& Johnson has often been viewed ag
most admired firms in the world. J&J had
s of $65 billion in 2011. It hag had 28 consecu-
tive years of earnings increases and 50 consecutive
years of dividend increases. Itg market value in J uly
2012 was $186 billion, up from $38 billion in 1991,
evidence that a firm that lives according to its strong
values and a culture that supports thoge values can
not only survive but sustain a profit over the 1
term.?? CEO Ralph Larsen credits these successes
directly to the J&J Credo: “it's the glue that holds our
decentralized company together . . For us, the credo
1S our expression of managing the multiple bottom
lines of products, people, planet and profits. It's the
way we conceptualize our total impact on society."#
Of course, no code on its own can preclude all
problems. In early 2012, J&J was fined over a billion
dollars for engaging in misleading advertising. A jury
found that J&J had inacct
of its antipsychotic drug, Risperdal
J&J's credo is widely regarded as a leadin
of how an ethics statement can be woven into a cor
poration’s culture and form part of its mission.

ong

The Johnson & Johnson
At Johnson & Johnson the
statement that hangs on t!
for more than 60 years, a si

document—Our Credo—has guided ou

actions in fulfilling our responsibilities to

customers, our employees, the community

and our stockholders. Our worldwide Family

of Companies shares this value system in 36
languages spreading across Africa, Asia/Pacific,
Eastern Europe, Europe, Latin America, Middle
East and North America.

Our Credo History?*

General Robert Wood Johnson, who guided
Johnson & Johnson from a small, family-owned

&s to a worldwide enterprise, had a very

ol in both 1982 and

As early as 1935, in a pamphlet titled TRY
REALITY, he urged his fellow industrialists
to embrace what he termed “a new industrial
philosophy.” Johnson defined this as the
corporation's responsibility to customerts,

employees, the community and stockholders.

But it was not until eight years later, in 1943,
that Johnson wrote and first published the
Johnson & Johnson Credo, a one-page docu-
ment outlining these responsibilities in greater
detail. Johnson saw to it that the Credo was
embraced by his company, and he urged his
management to apply it as part of their every-
day business philosophy.

The Credo, seen by business leaders and the
media as being farsighted, received wide public

attention and acclaim. Putting customers first

lieved that by putting
Ist the business would be well

>redo for guidance through the
L no time was this more evident

ing the TYLENOLS® crises of 1982 and
1986, when the McNeil Consumer & Specialty
Pharmaceuticals product was adulterated with
cyanide and used as a murder weapon. With
Johnson & Johnson's good name and reputation
at stake, company Managers and employees
made countless decisions that were inspired
by the philosophy embodied in the Credo.
The company's reputation was preserved and
the TYLENOLS acetaminophen business
was regained.

Today the Credo lives on in Johnson & Johnson
stronger than ever. Company employees now

(continued) ;



‘that it guaranteed
s have become a

as a source of inspiration,
Johnson & Johnson

to guide the destiny of the
{ most diversified health care

of security in their jobs. Compensation must

lize their merit. They must have ac

be fair and adecuate, and working conditions
clean, orderly and safe. We must be mindful of
ways to help our employees fulfill their family
responsibilities. Employees must feel free to
make suggestions and complaints. There must
be equal opportunity for employment, develop-
ment and advancement for those qualified. We

must provide competent management, and
their actions must be just and ethical.

We are responsible to the communities in
which we live and work and to the world com-
munity as well. We must be good citizens—
support good works and charities and bear our
fair share of taxes. We must encourage civic
improvements and better health and education.
We must maintain in good order the property
we are privileged to use, protecting the environ-
ment and natural resources.

Qur final responsibility is to our stockholders. Busi-
ness must make a sound profit. We must experi-
ment with new ideas. Research must be carried
on, innovative programs developed and mistakes
paid for. New equipment must be purchased, new
facilities provided and new products launched.
Reserves must be created to provide for adverse
times. When we operate according to these princi-
ples, the stockholders should realize a fair return.”

Source: Courtesy of Johnson & Johnson, www.jnj.com:




