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Introduction 

❖ Johnson & Johnson released Band-Aid in 1921 

❖ Main target audience were primarily only women at the time 

❖ Originally sold in metal tins 

➢ Now paper boxes

❖ Target audience today 

❖ Slogan: “heals the wound fast, heals the hurt faster” 

❖ Strengths

❖ Weaknesses 

❖ Opportunities 

❖ Threats   



Challenges Faced 

❖ Old on the market 

❖ Brandy loyalty 

➢ Generic products 

❖ Setting their brand apart 

➢ Campaigns 

❖ Victim of generalization 

➢ Good & bad 



Brand Inventory 

❖ Many sub-products 

➢ All relating to wound care & prevention 

❖ Overall hierarchy 

❖ Consumer products 

❖ Original vs. current packaging 

❖ The change in advertising campaigns 

❖ Offers a variety of products 

❖ Direct & indirect competition 



Brand Exploratory 

❖ Consumer-based brand equity pyramid 

❖ High recognition 

❖ Band-Aids “roadmap” 

❖ Imagery 

❖ Usage 

❖ Emotions 



ZMET Study Map 





Reflections & Recommendations 

❖ Tactical goals 

➢ Threats 

➢ Lower prices 

❖ Brand awareness 

➢ Masks 

❖ Arrange of products 

❖ Strategic goals 
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