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Johnson & Johnson is a well-known Fortune 500 Company, it is a manufacturing company that provided a wide healthcare products range. Baby products and hygiene products were the highlights of this company. It will not be wrong to say that the company when started had very little or no competition which allowed them to make their mark globally. However, they had the challenge to educate the masses on using their products as hygiene was not that much sought after by the consumers some decades back. This is where the importance of using Integrated Marketing Communication (IMC) tactics was realized. Johnson & Johnson today is registered in the minds of the consumers as the most of the population has used their products in different stages of their lives. Further, the company expanded their product range to cosmetics and fashion industry that further raised their business growth (Barker, 2013).  
Traditional Practices  
The traditional marketing practices of the multinationals may remain similar in many contexts. The foremost examples could be the packaging, promotions and the placement of the products. However, Johnson & Johnson used detailed Integrated Marketing Communications tactics from the start of their international operations. This was done by partnering with healthcare industry specialists and bringing them onboard while manufacturing and promoting their products. The hygiene and other health-related marketing pitches were created where doctors were used to encouraging the consumers to buy these products. Since doctors are respected globally because of their profession of saving human lives this tactic was one of the reasons their products go sky high sales. Further, the medicated products were also launched once they were tested and approved by various healthcare and quality assurance institutes.
Partnership with suppliers committed to sustainability as they were able to introduce geographically relative products, for example, they offered European products and Asian products separately.  Advance global health through research on poorly studied diseases and facilitating access to medicines, partnering with other organizations to expand the impact. Commitment to transparency and recognition of the power of external collaboration was promoted. In congruence with these strategies, the company announced its decision to eliminate the ingredients that could be carcinogenic of its products for babies and adults. Johnson is listening to his consumers, who are increasingly concerned about health, a benefit that is not available in many communities around the world. Thus, the strategies combine research, prevention, and health care efforts for those who have less (Juha & Pentti, 2008).
Digital Practices 
Multinational companies have their own characteristics that require digital marketing and strategies made specifically for each of their cases. Many of these companies that work in different countries have a common premise: they start from a situation usually in their product or service genre and they expand their business step by step, taking the international leap as they settle in the markets in which they are present. Therefore, from social media platforms to Digital Marketing one can observe which approaches are the most effectively utilized, how some companies that have involvement in different states act and what strategies can be developed. The obtaining of benefits and the optimization of the resources in the network are the key to obtain benefits. In this context, Johnson & Johnson was able to design their Integrated Marketing Communication tactic in accordance with the global Sustainability Goals.
A few years back Johnson & Johnson unveiled its new sustainability goals. The plan, called Healthy Future 2015 (Healthy Future 2015), focused on social problems and aid to underdeveloped countries, issues with which the company already worked, but had never included as part of its Integrated Marketing Communication tactic. Healthy Future is divided into seven priority strategies, which in turn are divided into fifteen goals, with their corresponding objectives. Honor responsibility in communities, increasing their well-being through health information campaigns. Improve the measurement of results of philanthropy programs and assist their philanthropic partners so they can do the same. Increase the success standards of health programs. Encourage health conscious people, involved and the safety of employees, improving the culture of health and safety at work. Build a legacy of care for the planet, reducing its environmental impact (Barker, 2013). 
The Effectiveness of the Applied IMC  
The effectiveness of the IMC applied by Johnson & Johnson can be seen from the alignment of the company’s vision and mission statement with the overall brand image they have created over the decades. The brand image is not only aligned but the corporate social responsibility is also catered and further amplifies the brand message of the company. Johnson & Johnson clearly can be quoted as the perfect example of the company who has strategically used IMC and benefitted in the market both locally and internationally (Juha & Pentti, 2008). 
Recommendations for Improvement
Johnson & Johnson have already earned a lot in the last few decades and they have managed to gain exemplary brand recognition from the consumers. However, the product range of the company has not increased in the last few years. Further, from the marketing point of view, Johnson & Johnson must advertise their products in the international markets like PepsiCo and Nestle does. This may further raise awareness of their products in the new markets (Ogden, & Ogden 2014). 
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