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O N  t H E  C O V E R   Matt Cox, who has type 1 diabetes and uses the waterproof ANIMAS® VIBE™ insulin pump, swam an English Channel 
relay to raise money for the Juvenile Diabetes Research Foundation. Matt wants to show his son, Jack, who also has type 1 diabetes, that 
the condition need not hold him back in life. Read Matt’s story on page 16. 

Johnson & Johnson will continue to  
bring meaningful innovations to people 

around the world so they can live  
better and healthier lives.

 
We are deeply committed and dedicated  

to the people who use our products, our employees,  
the communities in which we live and work,  

and you, our shareholders.
 

Most important, we will never lose sight  
of who we are. 
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of Synthes, Inc. in the MD&D business.
 When I look back at how we faced this period of industry and 
global change, and how we have managed, I am proud of the 
people of Johnson & Johnson. They have shown the ingenuity, 
resiliency, tenacity, integrity and compassion that you would 
expect of a global leader in human health care.

2011  results

Johnson & Johnson returned to delivering operational sales growth 
in 2011. We grew adjusted earnings1 for the 28th consecutive year. 
Our worldwide sales were $65.0 billion, an increase of 5.6 percent. 
Sales increased operationally 2.8 percent, reflecting the strength of 
new product launches in our Pharmaceuticals business segment, 
steady performance across our MD&D franchise, science-based 
innovations in our Consumer business and strong growth in 
emerging markets. 
 Approximately 70 percent of our sales were from products with 
No. 1 or No. 2 global market share positions. Approximately 
25 percent of our sales were from products introduced in the past 
five years.
 With our continued focus on financial discipline, our adjusted 
earnings were $13.9 billion1 and adjusted earnings per share were 
$5.001, representing increases of 4.4 percent and 5.0 percent, 
respectively.
 We invested $7.5 billion in R&D and advanced robust pipelines 
across all three of our business segments. 
 We generated significant free cash flow of approximately 
$11.4 billion2, maintained our AAA credit rating and increased the 
dividend to our shareholders for the 49th consecutive year.
 Solid and consistent returns to shareholders have been a 
hallmark of Johnson & Johnson. During 2011, we generated a  
one-year total shareholder return of nearly 10 percent, exceeding 
the Standard & Poor’s 500 and Dow Jones Industrial Average. Over 
longer timeframes, we continue to compare favorably to those 
indices. With a long-term management focus, our company has 
remained a solid investment choice for decades. (For more details, 
see the 2011 Business Segment Highlights on pages 4 and 5.)

FOrCes shaping health Care

As we look ahead, we see three major forces shaping the health 
care environment: macroeconomic conditions, the role of 
government payers and regulators, and industry trends. Clearly, 
each poses continuing challenges. But inherent in each are also 
opportunities … and we are seizing them. 

•  Macroeconomic conditions: Slowing economic growth, the 
uncertainty in financial markets, high unemployment and 
pressure on health care costs have all contributed to 
constraints on health care spending. 
 These dynamics are balanced by demographic trends that 

are creating demand for health care. Populations in the 
developed world are aging rapidly, and we consume more 
health care as we grow older. Global expansion and growth, 
though slower than a few years ago, also lead to growing 
demand for health care, especially in emerging markets. 
 Our investments continue to be aligned with these market 
opportunities to address unmet medical needs. Cancers, 
mental health disorders, diabetes, heart disease, stroke, 
rheumatoid arthritis and HIV are all among the most 
significant diseases—and they are markets where today we 
either have leadership or are increasing investments to gain 
leadership.

•  Government payers and regulators: As health care reform 
evolves around the world, governments are requiring more 
cost-effective health care solutions. 
 We recognize these priorities and are making investments 
in personalized medicine and companion diagnostics, 
especially in the areas of oncology and anti-psychotics, that 
are geared toward how we can better target treatments, 
monitor results and be more efficient in product development.
 As the regulatory environment has become much more 
intense, we share a common goal with regulators: saving lives, 
easing people’s suffering and addressing unmet medical needs 
with meaningful innovations. We support strong regulatory 
environments that ensure patient safety while enabling the 
fast and efficient approval of potentially life-saving medicines 
and treatments.

•  Industry trends: Bringing new innovations to market 
requires significant investments, access to the best minds  
and talent, and adaptability to ever-changing markets. 
 It is more important than ever for companies to be agile, 
collaborative and able to thrive with new business models.  
We have always looked to complement our development 
efforts with acquisitions and collaborations that help us  
gain new capabilities or provide access to technology, 
products and compounds that we can accelerate to market. 
The collaborations in Alzheimer’s disease with Elan and Pfizer, 
and in HIV with Gilead Sciences, Inc., are just a few of our 
promising ventures. 

Well pOsitiOned FOr grOWth

Overall, Johnson & Johnson is well positioned to address these 
evolving market forces and opportunities: 

•  Because of the ways we are delivering meaningful innovations 
to patients and customers; 

•  Because of the steps we have taken to build a more agile company; 

•  And because of our commitment to the operating model and 
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values that have enabled such a consistent track record of 
success.

aChieving meaningFul innOvatiOn

We have learned there are many paths to achieving meaningful 
innovation. For us, the first step is to identify the significant unmet 
need and market opportunity where we believe Johnson & Johnson 
can make a difference for patients.
 We first look for areas where we have capabilities, insights and 
unique advantages that can shape the opportunity. Then we 
search both inside and outside our companies to find the latest 
science and research to address these needs. In addition to our 
own R&D, we use strategic alliances, licensing arrangements, 
acquisitions and venture capital investments to give us insight 
into and access to the next big breakthrough. Finally, we leverage 
the breadth of our resources in development, supply chain, 
marketing and sales to bring these innovative products to market.
 Our Pharmaceuticals business has followed this model with its 
pursuit of better treatments for hepatitis C and cardiovascular 
disease. For hepatitis C, which infects about 170 million people 
worldwide, we partnered with Vertex Pharmaceuticals Inc. on the 
development of telaprevir. It was approved in 2011 and is now 
being marketed as INCIVO® in Europe. 
 Also in 2011, we partnered with Bayer Healthcare on the 
development and launch of XARELTO®,  for prevention of deep 
vein thrombosis in knee or hip replacement surgery and for 
reducing the risk of stroke and systemic embolism in patients 
with nonvalvular atrial fibrillation.
  Other times, we may choose an acquisition to broaden our 
portfolio with a new capability or to gain entry into a new piece of 
the market with a technology we don’t have in our own pipeline.  
That was the case with the REVIVE™ SE Device, the innovative 
product that helped save Mrs. Wecker’s life, which came to us 
through the acquisition of Micrus Endovascular LLC in 2010. It is 
now an important new option in the treatment of ischemic stroke. 
 In the case of the Fibrin Pad, we started out as strategic partners 
with Israel-based Omrix Pharmaceuticals Ltd., working to solve 
unmet medical needs in surgical bleeding. As the collaboration 
developed, we determined that an acquisition would allow us to 
better manage the complex development and intricate regulatory 
filings necessary to achieve success for this convergent product, 
which is anxiously awaited by surgeons.
 Another approach is to use our broad base of businesses and 
expertise to tackle a disease state on multiple fronts. Diabetes is 
one example. We can offer devices like blood glucose monitors 
and insulin pumps; develop new drugs, as we are with 
canagliflozin; and help patients and consumers achieve healthier 
living through our Consumer Wellness & Prevention business  
and nutritional products such as SPLENDA® Sweeteners.

Operating With agilitY On a Base OF strOng values

Just as important as the way we innovate is the way we operate. 
We have focused on improving our operations to reflect our 
commitment to delivering high-quality products and to adapt to 
the rapidly evolving marketplace. 
 Beyond meaningful innovations and agility, the foundation of 
our decades of sustained growth remains an unwavering 
commitment to our operating model and values.
 The tenets of Our Credo provide a clear focus for how we 

approach each decision: patients and customers first, then our 
employees, our communities, and our shareholders.
 The last few years have offered significant challenges, but our 
commitment to Our Credo has remained the foundation of our 
response. It provides a common set of values that hold together 
our approximately 118,000 employees in 60 countries and more 
than 250 operating companies. 
 Our responsibility as a global citizen is rooted in Our Credo. 
For more than 125 years our innovations and philanthropy have 
touched the lives of billions of people, particularly in areas of the 
world where access to basic health care is a challenge. 
 In 2011, we were honored to be recognized by the United 
Nations as Humanitarian of the Year for our work in this regard. 
We reported strong progress in the inaugural year of our five-year 
pledge to help save and improve the lives of 120 million women 
and children annually in developing countries as part of the 
United Nations Millennium Development Goals. 
 We are proud of this and the many other programs driven by the 
passion of our employees and hundreds of equally passionate 
partners around the world. 

Our COmmitment tO YOu 

It has been an honor and a privilege to serve as your Chief 
Executive Officer for these past 10 years. Our success in 
developing outstanding leaders from within Johnson & Johnson is 
reflected in the selection of Alex Gorsky as the next CEO to lead 
our great company forward, effective on April 26, 2012, the date of 
our Annual Meeting of Shareholders. The decision involved a 
rigorous, thorough and formal multi-year process.  
 Alex is an experienced and disciplined leader who will take the 
reins of our company during a turbulent time for health care but a 
very promising time for Johnson & Johnson.
 I can assure you, our shareholders, that Johnson & Johnson will 
continue to shape and lead the future of health care. We will do 
this by delivering meaningful innovations to patients and 
customers, building a more agile business to seize new market 
opportunities, and remaining committed to a proven operating 
model and set of values, embodied by Our Credo, that make all of 
us proud.
 Thanks to the extraordinary achievements and dedication of 
our people, Johnson & Johnson is better positioned today than at 
any time in recent history to deliver sustainable growth for you, 
our loyal shareholders.

William C. Weldon
Chairman, Board of Directors, and Chief Executive Officer

March 14, 2012

1 Excludes special items.
2  Free cash flow is defined as operating cash flow less capital spending. See 

Reconciliation of Non-GAAP Financial Measures on page 72.
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2011 Business Segment 
Highlights

Johnson & Johnson has three distinct business segments  
that share a common focus on human health. 

pharmaCeutiCals

With $24.4 billion in sales in 2011, we are the eighth  largest 
pharmaceuticals business in the world and the sixth largest 
biotech business. Strong operational growth of 6.2 percent 
was driven by recently launched products like STELARA® 
(ustekinumab), SIMPONI® (golimumab), ZYTIGA® (abiraterone 
acetate), INCIVO® (telaprevir) and INVEGA® SUSTENNA® 
(paliperidone palmitate).
 Through 2011, we built on the continued success of recently 
launched products to strengthen our leadership position 
in core therapeutic areas including immunology, infectious 
disease, neuroscience and oncology. For products launched 
between 2009 and 2011, Johnson & Johnson led the United 
States in new pharmaceutical products this past year.
 We expanded our immunology leadership and sales with the 
amendment to our global distribution agreement with Merck & Co. 
on our largest-selling product, REMICADE® (infliximab), and 
SIMPONI® (golimumab). 
 We also received approval of INCIVO® in Europe for  
hepatitis C, which is marketed as INCIVEK™ by our strategic 
partner, Vertex Pharmaceuticals Inc., in the U.S.
 We completed the acquisition of Crucell N.V., building a 
key leadership position in vaccines. And we entered into new 

A fter two challenging years,  
Johnson & Johnson returned  
to delivering operational sales 

growth in 2011. We continued to 
strengthen our platform for leadership 
and profitable growth through new 
product launches, strong pipelines and 
investments in key growth areas.

collaborations with companies like Pharmacyclics, Inc., with 
which we will jointly develop and market an anti-cancer 
compound, building our strength in oncology.
 In terms of pipeline progress in 2011, we were the U.S. 
leader in new molecular entity approvals with three: ZYTIGA® 
in oncology, XARELTO® (rivaroxaban) in cardiovascular 
disease and EDURANT® (rilpivirine) in HIV. This progress 
in the Pharmaceuticals business segment is the result of our 
commitment to continued investment in product launches  
and pipeline compounds.

mediCal deviCes and diagnOstiCs

With $25.8 billion in sales in 2011, our Medical Devices and 
Diagnostics (MD&D) business unit is the largest medical device 
business in the world. Operational sales growth was just under 
2 percent.
 The year saw many challenges in several MD&D markets, as 
well as issues with the DePuy ASR™ Hip System recall. European 
austerity measures, pricing pressures and a slowdown in elective 
surgeries driven by continued economic pressures have all 
contributed to more tempered growth rates. Despite these 
challenges, our MD&D business segment is competing well in  
a global market that has undergone dynamic change. 
 In 2011, MD&D showed strong double-digit growth  
in the BRIC (Brazil, Russia, India and China) markets  
where we have introduced many innovative products. 
Meanwhile, in Asia-Pacific and Europe, we have been rolling  
out 1-DAY ACUVUE® MOIST® Brand Contact Lenses for 
ASTIGMATISM. 
 We continued to advance important products through  
the regulatory process. In 2011, 75 percent of the MD&D 
pipeline advanced to the next major milestone. Breakthrough 
products like the SEDASYS® System, the first computer-assisted 
personalized sedation system, and the Fibrin Pad, in the area  
of surgical bleeding, are progressing with the U.S. Food and  
Drug Administration. We also are increasing investments 
in emerging markets, with new innovation centers in India 
and China, while continuing to support a number of training 
institutes around the world. 
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 With these actions and others, our 
MD&D business unit has been able to 
sustain the No. 1 or No. 2 leadership 
positions in 80 percent of our key 
platforms while growing or maintaining 
share in the majority of these platforms.
 We’ve also made some strategic 
portfolio decisions in this business 
segment, such as refocusing our 
cardiovascular business. In 2011, 
we exited the drug-eluting stent 
business and shifted investments to 
higher-growth, higher-need areas like 
electrophysiology. These decisions 
will help to fund growth potential in 
other promising areas. Decisions to 
acquire Synthes, Inc. and strengthen 
our leadership position in orthopaedics, 
as well as our acquisition of SterilMed, 
Inc. for its experience in re-processing 
surgical instruments, are examples of 
how we are continuously looking across 
our business for the best long-term 
growth opportunities.

COnsumer

With $14.9 billion in sales in 2011, 
our Consumer business segment is 
the sixth largest consumer health care 
company in the world. Operational sales 
declined just under 1 percent, reflecting 
the impact of remediation and supply 
issues associated with our U.S. over-the-
counter (OTC) business. The decline was 
partially offset by solid growth in certain 
franchises including Skin Care and Oral 
Care, with strong performances from 
NEUTROGENA® and the LISTERINE® 
Mouthwash brands. 
 Our Consumer group continued 
expanding into emerging markets 
with the acquisition of a line of OTC 
cough-and-cold brands in Russia from 
J.B. Chemicals & Pharmaceuticals 
Limited. We also continued to innovate, 
introducing NEUTROGENA® Naturals, 
AVEENO® SMART ESSENTIALS™, 
NICORETTE® QUICKMIST™ and 
LISTERINE® ZERO™.
 The recovery and remediation of  
the McNeil Consumer Healthcare 
business continues. The major 
commitments to date under the Consent 
Decree with the U.S. Food and Drug 
Administration have been achieved, and 
several products have already returned 
to market. Volume will continue to ramp 
up, and products will be reintroduced 
throughout 2012. 

medical devices and diagnostics 
segment sales
sales by major Franchise 
(in billions of dollars)

2011 Sales: $25.8   

Sales Change
    Total: 4.8%
    Operational*: 1.7%

pharmaceutical segment sales
sales by major product  
(in billions of dollars)

2011 Sales: $24.4   

Sales Change
    Total: 8.8%
    Operational*: 6.2%

Consumer segment sales
sales by major Franchise 
(in billions of dollars)

2011 Sales: $14.9

Sales Change
    Total: 2.0%
    Operational*: (0.7%) 

BABY CARE

$2.4
5.9%

SKIN CARE

$3.7
7.6%

 WOUND CARE/
OTHER

$1.0
0.0%

OTC 
PHARMACEUTICALS  

& NUTRITIONALS

$4.4
(3.2%)

ORAL CARE

$1.6
6.4%

WOMEN’S 
HEALTH

$1.8
 (2.8%)

*�Operational�excludes�the�impact�of�currency

LEVAQUIN®/FLOXIN®

$0.6
(54.1%)

PREZISTA®

$1.2
41.3%

PROCRIT®/EPREX®

$1.6
(16.1%)

CONCERTA®

$1.3
(3.9%)

ACIPHEX®/PARIET®

$1.0
(3.1%)

 RISPERDAL® CONSTA®

$1.6
5.5%

VELCADE®

$1.3
18.0%

OTHER

$10.3
18.2%

REMICADE®

$5.5
19.1%

 DEPUY®

$5.8
4.0%

ETHICON  
ENDO-SURGERY®

$5.1
6.8%

DIABETES CARE

$2.6
7.4%

ORTHO-CLINICAL
DIAGNOSTICS®

$2.2
5.4%

VISION  
CARE

$2.9
8.8%

  CARDIOVASCULAR
CARE

$2.3
(10.3%)

ETHICON®

$4.9
8.2%
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P H A R M A C E U T I C A L S

Accelerating	Cancer	R&D

	 One	example	is ZYTIGA®	(abiraterone	
acetate),	an	oral,	once-daily	medication	
for	use	in	combination	with	prednisone	
for	the	treatment	of	men	with	metastatic	
castration-resistant	prostate	cancer	
(CRPC)	who	have	received	prior	
chemotherapy	containing	docetaxel.	
The	U.S.	Food	and	Drug	Administration	
granted	marketing	approval	for	ZYTIGA®	
in	April	2011	after	an	expedited	
six-month	review.	An	accelerated	
regulatory	review	process	granted	by	
the	European	Medicines	Agency	led	to	
marketing	authorization	by	the	European	
Commission	in	September	2011.
	 How	this	transformative	prostate	
cancer	treatment	came	to	market	
exemplifies	a	fundamental	shift	in	the	
approach	to	research	and	development	
that	is	being	applied	across	Janssen	
Research	&	Development.

Transforming ProsTaTe CanCer  
TreaTmenT

Globally,	prostate	cancer	is	the	second	
most	frequently	diagnosed	cancer	in	men	
and	the	fifth	most	common	cancer	overall.			
According	to	estimates	by	the	National	
Cancer	Institute,	more	than	240,000	new	
cases	of	prostate	cancer	were	diagnosed	in	
the	U.S.	in	2011,	while	nearly	34,000	men	
died	from	the	disease.
	 Androgen	hormones,	such	as	
testosterone,	are	known	to	fuel	prostate	
cancer	tumors,	and	despite	chemical	or	

surgical	reduction	of	hormones,	some	
cancers	continue	to	rely	on	them.	Before	
the	approval	of	ZYTIGA®,	treatment	
options	to	extend	life	for	men	with	
this	kind	of	metastatic	castration-
resistant	prostate	cancer	were	limited	to	
chemotherapy.	When	this	was	no	longer	
effective,	patients	were	out	of	treatment	
options.
	 Abiraterone	acetate	was	discovered	
by	Imperial	Cancer	Research	at	Royal	
Marsden	Hospital	in	London.	It	was	
licensed	to	Cougar	Biotechnology,	Inc.,	
which	began	testing	the	compound	in	men	
with	CRPC	who	were	taking	androgen	
deprivation	therapy.
	 “This	breakthrough	research	hinged	
on	scientific	understanding	of	the	tumor	
micro-environment—specifically,	the	idea	
that	the	tumor	itself	could	be	the	source	
of	the	remaining	testosterone,”	says	
compound	leader	for	abiraterone	acetate	
Michael	L.	Meyers,	M.D.,	Ph.D.,	Janssen	
Research	&	Development,	LLC.
	 “By	identifying	the	key	science	for	
these	patients	and	the	fact	that	this	drug	
was	already	being	developed,	the	way	
to	accelerate	the	process	was	to	try	to	
collaborate	or	acquire	the	drug,”	says	Hait,	
who	recognized	the	value	of	abiraterone	
acetate	and	championed	the	acquisition	
of	Cougar	Biotechnology.	“The	fact	that	
it	worked	so	well	shortened	the	timeline	
between	the	start	of	the	Phase	III	trial	and	
registration	of	the	drug.”

	 Johnson	&	Johnson	acquired	Cougar	
Biotechnology	in	July	2009.	Based	on	
positive	results	from	a	completed	Phase	III	
study,	marketing	applications	were	filed	
with	regulatory	authorities	in	the	U.S.,	
Europe	and	other	countries	in	2010.	The	
entire	development	program	proceeded	
very	rapidly:	It	was	less	than	six	years	from	
the	time	the	first	patient	was	treated	to	
marketing	approvals	in	the	U.S.,	Canada,	
the	European	Union	and	Switzerland.

a new aPProaCh To CanCer r&D

A	noted	oncologist	before	joining	
Johnson	&	Johnson	in	March	2007,	Hait	
has	been	a	catalyst	for	change,	bringing	
focus	and	helping	to	centralize	R&D	within	
therapeutic	areas.	Within	oncology,	Hait	
created	Tumor	Strategy	Groups	(TSG)	
focused	on	three	areas	of	high	unmet	
need:	hematological	malignancies,	lung	
cancer	and	prostate	cancer.	TSGs	further	
specialize	by	using	the	tumor	micro-
environment	as	the	strategic	research	focus.
	 “The	tumor	is	no	longer	viewed	as	a	
tumor	cell	living	in	isolation.	A	tumor	cell	
is	very	close	to	its	environment,	and	it’s	
using	its	environment	to	grow	better,”		
says	Hait.
	 That	kind	of	insight	enabled	the	
paradigm-changing	scientific	progress	
that	led	to	ZYTIGA®,	validating	the	TSG	
approach.
	 Importantly,	Hait	also	helped	open	
minds	to	look	beyond	the	company’s	own	
labs	and	invest	in	science,	wherever	that	
science	may	be.	
	 “Drug	development	is	very	competitive	
and	difficult,”	says	Hait.	“One	way	to	be	at	
the	cutting	edge	is	not	to	be	walled	inside	
your	own	brick	and	mortar.	You	have	to	
be	out	there	to	see	the	most	exciting	new	
things	that	are	developing.”
	 Collaborations	are	one	way	of	being	out	
there,	and	they	promise	to	fuel	advances	
in	oncology	research	and	development.	
For	example,	an	ongoing	agreement	with	
the	David	H.	Koch	Institute	for	Integrative	

For	Bill	Hait,	the	most	compelling	science	is	that	
which	holds	the	greatest	promise	for	developing	
medicines	that	address	high	unmet	needs.		
“A	network	that	allows	you	to	have	insights	into	

what	is	going	on	in	the	world	of	science	is	essential,”		
says	Hait,	M.D.,	Ph.D.,	Global	Head,	Janssen	Research	&	
Development,	LLC.	“It	takes	an	understanding	of	both		
the	medical	need	and	the	most	compelling	science	to		
get	meaningful	innovations	to	patients	quickly.”	
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Cancer	Research	at	the	Massachusetts	
Institute	of	Technology	fosters	oncology	
research	and	technology	development	
in	the	areas	of	cancer	diagnostics,	cancer	
biology	pre-malignancies,	genetic	models	
of	disease	and	profiles	of	the	tumor	micro-
environment.
	 Another	important	collaboration,	
announced	in	January	2011,	is	with	

Massachusetts	General	Hospital	to	develop	
and	commercialize	a	next-generation	
circulating	tumor	cell	(CTC)	technology	for	
capturing,	counting	and	characterizing	
tumor	cells	found	in	patients’	blood.	It	will	
enable	CTCs	to	be	used	both	by	oncologists,	
as	a	diagnostic	tool	for	personalizing	
patient	care,	and	by	researchers,	to	
accelerate	and	improve	the	process	of		

drug	discovery	and	development.
	 Hait	says	the	key	to	meaningful	
collaborations	is	to	have	the	right	people	
internally.	“Like-minded	people	seek	each	
other	out,”	says	Hait.	“At	the	end	of	the	day	
it’s	the	terms	of	the	contract,	but	to	get	to	
that	point	the	other	company	or	group	has	
to	have	confidence	that	the	people	they	are	
working	with	are	really	experts.”	

sighTs seT on sCienCe Bill	Hait	has	a	vision	for	future	research	and	development.		
The	focus	is	on	finding	and	mining	the	most	compelling	science	to	bring	products	to	market	faster.
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Vaccines	are	fundamentally	
different	from	pharmaceutical	
medicines.	
	 “A	vaccine	prepares		
the	body	for	whenever	a	virus	
attacks	you,”	explains	Jaap	
Goudsmit,	Chief	Scientific	
Officer,	Crucell	N.V.	“You	
vaccinate	healthy	people,	
whereas	drugs	are	used	to	treat	
sick	people.	The	aim	of	
vaccination	is	to	prevent	
disease.”
	 It	takes	more	than	scientific	
expertise.	As	our	Pharmaceu-
ticals	business	grows	beyond	
a	treatment	model	to	one	
that	includes	prevention	with	
vaccines,	an	equally	important	
consideration	is	the	ability	to	
make	hundreds	of	millions	
of	doses	of	vaccine	at	a	price	

that’s	affordable	for	the		
majority	of	the	globe.
	 That’s	what	Crucell,	
acquired	by	an	affiliate	of	
Johnson	&	Johnson	in		
February	2011,	is	working		
to	do	with	a	new,	ultramodern	
manufacturing	facility	in	
Incheon,	South	Korea.		
One	of	the	largest	such	
facilities	in	the	world,	it	is	
capable	of	making	more	than	
100	million	doses	per	year		
of	pentavalent	vaccine,		
a	combination	of	five	vaccines	
in	one:	diphtheria,	tetanus,	
whooping	cough,	hepatitis	B	
and	haemophilus	influenza	
type	b	(the	bacteria	that		
causes	meningitis,	pneumonia	
and	otitis).	The	facility	makes	
half	of	all	the	pentavalent	

vaccine	used	worldwide	by	
UNICEF,	the	world’s	largest	
distributor	of	childhood	
vaccines.	
	 Crucell	is	also	working	to	
evaluate	possibilities	of	using	
vaccines	beyond	preventing	
infectious	diseases.	One	area	of	
focus	is	prevention	of	diseases	
of	the	elderly,	such	as	certain	
cancers	and	Alzheimer’s		
disease.
	 “We	dream	of	a	world		
where	there	are	no	more		
infectious	diseases,”	says	Johan	
Van	Hoof,	Managing	Director,	
Crucell.	“Or	where	there	are	
infectious	diseases,	they’re	
under	control.”	

INCIVO®	(telaprevir)*,	a	new	
direct-acting	antiviral	protease	
inhibitor	for	the	treatment	of	
genotype	1**	chronic	hepatitis	C	
virus	(HCV)	in	combination	
with	pegylated	interferon	and	
ribavirin,	was	approved	in	
European	Member	States	in	
September	2011.	“The	arrival	
of	direct-acting	antivirals	will	
offer	more	patients	hope	for	
a	cure,”	says	Charles	Gore,	
President,	World	Hepatitis	
Alliance.
	 According	to	the	World	
Health	Organization,	about	
170	million	people	worldwide	
are	infected	with	hepatitis	C.	
Because	it	can	have	serious	
long-term	health	consequences
—such	as	cirrhosis,	liver	
cancer	and	liver	transplanta-
tion—hepatitis	C	carries	a	high	
economic	burden	for	patients	
and	society.
	 Named	one	of	the	top	10	
medical	innovations	of	2011	by	
the	Cleveland	Clinic,	telaprevir	
doubles	the	chances	of	clearing	
the	virus	in	half	the	treatment	
time	compared	with	prior	
standard	treatments	in	the	
majority	of	HCV	genotype	1	
patients.	
	 Jim	Witek,	Global	Medical	
Affairs	Leader	for	INCIVO®,	
says	this	product	is	a	new	
highlight	of	the	Janssen	
Pharmaceutical	Companies’	
expanding	infectious	disease	
portfolio.	“Our	R&D	in	serious	
infections	such	as	HIV/AIDS,	
HCV	and	tuberculosis	has	
allowed	us	to	bring	innovative	
therapies	that	are	helping	to		
redefine	and	improve	treat-
ment	outcomes,”	he	says.	

*	INCIVO®	(telaprevir)	was	co-developed	
by	Vertex	Pharmaceuticals	and	Tibotec,	
an	affiliate	of	Janssen	Pharmaceutical	
Companies	of	Johnson	&	Johnson.		
The	Janssen	Companies	have	the	right	to	
commercialize	telaprevir	in	Europe,	Latin	
America,	the	Middle	East,	Africa,	India,	
Australia	and	New	Zealand	under	the	
commercial	name	INCIVO®.
**	The	most	common	genotype	in	Europe	
and	the	U.S.

Moving From Treatment
to Prevention

Curing  
Hepatitis C

m a n U fa C T U r i n g  Va C C i n e s 

Kyung	Mi	Choi	works	at	
Crucell’s	ultramodern	vaccine	
manufacturing	facility,		
which	opened	in	2011	in	
Incheon,	South	Korea.		
It	is	one	of	the	largest	such	
facilities	in	the	world.
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In	March	2011,	several	non-	
exclusive	licenses	were	granted	
to	generic	manufacturers	in	
South	Africa	and	India	to	
manufacture,	market	and	
distribute	rilpivirine,	an	
investigational	anti-HIV	
medication	subsequently	
granted	approval	by	the	U.S.	
Food	and	Drug	Administration	
(FDA)	and	the	European	
Medicines	Agency.
	 “Johnson	&	Johnson	has		
expanded	the	scope	of	its	
Global	Access	Program	and	
licensed	generic	partners	to	
speed	access	to	rilpivirine,	
an	important	new	medicine	
to	treat	HIV,”	says	Alan	
Staple,	Manager	of	Strategic	
Relationships,	the	Clinton	
Health	Access	Initiative.
	 Agreements	now	exist	with	
five	generic	manufacturers	to	
ensure	widespread	access	to	
and	supply	of	rilpivirine,	both	
as	a	single-agent	medicine	and	
as	a	fixed-dose	combination	

with	multiple	medicines	in	one	
tablet	that	will	simplify	HIV	
therapy.	Four	of	these	agree-
ments	were	signed	prior	to	
receiving	regulatory	approvals	
for	rilpivirine,	allowing	generic	
manufacturers	to	make	generic	
rilpivirine	and	the	combination	
pill	available	more	quickly.	
Collaboration	with	generic	
companies	extends	beyond	
licensing	to	sharing	technical	
skills	and	providing	help	to		
ensure	safety	and	quality	as	well.
	 In	May	2011,	the	FDA	
granted	approval	of	EDURANT®	
(rilpivirine)	for	treatment-
naïve	adults	(those	who	have	
never	taken	HIV	therapy).	It	is	
the	third	anti-HIV	medication	
commercialized	by	Janssen	
Therapeutics,	Division	of		
Janssen	Products,	LP;	together	
with	PREZISTA®	(darunavir)	
and	INTELENCE®	(etravirine),	
the	company	can	provide		
treatment	options	for	patients	
at	all	stages	of	the	disease.	

	 Since	2007,	licensing	agree-
ments	have	been	used	with	
generic	manufacturers	to	make	
these	HIV	medicines	available	
at	a	low	special	access	price	to	
65	countries	that	have	a	high	
HIV	burden,	including	India	
and	nations	in	sub-Saharan	
Africa.	More	recently	the	agree-
ments	have	been	modified	to	
provide	access	to	rilpivirine		
in	112	low-resource	countries,	
including	Vietnam	and		
Thailand,	covering	more	than	
80	percent	of	people	living		
with	HIV	worldwide.	

In	2011,	global	approvals	and	
an	amended	distribution	
agreement	with	Merck	&	Co.,	
Inc.	helped	Janssen	
Pharmaceuticals,	Inc.	expand	
its	leadership	and	geographic	
presence	in	immunology,	
serving	more	patients.		
 STELARA®	(ustekinumab),		
a	treatment	for	moderate	to	
severe	plaque	psoriasis	now	
approved	in	61	countries,	was	
recognized	with	the	prestigious	
Prix	Galien	USA	Award	as	the	
Best	Biotechnology	Product.	
STELARA®	is	in	Phase	III	
studies	for	the	treatment	of	
psoriatic	arthritis	and	Crohn’s	
disease,	and	Phase	II	studies	for	
the	treatment	of	sarcoidosis	and	
primary	biliary	cirrhosis.
	 SIMPONI®	(golimumab),	a	
once-monthly	subcutaneously	
administered	anti-TNF-alpha	
therapy,	has	now	achieved	
approvals	in	45	countries.	
SIMPONI®	is	in	Phase III	stud-
ies	for	treatment	of	ulcerative	
colitis	and	juvenile	idiopathic	
arthritis,	and	as	an	intravenous	
formulation	for	rheumatoid	
arthritis.	It	is	also	in	a	Phase	II 
study	for	sarcoidosis.
	 In	September,	REMICADE®	
(infliximab)	received	U.S.	
Food	and	Drug	Administration	
approval	as	the	first	biologic	
treatment	for	pediatric	ulcer-
ative	colitis,	marking	the		
16th	approval	in	the	U.S.		
REMICADE®	is	now	available		
in	106	countries.	
	 In	July,	marketing	rights	for	
REMICADE®	and	SIMPONI®	
were	transferred	from	Merck	
to	the	Janssen	Pharmaceutical	
Companies	in	approximately	
150	territories.	

Addressing the Burden of HIV Expanding 
Our
Immunology 
Leadership

a C C e s s  T o  m e D i C i n e s  

HIV	medications	help	Thabo	
feel	strong	so	he	can	enjoy	
time	with	his	mother	in	South	
Africa.	Johnson	&	Johnson	
expanded	its	Global	Access	
Program	in	2011	to	make	its	
HIV	portfolio	available	to	
more	people	like	him,	who	
otherwise	might	not	get	the	
medicines	they	need.
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C O N S U M E R

Innovating	Iconic	Brands

	 When	Christine	treats	her	children’s	
“owies,”	she	sings	the	“Always	Squeeze	
Then	Stick™”	song	from	a	TV	commercial	
in	which	cheerful	puppets	sing	about	
always	using	NEOSPORIN®	antibiotic	
ointment	together	with BAND-AID®	Brand	
Adhesive	Bandages	for	minor	wounds.
	 “It’s	catchy	and	gets	stuck	in	our	heads.	
We’re	singing	it	all	day	long,”	Christine	says.

Marketing for today’s ConsuMers

Nearly	100	years	old,	BAND-AID®	Brand	is	
one	of	the	first	Johnson	&	Johnson	brands.	
The	NEOSPORIN®	brand,	which	joined	the	
Johnson	&	Johnson	trademark	portfolio	in	
2006	with	the	Pfizer	Consumer	Healthcare	
acquisition,	has	long	represented	the	gold	
standard	in	antibiotic	ointments.
	 “If	any	brands	were	naturally	meant	
to	be	together,	it’s	the	NEOSPORIN®	and	
BAND-AID®	Brands,”	says	Susan	Tang,	
Group	Brand	Director,	U.S.	Topical	Health	
Care,	Johnson	&	Johnson	Family	of	
Consumer	Companies.	After	all,	she	notes,	
parents	have	trusted	them	for	generations	
to	care	for	their	children,	the	products	
share	the	same	store	aisle	and,	when	used	
together,	provide	exceptional	wound	care.
	 Yet	only	2	percent	of	consumers	use	
an	antibiotic	cream	with	a	bandage,	
according	to	one	study.	To	reinforce	the	
message	that	the	products	should	be	used	
together,	Johnson	&	Johnson	Consumer	
Companies,	Inc.	developed	the	“Always	
Squeeze	Then	Stick™”	initiative	and	ran	a	
commercial	in	English	and	Spanish.	The	

campaign	also	brought	fun	activities	and	
the	commercial’s	brightly	colored	puppets	
to	large	events,	including	the	Baby	Buggy	
Bedtime	Bash,	a	charity	event	attended	
by	celebrity	parents	and	children.	And	
the	initiative	reached	out	to	influential	
mommy	and	daddy	bloggers,	who	spread	
the	word	through	social	media.
	 Christine,	for	example,	who	had	used	
the	two	products	together	long	before	she	
became	an	ambassador	for	the	campaign,	
promoted	“Always	Squeeze	Then	Stick™”	
through	Twitter	and	at	several	parent	
blogger	events.	She	hosted	a	video	contest	
for	her	blog’s	readers	and	posted	a	video	of	
her	own	family	in	Lincoln,	Calif.,	dancing	
and	singing	the	song.
	 “It	appeals	to	a	broader	audience	
beyond	just	us	moms,”	Christine	says.		
“My	older	kids	are	pretty	good	about	
helping	to	treat	the	younger	kids.	It’s	not	
just	mom	squeezing	then	sticking.	It’s	the	
oldest	siblings	too.”

developing trusted new produCts

Across	the	Johnson	&	Johnson	Family		
of	Consumer	Companies,	iconic	brands	
are	using	innovation	to	drive	growth		
and	meet	consumer	needs.	Efforts	range	
from	marketing	and	educational	tools		
to	creative	packaging	to	research	and	
development	that	leads	to	new	products	
from	historic	brands.
	 The	NEOSPORIN®	and	BAND-AID®	
Brands,	for	example,	are	also	launching	
new	products	in	early	2012.	The	new		

A s	a	mother	of	seven,	mommy	blogger	Christine	
Young	tends	to	a	good	number	of	scrapes	and	
cuts.	“My	kids	bike,	skateboard,	climb	trees	and	
are	always	on	the	go,	so	there’s	always	a	scrape		

or	cut	or	bruise,”	says	Christine,	whose	daughter	and	six	
sons	range	in	age	from	1	to	11.

BAND-AID®	Brand	Adhesive	Bandages		
use	QUILTVENT™	technology,	which	
promotes	breathability—a	feature	
consumers	have	said	they	want—and	
enables	the	bandage	to	wick	away	blood,	
leaving	the	wound	clean.
	 The	NEOSPORIN®	brand,	meanwhile,		
is	entering	the	eczema	skin	care	area		
with	NEOSPORIN®	ESSENTIALS™,		
three	new	products	designed	for	people	
with	eczema,	plus	a	trial	pack	that		
contains	them	all.	The	line	includes	a	
gentle	and	nonirritating	daily	care		
wash;	a	moisturizing	cream	that	has		
been	clinically	shown	to	restore	visibly		
healthier	skin	in	three	days;	and,	for		
itch	flare-ups,	a	hydrocortisone	cream.		
All	have	unique	RELIPID™	formulas,		
which	contain	a	humectant,	emollient,	
lipid	and	botanical	blend	to	help	retain	
moisture,	which	is	essential	for	healthy-
looking	skin.
	 “We	put	so	much	heart,	sweat	and	
passion	into	innovating	these	formulas,”	
says	Elena	Fernandez-Kleinlein,	Senior	
Director,	R&D,	Global	Topical	Health	Care,	
Johnson	&	Johnson	Family	of	Consumer	
Companies.	“We’re	proud	to	be	able	to	
help	eczema	sufferers.”
	 Other	heritage	brands	are	also	
launching	innovative	products	to	
meet	consumer	needs.	For	example,	
NEUTROGENA®,	a	58-year-old	iconic	
brand,	learned	from	consumer	insight		
that	parents	have	a	hard	time	getting	their	
little	swimmer	to	sit	still	long	enough	to	
dry	off	and	reapply	sunscreen.	This	led	to	
the	2011	launch	of	NEUTROGENA®	Wet	
Skin	Sunblock	Spray,	the	first	sunscreen	
designed	to	be	applied	directly	to	wet	skin.	
The	sprays	quickly	became	the	top-selling	
new	products	in	the	sun	category.
	 Also	in	2011,	Neutrogena	Corporation	
launched	the	first	products	in	its	line	
of	NEUTROGENA®	Naturals	face	and	
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lip	products.	The	five	products	are,	on	
average,	94	percent	naturally	derived,	
with	no	harsh	chemical	sulfates,	parabens,	
petrochemicals,	dyes	or	phthalates.		
The	Neutrogena	science	team	examined	
thousands	of	natural	ingredients	to	find	
the	best	bionutrients,	such	as	Peruvian	
Tara	Seed,	to	promote	healthy-looking	
skin.	In	addition,	NEUTROGENA®	
Naturals	uses	environmentally	sensitive	
post-consumer	recycled	material	in	its	

packaging	and	built	a	first-of-its-kind	
green	server,	which	runs	the	brand’s	
website	solely	on	solar	and	wind	energy.
	 The NICORETTE®	team,	meanwhile,	
extended	the	brand’s	long	history	with	the	
launch	of	NICORETTE®	QUICKMIST™,	
a	fast-acting	mouth	spray	for	relief	from	
cigarette	cravings.	The	development	and	
launch	involved	a	host	of	innovations	
based	on	consumer	insight,	including	
the	desire	for	speed,	effectiveness	and	

an	easy-to-use	design.	The	marketing	
campaign	and	commercials	focused	on	
demonstrating	the	spray’s	fast	action,	
which	deeply	resonated	with	consumers.
	 “Consumers	have	trusted	our		
brands	for	generations.	We	must	invest	
in	our	heritage	brands	to	keep	them	
successful	and	relevant	to	consumer	
needs,”	says	Jesse	Wu,	Worldwide	
Chairman,	Consumer	Group,		
Johnson	&	Johnson.	

Bringing Brands togetHer When	Christine	Young’s	children	experience	a	scrape	or	cut,	she	sings	the	“Always	Squeeze		
Then	Stick™”	song	as	she	uses	NEOSPORIN®	antibiotic	ointment	and	BAND-AID®	Brand	Adhesive	Bandages	to	help	them	feel	better.	
The	marketing	campaign	brings	together	the	two	iconic	brands.
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Heleneide	Pereira	de	Brito	of	
São	Paulo,	Brazil,	feels	more	
confident	with	fresh	breath	and	
a	beautiful	smile.
	 “Feeling	good	about		
how	they	look	helps	
consumers	also	feel	more	
prepared	to	accomplish	
things	in	their	daily	lives,”	
says	Karina	Lensing,	Senior	
Brand	Manager,	LISTERINE®,	
Johnson	&	Johnson	Industrial	
Ltda.,	Brazil,	sharing	an		
insight	that	helped	bring	
LISTERINE®	ESSENCIAL™	to	

consumers	in	2010.	
	 “In	most	emerging	markets,	
including	Brazil,	there	are	
many	people	who	aspire	to	
purchase	traditional	Western	
brands	but	are	looking	for	
affordability	and	a	combination	
of	benefits	that	create	value,”	
says	Takis	Baladis,	Area		
Vice	President,	Emerging	
Markets,	Europe,	Middle	East,	
Africa,	Johnson	&	Johnson	
Consumer	Family	of	
Companies.	“These	consumers	
make	up	a	significant	portion		

of	the	population.”	
	 LISTERINE®	ESSENCIAL™	
appeals	to	such	consumers	
through	its	new	design,		
lower	cost	and	comprehensive	
marketing	campaign	that	
speaks	to	their	aspirations.	
	 The	Consumer	business	
continues	to	gain	a	deeper	
understanding	of	needs	in	
emerging	markets	through-	
out	the	world,	leading	to	
enhanced	products	and	
marketing	that	better	connect	
to	consumers.	
	 	In	2011,	for	example,	the	
Johnson	&	Johnson	Family	of	
Companies	acquired	the	over-

the-counter	business	of	J.B.	
Chemicals	&	Pharmaceuticals	
Ltd.,	including	its	DOKTOR MOM®		
brand,	a	well-known	line	of	
products	for	mid-tier	
consumers	in	Russia.	Such	
acquisitions	are	helping	
to	expand	the	portfolio	of	
products	that	meet	consumer	
needs	in	emerging	markets.
	 “By	leveraging	our	existing	
capabilities,	as	well	as	our	
consumer	and	marketing	
strengths,	we	can	continue		
to	innovate,	drive	growth	and	
meet	new	consumer	needs		
in	emerging	markets,”		
Baladis	says.	

Aspiring Customers in  
Emerging Markets

wHat ConsuMers want A	better	understanding	of	emerging	
market	consumers,	like	Heleneide	Pereira	de	Brito,	helps	our	
Consumer	business	satisfy	needs.
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When	consumers	in	
France	unwrap	a	LE PETIT 
MARSEILLAIS®	bar	of	
soap,	they	may	notice	an	
additional	logo:	that	of	the	
GreenPalm	program.	LE PETIT 
MARSEILLAIS®	recently	began	
using	the	GreenPalm	logo	on	
packaging	to	highlight	efforts	
supporting	sustainable	palm	
oil	production.
	 Palm	oil	and	ingredients	
derived	from	palm	oil	are	
commonly	used	in	personal	
care	products	such	as	soaps,	
lotions,	shampoos	and	creams.	
The	oil,	which	comes	from	the	
fruit	of	the	oil	palm	tree,	is	also	
used	in	the	production	of	food	
and	biofuel.	The	demand	for	

palm	oil	is	increasing	at	an	
unsustainable	rate,	causing	
damage	to	rainforests	and	
threatening	the	environments	
of	several	endangered	species.
	 “Even	though	we	represent	a	
small	portion	of	global	palm	oil	
usage—less	than	0.2	percent	in	
2011—we	joined	the	
Roundtable	for	Sustainable	
Palm	Oil	(RSPO)	in	2006	to	
help	make	a	difference	in	the	
sustainability	of	this	important	
ingredient,”	says	Paulette	Frank,	
Vice	President,	Sustainability	
and	Environment,	Health	and	
Safety,	Johnson	&	Johnson	
Family	of	Consumer	Companies.
	 In	2010	and 2011,	
sustainable	palm	oil	certificates	

equal	to	100	percent	of	our	
estimated	palm	oil	use	were	
purchased	from	the	GreenPalm	
program,	which	is	endorsed	by	
the	RSPO.	
	 “The	GreenPalm	program	
allows	us	to	demonstrate	our	
commitment	to	our	Healthy	
Future	2015 goal	of	sourcing		
all	palm	oil	and	palm	oil	
derivatives	from	certified	
sustainable	sources,”	says	
Simon	Perry,	Sourcing	
Manager,	Johnson	&	Johnson	
Family	of	Consumer	Companies.
	 To	achieve	the	2015	goal,	
Johnson	&	Johnson	has	a		
global	palm	oil	sourcing	
strategy	that	includes	engaging	
our	suppliers,	collaborating	

with	nongovernmental	
organizations	(NGOs)	and	
supporting	projects	to	increase	
the	availability	of	certified	
sustainable	palm	oil	supplies.	
For	example,	a	partnership	with	
the	Dutch	NGO	Solidaridad	
trains	farmers	in	sustainable	
palm	oil	farming	techniques.
	 “We	are	doing	everything	
we	can	to	accelerate	and	
promote	the	growth	of	
sustainable	palm	oil,”	says	
Frank.	“We’re	a	small	user,	but	
we	have	a	big	voice.”	

McNeil	Consumer	Healthcare	
continues	to	make	progress	
against	commitments	to	
return	high-quality	products	to	
shelves	for	consumers.		
	 Shipments	have	resumed	
for	a	number	of	adult	and	
children’s	TYLENOL®	
products.	We	anticipate	that	
key	selected	products	will	
continue	to	be	reintroduced	
throughout	2012.	A	number	
of	Johnson	&	Johnson	
manufacturing	facilities—
and	hundreds	of	supply	
chain	associates—have	been	
involved	in	the	effort	to	return	
these	trusted	brands	to	store	
shelves.	
	 Work	also	continues	to	
outfit	the	manufacturing	
facility	in	Fort	Washington,	
Pa.,	with	state-of-the-art	
equipment	and	processes	
to	provide	quality	products	
to	consumers.	Upon	its	
reopening,	the	site	will	be	
a	world-class	facility	for	
manufacturing	over-the-
counter	liquid	medicines.	

Supporting Sustainable Sourcing

Returning 
Quality  
McNeil 
Products

reduCing our iMpaCt As	part	of	efforts	to	encourage	sustainable	palm	oil	supply	and	sourcing,	
Johnson	&	Johnson	works	with	organizations	that	engage	in	sustainable	palm	oil	farming	practices.
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	 “I	took	her	other	hand	and	when	I	let	
it	go,	the	hand	just	fell	down,”	he	says.	He	
realized	she	couldn’t	move	her	right	side.	
“I	knew	immediately	that	my	wife	had	a	
severe	stroke	and	that	every	minute	would	
count,”	Mr.	Wecker	says.	An	ambulance	
rushed	Mrs.	Wecker,	64,	to	the	hospital,	
where	evaluation	including	an	MRI	
showed	she	was	experiencing	an	acute	
ischemic	stroke,	a	blockage	of	an	artery	
leading	to	the	brain.
	 The	doctor	proposed	using	a	new	
option,	the	REVIVE™	SE Device,	a	self-
expanding	blood	clot	retrieval	and	removal	
device	designed	to	remove	blood	clots	and	
restore	blood	flow	to	the	brain	in	patients	
having	acute	ischemic	stroke.	“I	said,	‘I	
don’t	think	it	could	get	much	worse’	and	
asked	them	to	do	what	they	thought	would	
be	best	for	my	wife,”	Mr.	Wecker	recalls.
	 The	minimally	invasive	procedure	took	
only	25	minutes,	an	advantage	because	
the	damage	can	become	more	serious	the	
longer	the	brain	is	deprived	of	blood.
	 “The	patient	could	have	suffered		
severe	permanent	impairment	or	could	
have	died,”	says	her	surgeon,	Prof.	Martin	
Bendszus,	M.D.,	Chairman,	Department	of	
Neuroradiology,	University	Hospital	of	
Heidelberg,	Germany.	“But	she	could	move	
her	body	and	speak	the	next	day,	and	left	
the	hospital	one	week	later.	She’s	
absolutely	fine	now—it’s	really	amazing.”	
	 The	hospital	now	routinely	uses	the	
REVIVE™	SE	Device	for	acute	ischemic	
stroke.	“It’s	rare	that	you	experience	a	

change	in	paradigms	in	medicine,”		
Prof.	Bendszus	says.	“It’s	dramatic.”

Significant need

Each	year	15	million	people	suffer	stroke	
worldwide.	Of	these,	5	million	die	and	
another	5	million	are	permanently	
disabled.	Stroke	is	the	leading	cause	of	
death	after	heart	disease	and	cancer,	
and	a	leading	cause	of	serious	long-
term	disability.	Hemorrhagic	strokes	
occur	when	an	artery	in	the	brain	bursts;	
ischemic	strokes,	in	which	blood	flow	to	
the	brain	is	blocked,	account	for	about		
90	percent	of	strokes	each	year.
 The	REVIVE™	SE	Device	is	the	first	
device	from	Codman	&	Shurtleff,	Inc.	for	
ischemic	stroke	and	marks	a	new	growth	
area	for	the	Johnson	&	Johnson	company,	
which	is	developing	additional	stroke	
products.	“This	is	the	beginning	of	a	long-
term	commitment	to	bring	forward	more	
innovations	that	advance	the	treatment	
of	stroke	and	improve	patient	care	and	
outcomes,”	says	Karen	Prange,	General	
Manager	and	Vice	President,	Codman	
Neurovascular	Business.
	 The	company	received	European	Union	
approval	for	the	REVIVE™	SE	Device	in	
February	2011	and	launched	the	device	
there	in	September.	While	it	is	not	
approved	for	distribution	in	the	United	
States,	clinical	trials	are	being	planned	for	
potential	future	use.
 The	REVIVE™	SE	Device	represents	the	
success	of	the	September	2010	acquisition	

of	Micrus	Endovascular	Corporation,	
a	global	developer	and	manufacturer	
of	minimally	invasive	devices	for	
hemorrhagic	and	ischemic	stroke.	It	now	
operates	under	Codman	Neurovascular,	
a	global	neuroscience	and	neurovascular	
company	that	develops	and	markets	
products	for	the	diagnosis	and	treatment	
of	neurological	disorders.	Codman	is	part	
of	the	DePuy	Family	of	Companies,	which	
has	a	rich	history	of	pioneering	products	in	
orthopaedic	and	neurological	care.		
A	fast-growth	area,	the	neurovascular	
market	is	expanding	at	more	than		
10	percent	annually.

M E D I C A L  D E V I C E S  &  D I A G N O S T I C S

Reviving	and
Recovering

When	Ehrenfried	Wecker	of	Wiesenbach,	
Germany,	returned	home	from	the	bakery	
with	breakfast	rolls	one	morning	in	August,	
he	found	his	wife,	Brunhilde,	in	bed,		

waving	at	him	with	one	arm	and	unable	to	speak.	
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a full life ReStoRed

Mrs.	Wecker’s	MRI	had	located	the	blood	
clot	in	a	vessel	on	the	left	side	of	her	brain.	
Prof.	Bendszus	inserted	the	REVIVE™	SE	
Device	into	her	groin	with	a	microcatheter	
and	guided	it	up	an	artery	to	the	blockage	
area	while	watching	the	image	on	a	screen.	
The	device’s	mesh	basket	expanded,	
pushing	the	clot	against	the	vessel	wall	
and	restoring	blood	flow	to	the	brain.	Prof.	
Bendszus	then	retrieved	and	removed	
the	blood	clot	that	caused	Mrs.	Wecker’s	

stroke	and	the	complete	paralysis	of	
her	right	side.	Before	the	procedure,	
neurologists	had	also	administered	the	
standard	treatment	for	ischemic	stroke,	
tPA,	a	clot-dissolving	drug.
	 The	next	day,	Mrs.	Wecker	was	served	
potatoes	and	roast	pork	for	lunch,	but	
no	one	had	cut	up	the	meat	for	her.	“So	I	
tried	cutting	up	the	meat	myself,	and	my	
hand	worked,”	she	says.	“The	day	before,	
I	couldn’t	move	my	hand,	and	now	I	was	
cutting	schweinebraten!”	When	Mrs.	

Wecker’s	husband	and	son	visited,	“We	
couldn’t	believe	she	was	sitting	there,	
waving	and	smiling	at	us,	and	that	she	
could	speak	perfectly	fine,”	Mr.	Wecker	
says.	She	left	the	hospital	six	days	after	her	
stroke,	not	needing	rehabilitation.
	 Once	home,	Mrs.	Wecker	resumed	
her	full	lifestyle,	working	as	a	tax	adviser,	
visiting	her	grandchildren	and	enjoying	her	
garden.	“I	can	do	everything	I	did	before,”	
she	says.	“The	operation	took	just	25	
minutes,	and	it	probably	saved	my	life.”	

life afteR StRoKe The	REVIVE™	SE 	Device	helped	save	Brunhilde	Wecker’s	life	when	she	suffered	a	stroke.		
She	enjoys	her	active	lifestyle	and	time	in	her	garden	with	her	husband,	Ehrenfried.
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“Diabetes	has	never	been		
one	of	the	factors	that	I’ve	
allowed	to	hold	me	back.		
It’s	a	medical	condition,	and	
you’ve	just	got	to	deal	with	it,”	
says	Matt	Cox,	who	lives	in	the	
village	of	High	Lane	in	
northwest	England.
	 For	Matt,	setting	a	
positive	example	is	especially	
important	because	his	son,	
Jack,	also	has	type	1	diabetes.
	 In	July	2011,	Matt	joined		
six	swimmers,	two	of	whom	
also	have	type	1	diabetes,		

in	an	almost	14-hour	relay	
swim	across	the	English	
Channel	to	raise	money	for		
the	Juvenile	Diabetes	Research	
Foundation.	All	three	swimmers	
with	diabetes	wore	their		
waterproof*	ANIMAS®	VIbE™	
insulin	pumps	as	they	braved	
the	cold	waters.
	 “Without	my	pump,	this	
would	not	have	been	possible.	
It	was	clearly	doable	with	the	
right	tools,”	says	Matt.
	 Animas	Corporation	
received	CE	Mark	approval	for	

the	ANIMAS®	VIbE™	Device	in	
June	2011.	It’s	the	first	and	only	
continuous	glucose	monitoring	
(CGM)-enabled	insulin	pump	
system	with	DExCOM	G4™	
CGM	technology,	which	
allows	for	real-time	glucose	
information,	alerts	for	high	and	
low	readings,	and	glucose	trend	
information.
	 While	the	ANIMAS®	VIbE™	
Device	helped	Matt	manage	his	
diabetes	during	the	channel	
swim,	it	was	still	no	easy	

undertaking.	But	Matt	
persevered.
	 “When	I	got	in	the	water,	
to	say	I	was	scared	would	be	
a	massive	understatement.	
When	it	was	over,	it	was	a	
huge	relief,”	says	Matt.	
“Diabetes	has	been	a	big	
part	of	my	life,	but	it’s	in	the	
background,	and	that’s	where	
I	try	to	keep	it.”	

*	The	ANIMAS®	insulin	pump	is	water-
proof	up	to	3.6	meters	for	24 hours.	The		
DExCOM	G4™	Transmitter	is	waterproof	
at	2.4	meters	for	24	hours.	

Setting	an	Example

inSPiRational SWiM Matt	Cox	took	part	in	a	relay	swim	across	
the	English	Channel	with	support	from	his	family.	He	wanted	to	
show	his	son,	Jack,	that	diabetes	shouldn’t	hold	him	back	from	
accomplishing	his	goals.
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Mrs.	Ramasamy	Kamatchi	is	a	
57-year-old	farmer	in	Trichy,		
India,	whose	life	has	been	
transformed	by	the	DePuy	
REACh™	Knee.	After	suffering	
from	debilitating	knee	pain	
for	more	than	10	years,	she	
underwent	knee-replacement	
surgery	and	is	again	able	to	care	
for	her	family	and	enjoy	activities	
with	her	grandchildren.	“Now	
I	can	pay	less	attention	to	my	
knee	and	more	to	my	family,”	
says	Mrs.	Kamatchi.	“I	am	very	
happy	and	satisfied.”
	 By	developing	new	R&D	
and	commercial	models	that	
meet	specific	emerging	market	
needs,	DePuy	Orthopaedics,	
Inc.	is	making	such	life-
changing	technologies	
accessible	and	affordable	
to	hundreds	of	millions	of	

underserved	patients	like		
Mrs.	Kamatchi.	The	company	is	
also	committed	to	the	safe	and	
effective	use	of	these	products.
	 By	2016,	India	will	need	
three	times	as	many	joint-
replacement	surgeons	as	it	
has	today	to	treat	the	number	
of	patients	suffering	from	
debilitating	arthritis.	Helping	
to	address	this	gap	is	the		
state-of-the-art	DePuy		
Institute	for	Advanced		
Education	and	Research,	which	
opened	near	Chennai,	the	
capital	city	of	Tamil	Nadu,	in	
July	2011.	Through	the	transfer	
of	knowledge	and	development	
of	skills,	this	facility	will	
increase	the	capacity	of	India’s	
health	care	professionals	to	
care	for	people	suffering	from	
osteoarthritis,	and	spinal	and	

neurological	disorders.
	 “As	we	teach,	we	also	learn	
more	about	the	needs	of	sur-
geons	and	their	patients,	and	
we	can	feed	these	insights	into	
our	product	innovation	and	
market	access	strategies,”	says	
Michael	del	Prado,	Company	
Group	Chairman,	Asia-Pacific.	
“These	strategies	work		
together	to	help	build	health	
care	capacity	in	India	and	
throughout	the	region.”
	 The	DePuy	Institute	in	
Chennai	is	one	of	more	than	25	
professional	education	centers	
that	the	Johnson	&	Johnson	
Family	of	Companies	has	built	
around	the	world	to	serve	
unique	patient	needs	in		
emerging	markets.	

A	number	of	strategic	decisions	
were	made	in	2011	to	reshape	
the	portfolio	of	devices		
and	diagnostics	businesses		
and	redeploy	resources	to	
accelerate	growth	over	the		
long	term.
	 	In	April	2011,	
Johnson	&	Johnson	announced	
it	planned	to	acquire	Synthes,	
Inc.,	a	premier	global	
developer	and	manufacturer	
of	orthopaedics	devices.	The	
acquisition,	which	would	
be	the	largest	purchase	in	
Johnson	&	Johnson	history,	
will	strengthen	the	Company’s	
leadership	position	in	the	
global	orthopaedics	market.
	 In	September	2011,	
Ethicon	Endo-Surgery,	Inc.	
announced	an	agreement	
to	acquire	SterilMed,	Inc.,	a	
leader	in	the	reprocessing	and	
remanufacturing	of	medical	
devices.	This	broadens	the	
portfolio	of	products	offered	
to	increasingly	cost-conscious	
hospital	customers.
	 The	Cardiovascular	Care	
franchise	exited	the	drug-
eluting	stent	business	to	better	
focus	on	areas	with	the	most	
significant	medical	needs	and	
the	greatest	opportunities	
for	growth,	such	as	its	leading	
electrophysiology	business.
	 We	continue	to	make	
progress	on	all	aspects	of	the	
Synthes	acquisition,	including	
the	integration	planning	
process,	and	continue	to	
expect	the	transaction	to	close	
in	the	first	half	of	2012.	Synthes	
and	the	DePuy	franchise	will	
be	well	positioned	to	succeed	
at	a	time	of	dramatic	change	
in	the	orthopaedics	market,	
offering	patients,	surgeons	and	
hospitals	a	broad	range		
of	innovative	technologies		
to	meet	their	orthopaedics	
needs.	

Replacing	a	Knee,	
Restoring	a	Life

Managing
for	Growth

i M P R o V e d  o u t l o o K  After		
a	successful	knee	replacement	
surgery,	Mrs.	Kamatchi	(left,	
with	daughter	Dhanalakshmi)	
can	focus	on	her	family		
and	household	tasks,	not	on		
her	pain.
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	 “After	the	earthquake	and	tsunami,	
my	first	priority	was	to	ensure	all	our	
employees	were	safe,	that	our	facility	was	
safe	and	that	our	community	was	safe.	
After	that,	I	was	anxious	to	get	to	work	for	
our	customers,”	says	Kobayashi,	Sukagawa	
Plant	Manager,	Johnson	&	Johnson	
Medical	Company	(JJMC),	Division	of	
Johnson	&	Johnson	K.K.
	 The	Sukagawa	plant	is	primarily	a	
manufacturing	and	distribution	center	
for	medical	devices,	including	STERRAD®	
Sterilization	Products	and	CARTO®	3	
System,	advanced	3-D	imaging	technology.	
It	handles	labeling	for	almost	all	the	Medical	
Devices	and	Diagnostics	products	sold	
in	Japan.	Damages	at	the	facility	were	
significant.

Assessing the DAmAge

Immediately	after	the	disaster,	and	in		
the	face	of	the	subsequent	risk	of	radiation	
exposure	from	a	damaged	nuclear	power	
plant,	leaders	of	Johnson	&	Johnson	
Supply	Chain	initiated	extensive		
and	ongoing	assessments	of	the	
Company’s	operations	and	distribution	
and	supplier	networks	throughout	Japan.	
The	priority:	ensure	the	safety	of	products	
and	raw	materials	in	the	Company’s		
supply	chain.
	 Within	the	first	few	days,	a	cross-	
functional	team	quickly	located	all	
employees	and	found	them	to	be	safe.	
Then	assessments	were	made	at	each	
operating	company.	Consumer	company	
sites	had	no	damage	and	within	24	hours	
of	the	disaster	had	products	ready	to	be	
donated	to	shelter	camps,	towns	and	
anywhere	else	they	were	needed.	

Vision	Care	operations	in	Tokyo	suffered	
water	damage	due	to	sprinklers	but	
no	major	damage	and	re-established	
100	percent	function	by	March	15.	
	 The	Ortho-Clinical	Diagnostics	(OCD)
office	in	Sendai	was	severely	damaged,		
and	employees	were	relocated	to	a		
JJMC	office	until	repairs	could	be	made.	
The	OCD	office	reopened	later	that	month.		
A	Janssen	facility	escaped	initial	damage	
but	suffered	minor	damage	four	days	
later	from	an	earthquake	in	the	Mount	
Fuji	area.	Operations	resumed	there	by	
March	16.	But	a	Sendai	branch	office	of	
JJMC	was	not	operational,	and	heavily	
damaged	Sukagawa	was	closed	to	undergo	
repairs.	Concurrently,	supply	chain	leaders	
identified	and	contacted	hundreds	of	
suppliers	to	assess	and	validate	safety	
measures	for	raw	materials	and	finished	
products.

RecoveRy Begins

“When	we	toured	the	[Sukagawa]	building	
the	day	after	the	disaster,	it	was	very	
miserable,”	says	Hiroyuki	Watanabe,	
Senior	Manager,	JJMC	Quality	Assurance.
	 Kobayashi,	a	30-year	employee,	says	
the	first	couple	of	days	were	focused	on	
cleaning.	“Everything	became	a	challenge	
as	supplies	stopped,”	he	says.	“Working	in	
the	Sukagawa	plant	was	very	difficult,	with	
no	water,	toilet	or	food	available.”
	 But	emergency	supplies,	including	food	
and	water,	arrived	from	Tokyo.	That	helped	
during	the	recovery	work	at	the	plant.
	 Labeling	at	Sukagawa	was	restarted	at	
about	80	percent	capacity	nearly	a	week	
after	the	disaster.	Additional	space	in	
Tokyo	was	promptly	audited	and	approved	

by	regulatory	agencies,	then	secured	for	
labeling.
	 Manufacturing	was	suspended.		
The	affected	product,	CiDEx® OPA,	is		
also	produced	at	a	Gargrave,	United	
Kingdom,	facility.	The	JJMC	team		
fast-tracked	regulatory	approval	to	make	
the	U.K.	product	available	in	Japan	during	
recovery.	An	external	manufacturer	was	
contracted	to	ramp	up	production	to		
cover	demand.
	 “The	turnaround	time	for	this	
regulatory	review	and	approval	were	
unprecedented,	thanks	to	the	strong	
support	from	the	JJMC	team,	including	
regulatory	affairs,”	explains	Watanabe.
	 By	March	25,	five	labeling	rooms	were	
operating	at	almost	100	percent	capacity,	
while	repairs	to	the	manufacturing	line	
continued.	All	repairs	to	the	automated	
distribution	warehouse	were	completed.

O U R  C O M M i T M E N T

Remaining	Steadfast

The	Tohoku	Pacific	Coast	earthquake	and		
tsunami	struck	Japan	on	Friday,	March	11.		
In	the	wake	of	the	disaster,	Toshiaki	Kobayashi—		
responsible	for	operations	of	a	manufacturing,	

distribution	and	labeling	facility	in	Sukagawa—was	just		
one	of	5,000	Johnson	&	Johnson	colleagues	in	Japan		
whose	immediate	concern	was	for	others.
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	 “We	were	all	thinking,	‘How	much	faster	
can	we	get	back	to	distributing	products	
to	our	customers?’”	says	Kobayashi.	“All	
employees	shared	this	focus	and	worked	
together—it	was	amazing.”

AiD to JAPAn

To	assist	the	people	of	Japan	during		
this	difficult	time,	the	Johnson	&	Johnson	
Family	of	Companies	made	a	significant	
financial	commitment,	as	well	as	product	
donations.	In	addition,	employees		
and	retirees	of	the	Johnson	&	Johnson		
Companies	donated	generously	to	disaster	
relief	partners	including	the	Japanese		
Red	Cross	Society,	Direct	Relief	
International,	International	Rescue	
Committee,	Project	HOPE,	Save	the	

Children	and	World	Vision.
	 In	Japan,	Janssen	Pharmaceutical	K.K.’s	
support	for	rescue	efforts	included	
donating	medical	equipment,	supplies	and	
funding	for	a	group	of	600	doctors		
working	in	affected	areas.	The	Vision	Care	
Division	provided	free	lenses	to	patients	
and	relief	workers	in	seven	affected	
prefectures,	identifying	clinics	to	serve	as	
emergency	lens	distribution	points.		
The	Japan	President’s	Council	approved		
a	recommendation	to	use	funds	pledged		
by	the	Johnson	&	Johnson	Family	of	
Companies	in	Japan	for	mid-	and	longer-
term	projects.

BAck to the Business of cARing

In	spite	of	indescribable	hardships	and	

shortages	of	fuel,	electricity,	food	and	
other	necessary	items,	employees	in	Japan	
worked	tirelessly	around	the	clock	to	
re-establish	support	and	supplies	to	the	
patients,	doctors	and	families	who	need	
our	products,	repaired	damaged	facilities	
and	provided	much	needed	assistance	to	
the	Tohoku	region.
	 “Culturally,	Japanese	people	have	a	
strong	team	spirit	that	was	important	to	
helping	us	make	a	successful	recovery,”	says	
Kobayashi.	“Still,	I	could	not	have	expected	
such	surprisingly	good	teamwork.”
	 He	emphasizes	that	caring	for	people	is	
also	part	of	Japanese	culture	and	says,		
“The	biggest	lesson	I’d	like	others	to	learn	
from	this	disaster	is	the	importance	of	
caring	for	and	helping	each	other.”	

cARing foR customeRs Once	employees	were	found	to	be	safe	after	the	earthquake	and	tsunami,	Toshiaki	Kobayashi	says	they	
focused	on	how	fast	they	could	get	back	to	serving	customers,	despite	significant	damage	to	a	Sukagawa	facility.
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	 UNFPA,	together	with	UNAIDS,	
UNICEF,	the	World	Bank	and	the	World	
Health	Organization	(WHO),	make	
up	the	H4+	partnership,	a	coordinated	
initiative	that	ensures	these	international	
organizations	work	together	for	women’s	
and	children’s	health	through	local	
programs.	In	2011,	Johnson	&	Johnson	
became	the	first	private	sector	partner	to	
support	the	H4+.	
	 “We	are	happy	to	have	
Johnson	&	Johnson	as	the	first	private	
sector	organization	coming	forward	as	a	
true	partner	on	this	initiative,”	says		
Dr.	Osotimehin.	“I	believe	that	with	
support	from	Johnson	&	Johnson,	we	can	
make	an	even	bigger	difference	on	the	
ground	and	save	more	lives.”

Building on a legacy of caring

“The	partnership	with	the	H4+	is	one	
component	of	our	response	to	the	United	
Nations	Secretary	General’s	call	to	action	
for	a	renewed	global	effort	to	achieve	
the	Millennium	Development	Goals	by	
2015,”	says	Joy	Marini,	Director,	Corporate	
Contributions,	Johnson	&	Johnson.		
“Our	efforts	are	in	keeping	with	our	long-
standing	commitment	to	the	health	and	
well-being	of	mothers	and	children.”
	 While	global	maternal	mortality	has	
been	reduced	by	one-third	in	the	past 20	
years,	H4+	members	report	that	every	
day,	approximately	1,000	women	die	from	
pregnancy	complications	and	childbirth—

most	of	them	in	sub-Saharan	Africa	and	
South	Asia.	For	every	woman	who	dies,	
around	20	more	are	seriously	injured	or	
suffer	disabilities.	And	every	day,	about	
10,000	newborns	die	within	their	first		
28	days	of	life.	
	 Most	of	these	deaths	can	be	prevented.	
Factors	including	poor	health	infra-
structure	and	a	lack	of	qualified	health	
workers	can	mean	the	most	basic	and	
natural	act	of	giving	life	instead	becomes	
a	cause	of	death—a	time	of	hope	for	the	
future	instead	becomes	a	time	of	family	
crisis	and	despair.
	 Ethiopia	and	Tanzania	are	areas	where	
the	risk	to	mothers	and	newborns	is	high,	
and	the	governments’	commitments	
to	improving	maternal-child	health	are	
strong.	H4+	and	Johnson	&	Johnson	are	
providing	training	programs	in	these	areas	
for	health	care	workers	so	critical	care	can	
reach	mothers	and	newborns.

Working With community-Based 

organizations

Johnson	&	Johnson	is	inspired	by	Our	
Credo	to	partner	with	hundreds	of	
organizations	in	caring	for	people	
throughout	the	world.	The	Company	
works	with	partners	on	over	700	programs	
in	more	than	50	countries,	helping	to	
implement	new	approaches	that	often	
enable	these	programs	to	expand	and	reach	
more	people.	Employees	around		
the	world	volunteer	their	time,	skills	and	

O U R  C A R I N G

Together,	a	Meaningful		
Difference

When	you	look	after	a	woman,	when		
you	look	after	mothers,	you	look	after	
the	family,”	says	Babatunde	Osotimehin,	
M.D.,	Executive	Director	of	UNFPA,		

the	United	Nations	Population	Fund.	“It	is	important	
that	we	have	a	holistic	way	of	dealing	with	poverty	and	
other	factors	that	make	women	and	children	vulnerable,	
particularly	in	program	countries	where	these	women		
and	children	live.”	

passion	in	order	to	make	a	difference	to	
local	organizations.	
	 “With	a	private	sector	perspective,	we	
bring	an	enthusiasm	for	strategic	planning	
and	a	willingness	to	try	and	implement	
innovative	approaches,”	says	Sharon	
D’Agostino,	Vice	President,	Worldwide	
Corporate	Contributions	&	Community	
Relations.	“We	bring	a	rigor	for	metrics	
and	evaluation,	and	our	work	to	help	
programs	demonstrate	measurable	
outcomes	provides	organizations	with	
data	that	can	attract	additional	sources		
of	funding.”
	 The	Company’s	diverse	partners		
are	aligned	with	the	strategic	mission		
of	making	life-changing,	long-term	
differences	in	human	health.	“We	
recognize	that	those	closest	to	the	most	
pressing	health	care	concerns	are	best	able	
to	address	local	needs,”	says	D’Agostino.	
	 For	example,	in	Japan,	
Johnson	&	Johnson	supports	an	
organization	called	Resilience	that	
provides	assistance	to	women	who	are	
involved	in	or	have	gone	through	abusive	
relationships.	Resilience	offers	a	12-session	
series	of	workshops	and	lectures	that	aim	
to	educate	survivors	of	abuse	and	enable	
them	to	heal,	so	that	they	will	be	better	
equipped	to	re-enter	the	community,	start	
working	or	build	new	relationships.
	 	“If	we	could	get	connected	to	others	
who	are	able	to	provide	support	when	it	is	
needed,	then	I	think	we	could	change	this	
world	bit	by	bit,”	says	Sachi	Nakajima,	the	
organization’s	founder	and	herself	a	
survivor.

doing more as relationships groW

Many	partner	relationships	grow	over	
time	in	ways	that	contribute	to	people’s	
lives,	our	planet	and	our	business.	One	
such	longstanding	collaboration	is	with	
the	World	Wildlife	Fund	(WWF).	More	
than	10	years	ago,	Johnson	&	Johnson	
became	an	early	adopter	of	the	WWF	
Climate	Savers	program.	The	Company	
set	a	goal	to	achieve	a	7	percent	absolute	
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caring for Women and children  Dr.	Babatunde	Osotimehin	is	Executive	Director	of	UNFPA.		
“Our	greatest	hope	for	the	H4+	collaboration	is	that	we	will	make	a	difference	in	the	lives	of	the	people	we	serve,”	he	says.	
	“If	we	bring	all	our	efforts	together	in	synergy,	we	can	do	a	lot	more	than	we	can	as	individual	organizations.”

reduction	in	CO2	emissions	from		
1990–2010.	As	of	2010,	Johnson	&	Johnson	
surpassed	the	goal,	achieving	an	absolute	
reduction	of	more	than	23	percent.
	 “Johnson	&	Johnson	set	a	really	high	bar	
at	a	time	when	other	companies	were	not	
setting	greenhouse	gas	reduction	targets,”	
says	Suzanne	Apple,	Vice	President,	
Business	&	Industry,	WWF.	“It	sent	a	strong	
message	to	other	companies	to	participate.”
	 The	collaboration	expanded	to	
include	a	philanthropic	commitment	to	

WWF’s	“Healthy	Communities,	Healthy	
Ecosystems”	program	in	Africa,	which	
links	the	health	of	the	environment	to	the	
health	of	local	people.	Johnson	&	Johnson	
was	also	an	early	participant	in	WWF’s	
Global	Forest	&	Trade	Network,	focused	
on	reliable,	sustainable	sourcing	of		
paper	and	wood	products.	While	the	
Company	is	not	in	the	paper	or	pulp	
business,	Apple	says	Johnson	&	Johnson	
again	sent	a	strong	message,	this	time	to	
suppliers	that	came	to	the	table.	In	the	

same	way,	WWF	has	provided	critical	
input	about	a	responsible	sourcing	policy	
for	palm	oil.	Johnson	&	Johnson	is	working	
with	WWF	to	identify	opportunities	to	
support	projects	that	promote	sustainable	
practices	in	the	field.	
	 “With	Johnson	&	Johnson	we	are	
working	in	a	number	of	areas	that	are	
important	to	both	of	us,”	says	Apple.		
“By	joining	forces,	we	can	have	a	bigger	
impact	on	creating	a	more	sustainable	
future	for	our	planet.”	
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First row, left to right 

WILLIAM C.  WELDON  
Chairman, Board of Directors;  
Chief Executive Officer; and 
Chairman, Executive Committee

MARY SUE COLEMAN, PH.D. 
President, University of Michigan

JAMES G.  CULLEN  
Retired President and Chief  
Operating Officer, Bell Atlantic
Corporation

Second row, left to right 

IAN E.L.  DAVIS 
Senior Advisor, Apax Partners; 
Former Chairman and Worldwide 
Managing Director, McKinsey & 
Company

MICHAEL M.E.  JOHNS,  M.D. 
Chancellor, Emory University

SUSAN L.  LINDQUIST,  PH.D. 
Member and Former Director, 
Whitehead Institute for  
Biomedical Research; Professor  
of Biology, Massachusetts  
Institute of Technology  

Third row, left to right 
ANNE M.  MULCAHY
Former Chairman and  
Chief Executive Officer,  
Xerox Corporation

LEO F.  MULLIN  
Retired Chairman and Chief  
Executive Officer, Delta Air 
Lines, Inc. 

WILLIAM D.  PEREZ  
Senior Advisor, Greenhill & Co., 
Inc.; Retired President and  
Chief Executive Officer, 
Wm. Wrigley Jr. Company   

Fourth row, left to right  

CHARLES PRINCE  
Retired Chairman and Chief 
Executive Officer, Citigroup Inc.

DAVID SATCHER,  M.D.,  PH.D. 
Director, Center of Excellence 
on Health Disparities; Director, 
Satcher Health Leadership 
Institute and Poussaint-Satcher-
Cosby Chair in Mental Health, 
Morehouse School of Medicine; 
Former U.S. Surgeon General

RONALD A.  WILLIAMS  
Former Chairman and Chief  
Executive Officer, Aetna Inc.

Board of Directors
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AUDIT

The Audit Committee, composed entirely of independent 
Directors, helps the Board oversee the Company’s financial 
accounting and reporting practices.  It recommends the  
independent public auditor for appointment by the Board and 
reviews its performance. In addition, the Committee monitors 
the adequacy of internal accounting practices, procedures and 
controls; reviews the Company’s financial reporting process 
and disclosure procedures; and helps the Board oversee the 
Company’s legal compliance programs. 

James G. Cullen, Chairman
Mary Sue Coleman, Ph.D. 
Ian E.L. Davis
Leo F. Mullin

COMPENSATION & BENEFITS

The Compensation & Benefits Committee, composed entirely 
of independent Directors, establishes the Company’s executive 
compensation philosophy and principles and approves the 
annual compensation and long-term incentives for the 
Company’s directors and executive officers. The Committee 
also reviews the philosophy and policies of the non-Board 
Management Compensation Committee, which determines 
management compensation and establishes perquisites and 
other compensation policies for non-executive employees. 
Additionally, the Committee oversees the management of the 
various retirement, pension, long-term incentive, savings, 
health and welfare plans that cover the Company’s employees.

Charles Prince, Chairman
Michael M.E. Johns, M.D.
Anne M. Mulcahy
William D. Perez
Ronald A. Williams

FINANCE

The Finance Committee exercises the authority of the Board 
during the intervals between Board meetings. The Finance 
Committee is composed of the Chairman of the Board and the 
Presiding Director. 

William C. Weldon, Chairman
James G. Cullen 

NOMINATING & CORPORATE GOVERNANCE

The Nominating & Corporate Governance Committee, 
composed entirely of independent Directors, is responsible 
for overseeing corporate governance matters, reviewing 
possible candidates for Board membership and recommending 
nominees for election. The Committee is also responsible for 
overseeing the process for performance evaluations of the Board 
and its committees. Additionally, the Committee reviews the 
Company’s executive succession plans and executive resources. 

William D. Perez, Chairman
James G. Cullen
Anne M. Mulcahy
Charles Prince

PUBLIC POLICY

The Public Policy Advisory Committee reviews the Company’s 
policies, programs and practices on public health issues 
regarding the environment and the health and safety of 
employees. The Committee also reviews the Company’s  
governmental affairs and policies and other public policy issues 
facing the Company. The Committee advises and makes  
recommendations to the Board on these issues, as appropriate. 
The Public Policy Advisory Committee is composed of  
independent Directors; one of the Company’s Vice Chairmen, 
Executive Committee; and the Vice Presidents for Global 
Corporate Affairs, Government Affairs and Policy, and  
Global Supply Chain.

Leo F. Mullin, Chairman
Ian E.L. Davis
Susan L. Lindquist, Ph.D.
David Satcher, M.D., Ph.D.
Ronald A. Williams

Alex Gorsky
Clifford E. Holland
Robert Salerno
Michael E. Sneed

SCIENCE AND TECHNOLOGY

The Science and Technology Advisory Committee, composed 
of independent Directors and the Company’s Vice President, 
Science and Technology, helps the Board with scientific matters 
impacting the Company’s business, including  monitoring the 
strategy and effectiveness of the Company’s research and  
development organization;  reviewing the effectiveness of 
scientific aspects of the Company’s product safety processes; 
overseeing major business development activities related to the 
acquisition of new science or technology; and identifying and 
understanding significant new science and technology policy 
issues and trends.

David Satcher, M.D., Ph.D., Chairman
Mary Sue Coleman, Ph.D.
Michael M.E. Johns, M.D. 
Susan L. Lindquist, Ph.D.

Garry A. Neil, M.D.

Committees of  
the Board
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Board of Directors

WORLDWIDE CHAIRMEN

JESSE J.  WU

CONSUMER GROUP

JOAQUIN DUATO

PAUL STOFFELS,  M.D. 
PHARMACEUTICALS GROUP

KAREN A.  LICITRA

GLOBAL MEDICAL SOLUTIONS

GROUP

GARY J.  PRUDEN

GLOBAL SURGERY GROUP

COMPANY GROUP CHAIRMEN

CHARLES E.  AUSTIN

ROBERTO DE O.  MARQUES 

MICHAEL J.F.  DEL PRADO

GRACE DEL ROSARIO CASTANO

SETH H.Z.  FISCHER

GARY P.  FISCHETTI

JANE GRIFFITHS

WILLIAM N.  HAIT,  M.D.,  PH.D.

JOSE ANTONIO JUSTINO

GUY J.  LEBEAU,  M.D.

ASHLEY McEVOY

PATRICK D.  MUTCHLER

MICHEL PAUL

JACQUES PEETERS

PERICLES P.  STAMATIADES

JENNIFER L.  TAUBERT

KIM TAYLOR 

NICHOLAS J.  VALERIANI

WILLIAM C.  WELDON

Chairman, Board of Directors
Chief Executive Officer
Chairman, Executive Committee

DOMINIC J.  CARUSO

Vice President, Finance 
Chief Financial Officer
Executive Committee

DOUGLAS K.  CHIA

Corporate Secretary  
Assistant General Counsel

STEPHEN J.  COSGROVE

Corporate Controller
Chief Accounting Officer

PETER M.  FASOLO

Vice President  
Global Human Resources  
Executive Committee

ALEX GORSKY

Vice Chairman 
Executive Committee 

SHERILYN S.  MCCOY 

Vice Chairman 
Executive Committee

JOHN A.  PAPA

Treasurer

MICHAEL H.  ULLMANN

Vice President  
General Counsel
Executive Committee

CORPORATE OFFICERS EXECUTIVE COMMITTEE

The Executive Committee of  Johnson & Johnson  
is the principal management group responsible  
for the strategic operations and allocation of the 
resources of the Company. This Committee oversees 
and coordinates the activities of the Consumer, 
Pharmaceuticals and Medical Devices and Diagnostics 
business segments.































Consolidated Statements of Equity Johnson & Johnson and Subsidiaries
Accumulated

Other Treasury
Comprehensive Retained Comprehensive Common Stock Stock

(Dollars in Millions) (Note 1) Total Income Earnings Income Issued Amount Amount

C O N S O L I D A T E D F I N A N C I A L S T A T E M E N T S 39

Balance, December 28, 2008 $42,511 63,379 (4,955) 3,120 (19,033)

Net earnings 12,266 12,266 12,266
Cash dividends paid (5,327) (5,327)
Employee compensation and stock option plans 1,404 21 1,383
Repurchase of common stock (2,130) (2,130)
Other (33) (33)
Other comprehensive income, net of tax:

Currency translation adjustment 1,363 1,363 1,363
Unrealized losses on securities (55) (55) (55)
Employee benefit plans 565 565 565
Gains on derivatives & hedges 24 24 24

Total comprehensive income 14,163

Balance, January 3, 2010 $50,588 70,306 (3,058) 3,120 (19,780)

Net earnings 13,334 13,334 13,334
Cash dividends paid (5,804) (5,804)
Employee compensation and stock option plans 1,731 (63) 1,794
Repurchase of common stock (2,797) (2,797)
Other comprehensive income, net of tax:

Currency translation adjustment (461) (461) (461)
Unrealized gains on securities 54 54 54
Employee benefit plans (21) (21) (21)
Losses on derivatives & hedges (45) (45) (45)

Total comprehensive income 12,861

Balance, January 2, 2011 $56,579 77,773 (3,531) 3,120 (20,783)

Net earnings 9,672 9,672 9,672
Cash dividends paid (6,156) (6,156)
Employee compensation and stock option plans 1,760 111 1,649
Repurchase of common stock (2,525) (2,525)
Other (149) (149)
Other comprehensive income, net of tax:

Currency translation adjustment (557) (557) (557)
Unrealized gains on securities 424 424 424
Employee benefit plans (1,700) (1,700) (1,700)
Losses on derivatives & hedges (268) (268) (268)

Total comprehensive income 7,571

Balance, January 1, 2012 $57,080 81,251 (5,632) 3,120 (21,659)

See Notes to Consolidated Financial Statements








































































