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[bookmark: _Toc69216046][bookmark: _Toc71323873]INTRODUCTION
  Johnson and Johnson are an American multinational company that invests on medical devices, pharmaceutical and consumer-packaged-goods, founded in 1886. Robert Wood Johnson, James Wood Johnson and Edward Mead Johnson founded Johnson & Johnson in New Brunswick, New Jersey, USA. After listening to a lecture by the Johnson brothers, antiseptic attorney Joseph Lister in 1885, they started by creating a range of ready-to-use surgical dressings. J&J pioneered the first commercial first aid kits.
 (Anon., n.d.)
J&J has more than 5,000 employees at 11 sites in the UK and Ireland, with more than 135,000 employees and employees in 60 countries. A decentralized business model of the company offers employees the entrepreneurial feel of a small company environment with the resources of a global healthcare leader.
       Alex Gorsky is Chairman of the Board and Chief Executive Officer of Johnson & Johnson.  He advanced through positions of increasing responsibility in marketing, and management, culminating in being named CEO and Chairman in 2012. (Anon., n.d.) 

 
[bookmark: _Toc69216047][bookmark: _Toc71323874]THE MACRO ENVIRONMENT OF THE COMPANY JOHNSON&JOHNSON
[bookmark: _Hlk69172221][bookmark: _Hlk68995441]The macroenvironment consists of the larger societal forces that affect the microenvironment. The company and all the other actors operate in a larger macroenvironment of forces including demographic, economic, environmental, technological, political, and cultural forces.  that shape opportunities and pose threats to the company. (Philip Kotler, Gary Armstrong, 2018)

[image: ] (Philip Kotler, Gary Armstrong, 2018)
[bookmark: _Toc69216048][bookmark: _Toc71323875]
THE MAIN ELEMENTS IN THE MACRO ENVIRONMENT
Social/Cultural Forces
The cultural environment consists of institutions and other forces that affect a society’s basic values, perceptions, preferences, and behaviours. (Philip Kotler, Gary Armstrong, 2018)
[bookmark: _Hlk71242065][bookmark: _Hlk71242098]The solutions of the company, which contributes to human health in the field of pharmaceutical and medical devices, to the health concerns of the society are the favourable factors of the company. On the other hand, it can turn into unfavourable factors in case of failure of the products since its responsibility on the public health is important.
Legal Forces
Marketers need to understand and learn the main laws that protect consumers, society, and competition, at the local, state, national, and international levels. (Philip Kotler, Gary Armstrong, 2018)
J&J company has a lot of unfavourable factors of legal forces. It is an international pharmaceutical company and different countries have different laws about the ingredients of the drugs. The company may face some problems about expirations and restrictions of existing patents by rival companies. 
Economic Forces
The economic factors that affect the purchasing power and money expenditure of the consumer are the economic environment.. (Philip Kotler, Gary Armstrong, 2018) 
J&J is an international company and foreign currency exchange rates affect the company as an unfavourable factor of economic forces.
[bookmark: _Hlk69172267]Political Forces
The political environment consists of laws, government agencies, and pressure groups that influence or limit various organizations and individuals in a given society. (Philip Kotler, Gary Armstrong, 2018)
As the general health of the society gained more importance in recent years, and governments have made positive regulations regarding the operation of health care companies. Therefore, J&J company has favourable factors of political forces.
[bookmark: _Hlk69172293][image: ]Technological Forces
The forces of the technological environment create new technologies, new products and market opportunities. J&J company has favourable factors because of using new technology in research and development. As pioneers in medical devices and pharmaceutical industries, the company create smart, people-centred healthcare. (Philip Kotler, Gary Armstrong, 2018)
 For example, Biosense Webster, which is a part of J&J company, has made important strides in the diagnosis and treatment of heart rhythm disorders.
[bookmark: _Hlk69172317]Environmental Forces
[image: ] It is the environment that includes the physical environment and natural resources that are needed by marketers as input or affected by marketing activities.. (Philip Kotler, Gary Armstrong, 2018)
J&J company has favourable factors of environmental forces. J&J have a longstanding commitment to environmental health, including public climate commitments.
The company announced that they are making packaging changes of some baby products to maximize recyclability. (Anon., n.d.)
[bookmark: _Toc69216049][bookmark: _Toc71323876]CONCLUSION
Environmental Scanning: In the report published in 2019, J&J company announced that it obtained 30% of its electricity from renewable energy sources. According to the same report, it was reported that the carbon dioxide emissions was reduced by 32% compared to 2010.  It announced that 4 new energy purchase contracts were signed for the goal of 100% renewable electricity. For environmental transparency and performance leadership CDP Climate Change and Water Safety A-List ratings were accepted. (Health for humanity report, 2019)
Environmental Analysis: According to the reports published by the company, it is seen that it is sensitive about preventing air and water pollution and has made investments in this direction. However, the company should also take steps to prevent environmental pollution. Since most of their products are chemical raw materials and plastic waste products, J&J should also be sensitive about this issue.
[bookmark: _Toc69216050][bookmark: _Toc71323877]PORTERS 5 FORCES MODEL
    Porter (1980) identified five major forces shaping competition at the level of strategic business units. A systematic analysis of each one in turn is required to help managers identify the keys to competitiveness in the industry. The five forces are shown in Figure3.7.
 The Five Forces model can also be used by organizations in the public and non-profit sectors in order to understand better their customers, suppliers, and other organizations that can compete. (Graham Hooley, 2019)[image: ] (Graham Hooley, 2019)
Threat of New Entrants: Low. Because J&J company has high customer loyalty, and there are high spending on R&D and pharmaceutical and medical device manufacturing.
Threat of Substitutes: Moderate. Because 182 beauty companies are owned by 7 major leaders and J&J is one of them. There is a competition with all these beauty products. On the other hand, J&J company established some pioneer brand names. (Johnson’s, Listerine, Roc…) [image: ]
Bargaining Power of Buyers :Low. The company has established a well-known brand name so many pharmacists, doctors, retailers, wholesalers and insurance companies need to be associated with the products of company. On the other hand, individual buyers have some bargaining power and sometimes they can try to switch the product that they used. Even so, many buyers have brand loyalty to this company.
Bargaining Power of Suppliers : Low. The suppliers of this company are the manufacturers of medical products and medicines. The company has a worldwide reputation. Therefore it chooses its suppliers carefully as they need to be reliable and long-tern suppliers.
Rivalry Among Existing Firms in the Industry : Medium. J&J company has strong rivals all in the pharmaceutical, consumer health and medical devices industries. The company compares well with its rivals by using R&D resources and providing diversity in its products.
J&J is pioneer in consumer health segment with $13602 million in 2017 revenues.
[image: ][image: ]	

According to the data of 2020, it is in the second place with $26 billion among the top 10 companies with the highest revenue among medical product companies.
[image: ]
[bookmark: _Toc69216051][bookmark: _Toc71323878]SWOT ANALYSIS
The goal of SWOT analysis is to match the company’s strengths to attractive opportunities in the environment while eliminating or overcoming the weaknesses and minimising the threats. Strengths and weaknesses are the internal factors, opportunities and threats are the external factors that affects the company. (Kotler & Armstrong, 2017)
[bookmark: _Toc69216052][bookmark: _Toc71323879]STRENGTHS
The company adopts an understanding that generates ideas, products and services to improve the health and well-being of humanity.
 As it is among the pioneers of medical devices, the company focuses on raising the standard of care. It also works to expand patient reach, improve outcomes, lower healthcare system costs, and increase value.
The company has standard cold chain technologies for Covid-19 vaccine that they’ve been using for more than 30 years to distribute other medications. 
[bookmark: _Toc69216053][bookmark: _Toc71323880]WEAKNESSES
The half of J&J company’s revenue comes from pharmaceutical products, and it has the lack of diversity of pharmaceutical products. 
Although the company is more known about consumer health care products, this sector has less amount of revenue among the company’s other sectors.
[bookmark: _Toc69216054][bookmark: _Toc71323881]OPPORTUNITIES
AstraZeneca, Pfizer and Moderna have already launched their two-dozes vaccines but Johnson & Johnson single dose Covid-19 vaccine received conditional marketing authorization by the European Commission. That means, J&J earns twice with every vaccine as much as its rivals. (Anon., n.d.)
[bookmark: _Toc69216055][bookmark: _Toc71323882]THREATS
Many new launch products of its strong rivals represent a threat to J&J company. Especially after the Covid-19 pandemic, many pharmaceutical companies entered the race to produce vaccines. AstraZeneca and Pfizer, most important rivals of the J&J company in this field, were able to produce and present the vaccine to the market.
[bookmark: _Toc69216056][bookmark: _Toc71323883]SEGMENTATION
A market segment is a customer of group within the market that has special characteristics which are significant for marketing strategy. In most markets the need for segmented offerings is obvious because a single product will not satisfy all the customers. (Doyle & Stern, 2006)
Demographic: The market is divided into segments based on variables such as age, life-cycle stage, gender, income, occupation, education, religion, ethnicity and generation. (Kotler & Armstrong, 2017)
Geographic: The market is divided into different geographical units, such as nations, stages, regions, countries, cities or even neighbourhoods. (Kotler & Armstrong, 2017)
Psychographic: The market is divided into different segments based on lifestyle or personality characteristics. (Kotler & Armstrong, 2017)
Socio economic status: The market is divided according to different income segments. (Kotler & Armstrong, 2017)
Geo demographic: The market is divided into different segments according to geographical and demographic structures.
The company J&J acquired the Rogaine brand in 2006 and enabled it to grow rapidly with the investments it made in this brand. Rogaine produces only solutions against hair loss. This could be an example of psychographic segmentation. (Anon., n.d.)
[bookmark: _Toc69216057][bookmark: _Toc71323884]The introduction of the brand Rogaine, which includes the same products, under the name Regaine in the UK, may be an example of geographic segmentation. 
Johnson's brand in J&J produces especially baby care products. This is an example of demographic segmentation.

[bookmark: _Toc71323885]TARGETING
After segmenting the market, the firm can select the segments it targets. (Doyle & Stern, 2006)
Undifferentiated: The firm designs products and marketing mix that will appeal to a specific market. (Doyle & Stern, 2006)
Listerine, is one of the leading brands in the world produces in mouth cleaning products such as mouthwash, toothpaste and floss.
[bookmark: _Hlk71250686]Concentrated: Here the company does not aim to compete in the majority of the market, but rather specialises in one segment, or a small number of segments. (Doyle & Stern, 2006)
Especially for women's hair loss problems, the Rogaine brand takes place on the market under the name Women's Rogaine. 
J&J Company has brands that have become the premier brands in their field and specialize in health and personal care products. J&J company mostly follows undifferentiated and concentrated target strategies.

[bookmark: _Toc69216058][bookmark: _Toc71323886]POSITIONING
Positioning strategy is the choice of different advantages that determine where and how the target market segments of the business will compete. (Doyle & Stern, 2006)
J&J company uses most of these positioning strategies in its different products, as it has a wide network of brands and products.
User: Neutrogena, one of the important brands of J&J company, is a brand that produces skin and hair care products. It uses the user positioning of its products with the slogan 'dermatologist recommended' to the market.
Competitive: An advantage over competitors gained by offering greater customer value either by having lower prices or providing more benefits that justify higher prices. (Kotler & Armstrong, 2017)

[bookmark: _Toc69216059][bookmark: _Toc71323887]MARKETING MIX ELEMENTS
Marketing mix describes the set of tools that management can use to influence sales. The traditional formulation is called the 4Ps-product, price, place, and promotion. As services grew more important, service marketers suggested adding three Ps to the original 4Ps, namely personnel, producers, and physical evidence. (Philip Kotler, 2003)

[bookmark: _Toc69216060][bookmark: _Toc71323888]PRODUCT
J&J company uses different branding strategies for different products.
Family Branding/Corporate Umbrella Branding
[image: ]Johnson's sells its products such as baby shampoo, lotion, soap, baby oil, baby powder, baby wet wipes, cologne, cotton swabs, nursing pads to the market under one brand name.


[image: ]Range Branding
Neutrogena and Clean & Clear brands are the brands owned by J&J company that produce the same product band as skin care and cleaning products. However, Clean & Clear has entered the market at a lower price in order to reach the consumers who has lower revenue.


[bookmark: _Toc69216061][bookmark: _Toc71323889]PRODUCT BRANDING STRATEGIES
Line Filling: Entering the same market with the same products but different brands in order to ensure the satisfaction of its customers is a widely used strategy by J&J company. Neutrogena, Aveeno, Neostrata, Johnson’s brands address the same market and the same industry with different names. In this way, the company plans to reach most of the women who are the target audience by using different brand names.
Line Extension: An existing brand name is expanded to new forms, colors, sizes, contents of an existing product category. (Kotler & Armstrong, 2017)
J&J are utilizing this strategy on the Johnson’s brand. Johnson's brand, which normally produces baby care products, has also started to produce face care and body care products, whose target audience is women.

[image: ]

[bookmark: _Toc69216062][bookmark: _Toc71323890]PRICE
Price Skimming: Johnson & Johnson Janssen announced the COVID-19 vaccine. Rebel uses an inactivated cold virus similar to the one used by the AstraZeneca-Oxford University program. Its price is $ 10 per dose. It aims to earn more with a single dose than Astra-Zeneca earns with 2 doses. (Anon., 2021)
Differential Pricing: While European brands such as Le Petit Marseillais, Listerine, Carefree are sold at more affordable prices in Europe, higher pricing is made in countries outside of Europe.

[bookmark: _Toc69216063][bookmark: _Toc71323891]PLACE
Indirect Channel of Distribution
J&J are utilizing commonly indirect channels of distribution on its products.
Intensive distribution: The company J&J uses the largest number of retailers for consumer health and pharmaceutical products, trying to reach the consumer in the personal care / health departments of pharmacies and grocery stores, making intensive distribution.

[bookmark: _Toc69216064][bookmark: _Toc71323892]PROMOTION
Advertising: Especially TV commercials are used in the promotion of consumer health products such as Listerine, Carefree, bebe, Neutrogena, Clean&Clear, Johnson’s, etc…
[image: ]


The slogan of the commercial that appeals especially to teenagers, was published by the Clean & Clear brand in 2018, was 'Be loud, be clear, be you!'
[image: ]

[bookmark: _Toc69216065][bookmark: _Toc71323893]THE EXTENDED MARKETING MIX

Process: On J & J's original page, it is possible to follow the company on social media platforms such as Facebook, Instagram, Twitter. In this way, customers can report their complaints and requests.
Physical Evidence: The Health for Humanity report published by J & J in 2019 addresses the company's sustainability process. (Health for humanity report, 2019)
[bookmark: _Toc69216066][bookmark: _Toc71323894]ANSOFF MATRIX
[image: ]
[bookmark: _Toc69216067][bookmark: _Toc71323895]PRODUCT LIFE CYCLE MODEL

A company’s products are born, grow, mature and decline  just as living thingsdo. To remain vital,the firm must continually develop new products and manage them effectively throughout their life cycles. (Kotler & Armstrong, 2017)
[image: ]
(Kotler & Armstrong, 2017)
[image: ]
The Band-Aid brand produces wound care products such as adhesive bandages, wraps, tapes. The world’s famous BAND-AID® Brand Adhesive Bandages were established in 1920. In 1938, he introduced the world to fully sterile bandages for the first time. In the 1960s, bandages went into space with Mercury astronauts. Many new products were launched over the years, until the SPORT STRIP® Adhesive Bandages in 1994 and the most recent SKIN-FLEX® Bandage launch in 2017. (Anon., n.d.)
[bookmark: _Toc69216068]Band-Aid company has managed to come up to this day by constantly renewing itself by keeping up with the times for 100 years. Considering the investments and sales made in the brand, it can be said that the brand is in the process of maturity.
This brand has used more of the product development process than the Ansoff Matrix, as it launched new products in the market that existed over time. Other products of the brand in the market are first aid kits, child bandages, foot care bandages, post-surgical bands, etc.


[bookmark: _Toc71323896]CONCLUSION

J&J company has been drawing an upward trend with many companies that it has contributed over time. It can be said that the company used Marketing Mix Elements effectively. J&J increases its reputation day by day with the decisions and the investments it makes. J&J can analyse niche markets well and makes investments in these points. In addition, the company can deal with the changing technology and gives the necessary importance to R&D and reveals innovative products.
The company should develop marketing strategies that will appeal to higher income segments, since the consumer health products it produces are of natural ingredients and of high quality.
Brands such as Johnson's, Neutrogena, Aveeno within the J&J company can follow Selective Distribution strategies by opening sales points in certain regions.
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