HERITAGE TIMELINE
Depicted here are a few key moments
in P&G’s rich history.
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1837-

1879-

1887-

1890-

FOUNDERS

INTRODUCTION OF IVORY

PROFIT SHARING PIONEER

FIRST R&D LAB

William Procter and James Gamble
establish a family-run candle and soap
business. This business would evolve
into the largest consumer goods
company in the world.

Harley Procter implements his early
concepts of branding after recognizing
Ivory’s unique properties and capabilities.
It is the first of many innovative P&G
brands to reach the market.

William Cooper Procter establishes P&G’s
profit sharing system, the oldest continuous
profit sharing plan in the U.S. This system
would enable employees to receive fair wages,
build habits for saving and promote
employee loyalty.

Located at Ivorydale, P&G
establishes one of America’s
earliest product research labs.

1946-

1931-

1920-

1904-

FLUORIDE TOOTHPASTE

A WASHDAY MIRACLE

CREATION OF BRAND MANAGEMENT

DIRECT SELLING

IMPROVING THE RAZOR

Crest is introduced and becomes the first
toothpaste with fluoride clinically proven
to fight cavities and help prevent tooth
decay. By partnering with and educating
dentists, Crest dramatically changes the
way people think about oral care.

Tide launches and is introduced as the “washday
miracle,” cleaning better than anything on the
market and quickly becoming the leading laundry
product in the U.S. Tide triples the company’s
bottom line in less than 10 years, and allows P&G
to explore new categories, like Paper, and begin
to expand internationally.

P&G Advertising Manager, Neil McElroy
achieves an industry first by creating a brand
management system, giving P&G the ability
to integrate brands into a single, organic
brand-building process. McElroy would later
lead P&G as CEO.

P&G revolutionizes grocery trade by
deciding to sell directly to retailers. By hiring
450 salesmen, P&G begins to cultivate
relationships with customers that will grow
and evolve in the following decades.

King C. Gillette patents the KC Gillette
Razor, providing men with a safer and cheaper
shaving alternative. Acquired by P&G in 2005,
Gillette introduces Fusion that same year and
it becomes the fastest brand in P&G history to
reach billion-dollar status.

1961-

1985-

2001-

2004-

2015-

PAMPER YOUR BABY

GROWING INTO NEW CATEGORIES

FIRST MOMENT OF TRUTH

CHILDREN’S SAFE DRINKING WATER

#LIKEAGIRL

P&G test-markets Pampers, the first
affordable and effective disposable baby
diaper. Launched as an alternative to
cloth diapers, Pampers is now P&G’s
largest brand and one of our most global.

Richardson-Vicks Inc. approaches P&G about
being acquired and becomes a wholly owned
subsidiary. At the time, this was P&G’s largest
acquisition, and in addition to Vicks it included
an extensive personal care product line, including
Oil of Olay, Vidal Sassoon, Fixodent and Pantene.

P&G announces its first-ever commercial
strategy, linking P&G and retailer's efforts
to win at the “First Moment of Truth”
(FMOT), as named by CEO A.G. Lafley.
Attaining superior in-store presence in
a way that improves shopper satisfaction
is a company-wide priority.

P&G creates the Children’s Safe Drinking
Water (CSDW) program to help eliminate
the leading cause of death in children
under the age of five in developing countries. By 2015, P&G has delivered over
7 billion liters of clean water and saved
more than 39,000 lives.

One of the 2015 Super Bowl’s most
well-received commercials, Always’ #LikeAGirl
campaign rewrites the rules of what doing
things #LikeAGirl means. The Always/Whisper
brand believes that no girl should lose
self-confidence during puberty and has been
fighting to empower women everywhere
since its launch in 1983.

