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The New Marketplace
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P&G's Billion-Dollar Brands

P&G currently produces 16 brands with global sales in excess of
$1 billion each.







P&G's Innovation

Network Includes:

Companies

Individuals

Independent entrepreneurs

Government |aboratories

Contract laboratories

Research institutes

Communities of practice

Subject matter experts

Suppliers

Academia

Members of e-R8D networks
InnoCentive.com
NineSigrma.com
Yet2.com
yourEncore.com

First...
Determine if your product, packaging, technology, process or commercial
connection is in the interest of P&G and our global consumers.

M My innovation acddresses a big, unmet consumer need.

M My innovation offers a new benefit to an existing P&G category or brand.

m My packaging solution has been demonstrated.

g My technology is proven and can be quickly applied to a P&G consumer need.
E’ My product is in use and has evidence of consumer interest.

M | have a game-changing technology or approach.









Innovation Examples

Ready-to-go Technologies
Procter & Gamble introduced Bounce, the world's first dryer added softener, after acquiring the product
technology from the independent inventor who developed the innovative fabric-care solution.

Readyv-to-go Products

A great example of this is the Crest Spin Brush. The invention came from Dr. John's - an SME (Small and
Medium-5Sized Enterprise) in the US A that was active in the toy industry. But what Dr. John's was the first to
see was the potential to transform a battery - operated, spinning toy into a powered toothbrush.

In this instance, the deal was sttuck when Procter & Gamble acquired Dr. John's Spin brush business and
added the Crest brand name to the innovation.

Ready-to-go Packaging
Several of our Olay Skin Care products now utilize new consumer-preferred pump dispensers originally
developed by a Furopean packaging products company.

Commercial Parinerships
Procter & Gamble found the perfect complement to the Swiffer brand in a hand-held duster developed by a
Japanese competitor.

See examples of new technologies and technology needs that are the results of mutually beneficial
collaborations we have established through external connections. Go to and click
on "Search for Technology'.









Ebrahim Rezai, PhD
Associate Director
Global Baby Care - Raw Materials

The Procter & Gamble Company
Winton Hill Business Center

6280 Center Hill Avenue - Bidg B
Cincinnati, OH 45224

(513) 945-0189 phone
(513) 277-7436 efax

(513) 328-5127 mobile
rezai.e@pg.com

WWW.pg.com

Aaron B. Salo
Senior Engineer
Global Baby Care - Raw Materials

The Procter & Gamble Company
6280 Center Hill Avenue

Cincinnati, OH 45224
(513) 945-0195 phone
(513) 945-3000 fax
salo.ab@pg.com







HENRY CHESBROUGH
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INNOVATION

The New Imperative
for Creating and Profiting
from Technology







The Closed Innovation Model

In closed innovation, a company generates, develops and
commercializes its own ideas. This philosophy of self-reliance
dominated the R&D operations of many leading industrial
corporations for most of the 20th century.
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The Open Innovation Model

In the new model of open innovation, a company commercial-
izes both its own ideas as well as innovations from other firms
and seeks ways to bring its in-house ideas to market by
deploying pathways outside its current businesses. Note that
the boundary between the company and its surrounding envi-
ronment is porous (represented by a dashed line), enabling
innovations to move more easily between the two.
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Contrasting closed and open models

The smart people in our field Not all smart people work for us. We need to work
work for us with smart people inside outside the company

To profit from R&D, we must discover External R&D can create significant value. Internal
It, develop it and ship it ourselves R&D Is needed to claim some portion of that value

The company that gets innovation Building a better IS
to market first will win more important than getting to market first

If we create the most and the best If we make the best use of internal
ideas in the industry, we will win. external ideas, we will win.
We should control our IP, so that our  ¥¥e should profit from other's use of our |P

competitors cannot profit from it. ~ andwe should other’s IP
whenever it advances our business model.

We will own all results from We willl with to create
contract research with universities knowledge and encourage use outside our field

Adapted from Chesbrough






















