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1. Introduction
Communication skills are one of the important activities in branding a global or regional company to increase number of customers. It is directly related to the branding and brand equity by showing innovative additions in goods or products. Fetching more variety or combination easily attracts potential customers that show an internal strategy earning revenues. This study incorporates the communication skills’ utilization for branding and brand awareness of renowned “Johnson & Johnson”. Study discusses details about this company and its recent strategy for promotion and how it accelerated branding and brand equity. Interpretation of Aaker’s model adds extra explanation about quality of the product, brand value, and brand equity.
2. Background of the Company
“Johnson & Johnson” is a global healthcare company that supplies a variety of health care products to all of the citizens. Initially, this company had chosen baby care products, and later it has shifted its plan. Consumer health, medical devices, and pharmaceuticals products are to be provided to grab the targeted age group from 18 years to 80 years. Enlargement of target market and customer segmentation has brought “Johnson & Johnson” global appreciation and enhanced revenues and profitability. 
“Johnson & Johnson” allotted almost 55 % of women employees for workplace equality and its innovation project has contributed £7.3 million for joint ventures with universities. Annual revenue in 2019 was $82,059 million of US dollars whereas increment has been seen in 2020 up to $82,584 million of USD (Garkushenko, 2018). Going through entire records, it can easily be interpreted that “Johnson & Johnson” has been profiting for the last 130 years whereas data of business degradation has not been seen.
Pandemic situation has boosted up the company with a large amount of health care products with “J & J hand sanitizer” for both children and adults. In 2020, it has its marketing up to $165 million USD (Makris et al. 2018) and a 17% increment in all-over revenue. Report of 2021 shows that sales for entire year is $23.31 billion USD with 25% increment than 2020.
3. Definition of Communication
Communication usually helps to pass any message or announcement to others to inform abo0ut something or to build up rapport easily. Communication in business and marketing or communication for branding and brand equity refers to conveying updates about product and brand selling to the customers to persuade potential consumers to purchase products. 


Figure 1: Elements of marketing communication
(Source: Sirotich et al. 2021)
“Johnson & Johnson” prefers to follow digital promotion with a television advertisement and website updates about the new products. Global programs are being conducted by “Johnson & Johnson” and attended along with joint ventures can easily grow good communication with stakeholders. It passes through the ideas of the company to the stakeholders and processes are done to aware customers creatively and strategically. Arthur page society is dedicated to developing future functions and programs such as “Johnson& Johnson internship program” and “Johnson & Johnson graduate fellowship program” (Inyang et al. 2020).Moreover, additional programs such as the PRIME scholar's program, PRSA Foundation & Uni9ted Negro College Fund (UNCF) program are conducted to increase communication among a variety of people across the culture (Opadereet al. 2019). Worldwide programs and digital marketing and promotion helps “Johnson & Johnson'' to inaugurate seven different stores in seven different locations in the UK where each store consists of different products of this company.
Digital communication of marketing in Johnson & Johnson has brought the company global appreciation where the present Harvard business report is showing that 157 countries are the potential customers of “Johnson & Johnson”. New venture or strategy to enhance the marketing of this company is storytelling and throughout the advertisement, it works as a noteworthy strategy for earning more revenues (Dahlan et al. 2020). In-depth marketing is done by “Johnson & Johnson'' along with its marketing mix, marketing campaigns, social media strategy, and business strategy. Marketing campaigns are another proficient way to grab customers from distant and remote areas and also make those people aware of the products. 
Urbanized areas are the favorable and productive zone for any international firm but products of “Johnson & Johnson'' consist of healthcare-related goods and it has to be provided to everyone (Khadempour et al. 2021). Countryside areas need more campaigns and campaign grows up team works that are also triggering communication between colleagues and hierarchy is necessary to establish a project.
4. Briefly explanation of communication model (Diagram)
Communication model is used and followed to enhance marketing and communication levels through advertisement and social media promotion. It’s a common and constrictive path for e-promotion and enormous international firms such as “Johnson & Johnson”, follow to promote the branding and more earning.


Figure 2: Marketing communication model
(Source: Klepek et al. 2018)
Communication in marketing allows a chain path for fulfilling digital promotion by grabbing potential customers and also updating new products. “Johnson & Johnson” makes its products and those products are transmitted to a medium and aging it gets transmitted to buyers (Argenti, 2018). Medium allows absorbing demands, needs, and the addition of opinions of both sellers and buyers for evaluation of products to make it more acceptable. 
Communication model of “Johnson & Johnson” usually consists of customer facilities with quality of products and development of marketing through pharmaceuticals’ prescription.  It allows stigmatizing customer facilities with Medicare products and also gives baby care products. Doctors around the world usually suggest or prescribe to give “Johnson & Johnson” baby care products and almost 135 countries have become potential consumers (Jadhavet al. 2021). Communication model focuses on strong leadership and emotional competence for business and marketing whereas communication to hierarchy, communication with colleagues, and communication with customers matter.
Communication with hierarchy:
It clearly defines that the communication between employees and hierarchy is very important to satisfy the customers. It became an external force to the employees because the campaign projects have already been done based in Ireland (Kalaimahal et al. 2019). It has created an issue regarding miscommunication between employees and hierarchy that has derailed the countryside campaign of Johnson & Johnson pharmaceuticals' product.
Communication with colleagues:
It is important when a company has to do projects based on teamwork whereas “Johnson &Johnson” supports doing more teamwork for its campaign. Impact of teamwork is excellent and it increases the rate of revenue up to 15%.  Communication between employees is very important even across the culture to mitigate all the internal hesitation and focus on the company's earnings and profitability. “Johnson & Johnson” follow the way of wok equality and includes 55% of women employees to reduce male domination and also adds Negro people to reduce white-skinned domination (Heinberget al. 2018). This is an innovative idea of “Johnson & Johnson” and it increases communication skills within the company and also collects different opinions from different employees.
Communication with customers:
It is the best way to understand the demands of the customers and make products based on this. Aim and objectives of “Johnson & Johnson” show that the best quality of products has to be provided to the customers and it needs more communications to understand the specific demand of the customer. Communication can be built up into ways such as frequent ask questions (FAQs) and campaigns. Frequently asked questions (FAQs) are a part of a digital website or social media website of a company and it helps the customers to ask several questions regarding products. Companies will give suitable answers and also count the demand of the persona and statistically analyze the “coefficient value” to recognize those effective variables (Sawagvudcharee et al. 2018). Campaigns are done to build communications with countryside customers and also with unprivileged people who do not shuffle the internet or go to shops for Johnson & Johnson products. 
Apart from these three levels of communication, business-to-business (B2B) communication also helps to build up a good marketing communication level with international firms with several joint ventures and partnership projects (Febriyantoro, 2020). Moreover, the multi-directional business and marketing model helps Johnson & Johnson to build up multi-directional business communication and increases profits and earnings.
5. Definition of Integrated Marketing Communication
Integrated Marketing Communication is the method that is applied to make the elements of marketing communication uniform and integrated. It includes the involvement of social media, principles of business development, advertisement, public relations, and audience analytics. Integrated Marketing Communication helps the particular business organization to assure the brand contacts that are accepted by the customers (Duralia et al. 2018). Advertisement is the most effective method to communicate with customers quickly.  Traditional media like TV, radio, newspapers, and modern media like online digital platforms and social media help in this procedure of advertising. Another effective tool of integrated marketing communication is direct marketing that focuses on the presentation of information to customers having similar interests (Laurie et al. 2019). 



Fig 3: Tools of Integrated Marketing Communication
(Source: hitechnectar.com, 2022)
Johnson & Johnson follows the most significant way of integrated communication marketing and that is digital marketing. The most effective way of digital marketing is the storytelling in social media to draw the attention of their customers. Johnson & Johnson has noticed the positive impacts of using an online environment for its digital marketing and applies this strategy to gain the customer base. This organization has been able to gain the highest rate of customer satisfaction and diverted attention from the issue of customers' end-to-end communication (Neheret al. 2016). 
Johnson & Johnson has been able to execute the strategies of integrated marketing communication in an effective way with the help of digital marketing. It has helped the organization to reach all kinds of global customers in the international business environment. This organization has noticed that people are inclined to social media more in recent times. Therefore, it has used that platform for its digital marketing to promote its products. Moreover, it has followed the method of advertisement with the help of storytelling that has helped this company to build a connection with the customers (Neheret al. 2016). 
It has applied this integrated marketing communication by conducting pop-up advertisements on the sites of e-commerce. Johnson & Johnson has initiated a new advertisement campaign each year that comprises a 20 seconds ad slot in the afternoon. It has made a group of target customers and they are the mothers and housewives (Neheret al. 2016). The popularity of health care programs is always relevant on television and Johnson has chosen that slot for their advertising as a tool of IMC. The target customers of this company are housewives and mothers that have been overwhelmed by this strategy. 
6. New promotional strategy of company for brand awareness
Johnson & Johnson follows an in-depth marketing strategy to enhance its product promotion through hoardings, magazines, and also television advertisements (Daosueet al. 2019). Harvard business review shows its data that business corporations offer Johnson &Johnson for various schemes and discounts on products for customers and it attracts customers to buy products.
In-depth marketing research methodology for product promotion follows certain paths and it majorly follows personal interviews, focus groups, surveys, and follow-ups. Johnson &Johnson follows all the ways to define its product to customers and it becomes a profitable and productive strategy to enhance business and marketing. Johnson & Johnson highlights personal interviews with not only the buyer but also with managers and other employees.  Major purpose of Johnson & Johnson is to understand the productivity-oriented activities of the company and also internal perception to increase the rate of revenues (Jamaliet al. 2018). This company enlarges its target marketing group according to socio-economic status and key demographic groups including men and women.
Focus grouping usually focuses on a group of potential customers rather than face-to-face interaction. Johnson & Johnson has its way of product promotion through social media marketing and website advertisement. Targeted marketing grout and targeted customer segmentation both seek reasonable pricing and affordable rate of buying Johnson & Johnson products. A major group of costumes demands has affordable price products and Johnson& Johnson has to add those in its pricing strategy. New updates are provided to customers through social media because people from 18 years to 60 years, shuffle the internet frequently and are also potential buyers of this company (Ullahet al. 2019). Johnson & Johnson shows its group trial of products such as quality, packaging, marketing messages, e-promotion formats, and numbers of buyers. Johnson & Johnson announces plans to enhance and accelerate its innovation to serve patients and unlock the value through intent to separate consumer health business. Focus grouping increases the agility to focus on management and resources to meet the needs of the customers. Johnson & Johnson also focus on capital allocation and provides a compelling financial profile that reflects strengths and opportunities. 
Survey methodology for product promotion of Johnson & Johnson is followed to collect the point of view of the customers or potential consumers around the world. In this case, Johnson & Johnson focuses on strengths and opportunities of its management and production further evaluation of internal management (Ekinci, 2018). Higher level of brand awareness of Johnson & Johnson has increased its brand value up to USD 312.6 billion in 2019. It is benefiting from the financial side to scale due to the international extensive scope of operation and efficient delivery of marketing messages to wide renege of communication channels.
7. Definition of branding and brand equity
Branding & brand equity, are two different terms are related to international firms such as Johnson &Johnson, brand messages are also related to this Johnson& Johnson prefers to follow a holding company branding method that holds certain programs for branding. It has its branding portfolio of baby care names as “Johnson & Johnson’s baby and Averno” in the UK and researches marketing (Kim et al. 2018). Brand equity defines a value-related premium model that a company that will generate a product with unique labelling and will be compared to generic equivalent with other companies. Johnson & Johnson has its unique baby care product that consists of unique value and is being compared to all other existing baby care product selling companies. 
· Branding model interpretation



Figure 4: Branding model of Johnson & Johnson
(Sources: Kim et al. 2019)
Branding model interpretation is very important for Johnson & Johnson because it concerns the products and its quality and its pharmaceutical value to the customers. Above model (fig. 3) depicts the branding pattern of Johnson & Johnson and how it concerns the demand of the customers. Two specific points are to be highlighted, desired self and perceived identity and Johnson & Johnson majorly focuses on these points before production.  
Trends of branding of Johnson & Johnson comprise socio-economic status(SES) of the customers because the product has to be affordable to all of the potential consumers. It also focuses on societal conditions that usually observe the demand and necessity of the customer along with contemporary marketing situations. COVID-19 increases societal and contemporary marketing situations and makes Johnson & Johnson more productive and opulent. Technological trend also focuses on different types of production-related technical equipment that accelerates the amount of production (Lee et al. 2018). It allows this company to select its goals and focus on a certain path to fulfil its achievements regarding customer satisfaction and more product awareness.
Intrinsic consumers are the important part of Johnson & Johnson who operate the data section and also project “Johnson & Johnson intrinsic value” and projected FCP value of Johnson & Johnson is $91.56 USD. Stock price of Johnson & Johnson is up to $171.63 USD and Johnson & Johnson’s price-to-intrinsic value of FCP is up to $1.9 USD. Extrinsic consumers are recognized as targeted market and segmentation of customers that focuses on external demands of consumers before production. These two values are under the perceived identity of Johnson & Johnson.  Branding of Johnson &Johnson is not about highlighting self-determination only but also focuses on external demands like customers’ preferences to maintain earnings and revenues. 
· Aaker’s brand equity model interpretation


Figure 5: Band equity model of Aaker
(Source: Dilham et al. 2018)
David Aaker has proposed its “Aaker’s model of brand equity” for the determination of brand loyalty, brand awareness, perceived quality, brand associations & also proprietary assets. Current good manufacturing practices (CGMP) & International organization for standardization (ISO) approve all of the products regarding baby care and other pharmaceutical-based. Brand association of Johnson & Johnson is related to joint ventures and other purposes. Joint ventures and patterns build up good communication with Johnson & Johnson and help to earn a huge amount of profitability in 2021(Jnj.co.uk, 2022). It generates the concept of business to business (B2B) and Johnson & Johnson grabs its international customers and owners of different shops with this model. 
Further, Johnson & Johnson focuses on brand awareness and it takes all the employees’ participation for teamwork and campaigning. Product awareness is also a part of brand awareness where customers from remote areas are subjected and supposed to get informed with product usages. In the era of a pandemic, people have to be informed with this model and increase usage of Johnson & Johnson products to get a healthy life and medicated products. Perceived quality defines the situation of the targeted mat, customers, and contemporary marketing situation, and brand equity has to follow this (Jnj.co.uk, 2022). Johnson & Johnson majorly focuses on customer demand where the products will be available at an affordable price and also to the nearest stores. 
This is an advantageous strategy for Johnson & Johnson because, with this brand equity model, this company can enhance its productivity and revenues (Jnj.co.uk, 2022). Johnson & Johnson can also globally expand its business with help of this model in every field of business such as promotion, revenue, loss of unwanted production, and many more. 
8. Customer journey and touch point of customers of Johnson & Johnson
Customer journey: Five major stages of customer journey for Johnson & Johnson are given below: 
· Awareness:Johnson & Johnson is able to create awareness regarding their products through Google update, making of flyers and formation of news letter. This is helpful to attract all the buyers for viewing as well as purchasing products again and again. 
· Consideration: This stage is based on assessing generic content of products and its quality. 
· Purchase: Omnichannel distribution network is provided by Johnson & Johnson to ensure multiple options for product purchase. 
· Service: Johnson & Johnson provides guaranteed service which is beneficial to maintain firm reputation. 
· Loyalty: Loyalty of customers become analysed with the help of survey, promotional media and development of feedback mail scheme. 
Touch points: Three major touch points of Johnson & Johnson are as follows: 
· Pre-purchase: Johnson & Johnson has strong brand value to propose innovative customer engagement process in this step. Both the online browsing and offline business can be helpful to acquire peer referral properly. 
· During purchase: Generic language is used in customer communication in during purchase period to make customers more engaged. 
· Post-purchase: Team working of Johnson & Johnson is really attractive for understanding the post-purchase situation of customers. In this respect, feedback can be helpful to customise products with warm treatment for customers. 
9. Customer journey map of Johnson & Johnson


Figure 6: Customer journey map of Johnson & Johnson
(Source: Self-created) 
The flow diagram has described different stages of customer journey for Johnson & Johnson to analyse consumer engagement with company. There are five major stages that potential buyers of mentioned company have followed. In the first stage, an individual customer of Johnson & Johnson has discovered about the firm through Google search, Newsletterand Flyers. It has helped to enhance awareness that in turn can be purposive in decision-making whether they will buy the products or not. By following initial two stages, the customer has now purchase the products from online store, offline store or from distribution store. Moreover, based on the service given by Johnson & Johnson, loyalty of buyer can help him or her to turn as potential customers.
Strengths
· Jonson & Johnson helps to carry its branding value to the buyers who will eager to buy the products. Customer will search the company and product details over digital media or ask for feedback or buy a sample to test (Jnj.co.uk, 2022). This awareness helps the company to turn the buyer into a potential customer.
· Johnson & Johnson has to implement certain unique features where customers will compare the product with other companies. Consideration is one of the strong points for the company to satisfy its buyers to make potential customers.
· Customer will buy the products from the wholesale market or grocery shop in an affordable price which is strength for Johnson & Johnson (Jnj.co.uk, 2022).
· Maintaining proper recovery services such as product recycling or solve the issues and queries provide the customers better satisfaction.
· Loyalty of the buyer will be increased for the company with high-ratings and best promotion of the products. 
Weakness
· Johnson & Johnson has not focused on customer input and this is a major weakness of projected map to create marketing standpoint. 
· There is only one map for all consumers by which it becomes quite impossible for providing personalised experience for any of them. 
10. Recommendation
Recommendations are given to enhance its business and sales and marketing for earning more profits with help of rectification of certain flaws. Johnson & Johnson is a good and established international brand where first recommendation has to be given of pricing strategy. The baby care product is affordable for a certain group of people but Johnson & Johnson has to grab all the customers. Baby ointments, oils, and powder become beyond affordability for certain groups of people especially when a pandemic engulfs the population. The second recommendation has to be given to the e-promotion and branding of Johnson & Johnson because this company puts in an entire struggle for digital promotion to grab customers (Jnj.co.uk, 2022). In the UK, a group of people is not allowed to shuffle the internet for distant residences and bad weather. Secondary methods of digital promotion such as selling leaflets are mandatory to reach all the customers otherwise the purpose of the business will be fruitless. 
11. Conclusion
This study has focused on communication skills and how it affects branding, brand equity, and also the promotion of Johnson & Johnson. Study has focused on the background of the company and related profits and earnings and also shows certain marketing diversity. It has highlighted communication skills and a communication model that makes a medium-based relationship between seller and buyer. The communication model helps to understand the culture across communication between colleagues and hierarchy that contains a positive mode of business strategy. It has justified branding and brand equity models individually and also focused on integrated marketing models. Branding follows a model where desired self-production and perceived knowledge can be implemented with help of the sense-making procedure to have a better quality of production. Eventually, it has found that Johnson & Johnson has a positive effect on business marketing and also proposes new branding and promotion with adequate recommendations.
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