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We know that to grow and 

thrive for another 175 years 

we must accelerate our 

sustainable innovation  

and resource efficiency 

so that we have less 

environmental impact  

and, at the same time, 

continue to invest in our 

communities to help create 

conditions for future growth.

As we celebrate Procter & Gamble’s (P&G) 175th anniversary, we recognize one reason for 
our longevity is our commitment to growing ethically and sustainably. We know that to grow 
and thrive for another 175 years we must accelerate our sustainable innovation and resource 
efficiency so that we have less environmental impact and, at the same time, continue to invest 
in our communities to help create the conditions for future growth. 

To enable sustainable growth, we committed to a long-term environmental vision — powering 
our plants with 100 percent renewable energy, using 100 percent renewable or recycled materials 
in products and packaging, having zero consumer or manufacturing waste go to landfills, and 
creating products that conserve resources. We are making progress toward that vision. For 
example, we just announced 45 of our sites around the world now send zero manufacturing 
waste to landfill, and instead either recycle, repurpose or convert their waste to energy. In 
addition to being good for the environment, efforts to reduce waste have created more than $1 
billion in value for P&G. 

In addition to waste, we also announced absolute reductions in our energy, water and carbon 
dioxide manufacturing footprints this year. Through innovation in our processes and on our brands, 
we’ve been able to grow our business while reducing the impact we have on the environment. 
Tide PODS is a great example of this kind of sustainable innovation. The three-chamber packet 
dissolves in cold water when dropped into the wash. PODS save consumers both personal time 
and money on energy costs, since there is no need to heat water for laundry. This sustainable 
innovation enables resource conservation with no trade-off in product performance. As a result, 
P&G sales and Tide’s market share have grown.

Around the world, our employees and our brands are also investing in communities in ways 
we can uniquely add value. Our disaster relief efforts provide our brands to families in times 
of greatest need. Pampers has worked with UNICEF to help to end neonatal tetanus in eight 
countries. Today, we’re on track to help save one life every hour with our water purification 
technology by 2020. These programs address everyday issues to build stronger, more stable 
communities — benefiting our society and our business.

Everyone at P&G is proud of what we have achieved, but we know there is more to be done, so 
we look forward to delivering our sustainability vision and supporting the communities where we 
live and work for another 175 years.
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