan more Institute. [online] Pan more Institute. Available at: https://panmore.com/procter-gamble-operations-management-10-decisions-productivity  [Accessed 2 July 2022].

Grandviewresearch.com. 2022. Commercial Cleaning Products Market Report, 2028. [online] Available at: https://www.grandviewresearch.com/industry-analysis/commercial-cleaning-products-market-report  [Accessed 4 July 2022].
Glazer, R. (1999). Competitive Advantage Through Information-Intensive Strategies. Handbook of Services Marketing and Management, p.409. 
Huston, L. and Sakkab, N., 2006. "Connect and Develop: Inside Procter & Gamble's New Model for Innovation." Connect and Develop: Inside Procter & Gamble's New Model for Innovation. Available at: https://www.marketingweek.com/pgs-innovation-customers-heightened-needs/  [Accessed 3 June 2022].

John A. Quelch, Alice M. Court (2018), "Procter & Gamble Co. (A) Harvard Business Review Case Study. Solved Porter Value Chain: Procter & Gamble Co. Published by HBR Publications. [Accessed on 15 July 2022].

Luca, F., 2016. Successful Sustainability Strategy: Procter & Gamble Case. [online] Bsl-lausanne.ch. Available at: https://www.bsl-lausanne.ch/wp-content/uploads/2017/01/Luca-F-Procter-Gamble-Case-Study.pdf [Accessed 8 June 2022].

Lyjak, C., 2021. A worker is seen on the dish packing line How a people-empowering culture helped P&G pull through the pandemic. [online] ey.com. Available at: https://www.ey.com/en_gl/consulting/how-a-people-empowering-culture-helped-p-g-pull-through-the-pandemic [Accessed 10 June 2022].

McKinsey. "Diversity Wins: How Inclusion Matters." May 2020. https://www.mckinsey.com/featured-insights/diversity-and-inclusion/diversity-wins-how-inclusion-matters [Accessed on 28 May 2022].
Merchant, H. (2014). Configurations of governance structure, generic strategy, and firm size. Global Strategy journal, 4(4), 292-309. 
Nash, R., 2022. Procter & Gamble's Mission Statement, Vision, and Core Values Analysis - ItsTimeForBusiness. [online] ItsTimeForBusiness. Available at: https://www.itstimeforbusiness.com/procter-gamble/ [Accessed 20 June 2022].

Pro, E., 2018. MBA SWOT: Procter & Gamble Co. (A) SWOT Analysis & Matrix. [online] EMBA Pro for Executive MBA Professionals. Available at: https://embapro.com/frontpage/swotcase/12449-procter-gamble  [Accessed 10 July 2022].
Parnell, J. A.  (1997). New evidence in the generic strategy and business Performance debate: A research note. Sci-hub l New Evidence in the Generic Strategy and Business Performance … British Journal of Management, p.175-181   
Porte, R., 2017. Marketing Environment of Procter & Gamble. [online] Slideshare.net. Available at: https://www.slideshare.net/RinkiPorte/marketing-environment-of-procter-gamble  [Accessed 18 June 2022].

PG.co.uk. 2022. Environmental Sustainability | Procter and Gamble. [online] Available at: https://www.pg.co.uk/environmental-sustainability/  [Accessed 8 June 2022].

Pham, M., 2021. P&G says innovation has allowed it to adapt well to consumers' 'heightened needs. (“P&G CEO pledges ongoing support for marketing as brand spend ramps up”) [online] https://www.marketingweek.com. Available at: https://www.marketingweek.com/pgs-innovation-customers-heightened-needs/ [Accessed 23 May 2022].

Smithson, N., 2017. Procter & Gamble's Generic Strategy & Intensive Growth Strategies - Panmore Institute. [online] Panmore Institute. Available at: http://panmore.com/procter-gamble-generic-strategy-intensive-growth-strategies  [Accessed 12 June 2022].

Sankary, G., 2022. Geographic Approach Provides a Roadmap for Post pandemic Recovery. [online] Esri. Available at: https://www.esri.com/about/newsroom/publications/wherenext/business-expansion-geographic-approach/  [Accessed 12 July 2022].
Spry, A., & Lukas, B. A. (2016). Brand Portfolio Architecture and Firm Performance: The Moderating impact of Generic strategy.   In Looking Forward, Looking Back: Drawing on the past to shape the future of marketing p866-867. Springer International Publishing.  
Team, M., 2019. Procter and Gamble (P&G) PESTLE Analysis | MBA Skool. [online] mba skool. Available at: https://www.mbaskool.com/pestle-analysis/companies/17963-procter-and-gamble-pag.html  [Accessed 2 June 2022].
 
The Procter & Gamble Company: Consumer Packaged Goods – Company Profile, SWOT & Financial Report. Basingstoke: Progressive Digital Media, 2014. ProQuest. Web. [Accessed on 24 May 2022].

Thompson, A., 2017. Procter & Gamble SWOT Analysis & Recommendations - Panmore Institute. [online] Panmore Institute. Available at: http://panmore.com/procter-gamble-swot-analysis-recommendations  [Accessed 7 June 2022].
  
Totalassignmenthelp.com. 2020. P&G Strategic Management: A Detailed Analysis | Total Assignment Help. [online] Available at: https://www.totalassignmenthelp.com/free-sample/pg-strategic-management [Accessed 4 June 2022].

UKEssays. November 2018. The Design and Positioning Schools of Strategy. [online]. Available from https://www.ukessays.com/essays/business/comparison-of-the-design-and-positioning-schools-of-strategy-business-essay.php?vref=1  [Accessed 6 July 2022].
Varadarajan, P., & Dillon, W. R. (1982). Intensive growth strategies: A closer examination. Ford Motor Company: Generic & Intensive Growth Strategies, Journal of Business Research, p.503-522 [Accessed 15 May 2022]
Walton, J., 2021. The Top 5 Individual Shareholders of P&G. [online] Investopedia. Available at: https://www.investopedia.com/articles/insights/081316/top-5-individual-shareholders-pg-pg.asp [Accessed 14 June 2022].
Weinrich, H. (1982). The TOWS matrix – A tool for situational analysis. Long range planning, 15(2), 54-66 [Accessed 28 June 2022].






MEGA ENVIROMENT


MACRO                 MICRO              MESO





	
	
	



	
	
	



image1.png
MARKET GROWTH RATE

CASH USAGE

THE GROWTH SHARE MATRIX
RELATIVE MARKET SHARE

CASH GENERATION

F ) HIGH Low

A |





