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“We delivered another quarter with strong sales growth and made sequential
earnings growth progress despite significant and increasing cost headwinds...Our
focus remains on the strategies of superiority, productivity, constructive disruption
and continually improving P&G’s organization and culture.”

JON MOELLER - P&G PRESIDENT & CEO

These strategies have enabled us to build and sustain strong momentum, and they remain the right strategies to manage
through the near-term cost and operational challenges we're facing and to deliver balanced growth and value creation.
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Q3 FY 2022 by the Numbers:

ADJUSTED
FREE CASH FLOW
PRODUCTIVITY:

74%

CORE EPS
(EARNINGS PER SHARE):

t 6%
$1.33

OPERATING
CASH FLOW:

$3.28

DILUTED NET EPS
(EARNINGS PER SHARE):

t 6%
$1.33

ORGANIC
SALES:
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of F,

% In a competitive environment,
‘ in Q3 consumers continued to
choose P&G brands for the
value they deliver.

Q3 FY 2022 Organic Sales: Broad-based growth of 10%
Driven by volume +3%, pricing +5%, mix +2%

Q3 global
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Q3 FY'22:

All 10 global categories grew organic sales

Fabric Care, Baby Care and Feminine Care
each grew double digits
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Personal Health Care
grew more than 30%

@)

aggregate
market share

Q3 U.S.
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. Hair Care and Skin & Personal Care market share
China each grew low single digits bps
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Enterprise Markets:
With broad-based
growth across

up 12%
geographies

Home Care and Family Care
each grew mid-single digits
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Oral Care and Grooming

’ Down mid-single
each grew high single digits

Greater .
digits (vs. base period

category/country
combinations held
or grew share in Q3

36

of our
top 50

Focus Markets:
up 9%
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9 of 10 product categories grew share over
the past 3, 6 & 12 months - in U.S. and globally

Global share and US AOS P3M through Feb 2022

earnings release issued April 20, 2022, the associated webcast presentation, definitions of non-GAAP

See httpsy//www.pginvestor.com/event for P&G's full Q3 20
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measure, as well as cautionary information on forward-looking statements, which are based on current

measures and reconciliation to the most closely related G,
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assumptions and subject to risks and uncertainties that may cause actual results to differ materially.




