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Resumen 
 
El objetivo principal de este proyecto es observar de cerca el desempeño de la empresa 

Procter & Gamble y específicamente la influencia del impuesto rosa en una de sus marcas 

más reconocidas, Gillette. Nuestro propósito será investigar, analizando los estados 

financieros de Gillette de los años fiscales 2018 y 2019, si la compañía sería capaz de 

aumentar su valor sin el uso del impuesto rosa. Lo haremos desarrollando un método de 

análisis a través del cual elaboraremos diferentes hipótesis que nos ayudarán a conocer 

los efectos en costes y los cambios en precios en los estados financieros de Gillette. Esto 
permitiría a otras compañías poner en práctica esta metodología adaptando el sistema a 

sus circunstancias particulares. Este punto será crítico para el desarrollo correcto de esta 

tesis y nuestra ambición de demostrar un objetivo: abolir el impuesto rosa es bueno para 

el negocio. 
 
Keywords: impuesto rosa, método científico, precio basado en género, discriminación, 
marketing verde, impacto económico, impacto no económico. 
 
 
 

Abstract 
 
The main purpose of this project is to take a closer look at the performance of the company 
Procter & Gamble and specifically the pink tax influence on one of their most recognised 
brands, Gillette. Our purpose will be to investigate, by analysing Gillette’s financial 

statements from the fiscal years 2018 and 2019, if the company would be capable of 
increasing their value without the use of the pink tax. We will do so by developing an analysis 
method through which we will elaborate different hypothesis that will help us learn the 
effects of costs and price changes on Gillette’s financial statements. This would allow other 

companies to put this methodology into practice by adapting the system to their particular 
circumstances. This will be critical for the development of this dissertation and our ambition 
to prove our target: abolishing the pink tax is good for business. 
 
Keywords: pink tax, scientific method, gender-based pricing, discrimination, green 
marketing, economic impact, non-economic impact. 
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1. INTRODUCTION 
 
Much has been written about women as wage-earners, particularly the fact that they generally 
earn less than men. Nevertheless, it is less well known that women are disadvantaged as a 
consumer, frequently paying substantially more than men for similar goods and services; 
common products and services marketed towards women often cost more than similar 
products aimed at men. These taxed items don’t automatically centre around female hygienic 
products, but they frequently target this audience. 
 
Brands, retailers and manufacturers generally believe that women are less price-sensitive at the 
time of shopping, which means that they are willing to pay more. Despite the fact that there 
are legitimate drivers behind part of these price disparities and while recognising that 
sometimes companies spend more resources on elaborating products for females, these same 
companies often use this to their advantage by putting a great deal of resources into marketing 
these products to make them look more appealing and sell them as specialised or premium 
items as a way to increase profits. However, individual consumers do not have control over the 
textiles or ingredients used in the products marketed to them and must make purchasing 
choices based only on what is available in the marketplace. As such, choices made by 
manufacturers and retailers result in greater financial burden for female consumers than for 
male consumers. 
 
Our motivation to choose this subject comes from our need to comprehend in depth the causes 
and effects of the pink tax in our everyday lives and the consequences that this has at a business 
level. With this project, we aim to raise awareness amongst our peers and society and share the 
message that this phenomenon, which affects half of the population, is more prevalent than we 
all think. 
 
We believe that carrying further research in this area will be essential to improving 
understanding. Furthermore, we will challenge ourselves to take a closer look at the 
performance of the company Procter & Gamble and specifically the pink tax influence on one 
of their most recognised brands, Gillette. Our purpose will be to investigate, by analysing 
Gillette’s financial statements, if the company would be capable of increasing their value 
without the use of the pink tax. We will do so by developing an analysis method through which 
we will elaborate different hypothesis that will help us learn the effects of costs and price 
changes on Gillette’s financial statements. This will allow other companies to put this 
methodology into practice by adapting the system to their particular circumstances. This will be 
critical for the development of this dissertation and our ambition to prove our target: abolishing 
the pink tax is good for business. 
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2. WHAT IS THE PINK TAX? 
 
The pink tax is an invisible levy and the extra 
cost charged for products, frequently pink, 
aimed at a female target audience and 
generally more expensive than the same 
products sold to men. The goods and services 
that are intertwined with the pink tax vary 
greatly, actually, this tax is part of a woman’s 
entire consumer life cycle, since products 
range from girls’ toys, to feminine hygiene 
products and razors, dry cleaning, haircuts and medication. Manufacturers and retailers may 
claim that the price difference is due to higher costs for producing women’s products or 
providing services for them, but there is evidence1 that there are significant price differences 
for practically identical products. In some cases, the only variation is the colour of the item. 
 
Far from being a recent issue present in our modern society, the pink tax has been around for 
quite a while now and its presence can still be found across the globe; we can find a significant 
number of published cases in the United States, specifically in the state of California, since at 
least the early 1990’s. Driven by concerns on this matter, the state’s Assembly Office of 
Research published a report in 1996 in which it was revealed that 64%2 of dry cleaner stores 
checked in five major California cities had higher prices for services they offered for dry cleaning 
a woman’s blouse compared to a man’s button-up shirt. Years earlier, in 1992, the Department 
of Consumer Affairs (DCA) had already carried out an investigation about “price bias against 
women in the marketplace”, in which they found out that one of the main difficulties in helping 
consumers avoid pricing discrimination was the prevalent lack of information about prices being 
paid by other consumers, which meant that, back then, most female consumers were not aware 
that certain similar products were cheaper for male consumers. In 1993, another study in the 
state of California estimated that every woman effectively paid an annual “gender tax” of 
$1,351. 
 
As a result of these studies, in 1995, California3 became the first state to ban gender-based price 
differences for services like hair salons and dry cleaners. Massachusetts, Washington D.C., and 
some Virginia counties followed this initiative soon after. New York City brought in a similar law 
in 1998, banning gender-based pricing and requiring business owners to explain any differences 
in prices that appeared to be based on gender. 

 
1 https://www1.nyc.gov/assets/dca/downloads/pdf/partners/Study-of-Gender-Pricing-in-NYC.pdf 
2 http://leginfo.ca.gov/pub/95-96/bill/asm/ab_1051 1100/ab_1100_cfa_950831_152302_sen_floor.html 
3 https://leginfo.legislature.ca.gov/faces/codes_displaySection.xhtml?sectionNum=51.6.&lawCode=CIV 
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Going back to more recent times, the New York City Department of Consumer Affairs completed 
a study in 2005 that concluded to what extent female shoppers were paying higher prices than 
male consumers when buying similar products. The investigation, that considered an average 
consumer lifecycle, included baby to senior products, providing a glance into the experiences 
of female consumers of all ages. Approximately 800 products from over 90 brands sold at New 
York City retailers were compared with male and female versions. They were fully aware that 
making exact comparisons was difficult, which is the reason why products were chosen based 
on those that were similar in ingredients, textile, appearance, description and marketing. The 
goal was to lessen similarities between men’s and women’s items. The study found that, on 
average, women paid approximately 7%4 more than men for similar products. 
 
Despite the focus being mainly in the United States, we can gather from the above information 
that there are some parts of the world that have been investigating and fighting to overcome 
these price disparities and gender biased problems for many years now. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
4 https://www.whec.com/news/ny-lawmakers-debate-pink-tax-bill/5383532/ 
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2.1. RE-THINKING THE PINK TAX 

 

Although the way to a gender equal world is still a bit far away, more individuals, countries and 
organisations are gathering together every day to make this become a reality. In the retail area, 
this is precisely the same goal of a few, yet increasing every day, companies. Below we outline 
some of these companies and summarise their work towards this goal: 
 
§ Boxed 5 : in 2016, this online wholesale company eliminated the gender-based price 

discrepancies by adjusting the prices of some of its personal care products and feminine-
hygiene products. The retailer also created a “pink tax free” department on its website, 
listing all the products that are discounted to gender neutral prices. 
 

§ Billie6: e-commerce company founded in 2017 that manufactures and sells razors marketed 
to women priced the same as men. The company offers delivery service and a referral 
discount called “The Pink Tax Rebate” that allows customers to earn credit. 

 
§ Rinse7: laundry service company that charges the same prices for men and women clothes. 

 
§ Cards Against Humanity8: party card 

game in which one player has to ask 
a question from a black card and 
everyone else has to fill in the blank 
statements using words that are 
usually considered politically 
incorrected. In 2017, the company 
decided to release a “For her” 
edition of the game. The only 
difference with the original game was that it was packaged in a pink box and was $5 more 
expensive, but the cards were exactly like the original set. The game was created with the 
aim to send a critical message against price biased products. All profits from sales go to a 
political action committee 9  that works to help put pro-choice Democratic women 
candidates into elected office. 

 
 
 

 
5 https://www.boxed.com/blog/pink-tax 
6 https://mybillie.com 
7 https://www.rinse.com 

8 https://cardsagainsthumanityforher.com 
9 https://www.emilyslist.org/news/entry/cards-against-humanity-for-her 
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3. TAX ON HYGIENE PRODUCTS 
 
3.1. THE FEMININE HYGIENE SECTOR AND THE IMPACT OF TAXATION OR DE-TAXATION 

 

The Feminine Hygiene Sector – Definition 

 
Feminine hygiene is a general term used to describe personal care products consumed by 
women during menstruation (these products may also be called menstrual hygiene products), 
vaginal discharge, and other bodily functions related to the vulva 10 . They are crucial in 
maintaining a woman’s reproductive health as well as supporting proper intimate hygiene 
practices, key to avoiding infections. 
It mostly consists of the following products: 

§ Disposable: 
o sanitary towels, 
o tampons,  
o pantyliners, 

§ Reusable: 
o menstrual cups, 
o period panties, 
o cloth menstrual pads. 

 
However, it also includes products which function is to cleanse the vulva or vagina, such as 
douches, feminine wipes, internal cleaners, soap and deodorants. 
 
The Feminine Hygiene Sector – Figures and Quick Market Outlook 

 
In recent years, growing awareness about personal hygiene amongst women (particularly in the 
Asia-Pacific area, the leading market of feminine hygiene products) together with the 
inclination towards the use of convenient and handy sanitary products has created a huge 
global demand for feminine hygiene products. A recent market analysis11 carried out by IMARC, 
a leading market research company, has shown that the global feminine hygiene products 
sector was worth US$26 billions in 2019, and is expected to rise to US$37 billions by 2025, which 
represents a CAGR12 of 6.2% over a five-year period (2020-2025). Of the whole sector, sanitary 
towels/pads account for the largest revenue share, with 44.5% in 201713. 
 
 

 
10 Advances in Technical Nonwovens, 2016 
11 Feminine Hygiene Products Market: Global Industry Trends, Share, Size, Growth, Opportunity and Forecast 2020-2025, IMARC 
12 Compound Annual Growth Rate 
13 Persistence Market Research, 2018 



UPF Barcelona School of Management 

BYE BYE PINK TAX 

9 

Key players and leading manufacturers include: 
§ Procter & Gamble 
§ Edgewell Personal Care 
§ Energizer Holdings Inc. 
§ Unicharm Corporation 
§ Kimberly-Clark Corporation 
§ Kano Corporation 
§ Natracare Bodywise 
§ Lil-Let’s UK Ltd 
§ Glenmark Pharmaceuticals 

 
This market is pushed in particular by a sharp increase in awareness levels, rising income in 
developing countries (as more young women across the world become financially independent) 
and, in particular, in developed countries, by initiatives led by manufacturers to develop 
innovative, eco-friendly (in response to the health issues related to the use of toxic materials in 
some of the products) and easy to use solutions. 
 
Nonetheless, feminine intimate hygiene is still taboo in some major developing countries such 
as China and India, reason why a range of various awareness campaigns have been launched by 
organisations such as Women’s Voices for the Earth14 to help change this. 
 
Women and Feminine Hygiene – Cycles 

 
As we already know, feminine hygiene products exist to answer a variety of natural bodily 
functions associated with the feminine reproductive system. As a consequence, women’s 
reliance on those products is particularly high. From usually the age of 12 until they are 45 to 
55 years old (at which point women reach the menopausal stage and menstruation stops), 
women will menstruate an average of 2,100 days (3 to 7 days per cycle), equivalent to almost 6 
years of their lives15. 
 
Women and Feminine Hygiene – Cost 

 
Unsurprisingly, this need for feminine hygiene products comes at a cost. In the breakdown 
below, and using published research, we look at the most common products that help women 
deal with menstruation cycles, as well as the related cost over a lifetime16. We will include 
menstrual hygiene products, but also products bought as a direct result of having to cope with 

 
14 Feminine Hygiene Products Market Size, Share & Trends Analysis Report By Product (Menstrual Care, Cleaning & Deodorizing), By 
Distribution Channel (Supermarkets, Drug Stores), And Segment Forecasts, 2018 – 2025, Grand View Research 
15 SG Analytics, 2017 
16 https://www.huffingtonpost.co.uk/2015/09/03/women-spend-thousands-on-periods-tampon-tax_n_8082526.html?guccounter=1 
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menstruation cycles, such as new underwear (to replace those stained accidentally) and pain 
relief medication. We will also assume an average of 38 years of menstruation (from 12 to 50 
years old). 
 
§ Menstrual hygiene products: an estimated 70% of women use tampons as the method of 

choice during menstruation. Assuming the use of tampons only (some women might also 
own a menstrual cup or use a different method) at an average 4 euros a month17 (0,20 
cents per tampon), this amounts to a total of 1,824 euros over a lifetime. 

 
§ New underwear: the majority of women will also need to purchase new underwear as a 

result of accidental spillage during the cycle. With an estimate of 5 euros a pair of 
underwear and one pair permanently stained per cycle18, this amounts to a total of 2,280 

euros over a lifetime. 
 
§ Pain relief medication: an estimated 91% of women use pain relief medication to help ease 

any uncomfortable cramps during their period. If we assume that pain relief medication 
will cost about 5 euros per cycle and per month, this also totals to 2,280 euros over a 
lifetime. 

 
Based on the above analysis, we can conclude that women will spend an average of 6,384 euros 
over a lifetime with the sole purpose of coping with menstruation cycles.  
 
It is worth noting that the figures above represent an average and that the actual situation can 
vary substantially from one woman to another. The goal here is to raise awareness of the cost 
that these feminine hygiene products have. 
 
Women and Feminine Hygiene – Social Impact 

 
Another consequence of having to deal with menstruation every month is the fact that this 
topic is still considered taboo in most countries (and especially in developing countries as 
mentioned before) and society in general does not encourage discussions on menstrual 
experience. Menstruation and its management have important social and cultural implications 
which in turn may impact women’s lives19. In some parts of the world, the lack of knowledge 
when it comes to menstruation and feminine hygiene is such that it is common to see young 
girls missing school, or dropping school altogether, either due to a lack of physical provisions 
(availability in school of clean toilets, with easy access to soap and clean water) or due to anxiety 
and fear about the whole process. Social distancing can also be seen, usually due to “leakage 

 
17 At an average 5 days per month, changing tampons every 6 hours on average, this represents 20 tampons per cycle (= per month). 
18 https://www.huffpost.com/entry/period-cost-lifetime_n_7258780 
19 https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3637379/ 
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and dropping of sanitary material; smell and staining of clothes; teasing, fears of pregnancy; 
and experience of harassment by male students and teachers20”. 
 
While this affects mostly less developed and rural parts of the world (although developed 
countries also face this problem to a certain extent), menstruation is still widely seen as 
something that is wrong, that it is inherently unclean, weird and unnatural, when it is actually 
quite the opposite21. 
 
It is also worth mentioning the fact that a whole industry has been developed around cleaning 
products in relation to feminine hygiene, and that this industry plays largely on women’s fear 
of not feeling clean. 
 
 
3.2. TAXATION ON FEMININE HYGIENE PRODUCTS AND WHAT IT WOULD MEAN TO 

ELIMINATE IT 

 

Figures and Overview 

 

Often called the “pink tax”, the value-added tax (or sales tax) on feminine hygiene products is 
currently applied in a majority of countries across the world, with the exception of some, and 
thus is generally not being granted the tax exemption status which is usually given to products 
considered basic necessities. Despite the general consensus that tampons and comparable 
feminine hygiene products constitute basic and unavoidable necessities for women, such 
products effectively continue in many countries to be taxed the same as non-essential goods, 
or even in some cases as a “luxury” items. However, this increased cost can easily be seen as 
discriminatory against women and many campaigns are trying to make these products tax 
exempt (as we will explain below) with the support of the United Nations, who have linked 
menstrual hygiene to human rights22. 
 

 
 
 

 
20 https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3637379/ 
21 https://www.theguardian.com/society/2019/jun/05/the-taboo-around-menstruation-and-menopause-doesnt-only-hurt-women 
22 https://www.theguardian.com/commentisfree/2014/aug/11/free-tampons-cost-feminine-hygiene-products 
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Figure 3.1. Sales tax rates on feminine hygiene products in selected countries (2019) 

 
As we can gather from the figures above23, the situation varies widely from one country to 
another, with some countries (including Ireland) having tax-free sanitary items, while on the 
other end of the spectrum, Hungary implements a 27% tax on similar products. As mentioned 
in the graphic, some countries are also in the process of reducing the tax level for feminine 
hygiene products, although it is worth noting that the plan is not yet for sanitary items to come 
tax-free, but merely a reduction. An important factor is also the fact that since 2015 and under 
the European Union's value-added tax law, zero rates are not allowed and any rate below 5% is 
not possible. This concerns value-added tax and differs from tax exemption, where (in the EU 
for example) some “supplies must be exempt, including certain activities in the public interest 
(such as medical and dental care, social services, education etc.)24”. This means that the only 
way to bring the tampon tax to zero percent is to have feminine hygiene products made tax 
exempt, in their capacity as basic necessity products. 
 
As an example of how this cost (cost of dealing with menstruation and added tax on top) affects 
women, in the United Kingdom (where the tax is “only” 5%, half of Spain and almost four times 
less than in Germany25) one in ten girls aged 14 to 21 is unable to afford menstrual management 
products26. In addition, one in seven have already struggled to afford it, and one in five have 
changed to a less suitable sanitary product due to cost alone. This financial hurdle added to the 
existing social stigma (as discussed previously) around menstruation certainly doesn’t help 
making the process a little less complicated. 
 

 
23 Note: as of January 1st, 2020, Germany will decreased taxation on sanitary products from 19% to 7%. 
24 https://ec.europa.eu/taxation_customs/business/vat/eu-vat-rules-topic/exemptions_en 
25 Note: following the exit of the United Kingdom from the EU in 2020, the tax is expected to then be abolished. 
26 https://plan-uk.org/media-centre/plan-international-uks-research-on-period-poverty-and-stigma 
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The Impact of De-taxation 

 

Across the world, we can see more countries like Germany, the UK or Spain trying to reduce 
taxation on feminine hygiene products (some, as discussed already, provide such products tax 
free). The problem, however, is that, although a reduction is a positive step, such a basic 
necessity is seen by many as applicable for tax exemption, the same as basic health care items, 
child support or education-related things. At any rate, those are certainly not products that 
should be considered a luxury. As an example, while feminine hygiene products are subject to 
a 5% tax in the UK and considered a “luxury”, men’s razors are not. In the United States, 
although things such as breast pumps, vasectomies and artificial teeth are sales tax-exempt and 
fall under the definition of medical care, tampons are not even exempted from sales tax in some 
states (including, for example, California and New York, two of the most populous states in the 
US)27. 
If reducing the tax by a few percents doesn’t necessarily represent substantial savings (it was 
estimated that cancelling the 5% tax in the UK (effectively bringing it down to zero) would save 
each woman about 50 euros over a lifetime28), it is however also true that the debate around 
getting rid of the tampon tax is “less an issue of costliness than it is of principle: menstrual care 
is health care, and should be treated as such”29. 
 
This does not mean that the financial aspect of being able to afford tampons and other 
menstrual hygiene products is not an issue. Period poverty30 is very real (in developed and 
developing countries alike), and as seen before, there is a share of women who struggle to 
afford menstrual hygiene products. But this particular problem can be dissociated from the 
question of whether those products should or should not be tax exempt and are addressed in 
a different manner. One of the main ways to go about it is to raise awareness, and several 
campaigns have emerged trying to share knowledge and fighting to make menstrual products 
accessible for free in schools, for example31. 
 
Getting rid of the tax on feminine hygiene products might not have a large impact financially 
for its consumers or might not reshape entirely the market, nevertheless it would represent a 
massive leap forward in terms of mentalities and how menstruation is seen in society. By 
recognising it as a health care and a basic necessity product, it would be made common 
knowledge that menstruation is a natural and important process in women’s reproductive 
health and intimate hygiene. 

 
27 https://www.theguardian.com/commentisfree/2014/aug/11/free-tampons-cost-feminine-hygiene-products 
28 https://www.theguardian.com/uk-news/2020/mar/06/budget-2020-chancellor-plans-to-finally-end-tampon-tax 
29 https://www.theguardian.com/commentisfree/2014/aug/11/free-tampons-cost-feminine-hygiene-products 
30 Period poverty is a global issue affecting women and girls who don't have access to safe, hygienic sanitary products, and/or who are 
unable to manage their periods with dignity, sometimes due to community stigma and sanction. [definition from ActionAid.org.uk] 
31 https://www.globalcitizen.org/en/content/amika-george-period-poverty-uk/ 
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4. INTRODUCTION TO THE CASE STUDY 
 
4.1. WHY GILLETTE? 

 

Founded in 1901 by King C. Gillette as a safety razor32 manufacturer, Gillette is an American 
brand of razors, shaving supplies and other personal care products, operating worldwide. Based 
in Boston, Massachusetts, it is now owned by the multi-national corporation Procter & Gamble 
since a merger back in 2005. Gillette’s brand value has dropped from $16 billions (1999) to $8 
billions (2019), due to a variety of factors, such as increased competition, public image scandals 
and the simple fact that growing a beard is getting increasingly popular, thus reducing the need 
for razors and shaving products. Despite that, it is still today considered as one of the major 
players in the personal care sector and held 52,8% of market shares for men razors and blades 
in the U.S. last year33. 
 
In addition of being a key actor in the personal care sector, Gillette’s case is also an interesting 
one for the public coverage (and outrage) it has sparked following the release of an advert in 
January 2019 destined to tackling ‘toxic masculinity’. Although widely praised for its message34 
(Berenice King, daughter of civil rights leader Martin Luther King Jr, even qualified it as being 
‘pro-humanity’), the advert that cumulates more than 34 million views as of May 2020 has also 
led people to highlight the company’s hypocrisy, accusing it of applying at the same time a ‘pink 
tax’ to its personal care line of products destined to women (via its Venus branch), with such 
products costing on average $3 to $4 more than similar products destined to men. This was 
backed-up by findings from a 2015 report from The New York City Department of Consumer 
Affairs which found that on average “women’s products cost 7% more than similar products for 
men” with the increase applying to a wide range of products, including personal care products 
(for which the price increase has been estimated at 13%35). It is also worth mentioning that only 
a few years earlier (2016), Gillette and Procter & Gamble were part of a group of corporations 
fined almost a billion euros by the French Autorité de la Concurrence (Authority for 
Competition) 36  for price-fixing on a range of domestic products, including personal care 
products. The investigation revealed that “between 2003 and 2006, executives from the 
companies met regularly and secretly to coordinate their commercial policies and discuss their 
pricing policies”. 
 

 
32 A safety razor is a razor that has the particularity of using a protective device positioned between the edge of the blade and the skin, hence 
reducing potential shaving-related injuries, and ultimately reducing the reliance on professional barbers. 
33 According to a study from Euromonitor. 
34 https://www.independent.co.uk/life-style/gillette-ad-commercial-pink-tax-controversy-toxic-masculinity-metoo-a8731821.html 
35 https://www.dailymail.co.uk/femail/article-6596095/Gillette-slammed-pink-tax-wake-controversial-ad-campaign.html 
36 https://archive.is/20170209165431/http://www.connexionfrance.com/court-appeal-price-fixing-fine-upheld-consumer-companies-gillette-
loreal-procter-gamble-sc-johnson-18567-view-article.html 
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The case of Gillette, which has very recently been brought to the spotlight for the reasons 
highlighted above, is particularly relevant on the matter of the pink tax and associated feminine 
hygiene products, as it involves on one side a consumer base that is more and more vocal and 
powerful, in part through the use of social media, and on the other side the manufacturer itself, 
which holds most of the decision-making power in terms of brand and product design, 
marketing and sales, while interactions are also influenced by various legal authorities, which 
are expected to bring an element of fairness to the market via regulations and sanctions. 
 

 

4.2. THE SCIENTIFIC METHOD 

 
4.2.1. Introduction 
 

Background 

 

The scientific method is a way of acquiring knowledge that dates back to the 17th century, at a 
time when science was at its beginnings. The principle behind the scientific method is a careful 
observation of a given situation and the application of rigorous scepticism about what is 
observed: indeed, the observer (via his or her own cognitive assumptions) usually tends to 
influence what he sees. The point here is to try and reach absolute objectivity. The process 
starts with the formulation of hypotheses, based on such observations; then experimental and 
measurement-based testing of deductions drawn from the hypotheses; and finally, refinement 
(or elimination) of the hypotheses based on the experimental findings. This method is applied 
broadly across many different fields of science. Empirical sciences such as social sciences also 
use this tool via statistics, decision theory, game theory, etc. 
 
Although a wide range of different models exist for the scientific method, which will vary from 
one field of science to another, there is in general a continuous process of observing the world 
around us. People are generally curious and often ask themselves questions about things they 
see or hear, and they then develop hypotheses about why things are the way they are. Once 
hypotheses are formed, they lead to predictions that will be then tested in various ways, as per 
the scientific method. As mentioned before, testing of the hypotheses comes from carefully 
controlled experimental data devoid of any personal cognitive assumptions (objectivity). 
Finally, depending on how well additional tests match the formulated predictions, the initial 
hypothesis may be refined, expanded or even rejected. From that data and the many different 
scientific investigations undertaken to explore hypothesis, scientists are able to develop broad 
general explanations, or scientific theories. 
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The five steps of the scientific method 

 
1. Observation: it all starts with an 

observation made about something, 
and the desire to make sense of it, 
understand it. 

 
2. Question: formulate a question 

based on the above observation. 
 
3. Hypothesis: take an educated guess 

about what you expect, which will 
become a statement used to predict 
the outcome of the upcoming 
experiment. 

 
4. Experiment: design and perform an 
experiment that will test the previously 
formulated hypothesis. 
 
 
 

 
5. Analysis: record observations made during the experiment and analyse the meaning of the 
data gathered. 
 
6. Conclusion: based on the above process, accept, fine-tune or completely reject the 
hypothesis. Unless the hypothesis is accepted (which does not mean it is correct!), modify the 
initial hypothesis and conduct steps 4 and 5 again. 
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4.2.2. The scientific method applied to the Gillette case study 
 
Observation 

 

The purpose of this work comes from the observation that a wide range of products and services 
tailored around women cost more to the female consumer compared to those same products 
and services destined to men. This price difference is known as the ‘pink tax’, an expression that 
is currently growing in momentum as people are becoming increasingly aware of this gap in 
prices. And if it can be recognised that companies might sometimes have to spend more 
resources when designing products and services intended to women (thus ending with a more 
expensive item down the line), evidence also shows 37  that even for practically identical 
products, the price difference remains. And that in some cases, the colour of the item is the 
only variation. 
 
The motivation behind the choice of this subject comes from our desire to raise awareness 
around us and shed some light into a phenomenon that affects more than half the population, 
and that is a lot more established than we might actually think. As a result, we are determined 
to understand in depth the causes and effects of the pink tax in everyday life, as well as the 
impact it has at a business level. By looking into the specific case of Procter & Gamble’s Gillette, 
we will analyse the company’s financial statements and try to determine whether a value 
increase would be a possible outcome of getting rid of the pink tax. 
 
 
Question 

 

Following the above part, and the formulation of the observation made which initiated this 
work, we now need to work out the key question that will guide our experimentation phase, 
after helping us define the various hypothesis related to this work. 
 
Considering the existence of the pink tax and the profoundly unfair aspect of it, we are looking 
into the potential action of eliminating it. But then we want to analyse and understand the 
impact this action would have financially (as well as the non-financial repercussions) and 
ultimately whether or not it could be beneficial to the company. 
 
For those reasons, the question that we are asking and aiming to answer is the following: ‘can 

abolishing the pink tax be good for business?’. 
 

 
37 https://www1.nyc.gov/assets/dca/downloads/pdf/partners/Study-of-Gender-Pricing-in-NYC.pdf 
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The investigative work and analysis that will follow will be focused on answering this particular 
question, by providing concrete evidence of a positive financial outcome. 
 

 

Hypothesis 

 

Now that we have our fundamental question and that we know what we are investigating, we 
need to formulate some hypothesis as to the outcome of the upcoming experiment. This 
hypothesis will be an ‘educated guess’ about what we expect, and will represent a statement 
that we will use, analyse and eventually validate or invalidate in order to reach a conclusion. 
 
After studying and discussing the impact of eliminating the pink tax from products and services 
intended to women, we expect this action to have a positive influence on Gillette as a company, 
not only from an economic point of view (income statement, working capital, ratios, etc.) but 
also from a non-economic point of view (brand image & customer satisfaction, shareholders 
satisfaction leading in turn to more investments, commitment to corporate social responsibility, 
etc.), all this putting Gillette in a stronger position in its market. 
 
 
Experiment 

 

This section of the scientific method is arguably the most important one, as this is where we 
will design and perform the experiment allowing us to come to a conclusion and formulate an 
answer to our initial question. The part below exposes in details the chosen experiment process, 
including the various steps undertaken, the assumptions made, the methods used to prove 
certain expectations and results, etc. 
 
We will start preparing for the experiment by looking at the current financial situation of 
Gillette, using the latest financial information available. We will do so using the company’s 2019 
financial statements, and our work will include the study of: 
 

§ Balance statements (including strengths and weaknesses, and a sector comparison) 
§ Income statements (including strengths and weaknesses, and a sector comparison) 
§ Treasury position (including a look at working capital) 
§ Ratios (analysis of a range of ratios, including liquidity, availability, debt, payable and 

receivable terms, ROI, ROE, etc. – this will also include a strengths and weaknesses 
analysis as well as a sector comparison) 

§ Profitability threshold and breakeven point 
§ Gillette’s Financial Statements 
§ SWOT analysis 
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This will give us an in-depth understanding of the current financial state of Gillette and will 
constitute the base upon which we will construct our experiment. 
 
Then, we will get into the actual experimentation phase. The designed process will be as follow: 

o Expected profit analysis: using real life data, we will establish potential financial returns 
if selling women razors at the same price as men’s. We will do this using two different 
assumptions: 

§ Assumption A: same production cost between razors for men and razors for 
women, 

§ Assumption B: different production cost between razors for men and razors for 
women (where producing razors for women is more costly). 

o Forecast of sales volume, as a result of the elimination of the pink tax, using the 
following methods (over 1 year): 

§ Qualitative method: including market research, analysis of consumers’ buying 
habits, historical analogy, study of competitors, Delphi method. 

§ Quantitative method: including a survey (online questionnaire to receive 
consumer feedback), price elasticity of demand. 

o Analysis of economic and non-economic impact of abolishing the pink tax, looking at 
how elements such as the income statement, the balance sheet, ratios and working 
capital, would change. 

 
 
Analysis 

 

In this section, we will record observations made along the experiment and we will analyse what 
the data gathered actually means. This will include using the findings of the experimentation 
phase to show preliminary insight into what the answer to the scientific question is, making 
sure that all cases are covered and no element is left unchecked, as well as putting together 
those findings so they can be used in the final part of this project. 
 
Using the previous section on forecasted sales volume, we will analyse the impact on business 
valuation (both the economic impact and the non-economic impact) after eliminating the pink 
tax. For that, we will use three scenarios that look at different sales forecasts: 

o Pessimistic scenario: where the level of sales doesn’t change, 
o Neutral scenario: where the level of sales increases by 15.05%, 
o Optimistic: where the level of sales increases by 21.92%. 

 
Again, we will look at elements such as the income statement, the balance sheet, breakeven 
point, working capital and ratios. While doing that, we will always be comparing (for each 
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scenario) a situation where the pink tax hasn’t been abolished, and a situation where the pink 
tax has been taken down. 
 
 
Conclusion 

 

Following the experiment itself and the analysis of the experiment’s findings, we will draw 
conclusions in order to validate or invalidate our initial hypothesis. The outcome of this whole 
process will allow us to eventually answer our scientific question: can abolishing the pink tax be 
good for business? 
 
 



 
 
5. THE GILLETTE CASE STUDY 
 
5.1. ANALYSIS OF THE COMPANY 
 
5.1.2. P&G financial statements: Income statement and Balance statement 
 

Amounts in millions except per share amounts; Years 
ended June 30 

2019 2019% 2018 2018% 

NET SALES $ 67,684 100% $ 66,832 100% 
Cost of products sold 34,768 51% 34,432 52% 
Selling, general and administrative expense 19,084 28% 19,037 28% 
Goodwill and indefinite lived intangibles impairment charges 8,345 12% -   
OPERATING INCOME 5,487 8% 13,363 20% 
Interest expense 509 1% 506 1% 
Interest income 220 0% 247 0% 
Other non-operating income/(expense), net 871 1% 222 0% 
EARNINGS FROM CONTINUING OPERATIONS BEFORE INCOME TAXES 6,069 9% 13,326 20% 
Income taxes on continuing operations 2,103 3% 3,465 5% 
NET EARNINGS FROM CONTINUING OPERATIONS 3,966 6% 9,861 15% 

NET EARNINGS FROM DISCONTINUED OPERATIONS -  -   
NET EARNINGS 3,966 6% 9,861 15% 
Less: Net earnings attributable to noncontrolling interests 69 0% 111 0% 
NET EARNINGS ATTRIBUTABLE TO PROCTER & GAMBLE $3,897 6% $ 9,750 15% 

 
Table 5.1. P&G’s Profit and Loss statement (2018-2019) 
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BASIC NET EARNINGS PER COMMON SHARE: (1)    
Earnings from continuing operations $1.45  $3.75 

Earnings from discontinued operations -  - 

BASIC NET EARNINGS PER COMMON SHARE $1.45  $3.75 

DILUTED NET EARNINGS PER COMMON SHARE: (1)    
Earnings from continuing operations $1.43  $3.67 

Earnings from discontinued operations -  - 

DILUTED NET EARNINGS PER COMMON SHARE $1.43  $3.67 

 
Table 5.2. P&G’s Earnings per share (2018-2019) 
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Amounts in millions; As of June 30 2019 2019% 2018 2018% 
ASSETS     
CURRENT ASSETS     

Cash and cash equivalents $ 4,239 4% $ 2,569 2% 
Available-for-sale investment securities 6,048 5% 9,281 8% 

Accounts receivable 4,951 4% 4,686 4% 

Inventories  0%  0% 
Materials and supplies 1,289 1% 1,335 1% 

Work in process 612 1% 588 0% 

Finished goods 3,116 3% 2,815 2% 
Total inventories 5,017 4% 4,738 4% 

Prepaid expenses and other current assets 2,218 2% 2,046 2% 

TOTAL CURRENT ASSETS 22,473 20% 23,320 20% 

PROPERTY, PLANT AND EQUIPMENT, NET 21,271 18% 20,600 17% 

GOODWILL 40,273 35% 45,175 38% 

TRADEMARKS AND OTHER INTANGIBLE ASSETS, NET 24,215 21% 23,902 20% 

OTHER NONCURRENT ASSETS 6,863 6% 5,313 4% 

TOTAL ASSETS $ 115,095 100% $ 118,310 100% 

 
Table 5.3. P&G’s Balance sheet: Assets (2018-2019) 
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LIABILITIES AND SHAREHOLDERS' EQUITY 2019 2019 % 2018 2018 % 
CURRENT LIABILITIES     

Accounts payable $ 11,260 10% $ 10,344 9% 
Accrued and other liabilities 9,054 8% 7,470 6% 
Debt due within one year 9,697 8% 10,423 9% 

TOTAL CURRENT LIABILITIES 30,011 26% 28,237 24% 
LONG-TERM DEBT 20,395 18% 20,863 18% 
DEFERRED INCOME TAXES 6,899 6% 6,163 5% 
OTHER NONCURRENT LIABILITIES 10,211 9% 10,164 9% 
TOTAL LIABILITIES 67,516 59% 65,427 55% 
SHAREHOLDERS' EQUITY  0%  0% 

Convertible Class A preferred stock, stated value $1 per share (600 shares authorized) 928 1% 967 1% 

Non-Voting Class B preferred stock, stated value $1 per share (200 shares authorized) — 0% — 0% 

Common stock, stated value $1 per share (10,000 shares authorized; shares issued:  
2019 - 4,009.2, 2018 - 4,009.2) 4,009 3% 4,009 3% 
Additional paid-in capital 63,827 55% 63,846 54% 
Reserve for ESOP debt retirement (1,146) -1% (1,204) -1% 
Accumulated other comprehensive income/(loss) (14,936) -13% (14,749) -12% 
Treasury stock, at cost (shares held:  2019 - 1,504.5, 2018 -1,511.2) (100,406) -87% (99,217) -84% 
Retained earnings 94,918 82% 98,641 83% 
Noncontrolling interest 385 0% 590 0% 

TOTAL SHAREHOLDERS' EQUITY 47,579 41% 52,883 45% 
TOTAL LIABILITIES AND SHAREHOLDERS' EQUITY $ 115,095 100% $ 118,310 100% 

 
Table 5.4. P&G’s Balance sheet: Liabilities and shareholder’s equity (2018-2019) 
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5.1.3. Gillette’s Financial Statements 
 

Amounts in millions except per share amounts; 
Years ended June 30 

2019 2019% 2018 2018% 

NET SALES $6,092 100% $6,015 100% 

Cost of products sold 3,129 51% 3,099 52% 
Selling, general and administrative expense 1,718 28% 1,713 28% 

Goodwill and indefinite lived intangibles impairment charges 751 12% -  
OPERATING INCOME 494 8% 1,203 20% 

Interest expense 46 1% 46 1% 

Interest income 20 0% 22 0% 
Other non-operating income/(expense), net 78 1% 20 0% 

EARNINGS FROM CONTINUING OPERATIONS BEFORE INCOME TAXES 546 9% 1,299 22% 

Income taxes on continuing operations 31 1% 17 0% 

NET EARNINGS FROM CONTINUING OPERATIONS 516 8% 1,282 21% 

NET EARNINGS FROM DISCONTINUED OPERATIONS -  -  
NET EARNINGS 516 8% 1,282 21% 

Less: Net earnings attributable to noncontrolling interests 9 0% 14 0% 

NET EARNINGS ATTRIBUTABLE TO PROCTER & GAMBLE $507 8% $1,268 21% 

 
Table 5.5. Gillette’s Profit and Loss statement (2018-2019) 
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Amounts in millions; As of June 30th 2019 2019% 2018 2018% 
ASSETS     
CURRENT ASSETS     

Cash and cash equivalents $551 4% $334 2% 
Available-for-sale investment securities 786 5% 1,207 8% 

Accounts receivable 644 4% 609 4% 

Inventories  0%  0% 
Materials and supplies 168 1% 174 1% 

Work in process 80 1% 76 0% 

Finished goods 405 3% 366 2% 
Total inventories 652 4% 616 4% 

Prepaid expenses and other current assets 288 2% 266 2% 

TOTAL CURRENT ASSETS 2,921 20% 3,032 20% 

PROPERTY, PLANT AND EQUIPMENT, NET 2,765 18% 2,678 17% 

GOODWILL 5,235 35% 5,873 38% 

TRADEMARKS AND OTHER INTANGIBLE ASSETS, 
NET 3,148 21% 3,107 20% 

OTHER NONCURRENT ASSETS 892 6% 691 4% 

TOTAL ASSETS $14,962 100% $15,380 100% 

 
Table 5.6. Gillette’s Balance sheet: Assets (2018-2019) 
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LIABILITIES AND SHAREHOLDERS' EQUITY         

CURRENT LIABILITIES         

Accounts payable $1,464 10% $1,345 9% 
Accrued and other liabilities 1,177 8% 971 6% 
Debt due within one year 1,261 8% 1,355 9% 

TOTAL CURRENT LIABILITIES 3,901 26% 3,671 24% 

LONG-TERM DEBT 2,651 18% 2,712 18% 

DEFERRED INCOME TAXES 897 6% 801 5% 

OTHER NONCURRENT LIABILITIES 1,327 9% 1,321 9% 

TOTAL LIABILITIES 8,777 59% 8,506 55% 

SHAREHOLDERS' EQUITY  0%  0% 

Convertible Class A preferred stock, stated value  
$1 per share (600 shares authorized) 121 1% 126 1% 

Non-Voting Class B preferred stock, stated value $1 per  
share (200 shares authorized) — 0% — 0% 
Common stock, stated value $1 per share (10,000 shares  
authorized; shares issued:  

 
2019 - 4,009.2, 2018 - 4,009.2) 521 3% 521 3% 
Additional paid-in capital 8,298 55% 8,300 54% 
Reserve for ESOP debt retirement (149) -1% (157) -1% 

Accumulated other comprehensive income/(loss) (1,942) -13% (1,917) -12% 

Treasury stock, at cost (shares held:  2019 –  
1,504.5, 2018 -1,511.2) (13,053) -87% (12,898) -84% 
Retained earnings 12,339 82% 12,823 83% 
Noncontrolling interest 50 0% 77 0% 

TOTAL SHAREHOLDERS' EQUITY 6,185 41% 6,875 45% 

TOTAL LIABILITIES AND SHAREHOLDERS' EQUITY $14,962 100% $15,380 100% 

Table 5.7. Gillette’s Balance sheet: Liabilities and shareholder’s equity (2018-2019) 
 



 
 

5.1.4. Annual accounts analysis (with pink tax) 
 
5.1.4.1. Income statement 
 

 
Table 5.8. Income Statement diagnosis (2019) 

 
 

 
Table 5.9. Income statement comparison with the sector (2019) 

 
 

INCOME STATEMENT DIAGNOSIS (2019) 

 

§ Income taxes only represent 1% of the net sales. This means that the company has 
a good taxation system within its country and most likely, obtains discounts from 
the government.  

§ Interests also represent only 1% of the net sales. This might seem positive at first 
sight; however, we should remember that the company has a total debt of 61%. 
Thus, from this percentage, we could conclude that the company is not fully facing 
its debts.  

 

§ Cost of sales of the company represent 50% of the net expenses, which is 
disproportional and expensive. This showcases that the company does not have a 
good budget control nor a good controlling system. 

§ Net earnings represent 8%. This is a low percentage in comparison to the sector.  

§ Administrative expenses represent 28%. This is a high percentage for a 
manufacturing company. 

 

PARTIES GILLETTE OPTIMAL SECTORIAL VALUE VARIATION 

NET PROFIT 8% 10% -2% 

EBIT 9% 12% -3% 

EBITDA 8% 12,23% -4,23% 

GROSS MARGIN 49% 42% +7% 
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COMPARISON DIAGNOSIS GILLETTE VS. SECTOR (INCOME STATEMENT) 

 
§ In the comparison table we can see that the net profit of the company is slightly less than 

the optimal percentage within the sector. This could indicate that the company is not as 
efficient in the management of their expenses as other companies in the same sector and 
therefore an improvement in this aspect would be needed. 

 
§ The net margin is higher than the average percentage of the sector. This also showcases 

how bad the management of the company is since even with a higher margin, the net profit 
is still below the optimal one.  

 
 
5.1.4.2. Balance sheet 
 

BALANCE SHEET DIAGNOSIS (2018-2019) 

 § The accounts receivable represents 4,3% of the assets. This means that the 
company has an excellent debit note management and their clients are not 
defaulters.  

§ The intangible assets represent 21% of the total assets. Indeed, the company has 
a considerable combination of this type of assets (goodwill, patents, etc.). 

§ The company is well capitalized since equity represents 41%. 

§ The company does not have an aggressive dividends policy since retained earnings 
represent an 82%. 

§ Debt is well distributed since current liabilities sum up 26%. However, we should 
not forget that although this percentage is not high, the company is already facing 
liquidity tensions. 

  

§ The goodwill amounts to 35% of the total assets. This is a considerable percentage 
for a goodwill and shows that the company is not managing its investments the 
right way. 

§ Property, plant and equipment represents 18% of the assets, this might be seen as 
risky for the company since most of its assets are volatile.  
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Table 5.10. Balance sheet diagnosis (2018-2019) 
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Table 5.11. Balance sheet comparison with the sector (2019) 

 
 
COMPARISON DIAGNOSIS GILLETTE VS. SECTOR (BALANCE SHEET) 
 
§ As we can see in the table above, Gillette is currently not at their best in comparison to 

their sector. The company’s balance sheet is significantly unbalanced in comparison to their 
respective market, and this is one of the main issues behind Gillette’s liquidity tensions. 

 
§ Gillette’s non-current assets are 40% higher than the optimal required percentage for the 

industry. Indeed, we can see here that the company is misusing and not taking full potential 
of their non-current assets. In this case, the company could either sell what does not add 
value to the company or make an economic use of it, for instance, renting of investment 
property. 

 
§ The company’s current assets are 40% below the average rate of the sector. This is the main 

cause of the company’s lack of liquidity. Undoubtedly, the company should increase their 
cash and inventories. 

 
§ In terms of equity, the company is not doing as bad as in the previous cases. In this sense, 

the company is 15% below the market average. Nevertheless, the company should 
capitalise more the company, for instance, by increasing their reserves. 

BALANCE SHEET COMPARISON TO THE SECTOR (2019) 

PARTIES GILLETTE VALUE OPTIMAL SECTORIAL VALUE VARIATION 

NON-CURRENT 
ASSETS 

80% 

 

40% + 40% 

CURRENT ASSETS 20% 60% -40% 

EQUITY 41% 56% -15% 

NON-CURRENT 
LIABILITIES 

33% 

 

10,50% + 22,5% 

CURRENT LIABILITIES 26% 33% -7% 

TOTAL 100% 100% - 
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§ Non-current assets are significantly higher than the optimal percentage in 22,5%. This 

means that the company is in more debt than it should be.  
 
§ Finally, we can see that in terms of current liabilities, the company is pretty stable, and 

even a bit better than the sector it belongs to. The problem is that, even with a low short-
term debt, the company is still not able to affront its duties because of their extremely low 
current assets. 

 
5.1.4.3. Treasury Position 
 

APPARENT WORKING CAPITAL  2018-2019 

2019 2018 DIFFERENCE 

-980 -639 341 

 
Table 5.12. Apparent working capital (2018 - 2019) 

 
 

NECESSARY WORKING CAPITAL 2018-2019 

2019 2018 DIFFERENCE 

222,1 247,1 25 

 
Table 5.13. Necessary working capital (2018 - 2019) 

 
 

TREASURY POSITION PER YEAR 2018-2019 

2019 2018 DIFFERENCE 

-1.202,1 -886,1 316 

 
Table 5.13. Treasury position per year (2018-2019) 

 
NECESSARY WORKING CAPITAL: Necessities (Inventory + commercial debts and other 
receivable accounts + Cash (10% of current liabilities) – Resources (total trade creditors and 
other payable accounts). 
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Necessary working capital: 

2019: (652 + 644 + (3.901 x 0,10)) – 1.464 = 222,1  
2018: (616 + 609 + (3.671 x 0,10)) –1.345 = 247,1 
 

CLARIFICATIONS  

§ In terms of necessities, we exclusively consider inventory, commercial debts and other 
receivable accounts and the minimum cash. 

§ We understand that the minimum required cash for the company’s main activities is 
10% of the total current liabilities since we do not own information that would allege 
anything different.  

§ In terms of resources, we consider exclusively the total trade creditors and other 
payable accounts.  

 

 
Table 5.14. Working capital diagnosis (2018-2019) 

 
 
 
 
 

WORKING CAPITAL DIAGNOSIS 2018-2019 

 

§ We do not detect any positive points. 

 

 § As we can see, the apparent working capital is quite negative, and it has worsened 
by 34,8% in the last year. This indicates that the company is in a critical situation 
in terms of solvency and most probably, this will cause liquidity tensions and 
incapacity to affront duties. 

§ The treasury position is negative and is worsening every year. 

§ In the other hand, the necessary working capital is positive in both years, even 
though it has slightly decreased in the last year. At first, this might seem a positive 
factor, however, a positive working capital means that there is a deficit and thus, 
the company will need external financing. 
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5.1.4.4. Ratios 
 

RATIOS COMPARISON OF THE SECTOR (2019) 

PARTIES GILLETTE OPTIMAL SECTORIAL VALUE VARIATION 

LIQUIDITY 0,74 1,78 -1,04 

AVAILABILITY 0,13 0,45 -0,32 

DEBT 0,58 0,44 +0,14 

DEBT QUALITY 0,44 0,76 -0,32 

ROTATION NON-
CURRENT ASSETS 

0,50 3,34 -2,84 

ROTATION CURRENT 
ASSETS 

2,08 2,23 -0,15 

PAYABLE TERM 170 53,92 +116,08 

RECEIVABLE TERM 38,58 

 

77,33 -38,75 

ROI 0,03 0,08 -0,05 

ROE 0,09 0,14 -0,05 

 
Table 5.15. Ratios comparison of the sector (2019) 
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Table 5.16. Ratios diagnosis (2019) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

RATIOS DIAGNOSIS (2019) 

 

§ Debt quality is good since the debt is well distributed in comparison to the market.  

§ The payable term to providers is considerably higher than the rest of the sector. This is a 
competitive factor that the company enjoys compared to its competition.  

§ The receivable term is also greater than the average sector. This means that clients pay 
on time and the company does not face debt notes issues.  

 § The liquidity of the company is considerably lower than the sector average. This is because 
as we saw before, the company’s current assets represent only 20% of the total assets, 
producing liquidity tensions.   

§ The money availability is also lower than the sector, the company should generate more 
cash.  

§ Gillette has more debt in comparison with the sector, nevertheless, the debt is well 
distributed. 

§ The rotation of non-current assets is minimal, which could mean that the company is 
underusing its assets.  

§ The ROI and ROE are slightly less than the average sector. This means that the company is 
not investing efficiently. 
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5.1.4.5. Profitability Threshold 
 

   2019 2018 

TOTAL SALES UDM. 6,092 6,015 

TOTAL COST OF SALES (3,129) (3,099) 

GROSS MARGIN 2,963 2,916 

TOTAL FIXED COSTS (2,469) (1,713) 

OPERATING INCOME 494 1,203 

EBIT 546 1,299 

TAXES (31) (17) 

NET PROFIT 516 1,282 

 
Table 5.17. Net profit of Gillette (2018-2019) 

 
 
BREAKEVEN POINT 
 
       CF                   
1 – (CV/V) 
 
 
With this breakeven point analysis, we can clearly see that the company has gotten worse in 
the last year. Although the company has sold slightly more, other factors such as cost 
management among others made the company earn significantly less than last year. As of 2019, 
the company would start to create profit from 5,076.32 monetary units, which is slightly more 
than what they actually sell. If they continue like this, the company could face some serious 
issues. 

§ DP 2019: 2,469/ (1 – (3,129/6,092)) = 5,076.32 monetary units 

§ DP 2018: 1,713 / (1 – (3,099/6,015)) = 3,533.5 monetary units 



 
 
5.1.4.6. SWOT analysis 

 
SWOT ANALYSIS GILLETTE 

STRENGTHS WEAKNESSES 

§ Association with Procter & Gamble: Procter and Gamble has a great deal of 

involvement with customer merchandise and solid research orientation. The 

trust that the name P&G evokes in customers’ minds is one of Gillette’s biggest 

competitive advantages. 

§ Persistent innovation: The company is credited with being one of the most 

creative organisations in the business. Their main product is a shaving razor yet, 

through a flood of developments, they have given to the item a significant 

number of augmentations. This craving for advancement is a centre quality of 

the brand. 

§ Problem-based approach: A razor is simply expected to get rid of undesirable 

hair or additional hair. However, the company has been able to create new 

needs and unconscious requirements as for shaving and thus, created items 

that address those new needs. e.g.  razors with attached soap.    

§ High operating margins: Razors are one of the most profitable businesses for 

P&G and currently Gillette operates with margins as high as 30% or more. 

§ Market sensitivity: Razors can be viewed as a worldwide product as one size 

fits the total sum of customers. Nevertheless, Gillette has been very touchy to 

social changes and has crafted items to suit necessities of clients in each market. 

§ High priced products: The company uses the same 

pricing strategy that it uses in the US in all its 

markets. They did not realise that in countries 

such as India people are unwilling and unable to 

pay such prices for razors.  

§ Lack of customer awareness:  Gillette has 

consistently been centred around enhancing and 

making need-based differentiation for their 

variants. However, the company failed to address 

initial instructions from the clients. Indeed, this is 

because most clients continue nowadays to see a 

razor as a simple item to remove unwanted hair. 

§ More razor parts: Some of the advanced products 

of Gillette have more than one spare part and they 

use advanced and expensive technology to 

assemble them. Unfortunately, the higher the 

number of spare parts, the higher the cost of 

assembly.  
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SWOT ANALYSIS GILLETTE 

THREATS OPPORTUNITIES 

§ Direct competition: Gillette was the market leader in the US until 

recent times and lately it has been facing numerous challenges 

from the competition. Major competitors include Unilever, Dollar 

Shave club etc. 

§ Advanced substitutes: Diode laser, wax, threading, etc.  

§ Non-sustainable spending: Consumer companies are trying to 

build non-sustainable models of spending. Consumer spending 

patterns are changing, and new businesses are finding it difficult 

to create customizable business models. 

§ Increased importance of beauty: The immense inflow of data have 

made clients progressively more and more aware about their 

appearance. They care about their problems, what causes them and 

how to solve them. This is a clear and very important opportunity 

for customer companies to depend on need-based differentiation.  

§ Growth potential: There is a growth of the middle class around the 

globe as well as heir purchasing power. Thus, the middle class has a 

set of needs that are growing and that means that there is more 

scope for new products in order to satisfy these growing needs.  

§ The inclination to spend: In developing economies, there is a rise in 

of salaries in view of the developing number of double pay family 

units. This propensity to spend has also increased their impulsive 

spending. 

 
Table 5.18. Gillette’s SWOT analysis 

 



 
 

SUMMARY OF THE CURRENT SITUATION 
 
After perusing our diagnosis on the current and real accounts of Gillette, we can see that the 
company is not at its best optimal moment and in the last year, things have gotten worse. As 
we previously saw, the company is currently suffering from bad management issues that make 
their margin and profit to be relatively low in comparison to the market. Thus, this is directly 
affecting the company’s working capital, which we have determined as the main issue of the 
company. This is because the working capital is so negative that it is causing very important 
liquidity. Indeed, according to our analysis and study, this could possibly improve with the 
abolition of the pink tax and that is why in section 5.2.3, we will be able to determine the 
economic and non-economic impact of eliminating this tax. Indeed, we will illustrate three 
different scenarios: pessimistic, neutral and optimistic. This way, we would take into 
consideration all potential variables and make sure to be prepared in case anything happens.  
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5.1.4.7. Current Challenge for Gillette 
 
It is worth remembering that Gillette is one of the largest mass consumer brands and a company 
with high repeat business thanks to its “closed” blade system (the blades only work with its own 
razors). Indeed, its business model based upon this closed system has made it a very profitable 
and, seemingly, stable business. Gillette’s major products include its signature razors, Duracell 
batteries, Braun and Oral-B brands dental care products. For many years, it was an independent 
company, best of its kind and with strong growth that was the subject of (and turned down), 
various takeover bids. 
 
On January 28th, 2005, Procter & Gamble, from now on referred to as P&G, announced the 
largest acquisition in its history to buy Gillette in a $57 billion deal. The deal combined some of 
the world’s top brands. P&G was the largest consumer products company in the world. Their 
products ranged from Crest toothpaste to Head & Shoulders shampoo. At that time, together 
with the Gillette brand, P&G had created for itself a very stable business model. It appeared to 
be a solid company, innovative and with a high degree of technological secrecy that made it 
very competitive. And yet recently, something changed. In the year of 2019, P&G reported a 
net loss of about $5.24 billion or $2.12 per share for the quarter ended June 30 due to the $8 
billion non-cash write down of Gillette (Note 4 to the Consolidated Financial Statements and in 
the Significant Accounting Policies and Estimates section of the MD&A of P&G 2019 Annual 
Report). 38It is clear that Gillette is currently facing several challenges. 
 
On one hand, according to a Euromonitor report, the 2010s technology altered the way 
consumers purchased razors and relaxed social norms prompted men to shave less often. In the 
past 5 years, the U.S. men's market for shaving products has shrunk by over 11%, the data firm 
said. Net sales in the grooming business, which includes Gillette, have declined in 11 out of the 
last 12 quarters. 
 
On the other hand, the threat of new competitors is very high, examples of this are the Dollar 
Shave Club acquired by Unilever and Harry’s, who recently joined Edge well Personal Care 
Company.39 If we look at the numbers, in the US Gillette has clearly been shaken by the Dollar 
Shave Club, which has grown rapidly since 2012 and already has an 8% share of the $3bn 
market. The company, created by Mark Levine and Mike Dubin in 2011 with a $20,000 initial 
investment, has over two million subscribers, has gone from sales of $4 million to $180 million 
(declared 2015) in barely 4 years and dominates “online blades & razors category”. In addition, 
there are other “Shaving Clubs” which are also competing for a share of the market, albeit to a 
far lesser extent. Thanks to its evolution, Dollar Shave Club has reached the #2 spot in the US 

 
38 https://www.reuters.com/article/us-proctergamble-results/pg-posts-strong-sales-takes-8-billion-gillette-writedown-idUSKCN1UP1AD 
39 https://connociam.com/en/dollar-shave-club-shake-gillette-business-model-digital-disruption/ 
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total blades and razors market, ahead of Schick (Wilkinson) in 2015. The company has attracted 
several investors, and is already investing in traditional mass media, as its main rival is doing.  
Moreover, besides existing external threats, there is also some intragroup competition. In 
response to the present complex situation, P&G has been cutting prices and investing in new 
products at its grooming business, hoping to claw back market shares from upstart shaving 
brands bought by rivals.  
 
For instance, P&G recently launched a razor called SkinGuard, designed for men with sensitive 
skin prone to irritation. Also, it is worth mentioning that P&G acquired Billie40, a women’s 
shaving products start-up whose current product portfolio includes razors, shaving cream, body 
wash and body lotion. The company has made headlines for its efforts to eliminate the “pink 
tax” on goods marketed to women. P&G believes the deal complements its female grooming 
portfolio, which includes Venus, Braun and Joy brands, and considers the fresh, digitally native 
brand is especially appealing to Millennial and Gen Z consumers. 
 
In summary, due to the above-mentioned significant factors, the top priority for Gillette at this 
moment is to find solutions against the challenges it faces and to invest in the ongoing 
development of the company. 
 
The question here is whether if the idea of elimination of “pink tax” would be effective and 
meaningful for the future growth of Gillette and will contribute towards bringing outstanding 
results. In the next part of this dissertation, we will try to figure this out by developing a 
scientific method that will allow us to analyse different hypothesis. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
40 https://news.crunchbase.com/news/pg-acquires-billie-a-womens-shaving-products-startup-with-35m-in-venture-funding/ 
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5.2. EXPERIMENTATION PHASE 
 
5.2.1. Expected Profit Analysis 

 
At present, Gillette's products for women are generally more expensive than their products for 
men. For instance, on the shelves of the supermarket Caprabo in the city of Barcelona, a Gillette 
Blue II razor for men with six blades has a cost of 3.09€, while the Gillette Venus Blue II razor 
for women with six blades costs 3.49€, 13% more expensive. 
 
From the customer’s point of view and especially for female customers, the only difference 
between the razors was how they were marketed to men and women by their colour packaging. 
Colours that are seen as masculine, such as black and blue, were marketed as male razors and 
colours that are viewed as feminine, such as purple and pink, were marketed as female razors.  
The price difference here is alleged gender-based price discrimination that critics state 
consumers face when buying items aimed at girls or women versus almost identical goods that 
are gender-neutral or designed for males.  
 
Despite this, Gillette explains the price difference by saying that the products are different. A 
spokesman said41: “Gillette and Venus products are different, designed to address different 
shaving needs while providing the best possible user experience”. 
“Pricing depends on a wide range of factors, including product technology, materials, demand, 
supply chain and promotional activity”. 
 
Based on the above two different statements from the two parties - the customers and the 
company -, in the next part of the dissertation, we will attempt to investigate the company’s 
profit change response to the elimination of the price differences between Gillette for men and 
Gillette Venus for women through an expected profit analysis under distinct situations by using 
two different assumptions. 
 
 
 
 
 
 
 
 

 
41 https://www.dailymail.co.uk/news/article-6604583/Gillette-charges-women-men-razors.html 
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ASSUMPTION A: THERE IS NO COST DIFFERENCE BETWEEN MEN’S RAZORS AND 
WOMEN’S RAZORS 
 
As we can observe in the income statement42, the company’s operating margin is 8%.  
 

Amounts in millions except per share amounts; 
Years ended June 30th 

2019  2019  
(%) 

NET SALES $ 6,091.560 100% 
Cost of products sold $ 3,129.12 51% 

Selling, general and administrative expense $ 1,717.56 28% 

Goodwill and indefinite lived intangibles impairment 
charges 

$ 751.05 12% 

OPERATING INCOME $ 493.83 8% 
 

Table 5.19. Gillette’s Operating income in USD (2019) 
 
We will obtain the following by changing the currency into Euro: 
 

Amounts in millions except per share 
amounts; Years ended June 30th 

2019  
 

2019 
(%) 

NET SALES 5,482,404€ 100% 
Total Fixed Cost 2,221,749€ 40.53% 

Total Variable Cost 2,816,208€ 51.37% 

OPERATING INCOME 444,447€ 8.11% 
 

Table 5.20. Gillette’s Operating income in Euro (2019) 
 

To carry out this exercise, we will assume the following results based on the current market 
prices and income statement for 2019 for their existing men’s razors and women’s razors. 
 
 
 
 
 
 
 

 
42 Please refer to Table 5.5. Gillette’s Profit and Loss statement 
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Price of Men's razors 3.09€ 100% Market Price of Men's razors 

Total Fixed Cost 1.25€ 41%  
According to Income Statement 

2019 Total Variable Cost 1.59€ 51% 

Operating Income 0.25€ 8% According to Income Statement 
2019 

 
Table 5.21. Operating income for men’s razors based on current market prices 

 
Price of Women's razors with 

pink tax 
3.49€ 100% Market Price of Women's 

razors 
Total Fixed Cost 1.25€ 36%  

Same cost as men's razors 
Total Variable Cost 1.59€ 45% 

Operating Income 0.65€ 19% Higher than men's razors 

 
Table 5.22. Operating income for women’s razors based on current market prices 

 
As there is no cost difference for these two lines of products, women’s razors have obtained an 
operating margin of 19%, while men’s razors have maintained the 8%. 
 
Under assumption A, the pink tax free product for women would be launched using the same 
retail price as for men as shown below. 
 

PROFIT OBTAINED FOR WOMEN ‘S RAZORS WITH PINK TAX-FREE RETAIL PRICE 

Price of Women's razors 
without pink tax 

3.09€ 100% Same price as Men's razors 

Total Fixed Cost 1.25€ 41%  
Same cost as Men's razors 

Total Variable Cost 1.59€ 51% 

Operating Income 0.25€ 8% Same operating margin as 
Men's razor 

 
Table 5.23. Operating income for women’s razors with pink tax free retail price 
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Below, we outline a comparison between the expected profits for women’s razor without the 
pink tax and the estimated profits for women’s razor with the pink tax. The profits obtained 
would vary based on customer demand, since variable costs would fluctuate while fixed costs 
would remain the same. 
 
 

Total Fixed Cost according to 
Income Statement 2019 in Euro 

% Gillette worldwide sales 
of women’s razors and 

blades 

Fixed cost of women's 
razors in Euro 

2,221,749,000 16% 355,479,840 

 
 

Table 5.24. Fixed costs of women’s razors 
 

 



 
 
 

COMPARISON BETWEEN WOMEN’S RAZORS WITHOUT PINK TAX AND WITH PINK TAX (IN EURO) 

 
 
 

Women 
Razors 

without 
pink Tax 

Price Demand of Razors Total Sales 
Revenue 

Total Fixed Cost Total Variable 
Cost 

Total Cost Profit or Loss % 
Operating 

Margin 
3.09 203,000,000 627,270,000 355,479,840 319,907,700 675,387,540 (48,117,540) -8% 
3.09 235,000,000 726,150,000 355,479,840 370,336,500 725,816,340 333,660 0% 
3.09 245,000,000 757,050,000 355,479,840 386,095,500 741,575,340 15,474,660 2% 
3.09 280,000,000 865,200,000 355,479,840 441,252,000 796,731,840 68,468,160 8% 

3.09 330,000,000 1,019,700,000 355,479,840 520,047,000 875,526,840 144,173,160 14% 
3.09 410,000,000 1,266,900,000 355,479,840 646,119,000 1,001,598,840 265,301,160 21% 
3.09 10,000,000,000 30,900,000,000 355,479,840 15,759,000,000 16,114,479,840 14,785,520,160 48% 

Women 
Razors 

with pink 
Tax 

Price Demand of Razors Total Sales 
Revenue 

Total Fixed Cost Total Variable 
Cost 

Total Cost Profit or Loss % 
Operating 

Margin 
3.49 162,000,000 565,380,000 355,479,840 254,421,000 609,900,840 (44,520,840) -8% 

3.49 185,300,000 646,697,000 355,479,840 291,013,650 646,493,490 203,510 0% 

3.49 193,000,000 673,570,000 355,479,840 303,106,500 658,586,340 14,983,660 2% 

3.49 215,000,000 750,350,000 355,479,840 337,657,500 693,137,340 57,212,660 8% 

3.49 250,000,000 872,500,000 355,479,840 392,625,000 748,104,840 124,395,160 14% 

3.49 300,000,000 1,047,000,000 355,479,840 471,150,000 826,629,840 220,370,160 21% 

3.49 10,000,000,000 34,900,000,000 355,479,840 15,705,000,000 16,060,479,840 18,839,520,160 54% 
Table 5.25. Comparison between women’s razors without pink tax and with pink tax (in euro)



 
 

 
Table 5.26. Conclusion of Assumption A 

 
If there is no cost difference between men's razors and women's razors, women's razors 
demand will need to increase by more than 30.23% and women's razors sales revenue will need 
to increase by no less than 15.31% in order to keep an operating margin of 8%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

CONCLUSION OF ASSUMPTION A 

 
Increase of Demand 

 
(280.000.000u - 215.000.000u) / 215.000.000u 

 
30.23% 

 
Increase of Sales 

 
(865.200.000€ - 750.350.000€) / 750.350.000€ 

 
15.31% 
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ASSUMPTION B: THERE IS A COST DIFFERENCE BETWEEN MEN’S RAZORS AND 
WOMEN’S RAZORS 
 
As we can observe in the income statement43, the company’s operating margin is 8%. 
 

Amounts in millions except per share amounts; 
Years ended June 30th 

2019  2019  
(%) 

NET SALES $ 6,091.560 100% 
Cost of products sold $ 3,129.12 51% 

Selling, general and administrative expense $ 1,717.56 28% 

Goodwill and indefinite lived intangibles impairment 
charges 

$ 751.05 12% 

OPERATING INCOME $ 493.83 8% 
 

Table 5.27. Gillette’s Operating income in USD (2019) 
 
We will obtain the following by changing the currency into Euro: 
 

Amounts in millions except per share 
amounts; Years ended June 30th 

2019  
 

2019 
(%) 

Net Sales 2019 5,482,404€ 100% 
Total Fixed Cost 2,221,749€ 40.53% 

Total Variable Cost 2,816,208€ 51.37% 

Operating income 444,447€ 8.11% 
 

Table 5.28. Gillette’s Operating income in Euro (2019) 
 
To carry out this exercise, we will assume the following results based on the current market 
prices and income statement for 2019 for their existing men’s razors and women’s razors. 
 

Price of Men's razors 3.09€ 100.00% Market Price of Men's razor 

Total Fixed Cost 1.25€ 41% According to Income Statement 2019 

Total Variable Cost 1.59€ 51% 
Operating Income 0.25€ 8% According to Income Statement 2019 

 
Table 5.29. Operating income for men’s razors based on current market prices 

 
43 Please refer to Table 5.5. Gillette’s Profit and Loss statement 
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Price of Women's razors with pink 
tax 

3.49€ 100% Market Price of Women's 
razors 

Total Fixed Cost 1.43€ 41% According to Income 
Statement 2019 Total Variable Cost 1.78€ 51% 

Operating Income 0.28€ 8% According to Income 
Statement 2019 

 
Table 5.30. Operating income for women’s razors based on current market prices 

 
According to what Gillette says44, the price difference comes from cost variation, the cost of 
women’s razors being higher than men’s razors, they have the same operating margin at 8%, 
nevertheless, the price for women’s razors is 13% higher compared to men’s razors. 
Under assumption B, the pink tax free product for women would be launched using the same 
retail price for men but maintaining the higher costs (fixed and variable) for women’s razors. 
 

PROFIT OBTAINED FOR WOMEN’S RAZORS WITH PINK TAX-FREE RETAIL PRICE 
Price of Women's razors 

without pink tax 
3.09€ 100% Same price as Men's razors 

Total Fixed Cost 1.43€ 46% Same cost as women's razors with pink 
tax Total Variable Cost 1.78€ 58% 

Operating Income -0.12€ -4% Lower unit operating margin than 
women's razors with pink tax 

 
Table 5.31. Operating income for women’s razors with pink taxfree retail price 

 
Below, we outline a comparison between the expected profits for women’s razors without the 
pink tax and the estimated profits for women’s razors with the pink tax. The profits obtained 
would vary based on customer demand, since variable costs would fluctuate while fixed costs 
would remain the same. 
 

Total Fixed Cost according to 
income statement 2019 in euro 

% Gillette worldwide 
sales of women’s razors 

and blades 

Fixed cost of women's 
razors 

2,221,749,000.00 16% 355,479,840.00 

 
Table 5.32. Fixed costs of women’s razors 

 

 
44 Please refer to section 5.2.1. Expected Profit Analysis 



 
 
 

COMPARISON BETWEEN WOMEN’S RAZORS WITHOUT PINK TAX AND WITH PINK TAX (IN EURO) 

 
 
 
 
 
 

Women 
Razors 

without 
pink Tax 

Price Demand of Razors Total Sales 
Revenue 

Total Fixed 
Cost 

Total Variable Cost Total Cost Profit or Loss % 
Operatin
g Margin 

3.09 230,000,000 710,700,000 355,479,840 412,206,000 767,685,840 (56,985,840) -8% 
3.09 274,000,000 846,660,000 355,479,840 491,062,800 846,542,640 117,360 0% 
3.09 290,000,000 896,100,000 355,479,840 519,738,000 875,217,840 20,882,160 2% 
3.09 340,000,000 1,050,600,000 355,479,840 609,348,000 964,827,840 85,772,160 8% 

3.09 410,000,000 1,266,900,000 355,479,840 734,802,000 1,090,281,840 176,618,160 14% 
3.09 550,000,000 1,699,500,000 355,479,840 985,710,000 1,341,189,840 358,310,16 21% 
3.09 100,000,000,000 309,000,000,000 355,479,840 179,220,000,000 179,575,479,840 129,424,520,160 42% 

 
 
 
 
 

Women 
Razors 

with pink 
Tax 

Price Demand of Razors Total Sales 
Revenue 

Total Fixed 
Cost 

Total Variable Cost Total Cost Profit or Loss % 
Operatin
g Margin 

3.49 180,000,000 628,200,000 355,479,840 320,382,000 675,861,840 (47,661,840) -8% 

3.49 208,000,000 725,920,000 355,479,840 370,219,200 725,699,040 220,960 0% 

3.49 215,000,000 750,350,000 355,479,840 382,678,500 738,158,340 12,191,660 2% 

3.49 250,000,000 872,500,00 355,479,840 444,975,000 800,454,840 72,045,160 8% 

3.49 287,000,000 1,001,630,000 355,479,840 510,831,300 866,311,140 135,318,860 14% 

3.49 370,000,000 1,291,300,000 355,479,840 658,563,000 1,014,042,840 277,257,160 21% 

3.49 100,000,000,000 349,000,000,000 355,479,840 177,990,000,000 178,345,479,840 170,654,520,160 49% 
Table 5.33. Comparison between women’s razor without pink tax and with pink tax (in euro)



 
 

CONCLUSION OF ASSUMPTION B 

 
Increase of Demand 

 
(340.000.000u-250.000.000u) 

/250.000.000u  

 
36.00% 

 
Increase of Sales 

 
(1.050.600.000€-872.500.000€) 

/872.500.000€  

 
20.41% 

 
Table 5.34. Conclusion of Assumption A 

 
If there is no cost difference between men's razors and women's razors, women's razors 

demand will need to increase by more than 36% and women's razors sales revenue will need to 

increase by no less than 20.41% in order to keep a profit operating margin of 8%. 

 
By now, we can find out that, a lower price may result in lower sales revenue. In order to 

maintain the original operating margin of 8%, the demand of the pink tax free product should 

increase significantly compared to the historical sales results. Specifically, the demand should 

rise by 30.23% and 36% respectively under Assumption A and Assumption B, so that the sales 

can also increase by 15.31% and 20.41% respectively. 
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5.2.2. Forecasting Sales Volumes 
 
The objective of this part will be to answer the following questions: 
 
Question 1: 
What methods can be used for sale forecasting? 
 
Question 2: 
Is it possible that Gillette can get positive sales results with the elimination of the pink tax? 

 
Sales forecasting is the process of estimating future sales. Accurate sales forecasts enable 

companies to make informed business decisions and predict short-term and long-term 

performance.45 

 

It is essential because it gives insight into how a company should manage its workforce, cash 

flow, and resources. In addition to helping a company allocate its internal resources effectively, 

predictive sales data is important for businesses when trying to launch a new product. 

 

Established companies such as Gillette can predict future sales based on years of past business 

data. Meanwhile for a new product they must base their forecasts on less-verified information, 

such as market research and competitive intelligence to forecast their future business. 

 

In this part, we would like to introduce different data sources that can be referred to and 

collated for estimating the initial sales volumes of new product and the common method for 

sales forecasting. 

 
 
 
 
 
 
 
 
 
 
 

 
45 https://trackmaven.com/marketing-dictionary/sales-forecasting/ 
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5.2.2.1. Basic Forecasting Techniques 

 
Qualitative Methods 

 
Market Research: Market capacity 
 
The global beauty46 and personal care products market size is anticipated to reach USD 716.6 

billion by 2025, according to a new report by Grand View Research, registering a CAGR of 5.9% 

during the forecast period. Growing demand for anti-aging products and increasing popularity 

of men’s grooming products are some of the key factors that are expected to drive the market 

over the forecast period47. 

 

The main reason for this strong growth is the generational shift with young consumers entering 

the market. At the same time, this change is reinforced by social media, internationality, and 

eCommerce, which have a lasting effect on buying behavior when it comes to beauty products.  

Trends from all over the world are spreading and changing the daily beauty and care routine. 

 

Growing awareness about health, wellness and personal grooming and appearance among men 

is projected to account for a rise in the demand for men’s grooming products.  

 

 
 

Table 5.35. Global men personal care market 

 
46 https://www.grandviewresearch.com/press-release/global-beauty-personal-care-products-market 
47 https://www.alliedmarketresearch.com/men-personal-care-market 
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Thus, in turn, the theory that females are consumers who are willing to pay more for beauty 

and personal care products is expected to be outdated. 

 

The global48 wet shave market size was valued at USD 11.2 billion in 2018 and is estimated to 

progress at a CAGR of 9.5% from 2019 to 2025 owing to an increasing number of people 

becoming a part of corporate culture and giving importance to personal grooming. The market 

is anticipated to be driven by increasing spending on personal care products and continuous 

innovations with regard to wet shave products. Furthermore, improved standard of living and 

increasing disposable income are expected to have a positive impact on the growth of the 

market over the forecast period. 

 

Traditional methods of wet shaving include use of razors, shaving cream or soap, shaving brush 

and aftershave lotion. A wide range of razors is available in the market including disposable 

razors and non-disposable razors that includes straight razors, safety razors, and cartridge 

razors. Shaving creams include soaps, gels, foams as well as aftershave lotions and creams. 

These products are sold through numerous distribution channels including hypermarkets, 

supermarkets, independent retailers, specialty stores, e-commerce websites, and drug stores, 

among others. 

 

Men generally practice wet shaving for the removal of their facial hair. Growing awareness 

regarding self-grooming coupled with rising disposable income is expected to positively impact 

market growth and increasing awareness through advertisements, social media blogs, YouTube 

channels and influencers are likely to augment the demand further. The male segment is 

expected to grow at a CAGR of 9.5% over the forecast period. 

 

The female gender segment accounted for 28.2% revenue share of the global wet shave market 

in 2018. Women practice wet shaving for the removal of their leg or underarm hair. Women 

prefer wet shaving over waxing due to the introduction of sensitive razors and shaving creams. 

Safety razors cause less irritation, are more economical, provide closer shave, and are easier to 

clean owing to which their popularity among women is high. 

 
 
 
 
 
 
 

 
48 https://www.grandviewresearch.com/industry-analysis/wet-shave-market 
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Buying habits of consumers 
 
Awareness about the pink tax is constantly growing and more people position themselves 

against this gender-based pricing, trying to prove to companies and governments that they 

want this practice to end. Consequently, new trends of buying habits arise when female 

shoppers (and shoppers who purchase female-geared items and services) go out buying. 

 

Purchase decisions can be affected by the customers research while purchasing. 49They can set 

up Google Alerts for “pink tax”, “pink tax company” and “pink tax brand”. Whenever news 

about a company being associated with the pink tax breaks, they will get an email notification 

so they can stay up to date. 

 

The pink tax hit consumer news in 2019 when Gillette released an ad campaign targeting toxic 

masculinity. The company was criticized because they were charging more for the same pack 

of women's razors compared to men. 

 

Some of the consumers might stop buying female-targeted product if the same job can be done 

with a male-targeted product or unisex product and most of the time at a cheaper price. On the 

contrary, extensive evidence has shown that companies who are taking a stand against pink tax 

are strongly supported by consumers. 

 
 
Historical Analogy 

 
Historical Sales data of similar existing products or products from the same category 
Through Procter & Gamble’s, the Gillette brand still holds about 54 percent of the global market 

share for razors, that’s down from 70 percent in 2010.50 

 

Gillette sold $6.22 billion (84%) of men’s razors and blades and $1.28 (16%) billion of women’s 

razors and blades worldwide, according to Euromonitor data. 

 

In 2018, an estimated 725,000 (17%) women used Gillette Venus in Spain and an estimated 3.5 

million (83%) men used Gillette disposable razors in Spain.51 

 

 
49 https://www.thesimpledollar.com/financial-wellness/how-women-shoppers-can-beat-the-pink-tax/ 
50 https://www.vox.com/the-goods/2018/12/11/18134456/best-razor-gillette-harrys-dollar-shave-club 
51 https://www.statista.com/statistics/446046/gillette-leading-refillable-razor-products-in-spain/ 
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Table 5.36. Gillette’s worldwide sales of razors and blades (2018) 
 

 
 
 
 
 
 
 
 
 
 

Table 5.37. Gillette’s users in Spain (2018) 
 

The female gender segment accounted for 28.2% revenue share of the global wet shave market 

in 2018. Thus, it proves that there is at least a 11-12% upside potential for Gillette Venus. 

 

 
 

Table 5.38. Revenue share of the global wet shave market (2018) 
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Competitors 
 
Analysis of current sales data of similar existing products offered by Competitors. 
Billie, an online subscription service that delivers discounted razors and other body care 

products. 

 
52Billie's $9 starter kit includes a razor handle, a magnetic holder that attaches to a shower wall 

and two five-blade razor cartridges, all of which are shipped free. Customers can indicate 

whether they want cartridge refills (at $9 for 4 cartridges) delivered every one, two or three 

months. 

 

Billie's prices are much lower than the average retail price of $20 for a comparable women's 

product in stores and less than half the price of a comparable men's product.  

In the 11 months since the launch, Billie's Instagram has organically grown to 65,000 followers. 

Millions of women around the world (over 22 million at that time) have viewed, shared, 

commented and supported their campaign.  

 

Billie doubled their sales the week of the campaign’s launch and sold out the razors shortly 

after. 

 

It’s growing faster than Dollar Shave Club was at this point in its history. 

 
 
Delphi Method 
 
Other qualitative methods can be recommended to the company: 
 
The Delphi method53 is a forecasting process framework based on the results of multiple rounds 

of questionnaires sent to a panel of experts. Several rounds of questionnaires are sent out to 

the group of experts and the anonymous responses are aggregated and shared with the group 

after each round. The experts can adjust their answers in subsequent rounds, based on how 

they interpret the “group response” that has been provided to them. Since multiple rounds of 

questions are asked and the panel is told what the group thinks, the Delphi method seeks to 

reach the correct response through consensus. 

 

The Delphi method was originally conceived in the 1950s by Olaf Helmer and Norman Dalkey of 

the Rand Corporation. The name refers to the Oracle of Delphi, a priestess at a temple of Apollo 

 
52 https://www.businessinsider.com/flamingo-vs-billie-razor?IR=T 
53 https://www.investopedia.com/terms/d/delphi-method.asp 
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in ancient Greece known for her prophecies. The Delphi method allows experts to work towards 

a mutual agreement by conducting a circulating series of questionnaires and releasing related 

feedback to further the discussion with each subsequent round. The experts' responses shift as 

rounds are completed based on the information brought forth by other experts participating in 

the analysis. 

 

First, the group facilitator selects a group of experts based on the topic being examined. Once 

all participants are confirmed, each member of the group is sent a questionnaire with 

instructions to comment on each topic based on their opinion, experience, or previous research. 

The questionnaires are returned to the facilitator who groups the comments and prepares 

copies of the information. A copy of the compiled comments is sent to each participant, along 

with the opportunity to comment further. 

At the end of each comment session, all questionnaires are returned to the facilitator who 

decides if another round is necessary or if the results are ready for publishing. The questionnaire 

rounds can be repeated as many times as necessary to achieve a general sense of consensus. 

 

 

Quantitative prediction methods 

 
Survey Method 
 
Under survey methods, surveys are conducted about the consumers’ intentions, opinions of 

experts, survey of managerial plans or of markets. Data obtained through these methods are 

analysed and forecasts on demand are made. These methods are generally used to make short-

run forecasts of demand.54 

 

Consumers’ survey method of demand forecasting involves direct interview of the potential 

consumers. Consumers are simply contacted by the interviewer and asked how much they 

would be willing to purchase of a given product at a number of alternative product price levels. 

In complete enumeration survey, all consumers of the product are contacted and asked to 

indicate their plans to purchasing the production in question for the forecast period. 

 

Useful data for forecasting demand can also be obtained from surveys of consumer plans. 

Unlike the complete enumeration method, under the sample survey method, only a few 

potential consumers from the relevant market selected through an appropriate sampling 

method, are interviewed. The survey may be conducted either through direct interview or 

mailed questionnaire to the sample consumers. 

 

 
54 https://www.economicsdiscussion.net/demand-forecasting/top-3-techniques-of-demand-forecasting-products-economics/29430 
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For this case study, we have created an on-line survey for which we have received feedbacks. 

After the quantitative analysis carried out on 160 respondents over 15 years old, interesting 

data on this representative sample of the city of Barcelona, in which 72% of women and 28% of 

men contributed the following results: 

 

§ 61% of the female respondents is a razor user. 

§ 56% of the male respondents is a razor user.  

§ The percentage of current female consumers of Gillette is 33.04% 

§ The percentage of current male consumers of Gillette is 37.78% 

§ 47% of non-user of Gillette says they are familiarised with the concept of pink tax. 

§ 17.39% of female non-consumer of Gillette Venus is willing to change into a customer 

and to buy the products if the company eliminate the pink tax, which means a 52.63% 

increase in the number of customers. 

§ 4.44% of male non-consumer of Gillette is willing to change into a customer and to buy 

the products if the company eliminate the pink tax, which means a 11.76% increase in 

the number of customers. 

 

In summary, there is a considerable number of female users in the market of razors. Men prefer 

the brand Gillette more than women. Most of the customers do not buy Gillette because of the 

existence of the pink tax. A significant rise in the number of customers can appear if the 

company eliminates the pink tax. 

 
Price elasticity of demand 
 
If Gillette decides to cut the prices on its products applying the pink tax, such as Gillette Venus 

razors and blades, it must assess how the price cuts are likely to affect Gillette’s earnings and 

its parent company’s earnings (Procter & Gamble owns Gillette).  

 

As part of this analysis, it’s quite necessary to estimate the price elasticity of demand for 

Gillette’s razors and blades.  

 
55Price elasticity measures the responsiveness of the quantity demanded or supplied of a good 

to a change in its price. It is computed as the percentage change in quantity demanded—or 

supplied—divided by the percentage change in price. 

 

Elasticity can be described as elastic—or very responsive—unit elastic, or inelastic—not very 

responsive. 

 
55 https://www.khanacademy.org/economics-finance-domain/microeconomics/elasticity-tutorial/price-elasticity-tutorial/a/price-elasticity-
of-demand-and-price-elasticity-of-supply-cnx 
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Elastic demand or supply curves indicate that the quantity demanded or supplied responds to 

price changes in a greater than proportional manner. 

 

An inelastic demand or supply curve is one where a given percentage change in price will cause 

a smaller percentage change in quantity demanded or supplied. 

 

Unitary elasticity means that a given percentage change in price leads to an equal percentage 

change in quantity demanded or supplied. 

 

 
 

Table 5.39. Price elasticity of demand 
 

To calculate elasticity, instead of using simple percentage changes in quantity and price, 

economists sometimes use the average percent change in both quantity and price. This is called 

the Midpoint Method for Elasticity: 

 
Table 5.40. Midpoint method for elasticity 

 
A drawback of the midpoint method is that as the two points get farther apart, the elasticity 

value loses its meaning. For this reason, some economists prefer to use the point elasticity 

method. In this method, you need to know what values represent the initial values and what 

values represent the new values. 
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Table 5.41. Point elasticity 

 
The case study 56 “Gillette: Cutting Prices to Regain Share” from Harvard Business school proved 

that this method is highly recommended for the company to explores the economic impact of 

a price cut. And this is what Gillette did when deciding to cut the prices on its razors and blades 

in April 2017. 

 
56 https://hbsp.harvard.edu/product/720378-PDF-ENG?itemFindingMethod=Other 



 
 
 
 
Predicted Sales for the first year 
 
Using the above considerations to predict new product demand by calculating the sales revenue without pink tax for the first 1 year – also 
known as the Initial Sales Volume. 
 
Through the previous analysis, it is proved that increases in market size and the number of customers can bring a sales increase for the 
company if this sales increase can cover the decrease resulted by the sales price drops. In the next tables, we can see how the factors can 
affect the company’s sales and the final predicted sales under different scenarios. 
 

SALES INCREASE BROUGHT BY MARKET CAPACITY INCREASE 
Global Razor Market Capacity 

Increase 
Gillette Market share Global Annual Sales Increase Scenario 

% Data Sources % Data Sources % Data Sources 
 

9.50% The global wet shave 
market size CAGR by 

2025-Market Research 

60.00% 
 

5.70% (%Market capacity 
increase) * (% Gillette 

Market Share) 

Optimistic 

8.00% 
 

54.00% Gillette market share 
2019-Historical Analogy 

4.32% 
 

Neutral 

0.00%   40.00%   0.00%   Pessimistic 

 
 Table 5.42. Sales increase brought by market capacity increase 



 
 
 
 

SURVEY RESULT 

Gender Number of 
respondents 

% Current Customer % Potential New Customer % %Number 
of 

Customers 
Increase 

Number of Users of 
razors and Users of 

Gillette before 

Number of Users of razors 
but not users of Gillette, 

wanted to be Gillette users 
if the pink tax is eliminated 

Female 115 71.88% 38 33.04% 20 17.39% 52.63% 

Male 45 28.13% 17 37.78% 2 4.44% 11.76% 

 
Table 5.43. Survey result 
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SALES INCREASE BROUGHT BY NUMBER OF CUSTOMER INCREASE 

Number of Customers Increase by gender Gillette worldwide sales of women’s 
razors and blades by gender 

Global Annual Sales Increase Scenario 

% Gender Data Sources % Data Sources % Data Sources 
 

52.63% Female Survey Method 16% Gillette worldwide 
sales of women’s razors 
and blades -Historical 
Analogy 

18.30% (%Number of Female 
customers increase * 
%Gillette women's 
razors sales) + 
(Number of Male 
customers increase * 
%Gillette men's razors 
sales) 

Optimistic 

11.76% Male Survey Method 84% Gillette worldwide 
sales of men’s razors 
and blades -Historical 
Analogy 

36.84% Female   16%   12.81%   Neutral 

8.23% Male   84%   

0% Female   16%   0.00%   Pessimistic 

0% Male   84%   

 
 Table 5.44. Sales increase brought by number of customer increase



 
 
 

SALES DECREASE COMES FROM PRICE DECREASE 
Decrease of Women's razors Price % of Products with pink tax Global Annual Sales Decrease 

% Data Sources % Data Sources % Data Sources 

13% % pink tax of Gillette 
Venus 

16% Gillette worldwide sales 
of women’s razors and 
blades -Historical Analogy 

2.08% (%Women's razors 
Price decrease) * 
(%Gillette 
worldwide sales of 
women’s razors) 

 
Table 5.45. Sales decrease from price decrease 

 
FINAL PREDICTED ANNUAL SALES FOR WOMEN RAZOR’S 

 
 

Factors taken into account for 
Estimated Sales 

Estimated Effects on Women's 
Razors Annual Sales 

Estimated Effects on 
Women's Razors 

Annual Sales 

Estimated Effects on 
Women's Razors 

Annual Sales 
Optimistic Scenario Neutral Scenario Pessimistic Scenario 

Global Razor Market Capacity & 
Gillette Women Razors Market share 

Increase 

0.91% 0.69% 0.00% 

Number of Female Customers Increase 52.63% 36.84% 0.00% 
Decrease of Women's razors Price -13.00% -13.00% -13.00% 

Women's razors Annual Sales Increase 40.54% 24.53% -13.00% 
 

Table 5.46. Final predicted annual sales for women’s razors 



 
 

From here we can see that under optimistic scenario and neutral scenario, the elimination of 
the pink tax can bring a positive effect on women’s razors sales, and the company will not lose 
their existing operating margin, because the increase rate of sales and customer increase meet 
the requirement of the conclusion of  “5.2.1. Expected Profit Analysis”: 
 
“lower price may result in lower sales revenue, in order to maintain the original operating 
margin of 8%, the demand of the pink tax free product should increase significantly compared 
to the historical sales results. Specifically, the demand should rise by 30.23% and 36% 
respectively under Assumption A and Assumption B, then the sales can also increase by 15.31% 
and 20.41% respectively.” 
 

FINAL PREDICTED INCREASE OF GLOBAL ANNUAL SALES 
 

Factors taken into 
account for Estimated 

Sales 

Estimated Effects 
on Global Annual 

Sales 

Estimated Effects on Global 
Annual Sales 

Estimated Effects on 
Global Annual Sales 

Optimistic 
Scenario 

Neutral Scenario Pessimistic Scenario 

Global Razors Market 
Capacity & Gillette 

Market share Increase 

 
5.70% 

 
4.32% 

 
0.00% 

Number of Customers 
Increase 

18.30% 12.81% 0.00% 

Decrease of Women's 
razors Price 

-2.08% -2.08% -2.08% 

Global Annual Sales 
Increase 

21.92% 15.05% -2.08% 

 
Table 5.47. Final predicted increase of global annual sales 

 
In conclusion, the company can obtain an increase of sales of 21.92% and 15.05% respectively 
by eliminating the pink tax and getting more customers under the Optimistic Scenario and 
Neutral Scenario, and there is a decrease of 2.08% of sales under the Pessimistic Scenario. 
 
 
 



UPF Barcelona School of Management 

BYE BYE PINK TAX 

66 

Amounts in millions except per share 
amounts; Years ended June 30th 

2019  2019  
(%) 

NET SALES $ 6,091.56 100% 
Cost of products sold $ 3,129.12 51% 

Selling, general and administrative 
expense 

$ 1,717.56 28% 

Goodwill and indefinite lived intangibles 
impairment charges 

$ 751.05 12% 

OPERATING INCOME $ 493.83 8% 
Interest expense $ 45.81 1% 
Interest income $ 19.80 0% 

Other non-operating income/(expense), 
net 

$ 78.39 1% 

EARNINGS FROM CONTINUING 
OPERATIONS BEFORE INCOME TAXES 

$ 546.21 9% 

Income taxes on continuing operations $ 30.63 1% 

NET EARNINGS FROM CONTINUING 
OPERATIONS 

$ 515.58 8% 

NET EARNINGS FROM DISCONTINUED 
OPERATIONS 

- 
 

NET EARNINGS $ 515.58 8% 
Less: Net earnings attributable to 

noncontrolling interests 
$ 8.97 0% 

NET EARNINGS ATTRIBUTABLE TO 
PROCTER & GAMBLE 

$ 506.61 8% 

 
Table 5.48. Net sales before elimination of the pink tax (2019) 
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OPTIMISTIC SCENARIO (USD in millions) 

Last year Global Annual Sales with pink Tax 100.00% $6,092 

First year Global Annual Sales without pink Tax -
Optimistic Scenario 

121.92% $7,427.32 

 
Table 5.49. Optimistic Scenario 

 
 

 
 

Table 5.50. Sales bridge (optimistic scenario) 
 
 
 
 
 
 
 
 
 
 
 

6092 
7427 
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NEUTRAL SCENARIO (USD in millions) 
Last year Global Annual Sales with pink 

Tax 
100.00% 6,092 

First year Global Annual Sales without pink 
Tax-Neutral Scenario 

115.05% 7,008.81 

 
Table 5.51. Neutral scenario 

 
 

 
 

Table 5.52. Sales bridge (neutral scenario) 
 
 
 
 
 
 
 
 
 

6092 

7009 

+263.17 

+780.35 
-126.71 

LAST YEAR GLOBAL 
ANNUAL SALES WITH 

PINK TAX

GLOBAL RAZOR 
MARKET CAPACITY & 

GILLETTE MARKET 
SHARE

NUMBER OF 
CUSTOMERS INCREASE 

DECREASE OF 
WOMEN'S RAZOR 

PRICE

FIRST YEAR GLOBAL 
ANNUAL SALES 

WITHOUT PINK TAX-
NEUTRAL SCENARIO 

Sales Bridge-Neutral Scenario 
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PESSIMISTIC SCENARIO 

Last year Global Annual Sales with pink 
Tax 

100.00% 6,092 

First year Global Annual Sales without 
pink Tax-Pessimistic Scenario 

97.92% 5,965.29 

 
Table 5.53. Pessimistic scenario 

 
 
 

 
 

Table 5.54. Sales bridge (pessimistic scenario) 
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Sales Bridge
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Answers to the previous questions: 
 
Question 1: 
What methods can be used for sale forecasting? 
Both Qualitative and Quantitative methods can be implemented. 
 
Question 2: 
Is it possible that Gillette can get positive sales results with by eliminating the pink tax? 
Yes, we can estimate an increase of 21.92% and 15.05% respectively by eliminating the pink tax 
under the Optimistic and Neutral Scenarios. 



 
 

5.3. ANALYSIS OF THE DATA GATHERED 
 
5.3.1. The Impact on Business Valuation (without pink Tax) 
 
Indeed, the main objective of this project is to determine whether the use of the pink tax is 
beneficial for Gillette or not. We have previously analysed the current annual accounts of 
Gillette with the use of the pink tax. Thus, in this part, we will elaborate a hypothesis of what 
would happen if we abolish this tax.  
 
According to our research and study, we will create a hypothesis of what would happen if 
Gillette eliminates the pink tax and determine whether the pink tax is a positive or negative 
factor for Gillette. We have focused not only on the economic impact that this would produce, 
but also on the non-economic impact which also plays a very important role for the company. 
To illustrate our estimation according to the collected data, we made sure to be able to show 3 
different scenarios and estimation. We think it is important to showcase an optimistic, 
pessimistic and neutral estimations since it is always important to take into account all types of 
market variations. Indeed, as of today, the market cannot be 100% trusted and we should 
always take precautions. Thus, by showcasing the three scenarios we make sure that whomever 
uses our methodology is taking into account all types of scenarios that could possibly happen. 
Nevertheless, we have focused more in the neutral scenario since we do think that is the one 
more likely to happen.  
 
5.3.2. Economic Impact 
 
To determine the economic impact, we have decided to create a hypothesis of how the income 
statement of the company would change with the abolition of the pink tax and also other 
variables such as the working capital and the ratios. As previously mentioned, we have 
considered three different scenarios which are the following: pessimistic, neutral and 
optimistic. 
 
Ps: We should take into account that all dates and numbers shown below have been carefully 
studied and determined and all justifications could be found in the science method.  
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5.3.2.1. Pessimistic estimation 
 
In this estimation, we put ourselves in the worst scenario. The worst scenario would be if sales 
would remain the same regardless of the price decrease due to the pink tax abolition. Thus, as 
we can see in the following income statement, the monetary amount of sales would decrease 
by 2.08 %. This percentage was calculated as follows: 
 
In order to calculate the new monetary value of sales, we should start by determining the new 
price of women’s razors: 
 
Unit women razor price: Something really interesting about Gillette and already explained 
before (refer to SWOT analysis) is that the company uses a global pricing strategy in all its 
markets. This means that the company does not take into consideration any socio-economic 
differences among the countries it markets which we think is a big mistake. Nevertheless, in 
order to calculate the new monetary value of sales without the pink tax, we have taken as a 
common numerical factor the price of the most sold item in the company, the razors.  Thus, the 
unit women razor’s price is 3.49 euros (we took this price from a real store in Spain). Thus, the 
new unit price of women’s razors would be 3.09 euros.  
 
Moreover, we should take into consideration that we will only change the price of women’s 
razors, which are the ones that contain the extra 13% of pink tax. 
 
Thus, in order to determine the new monetary value, we should first determine the percentage 
of women razors sold by the company and calculate the new monetary value according to that 
percentage, since we should remember that the monetary value of men’s razors sold will not 
change. In this case and according to our research, women’s sales represent 16% of total sales 
(refer to science method). 
 
CALCULATION: 
Sales 2019 (With pink tax): 6,092,000,000 
Sales 2020 (forecast without pink tax):  
6,092,000,000 x 16% = 974,720,000 (sales of women‘s razors) 
974,720,000 x 13% = 126,713,600 (monetary decrease on sales) 
6,092,000,000 - 126,713,600 = 5,965,286,400 (Sales 2020 without pink tax) 
 
Thus, according to our calculation, if the company eliminates the pink tax and the sales remain 
the same, the sales will decrease by 2.08%, leaving the following income statement.  
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Income statement  
As we can see below, according to our quantitative prediction methods, forecast and 
calculations (refer to 5.2.2.1) the net sales would decrease by 2.08% leaving net earnings only 
3.52% of net sales, which is very low in comparison to the sector as we will see soon.  
 
Thus, the predicted income statement would remain as follows: 
 



 
 

Amounts in millions except per share 
amounts; Years ended June 30 

2020 2020% 2019 2019% 

NET SALES $5,965 100% $6,092 100% 
Cost of products sold 3,129 52% 3,129 51% 
Selling, general and administrative expense 1,718 29% 1,718 28% 

Goodwill and indefinite lived intangibles impairment 
charges 751 12.6% 751 12% 

OPERATING INCOME 367 6.12% 494 8% 
Interest expense 46 1% 46 1% 
Interest income 20 0% 20 0% 
Other non-operating income/(expense), net 78 1% 78 1% 

EARNINGS FROM CONTINUING OPERATIONS BEFORE 
INCOME TAXES 223 3.74% 546 9% 
Income taxes on continuing operations 12.64 0% 31 1% 

NET EARNINGS FROM CONTINUING OPERATIONS 210.36 3.52% 516 8% 

NET EARNINGS FROM DISCONTINUED OPERATIONS -  -  
NET EARNINGS 210.36 3.52% 516 8% 

Less: Net earnings attributable to noncontrolling 
interests 9 0% 9 0% 

NET EARNINGS ATTRIBUTABLE TO PROCTER & GAMBLE 201.36 3.37% $507 8% 
 
 

Table 5.55. Predicted income statement (pessimistic estimation)



 
 

Comparison income statement with pink tax vs. without pink tax 

 
§ As we could see above, with the abolition of the pink tax, and with no increase in net sales, 

the net sales would decrease by 2.08%. This percentage was estimated according to our 
several forecasting techniques (refer to 5.2.2.1) and with the calculation above. 

 
§ Direct and indirect costs will remain the same according to our prediction, since we should 

remember that we are not decreasing the quantity of sales but only price with a reduction 
of 13% in 16% of the net sales.  

 
§ Finally, with these changes, we estimated that net sales in 2020 would be 3.52% of net 

sales. This means that net earnings would decrease by 39.7% leaving net earnings in a very 
low percentage in comparison to the sector. 

 
§ Thus, we conclude that even in the worst-case scenario, in which the company would not 

increase its sales and the price would be lower, the company would still make a profit, 
however, this profit would be relatively lower than the current one. 

 
Balance Sheet 

In the pessimistic approach, the balance sheet does not really change since the major factor is 
that net sales decrease by 2.08% and since costs remain the same, the net profits are relatively 
lower with 39.7%. Probably the only change is that in 2019, the company would probably not 
retain earnings in their equity and would probably divide dividends and would not invest. That 
is why it is not necessary to represent any change in the balance sheet.  
 
Working Capital  

The working capital in this case as well, would not change from 2019 to 2020.  
 
Breakeven point 

This will show us how much sales have to increase if we want to eliminate the pink tax (to reach 
this result, we will have to calculate the difference between the breakeven point of the normal 
accounts and the new deadline with this abolition of the pink tax and with the forecast of no 
increase on net sales). 
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PESSIMISTIC ESTIMATION 2019 2020 

TOTAL SALES UDM. 6,092 5,965 

TOTAL COST OF SALES (3,129) (3,129) 

GROSS MARGIN 2,963 2,836 

TOTAL FIXED COSTS (2,469) (2,469) 

OPERATING INCOME 494 367 

EBIT 546 223 

TAXES (31) (12.64) 

NET PROFIT 516 210.36 

 
Table 5.56. Income statement (pessimistic estimation) 

 
 
Break-even point  
 
       CF                   
1 – (CV/V) 
 
 
2019: As of 2019, the company would start to create profit with 5,076.32 monetary units, which 
is slightly more than what they actually sell. That is why the company is just making 8% of profits 
from net sales. 
 
2020: The monetary units sold without the pink tax would need to increase by 2.25% in order 
to maintain the same profits that are generated with the pink tax. Nevertheless, even if the 
company does not increase its net sales, the company would still be in profits, but in this case, 
the quantity needed to reach profits would be slightly higher at 5.193.08 million.  
 
Ratios: similarly, no significant change would occur. 
 
 
 
 
 

§ DP 2019: 2,469/ (1 – (3,129/6,092)) = 5,076.32 million 

§ DP 2020: 2,469/ (1 – (3,129/5,965)) = 5,193.08 million 
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5.3.2.2. Neutral estimation 
 
In this estimation, we put ourselves in a neutral scenario. The neutral scenario predicts that the 
net sales would increase by 15.05 % without the pink tax, and due to this increase, it is also 
predicted that both the fixed and the variable cost would decrease by 5 % due to economies of 
scale and to better negotiating conditions.  
 
 
Income Statement 

 

As we can see below, according to our quantitative prediction methods, forecast and survey 
(refer to 5.2.2.1) we have estimated that without the pink tax, Gillette’s sales would increase 
by 15.05%, direct costs would decrease by 5% as well as indirect costs. Thus, the predicted 
income statement would remain as follows: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 

Amounts in millions except per 
share amounts; Years ended 
June 30 

2020 2020% 2019 2019% 

NET SALES $7,008.84 100% $6,092 100% 
Cost of products sold 2,972.55 42% 3,129 51% 

Selling, general and administrative expense 1,632.10 23% 1,718 28% 

Goodwill and indefinite lived intangibles 
impairment charges 751 10.7% 751 12% 

OPERATING INCOME 1,653.19 23.5% 494 8% 
Interest expense 46 1% 46 1% 

Interest income 20 0% 20 0% 

Other non-operating income/(expense), net 78 1% 78 1% 

EARNINGS FROM CONTINUING OPERATIONS 
BEFORE INCOME TAXES 1,509.20 21.53% 546 9% 
Income taxes on continuing operations 85.12 1,2% 31 1% 
NET EARNINGS FROM CONTINUING 
OPERATIONS 1,424.08 20.3% 516 8% 

NET EARNINGS FROM DISCONTINUED 
OPERATIONS -  -  
NET EARNINGS 1,424.08 20.3% 516 8% 

Less: Net earnings attributable to noncontrolling 
interests 9 0% 9 0% 

NET EARNINGS ATTRIBUTABLE TO PROCTER & 
GAMBLE $1,415.08 20.19% $507 8% 

 
Table 5.57. Predicted income statement (neutral estimation) 



 
 

Comparison income statement with pink tax vs. Without pink tax 
 
§ As we could see above, with the abolition of the pink tax, sales would increase by 15.05%. 

This percentage was estimated according to our several forecasting techniques (refer to 
5.2.2.1) and according to the survey conducted. Indeed, one of the main drawbacks of 
Gillette is its expensive razors and thus, with the abolition of the pink tax, the price would 
considerably decrease and according to the survey conducted, people claimed that with 
more affordable Gillette razors, they would buy more and more often. Indeed, this strategy 
would considerably boost Gillette’s sales since due to its high cost, customers tend to buy 
less quantity or even find more affordable substitutes. 
 

§ Direct costs would also decrease by 5% going from 51% to 42% from the net sales. This is a 
big change that leaves the company with a margin of 23.5%. Indeed, we previously 
mentioned that the razor industry is one of the industries with higher margin profitability 
and with the abolition of the pink tax, this would widen this margin even more. We have 
estimated that direct costs would decrease in by 5 % because thanks to the increase in 
sales, the company would be able to improve its economies of scales and we also believe 
that the company could reach better negotiating conditions with the right cost manager 
and controller. 

 
§ Indirect costs decrease also by 5% representing now 23% of net sales. This as well 

considerably produces a considerable increase in the operating income. In this case, the 
operating income increases by 70%. The reasons behind this increase are the same as for 
the direct costs.  

 
§ Finally, we can see that net earnings go from 8% (which is quite low in comparison to the 

market) to 20.19%, representing an increase of 64.17% in benefits. This way, Gillette would 
directly become one of the most rentable and profitable companies in the sector. This is 
because Gillette is number one in technological advancement and innovation, the only 
drawback is its higher prices and once decreased, they would immediately top the market.  
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Table 5.58. Income statement comparison with the sector (2019) 

 
As we can see in the following comparison table above, with the elimination of the pink tax, 
Gillette’s income statement becomes one of the best in the sector. All factors have improved 
leaving the company one step ahead of competitors. 
 
Balance sheet 
  
Indeed, according to our sales forecast, as previously mentioned, net sales will increase by 15.05 
and direct and indirect costs will decrease by 5%. This would lead to net earnings increasing by 
64.17%, which represents additional 908.08 million for the company. Indeed, we will estimate 
changes in the balance sheet according to only the total net profit which totals 1,424.08 million 
and we estimate that no additional capital will be injected in the company as of 2020.Thus, with  
this increase in liquidity, we have estimated that Gillette would take the following justified 
actions:  
 
§ Increase cash by 20% representing 110.2 million. We have estimated that the company 

would probably take this decision in order to tackle and solve its current solvency and 
liquidity tensions. Indeed, this increase will allow the company’s working capital to improve 
as we will see later on. 

 
§ Accounts receivable would probably increase by 15.57% representing an additional 447.27 

million. This is because as of 2019, the accounts receivable of the company represented 
10.57% of net sales and thus, we decided to follow the tendency. In addition, we have 
decided to add 5% more since we should be cautious and be very realistic with our results. 
This additional 5% would represent any unexpected customer behaviour and also new 

INCOME STATEMENT COMPARISON WITH THE SECTOR (2019) 

PARTIES GILLETTE OPTIMAL SECTORIAL 
VALUE 

VARIATION 

 2019 2020 2019-2020 2019 2020 

NET PROFIT 8% 20.19% 10% -2% +1.19% 

EBIT 9% 21.53% 12% -3% +9.53% 

EBITDA 8% 23.5% 12.23% -4.23% +11.27% 

GROSS MARGIN 49% 58% 42% +7% +16% 
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customers that appeared from the tax reduction and whose customer behaviour is still 
unknown. 

 
§ We also decided to increase inventory by 18.30% representing 74.1 million. This percentage 

represents the increase in sales in our optimistic estimation. Indeed, the company should 
always make sure to have enough stock to satisfy all demand and that is why we decided 
to secure our response towards this new demand and don’t be short on stock. 

 
§ All the above changes represent a total of 631.58 million from the total 908.08 million 

increase on earnings. The rest, which is 276.5 (30.44% from increased earnings) will go to 
dividends as well as the previous earnings of 507 million. In total, we concluded that 45% 
of net earnings from 2020 will be reinvested in the company and the remaining 55% will be 
distributed in the form of dividends to shareholders. We should remember that Procter 
and Gamble is a huge corporation that should keep their investors happy. 

 
§ Moving to currently liabilities, we estimated that accounts payable with follow the previous 

trend of 2019 and increase by 13.07% from 2019 to 2020. This increase is calculated in a 
very logical way. In 2019, the company’s accounts payable represented 24.03% of the net 
sales, so in the same way, we decided that in 2020, the accounts payable would also 
represent the same sales percentage representation from sales in 2020. This is because a 
company doesn’t usually change its payment behaviour towards providers. 

 
§ Finally, we estimated that retained earnings would increase by 3.22% with a total amount 

of 4,111.36 million since it is necessary to reinvest in the company. This decision would be 
taken by the high management board. 

 
§ To sum up, we foresee that total assets and total liabilities and equity will increase by 

4.05%. This means that with the abolition of the pink tax, Gillette will grow in the parentage 
stated.  

 
Thus, according to the explanations above, the new balance sheet based in our neutral 
approach would remain as follows: 
 
 
 
 
 
 
 
 



 
 
 

Amounts in millions; As of June 30 2020 2020% 2019 2019% 
ASSETS         

CURRENT ASSETS         

Cash and cash equivalents $661.2 4% $551 4% 

Available-for-sale investment securities 786 5% 786 5% 

Accounts receivable 1,091.27 6.56% 644 4% 

Inventories  0%  0% 

Materials and supplies 168 1% 168 1% 

Work in process 80 1% 80 1% 

Finished goods 479.11 2.9% 405 3% 

Total inventories 727.11 4.6% 652 4% 

Prepaid expenses and other current assets 288 2% 288 2% 

TOTAL CURRENT ASSETS 3,553.58 26.11% 2,921 20% 

PROPERTY, PLANT AND EQUIPMENT, NET 2,765 17% 2,765 18% 

GOODWILL 5,235 32% 5,235 35% 

TRADEMARKS AND OTHER INTANGIBLE ASSETS, 
NET 3,148 19.3% 3,148 21% 

OTHER NONCURRENT ASSETS 892 5.5% 892 6% 

TOTAL ASSETS $15,593.58 100% $14,962 100% 
 
 
 
 

 
 

 

Table 5.59. Predicted balance sheet: Assets (neutral estimation) 
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LIABILITIES AND SHAREHOLDERS' EQUITY         

CURRENT LIABILITIES         

Accounts payable $1,684,22 10.6% $ 1,464 10% 

Accrued and other liabilities 1,177 7.55% 1,177 8% 

Debt due within one year 1,261 8% 1,261 8% 

TOTAL CURRENT LIABILITIES 4,122.24 26.3% 3,901 26% 

LONG-TERM DEBT 2,651 17% 2,651 18% 

DEFERRED INCOME TAXES 897 5.7% 897 6% 

OTHER NONCURRENT LIABILITIES 1,327 8.5% 1,327 9% 

TOTAL LIABILITIES 8,987,24 57.56% 8,777 59% 

SHAREHOLDERS' EQUITY  0%  0% 

Convertible Class A preferred stock, stated value 

$1 per share (600 shares authorized) 121 1% 121 1% 

Non-Voting Class B preferred stock, stated value 

$1 per share (200 shares authorized) — 0% — 0% 

Common stock, stated value $1 per share (10,000 

shares authorized; shares issued:  

2019 - 4,009.2, 2018 - 4,009.2) 521 3.3% 521 3% 

Additional paid-in capital 8,298 53.3% 8,298 55% 

Reserve for ESOP debt retirement (149) -1% (149) -1% 

Accumulated other comprehensive income/(loss) (1,942) (12.5%) (1,942) -13% 

Treasury stock, at cost (shares held:  2019 - 

1,504.5, 2018 -1,511.2) (13,053) (83.82) (13,053) -87% 

Retained earnings 12,750.36  12,339 82% 

Noncontrolling interest 50 0% 50 0% 

TOTAL SHAREHOLDERS' EQUITY 6,596.36 42.43% 6,185 41% 

TOTAL LIABILITIES AND SHAREHOLDERS' EQUITY $15,593.58 100%% $ 14,962 100% 

Table 5.60. Predicted balance sheet: Liabilities and Shareholder’s Equity (neutral estimation) 
 



 
 

Comparison balance sheet with pink tax vs. Without pink tax 

 

§ Increase by 20% of cash: This will considerably improve liquidity tensions faced by the 
company before. This increase in cash will provoke an increase of 16% from last year. 

 
§ Accounts receivable will increase by 40.98% from 2019 to 2020. 
 
§ Finished goods will increase by 1547% from 2019 to 2020. 
 
§ Accounts payable will increase by 13,.07% from 2019 to 2020. 
 
§ Retained earnings will increase by 3.22% from 2019 to 2020. 

 
BALANCE SHEET COMPARISON WITH THE SECTOR (2019) 

PARTIES GILLETTE VALUE OPTIMAL SECTORIAL 

VALUE 

VARIATION 

 2019 2020 2019-2020 2019 2020 

NC ASSETS 80% 73.9% 40% + 40% +33.9% 

CURRENT ASSETS 20% 26.11% 60% -40% -33.9% 

EQUITY 41% 42.43% 56% -15% -13.57% 

NC LIABILITIES 33% 31.27% 10,50% + 22,5% +20.77% 

C LIABILITIES 26% 26.3% 33% -7% -6.7% 

TOTAL 100% 100% - 

 
Table 5.61. Balance sheet comparison with the sector (2019) 
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Working Capital 
 

APPARENT WORKING CAPITAL (2019-2020) without pink tax 

2020 2019 DIFFERENCE 

-568.66 -980 -411.34 

 
Table 5.62. Apparent working capital (2019-2020) without pink tax 

 
 

NECESSARY WORKING CAPITAL 2019 - 2020 

2020 2019 DIFFERENCE 

546.38 222.1 -325.28 

 
Table 5.63. Necessary working capital (2019-2020) 

 
 

TREASURY POSITION PER YEAR 

2020 2019 DIFFERENCE 

-1,115.04 -1,202.1 -86.06 

 
Table 5.64. Treasury position per year (2019-2020) 

 
Comparison Working Capital with pink tax vs. Without pink tax 

§ As we can see above, the apparent working capital drastically changed from 2019 to 2020‘s 
forecast. Indeed, the negative working capital decreased by 42%. Thus, we can clearly see 
that the abolition of the pink tax would significantly improve liquidity tensions in the short 
term. 

 
§ We can also observe that we would continue having a positive necessary working capital 

and thus, a deficit on the working capital. Nevertheless, if things continue like this, by 2021 
the company will probably have a negative necessary working capital. 

 
§ The negative treasury position would decrease by 8.35%. 
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§ Nevertheless, if sales maintain the same rhythm, by 2021, the company will benefit from a 
positive working capital.  

 
 
Ratios 

 
RATIOS COMPARISON OF THE SECTOR (NEUTRAL ESTIMATION) 

PARTIES GILLETTE OPTIMAL 

SECTORIAL VALUE 

VARIATION 

 2019 2020 FIXED 2019 2020 

LIQUIDITY 0.74 0.86 1.78 -1.04 -0.92 

AVAILABILITY 0.13 0.16 0.45 -0.32 -0.29 

DEBT 0.58 0.57 0.44 +0.14 +0.13 

DEBT QUALITY 0.44 0.45 0.76 -0.32 -0.31 

ROTATION NON-CURRENT 

ASSETS 

0.50 0.57 3.34 -2.84 -2.77 

ROTATION CURRENT 

ASSETS 

2.08 1.94 2.23 -0.15 -0.29 

PAYABLE TERM 170 202 53.92 +116.08 +148 

RECEIVABLE TERM 38.58 56.82 77.33 -38.75 -20.51 

ROI 0.03 0.09 0.08 -0.05 +0.01 

ROE 0.09 0.19 0.14 -0.05 +0.05 

 
Table 5.65. Ratios comparison of the sector (neutral estimation) 

 
Comparison Ratios with pink tax vs. without pink tax 

 

§ Liquidity will increase and it will approach the optimal sectorial rate in time. 
 

§ Availability is expected to improve as well but there is still a long way to go in order to stop 
liquidity tensions. 



UPF Barcelona School of Management 

BYE BYE PINK TAX 
 

87 
 

§ Debt would slightly decrease. This reduction is not enough for the optimal functionality of 
the company, but we should consider that it is only the first year after the elimination of 
the pink tax. 
 

§ Debt quality would remain the same since we would not re-distribute it. This is because 
Gillette’s debt quality is even better than the optimal one of the sector as of today. 
 

§ The rotation of non-current assets is expected to increase by 12.28% but it still won’t reach 
the desired sectorial average. 
 

§ The only negative effect that the abolition of the pink tax would have is a slight decrease 
on the rotation of current assets. Nevertheless, this would be easily corrected in the 
following years. 

 
§ The payable term will increase and the receivable term will increase as well. This is because 

the company is expecting new customers, and we can never know how these new 
customers will behave. 

 
§ The ROI will significantly increase in comparison to 2019 and most importantly, it will 

exceed the optimal ratio of the industry. 
 
§ The ROE will increase by 53% exceeding the average optimal sectorial ratio.  

 
Breakeven Point 

 

Since we are analysing now the neutral estimation, we want to know how much the company 
should sell in order to start making profit and avoid any losses. We should remember that the 
neutral estimation foresees an increase of 12.81% in sales and a decrease of 5% in direct and 
indirect costs. 
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NEUTRAL ESTIMATION 2019 2020 

TOTAL SALES UDM. 6,092 7,008.84 

TOTAL COST OF SALES (3,129) (2,972.55) 

GROSS MARGIN 2,963 4,036.29 

TOTAL FIXED COSTS (2,469) (2,383.1) 

OPERATING INCOME 494 1,653.19 

EBIT 546 1,509.20 

TAXES (31) (85.12) 

NET PROFIT 516 1,415.08 

 
Table 5.66. Income statement (neutral estimation) 

 
BREAKEVEN POINT 

 
       CF                   
1 – (CV/V) 
 
 
2019: As of 2019, the company would start to create profit with 5,076.32 million, which is 
slightly more than what they actually sell. That is why the company is just making 8% of profits 
from net sales. 
 
2020: The monetary units sold without the pink tax and with a neutral estimation would need 
to be 4,138.15 million in order to start making profit. That represents a decrease of 18.48 % of 
the breakeven point, which is an advantage toward the company.  
 
 
 
 
 
 
 
 
 
 

§ DP 2019: 2,469/ (1 – (3,129/6,092)) = 5,076.32 million 

§ DP 2020: 2,383.1 / (1 – (2,972,55/7,008.84)) = 4,138.15 

million 
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5.3.2.3. Optimistic estimation 
 
In this estimation, we put ourselves in an optimistic scenario. The optimistic scenario predicts 
that the net sales would increase by 21.92% without the pink tax, and due to this increase, it is 
also predicted that both the fixed and the variable cost would decrease by 5 % due to economies 
of scale and to better negotiating conditions.  
 
Income Statement 

   

As we can see below, according to our quantitative prediction methods, forecast and survey 
(refer to 5.2.2.1) we have estimated that without the pink tax, Gillette’s sales would increase 
by 21.92% and direct costs would decrease by 5% as well as indirect costs. Thus, the predicted 
income statement would remain as follows: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 

Amounts in millions except per share 
amounts; Years ended June 30 

2020 2020% 2019 2019% 

NET SALES $7,427.36 100% $6,092 100% 
Cost of products sold 2,972.55 40% 3,129 51% 
Selling, general and administrative expense 1,632.1 22% 1,718 28% 

Goodwill and indefinite lived intangibles impairment 
charges 751 10% 751 12% 

OPERATING INCOME 2,071.71 28% 494 8% 
Interest expense 46 1% 46 1% 
Interest income 20 0% 20 0% 
Other non-operating income/(expense), net 78 1% 78 1% 

EARNINGS FROM CONTINUING OPERATIONS 
BEFORE INCOME TAXES 1,927.71 26% 546 9% 
Income taxes on continuing operations 109.30 1.47% 31 1% 

NET EARNINGS FROM CONTINUING OPERATIONS 1,818.41 24% 516 8% 

NET EARNINGS FROM DISCONTINUED OPERATIONS -  -  
NET EARNINGS 1,818.41 24% 516 8% 

Less: Net earnings attributable to noncontrolling 
interests 9 0% 9 0% 

NET EARNINGS ATTRIBUTABLE TO PROCTER & 
GAMBLE 1,809.41 24% $507 8% 

 
 

Table 5.67. Income statement (optimistic estimation) 
 



 
 

Comparison income statement with pink tax vs. Without pink tax 
 
§ As we could see above, with the abolition of the pink tax, sales would increase by 21.92%. 

This percentage was estimated according to our several forecasting techniques (refer to 
5.2.2.1) and according to the survey conducted. Indeed, one of the main drawbacks of 
Gillette is its expensive razors and thus, with the abolition of the pink tax, the price would 
considerably decrease and according to the survey conducted, people claimed that with 
more affordable Gillette razors, they would buy more and more often.  

 
§ Direct costs would also decrease by 5% going from 51% to 40% from the net sales. This is a 

big change that leaves the company with a margin of 59.99%. Indeed, we previously 
mentioned that the razor industry is one of the industries with higher margin profitability 
and with the abolition of the pink tax, this would widen this margin even more. We have 
estimated that direct costs would decrease by 5 % because thanks to the increase in sales, 
the company would be able to improve its economies of scales and we also believe that 
the company could reach better negotiating conditions with the right cost manager and 
controller. 

 
§ Indirect costs would also decrease by 5% representing now 22% of net sales. This also 

produces a considerable increase on the operating income. In this case, the operating 
income increases by 73%. The reasons behind this increase are the same as for the direct 
costs. 

 
§ Finally, we can see that net earnings go from 8% (which is quite low in comparison to the 

market) to 24%, representing an increase of 71.97% in benefits. This way, Gillette would 
directly become one of the most rentable and profitable companies in the sector. This is 
because Gillette is number one in technological advancement and innovation, the only 
drawback is its higher prices and once decreased, they would immediately top the market.  
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Balance sheet 
 
Indeed, according to our sales forecast, as previously mentioned, net sales will increase by 
21.92% and direct and indirect costs will decrease by 5%. Indeed, we will estimate changes in 
the balance sheet according to only the total net profit which totals 1,809.41 million and we 
estimate that no additional capital will be injected in the company as of 2020.Thus, with  this 
increase in liquidity, we have estimated that Gillette would take the following justified actions:  
  
§ Increase cash by 35% representing 192.85 million. In this case, we have increased the 

percentage more than in the neutral estimation since with a higher profit, the company can 
afford to invest more in its treasury to improve its liquidity problems. 
 

§ Accounts receivable would probably increase by 15.57% representing an additional 512.44 
million. This is because as of 2019, the accounts receivable of the company represented 
10.57% of net sales and thus, we decided to follow the tendency. In addition, we have 
decided to add 5% more since we should be cautious and be very realistic with our results. 
This additional 5% would represent any unexpected customer behaviour and also new 
customers that appeared from the tax reduction and that whose customer behaviour is still 
unknown. 
 

§ We also decided to increase inventory by 20% representing 81 million. This percentage 
represents the increase on sales in our optimistic estimation, however, we added some 
extra 1.5% since we do not want to be short on stock and since we can afford it with the 
increase of our profit. Indeed, the company should always make sure to have enough stock 
to satisfy all demand and that is why we decided to secure our response towards this new 
demand. 
 

§ All the above changes represent a total of 786.29 million from the total 1,023.12 million 
increase on earnings. The rest, which is 516.12 million will go to dividends as well as the 
previous earnings of 507 million. We should remember that Procter and Gamble is a huge 
corporation that should keep happy their stakeholders. 

 
§ Moving to currently liabilities, we estimated that accounts payable will follow the previous 

trend of 2019 and increase by 11,35% in 2020. This increase is calculated in a very logical 
way. In 2019, the company’s accounts payable represented 24.03% from net sales, so in 
the same way, we decided that in 2020, the accounts receivable would represent as well 
as the same percentage from last year of net sales of 2020. This is because a company 
doesn’t usually change its payment behaviour towards providers.  
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§ Finally, we estimated that retained earnings would increase by 3.63% since it is necessary 
to reinvest in the company. This decision would be taken by the high management board.  



 
 
 
Thus, according to the explanations above, the new balance sheet based in our neutral approach would remain as follows: 
 

Amounts in millions; As of June 30 2020 2020% 2019 2019% 
ASSETS         

CURRENT ASSETS         

Cash and cash equivalents 661.2 4% $551 4% 

Available-for-sale investment securities 786 5% 786 5% 

Accounts receivable 1,156.44 6.56% 644 4% 

Inventories  0%  0% 

Materials and supplies 168 1% 168 1% 

Work in process 80 1% 80 1% 

Finished goods 486 29% 405 3% 

Total inventories 734 4,.6% 652 4% 

Prepaid expenses and other current assets 288 2% 288 2% 

TOTAL CURRENT ASSETS 3,625.64 26.11% 2,921 20% 

PROPERTY, PLANT AND EQUIPMENT, NET 2,765 17% 2,765 18% 

GOODWILL 5,235 32% 5,235 35% 

TRADEMARKS AND OTHER INTANGIBLE ASSETS, 
NET 3,148 19.3% 3,148 21% 

OTHER NONCURRENT ASSETS 892 5.5% 892 6% 

TOTAL ASSETS $15,748.29 100% $14,962 100% 
 

Table 5.68. Balance statement: Assets (optimistic estimation) 
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LIABILITIES AND SHAREHOLDERS' EQUITY         

CURRENT LIABILITIES         

Accounts payable $1,784.79 10.6% $1,464 10% 

Accrued and other liabilities 1,177 7.55% 1,177 8% 

Debt due within one year 1,261 8% 1,261 8% 

TOTAL CURRENT LIABILITIES 4,222.79 26.3% 3,901 26% 

LONG-TERM DEBT 2,651 17% 2,651 18% 

DEFERRED INCOME TAXES 897 5.7% 897 6% 

OTHER NONCURRENT LIABILITIES 1,327 8.5% 1,327 9% 

TOTAL LIABILITIES 9,097.79 57.56% 8,777 59% 

SHAREHOLDERS' EQUITY  0%  0% 

Convertible Class A preferred stock, stated 

value $1 per share (600 shares authorized) 121 1% 121 1% 

Non-Voting Class B preferred stock, stated 

value $1 per share (200 shares authorized) — 0% — 0% 

Common stock, stated value $1 per share 

(10,000 shares authorized; shares issued:  

2019 - 4,009.2, 2018 - 4,009.2) 521 3.3% 521 3% 

Additional paid-in capital 8,298 53.3% 8,298 55% 

Reserve for ESOP debt retirement (149) -1% (149) -1% 

Accumulated other comprehensive 

income/(loss) (1,942) (12.5%) (1,942) -13% 

Treasury stock, at cost (shares held:  2019 - 

1,504.5, 2018 -1,511.2) (13,053) (83.82) (13,053) -87% 

Retained earnings 12,804.50  12,339 82% 

Noncontrolling interest 50 0% 50 0% 

TOTAL SHAREHOLDERS' EQUITY 6,650.5 42.43% 6,185 41% 

TOTAL LIABILITIES AND SHAREHOLDERS' EQUITY $15,748.29 100%% $14,962 100% 

Table 5.69. Balance statement: Liabilities and Shareholder’s Equity (optimistic estimation) 
 



 
 

Working Capital 
 
 

APPARENT WORKING CAPITAL (2019-2020) without pink Tax 

2020 2019 DIFFERENCE 

-557.15 -980 -422.85 

 
Table 5.70. Apparent working capital (2019-2020) without pink tax 

 
NECESSARY WORKING CAPITAL 2019 - 2020 

2020 2019 DIFFERENCE 

527.93 222.1 -305.83 

 
Table 5.71. Necessary working capital (2019-2020) 

 
TREASURY POSITION PER YEAR 

2020 2019 DIFFERENCE 

-1,085.08 -1,202.1 -117.02 

 
Table 5.72. Treasury position per year 

 
 
Comparison Working Capital with pink tax vs. Without pink tax 
 
§ The negative working capital decreased by 43%.  Thus, we can clearly see that the abolition 

of the pink tax would significantly improve liquidity tensions in the short term. 
 
§ We can also observe that we would continue having a positive necessary working capital 

and thus, a deficit on the working capital. Nevertheless, if things continue like this, by 2021 
the company will probably have a negative necessary working capital. 

 
§ The negative treasury position would decrease by 8.35%. 
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§ Nevertheless, if sales maintain the same rhythm, by 2021, the company will enjoy a positive 
working capital.  

 
Ratios 
 
In this case, ratios are almost exactly the same as in the neutral situation. Refer to ratios of 
neutral estimation.  
 
Breakeven point 
 
Since we are analysing now the neutral estimation, we want to know how much the company 
should sell in order to start making profits and avoid any losses. We should remember that the 
neutral estimation foresees and increase of 12.81% in sales and a decrease of 5% in direct and 
indirect costs. 
 

OPTIMISTIC ESTIMATION 2019 2020 

TOTAL SALES UDM. 6,092 7,427.36 

TOTAL COST OF SALES (3,129) (2,972.55) 

GROSS MARGIN 2,963 4,454.81 

TOTAL FIXED COSTS (2,469) (2,383.1) 

OPERATING INCOME 494 2,071.71 

EBIT 546 1,927.71 

TAXES (31) (109.30) 

NET PROFIT 516 1,818.41 

 
Table 5.73. Income statement (optimistic estimation) 

 
       CF                   
1 – (CV/V) 
 
 
2019: As of 2019, the company would start to create profit with 5,076.32 monetary units, which 
is slightly more than what they actually sell. That is why the company is just making 8% of profits 
from net sales. 
 

§ DP 2019: 2,469/ (1 – (3,129/6,092)) = 5,076.32 million 

§ DP 2020: 2,383.1 / (1 – (2,972.55/7,427.36)) = 3,973.26 
million 
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2020: The monetary units sold without the pink tax and with the optimal estimation would need 
to be 3,973.27 million in order to start making profit. That represents a decrease of 21.73% of 
2019’s breakeven point, which is an advantage toward the company.  
 
 
5.4. ANALYSIS OF THE RESULTS AND CONCLUSIONS 
 
After perusing our diagnosis on the current and real accounts of Gillette, we can see that the 
company is not at its best and in the last year, things have gotten worse. As we previously saw, 
the company is currently suffering from bad management issues that make its margin and profit 
to be relatively low in comparison to the market. Thus, this is directly affecting the company 
working capital, which we have determined as the main issue of the company. This is because 
the working capital is so negative that it is causing very damaging liquidity tensions. According 
to our analysis and study, this could possibly improve with the abolition of the pink tax. Indeed, 
taking from the company +13% of monetary sales on women’s products might seem risky, 
nevertheless, we have created a methodology with different hypothesis that proves this idea 
wrong. 
 
Indeed, as previously mentioned, we have perused a methodology that explained why sales 
would increase with the elimination of the pink tax and we have carried out three different 
scenarios so that any company that would like to apply this methodology takes into account 
different variables and avoids any unexpected events. The different estimations carried out 
were: a pessimistic scenario, a neutral scenario and finally, an optimal scenario. 
 
In the pessimistic scenario, we have supposed that Gillette eliminates the pink tax yet no 
increase of sales occurs. In this case, the main conclusion is that with the abolition of the tax 
and with no increase on sales, the company would decrease its net profits by 60,28%. Moreover, 
we also calculated the breakeven point in order to determine the increase needed on sales in 
order to avoid a decrease on net profits and the result was 2.08%. Thus, with a small increase 
on sales of 2.08%, the company would make the same profit as with the pink tax. The point here 
is that while being more socially responsible, the company would decrease its profits, yet it 
would not enter any losses. 
 
In the second scenario, we created a very neutral estimation. The neutral scenario predicts that 
the net sales would increase by 15.05% without the pink tax, and due to this increase, it is 
predicted that both the fixed and the variable cost would also decrease by 5 % due to economies 
of scale and to better negotiating conditions. These changes provoke a very significant increase 
on net earnings that goes from 8% in 2019 (below sectorial average) to 20.19%, representing 
an increase of 64.17% in benefits. This way, Gillette would directly become one of the most 
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rentable and profitable companies in the sector. This is because Gillette is number one in 
technological advancement and innovation, the only drawback is its higher prices and once 
decreased, they would immediately top the market. Moreover, we also concluded that assets 
and total liabilities and equity will increase by 4.05%. This means that with the abolition of the 
pink tax, Gillette will grow in the percentage stated. If that was not enough, the apparent 
negative working capital would drastically decrease by 42%. This decrease is not enough to 
improve liquidity tensions in the first year, but it is a very important improvement. Finally, we 
also calculated the change in the breakeven point which goes from 5,076.32 million in 2019 to 
4,138.15 million in 2020.That represents a decrease of 18.48 % of the breakeven point, which 
is an advantage toward the company. 
 
In the third and last hypothesis, we put ourselves in an optimistic scenario. The optimistic 
scenario predicts that the net sales would increase by 21.92% without the pink tax, and due to 
this increase, it is predicted that both the fixed and the variable cost would also decrease by 5 
% due to economies of scale and to better negotiating conditions. The resulting changes made 
net earnings go from 8% (which is quite low in comparison to the market) to 24%, representing 
an increase of 71.97% in benefits. We also estimated in this scenario that the negative working 
capital would decrease by 43%, slightly more than in the neutral scenario.  Finally, the 
breakeven point would go from 5,076.32 monetary units in 2019 to 3,973.27 million. That 
represents a decrease of 21.73% of 2019’s breakeven point, which is an advantage toward the 
company. 
 
Thus, we conclude that in order to improve the current situation of Gillette, which is not an 
optimal one, the company would significantly improve its situation and annual accounts by 
eliminating the pink tax. Indeed, this would not only improve the economic situation of the 
company but also improving its brand position with a more socially responsible image. Indeed, 
customers nowadays are very well aware of their rights and companies’ behaviours and this 
would definitely help the company to have a more solid position in its market. Moreover, with 
the abolition of the pink tax, Gillette would not only improve its customers’ satisfaction but also 
the satisfaction of its shareholders. This is because having higher profits, would allow the 
company to divide more dividends amongst its investors and probably attract more investors.  
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5.3.3. Non-economic impact 
 
The non-profit advantages of putting an end to the pink tax 
 
Although it does seem indisputable that getting rid of the pink tax would represent in itself a 
financial loss for any company involved with the manufacturing and/or selling of feminine 
hygiene products (this could however extend to any type of item subject to the pink tax), it can 
safely be assumed that there would also be some rather substantial non-profit advantages to 
be reaped by doing such a thing. And it might even be suggested that such advantages might 
actually far outweigh this potential loss, which could then turn out to be largely compensated 
for by the positive impacts of taking the pink tax down. 
 
The importance of public image 
Nowadays more than ever, companies across the globe are well aware of the importance of 
maintaining a good public image, not only as a way to maintain trust in its products or services, 
but also to build customer loyalty and to continuously sign up new ones. They are also aware 
of the impact that scandals and public outrages can have on a company, as discussed previously 
with the example of Gillette’s advert back in 201957. But if we can assume that negative actions 
have a negative impact on a company’s image and reputation, then it makes sense to think that 
positive actions would likely have a positive impact and would eventually end up strengthening 
its public image. 
 
There is a tendency for consumers to consume vegan, organic products, cruelty free for the 
simple fact of being this type of product. With the elimination of the pink tax we want this 
product to be related to green marketing, with ethical marketing and therefore that Gillette is 
a considerable product that is sustainable, ethical and that promotes equality. 
 
To highlight this simple supposition, we can look at the particular example of Boxed58, a US 
online reseller of various daily life goods, including feminine hygiene products. On noticing the 
price differences that existed between men and women’s versions of the same item, the 
company, through its director of marketing Nitasha Mehta, decided to lower the cost of 
feminine products down to the level of the men’s, as well as marking such products with the 
slogan ‘rethink pink’ on their website. For such a company (i.e. a reseller), the manufacturer 
usually set up the unfair prices upstream, and it means that they themselves (the reseller) have 
to absorb the difference in price. However, since getting rid of this price difference, Boxed has 
reported a sharp increase in new customer sign ups59, and this has comfortably made up for the 
loss in revenue caused by bringing the price of feminine products down. In addition to that, 

 
57 https://www.independent.co.uk/life-style/gillette-ad-commercial-pink-tax-controversy-toxic-masculinity-metoo-a8731821.html 
58 https://www.fastcompany.com/90330449/how-this-company-saved-women-millions-by-eliminating-the-pink-tax 
59 https://www.glamour.com/story/pink-tax-revolution 
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there is little doubt that customers generally feel good about being associated with a company 
that publicly fights such injustices as those, in an authentic and mindful way. And so on top of 
bringing in new customers, such an initiative also reinforces customer loyalty. Rachel Winard, 
founder of the gender-neutral skincare brand Soapwalla60 even says “[…] also, we have the best, 
most loyal customers in the world, seriously”. This is not only important to maintain and support 
consistent revenues, but also because consumers have a big role to play in holding companies 
accountable for their actions, and with the ability to shift buying practices, have tremendous 
power. This has been particularly true in recent times, where with the rise of social media’s 
influence a single tweet can have a relatively strong impact on a company and its public image. 
The “shift away from discriminative practices begins with the consumer61”, and so standing by 
your customers on the topics that matter has never been more crucial. 
 
If some companies, like Boxed in the example above, recognise the price gap issue and decide 
to act on it, some other companies, without being necessarily subjected to a similar issue in the 
first place, can also take a stand and invest in pink tax awareness activities. This is the case of 
European Wax Centre (EWC), a company offering “unique waxing experience to women and 
men in a setting with a modern environment featuring crisp, clean lines, private waxing suites, 
and providing the most professionally trained waxing experts, with exceptional service62”. While 
this company has never charged more for services tailored around women compared to those 
tailored around men, it has a higher percentage of women in its customer base as well as its 
employees. Launched by EWC around two years ago, the ‘Ax the Pink Tax’ campaign63 focuses 
mainly on getting the word out and raising awareness, which they do through media campaigns 
(panels with experts, podcasts, etc.), social media presence and content, shop discounts and 
donations to various female-focused charities (Girls in Tech64 for example). Via the ‘Ax the Pink 
Tax’ campaign, European Wax Centre is dedicated to “empowering confident women to speak 
up, stand out, and claim their worth”. Although it is not yet clear what financial impact this has 
had on the company’s finances (since they didn’t have to lower any price in the first place, with 
men and women services already on a similar level of cost, there is a good chance it could only 
have a positive one), the stand recently taken by the company and its efforts to combat pink 
tax injustices has definitely reinforced its public image. Approaching your business in a way that 
resonates with consumers could well translate into customer sales and financial rewards could 
quickly follow, just like Boxed before them, reinforcing the idea that doing the right thing can 
definitely make good business. 
 
 

 
60 https://wellinsiders.com/the-pink-tax-what-it-is-how-these-brands-are-leading-the-change-against-it/ 
61 https://wellinsiders.com/the-pink-tax-what-it-is-how-these-brands-are-leading-the-change-against-it/ 
62 https://www.prnewswire.com/news-releases/european-wax-center-seeks-to-end-the-unjust-pink-tax-on-products-marketed-to-women-
with-axthepinktax-campaign-300616237.html 
63 https://axthepinktax.com 
64 https://girlsintech.org 
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Creating new business models 
 
Saying ‘no’ to the pink tax, instead of bringing changes to an existing business and positively 
impacting it, can have another interesting impact which is the creation of new, exciting and 
innovative companies and business models. This is the case of Billie65, an American e-commerce 
company that manufactures and sells (as well as delivers to your door) razors marketed directly 
towards women, via a subscription service available online. Launched in 2017 by former 
advertising executive Georgina Gooley, Billie allows its customers to select the frequency of 
how often they want deliveries of razor cartridges according to their needs, at affordable prices 
(for almost half of the price of mass brands). By doing just that, this new company, in addition 
to creating new jobs and business activity, answers a real problematic with an innovative 
solution, specifically designed around the end customer. They have also taken up the fight to 
‘compensate’ women for the extra money they have been spending over the years on this kind 
of products, by introducing a ‘pink tax rebate66’, which works as a referral system where you 
get 1 dollar back for each friend that joins the rebate scheme (they don’t even have to order 
anything for you to start getting some money back!). 
 
Dry cleaning is another one of those things where women have to pay more than men for the 
exact same service. Reilly Starr, a former Public Relations executive for finance and legal firms, 
took action on that price difference by launching her own company67, called Dapper Dame Dry 
Cleaning, after realising that she had been paying almost double compared to men for the same 
dry-cleaning services for far too long. This on-demand service based in Manhattan uses a digital 
app to arrange pickups for your dry cleaning. And it charges the same price, whether the items 
are men’s or women’s (it will still however cost a little more for pieces of clothing made of more 
delicate materials because of the extra labour involved to get them clean). 
 
Fighting the pink tax issue is a hard task, one that cannot be done overnight. Most large 
corporations are very slow to make the changes necessary (if they do at all), and with the 
underlying issue being a systemic gender discrimination one, it takes years of time and effort to 
even start solving it. However, smaller businesses and independent brands have an advantage68 
in that they have a higher level of control over their business, as well as over the way that they 
design, manufacture and market their products or services. They also shape the business with 
a view to answer the needs of a particular social group. It is also much easier for the founders 
of such companies to print their own vision into their brands, and as we have seen with the few 
examples above the high level of passion and commitment to taking down gender 
discrimination is the engine driving those change-making businesses. It is this passion and 

 
65 https://www.glamour.com/story/billie-razor-subscription 
66 https://mybillie.com/pages/pink-tax 
67 https://nypost.com/2017/03/27/small-businesses-lead-the-fight-against-pink-tax-on-women/ 
68 https://wellinsiders.com/the-pink-tax-what-it-is-how-these-brands-are-leading-the-change-against-it/ 
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commitment that has to be a catalyst for leading the change and forcing bigger companies to 
change as well. 
 
Corporate Social Responsibility and market pressure 
 
Slower to react, bigger companies are now witnessing a range of new businesses excelling at 
answering the needs of a new customer base hungry for change. Since the 1960s, there has 
been more and more scrutiny on large corporations with regards to environmental and social 
impacts and responsibilities. Corporate Social Responsibility (CSR) is defined as a ‘self-regulating 
business model that helps a company be socially accountable—to itself, its stakeholders, and 
the public. By practicing corporate social responsibility, also called corporate citizenship, 
companies can be conscious of the kind of impact they are having on all aspects of society, 
including economic, social, and environmental69’. According to the United Nations’ Industrial 
Development Organisation, a ‘properly implemented CSR concept can bring along a variety of 
competitive advantages, such as […] increased sales and profits, operational cost savings, […] 
improved brand image and reputation, enhanced customer loyalty, [….]’. It is interesting to note 
that some of the advantages of CSR listed above have been discussed before, when arguing that 
getting rid of the pink tax would be beneficial to businesses. 
 
Although publishing each year a sustainability report (or CSR report) is not yet mandatory for 
all companies, directive 2014/95 70  from the European Union now demands large public 
companies to disclose how they operate and address their social and environmental challenges 
(non-financial information) 71 . This means it is actually mandatory for large public interest 
entities to disclose non-financial information, translating the ever-growing pressure that 
consumers, regulators and markets put on such corporations. One element of such reports (or 
of CSR in general) is gender equality and diversity. Although it traditionally focuses more on 
gender equality and diversity in the workplace (i.e. number of women as company board 
members, equal pay between men and women, etc.), looking into gender issues from a CSR 
standpoint could expand to the activities of companies and the impact they have on society, in 
short: the way they conduct business. Treating women customers equally with men definitely 
falls under the scope of socially responsible practices, and could reinforce (or complement) 
efforts made within the company (salaries, positions, etc.). On the other hand, failing to address 
gender discrimination in business activities could undermine any effort made within, and put 
added pressure on the company. A 2011 study led by Prior Catalyst72 came to the conclusion 
that with more women in positions of leadership, comes a higher level (and quality) of CSR 

 
69 https://www.investopedia.com/terms/c/corp-social-responsibility.asp 
70 https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32014L0095&from=EN 
71 https://youmatter.world/en/definition/definitions-csr-report-important-examples/ 
72 https://www.catalyst.org/wp-content/uploads/2019/01/gender_and_corporate_social_responsibility.pdf 
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initiatives. Connecting the dots, this could mean in turn a higher likelihood of investing in gender 
problematics such as the pink tax for example. 
 
We discussed the impact on public image, and the corresponding benefits that are a direct 
consequence of getting rid of the pink tax. This can apply to any type of company, but for the 
biggest companies, as seen in the lines above, it is also crucial to answer the demands and 
pressure from customers and regulators alike, and one such way is by investing in CSR practices. 
Getting involved in gender discrimination issues such as fighting the pink tax would directly feed 
into a CSR strategy, and bring back not only financial returns through customer sign ups, but 
also a better corporate image and reputation, ultimately increasing brand loyalty. The link 
between CSR, public image and business performance can be seen as a virtuous circle, where 
investment in CSR activities will improve image and reputation, which in turn will bring about 
better business performance. Better socially responsible business would then feed back into 
the company’s CSR strategy and so on. 
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6. CONCLUSIONS 
 
After carrying out this dissertation and having immersed ourselves in the exploration of the pink 
tax subject, we have come to realise the positive repercussion we believe this transition would 
have for Procter & Gamble; going from a pink tax operation to a no pink tax culture would have 
favourable contributions to the functioning of the company. 
 
Besides the financial aspects of this project, which we believe are part of the core structure of 
this dissertation, we also consider relevant to remark the importance of this matter in our 
present society. We are going through complicated and definitely unsettling times, where 
different communities are pushing for social change. The pink tax is not an exception. With this 
study, we have learnt and acquired meaningful knowledge about something that had remained 
uncertain, almost occult, for us until now. We trust our work could open people’s eyes to the 
fact that this is a case of abuse; if only we realised the impact this has in our pockets and how 
unconscious we are of it. 
 
While we are certainly proud of the long way we have come with this project, we feel necessary 
to express the limitations we have encountered along the way at the time of accessing 
information. This is only evidence of how much more work and awareness is needed in this area 
considering there is a clear lack of references, both in the business world and academia. We, 
therefore, found ourselves without prior cases that would lead our path in this adventure we 
embarked upon. In another way, our field work was bounded due to the COVID-19, creating 
restrictions that have kept us away from valuable resources such as libraries or a broader pool 
of participants at the time of doing our survey work. We feel, nonetheless, satisfaction for the 
work accomplished. 
 
When we started this study, we challenged ourselves to prove that it is possible to succeed with 
a pink tax free company. We are optimistic that this point has been substantiated, that we could 
contribute to have a positive impact and help the current situation of a business and provide a 
better and more ethic image of them in the sight of consumers and society. 
 
We are hopeful that our other main objective, consisting of going beyond what is a required 
dissertation, has been fulfilled. After all, only one person is needed to create a social movement, 
and through connections, reach other individuals willing to change the world in a peaceful 
manner. In our case, we give our word that if P&G decided to remove the pink tax from their 
products, they could count on having four more customers for life. 
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