


Sustainable development is a simple idea — ensuring
a better quality of life for everyone, now and for
generations to come.’

P&G embraces sustainable development as a potential business
opportunity, as well as a corporate responsibility. Through our
activities we contribute to the economic and social well-being
of a range of stakeholders, including employees, shareholders,
communities in which we operate, and more widely, to
regional, national and international development. In summary,
_ P&G contributes to sustainable development through both
! RS what we do and how we do it.
i e

“What we do” is provide branded products and services
of superior quality and value that improve the lives of the
world’s consumers via health, hygiene or convenience.

“How we do it" includes addressing any
environmental and socioeconomic issues associated with our
products and services. Our Principles, Values and Statement
of Purpose, which are central to P&G’s organization, act as
guidance for the development of our entire organizational
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CEO Statement

A.G. Lafley
Chairman of the Board,
President and Chief Executive

P&G is 169 years old. For perspective, there are fewer than
50 U.N. member nations that have been around longer. Only
four of the 50 largest companies in the United States have
been in business as long.

So I think a lot about what has enabled P&G to sustain growth
over such a long period of time.

We take pride in serving more than 3 billion consumers every
day and creating value for shareholders. This is necessary but
not sufficient. We must not only sustain growth. We must
also contribute to the sustainability of the world we live

and work in today, for the benefit of our children and
grandchildren tomorrow.

Companies like P&G are a force in our world. Of the world’s
100 largest economic entities, 42 are corporations.

The challenge is to figure out where and how a company like
P&G can make the most meaningful difference. We need to
ask ourselves how we can use our technologies, our human
capital and our global presence and experience to help ensure
a sustainable future for the people who need help and hope
the most. These are important questions because the best way
to ensure P&G efforts are sustainable is to link them to our
core capabilities and unigue strengths.

Today, we are focused on helping children in need Live, Learn and
Thrive. Our signature program is Children’s Safe Drinking Water.

Our Purpose inspires us.
Our Values unite us.

And our strengths enable
us to make small but
meaningful differences

in people’s lives,

every day.
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We work with a global network of partners, NGOs, governments
and other companies to provide our unique PUR Purifier of Water
in places like Haiti, Uganda, Malawi, Kenya, Ethiopia and the
Dominican Republic. These are countries where drinking unsafe
water kills more than 4,000 babies and young children every

day. We also work with relief partners to provide safe water in
emergency situations, such as the South Asia tsunami and the
Pakistan earthquake.

Quite frankly, PUR Purifier of Water was not a commercial
success. The people who need it most are least able to afford
it. But we stuck with the program because we believed it
was the right thing to do and we knew we could make a
difference. And we created an innovative, market-based
distribution model that makes it economically feasible to get
this product where it's needed most. We've provided more
than 50 million packets, purifying more than 500 million liters
of water, since the program began.

I'm particularly proud that Phil Souter and Colin Ure, who
invented this life-saving technology, were recognized this past
year by the Intellectual Property Owners Education Foundation
as the 2006 Inventors of the Year. When all is said and done, it
is our people who make P&G the great organization it is.
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Vision

Peter R. White
Director,
Global Sustainability

For P&G, the past year has been one of combination, transitions
and seeing the long-term benefits of our commitment

to all three pillars of sustainable development: economic
development, environmental protection and social responsibility.

The “combination” occurred at our topmost level: In October
2005, two great, innovative companies — Gillette and P&G

— became one. Both companies have individual histories of
embracing and leading industry change. This includes leadership
in sustainable development, and we will continue, together, to
make sustainability integral to our success.

The “transition” occurred this past spring and summer, when
our philanthropy and sustainability organizations merged.
The new organization is overseeing the totality of our
sustainability commitment, from our responsibility to society
to finding business-building value and opportunity in our
approach to sustainability.

It was our work on safe drinking water — our delivery of a

total of 500 million liters of safe water in 10 countries — that
demonstrated the synergies available to us. Our work to provide
safe water in disaster relief situations has proven integral to
creating freestanding social markets, with our NGO partners,
which provide safe water on a sustainable basis to the poorest
areas on our planet.

With the combination of our philanthropy and sustainability
groups, we have combined our philanthropy/corporate

P&G’s commitment to
sustainability brings
people a better quality
of life now and for
generations to come.
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contributions and sustainability reports. We hope you will find
that this new report more comprehensively addresses your
questions about and interest in our commitment to sustainable
development, and to society in general.

Our commitment to sustainability comes alive on our brands
as well. Our Pampers brand, which has been working toward
sustainability for two decades, is a good place to see the
benefits. Pampers shows how long-term commitment to
sustainable development, across all three of its pillars, leads to
long-term growth in equity of P&G’s business and its brands.
And it shows how far we've come from the days when, too
often, we looked at sustainability as a series of one-time
initiatives and innovations. Elsewhere in this report, | urge you
to read in more detail about how Pampers is touching all three
pillars of sustainability — shrinking its environmental footprint,
delivering a better quality of life to both baby and caregiver, and
growing the business of our largest brand.

Finally, I would like to take this opportunity to thank one of
P&G’s sustainability pioneers — George Carpenter, Director

of Global Sustainability — who retired this October. George
has defined environmental quality and sustainability, both
within P&G and externally. For 34 years, he led and shaped
P&G's strategies, programs and relationships in every aspect
of environmental quality, workplace health and safety, and
corporate social responsibility. In 1999, he led the creation

of P&G’s sustainability group. From the outset, George was
determined to make sustainability a business driver. Today
our business units embrace sustainability more strongly than
ever, and we have robust systems to ensure we deliver on our
commitments. Much credit for this goes to George. We thank
him and wish him the best.
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P&G Profile

This happens because
P&G provides branded products of superior
quality and value to improve the lives
of the world’s consumers. This results in
leadership sales, profit and value creation,
allowing employees, shareholders and the
communities in which we operate to prosper.
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Introduction

P&G products
are sold
in more than

180

countries

P&G has
operations
in more than

30

countries
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Now in its 169th year, P&G has built
a strong foundation for consistent,
sustainable growth.

P&G's world headquarters is located in Cincinnati, Ohio, U.S.A.

The Company markets 300 branded products in more than
180 countries. We have on-the-ground operations in over 80
countries and employ nearly 140,000 people.

P&G is a publicly owned company. Its stock is listed and traded
on the New York and Paris exchanges.

As of July 3, 2006, there were approximately 2,086,000
common stock shareowners, including shareholders of
record, participants in the Shareholder Investment Program,
participants in P&G stock ownership plans and beneficial
owners with accounts at banks and brokerage firms.

This is the eighth Sustainability Report for P&G’s worldwide
operations. Data in this report covers the period from July 1,
2005, through June 30, 2006. Financial information is given in
U.S. dollars.

For more information on P&G'’s investor relations,
please visit our website at:
www.pg.com/investors/sectionmain.jhtml

Please visit www.pg.com for the latest news and in-
depth information about P&G and its brands.


http://www.pg.com/investors/sectionmain.jhtml
http://www.pg.com

P&G Profile
Introduction

Global Key Brands
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Of P&G's 300 branded products around the world, these are the ones we consider our key brands.

Net Sales
by GuU(1)
GBU Segment Key Products Key Brands (in billions)
BEAUTY AND HEALTH Beauty Cosmetics, Deodorants, Feminine Care, Always, Head & Shoulders, Olay, Pantene, $29.0
Fine Fragrances, Hair Care, Hair Colorants, Wella, Cover Girl, Gillette Series,
Personal Cleansing, Professional Hair Care, Herbal Essences, Hugo Boss, Nice 'n Easy,
Skin Care Old Spice, Safeguard, Secret, SK-Il, Tampax
Health Care Oral Care, Pharmaceuticals, Actonel, Crest, Oral-B, Asacol, Fixodent,

Personal Health Care

Metamucil, Pepto-Bismol, Prilosec OTC, PUR,
Scope, ThermaCare, Vicks

HOUSEHOLD CARE Fabric Care and

Fabric Care, Dish Care, Surface Care,

Avriel, Dawn, Downy, Tide, Ace, Bold, Bounce, $33.5

Home Care Air Care, Commercial Products Group Cascade, Cheer, Dash, Fairy, Febreze, Gain,
Mr. Clean, Swiffer

Baby Care and Diapers, Baby Wipes, Bath Tissue, Bounty, Charmin, Pampers, Dodot, Kandoo,

Family Care Kitchen Towels, Facial Tissue Luvs, Puffs, Tempo

Pet Health, Snacks Coffee, Pet Health, Snacks Folgers, lams, Pringles, Eukanuba, Millstone

and Coffee

GILLETTE GBU Blades and Razors

Men’s and Women's Blades and Razors

MACHS3, Venus, Fusion, Gillette Sensor, Gillette $ 6.4
Double Edge, Gillette Atra, Prestobarba

Duracell and Braun Batteries, Electric Razors, Small Appliances

Duracell, Braun Activator, Braun 360 Complete,
Braun X'elle, Nanfu

(1) Offset by $0.7 billion of net sales generated by companies for which P&G exerts significant influence but does not consolidate, and other miscellaneous activities.

Billion-
Dollar
Brands
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Billion-Dollar Brands

P&G has 22 brands with annual sales of a billion dollars or more.

In alphabetical order:

Actonel
A prescription medication to treat and prevent
postmenopausal osteoporosis.

Always/Whisper
Women around the world count on Always and Whisper
feminine protection.

Ariel
Fabric cleaning and care at its best.

Bounty
Spills happen. With the Quilted Quicker Picker-Upper paper
towel, cleanup is easy.

Braun Electric Razor
Keeping millions of men well-shaved and well-groomed.

Charmin
America’s favorite bathroom tissue.

Crest
Oral care products, creating beautiful, healthy smiles
every day.

Dawn
No matter what your dishwashing need, Dawn has a product
that’s right for you.

Downy/Lenor
Laundry feels soft and smells fresh because of Downy
and Lenor.

Duracell
You can depend on powerful, long-lasting Duracell batteries.

Folgers
Millions of Americans wake up with Folgers coffee every day.

Gillette Gel
Get a close shave, with comfort.

Gillette MACH3 Razor
Battery-powered shaving. Push the button, feel the power.
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Head & Shoulders

Smooth, beautiful, flake-free hair. It's not what you’'d expect
in a dandruff shampoo. Head & Shoulders has 12 customized
formulas — one just for you.

lams
Nutrition for every life stage and lifestyle of your pet.

Olay
Designed for women of all ages to “love the skin they're in.”

Oral-B
Dental hygiene products used by dentists themselves.

Pampers
Millions of babies experience the comfort and dryness of
Pampers diapers.

Pantene
Hair around the world shines because of Pantene hair
care products.

Pringles
Potato chips: Once you “pop,” the fun doesn’t stop!

Tide
Tough cleaning power that gets out laundry stains.

Wella
Hair care products used in salons and at home.
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P&G’s Equity
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Our Purpose, Values and Principles guide everything we do, all over the
world. Our people bring them to life. Our Success Drivers define what

makes our people succeed.

Our Purpose

We will provide branded products and services of superior
quality and value that improve the lives of the world's
consumers.

As a result, consumers will reward us with leadership

sales, profit and value creation, allowing our people, our
shareholders, and the communities in which we live and work
to prosper.

Our Values

P&G is its people and the values by which we live. We attract
and recruit the finest people in the world. We build our
organization from within, promoting and rewarding people
without regard to any difference unrelated to performance. We
act on the conviction that the men and women of Procter &
Gamble will always be our most important asset.

P&G Values
Integrity
Leadership
Ownership
Passion for Winning
Trust

P&G
Brands

P&G Brands and P&G People are the
foundation of P&G’s success.
P&G People bring the values to life
as we focus on improving
the lives of the world’s consumers.

Integrity

¢ \We always try to do the right thing.

¢ \We are honest and straightforward with each other.

¢ \We operate within the letter and spirit of the law.

¢ We uphold the values and principles of P&G in every action
and decision.

® \We are data-based and intellectually honest in
advocating proposals, including recognizing risks.

Leadership

* \We are all leaders in our area of responsibility, with a deep
commitment to deliver leadership results.

* \We have a clear vision of where we are going.

¢ \We focus our resources to achieve leadership objectives
and strategies.

¢ \We develop the capability to deliver our strategies and eliminate
organizational barriers.

Ownership

® \We accept personal accountability to meet the business needs,
improve our systems and help others improve their effectiveness.

¢ We all act like owners, treating the Company’s assets as our own
and behaving with the Company’s long-term success in mind.

Passion for Winning
¢ \We are determined to be the best at doing what matters most.
¢ We have a healthy dissatisfaction with the status quo.
¢ \We have a compelling desire to improve and to win in
the marketplace.

Trust

® \We respect our P&G colleagues, customers and consumers,
and treat them as we want to be treated.

¢ We have confidence in each other’s capabilities and intentions.

* \We believe that people work best when there is a foundation
of trust.
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Our Principles
These are the Principles and supporting behaviors, which flow
from our Purpose and Values.

We Show Respect for All Individuals

¢ We believe that all individuals can and want to contribute to
their fullest potential.

¢ We value differences.

¢ We inspire and enable people to achieve high expectations,
standards and challenging goals.

¢ We are honest with people about their performance.

The Interests of the Company and the Individual

are Inseparable

¢ We believe that doing what is right for the business
with integrity will lead to mutual success for both the
Company and the individual. Our quest for mutual success
ties us together.

¢ We encourage stock ownership and ownership behavior.

We are Strategically Focused in Our Work

¢ We operate against clearly articulated and aligned objectives
and strategies.

¢ We only do work and only ask for work that adds value to
the business.

¢ We simplify, standardize and streamline our current work
whenever possible.

Innovation is the Cornerstone of Our Success

¢ \We place great value on big, new consumer innovations.

¢ \We challenge convention and reinvent the way we do
business to better win in the marketplace.

We are Externally Focused

¢ We develop superior understanding of consumers and
their needs.

¢ We create and deliver products, packaging and concepts
that build winning brand equities.

¢ We develop close, mutually productive relationships with our
customers and our suppliers.

¢ We are good corporate citizens.

We Value Personal Mastery

¢ \We believe it is the responsibility of all individuals to
continually develop themselves and others.

¢ We encourage and expect outstanding technical mastery
and executional excellence.
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We Seek to be the Best

¢ \We strive to be the best in all areas of strategic importance
to the Company.

¢ \We benchmark our performance rigorously versus the very
best internally and externally.

¢ \We learn from both our successes and our failures.

Mutual Interdependency is a Way of Life

¢ \We work together with confidence and trust across business
units, functions, categories and geographies.

¢ \We take pride in results from reapplying others’ ideas.

¢ We build superior relationships with all the parties who
contribute to fulfilling our Corporate Purpose, including our
customers, suppliers, universities and governments.

To read more on sustainable development guidelines

@ for business conduct based on P&G’s PVP, download
the brochure:
www.pg.com/content/pdf/01_about_pg/01_about_

pg_homepage/about_pg_toolbar/download_report/
values_and_policies.pdf

THINKS
AND ACTS
DECISIVELY

BUILDS DIVERSE,
COLLABORATIVE
RELATIONSHIPS

LEVERAGES
MASTERY

INNOVATES
AND

REAPPLIES CAPABILITY

OPERATES
WITH
DISCIPLINE
EMBRACES
CHANGE
)
Success Drivers

Success Drivers are the competencies that define how our
people succeed in today’s business environment. They are the
characteristics we look for in new employees, how we measure
performance in the Company, and the basis for our employee-
development and career systems.

IN TOUCH

P&G’s edge over competition — the advantage that's hardest for
competitors to duplicate — is P&G people.


http://www.pg.com/content/pdf/01_about_pg/01_about_pg_homepage/about_pg_toolbar/download_report/values_and_policies.pdf
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Organizational Structure

We have an organizational structure composed of three Global Business
Units (GBUs) and a Global Operations group. The Global Operations group consists
of the Market Development Organizations (MDOs) and Global Business Services (GBS). The
heads of the three GBUs and Global Operations each report to the Chief Executive Officer.

Global Business Units
Our three GBUs are Beauty and Health, Household Care and
Gillette GBU.

The GBUs leverage their consumer understanding to develop
overall strategy for our brands. They identify common
consumer needs, develop new products and build our brands
through effective marketing innovations.

Global Operations

The MDOs develop go-to-market plans at the local level,
leveraging their understanding of the local consumer and
customer. MDOs are organized along seven geographic
regions. (See next page for map.)

Global Business Services

GBS operates as the “back office” for the GBU and MDO
organizations, providing world-class technology, processes
and standard data tools to better understand the business
and better serve consumers and customers. GBS personnel, or
highly efficient and effective third-party partners, provide The MDO is focused on winning the “first moment of truth”
these services. — when a consumer stands in front of the shelf and chooses

a product from among many competitive offerings.

The GBU is focused on winning the “second moment
of truth” — when the consumer uses the product and
evaluates how well it meets his or her expectations.
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Organizational Stucture

The Three GBUs Operate in the Seven MDOs

Global Business Units (GBUs) Market Development Organizations (MIDOs) @ Asean, Australasia and India
* Business Strategy and Planning * Market Strategy @ Central & Eastern Europe, Middle East and Africa
¢ Brand Innovation and Design o Customer Development '
* New Business Development o External Relations @ Greater China
o Full Profit Responsibility ® Recruiting ® Latin America
e Beauty and Health @ North America
- Beauty .
— Health Care Northeast Asia
e Household Care @ Western Europe

— Fabric Care and Home Care

— Baby Care and Family Care

— Pet Health, Snacks and Coffee
e Gillette GBU

Corporate Functions

e Cutting-Edge Knowledge

e Transfer Best Practices

e Function Work Supporting
P&G Corporation

Global Business Services
Key Business Processes

e Accounting

¢ Info and Technology Services

¢ Order Management

e Employee Benefits & Payroll

>300 W cotoMarket

branded products understanding at
globally a local level Identify consumer
needs
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Organizational Structure

Plant Locations

P&G 2006 Global Sustainability and Philanthropy Report 12

Plant Name City Country GBU Owner Plant Name City Country GBU Owner
Akashi Akashi Japan Baby Care Huenfeld (Wella) Hiinfeld Germany Beauty

Albany Albany United States Family Care Hunt Valley Cockeysville United States Beauty

Alexandria Pineville United States Fabric & Home Care Ibadan Ibadan Nigeria Fabric & Home Care
Amiens Amiens France Fabric & Home Care Ibaraki (Wella) Ibaraki Japan Beauty

Anchieta Sao Paulo Brazil Fabric & Home Care lowa City lowa City United States Beauty

Apizaco Apizaco Mexico Family Care Jackson Jackson United States Snacks & Coffee
Auburn Auburn United States Feminine Care Jeddah Jeddah Saudi Arabia Baby Care

Augusta Augusta United States Fabric & Home Care Jijona Jijona Spain Baby Care

Aurora Aurora United States Health Care Kansas City Coffee Kansas City United States Snacks & Coffee
Avenel Avenel United States Fabric & Home Care Kansas City F&HC Kansas City United States Fabric & Home Care
Bangkok Bangkok Thailand Beauty Kuantan Kuantan Malaysia Fabric & Home Care
Bangkok (Wella) Samut Prakan Thailand Beauty Leipsic Leipsic United States Health Care
Barquisimeto Barquisimeto Venezuela Fabric & Home Care Lewisburg Lewisburg United States Health Care

Beijing Beijing China Fabric & Home Care Lima Lima United States Fabric & Home Care
Belleville Belleville Canada Feminine Care London London United Kingdom  Fabric & Home Care
Binh Duong Binh Duong Vietnam Fabric & Home Care Longjumeau Longjumeau France Health Care

Blois Blois France Beauty Louveira Louveira Brazil Feminine Care
Borispol Borispol Ukraine Feminine Care Lucca Lucca Italy Family Care
Brockville Brockville Canada Fabric & Home Care Manati Manati Puerto Rico Health Care
Budapest Csomor Hungary Feminine Care Manchester Manchester United Kingdom ~ Family Care
Cabuyao Cabuyao Philippines Fabric & Home Care Mandideep Bhopal India Fabric & Home Care
Cairo Cairo Egypt Fabric & Home Care Mariscala Apaseo El Grande Mexico Beauty
Campochiaro Campochiaro Italy Fabric & Home Care Matard Matard Spain Fabric & Home Care
Cape Girardeau Cape Girardeau United States Baby Care Materiales Lima Peru Fabric & Home Care
Casablanca Casablanca Morocco Fabric & Home Care Mechelen Mechelen Belgium Fabric & Home Care
Cayey Cayey Puerto Rico Beauty Medellin Medellin Colombia Fabric & Home Care
Chengdu Chengdu China Fabric & Home Care Mehoopany Mehoopany United States Family Care
Chonan Ch’onan Korea Feminine Care Mequinenza Mequinenza Spain Baby Care
Cincinnati Cincinnati United States Fabric & Home Care Mohammedia Mohammedia Morocco Fabric & Home Care
Coevorden Coevorden Netherlands Health Care Montornés Montornés del Valles Spain Feminine Care
Cologne (Wella) Cologne Germany Beauty Naucalpan Mexico City Mexico Health Care
Crailsheim Crailsheim Germany Feminine Care Nenagh Nenagh Ireland Beauty

Dammam Dammam Saudi Arabia Fabric & Home Care Neuss Neuss Germany Family Care

Dover Dover United States Baby Care New Orleans New Orleans United States Snacks & Coffee
Dzerzhinsk (Wella) Dzerzhinsk Russia Beauty Novomoskovsk Novomoskovsk Russia Fabric & Home Care
Epping (Wella) Epping South Africa Beauty Ordzhonikidze Ordzhonikidze Ukraine Fabric & Home Care
Escuintla Escuintla Guatemala Fabric & Home Care Orleans Saint Cyr En Val France Family Care
Euskirchen Euskirchen Germany Baby Care Oxnard Oxnard United States Family Care
Gattatico Gattatico Italy Fabric & Home Care Pescara Pescara Italy Feminine Care
Gebze Gebze Turkey Fabric & Home Care Phoenix Phoenix United States Health Care

Gillette Aarschot Aarschot Belgium Gillette Pilar Pilar Argentina Fabric & Home Care
Gillette Andover Andover United States Gillette Poissy (Wella) Poissy France Beauty

Gillette Barcelona Esplugues de Llobregat ~ Spain Gillette Pomezia Rome Italy Fabric & Home Care
Gillette Berlin Berlin Germany Gillette Porto Guifdes Portugal Fabric & Home Care
Gillette Bhiwadi Bhiwadi India Gillette Rakona Rakovnik Czech Republic Fabric & Home Care
Gillette Boston Boston United States Gillette Rothenkirchen (Wella) ~ Rothenkirchen Germany Beauty

Gillette Carlow Carlow Ireland Gillette Russellville Russellville United States Health Care

Gillette Cleveland Cleveland United States Gillette Sacramento Sacramento United States Fabric & Home Care
Gillette Dong Guan Dong Guan China Gillette Santiago Santiago Chile Baby Care

Gillette lowa City lowa City United States Health Care Sarreguemines (Wella) ~ Sarreguemines France Beauty

Gillette Kronberg Kronberg Germany Gillette Seaton Delaval Whitley Bay United Kingdom  Beauty

Gillette LaGrange LaGrange United States Gillette Sherman Sherman United States Snacks & Coffee
Gillette Lancaster Lancaster United States Gillette Shiga Shiga Japan Beauty

Gillette Lodz Lodz Poland Gillette Somersby (Wella) Somersby Australia Beauty

Gillette Manaus Manaus Brazil Gillette Stamford Stamford United States Beauty

Gillette Marktheidenfeld ~ Marktheidenfeld Germany Gillette St. Louis St. Louis United States Fabric & Home Care
Gillette Mexico City Naucalpan Mexico Gillette Takasaki Takasaki Japan Fabric & Home Care
Gillette Minhang Minhang China Gillette Talisman Mexico City Mexico Beauty

Gillette Nanping Nanping China Gillette Targowek Warsaw Poland Baby Care

Gillette Naucalli Naucalpan Mexico Gillette Tepeji Tepeji Mexico Baby Care

Gillette Newbridge Newbridge Ireland Health Care Tianjin Tianjin China Beauty

Gillette North Chicago ~ North Chicago United States Gillette Tianjin (Wella) Tianjin China Beauty

Gillette Reading Reading United Kingdom  Gillette Timisoara Timisoara Romania Fabric & Home Care
Gillette Shanghai Shanghai China Gillette Vallejo Mexico City Mexico Fabric & Home Care
Gillette St. Petersburg  St. Petersburg Russia Gillette Villa Mercedes Villa Mercedes Argentina Baby Care

Gillette Wallduern Walldtirn Germany Gillette Weiterstadt Weiterstadt Germany Health Care

Gillette Wrexham Wrexham United Kingdom  Gillette Witzenhausen Witzenhausen Germany Family Care

Goa Goa India Feminine Care Worms Worms Germany Fabric & Home Care
Green Bay Green Bay United States Family Care Xiging Tianjin China Beauty

Greenshoro Greensboro United States Health Care

Gross-Gerau Gross-Gerau Germany Health Care

Guatire Guatire, Miranda Venezuela Baby Care

Henderson Henderson United States Health Care Note: Data as of June 30, 2006

Huangpu Guangzhou China Beauty

Hub Hub Pakistan Beauty
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P&G's External Stakeholders

Consumers

News Media Stockholders
NGOs ‘ Business Partners
Governments Industry Associations

Stakeholders

A stakeholder is anyone who has an interest in or interaction
with P&G. Stakeholders can be internal, such as the
Company’s almost 140,000 employees and its Board of
Directors, or external.

External stakeholders include P&G’s consumers who use our
products 3 billion times a day, our customers and suppliers
with whom we do business, our shareholders, and the
communities in which P&G people live and work.

P&G manufactures
most products

at its own plants
in 40 countries.
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@ Consumers, Governments

Consumer Organizations Local, Regional, National
Agencies (such as Health Ministries,
® Stockholders Regulatory Boards)
Pan-National Commissions
Business Partners (such as EU)

Retailers, Wholesalers,
Distributors, Vendors,

Embassies, Diplomatic Missions

Contractors, Suppliers, ® NGOs
Advertisers, Trade Unions Health, Social Service, Education,
Environment
Industry Associations,
Professional Organizations, @ News Media
Scientific/Medical
Communities

Manufacturing Outsourcing

P&G, including Gillette, has more than 140 manufacturing
facilities in 40 countries. These facilities handle the majority of
P&G's production.

To ensure our products are affordable, our manufacturing
facilities must provide the best value for the Company. We
conduct regular reviews to ensure our facilities are highly
competitive, and this includes benchmarking versus third-party
manufacturers.

When it makes sense for the business and is the most
competitive solution, we use contract manufacturers. For
example, sometimes we use them when entering a new
market, before we determine whether we'll invest in building
our own facility there, or when we are introducing a new
product, so we can determine production needs prior to
investing in new capacity at a P&G facility. Sometimes we use
third-party manufacturers on a longer-term, ongoing basis
because it is the most cost-effective solution for the business.

The percent of P&G production supplied by contract
manufacturers varies according to the needs of the business
and the ability of P&G facilities to compete and win production
based on providing the best value. Currently, we rely on third-
party manufacturers for about 10 to 15 percent of our total
manufacturing volume.
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Financial Information
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P&G has met or exceeded its long-term sales growth goal for five
consecutive years and is now focused on delivering a full decade of
industry-leading top-line and bottom-line growth.

The Company reported net earnings of $8.68 billion for the
fiscal year ended June 30, 2006, an increase of 25 percent
compared to $7.26 billion in 2005.

Diluted net earnings per share were $2.64 in 2006, compared
to $2.66 in 2005.

Net sales were $68.22 billion in 2006, up 20 percent from
last year.

Our first discretionary use of cash is dividend payments.
Common share dividends grew 12 percent to $1.15 per share
in 2006, representing the 50th consecutive fiscal year of
increased common share dividends. Total dividend payments,
to both common and preferred shareholders, were $3.70
billion, $2.73 billion and $2.54 billion in fiscal 2006, 2005 and
2004, respectively

As part of P&G’s initiative to optimize resources to fit a
growing global business and to accelerate innovation and growth,
the Company operates its business through Global Business Units

(GBUs), as described under Organizational Structure.

Financial Highlights

Amounts in millions
except per-share amounts 2006 2005 2004

Net Sales ) $68,222 $56,741 $51,407
Selling, General and

....... Administratiye Expenses 21,848 18,400 16882
Income Taxes 3,729 3,058 2,749
Net Earnings 8,684 6,923 6,156

........ Per Common Share 2.79 270 234
Diluted Net Earnings
Per Common Share 2.64 2.53 2.20

Iqtgl Assets ) 135,695 61,527 57048
Long-Term Debt 35,976 12,887 12,554
Shareholders’ Equity 62,908 18,475 18,190

For more financial details, please see P&G's 2006
Annual Report:
www.pg.com/investors/annualreports.jhtml
This organizational structure accounts for why P&G does not
provide employee data, sales or profits by individual countries.

Some countries may provide this data in reports other than
this one.

Reportable % of % of Net
GBU Segment Net Sales*  Earnings*  Key Products Billion-Dollar Brands
BEAUTY AND HEALTH Beauty 31% 33%  Cosmetics, Deodorants, Feminine Care, Always, Head & Shoulders,
Hair Care, Personal Cleansing, Skin Care Olay, Pantene, Wella
Health Care 1% 13%  Oral Care, Pharmaceuticals, Actonel, Crest, Oral-B
Personal Health Care
HOUSEHOLD CARE Fabric Care and 25% 25%  Fabric Care, Air Care, Dish Care, Surface Care  Ariel, Dawn, Downy, Tide
Home Care
Baby Care and 18% 14%  Diapers, Baby Wipes, Bath Tissue, Kitchen Towels Bounty, Charmin, Pampers
Family Care
Pet Health, Snacks 6% 4%  Pet Health, Snacks, Coffee Folgers, lams, Pringles
and Coffee
GILLETTE GBU Blades and Razors 5% 8%  Men’s and Women's Blades and Razors Gillette, MACH3
Duracell and Braun 4% 3%  Batteries, Electric Razors, Small Appliances Braun, Duracell

* Percent of net sales and net earnings for the year ended June 30, 2006. Figures exclude results held in the Corporate segment and include Gillette results only for the nine months ended June 30, 2006.


http://www.pg.com/investors/annualreports.jhtml
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Awards and Recognitions
P&G annually receives recognition for its work, its character, its
brands and its community contributions. We are highlighting a
few and listing some others.

P&G ranks on several Fortune magazine lists including:
* Most Admired Companies

e Global Most Admired

e MBA's Top Earners

P&G ranks among the top companies for Executive Women
(National Association for Female Executives), Women of Color
(Working Mother magazine), Working Mothers, (Working
Mother magazine), and Best Corporate Citizens (Business
Ethics magazine).
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Dow Jones
( Sustainability Indexes

P&G Tops Dow Jones
Sustainability Index

For the seventh consecutive year, P&G has been ranked as Super
Sector Leader (Personal & Household Goods) by the Dow Jones
Sustainability Index (DJSI).

According to Dow Jones, " Procter & Gamble is strongly committed
to the concept of sustainable development, and continues to lead
its industry in that regard. The company views sustainability as

an opportunity to innovate in products that improve the lives of
the world’s consumers... P&G emphasizes innovation in products
that serve basic needs of consumers in least developed countries.
The company’s high scores in the criteria of product impact and
strategies for emerging economies is a reflection of that fact. In
developed markets, P&G focuses on environmental excellence,
innovating in products such as cold-water cleaning technologies
that provide good performance as well as energy savings and
eco-efficiency. The company’s best-of-class scores in environmental
performance and reporting illustrate its success in these areas.”

The Dow Jones Sustainability Indexes (DJSI), launched in 1999,
are the first global indexes to track the financial performance of
the leading sustainability-driven companies worldwide. Only the
top 10 percent of the world’s 2,500 largest companies are
selected as components of the DJSI World based on their
sustainability performance.

To view the P&G DJSI 2006 Sustainability Leader report,
please visit

http://Amww.sustainability-indexes.com/djsi_pdf/Bios07/
Procter_Gamble_07.pdf


http://www.sustainability-indexes.com/djsi_pdf/Bios07/Procter_Gamble_07.pdf
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Major Acquisitions

On October 1, 2005, we completed acquisition of the Gillette
Company for approximately $53.43 billion. Gillette is

a leading consumer products company that had $10.48 billion
in sales in its most recent pre-acquisition year ended
December 31, 2004.

The acquisition of Gillette has added five billion-dollar brands
to P&G’s stable of 17 billion-dollar brands. It has more than

70 percent global market share of razors and blades, 40 percent
global market share in alkaline batteries and 36 percent share
of the global toothbrush market.

Major Divestitures

Proceeds from asset sales in 2006 were $882 million, primarily
due to the divestitures of Spinbrush, Rembrandt and Right
Guard, all required by regulatory authorities in relation to the
Gillette acquisition, and our Korea paper businesses.

Shareholders

There were approximately 2,086,000 common stock
shareowners, including shareholders of record, participants in
the Shareholder Investment Program, participants in the P&G
stock ownership plans, and beneficial owners with accounts at
banks and brokerage firms, as of July 3, 2006.

Contact:

Shareholder Services representatives are available
Monday - Friday, 9 - 4 EST at 1-800-742-6253
(1-513-983-3034 outside the U.S.A. and Canada)

Write to:

The Procter & Gamble Company
Shareholder Services Department
P.O. Box 5572

Cincinnati, Ohio, U.S.A. 45201-5572

For more information, please visit:

* Www.pg.com/investors/sectionmain.jhtml

¢ E-mail us at shareholders.im@pg.com

e Call for financial information at 1-800-764-7483
(1-513-945-9990 outside the U.S.A. and Canada)



http://www.pg.com/investors/sectionmain.jhtml
mailto:shareholders.im@pg.com
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Structure and Governance

P&G has an organizational structure
that leverages our knowledge and
scale at the global level with a deep
understanding of the consumer
and customer at the local level.

P&G’s unique organizational structure of
Global Business Units (GBUs) and

Market Development Organizations (MDOSs)
drives clear focus, accountability and
go-to-market capability.




Structure and Governance
Introduction
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The objective of our governance structure is to maintain corporate governance
principles, policies and practices that support management and Board

of Directors accountability. These are in the best interest of the Company and our
shareholders, and they are consistent with the Company’s Purpose, Values and Principles. We

believe that good governance practices contribute to better results for shareholders. Everything

we do is done with our commitment to “doing the right thing” in mind.

Corporate Governance and Management’s Responsibility
P&G has a strong history of doing what's right. Our employees
embrace our Purpose, Values and Principles. If you analyze what
has made our Company successful over the years, you may
focus on our brands, our marketing strategies, our organization
design, our ability to innovate. But if you really want to get at
what drives our Company’s success, the place to look is our
people. Our people are deeply committed to our Purpose,
Values and Principles. It is this commitment to doing what’s
right that unites us.

This commitment to doing what'’s right is embodied in our
financial reporting. High-quality financial reporting is our
responsibility — one we execute with integrity and within both
the letter and spirit of the law.

High-quality financial reporting is characterized by accuracy,
objectivity and transparency. Management is responsible

for maintaining an effective system of internal controls over
financial reporting to deliver those characteristics in all material
respects. The Board of Directors, through its Audit Committee,
provides oversight. They have engaged Deloitte & Touche LLP
to audit our consolidated financial statements, on which they
have issued an unqualified opinion.

Our commitment to providing timely, accurate and
understandable information to investors encompasses:

Communicating Expectations to Employees

Every employee — from senior management on down — is trained
on the Company’s Worldwide Business Conduct Manual, which
sets forth the Company’s commitment to conduct its business
affairs with high ethical standards. Every employee is held
personally accountable for compliance and is provided several
means of reporting any concerns about violations.

The Worldwide Business Conduct Manual is available
on our website at www.pg.com/company

Maintaining a Strong Internal Control Environment

Our system of internal controls includes written policies and
procedures, segregation of duties, and the careful selection
and development of employees. The system is designed to
provide reasonable assurance that transactions are executed
as authorized and appropriately recorded, that assets are
safeguarded, and that accounting records are sufficiently
reliable to permit the preparation of financial statements
conforming in all material respects with accounting principles
generally accepted in the United States. We monitor these
internal controls through control self-assessments by business
unit management. In addition to performing financial and
compliance audits around the world, including unannounced
audits, our Global Internal Audit organization provides
training and continuously improves internal control processes.
Appropriate actions are taken by management to correct any
identified control deficiencies.

Executing Financial Stewardship

We maintain specific programs and activities to ensure

that employees understand their fiduciary responsibilities

to shareholders. This ongoing effort encompasses financial
discipline in our strategic and daily business decisions and
brings particular focus to maintaining accurate financial
reporting and effective controls through process improvement,
skill development and oversight.

Exerting Rigorous Oversight of the Business

We continuously review our business results and strategic
choices. Our Global Leadership Council is actively involved

— from understanding strategies to reviewing key initiatives,
financial performance and control assessments. The intent

is to ensure we remain objective, identify potential issues,
continuously challenge each other and ensure recognition and
rewards are appropriately aligned with results.

Engaging our Disclosure Committee
We maintain disclosure controls and procedures designed to

continued on next page
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Corporate Governance and Management’s Responsibility
continued from previous page

ensure that information required to be disclosed is recorded,
processed, summarized and reported accurately and in timely
fashion. Our Disclosure Committee is a group of senior-level
executives responsible for evaluating disclosure implications

of significant business activities and events. The Committee
reports its findings to the CEO and CFO, providing an effective
process to evaluate our external disclosure obligations.

Encouraging Strong and Effective Corporate Governance

from Our Board of Directors

We have an active, capable and diligent Board that meets the
required standards for independence, and we welcome the
Board'’s oversight. Our Audit Committee comprises independent
directors with significant financial knowledge and experience.
We review significant accounting policies, financial reporting
and internal control matters with them and encourage their
independent discussions with external auditors.

Our corporate governance guidelines, as well as
the charter of the Audit Committee and certain
other committees of our Board, are available on our

website at
www.pg.com/company/our_commitment/corp_gov

Governance Structure

We believe that good governance practices contribute to
better results for shareholders. Our objective is to maintain
corporate governance principles, policies and practices that
support management and Board of Directors accountability.
These are in the best interest of the Company and our
shareholders, and they are consistent with the Company’s
Purpose, Values and Principles.

Governance starts with the Board of Directors, which has
general oversight responsibility for the Company’s affairs,
pursuant to Ohio’s General Corporation Law and the
Company’s Code of Regulations and Bylaws. In exercising its
fiduciary duties, the Board of Directors represents and acts on
behalf of the shareholders. Although the Board of Directors
does not have responsibility for day-to-day management of the
Company, it stays informed about the business and provides
guidance to management through periodic meetings, site visits
and other interactions.

The Board is deeply involved in the Company’s strategic
planning process, leadership development and succession
planning. The Board has several committees to facilitate its
oversight of the Company. These include Audit, Compensation
& Leadership Development, and Governance & Public
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Responsibility. The responsibilities of the Governance & Public
Responsibility Committee include oversight of organization
diversity, sustainable development, community and government
relations, product quality assurance and corporate reputation.
The Board of Directors and its committees operate under our
Corporate Governance Guidelines and Charters. Additionally,
the Board has adopted guidelines for determining the
independence of its members. As of June 2006, approximately
72 percent of our directors qualified as being independent.

The Board has approved a code of conduct, outlined in our
Worldwide Business Conduct Manual. This code applies to
all directors, officers and employees and is designed to help
ensure compliance with all applicable laws and Company
policies, including those related to sustainable development.
Shareholders may communicate with the Board of Directors
and submit shareholder proposals as described in the
Company’s proxy statement.

Executive Compensation

Executive compensation is based on principles that have served
the Company well and enabled it to increase shareholder value:
e Pay competitively.

e Pay for performance.

¢ Design compensation programs that support the business.

These principles have helped the Company develop and
retain extraordinary executive talent. P&G develops executives
from within, an achievement few other major corporations
have matched.

A substantial portion of compensation is composed of
variable, at-risk incentives, the majority based on the
Company’s long-term success. We benchmark the Company’s
pay structure annually and also review its business and
financial performance.

Additionally, we expect executives to uphold the fundamental
principles in the Company’s Statement of Purpose, Values and
Principles, plus the Worldwide Business Conduct Manual, the
Sustainability Report, and the Environmental Quality Policy.
These principles include integrity, maximizing the development
of each individual, developing a diverse organization, and
continually improving the environmental quality of the
Company’s products and operations. In upholding these
principles, executives not only contribute to their own

success but also help ensure the prosperity of P&G’s business,
employees, shareholders and the communities in which the
Company operates.


http://www.pg.com/company/our_commitment/corp_gov
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Stakeholder Engagement
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P&G works hard to be a good corporate neighbor and to improve lives
in the communities where we live and work.

Caring

Committed, Involved,
Knowledgeable, Passion
for making a real
difference.

Communities

Each P&G production facility has site-specific activities to
build constructive relationships with local authorities, local
industry associations, residential and business neighbors, local
action groups, thought leaders and news media. Depending
on individual communities’ cultures and interests, this can
range from regular official meetings during which new
information is shared or questions are answered, to more
informal meetings. This could be, for example, a reception
for the immediate neighbors, where information on the past
year and plans for the new year are discussed. P&G ensures
continuity in community interaction by meeting regularly
with local authorities to update them on plant news. In the
neighborhoods of many P&G operations, the Company
cooperates with and sponsors local events, so the whole area
benefits from the presence of a P&G site.

P&G recognizes the importance of improving the quality of
life in our local communities, and we support local initiatives
and encourage employee involvement. The most valuable
community support we provide usually involves not only
writing a check but also taking advantage of the intellectual
capabilities and energy of P&G people. We look for areas
where we can make a significant long-term, systemic
difference. This leads us to focus heavily on education and
health, with special emphasis on youth. It also leads us to build
alliances with strategic partners to achieve a better result than
we could alone. We look to our people in the area to work
with their local communities and government officials to learn
where we can make the biggest difference.

Authorities: Local - Regional — Global

P&G communicates with local, regional and global authorities
directly, as an individual company, as well as through industry
associations. Scientists and legal experts in the P&G External
Relations organization review existing and proposed legislation
that is relevant to the Company and work with authorities to
ensure that policies take the needs and experience of business
into account. This is done via meetings with the authorities
and comments on their position papers and industry position
papers. Activities like these can be very important to ensure
the Company’s needs are understood and considered when
decisions are being made that can influence P&G's business.

P&G Partners With Guangzhou
Government to Nab Counterfeiters

In Guangzhou, China, P&G began working this year with
senior government officials and anti-counterfeit authorities on
a program to eliminate manufacture of counterfeit products
there. This collaboration between the Guangzhou government
and P&G is the first local government-industry partnership of
its kind in China.

The highly industrialized Guangzhou area is one of the largest
sources of counterfeit products in China. Innovation is a top
priority for the Chinese government, and both national and
Guangzhou officials recognize that eliminating counterfeiting
is a precondition to innovation.

A number of manufacturers are under investigation, and
some production networks have already been shut down and
ringleaders arrested. P&G plans to expand this effort to other
areas in China with high levels of counterfeiting.
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NGOs: Local — Regional — Global

P&G frequently enters into dialogue with nongovernmental
organizations (NGOs) to understand their concerns and cares.
In order to work constructively with stakeholders, it is essential
to have their confidence and to be seen as a reliable and open
discussion partner. By building an open relationship we can
approach our NGO partners when issues arise. There is a wide
range of NGOs varying by area of interest (environmental,
consumer, animal welfare, etc.), by attitude (from extreme to
moderate) and by their geographic links (from local to global).
Depending on their characteristics, a number of NGOs can be
seen as the vocal spokespeople for the general public.

Consumer organizations exist in many countries. These
organizations contact companies to compare products

and voice comments they receive from their members.

P&G continuously provides consumer organizations with
information on new initiatives and cooperates with them in
answering consumer questions.

Fighting Bird Flu in China

Safeguard has joined with the Red Cross Society of China to
educate the public about prevention and transmission of bird
flu and to reduce bird flu's threat to communities.

Safeguard has developed a TV public service announcement
explaining the importance of washing hands with soap.
Safeguard is also designing and producing a key visual for use
by the Red Cross in its bird flu education materials.

Bird flu originated in Asia. The first human case in China
occurred in November 2005, despite the Chinese government’s
best efforts to prevent it by vaccinating poultry and culling
flocks. Experts fear that China‘s dense population increases the
chances of bird flu's spread.
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P&G’'s Commitment to Product Safety,

Chemicals Management and Sustainability

Household consumer products use a variety of chemical
ingredients to provide benefits to society, such as cleaner
homes and improved health and personal hygiene, thus
enabling an overall better quality of life. One expectation of
consumer products is that they will be safe, that their use will
not adversely affect human health or the environment.

Throughout its history, P&G has believed that the safety of

our products is a prerequisite for responsible business. Our
co-founder, James Gamble, stated in the mid-1800s that “if
you cannot make pure goods and full weight, go to something
else that is honest, even if it is breaking stone.” Today, this
philosophy is reflected in our Statement of Purpose: “We will
provide branded products and services of superior quality and
value that improve the lives of the world’s consumers.” Safety
is an intrinsic part of our products’ quality and value.

Our approach is based on the scientific assessment and

management of risk — the likelihood that people or the

environment will be exposed to harmful amounts of a

substance. Risk assessment is based on two factors:

1. how "toxic” or "hazardous” a chemical is and

2. how it is used, specifically the extent of exposure to humans
or the environment.

continued on next page
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P&G’'s Commitment to Product Safety,
Chemicals Management and Sustainability
continued from previous page

In recent years, some stakeholders have expressed concern

about using risk as the basis for product safety. These concerns

have been driven by several issues, including:

¢ Questions about whether the hazards of existing chemicals
have been sufficiently studied and whether chemical
exposures can be adequately understood.

e Frustration with the slow pace of developing publicly
available risk assessments.

* New scientific findings that have not been previously known
or evaluated.

As a result, some believe that it might be better to base
decisions on a chemical’s hazards alone. This has been coupled
with calls for the far-reaching use of the “precautionary
principle,” whereby substances that are classified as
“hazardous” would be broadly restricted, with little further
evaluation. We recognize the attraction of such a “black
and white” approach. However, we believe that it could
cause chemicals that are being safely used to be unjustifiably
removed from the market, potentially depriving society

of innovative and beneficial technologies. Furthermore,
experience has shown that even chemicals that could be
considered “non-hazardous” (e.g., soybean oil or even
water) can cause harm under certain circumstances, while
“hazardous” chemicals can be safely used (e.g., ethanol).

We recognize that continuing questions about the safety of
chemicals mean that industry must take a more collaborative
and open approach. Thus, we have initiated a variety of
industry partnerships, including: the collaborative assessment
of laundry and cleaning product ingredients in Europe
(Human and Environmental Risk Assessment — HERA
(www.heraproject.com); evaluations of “High Production
Volume Chemicals” in the United States, and Organization
for Economic Cooperation and Development; assessments
of flavors, fragrances, and colorants by European and

U.S. cosmetics products associations; work in Canada to
implement renewed chemicals legislation; the promotion of
risk assessment via the U.S. Alliance for Chemical Awareness
(www.chemicalawareness.com) and the American Chemistry
Council; development of a targeted risk assessment approach
in Europe, via the European Center for Ecotoxicology and
Toxicology of Chemicals, an industry-sponsored research
organization (www.ecetoc.org).

In addition, we are actively promoting the responsible
production and use of chemical products, and better
information sharing with the public. For example, we are
working with the European soap and detergent industry
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association (A.l.S.E.) on formulation improvements, as well

as providing consumer guidance on how to use detergents
properly (www.washright.com). We launched and then
expanded a P&G Internet site (www.scienceinthebox.com) to
help inform consumers and stakeholders about the science and
safety behind our European cleaning products. Very high public
interest in this site led to a similar site covering the science and
safety of skin and hair care products (www.pgbeautyscience.com)
and another site covering P&G's approaches to product safety
and views on a variety of chemical management and science
policy issues (www.pgperspectives.com). For more on this
work, see Science in-the-box, page 49.

From a policy standpoint, we continue to believe that

chemicals management programs should be based on:

1. Efficient risk-based priority-setting processes that use
hazard data and basic exposure information together to
identify issues of potential concern, followed by practical
risk evaluations that analyze chemicals in a tiered fashion to
resolve such issues.

2. Risk management decision making that combines
information on a chemical’s risks, benefits and costs with
an understanding of societal concerns; the risks, benefits
and costs of alternatives; and the use of appropriate
precautionary measures.

3. Communications that provide meaningful and relevant
safety information to stakeholders, such that they can make
knowledgeable decisions.

These policies are the foundation of what we do internally, as
well as what we encourage across government and industry.
Internally, they are enabled by collaboration between Research
& Development, Product Safety and Regulatory Affairs,
Manufacturing, External Relations and management. Our efforts
go beyond safety and risk to include product lifecycle issues such
as energy and resources use and waste management.

Collectively, we believe these activities and policies enable
continued progress toward sustainability and enable us to
provide safe, effective products that improve lives.


http://www.heraproject.com
http://www.chemicalawareness.com
http://www.ecetoc.org
http://www.washright.com
http://www.scienceinthebox.com
http://www.pgbeautyscience.com
http://www.pgperspectives.com
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Chemicals Move Uptown
Instead of to Disposal

With P&G's recent decision to acquire pharmaceuticals
technology rather than “discover” it internally, a major
chemicals cleanout has been going on at the Cincinnati facility
that used to research the Company’s “discovery” drugs. During
this cleanout, the hope was to reuse the chemicals from

decommissioned labs rather than throwing them away.

Health, Safety & Environment staff didn’t have to look far; a
nearby P&G facility was able to reuse almost 2 tons of laboratory
chemicals. This kept the chemicals out of disposal sites and
saved money on the purchase of chemicals for lab research.
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Principal Industry and Business Associations

P&G holds membership in many industry, business and
environmental associations whose activities are related to
the Company’s.

Europe, Middle East and Africa

Advertising Associations: WFA — World Federation of Advertising

Chemical Industry Associations: CEFIC — European Chemicals
Industry Association; DUCC — Coalition of Downstream Users

Cosmetics Industry Associations: COLIPA — Cosmetics & Fragrances
Industry

Detergent Industry Associations: AISE — Association Internationale
de la Savonnerie de la Detergence et des Produites d’Entretien

Employer Associations: UNICE — Union of Industrial & Employers’
Confederation of Europe

Environmental Associations: ECETOC — European Center for
Ecotox and Toxicology of Chemicals; EUROPEN — The European
Organization for Packaging and the Environment

Euro/American Business Associations: AECA — American European
Community Associations; EU Committee of AmCham

Food Associations: CIAA — European Food Industry Association;
CIES — Food Business Forum

Grocery/Brand Associations: AIM — European Brands Association

Multi-Stakeholder Associations: EPE — European Partners for the
Environment

Nordic Partnership: WWF and Industry Partnership in Nordic
Region to Target Sustainability to Rewarding Business

Paper Associations: EDANA — European Industry of Non-Woven
Products; HAPCO — European Industry of Hygiene Paper
Products

Pet Food Industry Association: PFMA — Pet Food Manufacturers
Association

Pharmaceutical Associations: AESGP / OTC Manufacturers
Association; FPIA — Pharmaceutical Industry Association

Waste Management Associations: ASSURRE — Association for
Sustainable Use and Recovery of Resources in Europe

North America
American Chemical Society
American Industrial Health Council
American Legislative Exchange Council
Association of National Advertisers
Business for Social Responsibility
Business Roundtable
Canada’s Research-Based Pharmaceutical Companies (Rx&D)
Canadian Chamber of Commerce
Canadian Chemical Producers Association
Canadian Manufacturers and Exporters
Canadian Consumer Specialty Products Association
Canadian Cosmetic, Toiletry and Fragrance Association
Consumer Specialty Products Association
Consumer Health Products Association
continued on next page
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Cosmetic, Toiletry and Fragrance Association

CSR Canada — Corporations Support Recycling

Food and Consumer Products Manufacturers of Canada
Global Environment Management Initiative

Grocery Manufacturers of America

Keep America Beautiful

National Conference of State Legislatures

National Environmental Development Association

National Food Processors Association

Non-Prescription Drug Manufacturers Association of Canada
Pharmaceutical Researchers and Manufacturers of America
Soap & Detergent Association

Soap & Detergent Association of Canada

The Council of State Governments

U.S. Council for International Business

Water Environment Research Foundation

Latin America

ABIPLA — Brazilian Association of Household Cleaning Products

ANAUA — Colombian Soaps and Detergent Manufacturers
Association

Argentinian National Industry Association

ASOQUIM — Venezuelan Association of the Chemical Industry

CANIPEC — Mexican Association of the Industry of Cosmetics
and Perfumes

Camara Nacional de la Industria de Aceites, Grasas, Jabones y
Detergentes, Mexico

Cdamara Nacional de las Industrias de la Celulosa y del Papel

Confederacion Patronal de la Republica Mexicana

CONCAMIN — Confederacién de Camaras Industriales

Asociacion Nacional de la Industria Quimica, Mexico

AMECE - Asociacion Mexicana de Estandares para el Comercio
Electronico

Asociacion Mexicana de Fabricantes de Pafal Desechable y
Similares, A.C. (AMPADE)
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CONAR - Consejo de Autorregulacion y Etica Publicitaria, Mexico

COMCE - Consejo Mexicano de Comercio Exterior

CONMEXICO - Consejo Mexicano de la Industria de Productos
de Consumo

CAVEME — Venezuelan Pharmaceutical Products Association

CEVEDES - Venezuelan Business Council for Sustainable
Development

ANDA - Venezuelan Association of Advertisers

CONINDUSTRIA — Industrial Confederation of Venezuela

CONAR - Chilean Advertising Self-Regulation and Ethics Council

SOFOFA — Manufacturers Industry Association

Chamber of the Cosmetic Industry of Chile

AmCham — Chilean American Chamber of Commerce

Chilean—Brazilian Chamber of Commerce

ANDA — National Advertisers Association Chile

Latin America Federation of Waste Management

Peru — Sociedad Nacional de Industrias

Asia

State Committee of Cosmetic Industry

Asia/Pacific Economic Cooperation

Australian Consumer & Specialty Products Association

China — Amcham membership

China — CC of Foreign Invested Enterprises GZ

China — Academy of Environment Science

China — Association of Enterprises with Foreign Investment

China — Association of Fragrance, Flavor and Cosmetic Industry

China — Daily Use Groceries Association

China — Detergent Products Industry Association

China — Environmental Health Safety Roundtable

China — Association of Surfactant, Soap and Detergent Industries

China — Hygiene Supervision Magazine

China — Hygienic Material & Technology Association

China — National Household Paper Industry Association

China - Standardization Association

China — Standardize Technological Consulting Service Center

China — China Toothpaste Industry Association

China — GD Associated Net for Anti-Counterfeit & High-Quality
Protection

China — GD Fragrance Flavor Cosmetic Branch of GD Light Industry
Association

China — Guangdong Quality Magazine

China — Guangdong Quality Management Association

China — Guangzhou Municipal Foreign Trade Investment Law
Association

China — Guangzhou Municipal Lawyers' Association

China — Guangzhou Quality Inspection Association

China — Guangzhou Trademark Association

China — GZ "Three"” Associations of Economic & Technological
Development District

China — GZ Association of Enterprises with Foreign Investment

China — GZ Education Fund Association

continued on next page



Structure and Governance
Stakeholder Engagement

Principal Industry and Business Associations
continued from previous page

China — GZ Industry & Commerce Administration Management
Institute Branch of Foreign Investment

China - Living Use Paper Specialized Committee of China Paper
Making Institute

China — National Bar Code Association

China — National Environment Hygiene Standard Specialized
Committee (MOH)

China — Perfume / Fragrance Magazine

China — Quality Management Association

China — State Committee of Cosmetics Industry Standardization
(SBQTS)

China — State Technical Committee of Paper Making Industry
Standardization

China — State Technology Committee of Food Industry
Standardization

China - Tianjin Association of Enterprises with Foreign Investment

Hong Kong — The Cosmetic and Perfumery Association of Hong
Kong

Hong Kong — The Hong Kong Association of the Pharmaceutical
Industry

India — Associated Chambers of Commerce and Industry of India

India — Confederation of Indian Industry

India — Federation of Indian Chambers of Commerce and Industry

India — Feminine & Infant Hygiene Association

India — Indian Soap & Toiletries Makers’ Association

Indonesia — Indonesian Cosmetics Association

Indonesia — Indonesian Food & Beverage Industry Association

Indonesia — Indonesian Moslem Scholar Association

Indonesia — Indonesian Pulp & Paper Association

Indonesia — Indonesian Tissue Paper Association

Indonesia — National Standardization Body

Indonesia — Pharmaceutical Industry Association

Japan — Japan Cosmetic Industry Association

Japan — Japan Health and Nutrition Food Association

Japan — Japan Hygiene Product Industry Association

Japan — Japan Soap and Detergent Association

Japan — Pharmaceutical Association of Japan

Korea — American Chamber of Commerce

Korea — Association for Fair Trade of Tissue & Hygiene Products

Korea — EU Chamber of Commerce

Korea — Korea Chemical Management Association

Korea — Korea Cosmetics Industry Association

Korea — Korea Food Industry Association

Korea — Korea Food Traders Association

Korea — Korea Hygiene Paper Product Association

Korea — Korea Paper Manufacturers’ Association

Korea — Korea Pharmaceutical Trade Association

Malaysia — American Malaysian Chamber of Commerce
(AMCHAM)

Malaysia — Federation of Malaysian Manufacturers — FMM Food
Manufacturer
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Malaysia — Malaysian International Chamber of Commerce and
Industry — MICCI

Malaysia — The Cosmetic, Toiletry & Fragrance Association of
Malaysia — CTFA

Philippines — Soap & Detergent Association of the Philippines

Philippines — Cosmetic, Toiletry & Fragrance Association of the
Philippines

Singapore — The Cosmetic, Toiletry & Fragrance Association of
Singapore — CTFAS

Taiwan — Taiwan Cosmetic Industry Association

Taiwan — Taiwan Paper Industry Association

Taiwan — Taiwan Soap & Detergent Industry Association

Thailand — Federation of Thai Industries

Thailand — Thailand Soap & Detergent Association

Worldwide

Conference Board

International Chamber of Commerce

Society of Environmental Toxicology and Chemistry
World Business Council for Sustainable Development

P&G works with
industry and
environmental
associations
around the world.
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Performance Indicators

At P&G, we proactively bring together
iInnovative ideas and resources to
create new products and services that
improve the quality of people’s daily
lives around the world, at all income
levels. P&G is particularly well-positioned to
do this because we are in touch daily with the
needs of the world’s consumers.

Economic Development Environmental Protection Social Responsibility
Investing in communities Investing in the environment  Investing in people



Performance Indicators
Introduction
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Sustainability performance can rest on three pillars: economic
development, environmental protection and social responsibility.
These pillars provide the organizing principles for the indicators, though these

cateqgories are highly interrelated and other organizing schemes are possible.

The Global Sullivan Principles

P&G was one of the founding members of the Global Sullivan
Principles. In accordance with the Global Sullivan Principles, we
support economic growth, social justice, human rights, political
justice and equal opportunity wherever we do business in the
world. The products we deliver, the consumers we serve, and
how we serve them are in line with these expectations. We
consider ourselves a global company and a global citizen.

At P&G, everything we do begins with our Purpose, Values and
Principles. We have reviewed and revised our policies to make
sure we are aligned with the Global Sullivan Principles.

We ensure our commitment to our employees through our
human resources system and profit-sharing program. Our
human resources system trains, educates and develops our
people. It offers flexible work arrangements, giving employees
the opportunity to meet both business and personal needs.
It instills our culture and policies to ensure that everyone is
treated fairly and has the opportunity to contribute to our
vision and mission. The profit-sharing program provides
employees with a stake in the Company’s future. Programs
such as these enable us to be a sustainable business and a
viable part of the communities in which we do business.

Key Sustainability Focus Areas

P&G remains committed to a future where you will measure
our sustainable development contribution in terms such as
disease elimination, lives saved, child development, and the
way a woman’s life is better because of the products and
services of Procter & Gamble.

At P&G, we proactively bring together innovative ideas and
resources to create new products and services that improve the
quality of people’s daily lives around the world, at all income
levels. P&G is particularly well-positioned to do this because we
are in touch daily with the needs of the world’s consumers.

To bring our sustainability efforts to life, we decided to focus
on areas in which we can most effectively make a positive
difference and which can involve all our businesses and
regions. After