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In this report, we are asked to diagnose a situation for a company and understand the market statistics related
to the same. We are to analyze the research methodology, identified the data analysis process and types of

data, and lay out a structure for reporting the results to various heads of the company.

The industry | have chosen to diagnose the given scenario and design my research is the Medical Device,

Pharmaceutical and Consumer Packaged Goods, the specific company being Johnson & Johnson (Content Lab

U.S., 2019)". In the consumer-packaged goods sector, out of the many baby care products the company offers,
the baby powder section of the company is a very widely known and superior brand but has been in the news
a lot recently due to declining revenues. Last year, according to a CNBC news article (LaVito, 2019)", news
emerged that their baby powder contained asbestos which made them lose $39.8 billion, which was their worst
trading day in the last 15 years. The accusations were that the powder was responsible for causing ovarian and
other types of cancers. Again, this year, the stocks sank 6.2% in October 2019, recording their biggest one-day
drop in the past 10 months (Kilgore, 2019)"". Appendix | shows this drop, where the stock price dropped from
$136.17 to $127.70 on 18" October 2019.

Scenario 1: What are the major trends in the market? Is the market growing, stable or shrinking? What are
the trends in your share of the market? You know that your company is losing revenue, but what are the

trends in profitability? Are there issues with your supply chain that need to be addressed?

1. What internal and external data would you need to diagnose the situation? What kinds of

analyses would you run and what key metrics would you report to your CEO?

1.1. Data Required

1.1.1. Internal Data
The internal data required would comprise of the annual financial reports of the company, specifically the cash
flow statements, income statements and balance sheets, for a period of around 5-7 years. These will be
available from the Corporate Reports section of the Johnson & Johnson website (Content Lab U.S., 2019)". |
would also need to use other internal data relating to the changes in the management hierarchy within the
company, focusing mostly on the top management positions for the past years, and also, | would need data
from the warehouse and distribution department to understand the causes of stockouts. This will in turn need

to be matched with that year’s production of finished goods, inventory in hand and internal stockouts.
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1.1.2. External Data

The external data required would be the market statistics, which would be obtained from newspaper reports,
statistical reporting websites, journals, magazines, financial reports from other similar companies within the
same industry, such as Mothercare, etc. | will also need to understand whether there was any major event or
disaster within the company which might have affected the financial performance for that particular year.
Further, it would be imperative to study the trends and the growth or decline of the overall market for baby
powders, as well the market for baby products in general. Also, it is stated that our company is losing revenue,
but in order to understand the trends in profitability, it would be essential to analyse the forecasts for the baby
products market, and also the baby powders market specifically. To analyze the market trends and understand
forecasts for revenues and growth, | will analyse the following news reports, magazines and articles:

For the general baby products market:

Baby Product Market Size, Share & Trends Analysis Report By Product (Cosmetic & Toiletries, Baby Food,
Baby Safety & Convenience), By Region (North America, MEA, APAC, Europe), And Segment Forecasts, 2019
- 2025 (Grandviewresearch.com, 2019)¥

U.S. Baby Care Market - Statistics & Facts (www.statista.com, 2019)"

Global baby care products market value worldwide from 2018 to 2026 (Statista, 2019)"

Baby Care Products Market 2019 Global Size, Growth Insight, Share, Trends, Industry Key Players, Regional
Forecast to 2024 (MarketWatch, 2019)""

For specifically the baby powder market:

= Baby Powder Market: Global Industry Analysis 2012 — 2016 and Opportunity Assessment; 2017 — 2027
(Futuremarketinsights.com, 2019)™

=  Global Baby Powder Market 2019-2023 (Technavio, 2019)*

= Baby Powder Market 2019 Industry Analysis By Future Demand, Top Players, Size, Share, Opportunities,
Revenue and Growth Rate Through 2023 - Market Reports World (MarketWatch, 2019)*

1.2. Analyses

After scouring all the data as mentioned above, both internal and external, the next crucial step will be to

analytically decode the data and make meaningful inferences. My analyses would comprise of the following:
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1.2.1. General market trend, past pattern analyses and future forecast
The first step of the analyses will be to analyze the trends in the market, for both baby products in general and
baby powder specifically. This will help gather an overall view of the future of baby powders, and also how
profitable can the baby products segment be for the company.
The motive will be to understand the pattern of growth for the baby powders using the data of past 5-7 years,
and then predict whether the baby powder market will further grow, and if yes, forecast the expected growth
and increase in revenue. On the other hand, even if the market doesn’t seem to grow in future, | will try to
analyze whether the market will remain stable, and would it yield positively growing or stable revenues.

1.2.2. Trends in Johnson & Johnson’s market share
The next step would be to analyze the Johnson & Johnson’s standing in the market over the years, and try to
forecast the future standing. For this purpose, their overall market share as well as the market share for their
retail products market would be analyzed for the past 5 years and also, if there was any significant change in
any particular year, | would try to understand further what caused that outlier. It is possible that they overspent
that year, or there might have occurred an event or disaster which largely affected sales. This will help
understand the company’s standing in future, though not fully accurate, but will still give an overall inference.

1.2.3. Trends in Profitability
After we have analyzed the market trends, and specific Johnson & Johnson company trends, | would move to
understand the profitability trends. It is given that Johnson & Johnson is losing money over the years for its
major offering of baby powder. The first step would be look at the causes for this, | will do a financial analysis
of the past 5 years, and understand the declining revenues, or whether our revenues do not even break-even.
Then, | would understand the marketing efforts for this division, and try to evaluate if the marketing
department has drastically shifted its activities away from the baby powder segment. Further on, | would do a
competitor analyses for our major competitors such as Chicco, Mothercare and Shower to Shower. A statista
analysis shows the brands of body and baby powder used most often in the United States from 2011 to 2019
(Appendix Il). The data has been calculated by Statista based on the U.S. Census data and Simmons National
Consumer Survey (NHCS). According to this statistic, 51.49 million Americans used Johnson's Baby Powder in

2019 (Statista, 2019)".
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This analysis will help me understand whether the brand will still remain profitable in future, and since this is
one of our core offerings, it would be unreal to think about reducing our expenditures here, rather, use
analytical methods to understand if a better packaging or marketing spend will help increase revenues.

1.2.4. Supply Chain Analysis

The scenario says that there a few stock-outs at our major distributors. | would explore deeper as to the causes
for the same, and make analytical inference backed with data. | would try to understand the following:

= Did we over-stock some warehouses, and under-stock some of the others?

=  Was there a huge anticipated demand, but we overlooked it?

= Did our competitors face troubles, short-stocking their products?

= Did we appropriately leverage analytics to predict an estimated demand for every month?

=  Was there any mistake on our internal teams, be it production, or the logistics team?

= Since it was sporadic, did we evaluate them, develop patterns, and try to overcome it?

=  Was it happening only at a particular regions(s), or scattered throughout?

=  Was there any political unrest, or natural causes, which might have affected the supply chain?

= Predictive and Prescriptive analysis, to evaluate the importance and efficiency of each.

1.3. Reporting results to the CEO
After completing my strategic and responsive analysis, | would compose a 1-page memo for Mr. Alex Gorsky,
CEO, Johnson & Johnson, to communicate the results from my analyses. The memo would begin with a short
paragraph wherein | will introduce the problem, which is that, the revenues are declining for our major product
offering under the consumer retail section, the baby powder brand, and has created a need to re-think the
same, and analytically examine the scenario.
In the next segment of the memo, | will produce the key results from my analysis, such as:

= Qverall market trend, past patterns and future forecast

= Johnson & Johnson’s current standing, how it compares with past years, and what does future look like.

= Then, is the baby powder segment a sustainable growth brand?

= An analysis of the stock-outs, supported with suitable maps and graphs.

=  Was the decline caused due to stock-outs, or there are other external factors? Describe in brief.

= Key Metrics / KPI’s for financial performance —including but not limited to Current Ratio, Debt Ratio, Equity
Multiplier, Return on Equity, Profit Margin, Asset Turnover and YoY growth numbers.

= Key Metrics / KPI's for supply chain issues — including but not limited to Days Sales in Inventory, Days Sales

Receivables, Return on Assets, and Capital Intensity, and a time-quality-cost KPI analysis.
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=  SWOT and PESTLE analysis of our product (to be put as appendix).

For the final segment of the memo, | will provide a conclusion of my analysis, wherein | will provide
recommendations to boost revenue, which could be through better marketing, packaging improvements,
timely supply of goods to prevent customer loss, or others.

Importantly, all the arguments put forward by me to the CEO in the memo will be supported by data, made
presentable through various charts and graphs in the form of appendices. A key factor here would be an
informative report by Tech Navio (Size, Size and WIRE, 2019)"" which identifies the CAGR, the YoY growth, and

other important factors about the baby powder market (Appendix I1i).

Scenario 2: You have heard the CMO assert that customers like your competitors’ offering better than your

company’s. How would you test this assertion?

2. What data would you need to diagnose the situation? How would you access these data?

What kinds of analyses would you run and what key metrics would you report to your CMO?

The CMO of Johnson & Johnson, Ms. Alison Lewis, has asserted that our customers like our competitor’s
offering more than our own. Now, if the CMO has asserted to it, she probably possesses supportive data. To

further test this assertion, following would be my approach:

2.1. Data required and access to it

2.1.1. First-hand primary customer data
The very first step would be to do a mass survey of all of our customers through in-store fill-outs, cell phone
SMS and emails, to obtain their views on our products, and what they feel we might improve as compared to
our competitors. For this purpose, | already have access to a huge database of most of our customers, through
in-store collected information, and loyalty membership data. | can simply reach out to them with a survey and
enquire about their likings for us, and where we can improve.

2.1.2. Understanding competitors’ products, and comparing it to our own
The first step would be to identify whether the competition is direct, indirect, potential or substitute. Then, |
will try to evaluate and understand their products. My evaluation will be based on the pricing, the quantity,

the sizes offered, the packaging metrics, the return policies, loyalty membership benefits, marketing tools used,
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marketing media used, the supply and distribution network used: in terms of supermarkets, own stores,
partnerships, free trials, etc. For making this comparative study, most of the data | require will be public
information and easily accessible. For some data such as marketing design, it would be challenging to get in
touch with the marketing personnel and extract information.
2.1.3. Own loyalty program and membership data
| will also study the numbers of our own customers, to infer whether we are losing customers in a patterned
manner, and the reasons for the same. Data for this will be readily available from our internal departments.
2.1.4. Marketing activity data of our own company
| will evaluate the marketing activity of our own company, to identify whether we are under-spending on the
baby powder segment. Data regarding our marketing spends over the past few years, any changes in the
spending pattern, and shift from one department to other will need to be studied.
Also of importance to me will be the proportion of spend we dedicate to B2B vs the B2C marketing techniques.
| will need to re-evaluate the marketing funnel to understand which channel of marketing needs more
attention. Lead sand conversion data will be required for this purpose.
2.1.5. Understanding other reasons
There might also be various other reasons for a shift in the taste of our customers, which might include:

= Qutdated offering in terms of packaging design
= Limited usage/utility of our products as compared to the competitors’ products
=  Extensive marketing and promotional activity undertaken by the competitors

= News about our product being harmful and causing diseases
2.2. Analyses

My analysis for this would involve first-hand primary data from our customers itself to understand how our
own customers rank our products in comparison to our competitors, and also, the areas we need improvement
to make our offering at par, if not better, than our competitors. In addition, | will need to evaluate our loyalty
programs, analyse our membership numbers, separate new customers from repeat purchasers, understand
how many customers we are losing each month to our competitors, and finally, are there any other reasons

for customers to like the competitors’ offering more. It would be imperative to make sure that we are spending
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the market average on the baby powders’ marketing and advertising, with constant updates and innovating
techniques. A very crucial analysis would be comparing the metrics of our products to that of the competitors’
products, and draw inference as to why we are lagging behind.

There might also be other reasons which might have a strong effect on the consumers choices, which might
not been be related to the product itself. These might include widespread and expensive advertising,
sponsorships, roadshows, free trial packs to hospitals and clinics, etc. These might largely change the
consumers’ choice, for example, if a customer is even moderately satisfied from using a free trial, he will not
hesitate to go buy a full pack, unless that particular customer had a strong preference for our brand.

The acquisition cost per customer will also play an important role. | will calculate the customer acquisition cost
and the paybacks for every channel used. For this, the cost per lead, leads required, cost to acquire leads, and
top of funnel acquisition cost per customer data will be used.

Further, | will try to decode our current marketing mix and identify any updates required in it.
2.3. Reporting results to the CMO

Since the CMO, MS. Alison Lewis, has already asserted, it would be unwise to confront her otherwise unless
with numbers supporting my contradiction. After my analysis is complete, | will write her a 1-page memo
stating in the introduction her assertion, and why | felt the need to test it. The idea would be to stress on
analytics as a tool to narrate facts and figures rather than intuitive understanding or observational data.
Moving on, | would describe my analysis, and draw inference on the following:

] Do our customers really like our competitors offering more? If so, what percentage of customers do that?

=  What are the root causes for our customers shifting their taste?

=  Where are we lagging behind in order to retain our old customers, and further attract new ones?

=  What are the non-controllable forces which are leading to the shift in the taste?

] Is our advertising innovative enough to keep at par with the changing industry trends?

=  What are the customer engagement and conversion rates?

. Key Metrics / KPI's for measuring our sales and marketing performance — including but not limited to
Leads, Lead Velocity Rate, and Lead to opportunity percent and opportunity to sales percent.

=  The CAC and CAC Payback analysis will also need to be reported

=  Anoverview of customer segmentation metrics will be provided (Appendix IV, (Slideshare.net, 2019))"

] Insights from Marketing Mix Modelling and Attribution Modelling act as a major KPI to assess ROI.
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Finally, after detailing out the causes for the changing customer preferences, | would provide
recommendations on how to handle this change of taste. They might include innovative marketing techniques,
increased budget, re-considering the packaging design, size offerings, whether to use a social message for the

advertisements, and others.

Scenario 3: Your head of HR shows you the results of latest engagement survey, which clearly shows that
there is a risk of bleeding talent from the organization. HR is doing everything that they can to try to address

colleague concerns, but that may not be enough.

3. How would you help the head of HR develop succession plans for the senior roles in the
organization? What data would you need to diagnose the situation? Would you need any
external data, and if so, what kinds of data? What kinds of analyses would you run and what

key metrics would you report to the head of HR?

3.1. Data required

3.1.1. Internal Data
To be able to assist the HR in succession planning for the senior roles in the organization, it would be imperative
to understand the concerns of our employees, individually and also department wise. Individual evaluation will
help understand the concerns from a personal perspective of the employee, and the group evaluation will
provide insights on the performance of the team and its members. | would keep the data collection process
anonymous, so as to collect as accurate data as possible about the employees’ views. Further, | will conduct
one-on-one sessions with those willing to, to gain deeper insights. Data needs to be collected on the following:

= |s the work atmosphere productive?

= Are employees satisfied with their remuneration?

= How good is the bonus awarded?

=  What is the employee satisfaction level?

= Do our employees feel secured about their job?

= Are there appropriate employee training and development activities in place?

= Are there regular employee appraisals conducted?
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=  Employee turnover data

= Employee performance data
| will also try to find out if there are any under-performers or mis-matched hires who might be a cause for the
risk of bleeding talent. This will facilitate the understanding of the extent of the risk, i.e., how immediately an
action might be required.

3.1.2. External Data

| would explore the competitors’ offerings to their employees. If we are at a risk of bleeding talent, it would be
imperative to dive right into the causes, and establish mechanisms, to prevent the same. | would need external

data here in terms of:

Industry trends of employees performance

= Industry remuneration standards

=  Emerging roles which never existed previously

= Roles which need to be scrapped, due to insignificant productivity

= Are the perks and benefits provided to employees adequate in terms of the changing industry needs,
do they match with our competitors?

3.2. Analysis

The senior roles are very important for every organization. My analysis would comprise of having direct
conversation with all the senior managers and executives of the company, and try to understand their
viewpoint on how satisfied they are working at Johnson & Johnson. Based on the specific data collection
mentioned above, | will compile a brief report for each and every senior manager | interview, and then analyze
them to develop similarities. If there is a real risk of bleeding talent, the reports will convey so. Further, | will
study how many of the employees are actually considering a shift in work, and out of those, which employees
are extremely crucial for us. And try to understand if any perks could change their minds.

Talent Analytics will also be important. | will conduct a descriptive and reporting retrospective study, and also

a predictive analysis. This will give me an overall view of the HR standing of the company, and provide insights.
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3.3. Reporting results to the head of HR

To convey the results of my analysis to the head of HR, Mr. Peter Fasolo, about succession planning, | will write
a 1-page memo stating the importance of my study, the insights and the recommendations. The bottom-line
would be that for conducting an efficient succession planning, it is important to be proactive and to prepare
the employees to take up roles irrespective of the senior being at risk of leaving the company. The general rule
of thumb would be that the second in command will be the successor, however, we need to make sure there
are productive and efficient successors further down the line to take up the roles left vacant by the second in
command. It will also be crucial to evaluate other candidates for suitable potentiality across different roles who
could perform even better at other given positions. The recommendation would be to re-do the job matching
of employees, but this time, with talent analytics data on hand.
Further, for all the vacant job profiles, | suggest having a trickle-down effect in terms of vision, as it could prove
to be beneficial during new hires. The top management and board of directors will definitely need to be
involved for all crucial decisions, and it needs to be made sure that the decisions align well with the company
goals as well as shareholders’ interests.
Now, to avoid the bleeding talent situation, | advise that the top performers and senior managers should be
honed further, they must be offered ‘mentoring relationships, job shadowing and training’, this would suffice
their personal agendas of growth appetite. Increased vacation days, and higher bonuses could be used to trial-
run succession planning and their performance should be monitored closely.
Using talent analytics, we can identify significant talent gaps in the company, identify employees at inflection
points, conduct efficient performance review, reduce mismatch and improve retention. Skill identification tests
could be conducted across the company. Finally, some key metrics | would report to Mr. Peter would be:

= Employee Turnover Rate, and its trends and patterns

= Engagement rating, and its efficiency over time

= The real-time billable hours per employee, and their cost per hour of work.

= The cost of hiring, matched with the revenue contribution by that employee

= The number of paid and unpaid leaves, absenteeism, and its effect on performance.

= An exhaustive list of top performers, senior managers, and their likelihood to resign.
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= The significant talent gaps, within departments, and overall.

=  Employees, and areas of work which need increased training and development support.
Finally, | will write a brief conclusion with an immediate call to action for Mr. Peter, which will be dependent
on the results of the analysis. | will provide him a list of employees to target immediately to prevent turnover,

and others down the line.

Scenario 4 and 5: To complete the final part of this assignment, identify the ways in which analytical leaders

in your field are making use of analytics. Consider the types of ways that they have prioritized the use of
analytics. Then, research 2-3 organizations that are leading the use of analytics in a field other than your

chosen profession. Answer the two questions below.

4. What do you learn from other companies in your industry? What can you adapt from other

industries that use more data for greater impact?

A report by statista shows the brands of baby powder used most often in the United States in 2019. The data
was calculated based on the U.S. Census data and Simmons National Consumer Survey (NHCS). According to
this statistic, 51.49 million Americans used Johnson's Baby Powder in 2019. This was followed by Shower to
Shower at 17.91 million users, and further Store Brand at 16.92 million users (Statista, 2019)* (Appendix V).
However, the global baby powder market is dominated by Chicco, Johnson & Johnson and Pigeon.

Though R&D has always remained a core focus for Johnson & Johnson, and they always aim to deliver high
quality and innovative products, the entire baby powder industry is rapidly advancing in innovations, and are
employing scientific modifications using consumer data to target specific customers, based on their skin type,
age, climate in the country of residence and others. This has essentially been made possible due to data
analytics, which involves big data processing.

A key measure in this industry is that the baby powder market might seem more or less stable with stable
demand, but the number of players in the market are growing, and is competition. For Johnson and Johnson,
and all others in the industry, Talc is the key ingredient for producing baby powders. An innovation in this field
was the liquid baby powders, which are offered in cream or lotion form, and changes to the powder state once
applied on the baby’s skin. This eliminates a major concern of the baby inhaling the powder particles. As per a
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Business Wire report, the consumer demand for liquid baby powders is likely to increase in the next 4 years
(Size, Size and WIRE, 2019)". Now, Johnson and Johnson doesn’t seem to have ventured out into the niche
liquid baby powder market yet, their only baby powder offering is the talc form. Johnson & Johnson should
take advantage of this product innovation, and tap the market before other big players kick in. This is a good
example of how companies are using research and development analytics to improve their product offerings,
on the basis of hygiene concerns for a baby.

Thinking about other industries, | want to highlight the e-commerce industry, which is almost fully dependent
on data, and cannot function without it. In the e-commerce platform, each and every transaction which takes
place is based on data. The e-commerce industry uses Big Data to analyse and uncover hidden patterns and
trends in consumer demands and preferences. It helps them leverage more effective marketing campaigns,
and discover opportunities for generating greater revenue. It helps improve customer service delivery and
make operations more efficient. Further, it helps them make more informed decisions with all the relevant
data and data patterns at hand (Medium, 2019)*",

In my opinion, the baby products market can benefitimmensely by learning how the e-commerce industry uses
data and data analytics. Following are the specific ways in which adapting techniques from the e-commerce
industry can help Johnson & Johnson, and the retail healthcare industry overall:

= Enhanced Shopping Pattern Analysis

= Effective Customer Service

=  Predict future operational plans with minimum errors, improved control

= Increased focus on product customization, better understanding of customers

= Ease of shopping and providing a personalized shopping experience, improved retention
= Improved strategic decisions, leading to cost reductions

= Target advertising, segmentation
Further, there is a report by Kari Walgran (InfoDesk, 2019, which explains how retail healthcare employs
Consumer-Focused Data Analytics. Primarily, product innovation and aesthetics were the fundamentals for
success, but new players are engaging heavily on research and development, which is inducing brands to focus
more on creating sustainable brand loyalty (Research, 2019)*.
Areport by Wharton (Knowledge@Wharton, 2019)* also lays out how data analytics helps improve employee

performance, and also effective marketing, especially in the era of high-tech industries, relying solely on data.
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Comparing the usage of analytics to our competitor Mothercare, they were declining in revenues, and their
marketing efforts were in vain (The Drum, 2019)™. The shareholders were getting concerned, and losses were
piling up. They decided to let go of their chief marketing executive and hired someone who had worked
previously in the tech and analytical marketing sector. The new hire introduced a mobile app which could offer
personalised and customised offerings to customers. In a short time, they saw over a million downloads, and a

jump of over 50% in revenues. Johnson & Johnson could certainly adapt to this data driven app based model.

5. You are being bombarded by issues and questions. You are only a team of one. You must
diagnose the situation for the CEO. You have the capacity to focus on only one area... i.e.,
marketing (customer preference) or HR (succession planning for senior roles). How would

you go about choosing where to focus?

CEQ’s are generally interested in the big numbers supported with appropriate data wherever necessary. In this
case, | do believe that the CEO, Mr. Alex Gorsky, would be more inclined towards that area of the business
which might be responsible for bringing in higher revenues, and maximizing shareholders profits. Being a
listed company, it would be imperative for the CEO to put the shareholder’s interests in the top priority bucket,
alongside realising higher revenues and increased growth.

Generally, every function in a business is important and is interdependent. However, if | were to do the above
mentioned analysis in real-time, | would prefer to put in more hours diagnosing the marketing side, and
understanding why our customers are shifting their preference from our products to that of the competitors.
The bottom-line reasoning here would be that customers are what forms the core revenue source for a
business like ours, engaged into consumer retail products. The CEO would understand that it would be more
essential to study the failing marketing efforts, because, no matter how good an internal management and HR
team we have, who would we sell our products to, if there are no customers left.

An argument to this would be that if there is no good succession planning in place, the business operations
would fall apart and there will be chaos, as there would be no supreme control authority. But, it needs to be
understood that Johnson & Johnson is a public company with massive stakeholders. This makes succession

planning complex, at the same time, exponentially more important.
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In such a scenario, the responsibility to control the senior roles falls on the board of directors and active
partners, along with the HR. Internal promotions, and hiring head-hunters could be a possible approach to

handle this issue. As long as there is a way out for an issue, | would consider the issue at second priority.

Generally, in such businesses, it would not harm to comment that they would be accepting of some minor
issues in the internal side, rather than the marketing side. HR issues relating to succession planning for senior
roles is no doubt a very important concern for the CEO, but not more than failed marketing efforts, and losing
majority of our customers. In case of Johnson & Johnson, they have now altogether scrapped the role of a
CMO from the management positions. Ms. Alison Lewis, who had joined the company 6 years ago from Coca-
Cola, is to leave without a successor (Coffee and Coffee, 2019)*% . This altogether redefines why there is a need
to focus more on the marketing aspect now. The marketing team was habituated to a superior guidance force,
which is now vacuum. This will further add on to the burden on the marketing team, previously it was only
acquiring and retaining customers, now, it will be to fill in the gap of the CMO as well. The marketing team

would need to adapt to the new working environment, and be more precise and effective in their activities.

As mentioned previously, Mothercare was able to cut-off losses and drive up revenue simply through brining
a new marketing guy, who developed a new app based model. So, probably, sometimes some senior managers
might need to be let go, to be replaced with better ones. Further, Johnson & Johnson baby powder has been
in the news recently due to allegations of harmful and cancer causing substances. It also had to shell out huge
money to settle court cases, some of which they lost miserably. In July 2018, Johnson & Johnson was ordered
to pay $4.69 billion to 22 women and their families who had claimed that asbestos in the company’s talcum
powder products caused them to develop ovarian cancer (Nytimes.com, 2019)*%. Again, in October 2019,
Johnson & Johnson was ordered to pay $8 billion in punitive damages to a man for failing to warn that a
psychiatric drug could cause female breast tissue growth in male (www.dw.com, 2019)*",

So, it would definitely be the best idea to first revamp the brand image, and then focus on the internal
management. On a scale of 1-10 for measuring priority for attention, marketing would get the full 10 points
for being the most important activity, whereas, | would allot a 8 or 9 points priority to HR functions.
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Appendix I: Johnson & Johnson stock prices over the last 6 months
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Appendix Il: Most used body and baby powders from 2011 to 2019, brand wise

U.S. population: Most used brands of body and baby powder from 2011 to 2019
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Appendix llI: The future of Baby Powders, a descriptive analysis report by Tech
Navio

The market will be ACCELERATING bl i The year-over-year growth rate

GROWTH) for 2019 is estimated at

growing at a CAGR of over 50/
0 $184.42 mn
A 4.26%

(0] f the KEY TRENDS for thi
The market is FRAGMENTED with several mr;t:kc;t W; bethe INCRE/C\);INI(;
players occupying the market share of the growth ADOPTION OF LIQUID BABY
will come from POWDERS

i APAC REGION
3]
3] c

P o)

Bl Bal i

READ THE REPORT: 10’000+ reports covering niche topics
CONSUMER STAPLES

GLOBAL BABY POWDER MARKET 2019-2023 Read them at:

www.technavio.com

Ytechnavio

\

& CoLuMBIA UNIVERSITY

School of Professional Studies



ohmron omon

Appendix IV: Customer Segmentation Metrics and classifications
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Appendix V:

Johnson's Baby Powder
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