

[bookmark: _Toc106630426][bookmark: _Toc106630546]Executive summary
[bookmark: _Hlk106629645]The report recognises that Proctor & Gamble’s strategy identifies as being simple and static, with the strategy based on growth and driven by the organisation’s resources throughout the organisation. The strategy provides a set of values and purpose assisting with fundamental decision making, provides a roadmap for the organisation, aligning with P&G’s mission and vision. The organisation is recognised as having a prescriptive strategy with strategy based on historical data, however can also be seen as being emergent through the ability to recognise the opportunity  through covid to introduce innovation antibacterial products when consumers are focused on hygiene. 
 P&G’s strategy, to invest in innovation leading to disruption to the competition aligns with the mission statement to provide growth allowing decisions to be made on competitive advantage based on differentiation, providing  brand identification and customer loyalty and a weapon for customer rivalry over competitors such as Johnson & Johnson. P&G’s strategy is recognised as Inside-out, driven by the organisational resources. P&G aligns with Mintzberg’s design and planning  school, with a  deliberate top-down approach, however the organisation benefits from alignment with aspects of  the strategy in both the prescriptive positioning school through  differentiation and the emergent school through innovation, this is an advantage in recognising opportunities. Mintzberg’s  Learning and Emergent school is also recognised  due to its focus on learning from past decisions and experiences. P&G identifies with an emergent strategy based on the  organisations vision, mission and objectives however the organisation is open to development of the strategy, adjusting to resource and environment analysis.
Strategic models assisted the organisation in aligning internal and external factors to the strategy based on organisational resources, recognising Proctor and Gamble’s strengths are in research and development, global distribution systems and brand loyalty. 
The analysis identifies the organisations strategy is being dictated by the mission & vision statement and shareholders who require a more sustainable strategy. 2020’s annual report recognised that the business was well placed to continue with a growth strategy but required the business to include sustainability to the mission statement essential to today’s organisation.  The report identifies that Proctor and Gamble does have the right strategy which is possible, suitable and sustainable, matching its resources and capabilities to opportunities available.
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1.0 Introduction
[bookmark: _Hlk105414259]This report was requested on 25th April 2022 by the CEO of Proctor and Gamble to be completed by Audra Arundel and submitted 24th June 2022. The purpose of the report is to analyse and critically evaluate if the organisation has the right strategy for today’s challenging environment, discussing how and why it has reached its current strategy. Today’s organisations are facing constant change with the need to look at expanding, divesting or diversifying to gain competitive advantage. The report will appraise the  direction of the organisational strategy, the components of the organisations internal and external environment and critically evaluate the expectations of the organisation’s stakeholders. The report will formulate and verify new strategies outlining areas of strengths and weaknesses to enable sustainable growth for the organisation. 
The report will do this by  exploring  and differentiating different strategic management models while also assessing the organisational knowledge. To do this, strategic models such as, SWOT analysis, PESTLE analysis, and both Porter’s 5 forces and generic strategies will be used.  Secondary tools such as textbooks, articles, and a variety of websites will assist with research and the compilation of this report.


[bookmark: _Toc106630548]2.0 Main Findings
[bookmark: _Toc106630549]2.1 Introduction to Proctor and Gamble
Procter & Gamble (P&G) is an American multinational consumer goods giant specialising in a wide range of personal care and hygiene products. P&G is based in Cincinnati and was founded in 1837 by brothers-in-law William Procter, a candlemaker, and James Gamble, a soap maker.  In 1850 the company created its Moon and Stars logo, growing to a company with $1 million sales in 1859. In 1887 P&G initiated one of the first employee profit sharing schemes. In 1915 P&G opened its first production outside the United States (The Street, 2020). Today the company manufactures well-known household products, including Crest, Charmin, Always, Oral-B, Bounty, Febreze, Downy, and Gillette. In 2014, P&G dropped around 100 of its brands to make a concentrated effort on the remaining 65, which produced 95% of the company’s profits. In 2020, P&G announced plans for its operations to be climate neutral by 2030, extending a previous goal to reduce emissions by half over the next 10 years (Fortune, 2022). The former CEO David Taylor described the organisation as being funded on good principles and values which are just expressed differently over time, recognising the consumer at the centre of the organisation’s world, with a strategy based on innovation to drive growth and shape sustainability (Strategy-Business, 2021). In 2021 Jon. R. Moeller who joined the organisation in 1988 replaced David Taylor as CEO after six years of leadership.  The organisational culture is to promote from within to develop and retain the best  employees with knowledge sharing important to the culture (Salim, Vulcan Post, 2017).  Employing internally benefits the organisation with lower costs, knowledge retention and training however the organisation is limited on the selection of candidates and it does not allow for fresh perspectives to be added to the organisation (Indeed, 2022).
P&G is travelling in a direction of growth, the organisation is a Public company with a revenue of $78,346 million in 2021 and a market value of $389,811 million as of January 2022 employing 101,000 people (Fortune, 2022).  In 2022 the organisation experienced its strongest sales in 2 decades (Modern Retail, 2022).The organisations market share as of Q1 2022 is 9.90% (CSIMarket,2022). P&G profits have increased from $67.684B in 2019  increasing 1.27% from the  previous year, to $76,95B in 2021 increasing 7.28% from 2020 (Macrotrends, 2022). The organisations main competitors are Johnson and Johnson with 11.4% of the market share, Unilever and Colgate-Palmolive with 2.11%.  Stakeholders include employees, the community and business partners, major shareholders include The Vanguard group (8.56%), SSgA Funds Management (4.40%) and BlackRock Fund Advisors (2.15%) (Market Screener, 2022). 
[bookmark: _Hlk104727592] P&G manages its 10 product categories through a portfolio of 5 industry-based Sector Business Units (SBUs): Baby, Feminine & Family Care; Beauty, Health Care, Grooming & Fabric Home Care (Panmore Institute, 2017). P&G’s business strategy is to strengthen the portfolio through innovation where performance drives brand choice establishing superiority and value creating new brands (Proctor & Gamble, 2022).  P&G’s acquisitions within the last 5 years include TULA,  January 2022 & OUAI Haircare,  December 2021 and Farmacy Beauty, November 2021 and a key acquisition in January 2005 of Gillette (Tracxn, 2022).
[bookmark: _Hlk106628770][bookmark: _Hlk106542976][bookmark: _Hlk106543317][bookmark: _Hlk102827805][bookmark: _Hlk102817649]P&G’s mission statement is “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” (Mission Statement.com, 2019). The mission statement specifies the strategic approach to be able to fulfil the organisations vision which highlights quality and value.  An organisation’s mission statement is important to a strategic plan as it aligns the people and the organisational goals (Taylor, SME, 2021), it also assists with future decision making.  Mission and vision statements communicate the purpose of the organisation to the stakeholders, inform strategy development and develop measurable goals in order to gauge strategy success (Open Libraries, 2022).  A mission statement can have disadvantages if it is unrealistic, it can demotivate employees and if it contradicts the organisation’s strategy, risks losing stakeholders through ambiguity. A mission statement is one component of a guiding statement which requires elements such as a statement of vision, statement of values and a statement of strategy (Azaddin, 2012). P&G’s  previous mission statement in 2017 was “to be recognised as the best products and services in the world”, the change of statement identifies the organisations commitment to sustainability, essential in today’s businesses. In 2020 the annual report recognised the strategy was working and remained focused on growth, the organisation recognised a significant opportunity  through Covid 19 to develop new products such as the launch of Microban 24 in February 2020, to help consumers in the pursuit of health and hygiene through the pandemic (Proctor & Gamble, 2022). The organisational values provide guidance how the organisation will achieve its mission these include: Integrity, Leadership, Ownership, Passion for Winning and Trust. P&G remains relevant and drives growth through innovation with the organisation spending $2 billion annually on research and development. The organisation focuses on customer insights to combine what is needed with what is possible (Salim, Vulcan post, 2017). 
[bookmark: _Toc106630550]2.2 Strategic Analysis 
[bookmark: _Hlk106544053][bookmark: _Hlk106113579][bookmark: _Hlk106544131][bookmark: _Hlk106632544]Peter Drucker was the first to apply the word strategy to business management in 1954, strategy is a continuous process of decision making by senior executives in order for the organisation to achieve their objectives (Yu, 2021). A strategy helps to define a business giving a set of values and purpose, making fundamental decisions about the future direction of the organisation (Lynch,2021, pg.3). Strategic management is defined as the pattern of major objectives, policies or plans to achieve those goals, defining what business the company is or is to become (Lynch,2021,pg.7). Strategies can be deliberately established or can emerge through a series of operational decisions (Faulkner, Bowman, 1995, pg.3). The fundamental purpose of strategic planning is to align the organisations mission with its vision, the mission is the starting point, the vision is the planning and the strategy is the roadmap (Achieveit, 2014). As described by Johnson and Scholes (1993) strategies are required to achieve three  goals suitability, feasibility and acceptability (Faulkner, Bowman, 1995, pg.85).  Businesses using strategic planning are 12% more profitable, 67% of start-up businesses who have no strategy fail (Achievelt, 2014). 
[bookmark: _Toc106630551]2.2.1 What is Proctor and Gamble’s strategy?
[bookmark: _Hlk106543791][bookmark: _Hlk106544561][bookmark: _Hlk106544845][bookmark: _Hlk106544968]Proctor and Gamble strategy fits with simple and static, the organisation has a strategy based on growth at corporate level, corporate strategy can be defined as the identification and purpose of the organisation and the plans to achieve that purpose (Lynch, 2005, pg.5).  P&G has a business level strategy to make decisions on competitive advantage based on  differentiation and competitive scope through differentiation focus.  A differentiating strategy creates products that customers perceive as unique commanding a premium price ( Stead, Stead,  2017, pg. 134), providing the organisation with brand identification and customer loyalty. The organisational strategy is to provide superior brands, investing in innovation leading to constructive disruption across the competition aligning with the mission statement to provide organisational growth.  Proctor and Gamble’s strategy has remained focused on growth and value creation adding sustainability to its updated strategy in 2019. The organisation has the same strategy in place throughout the whole organisation including all SBU’s. Proctor and Gamble’s perspective on Business level strategy is Inside-out, driven by the organisational strengths,  with the emphasis on the organisational resources leading to the differentiated products they offer to the market, which are superior and have imitation barriers and its brand reputation and loyalty.  The organisation aligns with Mintzberg’s design and planning  school, with a  deliberate top-down approach, the organisation is analysed using SWOT to make comparisons with competitors, however the organisation benefits from alignment with aspects of  the strategy in both the  prescriptive positioning school through  differentiation and the emergent entrepreneurial school through the organisation’s innovation, allowing  the organisation to be aware of what opportunities are available, this is beneficial to P&G as  an inside-out looking strategy may not notice opportunities that arise outside of the organisation. Mintzberg’s  Learning and Emergent school is also recognised  due to its focus on learning from historical data and past knowledge of what went right and what went wrong.  Emergent strategies are based on the vision, mission and objectives but are open to development of the strategy through adjusting to resource and environment analysis with strategy evolving (Lynch 2014, pg.8).
[bookmark: _Toc106630552]2.2.2 What are the influences of Proctor and Gambles strategy?
Proctor and Gambles decision to follow strategic planning  option of growth can be  identified on a diagnosis of the environment using SWOT analysis  identifies the organisational strengths within the market where they are able to learn from historical organisational successes and mistakes, this can be recognised as the diagnosing stage. The organisation has a strategy driven from the top down allowing the company to have more control over their goals and creates clear lines of authority. By identifying the organisational strengths, P&G’s strategy is driven by resources, with a global distribution system in place, commitment to research and development, along with the brand reputation and loyalty.  Global distribution benefits the organisation through its ability to sell more products covering a large geographical area providing a wide customer reach. Through research, development and innovation  investment the organisation is well placed to continue to develop and maintain growth with innovative differentiated products which competitors cannot easily replicate providing the organisation with competitive advantage. Brand loyalty and reputation assists in positioning P&G as a leader in the consumer goods sector, brand loyalty assists P&G with customer retention allowing the business  to charge a premium price for goods, and also benefits the organisation  from supplier power. The SWOT analysis identifies the organisations weakness in providing environmentally friendly and sustainable products highlighting an opportunity to commit to continued developments in this area to enhance growth. The weaknesses recognises that although the organisation benefits from research and development it is limited to household products which could be seen as an opportunity to diversify to improve the organisations competitive advantage. The organisations need to divest and discontinue lines could be recognised as a weakness and a sign the organisation is in decline, however, it can also be seen as a strength leaving the organisation with products that have leading market positions, allowing them the opportunity to be better placed to acquire smaller organisations that have successful brands ready for growth. The organisations inside-out perspective on the business level strategy identifies as both weakness as well as a strength due to the business concentrating on what resources the organisations has and is not driven by the opportunities available. The organisation has not taken advantage of the increase in demand for online purchases and has failed to diversify and build an online presence. 
 A  PESTLE analysis would  influence the organisation in moving away from its deliberate strategy  to an emergent one as external market forces change. The PESTLE  identified that a looming recession post pandemic is an environmental factor the organisation  needs to  consider for a growth strategy the organisation would likely be affected by the economic instability and the rising cost of living,  the organisation’s premium priced goods may no longer be affordable with customers having less disposable income and  the possibility of losing brand loyalty to competitors with lower priced goods.  The organisation may benefit from a strategy that allows them to stand still and evaluate rather than continue with a strategy of growth. Global distribution is likely to be affected by political factors which include Brexit and trade deals and economically impacted on the export and import of goods. The increase in demand for online goods,  identifies the need for the organisation to increase their online presence and  take advantage of the opportunity to diversify due to  the increase in demand of hygiene and healthcare products post covid. The  organisation faces legal implications of sustainability regulations and environmental issues regarding the use of palm oil and deforestation.
[bookmark: _Hlk106451901][bookmark: _Hlk106116625]A Porters 5 Forces analysis is relevant to present and future competitors and  identifies that competitive rivalry is the most dangerous to P&G’s success with competitors supplying the same goods all aimed at the same customers with intense competition from  equally balanced Johnson and Johnson. The organisation is required to clarify their brand and provide differentiation which is essential to avoid customers switching to other brands providing high supplier power. The lowest force of threat comes from substitute products and the low threat of new entrants through P&G’s brand loyalty and differentiated product.  Consideration of these strategies would lead P&G using Porters Generic Strategy to follow a differentiation focused strategy with their ability to deliver high quality goods with good research, development and innovation in place to provide growth and value. 
The Boston Consulting Group (BCG) matrix  identifies the organisations strategic driver is coming from the organisation star products, the BCG assists the organisation with long-term planning identifying the SBU’s which are star performers such as baby and home that are providing high growth and high market share, with the health SBU which is at the maturity stage of its life cycle, providing  low growth with a high share of the market, grooming would be recognised as a question mark SBU, able to become a star or a dog require monitoring. The beauty SBU identifies as a dog with only 3% market share and requires a decision on divestment to avoid a drain on resources. Using the BCG analysis would have identified which products the organisation needed to divest in to get rid of the dogs before the products soaked up the organisation’s resources.
[bookmark: _Hlk106453169]The organisations stakeholder’s analysis recognises that P&G are required to manage shareholders closely.  P&G need to keep suppliers  who have high power/low interest satisfied, keep employees, the community and customers who have low power but have a high interest in the organisation informed and monitor changes in government legislation. The analysis of the internal and external factors affecting the environment leads the organisation to the conceiving stage generating options to achieve the mission and vision of the organisation, guiding P&G to the realising stage deciding to continue with a growth strategy and identifying the mission for the future.
[bookmark: _Toc106630553] 2.2.3 Strategic Drivers
The internal drivers for the strategic choices are the mission statement which is to create  growth and value through high profits and the success of the strategy from the past, external drivers include the forces from the stakeholders where P&G need to ensure continue investment, competition and customer needs including sustainable and environmental products. Although the organisation needs to be aware of the competition it is in a position to focus on their own strategy not that of the competition. The organisation strategy is led by the resources the organisation has through a global distribution system, research and development investment and the reputation and loyalty the brand has. The strategy is structured around the strengths the organisations has within these areas.
[bookmark: _Hlk106453322] 
[bookmark: _Toc106630554]2.3 Advantages and Disadvantages of Proctor and Gambles strategy 
[bookmark: _Hlk106632843]The organisation has an integrated growth strategy providing a foundation for strong, balanced growth and value creation (Proctor and Gamble, 2022). A growth strategy benefits the organisation through product expansion, acquisitions and mergers. Advantages to a growth strategy is the ability  for P&G to  capitalise on the economies of scale and reduce the risk from competitors with the scale of production and increased efficiency. A growth strategy can be disruptive affecting all aspects of the organisation including staff, resources and finances (NIBUSINESS INFO, 2022).  P&G has a prescriptive approach rather than emergent approach to its strategic management where the organisational objectives have been defined in the past and main elements defined before the strategy commences (Lynch, 2021, pg.19). The organisations strategy has remained consistent with  the inclusion of sustainability, even though there is little change in the market the organisation is required to be able to adapt. The organisation as a whole has the same strategy, this can be seen as a weakness causing decision making to be slower due to the amount of SBU’s. The organisations aligns with Mintzberg design and planning school and the positioning school these prescriptive school are criticised for being frozen in time (Igor, 1991, pg. 449). The organisation can be recognised through aspects of both the descriptive entrepreneurial and learning and emergent schools,  without having  a combination of both prescriptive and emergent strategies in place the organisation struggle to adapt.  Mintzberg’s learning school allows the organisation to analyse what is successful about the strategy in order to form an emergent strategy with contingency plans in place for organisational issues, this learning school has the disadvantage of the organisation being guided by a roadmap of the past when the environment is constantly changing.  Mintzberg suggests that with an uncertain environment a long- term strategy may not be possible and organisations are required to craft a strategy based on a learning process (Lynch, 2021, pg. 10). An organisational example is Twitter who have crafted and adapted the organisation strategy, developing new services as it adapts (Lynch, 2021, pg.10). The strategy identifies as being simple and static, usually associated with smaller organisations where little changes, the environment that Proctor and Gamble trade in does not have rapid change and allows the organisation to make decisions based on the use of historical  information of sales and the use of data.  A disadvantage to this strategy is that organisations are required to have aspects of a dynamic strategy which allows the organisation to analyse the external environment to be able to change direction and be prepared for what might happen in the future, an example of  this is where P&G adapted quickly providing antibacterial products such as Microban during the beginning of the pandemic in response to customer demands.
 P&G  recognises as having a prescriptive approach to its strategic management this is identified  where the organisational objectives have been defined in the past and main elements defined before the strategy commences (Lynch, 2021, pg.19).  P&G uses differentiation as its generic strategy for competitive advantage, developing the uniqueness of the business and products to attract its target customers highlighting quality and values (Panmore Institute, 2017). This has the advantage of allowing the organisation to charge a higher price, the disadvantages to this strategy is whether costs can be fully recovered  and the imitation of the differentiated products from competitors (Lynch, 2021, pg.289). The success of differentiation is dependent on knowledge of who the customer is and what it is they value, with this the organisation gains high brand loyalty. The organisations  products which are perceived by customers as superior, allows the firm a sustainable competitive advantage with a narrow target market the use of this strategy makes sure that P&G does not become “stuck in the middle” as the resources allow the organisation to successfully pursue the chosen strategy. .
[bookmark: _Toc106630555]2.3.1 Model Analysis
[bookmark: _Hlk106463612][bookmark: _Hlk106538848][bookmark: _Hlk106547230][bookmark: _Hlk106543755]The SWOT analysis (See Appendix A) recognised that P&G were well positioned to continue with a growth strategy, through organisation strengths including its brand loyalty, resources, and research and development P&G have a strong competitive advantage and an increasing market share. Research and development allows the organisation barriers to products being imitated and the ability to charge premium prices however the PESTLE analysis (See Appendix B) identifies that a possible recession and could affect profits negatively with customers losing brand loyalty and choosing cheaper alternative products through rising costs of living and less disposable income.  Brand loyalty also saves costs on customer retention however can be seen as a potential threat with customers losing loyalty and looking for a cheaper alternative through rising costs of living. The SWOT identified the organisations opportunities of growth through international growth and the position to be able to merge or acquire new businesses, the strength of product divestment allows the organisation the financial resources to do this. Divestment involves the organisation selling off one or more of its businesses to prune/refocus the organisations portfolio (Stead, Stead, 2017, pg. 188).  The BCG matrix (See Appendix D), allows P&G the opportunity to  allocate resources to maximise profits and identify the scope of the portfolio helping them decide which products to divest from. A criticism of using the BCG is that it does not allow for products that provide medium growth/market share and is considered too simplistic ( Management study guide, 2022). A Porters 5 Forces analysis (1979) (See Appendix C) benefits the organisation from providing a structure for analysing the competitive environment (Faulkner, Bowman, 1995, pg.48) recognising  competitive rivalry as the organisation’s biggest danger, the competitive forces are unlikely to change with main competitors all at risk from the same forces. P&G strategy is an advantage through its ability to be able to influence these forces by remaining innovative and continuing to improve existing products.  To manage the 5 competitive forces there were 3 successful generic approaches, differentiation, cost leadership and focus (Porter, 1998).  The cost focus is now divided into cost focus and differentiation focus to provide 4 approaches. The use of Porter’s Generic strategy (See Appendix D) is an advantage to the organisation by characterizing strategic positions at the simplest and broadest level (Tanwar, 2013). Disadvantages to the strategy are that it is rigid and it does not allow the organisation to follow two approaches claiming they would be stuck in the middle, where some market conditions may benefit from a hybrid strategy (Garcia, 2022). The use of a stakeholder’s analysis (See Appendix F) identifies the organisations strategy is being dictated by the mission statement  and shareholders who have high power and high interest within the organisation,  Frooman & Murrell (2005) recognise that a stakeholder has high power when they are not dependant on the organisation (Stakeholder map,2017),  P&G’S strategy is required to satisfy the organisational stakeholders who have high power, with shareholders agreement of the strategy providing growth, shareholders such as Blackrock align with the mission to provide growth and sustainability however the organisation faces criticism from green investors to implement better forest sourcing practices (Stand.Earth, 2020).  This recognises that P&G are under pressure to provide a more sustainable strategic agenda, poor adherence to a sustainable strategy would be a disadvantage to the organisation as shareholders could withdraw resources.  Shareholders leaving an organisation can cause the value of the company share price to fall and cause other investors to sell their shares (Anderson, 2020). Greenpeace launched a global petition signed by 300,000 consumers calling on P&G to look at the source of palm oil in its ingredients (Gies, The Guardian, 2014), the organisation now uses 100% RSPO  (Roundtable on Sustainable Palm oil), in order to meet its sustainability strategy (PG Investor, 2020).  The organisations has strategic fit with processes matching between the strategy and structure, and the organisation matching its resources and capabilities to opportunities available.  The strategy can be recognised as possible, suitable and sustainable. This strategy can be seen as successful with a continuing rise in market share and profits,  this can be attributed to prices rises, acquisitions, investments and divestments. P&G stock has delivered a total return of 81% to shareholders over the last 5 years (The Motley Fool, 2021), with 65 consecutive years of dividend growth (Seeking Alpha, 2021).



[bookmark: _Toc106630556]3.0 Conclusion
[bookmark: _Hlk106550695]The  purpose of the report is to identify if Proctor and Gamble has the right strategy for today’s environment, the organisations strategy fits with being simple and static basing the strategy on historical events and data, however the organisation is required to have emergent strategies in place to be able to adapt to change.  With a strategy based on growth driven by resources throughout the whole organisation, the strategy defines the business giving a set of values and purpose, to be able to make fundamental decisions about the future of the organisation. The strategic plan aligns the organisations mission with its vision, providing a roadmap for the organisation, through analysis of both external and internal factors. In 2020 P&G’s annual report recognised the strategy was working and remained focused on growth. P&G’s strategy, to provide superior brands, investing in innovation  aligns with the mission statement to continue to travel in the direction of growth, allowing them to make decisions on competitive advantage based on  differentiation providing the organisation with brand identification and customer loyalty, the organisation would benefit from the option of a hybrid strategy to be able to adapt to external factors.  P&G’s strategy is recognised as Inside-out, driven by the organisational strengths and resources. The use of strategic models recognised P&G’s strategy is positioned in Mintzberg’s design and planning school, with a  deliberate top-down approach, however the organisation benefits from alignment with aspects of  the strategy in both the prescriptive positioning school through  differentiation and the emergent school through innovation. Mintzberg’s  Learning and Emergent school is also recognised due to its focus on learning from historical  knowledge of what went right and what went wrong. P&G identifies with an emergent strategy based on the  organisations vision, mission and objectives but the organisation is open to development of the strategy, adjusting to resource and environment analysis. Mintzberg suggests that with an uncertain environment a long- term strategy may not be possible and organisations are required to craft a strategy based on a learning process. The analysis identifies the organisations strategy is being dictated by the mission & vision statements  and shareholders, with P&G required to satisfy high power shareholders who are in agreement of the growth strategy. However, stakeholders have voiced concerns putting pressure on P&G to deliver a more sustainable strategic agenda,  P&G’s adaptation of the mission statement to include” now and for generations to come” is a sign of the organisations need to align with high power investors or risk a loss of investment.
[bookmark: _Hlk106627774][bookmark: _Hlk106547779]The organisations can be recognised as having strategic fit with processes matching between the strategy and structure,  matching its resources and capabilities to opportunities available. The use of strategic models assisted with the organisational decision to continue  with a strategy of growth, identifying the organisation does have the right strategy in place for today’s environment, this can be recognised through its continued growth of profits and market share defining the strategy as possible, suitable and sustainable.
[bookmark: _Toc106630557]
Appendices
APPENDIX A
[bookmark: _Toc106630558]SWOT Analysis

	STRENGTHS
	WEAKNESSES

	· DELIBERATE STRATEGY DRIVEN FROM TOP DOWN
· OLD BUSINESS LEARNING FROM MISTAKES
· STRATEGY FOR GROWTH
· REPUTATION 
· ORGANISATION SUCCESS
· GLOBAL DISTRIBUTION SYSTEM
· RESEARCH AND DEVELOPMENT
· GLOBAL MARKET
· RELATIONSHIPS WITH SUPPLIERS, PRODUCT AVAILABILITY
· EMPLOYEE TRAINING AND KNOWLEDGE
· ECONOMIES OF SCALE
· HIGH PRICES TO MAINTAIN HIGH PROFITS
· COMPETITIVE WEAPON OF IMITATION BARRIERS
· SYSTEMS IN PLACE TO RECOGNISE WHEN TO DIVEST IN NON-PROFITABLE LINES
· SHARE PRICE
· PRODUCT QUALITY
· INCREASE DEMAND FOR CLEANING PRODUCTS THROUGH COVID

	· STRATEGIES MADE ON PAST EXPERIENCE
· FOLLOWS AN INSIDE-OUT LOOKING STRATEGY
· RECRUITMENT FROM WITHIN
· LACK OF DIVERSIFICATION
· SLOW DECISION MAKING DUE TO AMOUNT OF SBU’S
· ECONOMIC DOWNTURN
· NEW INTERNATIONAL TRADE BARRIERS



	OPPORTUNITIES
	THREATS

	· TO MERGE OR ACQUIRE SMALLER ORGANISATIONS
· TO BE MORE ENTREPRENURIAL
· ABLE TO REDUCE PRICES FOR A LOW-COST STRATEGY
· PRODUCT INNOVATION
· SUSTAINABILITY DEVELOPMENT
· IMPROVE COMPETITIVE ADVANTAGE(ONLINE)
· DIVERSIFICATION
· INTERNATIONAL GROWTH
	· COMPETITION
· LACK OF COMMUNICATION FROM DELIBERATE STRATEGY
· NEW ENTRANTS TO THE MARKET
· COST OF LIVING- CUSTOMERS LOOKING FOR CHEAPER OPTIONS
· ECONOMIC FACTORS I.E FUEL, TRADE TARRIFFS
· DIFFERENTIATION STRATEGY/ NEED TO BE ABLE TO ADAPT TO CHANGE


                                                                        APPENDIX B
[bookmark: _Toc106630559]PESTLE Analysis

POLITICAL 
FOREIGN TRADE RESTRICTIONS
GENERAL AGREEMENT ON TARRIFFS AND TRADE
GLOBAL FINANCIAL INSECURITY
POLITICAL DECISIONS REGARDING COVID
ECONOMICAL
GLOBAL RESESSION LIKELY POST COVID
POSSIBLE RISING COST OF LIVING POST COVID
INTEREST RATES
UNEMPLOYMENT
SOCIAL
INCREASE IN DEMAND FOR CLEANING PRODUCTS POST COVID
TECHNOLOGICAL
DECREASE IN DISPOSABLE INCOME POST COVID  
INCREASE IN DEMAND FOR ONLINE GOODS WITH ORGANISATION LACKING AN ONLINE PRESENCE
LEGAL
PRODUCT SAFETY REGULATIONS
SUSTAINABILITY REGULATIONS
ENVIRONMENTAL
THE USE OF RESPONSIBLE PALM OIL IN PRODUCTS
NEED FOR SUSTINABILITY AND ENERGY EFFICIENCY


APPENDIX C
[bookmark: _Toc106630560]Porter’s 5 Forces Analysis

THREAT OF NEW ENTRANTS
· DIFFICULT TO ENTER A SATURATED MARKET
· ENTRANTS REQUIRE UNIQUE PRODUCTS
· P&G BRAND LOYALTY
· ECONOMIES OF SCALE
· DIFFERENTIATION ALLOWS PREMIUM PRICING THROUGH INNOVATION 
· WIDE DISTRIBUTTION

    THREAT OF SUBSTITUTES
· COMPETITION FROM SUPPIERS OF SIMILAR PRODUCTS
· IMITATED PRODUCTS








COMPETITIVE RIVALRY
· OTHER COMPETITORS SUPPLYING THE SAME GOODS
· COMPETITORS AIMED AT SAME CUSTOMERS
· INTENSE COMPETITION FROM JOHNSON & JOHNSON
· DIFFERENTIATION NEEDED 
· TO AVOID CUSTOMERS SWITCHING
· BRAND IDENTITY








SUPPLIER POWER
· HIGH POWER WITH SUPPLYER WITH P&G BRAND LOYALTY
· DIFFERENTIATED PRODUCTS
· SUPPLIER VOLUME
· PRODUCT DIFFERENCES



BUYERS POWER
· HIGH POWER WITH BUYER DUE TO LARGE VOLUMES PURCHASED
· SUBSTITUTE PRODUCTS
· SWITCHING COSTS
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Proctor and Gamble identify as having a differentiation focussed strategy to gain  competitive advantage and narrow market scope
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