Organization/Industry Overview Paper


The Proctor & Gamble Company is one of many companies that provide consumer products in the heath, beauty and wellness area. The company has been providing various products to consumers for almost 175 years.  As a result of the products that the company provides to consumers, there are government regulations that must be followed.  Because the market for the consumer products provided by The Proctor & Gamble company is so vast, the company faces a large amount of competition from small and large competitors.
Proctor & Gamble Company


The Procter & Gamble (P&G) Company began its operations in 1837 and is currently based in Cincinnati, Ohio. P&G is the fifth largest corporation in the United States and is currently the sixth most profitable corporation in the world. The Procter & Gamble Company is a worldwide manufacturer and seller of various consumer goods. The organization is well-known for its contributions in three areas: beauty, health and wellness as well as household care items. 
The beauty operation of P&G offers hair care products, cosmetics, deodorants, fragrances, razors, electric hair removal, shaving products, small appliances, individual cleansing and skin care products under brand names such as Braun, Fusion, Gillette, Head & Shoulders, Mach3, Olay, Pantene, and Wella. 

The Health and Well-Being business unit offers feminine hygiene products and oral care from brands such as Always, Crest, and Oral-B.   

The company offers all of the aforementioned products to big block stores such as Wal-Mart, grocery stores, membership style stores such as Costco and Sam’s Club as well as  drugstores. 
History

William Procter and James Gamble were a candle maker and a soap maker respectively.  They decided to go into business together and formally started their business in October 1837 in Cincinnati.  By 1959, P&G’s sales reached one million dollars and employed just eight people.  During the Civil War, Procter & Gamble received contracts to sell soap and candles to the Union Army.  When the Civil War ended, Union Army soldiers continued to purchase P&G products once they returned home.

During the 1880s P&G began to market Ivory soap.  As the company continued to grow, William Procter’s grandson, William Cooper Procter, created a profit-sharing program.  This program was established to provide employees a direct interest in the company so that employees would be less likely to walk out in a strike against the company.

During the 1890s the direction of the company changed to the production of soap instead of on the production of candles.  The company soap line produced more than 30 types of soaps.  As a result of electricity becoming more common and accessible in individual homes, by 1920, Procter & Gamble ceased production of candles.

During the first 20 years of the 20th century, company growth enabled Procter & Gamble to build factories in other locations throughout the country.  In 1911, P&G began to diversify by producing vegetable shortening named Crisco.  In addition to this new venture, P&G became well known for their research facilities as well as for the ability of the company’s scientists to create new products.  The company’s guidance in the area of marketing research was innovative in their ideas and provided a new direction for how to interpret the needs of the consumer and product appeal.  The advent of radio allowed P&G to advertise during radio programs, which coined the paraphrase “soap operas” as a result of the type of radio shows that played during P&G’s advertisements.


During the twentieth century P&G expanded their business to other countries, becoming an international operation.  Other growth included the creation of new products and brand names such as Tide, Crest, and Charmin.  Although P&G continues to expand, their headquarters remains in Cincinnati.

Government Regulation


Other threats that P&G face in the market are oversight and regulation rules that the government places on companies in the industry. The consumer products industry companies do not specialize in only one product or market segment so P&G needs to pay close attention to the regulations placed on each of the products. “The U.S. Consumer Product Safety Commission is charged with protecting the public from unreasonable risks of serious injury or death from thousands of types of consumer products under the agency's jurisdiction” (2010, U.S. Consumer Product Safety Commission). Each product delivered to the market has its own regulations and rules that need to be in compliance with the rules and regulations for that particular product. 


As a means of safeguarding the environment and the interests of the consumers, government regulations must be implemented to provide protection from gluttonous and immoral corporations. Government regulations provide strict laws for violations and prosecution.  Numerous regulations by the government that assist and defend consumers and the environment must be followed by the company. In addition, P&G must comply with Corporate Social Responsibility regulations. The National Environmental Protection Act, the Clean Water Act, the Toxic Substances Control Act, the Clean Air Act  are legislations that have been enacted by the Federal Government to protect the consumers, the environment, and the organization. 

Issues or Opportunities


The consumer products industry is a very competitive market with many large organizations such as Johnson and Johnson, Kimberly Clarke and P&G, competing for consumers of health and well being, beauty, and household care products. The company’s biggest issue is the competition it faces in the industry. One of the biggest competitors for P&G is Kimberly Clark.  Although they do not compete in every market segment as P&G, the markets that they do compete in they are very aggressive with respect to how Kimberly Clark brings their products to the market. Kimberly Clarke uses a loss leader strategy to bring their products to the market.  This strategy brings some of their products to market at a loss so that they can capture traffic to other product lines and categories. This poses a threat to P&G in these product categories as they do not employ the same strategy in the market so P&G loses sales on those products in which Kimberly Clarke employs this strategy.


Opportunities for P&G consist of developing and expanding their marketing and branding strategies, promoting their differences to their rival products, and developing a niche market. They also can capitalize on the rise in the market for health and beauty products. The market has seen an increase in the demand for health products due to health care reform and the overall desire of consumers to be healthy.  
Conclusion


The Proctor and Gamble company is a major provider of consumer products in the United States in the health and beauty products area.  Strong competition and government regulation are just a few factors that determine the products that the company produces in addition to how P&G markets those products to consumers.
Market Conditions of Procter & Gamble

The Procter & Gamble Company was founded in 1837 and is based out of Cincinnati, Ohio. P&G is the fifth largest corporation in the United States and is currently the sixth most profitable corporation in the world. The Procter & Gamble Company is a worldwide manufacturer and seller of various consumer goods. The organization is most known for its contributions in three areas: beauty, health and wellness, and household care items. This paper will discuss the current market conditions of Procter and Gamble in the areas of market structure, price strategies, cost structure, and competition. The paper will go on to give a brief analysis of P & G’s supply and demand as well as the impact of government regulations.    

Market Structure 


The market structure of P&G is oligopolistic as it operates its business operation in a highly competitive industry with both global and domestic competitors. Currently, it has a significant share in the market compared to the likes of its closest contenders. P & G has a wide range of consumer products that are sold in different market segments and competes with the big brands of large companies as well as the private brands of multiple retailers. (Proctor & Gamble, 2010). Thus, P & G faces competition from super premium, premium, mid tier value, and low tier value products of various large companies. For example, in the area of laundry detergent, P&G competes with a small number of large sellers like Unilever. The other main competitors of P&G are: Johnson & Johnson, Colgate Palmolive Company, and Kimberly Clark. 

Impact of New Competitors


 The entrance of new competitors in any market can drastically affect the business strategy of an organization. Due to Procter & Gamble’s size and length of time in the industry, they have been able to face the challenges of new competitors and still maintain a large customer base. With proven goods such as Tide detergent, Tampax feminine products, and Ivory soap, P & G has a solid grasp on various product lines. This is not to say that P & G is invincible; especially in today’s economy. With the current economy, many families are changing their traditional buying patterns in order to cut costs wherever possible. The entering of private label brands like “Up and Up” at Target or “Great Value” at Wal-Mart are appearing more attractive to penny-pinching consumers.  When a large container of Tide is $18.49 and the equivalent product in the Great Value brand is $10.98, sales may begin to drop and P & G may need to rethink its price strategy. 

The entry of large companies and retailers in personal and health care industry are also affecting P & G’s position as they are beginning to provide products that facilitate higher customer satisfaction. This must be further evaluated to find a possible solution.

Price Strategy


Recently, P&G has adopted a new pricing strategy that includes some changes in selling price for wholesalers and retailers. It gives trade discounts to retailers and wholesalers to support its in-store product promotion campaign (Cook & Dan, 2010). According to the new price strategy, Procter & Gamble’s products are sold to supermarkets at a discount which helps to increase the sales of the company.  At the same time, it also causes an increase in its market share. Approximately 40% of its products are sold under this new strategy which has lowered the prices for its customers. Decreased prices on certain P & G goods have caused an increase in its sales by 6%.  On the other hand, the company has increased the prices of certain other items by 10% because of an increase in the cost of production. With these two changes, P & G has been able to remain relatively balanced in a turbulent economy.

Technology


P&G has a goal to improve the environment with the use of advanced technology that helps to reduce harmful gases, energy consumption, and waste from plants. The organization is always focused on providing products with superior quality to improve the lives of the consumers. They use new and innovative technologies that help to improve the quality of the products. They have a plan in place to build a global innovation network that is mainly focused on product formulation, cleaning, and packaging (Proctor & Gamble, 2010). The use of innovative and advanced technology also supports P&G’s strong market position by increasing its customer base. These innovative projects can also be seen as investments as P & G will most likely see dividends in years to come. 

Cost Structure


In all production based company’s, there are significant costs associated with bringing their product to the market. The companies that can best align their resources to control its product price while still maintaining a profit are typically the companies that withstand many of the economic downturns. Procter and Gamble is one of the world’s largest corporations; a large amount of its success can be attributed to how they have been able to use and control their resources that are spread about in eighty countries with one hundred and fifteen manufacturing plants. One of the primary financial concerns of an organization of this magnitude is the wages and benefits of its employees. 

The current market conditions’ regarding the wages and benefits of workers in the United States is measured by the Department of Labor with the Employment Cost Index. In 2009, the cost of wages and benefits of the U.S. employed in the private sector rose 1.5% in this same time period the consumer price index rose 2.7%. This shows an unbalance in the rate of inflation with the rate of wage increases of the private sector employees. In 2008 these costs rose 2.8% only to see them drop in 2009 by 1.3%. In the current economic conditions, corporations are not spending as much on these costs but are also seeing drops in overall sales as well (Wessel, 2010). This is evident in the 2009 financial statement from P&G which reported sales in 2008 of $81,748 million as compared to 2009 where they recorded only $79,029 million it was also reported that compensation expenses dropped as well $1,464 million in 2009 and $1,527 million in 2008 (P&G, 2009). The current conditions of these costs does not show favor for the company or its employees at this time. If the company would have shown an increase in sales with a decrease in compensation then the profits recorded would have been more favorable.


Labor is an example of variable costs and as we can see in the previous paragraph these costs changed from 2008 to 2009. Labor cost are considered variable because the company can increase or decrease the number of employee’s that they would need to accomplish the production to meet the supply the consumers demand. The fixed costs that P&G face each year are the costs associated with the plants used to manufacture the products they bring to the people each day. The 2009 financial report shows that the fixed cost that P&G faced was $38,086 million as compared to $36,651 million in 2008 (P&G, 2009). Fixed cost will normally stay the same, but as equipment and buildings get older, their costs tend to depreciate and if the company does not make any purchases they can realize a savings on these costs.

Price Elasticity of Demand

According to Colander (2008), price elasticity of demand is the percentage change in quantity demanded divided by the percentage change in price.  This calculation is made by elasticity of demand times the percent of demand divided by the percent of response or ED = percentage of response/percentage of demand.
Due to the abundance of P & G products, this paper will only calculate the price elasticity for one product as an example. The American City Business Journals (2010) mentions in their November 2007 article that “Charmin will go up 5.5 percent in February”.  The prices of Charmin went up approximately 5.5 percent. According to RISI Wood Biomass Markets (2010), in 2007 “the ‘all value’ share for Charmin rose half a point to 28% in the first quarter” (News briefs: Clearwater studies new tissue equipment; Sonoco plans new boilers, para. 4).  Clearly, there is more of a demand for Charmin.

In order to calculate the price elasticity of demand for these numbers, the formula would be:  ED=Percentage change in quantity demanded/Percentage change in price.  We would look at the calculation as such:  0.5=28%/5.5.  Therefore, there is a .5% change in quantity demanded for Charmin.

Competitors

Forms of competition in this world can range from teams vying for the highest title in their particular sport to two people playing a game of cards.  Competition in business is similar in that companies vie for the position of being the better place to buy a product or making their brand more relevant. Although P&G supplies many different products, they only have three major competitors.  As previously mentioned, these competitors are Johnson & Johnson, Kimberly-Clark Corporation, and Unilever, which is based in London.

Johnson & Johnson headquarters are located in New Brunswick, New Jersey.  Founded in 1886, the company’s ideology was that nurses and doctors should use sterile equipment when doing work such as sutures, dressings, and bandages.  This is the foundation of Johnson & Johnson’s business.  Although they mainly deal in pharmaceuticals, like prescription and over-the-counter medicines, Johnson and Johnson also deals in beauty products.  Shower to Shower and Ambi are a couple.  These are in direct competition with P&G’s beauty products such as Ivory and Zest.

Kimberly-Clark is the oldest of the companies being founded in 1872.  This company deals mainly in paper goods such as paper towels and sanitary napkins.  P&G is the maker of Bounty, Pampers, and Tampax.  The competition that Kimberly-Clark offers in this area would be Scott Towels, Huggies, and Kotex.

While P&G and J&J were building their companies, in the 1890s, William Hesketh Lever was popularizing a new product in England called Sunlight Soap.  It was “to make cleanliness commonplace, to lessen work for women; to foster health and contribute to personal attractiveness, that life may be more enjoyable and rewarding for the people who use our products” (Unilever, 2010, para. 1).  Their website seems to be inclined towards fostering the idea of educating people on hygiene.  Some of the products they have that are in competition with Procter and Gamble would be Dove, Lifebuoy and Lux.

Supply and Demand


Procter and Gamble’s supply and demand relies on specific retailers to sell their products.  Such retailers include mass merchandisers, grocery stores, and other types of retail establishments.  The market for health and beauty products is a competitive area.  Procter and Gamble’s supply and demand is driven by such factors as population, income and household formation.  Since Procter and Gamble is a global company, the company is seeing a greater demand for products in countries such as China and Russia due to their growing populations.  As these regions see an increase in income earnings, there is a greater demand for beauty products as well as health care products.  


While demand in certain areas are increasing, the company is seeing a decrease in demand in other parts of the world as more retailers are making room for their own branded products and removing name brand products, such as products from Procter & Gamble, on the shelves.  In response to the  decrease in demand, Procter and Gamble has created a link on their company website that provides a link to where consumers can purchase certain products in the United States and the United Kingdom (Wolf, 2009).  As a result of this method as a means of supplying consumers, the company has seen an increase of sales from this method of supply that in 2009 amount to approximately $500 million (Wolf, 2009).

Government Regulations


One of the biggest obstacles that Procter and Gamble faces is government regulations.  Government regulation is increasing as the demand for health products as well as beauty products increases. Regulations by the government in the beauty and health care products industry is increasing due to increased pressure by the public to produce products that are not harmful to use.  When new regulations by governments are made, testing on current products in the marketplace must increase in order to ensure that all products meet these new government regulations.  New regulations can also have an impact on any products currently being developed.  In order to ensure that all current and developing products comply with government regulations, the company must increase spending for testing and development.  By expending more funds for testing and development, the company will most likely see a decrease in the profits that the company may earn.


When governments implement new regulations, the company is also at risk for an increase in liability. New regulations are typically a result of research that proves a product was or is harmful to the public which can implicate legal responsibility to the company.  If the government can prove that the company had any knowledge that a product was harmful, the company can face fines and penalties from the government as well as civil lawsuits from the public. 

Conclusion


Through a tumultuous economy and the darkest financial times the United States has seen in nearly a century, Procter and Gamble has managed to maintain its spot atop the world’s most competitive corporations. This paper discussed the current market conditions of Procter and Gamble in the areas of market structure, price strategies, cost structure, and competition. The paper went on to give a brief analysis of P & G’s supply and demand as well as the impact of government regulations. By implementing certain strategies such as lowering its prices for specific retailers to gain business and increasing its prices on other products to balance productions costs, P & G has proven why they are the leader in their industry.

Market Trends Paper

The Procter & Gamble Company was founded in 1837 by William Procter and is currently based out of Cincinnati, Ohio. P&G is the fifth largest corporation in the United States, only outdone by Apple, Exxon, Microsoft, and Wal-Mart. The highly regarded organization is currently the sixth most profitable corporation in the world and is also ranked sixth on Fortune’s Most Admired Companies of 2010. The Procter & Gamble Company has made its name as a worldwide manufacturer and seller of various consumer goods. The organization is most popular for its offerings in three major areas: beauty, health and wellness, and household care items. This paper will discuss the current market trends of Procter and Gamble and the industry in which it operates. The paper will specifically tap into in the areas of market structure, price strategies, cost structure, and competition. The paper will go on to give a brief analysis of how market trends affect P & G’s supply and demand as well as the impact of government regulations.    

Market Structure
The market structure for P&G's industry is considered to be monopolistically competitive. This is because there are numerous players offering differentiated products in the highly competitive FMCG or consumer products arena. In each product group, numerous companies try to capture market share by differentiating their offerings from others.

The market structure will essentially remain the same going forward as there are currently no indicators showing otherwise. Although M&A's are bound to happen in the industry and consolidation will take place with larger companies, like P&G acquiring smaller brands in different product groups, the industry structure itself will remain monopolistically competitive as a large number of both smaller and larger players will continue to operate in the marketplace. 

Impact of New Competitors

Major product manufacturers like Procter & Gamble do not have too much to fear from new companies entering the market. The scale of operations of P&G, its brand reputation, brand visibility, and its distribution network are all strong enough to protect P&G from the competitive threats of new companies. However, it is also true that P&G cannot ignore exciting new startups that offer innovative products and have the capability to grow stronger in the future. In order to remain competitive with such companies, P&G must ensure that it maintains its product quality, competitive pricing, and continues to innovate in order to maintain and grow its market share. 

New companies entering the market with innovative and existing products will give customers more choices and will try to disrupt the sales of larger brands. However, such companies will also be prone to acquisition or takeover by larger companies like P&G.

Price
Pricing pressure continues to trouble industries across the world and the consumer products industry is no exclusion to the rule. Companies are facing intense competitive pressure in different markets due to increased globalization as well as information sharing and wider competition. P&G has to keep a close eye on its pricing in different product groups and closely monitor competitive developments to ensure survival and growth. 

P&G must also tackle the rising production cost and will need to ensure that rising raw material and commodity costs do not hamper its profit margin and ultimate pricing to consumers, especially in today’s' recessionary environment. 

Consumers are likely to benefit from increasing competition and cut throat war amongst companies to offer more value for the money. P&G has to work extra hard in today's global business environment in terms of reducing cost of operations as well as maintaining competitive pricing to ensure that it maintains its market share and profitability. 

Technology
Technology will continue to increase its importance in the day to day operations of companies like P&G. Be it sourcing or production or even marketing or sales functions, technology will help companies like P&G get closer to their customers, understand their preferences in a better manner, and offer better products. Further, technology will play a major role going forward in terms of reducing cost of operation in areas like sourcing, production, etc. 

The internet  will continue to increase its importance as a growing channel for marketing, advertising, and sales as an increasing number of people around the globe will use internet for information and shopping. Technology will always be an invaluable factor for implementing a strategic plan for the organization.

Cost Structure


Cost for production will rise as the material needed for the production processes increase due to wage increases and demand increases. These added costs will need to be covered by the price charged for the product so the company will not have a stagnation period in their growth cycle. 


Looking at the future of how P&G could compete in the health and beauty market, we need to understand how the cost of wages and benefits will play on their production. In a research study conducted by the Economic Policy Institute, we are provided with a good vision into where wages and benefits have been and where they may be going in the future. In the last 35 years, there has been strong growth in production, but the gains in wages and benefits have not seen the same growth. The workers are not getting to share in the growth that they have essentially helped to create throughout the years. “Unemployment is rising, and wages, depending on how they are measured, are growing very modestly or not at all (N.A., 2009).” With the inflation rate growing at a rate higher than the wage growth rate, it is safe to say that the people who produce the products in the market do not make enough money to purchase the products. If the current trend described in this report continues, P&G would doubly benefit as the price for the products would increase in the market but the cost of labor to produce them would drop. 


Looking into the future affects of cost that P&G would face, we would need to identify the fixed and variable costs that are relevant to their production processes. P&G operates production facilities in many countries and would need to look at their fixed cost of rent, machinery, and buildings they use in the production process. As history has shown, these costs will typically remain pretty constant. The variable cost of production is an area the company should look at and try to recover some costs that would increase their profit margins. These variable costs of wages, utilities, and materials differ most times with the output from the production process; therefore, in the future P&G can work to control their variable cost by trimming production to a point that is closer to their demand.

Price Elasticity of Demand


Price elasticity gives an idea of how changes in price will affect demand.  

According to Colander (2008), “as elasticity increases, quantity responds more to price changes”.  The price elasticity of demand for Procter and Gamble will depend on the cost involved in how much and where P&G decides to expand.  As P&G expands, demand will expand.  However, if there are drastic changes to price, that will also change demand.  For instance, if P&G decides tp raise the price of Charmin, the demand may lower if consumers can buy Cottonelle at a better price.  On the other hand, if Cottonelle raises its price and the price of Charmin is comparable to Cottonelle’s; demand may not change.
Competition

Procter and Gamble has three major competitors in the manufacturing insdustry:  Johnson & Johnson, Kimberly-Clark Corporation, and Unilever.  The reason these three companies are in competition with Procter & Gamble is because each of these companies has one or more services that P&G also provides.  Therefore, P&G must continue to create new ways of being competitive now and in the future.

One of the ways that Procter & Gamble is staying competitive is through international expansion.  Like so many other companies, Procter & Gamble is looking for ways to go outside of the United States borders by infiltrating the global market.

Procter & Gamble knows that they need to be where the customers are; therefore, a campaign for aggressive expansion started in December 2008.  According to Casestudyinc.com (2010), there is a “plan to build 19 production plants to cater to future consumers in developing countries (where the GDP has grown quickly and which have vast populations).”  P&G’s goal was to reach 1 billion more customers.  During the time between 2008 and when the article was written, P&G catered to 3.5 billion out of 6.5 billion consumers globally.

Their growth in developing countries is exceedingly important to P&G’s development.  Targeted areas are India, Malaysia and Pakistan.  The competitive market in these areas is strong because Unilever and Colgate-Palmolive already have a presence in said markets.  Additional barriers are the economic crisis in addition to corruption in these regions of the world.  Competing in these places is very important to P&G; however, they must be cost-effective when doing business with these growing markets.

The advantage to P&G starting businesses in these areas of the world is that there is still a market that has not been tapped into. Establishing state-of-the-art facilities would be less costly, prices could be lowered to attract low-income customers, and this would in turn, leave the competition behind.

Supply and Demand


Procter and Gamble relies on consumers to purchase their products in order to remain operational.  With the current economy in a slump, many suppliers are trying to find alternative ways to market their product in addition to their current methods of marketing. Many buyers are much more price conscious than they may have been in the past. According to Nagel and Born (2009), one poll showed that women are likely to switch from higher priced beauty products from department stores to cheaper ones that can be purchased in a drug store or local retailer during times of economic hardship.  This trend by women bodes well for companies like Procter and Gamble.  


With the current economic conditions not appearing to improve in the immediate future, companies like Procter and Gamble are being given the opportunity to improve their market share in areas such as the beauty industry.  Another such way to improve market share is to create new ways for consumers to purchase products. Procter and Gamble has found a way to make it easier for consumers to purchase many of their products.


Procter and Gamble is now enhancing their online operations to include sales of many of their products through their website. Many other companies are taking the same approach as a means of reaching out to buyers who are searching for a way to purchase Procter and Gamble products in the most convenient and cost effective manner.  This may be an effective way to reach out to buyers who may not find as many Procter and Gamble products available from their local retailer.  This is becoming more common as many retailers are trying to market their own private label items and in attempting to do so, they are downsizing the amount or type of competing products on their shelves (Galante, 2010)

Government Regulations


Like many corporations, one of the biggest obstacles that Procter and Gamble faces is government regulations.  Many times, government regulations pertain to specific products but they can also deal with mergers of two or more companies. Anti-trust laws in the United States can sometimes prohibit certain companies from merging with one another. Each time a public company seeks to merge with another public companies, government regulators must determine if the merger of such companies will be beneficial or harmful to that particular market segment.


As an example of government antitrust laws being examined, Procter and Gamble sought to purchase the Gillette Company in 2005. While some of the products offered by the Gillette Company were in direct competition with products offered by Procter and Gamble, other products would have been products that Procter and Gamble did not offer. In order for this merger to occur, government regulators needed to complete a detailed review of each product (Wilke & Jacoby, n.d.). At the time the merger was announced, it was likely to be approved by government regulators.


The possibility of the merger not occurring would likely have originated from product areas where both companies had products that dominated the market.  If government regulators had determined that the merger would have been harmful to consumers and may have resulted in a monopoly by Procter and Gamble, the company may have been forced to sell off certain divisions where a monopoly may have been found. Since this was not the case with the Gillette and Procter and Gamble merger, government regulators allowed the merger to occur (Wilke & Jacoby, n.d.). 

Conclusion

As the reigning manufacturer of consumer goods, Procter & Gamble must review industry market trends regularly and utilize the information to continuously develop the organizational strategies. This paper discussed the current market trends of Procter and Gamble and the industry in which it operates. The paper specifically tapped into in the areas of market structure, price strategies, cost structure, and competition. The paper went go on to summarize how market trends affect P & G’s supply and demand as well as the impact of government regulations. By habitually reviewing the aforementioned factors such as competition, cost structure, and price elasticity, P&G executives can ensure they remain atop the manufacturing industry.
