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Winning the 

Consumer Value 
Equation



Step up Value 

While keeping strong leading equity

% of NOS where 

Equity Leader (#1)

% of NOS where in 

Top 1/3 vs comp 

% of NOS where 

Value Leader (#1)

% of NOS where in 

Top 1/3 vs comp 
% NOS tested

B (09) 77% 94% 64% 91% 71%

B (0708) 71% 92% 57% 81% 70%

NL (09) 63% 90% 59% 79% 62%

NL (0708) 69% 91% 36% 67% 68%

TOTAL WE 46% 68% 39% 61% 58%

Consumer Equity Consumer Value

Weighted by NOS

BELGIUM 2009 VS 2008

2009

2008
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Branded Innovation
Drives Consumer Relevance and Value

ÅStimulates growth 
and prevents commoditization

ÅReduces costs, increases productivity 
and enables sharp pricing

ÅDifferentiates brands 

ÅExtends product life-cycle



What does innovation mean?

Innovation is not invention. Itôs the conversion 

of a new idea into consumer delight and, 

ultimately, into revenues 

and profits



Consumer-driven Innovation

¯Define innovation broadly

-Sustainability
-Marketing
- In -store
-Packaging
-Supply chain
-Communication

Consumer

Insights

Marketing 

Innovation
Product

Innovation

Go-to-

Market 

Innovation

Package and 

Graphics Innovation

Supply Chain 

Innovation



Lyon

Muizen-
Zeebrugge

Taking up to 5000 
trucks/year off the 
road

CO2 reduction by 
350 Tons/year



Where It Comes From
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Consumer 
Understanding

Å$2 Billion invested 

since 2001 ïdouble the 

industry average

ÅImmersive research

ÅLive with, shop with, and 

experience consumers

ÅRicher insights, faster speed 

to market



Hassle-Free Charging

Consumer Understanding

myGridÊ
ÅCharge up to 4 devices at the same time, no loss of power

ÅCharges as fast as current chargers

ÅJust drop and go

ñItôs so easy even my 

grandmother can use itò
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24 Billion-Dollar Brands
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A New Capability: Creating Brands on Purpose

Brand 
Leadership

Brand Creation
Ideal

Brand Fundamentals

Brand 
Engagement
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Best Brand Builders are built on ideals

'Think Different'



T̄echnology focused

K̄eep babies dry

R̄educe leaks



Pampers needed to stand 
for something bigger

Helping mothers in the happy, 
healthy development of babies
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Differentiated Retailer Equity attracts 

different Shoppers & Baskets

Store index comparison

0

50

100

150

200
SINGLES Single HW < 35

SINGLES Single HW 35-54

SINGLES Single HW 55+

COUPLES WITHOUT CHILDREN 2+ pers./no

children, HW <35

COUPLES WITHOUT CHILDREN 2+ pers./no

children, HW 35-54

COUPLES WITHOUT CHILDREN 2+ pers./no

children, HW >54

COUPLES WITH CHILDREN HH, oldest child

0-5 years

COUPLES WITH CHILDREN HH, oldest child

6-12 years

COUPLES WITH CHILDREN HH, oldest child

13-17 yearsGFK store 
indexes by 
retailer: revenue 
index by 
lifestagevs
National

RetailerA RetailerDRetailerCRetailerB



Affluent

Price/
quality

Price
concsious

Totals

Distinctive basket for each life stage:
20-30 categories representing 80%
Of spending wallet
= primary consumer need segmentation

Price quality equation: segmenting shoppers who prefer premium
Brands versus shoppers who prefer the Tier 3 priced items
= primary shopper need segmentation



Scale to enable retailer differentiation 

Confidential P&G Proprietary Business Information ï2008.  Not to be copied shared or distributed without permission of P&G.

Segment

Of shoppers
Unique 

Shopper 

Expectation

Unique

Consumer

Needs set

What is my desired

Shopping experience

What drives

Product-Satisfaction

when consuming

them

CONSUMER INSIGHTS DATA STREAMS

BRANDS VALUE CREATION

INNOVATION SOLUTIONS
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Technology Enabled Breakthrough 
Shopper Solutions

Customer Centric: 
ZARA

Service: AMAZON / E - Bay

Experience: ESPRIT



Technology Enabled Breakthrough 
Shopper Solutions

Customer Centric

Service

Experience



CVS  / GILLETTE FUSION TRIAL 

AMONG NEW COLLEGE FRESHMEN

Direct Response
Mobile Sample coupon at nearest CVS

(JOINT TRIAL DEVELOPMENT)

Content & Services
Fusion Superiority / 

Grooming Tips & style guide at mobile site

Awareness iMedia/Social Media

SMS to Telco DB

targeted by age Demographic
CATCH

CONNECT

CLOSE



Holistic digital approach

36

Gillette POME

Mobile

Website

Promotion

In -store

PR

Social Media

SMS

In -store POP/ Poster

Out-door event

PR

On-line Promotion

WOM Generation


