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GABLE is Procter & Gamble's employee network for Gay, Lesbian, Bi-Sexual, and Transgender 
Employees and their Supporters. The group has global membership in all functions at P&G.

GABLE exists to support an equitable workplace for all employees.  A workplace that is 
respectful of individual differences regardless of sexual orientation, by networking, educating, 
influencing, advocating, and mentoring.
 
GABLE is led by a handful of volunteers that do their best to represent the larger GABLE 
constituency. Please see the website at the URL listed on this page for the most current 
information.
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1 The Value of Diversity at Procter & Gamble

Touching lives, improving life. P&G

It’s who we are; it’s what we do.  Three billion times a day, P&G brands 
touch the lives of people around the world.  Our corporate tradition is 
rooted in the principles of personal integrity, respect for the individual 
and doing what’s right.

Today’s dynamic global company has resulted from P&G’s innovative 
product technology, business approaches, leadership and vision.  A 
vision that began in 1837 when P&G started making candles.  A vision 
that included the development of its people as a competitive advan-
tage.  

These principles date back to the founders of our company and have 
been interpreted by the Company’s leaders over time.  It was R.R. 
Deupree, P&G’s CEO from 1930-1948 who said, “If you leave us our 
money, our buildings, and our brands, but take away our people, the 
Company will fail. But if you take away our money, our buildings, and 
our brands, but leave us our people, we can rebuild the whole thing in 
a decade."

Inspired?  We hope so.  
 
P&G attracts and recruits the finest people in the world. We build our 
organization from within, promoting and rewarding people without 
regard to any difference unrelated to performance. We act on the 
conviction that the men and women of Procter & Gamble will always 
be our most important asset.

P&G touches lives and improves life all around the world. To be "in 
touch" with our global markets, customers and business partners, we 
need a diverse work force. That's why we are proud of our long 
tradition of valuing, trusting and respecting diversity. 

We recognize the direct link between engaging the unique talents of 
our employees and the Company's success, both in the short and long 
term. Diversity, therefore, is a fundamental component of our "How to 
Win" business strategy.  Our commitment to diversity has placed P&G 
on many lists of premier companies, including:

 Fortune’s “Global Most Admired Companies”
 Fortune’s “Best Companies to Work for”
 Diversity Inc.’s “Top 50 Companies for Diversity”
 
Diversity is the uniqueness each of us brings to work.  Our differences 
are physical, such as race, sex and age.  They also include less visible 
differences such as nationality, cultural heritage, personal background, 
sexual orientation, functional experiences and others.  By building on 
our common values and goals, we are able to create advantage from 
our differences.  

Respect is critical in our corporate culture.  P&G is committed to 
building a diverse workplace that includes respect for sexual orienta-
tion.  In fact the company is on the leading edge of supporting GLBT 
employees.  In 2001, P&G was among the first corporations to provide 
benefit support using a concept known as “spousal equivalency.”  
P&G’s package of benefits assures GLBT employees that they will be 
treated fairly and with respect, including equality in relocation benefits, 
domestic partner benefits for partners and shared children during 
employment and into retirement.  
 

value YOU

Diversity is valued at P&G.  With a broad array of affinity groups, 
employees are supported fully in order to deliver at and above what 
they thought possible at the moment they are welcomed into the P&G 
family.

At P&G, supporting diversity is a key strategic focus and GLBT employ-
ees are included in this focus.  In a world of immeasurable variety both 
externally and internally, our Company intends to be fully equipped to 
meet the needs of this broad network of employees and consumers.

And we want you to join us!
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GABLE (Gay, Bisexual & Lesbian Employees) is the company’s formal 
support team for GBLT employees.  GABLE is a network of committed 
individuals which had its start in the early 90’s.  The change in the 
company’s EEO statement provided the initial spark for those interested 
to work for change, and GABLE leaders helped drive it.  GABLE began 
by building awareness for the need to be inclusive.  That effort fostered 
change inside and outside the company.  GABLE worked on three 
things:

 

GABLE has had an impact on P&G.  The organization has improved the 
climate of inclusion and diversity across the company and is helping 
P&G serve its diverse consumers.  GABLE is also helping to sponsor 
local events in the communities where P&G people live and work, and 
other national events like Out & Equal, and internal GLBT diversity 
speakers.

P&G has a long history of reaching out to consumers.  The Company 
works extremely hard at understanding the needs of consumers and 

CONSUMERSvalue
LEADERSHIP

The Oral Care family of brands. Oral Care was an early leader in using 
the GLBT community to drive business growth. Crest Whitestrips, 

pictured below, used gay men as a strategic early adopter group.

meeting those needs.  P&G has learned that the GLBT consumer is an 
“early adopter.”  This consumer tends to be on the leading edge in 
trying and accepting new products.  The GLBT consumer is a key 
segment for P&G and an important source of incremental growth.

P&G is deepening its understanding of GLBT consumers and GABLE 
can and does serve as a resource for business teams seeking to learn 
more about and meet the needs of the GLBT consumer.  For example:

• GABLE provided consumer insights into the Iams pet care 
business, where GLBT consumers are more likely to own 
pets and speak of themselves as pet “parents,” than pet 
owners.  

• GLBT community members were targeted as strategic 
early adopters when Crest Whitestrips was launched.  The 
brand used Gay Pride events to create early buzz for the 
product.  GLBT consumers helped the brand meet and 
exceed launch targets. 

• GABLE helped P&G discover that the GLBT consumer is 
different and valuable when P&G began marketing 
Peridex mouth rinse to AIDS patients for treatment of oral 
sores.

• GLBT consumers help define the trends that lead our fine 
fragrance business, which includes brands like Hugo Boss, 
Beldasarini, and Dolce & Gabbana.

1. Policy
2. Establishing GABLE as a recognized support group within 

the company. 
3. Culture change: to make the workplace inclusive in all 

respects for GLBT community members GABLE promoted 
the need to provide sexual orientation training for all 
employees.

2004

“Working Mother Magazine” ranks P&G in “100 Best Companies Hall 
of Fame” for its long-standing commitment as the employer of choice 
for talented women 

Diversity Inc. Magazine, ranks P&G #27 among “Top 50 Companies for 
Diversity”

GABLE starts satellite organizations within each business unit to better 
support the GLBT community

P&G held a first-of-its-kind International Festival, taking place in 20 
P&G venues around the world

2005
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Diversity Inc. magazine ranks 
P&G among the top 50 
companies for diversity

P&G sponsors internal diversity 
speakers to promote dialogue and 
understanding of diversity issues.  In 
February, the speaker series sponsors a 
talk titled, “Enabling 100% Productiv-
ity: Gay and Lesbian Issues in the 
Workplace”

Fortune Magazine, ranks P&G #3 – “All 
Stars for the 50 Global Most Admired 
Companies”

2006

GABLE members begin 
measuring the degree of 
“inclusiveness” for 
GLBT’s in the P&G 
workplace.  

2000

P&G extends Domestic Partner Benefits to employees, one of the first corporations to 
adopt the concept of spousal equivalency 

P&G announces plans to spend $1.5 billion annually with diverse suppliers by 2005

The Human Rights Campaign (a national GLBT advocacy organization) applauds P&G 
for its decision to provide domestic partner benefits.  The HRC and its members 
commend The Procter & Gamble Company for recognizing that treating its gay and 
lesbian employees equally is good business, and the right thing to do 

P&G ranks in the top ten in Diversity Inc. magazine's corporate survey: "P&G was one 
of the first companies to start addressing diversity.  It started this work in 1970"

2001

Crest Whitestrips® 
reaches out to GLBT 
“early adopters” in the 
launch of a new product

P&G ranks in the top ten 
in Diversity Inc. 
magazine's corporate 
survey

2002

National Association of Female 
Executives ranks P&G among the 
Top 30 Companies for Executive 
Women

Business Ethics Magazine ranks 
P&G #4 among its “100 Best 
Corporate Citizens”

2003
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P&G includes sexual orientation in 
its Equal Employment Opportunity 
statement.

1992

P&G employees form a grass roots 
organization known as GABLE/P&G 
to offer networking opportunities 
and support. The group pursues 
goals such as GLBT inclusion in 
diversity training and domestic 
partner benefits.

1993

P&G implements a significant structural reorganization by 
realigning business units and corporate wide reporting 
relationships.  As part of this, the Company commits itself 
to looking for breakthrough and “discontinuity” in 
managing diversity, consistent with what the Company is 
looking for in its overall business results.

Latina Style Magazine ranks P&G as one of the best 
places for Latinas to work in the U.S

National Society of Black Engineers ranks P&G #3 of Top 
25 companies to work for in America -- #1 in Recruiting 
and Retention.

1998

P&G moves closer to providing Domestic 
Partner Benefits by supporting benefits for 
"Household Dependents."

1999
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DATA
Objective: To evaluate the in vitro antimicrobial hostility of two denture
adhesive formulations against Streptococcus mutans. Methods: A kill
kinetic assay was used to evaluate the antimicrobial efficacies of
Fixodent® Complete and Fixodent Fresh against Streptococcus mutans.
Mutans streptococci were selected as the target organism for this study
because they are among the predominant cultivable microflora of denture
plaque.  A 24-hour-old culture of Streptococcus mutans was exposed
for 6 hours to the denture adhesive products and at the desired sampling
times, an aliquot of the streptococcal culture was diluted into a
neutralizing broth. The dilutions were subsequently plated onto Tryptic
Soy Agar and incubated in a 10% CO

2
 atmosphere, at 35oC for a period

of 48 hours. The viable organisms on the agar plates were enumerated
using a laser counter and the log reductions in Colony-Forming Units/
CFUs (with respect to a negative control) at 6 hours were calculated for
both products tested.  Results: The average log reduction in CFUs
after a 6-hour exposure to the products showed robust hostility with a
1.25 log reduction for Fixodent Fresh and > 4.03 log reduction for the
Fixodent Complete formulation. Conclusions: While both denture
adhesive formulations demonstrated good antimicrobial activity, the
kill kinetic data strongly support the conclusion that Fixodent  Complete
is more hostile than Fixodent Fresh in terms of germ kill against
Streptococcus mutans. The use of a denture adhesive may lead to an
improvement in oral hygiene for denture patients by reducing or
preventing denture plaque.

Unlike most oral care products, denture adhesives are physically present
in the oral cavity for several hours every day – this makes them an ideal
sustained release reservoir for other oral care agents.  One such agent
is zinc which is well known for its antimicrobial properties, and is
already present in the denture adhesive as a cross-linking agent to
promote adhesion.  This in vitro antimicrobial study was designed to
determine the antimicrobial activity of two denture adhesive products.

This study was designed to determine the antimicrobial activity of
Fixodent Fresh and Fixodent Complete denture adhesives toward
Streptococcus mutans, a bacteria commonly associated with denture
plaque.

Test Products:   Fixodent Fresh and Fixodent Complete

Test Organism:  Streptococcus mutans ATCC 35668

Method:
1. Streptococcus mutans ATCC 35668 was inoculated into Tryptic

Soy Broth and incubated overnight at 35°C in 10% CO
2
.

2. The denture adhesives were weighed directly into sterile flasks
in triplicate; 9 ml of  peptone water was added to each flask
containing the denture adhesive.  A flask containing 9 ml peptone
water and no denture adhesive was maintained as the negative
control; 1 ml of the Streptococcus mutans broth culture was
transferred into each of the flasks.  This gave a 1:10 dilution of
the test organism.

3. All the flasks were incubated and a 1 ml sample was taken after
6 hours from each flask; 1:100 and 1:1000 dilutions of the
sample were prepared in  neutralizing broth and plated onto
150 mm TSAplates using a spiral plater; All plates were incubated
for 48 hours in 10% CO

2
 and read using a laser counter.

Statistics:  p-values obtained from 2-sided Exact Wilcoxon Rank
   Sum test. N = 3.

1. Both test products exhibited anti-microbial activity toward
Streptococcus mutans:

•  Fixodent Fresh exhibited a 1.25 mean log reduction

•  Fixodent Complete exhibited a > 4.03 mean log reduction
    Vs. the negative control

2. Fixodent Complete was superior to Fixodent Fresh
in antimicrobial activity toward Streptococcus mutans.

Both results were statistically significant at p = 0.10

While both denture adhesives demonstrated good
antimicrobial activity, Fixodent Complete was more
hostile than Fixodent Fresh toward Streptococcus
mutans. This may lead to a reduction in denture plaque
and result in improved oral hygiene.

In Vitro Inhibition of Streptococcus mutans by Denture Adhesives
J. Rajaiah*, N. Ramji, J.E. Barnes, A.M. Kneipp, J.L. Winston, J.A. Fitzgerald

Procter & Gamble, Mason, OH, USA

Acknowledgment: Xiaojie Zhou, Senior Statistician, P&G
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