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INTRODUCTION

Procter and Gamble is the world’s largest consumer goods company which operates in more than 180 countries around the world. It has more than 300 brands in beauty, health, fabric home, baby, family and personal care products. More than 20 of P&G's brands are billion-dollar sellers, including Actonel, Always/Whisper, Braun, Bounty, Charmin, Crest, Downy/Lenor, Folgers, Gillette, Iams, Olay, Pampers, Pantene, Pringles, Tide, and Wella, among others. It operates in America, Europe and Asia. It is headquartered in Cincinnati, Ohio and employs 138,000 people. P&G generated revenue of $68,222 million in the fiscal year of 2006. This is a whooping 20.2% increase from 2005. The net profits also went up by a massive 25.4% from 2005. 

HISTORY AND BACKGROUND
William Procter, a candle-maker, and James Gamble, a soap-maker, formed the company known as Procter & Gamble in 1837. The company prospered during the nineteenth century. In 1859, sales reached one million dollars. At this point, approximately eighty employees worked for Procter & Gamble. During the American Civil War, the company won contracts to supply the Union Army with soaps and candles. In the 1880s, Procter & Gamble began to market a new product, an inexpensive soap that floats in water. The company named the soap as Ivory. In the following years, Procter & Gamble continued to grow and change. The company became known for its progressive work environment in the late nineteenth century. 

Over time, the company began to focus most of its attention on soap, producing more than thirty different types by the 1890s. As electricity became more and more common, there was less need for the candles that Procter & Gamble had made since its inception. Ultimately, the company chose to stop manufacturing candles in 1920. In 1955, Procter & Gamble began selling the first toothpaste that contained fluoride, known as "Crest". One of the most revolutionary products to come out on the market was the company's "Pampers", first test-marketed in 1961. Prior to this point, disposable diapers were not popular, although Johnson & Johnson had developed a product called "Chux".

Over the second half of the twentieth century, Procter & Gamble acquired a number of other companies that diversified its product line and increased profits significantly. These acquisitions included Folgers Coffee, Norwich Eaton Pharmaceuticals, Richardson-Vicks, Noxell, Shulton's Old Spice, Max Factor, and the Iams Company, among others. Procter & Gamble has expanded dramatically throughout its history, but its headquarters still remains in Cincinnati. In January 2005, P&G announced an acquisition of Gillette, forming the largest consumer goods company and placing the Anglo-Dutch Unilever into second place. This added brands such as Gillette razors, Duracell, Braun, and Oral-B to their stable.
BUSINESS DESCRIPTION
The company is categorized into three business units: beauty and health, household care, and Gillette; and a global operations group, which consists of the market development organization (MDO) and global business services (GBS). These business units are again divided into seven segments including beauty and health care, fabric care and home care, baby care and family care, pet health, snacks and coffee, blades and razors, and Duracell and Braun. P&G is the global market leader in hair care and feminine care category with approximately 24% and 36% share of the global market respectively. Always, Head & Shoulders, Olay, Pantene and Wella are the key brands in this segment. The health care segment includes oral care, pharmaceuticals and personal health care. The segment competes through its key brands like Actonel, Crest and Oral-B.
Fabric care and homecare segment comprises of laundry products, dish care, fabric enhancers, air fresheners and household cleaners. P&G is the global market leader in fabric care with global market share of approximately 33%. The segment markets its products through key brands such as Ariel, Dawn, Downy and Tide. Baby care and family care segment includes diapers, baby wipes, bath tissues and kitchen towels. P&G’s family care business is predominantly a North American business comprising primarily of the Bounty and Charmin brands, with market shares of approximately 43% and 27%, respectively, in the US. Pet health, snacks and coffee segment markets pet food, salted snacks and coffee. In Snacks, the company has a global market share of approximately 13% in the potato chips market through the Pringles brand. In beverages, Folgers is the leading coffee brand in North America.
Gillette comprises blades and razors and the Duracell and Braun segments. Blades and Razors include men’s and women’s blades and razors. The segment holds a global market share of approximately 72% primarily through its MACH3, Fusion, Venus and the Gillette brands. Duracell and Braun segment comprises batteries, electric razors and small appliances.

BOARD OF DIRECTORS
Alan G Lafley has been CEO of Procter & Gamble for 6 years. Mr. Lafley has been with the company for 29 years. Mr. Lafley joined P&G in 1977 in Marketing. He held a variety of positions in P&G, before being named group vice president in 1992. He delivered record sales and profits through the introduction of major product innovations, including Liquid Tide and Tide with Bleach, and by focusing on building strong brand franchises.
Bruce L Byrnes has been the Vice Chairman of the P&G Household Care since 2002. He is also a Director of the Cincinnati Bell.

Clayton C Daley has been the Chief Financial Officer of P&G since 1999. He joined P&G in 1974 as a Cost Department Manager, East River Plant, Green Bay. He was named the Comptroller of US operations in 1991, the Vice President and Comptroller for international operations in 1992 and the Treasurer in 1994.
Robert A. McDonald has been the Vice Chairman-Global Operations of the company since 2004. He joined P&G in 1980 as a Brand Assistant and held a variety of marketing and management positions in P&G through the 1980s. Between 1995 and 2001, he held several senior management positions in Asia. 
Richard L Antoine has been the Global Human Resources Officer P&G since 2001. He served as the Vice President, Product Supply-North America, Procter & Gamble Worldwide in 1993; and in 1995, he served as the Vice President, Product Supply-North America, Procter & Gamble North America; and the Vice President, Product Supply-Asia, Procter & Gamble Asia. He became the Senior Vice President (Human Resources), the Procter & Gamble Company. In the following year, he was appointed the Global Human Resources Officer of the company.
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SWOT ANALYSIS

The Procter & Gamble Company (P&G) is the world’s largest consumer goods product company that markets more than 300 brands in more than 180 countries. The company’s leading market position along with its strong brands provides it with a significant competitive advantage. However, the rising energy prices could reduce the company’s margins.
Strengths

The strength’s of the company include
· Leading market position
· Diversified products
· Innovative Products
· Strong financials
Leading Market Position: P&G has about 22 brands and each generates annual sales of more than $1 billion. P&G is the global market leader in beauty segment with leading market shares of 24% and 36% in the hair care and feminine care categories respectively, through its brands Always, Head & Shoulders, Olay, Pantene and Wella. In pharmaceuticals and personal health, P&G has approximately 33% of the global bisphosphonates market for the treatment of osteoporosis under the Actonel brand. The company is also a global leader in nonprescription heartburn medications and in respiratory treatments.
P&G is also the global market leader in fabric care with global market share of approximately 33%, with key brands such as Ariel and Tide. P&G also has a global home care market share of approximately 21%. In baby care, the company has a global market share of approximately 36% with their strong Pampers brand. The acquisition of Gillette has enabled P&G to hold leading market share in blades and razors segment with a global market share of approximately 72%. P&G’s coffee business also holds leadership position with approximately 34% of the US market, through its Folgers brand. 
Diversified products: P&G is one of the world’s most successful brand creation and brand building companies. The company participates in more than 40 product categories with 300 brands in roughly 60 markets. P&G’s continuous involvement in consumer research helps it understand, anticipate and respond to consumer needs and wants and hence create marketing and advertising innovations more effectively and efficiently than many other companies. It has one of the largest and strongest portfolios of trusted quality brands, including Pampers, Tide, Ariel, Always, Whisper, Pantene, Bounty, Pringles, Folgers, Charmin, Downy, Lenor, Iams, Crest, Clairol Nice ’n Easy, Actonel, Dawn and Olay. These brands have leading market share in their respective categories. 
Product innovation: The Company also has a strong focus on innovation. P&G was ranked 7th in Business week’s World’s Most Innovative Companies in 2006. P&G interacts with more than four million consumers a year in nearly 60 countries and conducts more than 10,000 research studies each year. The company holds over 25,000 active patents worldwide. Its research spans more than 25 product categories and 11 core product technologies. Some of its innovative products include Tide, Crest, Pampers, Dryel, Actonel and Iams. The diverse product portfolio enables the company to protect itself against demand fluctuations for certain products, while strong focus on research and development allows it to renew its product line at regular intervals, which boosts customer loyalty and revenue growth.

Strong Financials: P&G has recorded strong financials in recent years. The company’s revenues increased by about 20% in fiscal year 2006. Also, the company witnessed revenue growth across all its key segments in fiscal 2006. Its revenue growth was also higher than the industry average during 2002-2006. Moreover, the company’s operating profit and net profit increased by 26.6% and 25.4% respectively in fiscal 2006. In addition, the company’s profit margins were ahead of the industry averages. Furthermore, in 2006, P&G marked 50 consecutive years of dividend increases for its shareholders. The company’s strong financials would further strengthen the company’s market position.
Weaknesses
The company’s weaknesses include

· Inadequate quality controls
· Declining revenues from Northeast Asia
Inadequate quality controls: P&G has witnessed failures in its quality controls occasionally. In September, 2006 P&G suspended sales of the cosmetics in China after it was found by the authorities that it contains banned substances, chromium and neodymium. The company also withdrew its Sweep + Vac by Swiffer Vacuum Cleaner in 2005, after it received several complaints of it getting overheated, including one report of a fire with minor property damage.

Declining revenues from Northeast Asia:  The Company has witnessed a weak performance from Northeast Asia. The company’s revenues from Northeast Asia have declined by about 4% from $2837.1 million in 2005 to $2,729 million in 2006. In addition, though the company has been increasing its presence in the developing markets, it is still exposed to mature markets like the US and Western Europe unlike its key competitors such as Unilever. Its declining revenues from the markets like Northeast Asia would put it at a competitive disadvantage.
Opportunities

P&G’s opportunities include

· Developing markets
· Investments in Gillette
· Demographic trends in the US
· Increasing demand for pet foods
Developing markets: The consumer products business is driven significantly by three basic demographic factors: population growth, household formation and household income growth. These factors are now influencing strong growth in many of the company’s developing markets including India and China. The company’s sales have increased in developing markets by 16% per year over the past five years. Nearly one third of the total company sales growth since the beginning of the decade has come from developing markets. In addition, in the categories in which P&G competes, developing countries represent a $200 billion market. Moreover, the company currently competes in only about ten of P&G’s top 25 categories in most developing countries. This provides P&G with an opportunity to enhance its market share as well as expand its presence in other categories.
Investments in Gillette: The Company opened Gillette Lodz Manufacturing Center (LMC) in the city of Lodz, Poland in June 2006. This center is the largest Gillette blades and razors operations facility center in the world and is expected to produce 1.5 billion units annually. The new facility comprises of a production building unit, a packaging unit and a warehouse. The South Boston site houses research and development, engineering, manufacturing, marketing and business support related to the Gillette Blade and Razor business. In 2005, P&G invested about $50 million which focused on improving the facility’s research and development and manufacturing capabilities. Investments in manufacturing facilities to support Gillette would boost P&G’s production as well as its revenues.
Demographic trends in the US: Growing beauty consciousness especially among the aging baby boomers is an important trend for all cosmetics companies. According to the US Census Bureau, Americans aged 65 or older in the US comprise approximately 13% of the total US population in 2005. By the year 2030, the number of the aged is expected to climb to 71.5 million, or 20% of the total population. In the US, the elderly are seen to be increasingly using beauty enhancing/revitalizing lotions and cosmetics. Hence, P&G’s product marketing for this segment (Olay Anti-Aging), could benefit from this trend. Increasing demand for pet foods worldwide is expected to increase to approximately $65 billion in 2010. In the US alone, 62% of households own pets, out of which 50% own more than one type of pet. This results in a higher demand for a range of pet foods. The company has a strong market position in pet food market through its lams brand and is well positioned to capitalize on increasing demand for pet foods.

Threats

The threats that P&G faces include

· Competition from large players and local manufacturers
· Rising energy prices
· New regulations
Competition from large players and local manufacturers: P&G’s markets are characterized by intense competition. The company has always competed with well-established companies such as Colgate-Palmolive and Unilever. For instance, Unilever is currently undergoing restructuring and has enough marketing potential to pose a significant threat to P&G in most of its markets. Colgate Palmolive announced the completion of the purchase of 84% of Tom’s of Maine, a privately-held, leading natural oral care and personal care products company operating in the US. The company also faces competition from more local, low-cost manufacturers in developing countries as well as from increasing private label brands introduced by large format retailers and discounters worldwide. The company’s products must effectively compete with products of strong competitors as well as that of retail chains at all times.
Rising energy prices: The prices of gasoline, diesel and natural gas are expected to increase in the short run. The prices of gasoline and diesel increased from $2.3 and $2.4 per gallon in 2005 to $2.6 and $2.7 per gallon in 2006, respectively. Electricity prices are also likely to increase, as electricity production costs are a function of the costs of the fuels such as natural gas and coal. P&G expects raw material and energy costs to continue to rise in the years to come. High energy prices would increase the production and distribution costs of the company, which in turn would put pressure on the P&G’s margins.
New regulations: Several consumer protection groups are voicing concerns over the presence of harmful chemical ingredients in cosmetic products. A recent study showed that about one-third of cosmetic products contain carcinogens. Due to increasing public pressure, the US Food and Drug Administration (FDA) are expected to impose stringent quality norms on cosmetic products. New regulations may delay launch of new products and result in higher product development expenditure. At the European Union level, the European Commission has published a draft regulation for the registration, evaluation and authorization of chemicals (REACH), along with restrictions applicable to the chemical substances, and has set up a European Chemicals Agency. REACH focuses on the 30,000 chemical substances introduced into the market before 1981 and manufactured or imported in quantities of more than one ton per year, on which hazard information has not been sufficiently well examined by the current system. The European Parliament and the Council of Ministers expect to come into force in the fourth quarter of 2008. These regulations may impose new liabilities or increase operating expenses, either of which could result in a decline in profitability.

FINANCIAL ANALYSIS

Ratio Analysis

Current Ratio: The current ratio compares all the Current Assets of a company to all the Current Liabilities.  This ratio basically tells us is if the company had to sell all its readily available assets or would it be able to pay off its immediate debt
                        Current Ratio    =      Current Assets 

                                                        Current Liabilities

	RATIO
	`02
	`03
	`04
	`05
	`06

	Current Ratio
	0.957
	1.231
	0.772
	0.8118
	1.217


A relatively high current ratio indicates high liquidity and generally conservative management, although it may tend to result in reduced profitability. In this trend only in 2003 and `06 are the ratios above 1 which is not a healthy sign.
Receivables Turnover Ratio: The Receivables Turnover ratio measures the number of times Accounts Receivable was collected during the year.  This is also a measure of how well the company collects sales on credit from its customers

     Receivables Turnover Ratio    =                    Net sales
                                                                   Accounts Receivable

	RATIO
	`02
	`03
	`04
	`05
	`06

	Receivables Turnover Ratio
	13.4
	14.2
	14.5
	13.8
	13.8


A high or increasing Receivable Turnover is usually a positive sign - showing the company is successfully executing its credit policies and quickly turning its Receivables into cash.  A possible negative aspect to an increasing Receivable Turnover is the company may be too strict in its credit policies and missing out on potential sales. Here we see a trend of both increasing and decreasing of ratios when compared to their respective previous years which show a moderate efficiency of the company in collecting its receivables on time.

Payables Turnover Ratio: This number reveals how quickly your company pays its bills. It is used to quantify the rate at which a company pays off its suppliers.
Payables Turnover Ratio =          Cost of Goods Sold 


                                                             Average Trade Payables

	RATIO
	`02
	`03
	`04
	`05
	`06

	Payables Turnover Ratio
	6.473
	8.856
	7.82
	7.3
	7.6


A high ratio means there is a relatively short time between purchase of goods and services and payment for them. A low ratio may be a sign that the company has chronic cash shortages. Payables turnover trends can help a company assess its cash situation. Just as receivable ratios can be used to judge a company's incoming cash situation, this figure can demonstrate how a business handles its outgoing payments. Here the trend is relatively stable in spite of a pretty high increase in the year 2003. This shows that the company is very prompt in their credit payments.

Inventory Turnover Ratio: The Inventory Turnover measures how well the company can manage to sell its inventory.  Another way of saying this is how efficiently the company converts its inventory into sales.

Inventory Turnover Ratio    =        Cost of Goods Sold

                                                                    Average Inventory

	RATIO
	`02
	`03
	`04
	`05
	`06

	Inventory Turnover Ratio
	6.14
	6.2
	6.24
	5.8
	5.86


If the company can quickly sell its inventory, then the Inventory Turnover will be higher.  Conversely, if the company cannot sell its inventory very well, then the Inventory Turnover will be low. In the 5 years it is seen that the inventory turnover ratio has come down, which shows that the money is locked in the inventory.

Gross Profit Margin: The Gross Profit Margin measures the Gross Profit in relation to the Net Sales.  This will reveal how much profit remains out of each dollar of sales.

Gross Profit Margin  =        Gross Profit

                                       

             Net Sales

	RATIO
	`02
	`03
	`04
	`05
	`06

	Gross Profit Margin
	0.478
	0.49
	0.51
	0.51
	0.51


The higher the Gross Profit Margin, the better the company is able to control costs - by reducing the costs of production of their products or services. The trend for 5 years shows an almost stable gross profit margin. The cost of revenue has also increased in the same way as profits which implies though the company’s net sales have gone up the efficiency has not improved but remained the same.
The Fixed Asset Turnover Ratio: Measures a company's effectiveness in generating Net Sales revenue from investments, back into the company.  However, the Fixed Asset Turnover ratio evaluates only the Property, Plant, and Equipment.  

         Fixed Asset Turnover Ratio     =              Net Sales

             Total Fixed Assets
	RATIO
	`02
	`03
	`04
	`05
	`06

	Fixed Asset Turnover Ratio
	3.04
	3.28
	3.78
	4
	4.12


The higher the Fixed Asset Turnover ratio, the more effective the company's investments in Fixed Assets are. The trend shows that the there has been a steady increase in their fixed asset investments. 
Operating Profit Margin: The Operating Profit Margin measures the Operating Profit in relation to the Net Sales.  This reveals the operating efficiency of the company - how well the company can convert its sales into profits from its day-to-day activities by its core operations. 

Operating Profit Margin =     Operating Profits

                                                                              Net sales

	RATIO
	`02
	`03
	`04
	`05
	`06

	Operating Profits Margin
	0.17
	0.18
	0.19
	0.19
	0.19


The higher the Operating Profit Margin, the more efficient is the company's core business.  This ratio is interesting to compute between two or more competing companies in the same industry - to view which has the most efficient operations. The operating profits margins have not been increasing considerably and over the last three years it has been steady. This also adds to the fact that the efficiency of the company has not increased when compared to their sales. 
Return on Total Capital: Return on Total Capital (ROTC) relates the firm’s earnings to all the capital employed in the enterprise (debt, preferred stock, and common stock)
    Return on Total Capital =    Net Income + Gross Interest Expense
                              Average Total Capital

	RATIO
	`02
	`03
	`04
	`05
	`06

	Return on Total Capital
	0.39
	0.38
	0.42
	0.465
	0.24


Invested capital can be in buildings, projects, machinery, other companies etc. One downside of ROTC is it tells nothing about where the return is being generated. For example, it does not specify if it is from continuing operations or from a one-time event, such as a gain from foreign currency transactions. In this trend, the return on total capital is fluctuating. The lower the return on capital the lower is the return for the shareholder which is not a good sign. 
Return on Equity: Often shortened to simply "ROE", the Return on Equity measures the Net Earnings in relation to the Total Stockholder's Equity.  Return on Equity describes how well contributions from stockholders generated earnings for the company.

                Return on Equity =             Net Income

                                                    Average Total Equity

	RATIO
	`02
	`03
	`04
	`05
	`06

	Return on Equity
	0.21
	0.38
	0.36
	0.34
	0.33


A company wants to maximize its use of stockholder's equity, as it is the stockholders the company must answer to on how they spent the stockholder's money.  Return on Equity basically shows how earnings are generated per dollar of equity the stockholder's provided. The trend has shown a steady return on equity which implies that the company has been performing considerably well.
Return on Assets: Also called Return on Total Investment, or ROI, the Return on Total Assets measures the Net Earnings in relation to the Total Assets.  The Return on Total Assets identifies how well the investments of the company (the Total Assets) have generated earnings (Net Earnings) back to the company. 

Return on Assets =      Net Assets 

                                  

         Total Assets

	RATIO
	`02
	`03
	`04
	`05
	`06

	Return on Assts
	0.08
	0.116
	0.12
	0.122
	0.11


Smart companies strictly control major purchases, attempting to limit those that will best bring a return in greater revenue to the company.  The Return on Total Assets is a useful way to measure how well the company is actually able to make intelligent choices on how to spend its money on new assets. The trend shows a slow increase and then a decrease.
Debt Equity Ratio: The Debt Ratio measures the percentage of Short-Term Debt to Long-Term Debt, a useful way to uncover a company's reliance on short term or long term debt.

Debt Equity Ratio =    Short Term Debt

                                                     Long Term Debt

	RATIO
	`02
	`03
	`04
	`05
	`06

	Debt Equity Ratio
	1.98
	1.7
	2.3
	2.52
	1.16


The increase in debt-ratio may be an indication that the company has not been able to secure long-term, lower interest financing, instead having to secure short-term, higher interest short term financing.  If the Debt Ratio is decreasing, it is generally a positive sign, showing the company may be paying off its Short-Term debt or possibly refinancing its Short-Term Debt into Long-Term Debt.  Refinancing is not a bad sign in itself, as they may simply be trying to reduce their interest payments.  The Long-Term Debt needs to be monitored over time to see if they are reducing the total value of the Long-Term Debt. The analysis for the 5 years shows that the company is highly geared indicating that it has increasing obligations to pay off its debts.
CASH FLOW ANALYSIS
Operating Activities: The cash generated from the operations of a company, generally defined as revenues less all operating expenses, but calculated through a series of adjustments to net income. It is essentially the cash that a company generates through running its business. It's arguably a better measure of a business's profits than earnings because a company can show positive net earnings (on the income statement) and still not be able to pay its debts. Operating Cash Flow shows as a check on the quality of a company's earnings. If a firm reports record earnings but negative cash, it may be using aggressive accounting techniques. 

	 
	`02
	`03
	`04
	`05
	`06

	Cash from Operating Activities 
	7,742.00
	8,700.00
	9,355.00
	8,679.00
	11,375.00

	% Change from `02
	-
	12.37%
	20.83%
	12.10%
	46.93%


The growth has been calculated by taking 2002 as the base year. It is seen that the general trend is that cash from operating activities have increased over the years. Thus the company is making profits from its operational activities. The 46.93% increase in the operating activities is due to the acquisition of Gillette thereby increasing their operational activities.
Investing Activities: It is an account of funds related to the company's investments, reported on the cash flow statement of a company's annual report. This number shows how much money the company has received (or lost) from its investing activities. It includes money that the company has made (or lost) by investing its excess cash in different investments (stocks, bonds, etc), money the company has made (or lost) from buying or selling subsidiaries, and all the money the company has spent on its physical property, such as plants and equipment. 

	 
	`02
	`03
	`04
	`05
	`06

	Cash from Investing Activities
	-6,835.00
	-1,363.00
	-10,144.00
	-2,336.00
	-730.00


In the year 2004 it is seen that a lot of money has been invested which is not used productively but in the subsequent years the company has invested much less compared to 2004 which is a good sign. 
Financing Activities: It is a category in the cash flow statement that accounts for external activities such as issuing cash dividends, adding or changing loans, or issuing and selling more stock. This section of the statement of cash flows measures the flow of cash between a firm and its owners and creditors. Negative numbers can mean the company is servicing debt, but it can also mean the company is making dividend payments and stock repurchases, which investors might be glad to see.
	 
	`02
	`03
	`04
	`05
	`06

	Cash from Financing Activities
	197.00
	-5,095.00
	-361.00
	-4,125.00
	-10,578.00


In 2003 and 2006 the outflow of cash is high when compared to the other years and in the year 2002 there was an inflow of cash. During the entire 5 years the company has paid just about 1900 million dollars to its creditors while it has accumulated over 12000 million dollars as debts. This is not a positive sign for the company as its running on high risk. Thus it can be suggested that the company should try and pay off its obligations instead of acquiring more without clearing the existing debts.
CONCLUSION 

For the year ended June 2006, the company recorded revenues of $68,222 million, an increase of 20% over 2005.
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	`02
	`03
	`04
	`05
	`06

	Overall Growth compared to 2002
	-
	8%
	19%
	10.30%
	20%


This shows that the company has grown in terms of sales when compared to 2002. However it is seen that the cost of revenue has also increased by almost 20% in 2006 when compared to 2002, thus proving that the company has merely grown by numbers but has not improved its efficiency. Thus it can be recommended that the company has to cut down on its revenue costs to increase its efficiency.

For the fiscal year 2006, North America, the company’s largest geographic market, accounted for 47% of the total revenues. The Procter & Gamble Company generates revenues through seven business divisions: beauty (30.7% of the total revenues during fiscal year 2006), fabric and home care (24.9%), baby and family care (17.4%), health care (11.4%), pet health, snacks and coffee (6.4%), blades and razors (5.1%), and Duracell and Braun (4.2%). It is seen that the major chunk of the profits is earned from beauty care which is mainly due to the demographic trends of US, thus they have more scope for expansion in this segment. The segments which contributed least to the revenue are Blades & Razors and Duracell & Braun which have been acquired only recently. 
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Revenues by Division During the fiscal year 2006, the beauty division recorded revenues of $21,126 million, an increase of 7.1% over 2005. The fabric and home care division recorded revenues of $17,149 million in fiscal year 2006, an increase of 8.6% over 2005. The baby and family care division recorded revenues of $11,972 million in fiscal year 2006, an increase of 2.7% over 2005. The health care division recorded revenues of $7,852 million in fiscal year 2006, an increase of 29.2% over 2005. The pet health, snacks and coffee division recorded revenues of $4,383 million in fiscal year 2006, an increase of 1.6% over 2005. The blades and razors division recorded revenues of $3,499 million in fiscal year 2006. The Duracell and Braun division recorded revenues of $2,924 million in fiscal year 2006. The health care division showed maximum increase in revenue when compared to 2005 while the company has to boost its sales in the baby and family care segment. 
Revenues by Geography North America, The Procter & Gamble Company’s largest geographical market, accounted for 47% of the total revenues in the fiscal year 2006. Revenues from North America reached $32,064.3 million in 2006, an increase of 17.7% over 2005. Developing markets accounted for 26% of the total revenues in the fiscal year 2006. Revenues from developing markets reached $17,737.7 million in 2006, an increase of 35.9% over 2005. 
The trend shows that the company has been performing considerably well and making optimal profits all through the 5 years. Procter & Gamble's business is focused on providing branded products of what it considers superior quality and provides value to improve the lives of the world's consumers. By doing so successfully, the company believes it will result in leadership sales, profits, and value creation for employees, shareholders and the communities in which it operates.
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