Changes, costs and recommendations
The reported advocated for changes in the marketing strategies for Johnson and Johnson to keep in pace with its competitors. From the report we did not recommend for the diversification of Jonson and Jonson brands, rather to have Clean & Clear’s marketing team focus on spotlighting that its products do not contain fragrance or dyes and does not leave residue after rinsing. This means that the adverts should emphasize on the absence of fragrance or dyes in the products. This will help attract customers and can act as the competitive advantage for the company. Johnson & Johnson has already achieved diversification; therefore, adverts should not emphasize diversification. The focus should be the qualities or advantages of the products. In this case, the ads should emphasize the fact that Johnson and Johnson products do not have fragrance that can leave residue upon rinsing. This will be the competitive edge of the company. 
The other change has to do with correct allocation of funds for marketing strategies. Johnson & Johnson has a strong branding all over the world. By setting aside budget for reward programs, the company will have more returning clients. The clients will find it difficult to shift to other companies because they have already saved in the company. The rewards program is a strategy used by many companies to lure customers to buy a company’s products. The strategy is used by companies like Starbucks and Amazon. Amazon, for example, uses coupons to lure the customers. This involves playing with the psychology of customers through operant conditioning. Coupons are a form of operant conditioning. They can be redeemed for a financial discount when purchasing a product. The discount or rebate acts as the reward for the behavior. Through positive reinforcement, customers will likely buy products when issued with coupons to get the discount. Jonson & Johnson can follow the example of these companies and use coupons to retain old and attract new customers. The use of coupons will also reduce advertising expenses for the company. 
[bookmark: _GoBack]Johnson & Jonson’s cost of marketing hit a staggering $22,084 million which is &3,000 million more than its competitors. The company should look for ways of cutting this cost. This can be achieved by online marketing and use of social media.  Using social media platforms like Facebook, Twitter, Instagram, and LinkedIn can be cheaper than using mainstream media. Additionally, the adverts reach millions of people worldwide. Thus, this would be a good move for Jonson & Johnson. 
