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P&G is a Company that believes in diversity and inclusion. With more than
140 nationalities represented in our workforce, our own diversity helps us
reflect and win with the consumers we serve around the world. The more
we understand people, their needs and challenges, the better we can delight
them with our products and services. And while diversity is essential in all
we do, we believe inclusion changes the game. Every day we strive to get the
full value of our diversity through inclusion — fostering an environment where
P&G people can be their best, full and authentic selves in the workplace.
But our job doesn’t end there — our belief and commitment extend beyond
P&G’s walls. We are driving action on the world stage to make a meaningful
difference, and we care deeply about our impact, always striving to make
the world a little bit better through our actions.

VIEW HIGHLIGHTS

VIEW MORE STORIES
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Celebrating 50 Years Since
Stonewall with World Pride
We were a proud supporter of Pride activities all over
the world in 2019, using our voice to build a more
equal world for all individuals. We teamed up with
the Heritage of Pride to become a Platinum sponsor
for the 2019 World Pride activities in New York City,
recognizing 50 years since the Stonewall uprising
sparked the global movement for LGBT+ equality. From
Cincinnati to South Africa, Peru to Poland and nearly 50
other places in between, thousands of our employees
showed their support for the LGBT+ community
through their participation in Pride celebrations. We
also marked a milestone with our 2019 expansion of
Pride support into Asia with our presence in the Manila
Philippines Pride March.

Thousands of our employees
showed their support for
the LGBT+ community
during World Pride events.
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Great Minds Do Not Think Alike
With no two diagnoses the same, Autism Spectrum
Disorder is a condition that needs careful understanding
to enable the individual to thrive. Full-time employment
for adults on the autistic spectrum is disappointingly
low given the skills that many autistic people can offer
potential employers. To drive diversity and inclusion and
create innovative growth, we have stepped into the
realm of Neurodiversity — an umbrella term for those
who think differently. Programs have been launched
in P&G’s UK, Boston, Costa Rica and Cincinnati offices
to learn as a Company how to hire this dynamic talent
and to capture candidates’ unique problem-solving
methods. Employees from this program are currently
working in the fields of R&D and Smart Robotic
Automations. We see these programs as an innovation
strategy to source diverse talents and drive business
results, and early results show both, leading to plans
to expand the program in the future.

Neurodiversity programs
at P&G are diversifying talent
and driving business results.
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“The Look” Elevates Awareness
of Racial Bias
In 2017, we tackled racial inequality driven by racial
bias, creating an Emmy award-winning short film
focused on “The Talk” that many Black parents
have with their children to prepare, protect and
encourage them.
Continuing the conversation about racial bias, this
year we followed with another short film called “The
Look,” which follows a Black man throughout his day
as he encounters a variety of ‘looks’ that symbolize
a barrier to acceptance — and differing levels of bias.
These situations are all based on real-life examples
that still happen every day. Through these films,
in conjunction with educational resources and
perspective at www.talkaboutbias.com, we intend
to raise awareness, encourage dialogue, and enable
change in hearts and minds.
TALK ABOUT BIAS
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Brands Taking a Stand
Pantene and GLAAD
Redefine What
‘Beautiful’ Looks
Like Today
As a brand once
known for a particular
kind of “beautiful
hair,” Pantene tackled
conventional stereotypes in honor of Pride
2019 with the launch of “Don’t Hate Me
Because I’m BeautifuLGBTQ+.” The campaign,
made in partnership with GLAAD, took the
brand’s ubiquitous line from its famous 1986
advertisement to redefine what ‘beautiful’
looks like in today’s world by featuring a
range of people within the LGBT+ community
and their unique stories of transformation.
The launch of “Don’t Hate Me Because
I’m BeautifuLGBTQ+” also marked the
announcement of Pantene’s partnership
with GLAAD which will continue to uplift
members of the LGBT+ community by
celebrating inclusion, representation and
freedom of expression.

Fairy Drops Y to Support LGBT+
Homeless Youth in the UK
Fairy, one of our heritage brands at the heart
of family life for more than 50 years, was at
the forefront of our Pride celebrations in
2019. Through research, we discovered that
LGBT+ people make up about 7% of the UK
population. Sadly, they make up almost a
quarter of homeless young people today, often
driven from their homes and their families
through unacceptance — and that’s not FAIR.
So, for a limited time, Fairy became FAIR,
dropping the ‘Y’ to support LGBT+ homeless
youth by donating a portion of every purchase
to the Albert Kennedy Trust charity.

T H E B ES T ME N C A N B E

Gillette Believes in the Best in Men
January 2019 marked the 30-year anniversary
of Gillette’s tagline, “The Best a Man Can Get.”
Since its debut, it has been an aspirational
statement, reflecting standards that many
men strive to achieve. But today many
men find themselves at a crossroads,
caught between the past and a new era
of masculinity.
Gillette asked the question, “Is this the best
a man can get?” and in turn, they introduced
the “The Best Men Can Be” campaign. They
released “We Believe,” a short film that
showcases examples of how men can take
actions, large and small, to create meaningful
change for themselves, their loved ones, and
their peers, and set the right example for the
next generation of men. Along with the film,
Gillette committed to donate $1 million per
year for the next three years to non-profit
organizations executing programs designed
to inspire, educate and help men of all ages
achieve their personal “best.”
With “We Believe,” Gillette ignited a worldwide discussion about masculinity. The film
has been viewed more than 110 million times
and shared in school classrooms, universities,
churches and more, and has inspired
programs from Gillette in India, Canada,
Spain and South Africa.
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“At P&G, we aspire to create a better world for EVERYONE —
free from bias, with equal opportunities irrespective of race,
ethnicity, culture, religion, sexual orientation, gender identity,
(dis)ability, and background.
Operating in nearly 70 countries and reaching consumers
through our brands in 180+ countries, we strive to represent
the diversity of the consumers we serve. With more than 140
nationalities represented in our workforce, our own diversity
helps us reflect and win with consumers around the world.
This is not only the right thing to do but it is also a competitive
advantage for the continued growth of our Company. To
win with consumers around the world, we must inclusively
leverage and continually strengthen the diversity of our
organization. Having an employee base as diverse as the world
we live in enables us to create superior brands and services
to better meet a range of consumer needs. While diversity
is essential in all we do, we believe inclusion changes the
game. Every day, we strive to get the full value of our diversity
through inclusion, fostering an environment where P&G
people can be their best, full selves in the workplace. We’ve
seen time and again that when P&G employees bring their
full selves to work it leads to superior innovation and helps us
better communicate what our brands stand for.
Our work is not limited to our internal efforts. Externally,
we believe in using our voice in advertising and media to call
attention to bias and equality, spark dialogue and motivate
change in the world. We know advertising has the power
to shape how communities see themselves and each other.
Many of our brands are advancing diversity and inclusion
perspectives through accurate and positive portrayals in
everyday advertising, and by calling attention to issues
like racial and LGBT+ biases. The campaigns we create and
the way we tell our stories give us the opportunity to spark
conversations that motivate change and create a better world.”
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Using Our Voice
“I am going to
make change happen
in the halls and walls
of my employer.”

“Out Of The Shadows” Film Explores
Next Chapter of Our Journey for
LGBT+ Equality
Our 2018 award-winning film, “The Words Matter,”
told our story of employees who worked tirelessly to
secure employee LGBT+ rights. We continued that
journey of self-reflection with the 2019 sequel, “Out
of The Shadows.” We partnered with CNN and Great
Big Story to tell these stories and each film traces
the history of how gay and lesbian employees at P&G
banded together to fight for equality in the workplace.
“The Words Matter” ended when P&G added “sexual
orientation” to its Equal Employment Opportunity
(EEO) statement in 1992, but that was only the
beginning. Culture, attitudes and behaviors toward
lesbian and gay employees in the Company and in the
city of Cincinnati had a long way to go. It was a hostile
environment and a difficult time for employees to
openly be themselves. “Out of the Shadows” shares the
stories of a group of P&G employees who rallied against
intolerance and hate, and turned the tide of prejudice
to ensure that LGBT+ employees received equal
benefits within the Company. The lessons learned
in this film helped inspire courageous leadership
and develop even more inclusive workplaces and
communities for everyone. As one employee declares
in the film, “I am going to make change happen in the
halls and walls of my employer.” And they did — the
LGBT+ employees and their advocates inspired the
Company to do the right thing in the face of opposition.
“It’s each of those steps that have given us a stronger

motivation and a stronger voice to be a positive
force of change,” shared Brent Miller, leader of LGBT+
Communications at P&G and executive producer of
“Out of the Shadows.”
This film celebrates the contributions those individuals
made — often unrecognized — in changing the fabric
of not only our workplace but our culture as a whole.
Many companies around the world have gone through
similar journeys and by telling our story, we hope to
inspire others to stand up for what they believe in and
create meaningful change.
Throughout our journey, we have not gotten
everything right. We continue to learn, explore and
understand the uniqueness of all of our employees
and consumers. The lessons we learned have helped
us on our journey to make things better. It is more
important than ever for companies to create a culture
where all people are welcome. We hope that by
sharing our journey, we can inspire others to engage in
conversation and help create a world free from bias.
Today, our LGBT+ network, GABLE, now has 5,000
members in 40 countries. We encourage you to check
out this film and learn more about these courageous
individuals who stood up to bias and helped us be a
more inclusive company.
OUT OF THE SHADOWS
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Using Our Voice
“The Look” Elevates Awareness
of Racial Bias
In 2017, we tackled racial inequality driven by racial bias,
creating an Emmy award-winning short film focused
on “The Talk” that many Black parents have with their
children to prepare, protect and encourage them.

To gain a better understanding of the Black-male

will lead to dialogue, dialogue will lead to empathy,

Seek, to understand how he exists in the world, how

and empathy leads to change in behavior and action.

the world sees him, and how he sees himself. Over five

We encourage you to join the conversation

months, we leveraged nontraditional but immersive

at #TalkAboutBias.

research techniques to enable men to openly and
comfortably discuss their experiences. What we

We know images in TV, film and advertising shape

learned is that there isn’t a one-size-fits-all universal

how communities see each other — and can create

Black-male experience, but there are a few universal

bias leading to life-changing personal and societal

truths that affect the vast majority of Black men.

consequences, especially for people of color. One

We found that to connect with him, you must first

group that has long been underserved and often

understand the effects of bias and racism and how

misrepresented is Black men. We want to help re-

that impacts the way he sees the world and how the

shape and change that narrative. As the world’s largest

world sees him. In the U.S.’s history, only the last 54

advertiser, P&G and our brands have a responsibility to

years have been spent in legal “freedom” and that

make a difference. The images we put out there help

plays itself out in a variety of ways. It shows up in

shape how society sees Black men and have a role to

major challenges and restrictions for Black men when

play in whether those perceptions are good or bad.
So we followed up the “The Talk” with another short
film this year called “The Look.” The new film follows
a Black man throughout his day as he encounters
a variety of ‘looks’ that symbolize a barrier to
acceptance — and differing levels of bias. This twosided story was inspired by reality, with each scene
recounting the experiences of many men of color.
The director and cinematographer duo we brought
on board for “The Look,” Anthony Mandler and Malik
Hassan Sayeed, bring their unique experiences to the
project. We made the deliberate decision to represent
diversity of thought and opinions with this project.

we recognizing each other as human beings. This

experience in America, we partnered with BET and

trying to own property, get a quality education and
pass down wealth to their families. The impact of bias
and racism is a theme that ran through all phases of
our research for “The Look.” There is no way that we
could accurately reflect on the Black-male experience
without addressing this topic and understanding how
it affects his lens and the lens people see him through.
Our hope is that “The Look” will cause everyone to
pause and reflect, to look beyond what we think
we see to overcome unconscious biases, recognize
microaggressions, and stop overt acts of racism. We
believe when we look beyond what we think we see,

THE LOOK
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Fairy Drops Y to Support
LGBTQ+ Homeless Youth in UK
When Fairy dishwashing liquid was first introduced in
the UK in 1960, traditional heterosexual couples were
the mainstay. Same sex couples couldn’t be openly
together — let alone married. Now 60 years later, Fairy’s
mission remains the same: to feed family life, whatever
that looks like today.
On July 3, 2019, we dropped the “Y” and launched a
limited-edition FAIR bottle, donating a portion of
every purchase to the Albert Kennedy Trust (AKT)
which works to find homes for LGBTQ+ youth
who have been driven from their homes due to
nonacceptance of who they are.
Currently in the UK, LGBTQ+ people make up 7% of the
population, and sadly almost a quarter of the homeless
young people living on the streets. While it may seem
that our society is more supportive of the LGBTQ+
community, charities like AKT exist because there are
still those who feel alone and unsupported.
As a household icon, we believe we can help play a role
in progressing equality for all family members.

A donation from each
pack sold went to our
charity partner, AKT.

By working together, we can help encourage equality
for families and ensure a FAIR future for all. When
consumers picked up a limited-edition FAIR bottle
and placed it by their sink at home, we wanted them
to think about the small impact that gesture has made,
not only in family life in Britain, but also by supporting
equality for everyone. Our hope was that this bottle
might make it easier for parents or their children
to bring up conversations that were uncomfortable
in the past.
The money from this campaign is funding an online
resource to help families talk more openly about
LGBTQ+ issues. The more conversations are normalized,
the easier it will be for young people to open up.
FAIR FILM

ENVIRONMENTAL SUSTAINABILITY
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Redefining What ‘Beautiful’
Looks Like Today
As a brand once known for a particular kind of “beautiful
hair,” Pantene is tackling conventional stereotypes with
“Don’t Hate Me Because I’m BeautifuLGBTQ+,” a new
message that’s part of its recently launched “Power To
Transform” campaign. Created in partnership with the
Gay and Lesbian Alliance Against Defamation (GLAAD),
the campaign takes the brand’s ubiquitous line from our

long. “I want to be there for people in a way that I didn’t
experience when I was younger, and let them know that
there is nothing wrong with them,” Pooya states in the
video after joining the initiative in hopes that her story
would empower others to see their place in the world
and envision the transformations they are capable of.
In addition to being World Pride sponsors, the launch of
“Don’t Hate Me Because I’m BeautifuLGBTQ+” also came
with the announcement of our partnership with GLAAD,

famous 1986 advertisement to redefine what ‘beautiful’

which will continue to uplift members of the LGBTQ+

looks like in today’s world by featuring a range of people

community by celebrating inclusion, representation and

within the LGBTQ+ community as they share their own

freedom of expression. This commitment follows recent

unique stories of transformation.

global Pantene campaigns in the Philippines and the UK

“For many in the community, hair plays a pivotal role in
their ’transformation moment,’” said Ilaira Resta, Vice
President, North America Hair Care. “In fact, from our

which celebrate and showcase transgender beauty and
the stories of that community.
“Pantene has raised the bar for authentic inclusion by

research we found that 60% of LGBTQ+ persons change

shining the spotlight on a diverse group of LGBTQ+

their hair when they have a life or identity change. So,

people in this powerful new campaign,” said GLAAD

whether that means getting a major chop or growing

president and CEO Sarah Kate Ellis. “Hearing these

out your locks to defy societal norms or embracing

LGBTQ+ individuals speak about their identities as well

hair that bends the gender binary entirely, hair is an

as their drive to be their true selves will empower other

impactful visual cue of transformation, and this new

LGBTQ+ people and remind us all what true beauty

campaign from Pantene aims to show the beauty of

is all about.”

all transformations and of all people.”

Pantene’s “Power to Transform” campaign launched

The campaign features three videos in which individuals

in April recognizes, celebrates and gives visibility to

tell their own stories of transformation and their unique

those who transform their lives and the world around

sense of self expression. One video shares the story

them every single day. The brand has committed to

of Pooya, a transgender woman from Iran who was

telling stories of transformation that defy bias, celebrate

once jailed for having hair that was considered too

personal expression and show a more inclusive world.

ENVIRONMENTAL SUSTAINABILITY
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Using Our Voice
Gillette Believes in the Best in Men
January 2019 marked the thirty-year anniversary of
Gillette’s tagline, “The Best a Man Can Get.” Since its
debut, it has been an aspirational statement, reflecting
standards that many men strive to achieve. But turn
on the news today, and it’s easy to believe that some
men are not at their best. Many find themselves at a
crossroads, caught between the past and a new era
of masculinity.

of men by redefining gender stereotypes, one shave
at a time. We are also expanding Safalta Apni Mutthi
MeinGuard, a program that we launched more than
three years ago that has reached 8,000+ colleges and
universities. This practical training program includes
seminars and workshops on resume writing, interview
skills and how to succeed in the professional world.
SHAVING STEREOT YPES

Gillette asked the question “Is this the best a man
can get?” and in turn introduced their “The Best Men

In Canada, we released “First Shave,” a short film

Can Be” campaign by releasing “We Believe,” a short

featuring the first shaving experience of a transgender

film that showcases examples of how men can take

man supported by his father. The ad’s release was

actions — large and small — to create meaningful

timed to coincide with Toronto’s Inside Out Film

change for themselves, their loved ones and their

Festival, where Gillette was a sponsor and featured the

peers, and set the right example for the next

video prior to a film screening.

generation of men. Along with the film, Gillette
committed to donate $1 million per year for the next
three years to non-profit organizations executing

FIRST SHAVE

programs designed to inspire, educate and help

WE BELIEVE

In South Africa, two out of three children are raised
without their father, so many boys can’t turn to dad for

In Spain, we launched “Hay Que Ser Muy Hombre”

advice. It’s often the women — mothers, grandmothers,

(“It Takes a Real Man”), a campaign that refreshed a

aunts and sisters — who step up and play several roles.

famous Spanish saying that means it takes courage

Gillette used the occasion of Women’s Day in South

to be a “true” man and to be yourself. The campaign

Africa to pay tribute to the women raising the next

men of all ages achieve their personal “best.”

portrays prominent Spanish men for whom courage

generation of South African men through a film that

With “We Believe,” Gillette ignited a worldwide

had a very special meaning, far from the traditional

tells the story of Gogo (grandmother) Nozizwe and her

discussion about masculinity. The film has been

stereotypes. The initiative also includes educational

grandson Akhona. Because we all have a role to play

viewed more than 110 million times and shared

materials to enable instructors in high schools and

in shaping the next generation, Gillette South Africa is

in school classrooms, universities, churches and

universities to initiate conversations with teenagers

partnering with The Character Company, a non- profit

more. It has also inspired programs from

about masculinity. We expect to reach more than

organization whose mentorship programs guide

other regions:

300 schools and 20,000 teenagers.

young boys into becoming the best men they can be.

In India, we launched #ShavingStereotypes, a film that
tells the story of two girls, known as the “Barbershop
Girls of India,” who are inspiring the next generation

MUY HOMBRE

WOMEN’S DAY
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Using Our Voice
MBIB Calls for Change: Redefine Black
Words matter. They are foundational to how individuals
think about themselves, and they can influence the
perceptions of others. Negative associations tied to the
word black are pervasive and continue to live through
language, as evident in many dictionaries that link
it to words like dirty, hostile and evil. That’s why My
Black Is Beautiful (MBIB), a cultural platform started
by P&G, advocated to successfully change the entry
for black in American dictionaries, prioritizing identity

More than 10,000 people
in UAE took the Tolerance
Pledge, showing their respect
for the country’s diversity.

in the entry and removing outdated uses that can
lead to unconscious associations with Black identity.
Rather than prescribing a new definition, My Black is
Beautiful partnered with social change organization
dosomething.org to rally community dialogue and
engage the varied and diverse perspectives of people
who identify as Black. Because of #RedefineBlack and
collaboration with language and cultural experts on
the tactical changes that could and should be made,
merriam-webster.com and dictionary.com completed
updates to the entry for black, driving visual and
semantic distance between Black identity and the
association with something that is evil, soiled or stained.
My Black Is Beautiful is committed to acknowledging
and celebrating a robust, flexible and affirming picture
of Blackness and continuing to spotlight all that is
beautiful about Black culture (shapes, shades, textures,
identities, ages and self-expression).

VIDEO: CHANGE THE WORDS

P&G’s Carrefour Shoppers Show Their
Support for Diversity & Inclusion
Throughout the United Arab Emirates
We partnered with Carrefour, operated by Majid Al

that underlined how important diversity and inclusion
is to everyone who lives in the country. The Tolerance
Pledge reflects the openness and acceptance found
in UAE society, which is made up of more than 200
nationalities, and dozens of religions and diverse

Futtaim in UAE, to encourage people of the UAE

beliefs. Those taking part in the campaign recorded

to share their respect of and acceptance for the

themselves saying the following, “I pledge to respect

country’s diversity and inclusion through a national

and accept people whose abilities, beliefs and culture

initiative. More than 10,000 people took the Tolerance

are different from my own.”

Pledge, both in-store and online via their social media
accounts, using the hashtag #TolerancePledge as
part of the UAE’s Year of Tolerance. The number of
videos submitted set a new Guinness World Record
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P&G Philippines Uses its Voice to
Celebrate Diversity in Many Ways

Pantene’s “Power of Grey Hair”
Campaign Shapes Culture in Europe

P&G Philippines is using its market-leading brand

At Pantene, we understand the power of hair. It is

voice to spark conversations on diversity & inclusion

identity; it is self-esteem; it is confidence. That’s why

and gender equality. Some examples include

we are on a mission to give women more great hair

Safeguard’s “Pabaon sa Buhay” film featuring the

days, creating products and campaigns that transform

first-ever indigenous Filipino who graduated from the

both her hair and her world for the better. This year

Philippines’ premier state university; Vicks’ challenge

across Europe, Pantene launched a new campaign,

to the stigma associated with children born with HIV;

“The Power of Grey,” that proudly celebrates women

and Pantene’s “Stronger Now” campaign featuring

embracing their grey hair, aiming to transform

a transgender ambassador.

the cultural narrative around it. While greying is
biological and gender agnostic, men with grey hair are
considered silver foxes while women are considered
to be letting themselves go. By challenging society’s
views on the appropriateness of grey hair, we intend
to remove the cultural shame. Women can now

SAFEGUARD’S PABAON SA BUHAY
VICKS CHALLENGE

PANTENE’S STRONGER NOW

embrace their grey hair with “Pantene Hair Biology
Grey & Glowing” collection just for them.
#PowerofHair, #PowerofGrey
THE POWER OF GREY

GENDER EQUALITY

ENVIRONMENTAL SUSTAINABILITY
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Making an Impact
P&G Turkey Celebrates 15 Years
of Partnership with Special
Olympics Athletes
In 2019, P&G Turkey celebrated its 15 year of
th

10,000
children and young
people with intellectual
disabilities have been
supported by the Special
Olympics Project in
alliance with Migros.

Great Minds Do Not Think Alike
With no two diagnoses the same, Autism Spectrum
Disorder (ASD) is a condition that needs careful
understanding to enable individuals on the spectrum

partnership with Special Olympics whose mission is

to thrive. Full-time employment for adults on the

to give children and adults with intellectual disabilities

autistic spectrum is disappointingly low given the

continuing opportunities to develop physically and

skills that many autistic people can offer potential

mental to inspire others to open their hearts to a wider

employers. To drive diversity and inclusion and create

world of human talents and potential. Our Special

innovative growth, we have stepped into the realm

Olympics Project partnership with supermarket retailer

of Neurodiversity — an umbrella term for those who

Migros has enabled us to make a difference in the lives

think differently. Neurodiversity is a proven approach

of 10,000 children and young people since 2004. And

to growing innovative thinking and the power comes

in the last three years, we also supported 700 young

from combining neuro-typicals with the neuro-diverse

athletes between the ages of 2–4 with intellectual

to deliver the business. Programs have been launched

disabilities. This project has been one of the biggest

in the UK, Boston, Costa Rica and Cincinnati offices

retailer and brand collaborations, and one of the long-

to learn as a Company how to hire this dynamic

lasting Diversity & Inclusion projects in Turkey.

talent and capture candidates’ unique problemsolving methods. We believe that people with ASD

VIDEO: YOUNG ATHLETES

are a source of untapped talent as they are often
focused, analytical and have a special appreciation
for systems and patterns. That’s also the reason why
these individuals are adding significant value to our
Company. Employees from this program are currently
working in the fields of R&D and Smart Robotic
Automations. We see these programs as an innovation
strategy to source diverse talents and drive business
outcomes. Early results are positive, leading to plans
to expand the program in the future.
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Making an Impact
P&G Germany and REWE Build
Inclusive Playgrounds

Advancing Conversation and Action
Across the Grocery Industry

With the citizenship campaign “Stück zum Glück”

Herbal Essences Introduces Inclusive
Bottle Design for People with Low
or No Vision

(“Piece of Happiness”), P&G Germany and REWE, one

Globally, it’s estimated that approximately 1.3 billion

program, grew to become the inaugural Diversity

of the largest grocery chains in Germany, have joined

people live with some form of distance or near vision

in Grocery Conference held at Wembley Stadium in

forces with the non-profit group Aktion Mensch to

What started out as a small-scale industry mentoring

impairment, and 36 million people are classified as

London on March 7, 2019. We played a leading role

build inclusive playgrounds across Germany over

blind. Alleviating in-shower confusion helps these

as one of five founding partners (Tesco, Accenture,

several years. The campaign demonstrates how a

consumers perform daily tasks like showering with

Mondelez and Coca Cola) and one charity partner

joint citizenship campaign can improve the lives of

more confidence. P&G’s first ever Accessibility Leader,

(GroceryAid) to advance conversations and drive action

our consumers while also building the business. The

Sumaira (Sam) Latif, joined forces with Herbal Essences

in the D&I space across the industry. The event was

objective is to build more than 30 inclusive playgrounds

to make it easier for vision-impaired consumers

highly-attended with participants at all levels from a

where children with and without disabilities can jointly

to distinguish shampoo and conditioner products

wide range of companies and disciplines across the

experience new adventures every day. The project has

through the sense of touch. The new enhanced

grocery industry all with a common interest to take

built or renovated 17 playgrounds in the first half of

package features tactile indentations — stripes for

action in leading change, enabling them to achieve

its three-year commitment, and will leverage

shampoo and circles for conditioner — that help

their best without being held back by bias. A mix of

$1.1 million in donations.

differentiate the bottles. Herbal Essences has been

industry leaders candidly shared their own experiences

recognized by the Business Disability Forum with a

and participants attended workshops that focused on

Seventeen playgrounds
have already been
built or renovated
across Germany.

Disability Smart Design Award in 2019 for designing

inspiring ideas to take back to their organizations. The

outstanding products that recognize the needs of

event enabled us to come together with key partners

disabled consumers.

across the industry and move beyond the everyday
business transactions to develop a deeper connection

WOMEN IN STEM: SAM L ATIF

Herbal Essences is making sure
their products are inclusive
for all consumers with a visual
impairment aid — raised
indentations that differentiate
shampoo and conditioner.

to the people that fuel the industry.
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Moving for Inclusion with
Audio-described Ads in Spain

Expanding the Talent Pool
Studies show that diverse teams outperform

It is estimated that there are 3.85 million people

homogeneous teams. The best thinking, best ideas

with disabilities in Spain, representing 8.5% of the

and best innovations come from teams with diverse

population. Of these, almost a million have some kind

backgrounds and experiences, which provide different

of sight loss. Our diaper brand Dodot is the first one

ways of thinking and working together. This year,

in the Spanish market to broadcast its advertising to

Gallaudet University, a private university for the hearing

visually impaired people by incorporating an audio

impaired, supplied our headquarters in Cincinnati with

narrative placed on the content to describe what

three summer interns in IT cybersecurity, working on

is shown in the images. As of September 2018, we

infosecurity across P&G’s operations. These hearing-

promoted inclusion through additional brands,

impaired interns excelled in their work and embodied

with a total of 60 audio-described ads.

our commitment to leveraging multiple sources of
talent to meet business needs. There is a race for talent,

We are incorporating
audio narratives in ads
for visually impaired
people, describing what’s
shown in the images.

specifically in IT fields like Information Security, so we
are actively working through many channels to expand
the pools of talent we draw from.

ENVIRONMENTAL SUSTAINABILITY
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Changing the Culture
Celebrating 50 Years Since
Stonewall with World Pride
As a Company, we know how important it is to ensure
all our employees feel included, valued and able to

To celebrate Pride 2019, we were a platinum sponsor of
the World Pride celebration in June in New York City.
Throughout the week, we participated in
various activities:

bring their best selves to work every day. We also know

Queer City: A CNN Experience was a multimedia

that as the world’s largest advertiser we can use our

museum experience that offered an intimate look

voice as a force for good and a force for growth. In

at the everyday New Yorkers behind queer history’s

honor of the 50th anniversary of the Stonewall uprising

landmark moments.

and 25th anniversary of our employee affinity group,
GABLE, P&G and our brands celebrated the march
toward equality for LGBT+ individuals.

Herbal Essences Garden Wall featured a selection
of biodiverse flowers reaffirming the brand’s
commitment to all those who express their true

In addition to being one of 12 founding members of

nature. Participants were invited to celebrate those

the first global coalition committed to fostering LGBT+

who planted the seeds of the gay rights movement

equality in the workplace throughout the world, we’re

by placing a flower on the garden wall in their honor.

also a founding partner in Stonewall’s Global
Diversity Champions effort.

World Pride March capped off the week as our
employees proudly strode down Fifth Avenue

Crest Smile with Pride

with a large float blasting live music and five P&G

In June, Crest Canada executed the

brands riding in fancy trikes — Gillette, Herbal

#CrestSmileWithPride program for the third year.

Essences, Metamucil, Pantene and Secret. It was an

P&G employees, their families and friends marched

unforgettable moment for employees!
Globally, we actively participated in nearly 50 Pride
celebrations on five continents. We also marked a
milestone with our 2019 expansion of Pride support
into Asia with our presence in the Metro Manila Pride
March in the Philippines.

with Crest during the Toronto Pride Parade. This was
a part of a bigger shopper marketing program and
video campaign that brought to life real stories about a
time a smile from an ally made an impact on an LGBT+
community member. Crest also donated $50,000
toward Canada’s largest LGBT+ community center.
JAY’S STORY
VANESSA’S STORY

JUICE BOX X’S STORY
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Changing the Culture
Bangkok Plant Expands its D&I Efforts

P&G Japan Further Drives D&I Externally

At P&G Thailand’s Bangkok Plant, we have holistic

With its Diversity & Inclusion advocacy program,

programs to support working women and working

P&G Japan showcases its 25 years of growing D&I

moms throughout their life stages, including extended

culture, systems and people within the organization.

maternity leave and upgraded medical insurance to

The Company also reached outside its walls to

cover maternity checkups. We have also developed
enhanced trainings, networks and consultation sessions,

inspire Japanese society by its involvement at the
“World Assembly for Women (WAW!) 2019, led by

from internal and external resources, to provide

the Ministry of Foreign Affairs, and W20, where it

coaching on parenting, career advice and Work Life

conducted inclusion training for managers. This year’s

Solutions services for employees and their families. We

efforts helped P&G Japan directly reach more than

also created a formal group to provide a trusting and

80 companies and organizations and more than a

supportive environment for working parents to share

thousand business leaders. This is in addition to the

parenting tips and experiences. To advance female

more than 300 companies and organizations the

representation, we have female leaders join campus

Company has worked with in the last 2.5 years.

hirings and deliver leadership talks to showcase
Company efforts in Gender Equality and Diversity
& Inclusion as a part of our recruiting efforts.
This year, we also extended our Diversity & Inclusion
efforts beyond gender equality, adding four D&I areas
that would best benefit the organization: Generations,
GABLE — the affinity group for Gay, Ally, Bisexual,
Lesbian and Transgender Employees, Flex@Work
and Working Parents. Throughout the year, the team
organized a full-fledged D&I campaign that included
speaking opportunities, video broadcasts, booth
activations, email campaigns, etc. To attract millennials,
the plant underwent a digital transformation. For LGBT+
employees, the team kicked off trainings, upgraded
policies for domestic partners and launched a campaign
to be an ally of GABLE. On Flex@Work, training sessions
for all employees were held to guide them on how to
navigate their careers successfully.
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Changing the Culture
P&G Employee Affinity Groups
Affinity groups connect employees based
on similar interests or aspects of diversity,
enabling them to feel valued, respected
and included, while empowering them
to perform at their peak. They foster
understanding for the interests and needs
of employees in their groups and provide
us with assistance in attracting, retaining
and developing people. Additionally, affinity
groups provide assistance in understanding
and meeting the needs of consumers of
their group, and expand our opportunities
to make a difference in local communities
through volunteering.
Global Affinity Groups
People with Disabilities Network
At P&G, we value diversity, including disability diversity,
that’s why 38 years ago we founded the People with
Disabilities (PWD) Network aligned with the U.S.
enactment of the Americans with Disabilities Act.
The global PWD group shares “coping strategies” with
each other and with colleagues to enable others with
disabilities to perform at their peak in the workplace
and enable managers and colleagues to become
disability confident. The PWD Network also leverages
their diversity to influence Company strategies on
things like inclusive product development and
inclusive advertising.

The Corporate Women’s
Leadership Team (CWLT)
is committed to the
advancement of women.

GABLE

Corporate Women’s Leadership Team

GABLE is dedicated to fostering an inclusive,

The Corporate Women’s Leadership Team (CWLT)

supportive global network that enables Lesbian, Gay,

is committed to the advancement of women, helping

Bisexual and Transgender (LGBT+) employees, and

ensure that women’s skills and insights are well

their allies, to contribute to their fullest potential and to

represented throughout our global Company and

bring their whole self to work every day. What began

at all levels of leadership. The CWLT continues to

more than 25 years ago as largely a North American-

be actively involved in events and programs that

centered network for fostering workplace equality for

promote mentoring, sponsorship, the development

LGBT+ employees has grown into a supportive and

of leadership skills, flexibility and increasing

global community, with chapters in 40 countries in

representation of women throughout the Company.

every region of the world. These chapters represent the
diversity of our employees, as well as strong allies to
support individuality and inclusion.
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Changing the Culture
Regional Affinity Groups
African Ancestry Leadership Network

Asian Pacific American Leadership Team
One of the fastest-growing groups in North America,
the Asian Pacific American Leadership Team (APALT)

The African Ancestry Leadership Network (AALN) was

represents the Asian-Pacific Americans who have

the first employee affinity group established at P&G

made major contributions to our business, at every

and reflects P&G’s century-old commitment to the

level of the Company. The team offers opportunities

African American community. In the early 1950s, the

for networking and is actively involved in recruiting,

Company reaffirmed its commitment to diversity by

retaining, developing and advancing employees of

hiring black skilled technicians and laborers. In 1958,

Asian-Pacific heritage.

with the launch of Drene Hair Care print advertising,
we progressively evolved our advertising and media

Native American Indian Leadership Team

communications to include positive portrayals of

The mission of the Native American Indian Leadership

diverse communities, which was not common at the

Team (NAILT) is to enable employees with a strong

time. African Ancestry employees have been integral

Native American Indian cultural identity to bring

in helping the Company become a corporate leader

their whole selves to work, in a way that leverages

in innovation, leadership, diversity and inclusion by

and respects the NAI diversity of our workplace

developing capabilities and insights that improve

and supports the communities in which we live. By

representation and contributions at all levels of the

strengthening the network across North America,

Company, and this has been a catalyst for other

NAILT aims to develop talent of North American Indian

affinity organizations. The AALN’s current focus

employees through mentoring, training, informal

includes recruiting, mentoring and sponsorship,

connections and talent career support. The group also

talent development, and community engagement.

volunteers in local communities where our employees

Hispanic Leadership Network

through education and community service.

live and work, aiming to improve the lives of people

There are approximately 60,000 Latinos living in the
Cincinnati area, home to our global headquarters.

Veterans and Reservists Network

With language, economic and education barriers,

The Veterans and Reservists Affinity Network enables

life in Cincinnati can be difficult for many Hispanics.

P&G to be the employer of choice for military veterans

A team of dedicated P&G volunteers comprising the

and reservists by unleashing their talents for maximum

Hispanic Leadership Network in Cincinnati are united in

impact and helping them strengthen local

their quest to improve people’s lives inside and outside

communities. The network focuses on recruiting

the Company. This group volunteers in the community

veterans, enabling our employees still serving in the

in the areas of health, education and the arts, and

Reserves/National Guard, upskilling veterans for bigger

actively engages in programs that support

impact, providing experienced P&G Military Veterans as

young Hispanic talent.

mentors to veteran new hires, and giving back to the
25 communities where our P&G Military Veterans work.

Affinity groups are
key enablers for
employees to feel
valued, respected
and included.
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Awards and Recognitions
Human Rights Campaign Corporate Equality

Canada’s Best Diversity Employer Award 2019

Index Perfect Score — 6th Year in a Row
Canada’s Top Employers for Young People 2019
Forbes Best Employers for Diversity

Diversity Inc. Top Companies for Diversity

Disability Equality Index (DEI) Best Places to Work 2019

Disability Matters Workforce Award for Marketplace

The National Organization of Disability (NOD)
Leading Disability Employer Seal

DiversityComm/U.S. Veterans Magazine — Top Supplier
Diversity Program

The Corporate Charter of Diversity Award
for Participation in 7th German Diversity Day

Company Agreement for Equal Opportunities and
Equal Participation of Disabled People at P&G Germany

Costa Rica Incluye 2018

GENDER EQUALITY

ENVIRONMENTAL SUSTAINABILITY
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