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[bookmark: _Toc71064723]INTRODUCTION
The Johnson & Johnson company has been in service for more than 130 years in the fields of consumer health products, medical devices and pharmaceutical products. The company has more than 130000 employees with the variety of brands it has created in different countries of the world. (Anon., n.d.)
Neutrogena, one of the brands owned by J&J company, offers its customers healthy beauty options and skin care solutions in more than 70 countries. Neutrogena has been producing face and body solutions for its customers for over 60 years. Neutrogena tries to deliver its products to the customers with the slogan of the ‘1st dermatologist recommended’. (Anon., n.d.)
Neutrogena's product network is in three main headings as face, hand & body and hair. There are cleansers, tonics, masks, moisturizers, serums and exfoliators for different types of faces. Products such as hand creams, foot creams, body balms, lip care products and masks are intended to moisturize the hands and the whole body. Shampoo and serums suitable for different hair types are also available for hair and scalp. (Anon., n.d.)

[bookmark: _Toc71064724]THE COMMUNICATION PROCESS
The range of communications tools available is increasing as new technologies present new opportunities. Online communications toolbox, and other approaches will be developed. (Hooley, 2019)
[image: ]All marketing communications take place under ‘noisy’ conditions. Other communicators, both direct competitors and others with different market offerings to communicate, are also bombarding the same audience with messages. (Hooley, 2019)
Neutrogena uses TV advertisements for the promotion of new products. It launched its new anti-wrinkle cream in 2019, under the title of Jennifer Gardner's skin transformation in one week. 
 It uses digital marketing channels such as Twitter, Instagram, Facebook and YouTube in order to introduce the whole product line to the masses.
	(Anon., 2019)
[bookmark: _Toc71064725]A COMMUNICATION MODEL 
The communication process should start with an audit of all the potential touch points that target customers may have with the company and its brands. The marketer needs to assess what influence each communication experience will have different stages of buying process. 
Marketers need to understand how communication works in order to communicate effectively. There are nine elements in the communication. The element of sender and the receiver are the major parties in communication process. Message and the media are the major communication tools. Encoding, decoding, response and feedback are major communication functions. Noise is the last element in the system. For an effective message, the sender’s encoding process must mesh with the receiver’s decoding process. (Kotler & Armstrong, 2017)

[image: ]
(Kotler, et al., 2019)
Neutrogena emphasized how important care is for every skin, regardless of age, tone or need, in its new advertising campaign. For this, he has published his advertisement video, which does not contain any product, which he prepared with the slogan 'For People With Skin', emphasizing only general skin health, over social media and TV advertisements.
[image: ] [image: ]
(Anon., 2021)
Definitions of these elements follow and are applied to Neutrogena’s ‘For People With Skin’ ne TV commercial.
Sender: The party sending the message to another party- Neutrogena
Encoding: The process of putting thought into symbolic form- Neutrogena’s ad agency assembles words, sounds, visuals and illustrations into a tv advertisement.
Message: The set of symbols that the sender transmits- the actual Neutrogena’s ad. This advertisement of Neutrogena emphasizes the importance of skin care for everyone, not just women.
Media: The communication channels through which the message moves from the sender to the receiver- social media platforms and television channels that Neutrogena’s selects.
Decoding: The process by which the receiver assigns meaning to the symbols encoded by the sender-a consumer watches the Neutrogena’s commercial and interprets the words and images it contains.
Receiver: The party of receiving the message sent by another party-The consumers who watches the Neutrogena’ ad.
Response: The reactions of receiver after being exposed to the message – there are many possible responses. The Neutrogena brand, which customers are accustomed to with a focus on women, tries to break this perception. Consumers may decide to try products or misperceptions may continue.
Feedback: The part of receiver’s response communicated back to the sender-
Noise: The unplanned static or distortion during the communication process, which results in the receiver getting a different message than the one the sender sent- Since this advertisement of Neutrogena includes people of different ages with different skin tones, it may cause false views outside of its purpose.

[bookmark: _Toc71064726]ADVERTISING
It is the non-personal presentation and promotion process of ideas, goods or services by a particular sponsor. (Kotler & Armstrong, 2017)
[bookmark: _Toc71064727]MEDIA
Newspaper: Information and images about Neutrogena's products and their usage areas are published in the advertisement pages of various newspapers.
[bookmark: _Hlk71033773]Magazines: Information and images about Neutrogena's products and their usage areas are published in magazines such as Cosmopolitan, People, MarieClaire, Caras etc..
Television: Video advertisements prepared for the promotion of Neutrogena's brand image and products are broadcast on various TV channels. 
Radio: Advertisements of the brand can be broadcast on the radio not only visually but also emotionally.
Cinema: Video advertisements prepared for the promotion of Neutrogena's brand image and products can be broadcast in the cinema halls in the advertising season.
Outdoor: Images of Neutrogena products can be posted on the billboards of the train and bus stops. The products of the brand can be promoted at the stands opened in the shopping centres.

[bookmark: _Toc71064728]SALES PROMOTION
It is creating short-term incentives to increase the purchase or sale of a product or service. (Kotler & Armstrong, 2017)




Push and Pull Strategy
Push strategy is a promotion strategy that calls for using the sales force and trade promotion to push the product through channels. The producer promotes the product to channel members, which in turn promote it to final consumers.
Pull strategy is promotion strategy that calls for spending a lot on consumer advertising and promotion to induce final consumers to buy the product, creating a demand vacuum that pulls the product through the channel.  (Kotler, 2013)
[bookmark: _Toc71064729]PUBLIC RELATIONS
Building good relations with the company’s various publics by obtaining favourable publicity, building up a good corporate image and handling or heading off unfavourable rumours, stories and events. (Kotler & Armstrong, 2017)
Brand reputation in the eyes of customers, suppliers, internal and external stakeholders is increased.[image: ]
Sponsorship: Brand promotion and reputation can be increased by providing sponsorship to current events such as sports activities, TV shows, Association activities.
Neutrogena sponsors sports activities such as football and sailing in different countries. In 2016, he offered sponsorship to the Miami FC football team.
                                                                            (Anon., 2016)                                                                        
[bookmark: _Toc71064730]DIRECT AND DIGITAL MARKETING
Engaging directly with carefully targeted individual consumers and customer communities to both obtain an immediate response and build lasting customer relationships. (Kotler & Armstrong, 2017)
Direct marketing aims to sell by reaching customers directly by using e-mails and letters.
In digital marketing, brand awareness is created with various online and offline promotion strategies. A bond is created between the customer and the brand.
[bookmark: _Toc71064731]What is the difference between advertising and sales promotion?
Advertising is long-term promotions to create a strong and valuable brand image in the minds of customers, suppliers and stakeholders.
Sales promotions are short-term promotions that give an intense impression about any product of the brand and focus on the needs and sales of the brand for a certain period.



[bookmark: _Toc71064732]INTEGRATED MARKETING COMMUNICATIONS
The company carefully integrates its many communication channels to deliver a clear, consistent and compelling message about the organization and its products. Integrated marketing communications involves identifying the target audience and shaping a well-coordinated promotional programme to obtain the desired audience response. Marketing communications focus on immediate awareness, image of preference goals in the target market. (Kotler, et al., 2019)

[bookmark: _Toc71064733]The Stages in an IMC Campaign

Define the Audience to be Targeted: A marketing communicator starts with a clear target audience in mind. The audience may be current users or potential buyers, those who make the buying decision or those who influence it. (Kotler, 2013)
Set the Promotional Objectives: The marketing communicator must know where the target audience is currently located and what stage they should reach. Once the target audience has been defined, marketers must determine the desired response. The target audience can be in any of the six buyer readiness stages. These stages are the stages that consumers normally go through in the way of purchasing, such as awareness, knowledge, liking, preference, belief and purchasing. The communicator must first build awareness and knowledge. This awareness can be experienced by designing a message and choosing the appropriate media to deliver that message effectively. (Kotler, 2013)
Set the Promotion Budget: Setting the promotion budget at the level management thinks the company can afford or a percentage of the unit sales price or to match competitors’ outlays or defining specific promotion objectives, determining the tasks needed to achieve these objectives and estimating the cost of performing these tasks. (Kotler, 2013)
Design the Promotion Mix: Each promotion tool has unique characteristics and costs. Marketers must understand these characteristics in shaping the promotion mix. Advertising, personal selling, sales promotion, public relations, digital marketing, push and pull strategy. (Kotler, 2013)
Evaluate the Results: At the end of all these processes, evaluations are made about the effectiveness of targeted marketing activities by collecting feedback from customers.
[bookmark: _Toc71064734]BRAND EQUITY
Brand equity is the image that brand managers create in the minds of consumers. This image is formed by the promises and commitments made to the customers about the brand through various means of communication, such as advertising and marketing strategies. (Fisher, 2010)
[bookmark: _Toc71064735]KELLER’S CUSTOMER- BASED BRAND EQUITY MODEL
Customer based brand equity is the differential effect that brand knowledge has on consumer response to the marketing of than brand. According to customer-oriented approaches, the brand is seen as an individual or an organization from the consumer point of view. At the heart of customer-based brand value models is the strength of a brand in what customers read, see, hear, learn, think and feel about the brand. At the customer level, brand equity can be characterized in terms of awareness, association, attitudes and activity. (Kotler, et al., 2009)
[image: ]
[bookmark: _Toc71064736]IDENTITY 
Defines the attributes of the product. It tries to find out the question of ‘Who are you?’. There are some physical features and characteristics of the product experienced by the customer. (Fisher, 2010)
[bookmark: _Toc71064737]MEANING
Shows the functional benefits of the product. This section tries to answer the question of ‘What are you?’. There are benefits to customers directly resulting from attributes. (Fisher, 2010)
[bookmark: _Toc71064738]RESPONSE
Intended emotional experience. This section tries to find out the answers for the question ‘What about you?’. Desired immediate emotional reaction by the customer to interacting with product or company. (Fisher, 2010)
[bookmark: _Toc71064739]RELATIONSHIPS
This is the values ​​that the customer has accumulated about the product. It is the answers for the question ‘What about you and me?’. These are shared beliefs that generate meaningful relationships. (Fisher, 2010)
[bookmark: _Toc71064740]CONCLUSION
For example, Norwegian Formula Moisturising Hand Cream Antibacterial is a new product of Neutrogena. In the identity phase of this product, the customer first wants to look at the package and contents. At the stage of meaning, the customer tries to understand the benefits and usefulness. Develops positive or negative feelings and judgments about the cream in the reaction phase after using the cream. Finally, during the relationship phase the customer continues to use the cream or leave it. 
[bookmark: _Toc71064741]THE STAGES IN A CUSTOMER JOURNEY
   Customer journey is a process that starts with the consumer-product contact and continues with the purchase of the product and its loyalty to the product. In this process, the media and touchpoints that deliver the product to the consumer have an important place.

1) [bookmark: _Toc71064742]AWARENESS 
This process is for the consumer to learn new brands and products. This can happen through Internet, TV, stores, various publications, friend advice, etc. If customers are not aware of the existence of the offer, they are very unlikely to purchase! Awareness raising is particularly important at the launch and introductory stages of the product life cycle. (Hooley, 2019)
[image: ]Creating awareness among the customers: Hand cream advertisements emphasize that the hands are very soft and smooth with 'Norwegian Formula' even in Norway’s cold weather conditions.


(Anon., n.d.)

2) [bookmark: _Toc71064743]EVALUATION&CONSIDERATION
This process is finding additional information on product details in stores, or increasingly online or through dedicated applications. Social media and blogs and videos that provide information about the products facilitate this process. (Hooley, 2019)
[image: ]Gaining the trust of the customer: In the advertisements of the Oil-Free Acne Wash product, ‘dermatologist recommended’ and ‘the number 1 Acne Fighting Cleanser’ were used to make the customer feel compassionate for the product.


(Anon., n.d.)

3) [bookmark: _Toc71064744]DECISION
The customer completes the purchase whether in a store, online or through mobile. (Hooley, 2019)
Facilitating product access: Neutrogena's official website includes information on the products are available to buy online (Amazon, Ocado, Feelunique, Lookfantastic) & in store (Waitrose, Tesco, Superdrug, Asda, Sainsbury’s, Lloyds Pharmacy, Boots). (Anon., n.d.)
4) [bookmark: _Toc71064745]RETENTION
It is the procurement of the product and completing the purchasing process by the customer by collecting or delivering the product from the store. (Hooley, 2019)

We are in a period where hand hygiene is becoming more popular due to the Covid pandemic. Against moisture loss on hands caused by constant hand washing, Neutrogena offers an anti-bacteria hand cream while moisturizing the hands at the same time. The meeting of two basic features in a product will make this product special for consumers.
[image: ]The brand implements marketing policies that customers would be enthusiastic about acquiring the products. 






[image: ]
5) [bookmark: _Toc71064746]ADVOCACY

This process is about engaging with the brand by providing feedback, posting reviews and passing on recommendations. (Hooley, 2019)
People use many products of the brand, are satisfied and recommend it to those around them.
In the left picture, an Instagram user recommends Neutrogena's sun protection cream to her followers.


(Anon., n.d.)





[bookmark: _Toc71064747]CUSTOMER TOUCHPOINTS 
A brand contact is any information-bearing experience, whether positive or negative, which a customer has with the brand. Customers come to know a brand through a range of contacts and touch points. These can include personal observation and use, word of mouth, interactions with company personnel, online or telephone experiences and payment transactions. (Kotler, et al., 2009)
[bookmark: _Toc71064748][image: ]PRE-PURCHASE
Social Media: The products of the brand are promoted by people with a high number of followers on platforms such as Facebook and Instagram. The brand offers its customers its social media subscription to introduce its new products and offer special offers on the products to its customers.

Online Advertisement: All information about the promotion, sales and access to sales points of the products can be found on the website named www.neutrogena.co.uk for UK customers.


Digital Marketing Content: In addition to retail store sales, Neutrogena sells its products through the online           websites such as Amazon, Tesco, Superdrug, etc…                     (Anon., n.d.)

                                        
Company Events: The brand participates in various fairs and exhibitions for the promotion of its products.
[image: ]
(Anon., n.d.)

In early 2016, Neutrogena launched a campaign encouraging women to "See the Possible". Girls Inc. and Neutrogena, in partnership with "helping more than 250,000 girls develop the life skills and tools they need to pursue their dreams" in the next decade.
Neutrogena agreed with names such as Kerry Washington, Julie Bowen, Jennifer Garner and Giovanna Ewbank to support the campaign. These celebrities share advice, stories and inspiration through online videos.[image: ]
(Anon., 2017)

Peer Referral: It can be said that product comments and blogs written on social media have an effect on peer guidance.

[bookmark: _Toc71064749]PURCHASE
Conversations with Company Representatives: Especially in skin care and sheet care products, customers want to choose products according to their skin and sheet type. At this stage, the direction of the sales representatives is very important. Neutrogena reaches its customers by analysing skin concerns such as dry skin, dehydrated skin, sensitive skin.
[image: ]Product Catalogues: The brand's product promotions take place in the advertising sections of various magazines on health, life and women.
The brand used American singer Mandy Moore as the advertising face in product promotion catalogues. 




(Anon., n.d.)

Product Reviews: The weekly magazine Caras, published in Brazil, and Neutrogena agreed with the actress Giovanna Ewbank and made her the cover face of the magazine. The magazine designed an interactive cover with the modal's make-up face printed. Neutrogena distributed make-up removal Deep Clean wipes with the magazine. Using these wipes, the customer could clean the make-up of the modal on the cover of the magazine. In this way, customers were able to test Deep Clean wipes on the magazine or on their face and evaluate the results. 26000 copies of this magazine with interactive cover were printed and distributed.
[image: ]
(Anon., 2015)
Website: Although the brand has different websites for each country, its original website is www.neutrogena.com. The features of all the products of the brand are reviewed on this website and there is also online sale. For customers who do not know which skin type they have, through mobile phones by scanning the QR code, a personalize at-home skin assessment system is also available on the site.
Point of Sale: Neutrogena products are retailed in most supermarkets such as Tesco, Asda, Sainsbury's and beauty care stores such as Superdrug, Waitrose and some pharmacies such as Lloyds Pharmacy. In addition, products can be purchased from its original website www.neutrogena.com or from online sale sites such as Amazon, Ocado Group and the websites of retail stores.
[bookmark: _Toc71064750]POST-PURCHASE
Thank You Letters: Accessing customer information especially after online shopping, Neutrogena reaches customers by e-mail, post or message in order to measure customer satisfaction after sales or to introduce new products.
Product Feedback Surveys: The brand determines product development policies and marketing strategies through online surveys.
Upselling/Cross-selling E-mails: In order to prevent the customers from switching to other brands, the customers are reached by e-mails about the features of the new products and the discounts on the existing products and discount vouchers.
Subscription Renewals: Neutrogena tries to ensure customer loyalty with its customers through social media channels such as Twitter, Facebook, Instagram, YouTube.
[bookmark: _Toc71064751]CUSTOMER JOURNEY MAP
The customer journey map provides information about how the customer made its decisions, what processes it went through, and through which touchpoints, on the customer's journey to purchase a product.
[bookmark: _Toc71064752]Creating a Customer Journey Map
While creating the customer journey map, the person and the customer phases are defined. Customer experience is mapped out by defining touchpoints, researching customer experiences and determining points of friction. The identified problem resolved at the improvement stage. At the maintenance stage, journey is reviewed and remapped.
[bookmark: _Toc71064753]Customer Journey Mapping of Neutrogena Norwegian Formula Moisturising Hand Cream Antibacterial
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[bookmark: _Toc71064754]CONCLUSION AND RECOMMENDATION

Despite having high quality products, Neutrogena does not have enough strength to deal with its rivals in the market. The brand bases its advertising efforts mostly on advertising activities such as images in life magazines, TV advertisements and social responsibility campaigns. 
The brand seems to have emphasis on pre-purchase contact points to reach the customer. However, there are deficiencies in purchase and post-purchase contact points. To overcome this, the brand can expand its point of sales, give weight to product feedback surveys, and send thank-you letters containing samples of new products.
Neutrogena places more emphasis on increasing brand value in marketing communications than product promotion. We can understand this from the video advertisements prepared by this brand regarding the general meaning of skin care and the social responsibility projects it takes place. This shows that Neutrogena is trying to create a strong brand equity.
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