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Abstract: In this competitive world the business strategy of the every company play an important role in the success 

of business. Companies use varied strategies like educational brochures, videos, direct-to-consumer (DTC) advertising and 

online vehicles for making their marketing process unique. Likewise, Johnson & Johnson (JNJ) is a diversified company, 

which has its operations in the Consumer Products, Medical Devices and Diagnostic, and Pharmaceuticals segments. 

Johnson & Johnson is committed to marketing all products responsibly. For several decades, Johnson & Johnson has been 

the exemplar of behavior in light of the prompt actions it undertook during the 1982 Tylenol cyanide poisoning incident. 

The strategic principles of this company is based in Human Health Care and Managed for Long term. They use Ethical 

marketing strategy for promoting their product. Johnson & Johnson (JNJ) operates in nearly 60 countries. It sells 

its products in about 200 countries. They breakup sales to customers by business segment. Nearly 55% of Johnson & 

Johnson’s revenue comes from non-US markets. The company focuses on the innovation of new products that bring 

value to people, healthcare professionals, and health systems around the world. The purpose of this paper is to investigate 

the impact of business strategic framework on the performance of the Johnson & Johnson. 
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INTRODUCTION 
  

Strategy is about giving an organization purpose and direction, motivating trustees, staff and volunteers to engage 

meaningfully with the external environment – linking in to funders and beneficiaries. It determines how an organization 

will match its diverse capabilities with the needs of stakeholders, now and in the future.  

  

Johnson & Johnson was founded by three brothers in New Brunswick, New Jersey in 1886. The company started its 

business operations by introducing a line of ready-to-use surgical dressings. Surgical dressings are used to cover a wound 

to promote healing and prevent further harm. 

 

The company transformed into a publicly traded company in 1943. It had a listing on the NYSE in 1944. The 

company’s common stock has also been part of the Dow Jones Industrial Average since 1997. It’s one of the Fortune 500 

companies. As of 2014, the group had ~126,500 employees at over 275 Johnson & Johnson operating companies. The 

total revenue from all three business segments was over $74.3 billion in 2014. It had net earnings of about 22% of the total 

revenue. 

 

Johnson & Johnson, through its family of companies, is engaged in the research and development, manufacture 

and sale of a broad range of products in the health care field in virtually all countries of the world. Johnson & Johnson's 

primary interest, both historically and currently, has been in products related to human health and well-being. Johnson & 

Johnson was incorporated in the State of New Jersey in 1887. 
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Johnson & Johnson is committed to marketing all our products responsibly. The product marketing and 

communications efforts include educational brochures, videos, direct-to-consumer (DTC) advertising and online vehicles. 

These forms of direct-to-consumer education give people information they can use when communicating with their 

doctors about the benefits and risks of treatments. 

 

There are basically three segments in which company deals i.e. Consumer Segment including moisturizers, body 

lotions, body wash, anti-aging lotions, skin care products for sensitive skin, no-calorie sweeteners, and pain relieving 

creams, Pharmaceuticals segment focused on developing and improving drugs and Medical Devices and Diagnostics 

segment focused on orthopedic products various products for oncology, cardiovascular care, surgical care, diabetes care, 

and vision care. 

 

REVIEW OF LITERATURE 
 

Kursan and Mihic (2010) studied “Business Intelligence: The Role of the Internet in Marketing Research and 

Business Decision-Making”. The study was based on primary data. The study revealed that the importance of Web 

segmentation that enables the identification of homogeneous segments and delivery of needed information to certain 

target groups. 

  

Obermiller, Burke and Atwood (2008) studied “Sustainable business as business strategy”, identifying the breadth of 

sustainability considerations and notes that the array of stakeholders. The study revealed that sustainable business is not 

charity (although charity may be an important aspect of a sustainable business marketing strategy) and sustainable business 

practices that improve operating efficiency are not likely a good basis for marketing strategy. and ambiguity of both 

benefits and implementation add complexity to traditional marketing strategy. 

  

Lin, Hsing and Wang (2008) studied “Research on Business Strategy and Performance Evaluation in Collaborative 

Design”. The study revealed that the application of collaborative design is not merely a technical feasibility but a choice 

driven by market competition and implementing a collaborative design mechanism, the overall business condition must be 

taken into consideration. 

  

Smith and Estibals (2011) studied “Innovation and Research Strategy for Growth”. The study revealed that there may 

be considerable scope for improving innovation performance by improving the focus and methods of public procurement, 

market incentives and public sector activity. An effective innovation policy requires recognition that innovation is not the 

exclusive realm of the private sector and is not only generated through market mechanisms. The public sector is a major 

player in the innovation system and at the origins of many radical technological innovations. 

  

Masanell and Ricart (2009) studied “From Strategy to Business Models and to Tactics”, defining the logic of the firm, 

the way it operates and how it creates value for its stakeholders. The study revealed that exercise of designing new business 

models is closer to an art than to a science. From an academic point of view, they give clear definitions of the constructs 

that we employ and analyze is a necessary condition for progress in the field. From the practitioners’ perspective, it is an 

integrative framework that cleanly separates the realm of strategy, business models, and tactics will help guide the search of 

novel, interesting, and profitable new ways to compete.  

 

Objective of the Study 

The objective of this paper is to study the business strategy of Johnson & Johnson Co. and the impact of this 

strategy on the performance of company. 
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RESEARCH METHODOLOGY 
 

The data for study is entirely secondary in nature. The secondary data has been collected through articles 

published in reputed journals and newspapers and various websites relating to Johnson & Johnson.  

 

Business Strategy and Management’s Objectives 

A business strategy focuses on a certain business field and identifies a proper approach to establish an 

advantageous position to compete. Another explanation of a business strategy is it focuses on a certain business unit and 

studies how to enhance its competitiveness, such as choosing a more attractive segmented market. From the perspective of 

business operations, there are different levels of strategies. Generally, academia categorizes strategies into Corporate 

Strategy, Business Strategy and Functional Area Strategy. The formulation of a business strategy requires taking the 

business objective, business capability, opportunities and threats of the market into consideration. 

 

The Company manages within a strategic framework with Our Credo as the foundation. The Company believes 

that our strategic operating principles: being broadly based in human health care, managing the business for the long term, 

a decentralized management approach and commitment to our people and values are required to successfully meet the 

demands of the rapidly evolving markets in which we compete. To this end, management is focused on our growth 

drivers: creating value through innovation, expanding our global reach with a local focus, excellence in execution and 

leading with purpose. 

 

The Company engages in areas of human health care where there is an opportunity to make a meaningful 

difference, and is committed to creating value by developing broadly accessible, high quality, innovative products and 

services. New products introduced within the past five years accounted for approximately 25% of 2014 sales. In 2014, $8.5 

billion, or 11.4% of sales, was invested in research and development, reflecting management’s commitment to delivering 

new and differentiated products and services to meet evolving health care needs and sustain the Company’s long-term 

growth. 

 

Our diverse businesses with more than 265 operating companies located in 60 countries are the key drivers of the 

Company’s success. Maintaining the Company’s decentralized management approach, while at the same time leveraging 

the extensive resources of the enterprise, uniquely positions the Company to innovate, execute and reach markets globally, 

while focusing on the needs and challenges of the local markets. 

Strategic Framework 

 
 

Broadly Based in Human Health Care 

As a major player in three market segments and with a focus on the full continuum of care—prevention, diagnosis 

and treatment —Johnson & Johnson competes in fully one-third of the global health care marketplace. The breadth helps 

drive consistent performance and enables the company to pursue growth opportunities— including in some of the fastest 

growing segments of health care —wherever they arise. It allows to respond to purchasing trends with governments and 

large customers.  

 

Broadly based in Human Health Care

Managed for the long-term

Decentralised Management approach

People and values
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Perhaps more important, it allows them to think about patient care holistically, drawing on insights from multiple 

perspectives in a disease category. In the end, being broadly based allows company to stay true to the Credo in the face of 

an ever-evolving health care environment. 

 

Managed for the Long Term  

At Johnson & Johnson, the focus is on managing for the long term—building the long-term equity of our brands, 

building sustainable customer loyalty and building shareholder value over time. As a result, 70% of the sales are from 

products in global market share. Key to this long term approach is disciplined portfolio management—maintaining focus 

on specific therapeutic areas and building a critical mass of innovation in those areas. Indeed, they invested $7.5 billion in 

R&D in 2011 and have one of the strongest new product portfolios in the industry. Approximately two-thirds of the 

growth over the past 10 years has come from organic growth tied to innovation, with the balance coming from licensing, 

partnerships and acquisitions. 

 

Decentralized Management Approach  

Decentralized management approach is based on the belief that the leaders—those closest to patients and 

customers—are in the best position to understand and address their needs. This philosophy has been critical to the global 

expansion.  R&D centers in emerging markets develop products based on local insights and patient needs—often starting 

with one of the powerful global brands. They are expanding the product offerings to meet the unique needs of the 

growing middle-class and emerging markets in high-growth countries. 

 

People and Values  

People and values are the common thread behind the Credo, the strategic principles and growth drivers. Johnson 

& Johnson people are engaged, caring and committed. The unique Johnson & Johnson culture and the values are inspired 

by the company’s Credo. They are complimented by extensive efforts to cultivate and develop the talents of people. At 

Johnson & Johnson, commitment to attract, develop and retain the very best talent—talent that fosters the  aspiration and 

growth. 

 

Impact of Global Business Strategy on Growth  

Business strategy 

Johnson & Johnson (JNJ) operates in nearly 60 countries. It sells its products in about 200 countries. The 

following chart shows the breakup of sales to customers by business segment. 

 
Figure 1 
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Johnson & Johnson’s operations 

Nearly 55% of Johnson & Johnson’s revenue comes from non-US markets. The company focuses on the 

innovation of new products that bring value to people, healthcare professionals, and health systems around the world. 

The company operates 134 manufacturing facilities and eight innovation centers across the globe. In the US, there 

are eight manufacturing facilities for the Consumer Products segment, eight for the Pharmaceuticals segment, and 26 for 

the Medical Devices and Diagnostics segment. There are 41 manufacturing facilities in Europe, 15 in the Western 

Hemisphere—except the US, and 36 in Africa and Asia-Pacific. 

Most of the manufacturing facilities outside the US serve more than one business segment. Major research 

facilities are located not only in the US, but also in Belgium, Brazil, Canada, China, France, Germany, India, Israel, Japan, 

the Netherlands, Singapore, Switzerland, and the United Kingdom. 

 

Consumer segment 

Consumer segment sales in 2014 were $14.5 billion, a decrease of 1.4% from 2013, which included 1.0% 

operational growth offset by a negative currency impact of 2.4%. U.S. Consumer segment sales were $5.1 billion, a 

decrease of 1.3%. International sales were $9.4 billion, a decrease of 1.4%, which included 2.3% operational growth offset 

by a negative currency impact of 3.7%.  

 

Major Consumer Franchise Sales: 

Table: 1 

(Dollars in Millions) 2014 2013 2012 

OTC 4,106 4,028 3,766 

Skin Care 3,758 3,704 3,618 

Baby Care 2,239 2,295 2,254 

Oral Care 1,647 1,622 1,624 

Wound Care/Other 1,444 1,480 1,560 

Women’s Health 1,302 1,568 1,625 

Total Sales 14,496 14,697 14,447 

Source: Annual report of Johnson and Johnson Co., 2014 

 

 
Figure 2 
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Pharmaceuticals segment 

The Pharmaceutical segment achieved sales of $32.3 billion in 2014, representing an increase of 14.9% over the 

prior year, with strong operational growth of 16.5% and a negative currency impact of 1.6%. U.S. sales were $17.4 billion, 

an increase of 25.0%. International sales were $14.9 billion, an increase of 5.0%, which included 8.3% operational growth 

and a negative currency impact of 3.3%. In 2013, Pharmaceutical segment sales included a positive adjustment to previous 

estimates for Managed Medicaid rebates. This negatively impacted 2014 Pharmaceutical operational sales growth by 0.8% 

as compared to the prior year. In 2014, sales of the Company’s Hepatitis C products, OLYSIO® /SOVRIAD® 

(simeprevir) and INCIVO® (telaprevir), had a positive impact of 6.9% on the operational growth of the Pharmaceutical 

segment. 

Major Pharmaceutical Therapeutic Area Sales: 

Table: 2 

(Dollars in Millions) 2014 2013 2012 

Total Immunology 10,193 9,190 7,874 

REMICADE® 6,868 6,673 6,139 

SIMPONI® /SIMPONI ARIA® 1,187 932 607 

STELARA® 2,072 1,504 1,025 

Other Immunology 66 81 103 

Total Infectious Diseases 5,599 3,550 3,194 

EDURANT® 365 236 102 

INCIVO® 226 517 443 

OLYSIO® /SOVRIAD® 2,302 23 – 

PREZISTA® 1,831 1,673 1,414 

Other Infectious Diseases 875 1,101 1,235 

Total Neuroscience 6,487 6,667 6,718 

CONCERTA® /methylphenidate 599 782 1,073 

INVEGA® 640 583 550 

RISPERDAL® CONSTA® 1,588 1,248 796 

INVEGA® SUSTENNA® /XEPLION® 1,190 1,318 1,425 

Other Neuroscience 2,470 2,736 2,874 

Total Oncology 4,457 3,773 2,629 

VELCADE® 1,618 1,660 1,500 

ZYTIGA® 2,237 1,698 961 

Other Oncology 602 415 168 

Total Other 5,577 4,945 4,936 

PROCRIT® /EPREX® 1,238 1,364 1,462 

XARELTO® 1,522 864 239 

OTHER 2,817 2,717 3,235 

Total Pharmaceutical Sales 32,313 28,125 25,351 

Source: Annual report of Johnson and Johnson Co., 2014 
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Figure 3 

 

Medical Devices and Diagnostics segment 

The Medical Devices segment sales in 2014 were $27.5 billion, a decrease of 3.4% from 2013, which included an 

operational decline of 1.6% and a negative currency impact of 1.8%. U.S. sales were $12.3 billion, a decrease of 4.3% as 

compared to the prior year. International sales were $15.3 billion, a decline of 2.7% as compared to the prior year, with 

operational growth of 0.5% offset by a negative currency impact of 3.2%. In 2014, the divestiture of the Ortho-Clinical. 

Diagnostics business had a negative impact of 3.2% on the operational growth of the Medical Devices segment. 

 

Major Medical Devices Franchise Sales: 

Table: 3 

(Dollars in Millions)  2014 2013 2012 

Orthopaedics 9,675 9,509 7,799 

Surgical Care 6,176 6,269 6,483 

Specialty Surgery/Other 3,541 3,504 3,478 

Vision Care  2,818 2,937 2,996 

Cardiovascular Care 2,208 2,077 1,985 

Diabetes Care 2,142 2,309 2,616 

Diagnostics 962 1,885 2,069 

Total Medical Devices Sales  27,522 28,490 27,426 

Source: Annual Report of Johnson and Johnson Co., 2014 
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Figure 4 

 

Results of Operations 

In 2014, worldwide sales increased 4.2% to $74.3 billion, compared to increases of 6.1% in 2013 and 3.4% in 

2012. These sales changes consisted of the following: 

Table: 4 

Sales increase/(decrease) due to (%) 2014 2013 2012 

Volume 6.3 7.6 5.7 

Price  -0.2 0.1 0.4 

Currency -1.9 -1.6 -2.7 

Total 4.2 6.1 3.4 

Source : Annual Report of Johnson and Johnson Co., 2014 

 

 
Figure 5 

In 2014, sales of the Company’s Hepatitis C products, OLYSIO® /SOVRIAD® (simeprevir) and INCIVO® 

(telaprevir), had a positive impact of 2.8%, and the divestiture of the Ortho-Clinical Diagnostics business had a negative 

impact of 1.4% on the worldwide operational growth. The acquisition of Synthes, Inc., net of the related divestiture, 

increased worldwide operational growth by 2.5% and 3.1% in 2013 and 2012, respectively. 
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Sales by U.S. companies were $34.8 billion in 2014, $31.9 billion in 2013 and $29.8 billion in 2012. This represents 

increases of 9.0% in 2014, 7.0% in 2013 and 3.2% in 2012. Sales by international companies were $39.5 billion in 2014, 

$39.4 billion in 2013 and $37.4 billion in 2012. This represents increases of 0.4% in 2014, 5.4% in 2013 and 3.5% in 2012. 

 

The five-year compound annual growth rates for worldwide, U.S. and international sales were 3.7%, 2.4% and 

5.0%, respectively. The ten-year compound annual growth rates for worldwide, U.S. and international sales were 4.6%, 

2.3% and 7.3%, respectively.  

 

Sales in Europe achieved growth of 1.9% as compared to the prior year, including operational growth of 2.6% 

partially offset by a negative currency impact of 0.7%. Sales in the Western Hemisphere (excluding the U.S.) experienced a 

decline of 3.5% as compared to the prior year, including operational growth of 5.2% offset by a negative currency impact 

of 8.7%. 

 

Sales in the Asia-Pacific, Africa region achieved growth of 0.4% as compared to the prior year, including 

operational growth of 4.4% and a negative currency impact of 4.0%. 

 

In 2014, the Company had one wholesaler distributing products for all three segments that represented 

approximately 11.0% of the total consolidated revenues. In 2013 and 2012, the Company did not have a customer that 

represented 10% or more of total consolidated revenues. 

 

CONCLUSION 
 

Every day, many people enjoy the products and benefits of Johnson and Johnson. The ethical practices of this 

brand is leading to a strong brand however they should also focus on customers as well as on product development. For 

this brand baby care market is growing at approximate 8% per annum. Johnson and Johnson is the 2nd largest player in 

Dabur India Ltd with Kimberly-Clark Corporation in third place. Very strong franchise has been led amongst doctors and 

patients in the country by the consistent practices over the period of time. The introduction of a newly introduced stent 

for heart surgery by Johnson and Johnson has made it the most trustable brand and equity that the people are enjoying 

today in India. Thus, it can be concluded that it has helped in understanding the consumers, doctors and medical 

professionals about its products and its great importance in the market. J&J makes investments to educate and train 

doctors and nurses. These types of initiatives has resulted in augmenting the brand image of company. 
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