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This report provides an external analysis of P&G, using PESTLE analysis and Porter’s Five Forces model.
1.Definition of Marketing
Marketing is a vital process for businesses to promote their products and services to potential customers. It involves identifying customer needs and preferences, creating and promoting products that meet those needs, and building customer relationships to foster brand loyalty and repeat business. Marketing is often divided into four stages: analysis, planning, implementation, and evaluation (Kotler and Keller 2016).
2.Marketing process

	
Situational Analysis




	Objectives



                         

	Strategy



                

	
Tactics




	
Control



                                            Created by Slavi Sinapov.
The first stage, analysis, involves researching the market to identify customer needs, preferences, and trends. This includes understanding the competition and market conditions, as well as examining consumer behaviour and demographics. 
The second stage, planning, involves developing a marketing strategy based on the analysis conducted in the first stage. 
Once the plan is in place, the third stage, implementation, involves executing the marketing tactics outlined in the plan. This includes creating and delivering marketing messages through various channels. Implementation also involves monitoring and adjusting marketing activities as necessary to ensure they are effective and efficient.
The final stage, evaluation, involves measuring the success of the marketing activities against the goals and objectives outlined in the plan. This includes analysing sales data, customer feedback, and other metrics to assess the effectiveness of the marketing tactics used. Based on the results of the evaluation, companies can adjust their marketing strategies to improve future performance.
Marketing is a multi-stage process that involves researching customer needs, developing a marketing plan, executing marketing activities, and measuring success. By following this process, businesses can create effective marketing strategies that reach the right audience, promote their products and services, and build lasting customer relationships (Armstrong and Kotler,2015).
3.Procter and Gamble company
Procter and Gamble is a global company that sells personal hygiene products, household products and health products. P&G has a robust marketing strategy that involves analysing consumer needs and preferences, setting specific goals and objectives, developing effective marketing strategies, implementing a well-rounded marketing mix, and monitoring the success of its marketing initiatives.
 4. Marketing Analysis
P&G conducts extensive market research to identify consumer needs and preferences across different regions and demographics. The company uses various methods such as consumer surveys, focus groups, and social media listening to gather insights on consumer behaviour, trends, and attitudes towards its products. P&G also analyses market trends, competitor strategies and technological advances to better adapt to ever-changing market conditions. (Jobber & Ellis-Chadwick, 2016).

4.1Marketing Goals
P&G sets specific and measurable marketing goals that align with its overall business objectives. For example, the company aims to increase its market share in key product categories, drive brand loyalty and awareness, and improve customer satisfaction. P&G also sets sustainability goals to reduce its environmental impact and improve its reputation as a responsible corporate citizen.

4.2Marketing Strategies
P&G uses a variety of marketing strategies to promote its products to consumers. One of its key strategies is to create compelling brand stories that resonate with consumers' emotions and values. This is achieved through engaging advertising campaigns that highlight the benefits and features of its products. P&G also leverages digital marketing channels such as social media, e-commerce, and mobile apps to reach consumers where they spend the most time (Jobber & Ellis-Chadwick, 2016).

4.3Marketing Monitoring
P&G continuously monitors the success of its marketing initiatives to ensure that they meet their goals and objectives. The company uses various metrics such as sales data, customer feedback, and market share to measure the effectiveness of its marketing strategies (David, 2004).

Global companies like Procter and Gamble (P&G) use external analysis tools like PESTLE and Porter's Five Forces to better understand the business environment in which they operate. These tools help companies to identify and analyse external factors that can impact their business, such as political, economic, social, technological, legal, and environmental factors (PESTLE), as well as the competitive forces that affect their industry (Porter's Five Forces). One of the main reasons why P&G and other global companies use these tools is to gain a comprehensive understanding of the external factors that can influence their business decisions. By analysing the external environment, companies can identify opportunities and threats that they may face and develop strategies to capitalize on opportunities and mitigate threats.

5. PESTLE Analysis
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PESTLE is an acronym that stands for a set of macro-environmental factors that affect a business. Each of the words P, E, S, T, L, E stands for political, economic, social, technological, legal and environmental factors. The PESTLE analysis was developed as a strategic tool to help understand the most important external factors that can affect the business in some way. The goal of the analysis is to anticipate opportunities and lessen the risks that these factors may pose (Housden, 2010).
Consequently, PESTLE analysis is a valuable tool for businesses in determining their strategies while gauging the influence of diverse external factors. Political factors may encompass aspects such as government policies and political stability. Similarly, economic factors refer to inflation, interest rates, and growth rates.
The PESTLE framework is an established and widely used approach to making informed decisions in the business realm. It is beneficial for companies to consider external factors, and PESTLE analysis helps in this regard. By thoroughly examining these factors, businesses can grab hold of opportunities and avoid potential risks to their operations, ensuring a strong foundation for growth and continued success (Bhasin, 2020).
P&G may use PESTLE analysis to identify emerging trends in consumer behaviour, such as a preference for environmentally friendly products or a growing concern for social responsibility. This information can help P&G to develop new products that align with these trends, and to position themselves as a socially responsible company.
Political Factors
Political factors are of great importance in determining the sustainability and profitability of Procter Gamble in the long run, within the framework of PESTEL.
When the company is in the international market it must be aware of all the political changes in the different countries.
To succeed in such a dynamic international business environment, it is crucial to diversify systematic risks. The political environment of each country has multifaceted aspects that affect the business in different ways and Procter Gamble must take them into account during strategic planning. One of the most important political factors for Procter Gamble to consider is political stability. (Housden, 2010).
Another political factor that influences Procter Gamble is changing policies. Frequent changes in government policies create an environment of uncertainty, which can harm business performance. 
Political factors refer to the rules and regulations set by government agencies that directly impact a company’s operations. In the case of P&G, the company operates in several countries, and as a result, it has to adhere to the local laws and regulations in each country. For instance, the company has been affected by the recent trade war between the United States and China; this had led to an increase in tariffs on P&G’s products, which has had a significant impact on its bottom line (Maulik, 2018).
The political factors for P&G are generally favourable as the company operates in stable political environments in most of the countries where it operates.

Economic Factors
Economic factors refer to macroeconomic conditions such as inflation rates, GDP growth, and unemployment rates that affect a company’s profitability. P&G generates a significant amount of revenue from emerging markets such as India, China, and Brazil, and the company has been affected by the economic downturn in those countries. In recent years, the company has reported a decline in revenue growth due to the economic slowdown in these markets (Bhasin, 2015).
To make informed decisions, Procter Gamble should consider the following economic factors: inflation rates, GDP growth, and unemployment rates, directly impact a company’s profitability. Procter Gamble (P&G) has been affected by the economic downturn in emerging markets like India, China, and Brazil, which has resulted in a decline in revenue growth. P&G should consider economic factors like a country's economic development, industry lifecycle stage, infrastructure development, inflation, employment, interest and exchange rates, and supply and demand of labour to make informed decisions (Housden, 2010). These factors can both positively and negatively impact P&G's business, depending on the country and the economic conditions there. For example, if there is economic growth in a country, P&G may see an increase in demand for its products. However, if there is high inflation, P&G's costs may increase, leading to lower profits. Overall, the economic factors for P&G are neutral, as they can have both favourable and unfavourable impacts on the company's business.

Social Factors

Social factors are also extremely critical for Procter Gamble to be addressed within the PESTEL framework because of the strong influence that societal norms, values and trends have on organizational culture. A comprehensive understanding of different demographic trends, as well as different power structures, consumer spending patterns, and shared beliefs can help Procter Gamble create effective marketing messages and meet all of its stated goals (Jobber & Ellis-Chadwick, 2016).
To conduct a macro environmental analysis, Procter Gamble will need to consider these social factors: Social factors like demographic patterns, power structures, gender roles, local norms and values, online shopping behaviour, and consumer spending patterns also play a crucial role in determining an organization's marketing and human resource strategies. Understanding these factors can help P&G design effective marketing messages and fulfil corporate objectives.
The sociocultural factors for P&G are favourable, as the company has a strong brand and reputation and is well-positioned to adapt to different cultural norms and social attitudes.
Technological Factors
According to Kell (2017) Procter Gamble invests heavily in research and development to create innovative products and improve its manufacturing processes. The company uses digital technology to develop a direct-to-consumer sales model. P&G can benefit from the use of social media marketing to engage with customers and create online brand communities. The company should analyse emerging technologies to stay ahead of the competition and invest in disruptive technologies to maximize profits. P&G must consider the development and maturity level of technology in each market to increase its market share. Research and development activities greatly impact P&G's value chain and cost structure. The adoption of new technologies shortens product life cycles, and P&G must increase product range diversity and integrate flexibility into its value chain. Additionally, P&G must develop healthy business relationships with its value chain partners and keep a close eye on R&D investments made by its competitors to understand how emerging technologies affect its firm's value chain and cost structure.
The technological factors for P&G are favourable, as the company has a strong research and development department and is constantly innovating to improve its products and processes.


Environmental Factors
Environmental factors refer to factors such as climate change, pollution, and waste disposal that directly impact the environment. As one of the world's leading consumer goods company, P&G has been under scrutiny for its environmental impact. The company has taken steps to address these concerns by investing in environmentally friendly packaging and implementing sustainable supply chain practices (Kell, 2017).
To achieve long-term sustainability, companies must also adopt innovative waste management practices, invest in renewable technologies, and consider the influence of weather and climatic conditions on their operations. Additionally, eco-friendly products are becoming more popular, and regulatory bodies are emphasizing environmental compliance, making it crucial for businesses to prioritize and market the eco-friendliness of their products. Finally, excessive resource depletion can result in negative backlash from media, customers, and the general public, making it necessary for businesses to study environmental regulations and avoid overconsumption of rare resources or harm to endangered species.
The environmental factors for P&G are favourable, as the company is taking steps to reduce its environmental footprint and is well-positioned to capitalize on the growing consumer demand for sustainable products.

Legal Factors
Legal factors refer to the rules and regulations set by government agencies and other regulatory bodies. In the case of P&G, the company has had to adhere to strict regulations on product safety and advertising standards in multiple countries. Failure to comply with these regulations has led to significant fines and penalties for the company (Bhasin, 2020).
The legal environment is a crucial factor to consider in the PESTEL analysis framework, as Procter Gamble cannot enter a new market without carefully evaluating the legal aspects of the regulatory structure in place. Ignorance in this regard can lead to serious consequences, including damage to the organization's competitive advantage due to intellectual property rights violations, and harm to the organizational image resulting from violations of consumer/employee/environment protection standards. Compliance with consumer protection laws is also crucial to protect customer data, ensure price and quality standards, and prevent fraudulent marketing. Moreover, companies must adhere to intellectual property regulations to safeguard their patents and ideas to maintain competitive advantage over other market players.
This PESTLE analysis has highlighted the external factors that affect P&G's operations in multiple markets around the world. P&G has been affected by factors such as trade tariffs, economic slowdown, and changes in consumer preferences, while also investing in technology and taking steps to address environmental issues. The company needs to continue to adapt its operations to meet changing market conditions and maintain its position as a leading global consumer goods company.
The legal factors for P&G are favourable, as the company has a strong legal and compliance department and is committed to ethical business practices.
6. Porter's Five Forces Model:
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Porter's Five Forces model is a framework for analysing the competitive environment of an industry. The five forces are threat of new entrants, bargaining power of suppliers, bargaining power of buyers, threat of substitute products or services, and rivalry between existing firms.
Porter's Five Forces analysis can help P&G examine the competitive environment they are in and develop the right strategies to maintain their advantage over their competitors. Through this approach of analysing the bargaining power of suppliers and buyers, the threat of new entrants, the threat of substitutes, and the intensity of competition among competitors, P&G can identify areas in which they can differentiate themselves from their competitors and develop strategies to maintaining its market share.

Threat of New Entrants:
The threat of new entrants in the consumer goods industry is relatively low due to the high level of capital investment required to enter the market. The presence of established brands and a well-established distribution network further limits the entry of new players into the market. 
Bargaining Power of Suppliers:
P&G sources raw materials from a large number of suppliers worldwide. However, the company has strong relationships with its suppliers, and the suppliers are aware of the role they play in P&G's success. P&G's purchasing power and scale of operations allow the company to negotiate favourable terms and pricing with suppliers. Thus, P&G faces a low bargaining power of suppliers.
Bargaining Power of Buyers:
P&G customers include both retailers and consumers. Retailers have significant bargaining power due to their large buying volume and ability to switch suppliers relatively easily. Consumers have less bargaining power as they are ultimately influenced by product branding, advertising and marketing campaigns, and product quality. P&G’s strong brand image and market presence across different product categories limit buyers’ bargaining power.
Threat of Substitute Products or Services:
Products such as soap, shampoo, and toothpaste are essential in the daily lives of consumers, and therefore it is challenging to find a complete substitute. This makes P&G’s products less susceptible to substitution. However, P&G faces some threat from substitutes with rising consumer awareness of organic and natural products, which are seen as healthier and eco-friendlier.
Rivalry among existing competitors:
P&G Competes with other major consumer goods companies like Unilever and Johnson & Johnson, among others. However, P&G has a massive product range and significant brand recognition, which gives it a dominant position within the industry. The company’s innovation and Marketing strategies, such as its “Brand in Hand” philosophy, have helped maintain market share and competitive edge (Dobbs, 2014).
 Advantages and disadvantages:
Advantages:
Comprehensive analysis: The Five Forces framework is comprehensive in that it looks at all aspects of an industry, including suppliers, buyers, competitors, new entrants, and substitutes. This provides a complete view of the industry and the competitive forces at play.
Holistic approach: The framework looks at both external and internal factors affecting the company's competitiveness. This helps identify areas where the company can leverage its strengths and address potential weaknesses.
Strategic insights: The framework helps identify areas where the company can create competitive advantage and develop a strategic response to market conditions.

Disadvantages:
Limited focus: The Five Forces framework looks only at the competitive forces within an industry and does not consider broader macroeconomic factors that may also affect the company's position.
Static analysis: The framework provides a snapshot of the industry at a point in time and may not reflect changes in the industry over time.
Ignores collaboration: The framework assumes that companies are in direct competition with each other and does not account for potential collaboration among competitors that could change the competitive landscape.


The Ansoff matrix 
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Market Penetration: Procter and Gamble uses market penetration strategy by increasing its market share in existing market. This strategy is implemented by launching promotional campaigns, advertising, and reducing prices. P&G also create deeper connections with existing customers to boost sales. 
Product Development: P&G implements product development strategy by creating new products for its existing market. For example, the company launched a new line of Tide laundry detergent that uses less water and has reduced packaging, addressing environmentally conscious consumers. 
Recommendation:
Based on P&G's current financial and market position, the following recommendations could be useful: 
1. Increase investment in e-commerce: P&G should continue its investment in e-commerce channels such as Amazon, Walmart, and other online retail sites. With the growth of e-commerce, P&G should focus on creating a user-friendly online shopping experience to attract customers to purchase its popular brands. Reference: "Procter & Gamble Co. (PG) - Financial and Strategic SWOT Analysis Review" (2021) 
2. Product diversification: P&G should focus on diversifying its product offerings by introducing new product lines or acquiring smaller companies with complementary products. This approach will enable the company to attract new customers and expand its customer base. 
 3. From strategic partnership: P&G could consider forming strategic partnerships with other companies to leverage strengths and resources, resulting in better market coverage and operational efficiencies. Reference: "Procter & Gamble Co. (PG) - Financial and Strategic SWOT Analysis Review" (2021)
 4. Invest in sustainability: With increasing global concerns about climate change, P&G should continue its investment in sustainable products and packaging to attract customers who prioritize environmental sustainability. 
The above recommendations will help P&G to maintain its market position, improve customer experience and loyalty, expand its product offerings, and optimize operational efficiency.

Conclusion:
In conclusion, the external analysis of P&G using Porter’s Five Forces model reveals that the company operates in a highly competitive industry with relatively low entry barriers. external analysis tools like PESTLE and Porter's Five Forces are important for global companies like P&G because they provide a structured approach to understanding the external environment in which they operate. By gaining a comprehensive understanding of the external factors that can impact their business, companies can develop strategies to capitalize on opportunities and mitigate threats, and ultimately, achieve long-term success.
However, P&G's scale, global reach and significant investment in R&D and Marketing stifle new entrants. P&G’s significant investment in R&D keeps the company ahead of the competition with new innovative products year by year. P&G’s marketing strategies help the company maintain a stable position in the market amid fierce competition. P&G’s key challenge lies in continuing to innovate and maintain its product quality and marketing strategies to continue dominating the consumer goods industry.
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