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Established as a soap and candle maker in Cincinnati in 1837, Procter & Gamble
(P&G) has become one of the biggest and most visible consumer products companies in
the world. In 2002, it posted approximately $40 billion in sales and employed 102,000
people in 80 countries. It sells dozens of the most popular branded consumer goods on
the planet to more than 5 billion people living in more than 140 countries. Many P&G
brands are, literally, household names all over the world: Tide, Ariel, Pampers, Crest,
Always/Whisper, Pringles, Olay, and Pantene, to name but a few. The company has
been the largest advertiser in the world for more than a century. Procter & Gamble is
also widely recognized in the business community as a formidable and well-run
institution. Perennially it ranks high on lists of the most admired companies in its

industry and business generally.



Procter & Gamble’s story is deeply intertwined with the growth of the modern
consumer economy, first in the United States and then around the world. Along with a
handful of its peers and other similar institutions, P&G has exerted a significant
impact on how people live. Packaged P&G items find daily use in people’s washing,
glooming, cleaning, eating, and drinking; in the preservation of health and the

treatment of minor ailments; in the care of infants; and in pet care. Procter & Gamble

products crowd the cupboards and cabinets of homes everywhere. (,, How the items go

there, from their conception and development as merchandise, through the mass

production and distribution that makes them ubiquitous, to the advertising that

continuously invites consumers to buy and use them, is a central story, both in

business history and in the evolution of material culture.

This book describes and explains the rising tide of P&G’s fortunes as the company
grew and expanded around the globe. The book aspires to be both a history of the
company and a guide to the principles and practices of brand building as P&G has

developed and learned them so far. (,, These dual purposes are reflected in the book’s

hybrid architecture. First, there is a chronological frame to help portray P&G’s overall
evolution. Second, within that frame is a series of case studies that explore key
episodes, moments of truth, in which the company learned (or relearned) something
1important about building brands and developed new capabilities to carry forward.
From these experiences, P&G derived the basic principles --- summarized in the
epilogue --- by which it continues to navigate. This book, then, is not a conventional
corporate history in narrative form; nor is it a management book about brand building.
Rather, it is something both; a learning history of a company that has prospered for
more than a century and a half by getting better at building brands that satisfy

consumers.
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Toyota develops personal transporter using Sony tech

Toyota Motor Corp. unveiled Aug. 1 the wWinglet, a two-wheeled "personal
transport assistance robot” with a sensor system that monitors the posture of the person
standing on it to ensure stable performance. It is the result of a long-term research
project that Sony Corp. transferred to Toyota last year.

The carmaker has not set a date for commercial release, but the product will
help the company explore business opportunities outside the auto market.

While zipping around a press conference aboard a Winglet, Toyota Executive
Vice President Takeshi Uchiyamada said: "We want to assist the personal
transportation of people from all walks of life, from the very young to senior citizens."

The firm will begin testing the vehicle at Central Japan International Airport
and a mall in Yokohama this fall to determine what adjustments are needed prior to its
commercial release.

The Winglet moves at up to 6kph, and is steered by shifts in the user's body
weight or a control bar. The rider can extend a hand to an obstacle, like a pedestrian, to
stop. Its platform is roughly 250 x 450cm, and the control bar folds down for easy
carrying.

The Winglet is the latest addition to Toyota's robot development program,



which began in the 1970s to design robots for use on the company's own production
floors, then expanded to other purposes, like housework and elder or healthcare.

In creating a personal transport system, Toyota first considered sit-down
designs, mainly for seniors. The upright design of the Winglet derives from intellectual
property that Sony sold to Toyota in March 2007 and a Sony research group that moved
to the automaker that year.

Yoshihiro Kawarazaki leads the development team. He joined Sony in 2001
after moving from a restructuring Nissan Motor Co., where he was developing electric
vehicles. Encouraged by news that Sony was working on a personal transporter, he

decided to make his mark there instead.

Sony shake-up

However, deteriorating earnings at its electronics and video game divisions
forced Sony to either suspend or downsize all research and development work that did
not offer strong earnings prospects. In 2006, it ended production of the Aibo pet robot,
released in 1999 to major public attention, and disbanded its internal Entertainment
Robot Company.

Although the Winglet team was independent of the head office, it lost its place
at Sony, which was refocusing on its electronics operations.

When Toyota Chairman Fujio Cho became a Sony outside director in 2006, it
was a stroke of luck for Kawarazaki. Cho became the conduit for the transfer of
intellectual property to Toyota.

Of the 10 people on Kawarazaki's current team, seven are from Sony, and of
these two have already officially moved to Toyota. Of the 100 Winglet patents, 40 are
held by Sony, and its core controlling technology is built on a "Sony concept," said
Uchiyamada.

®"We wanted the people more than the technology. It's a loss to the nation to

leave researchers with ambitions for robot development idle," said a Toyota executive.

Depending on the model, the Winglet weighs from 9.9-12.3 kg, one-quarter that
of the Segway, the personal scooter developed in the U.S., which cannot be folded up for
storage. Yet the main challenge for the product will be its high price, estimated at
several million yen, against around 1 million yen for the Segway.

Uchiyamada points out the need to "apply Toyota's strength in production
technology to cut costs as well as winnow down the features.” Getting it approved for

public roads will also require coordination with related government agencies.
(The Nikkei Weekly 08/18/2008 Edition £ ¥, &)
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How Theories Are Built
The process of building solid theory has been researched in several
disciplines, and scholars seem to agree that it proceeds in three
stages. It begins by describing the phenomenon that we wish to
understand. In physics, the phenomenon might be the behavior of
high-energy particles. In the building of new businesses, the
phenomena of interest are the things that innovators do in their
efforts to succeed, and what the results of those actions are. Bad
management theory results when researchers impatiently observe
one or two success stories and then assume that they have seen
enough.
After the phenomenon has been thoroughly characterized,
researchers can then begin the second stage, which is to classify the

phenomenon into categories. ; Juvenile-onset versus adult-onset

diabetes is an example from medicine. Vertical and horizontal
integration are categories of corporate diversification. Researchers
need to categorize in order to highlight the most meaningful
differences in the complex array of phenomena.

In the third stage, researchers articulate a theory that asserts what
causes the phenomenon to occur, and why. The theory must also show
whether and why the same casual mechanism might result in
different outcomes, depending on the category or situation. The
process of theory building is iterative, as researchers and managers
keep cycling through these three steps, refining their ability to
predict what actions will cause what results, under what

circumstances.
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