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SECTION 1: PRE-CAMPAIGN



SECONDARY RESEARCH

OUR PRODUCT:

Have long have we existed?

Have long have we existed?

Where can you purchase?

The  product still exists today. The company has been launching many new products throughout the years. 
(History, 2019)
The company started back in 1920 when the first products were released to the general public.  (History 2019).

Band  Aids are sold is most convenient stores and grocery stores. They can also be purchased online 
on Amazon 
The  Band Aid website has a section in which you can type in your area code and they find the closest 
store to you where you can go pick them up. (Where, 2019)

There  is a variety of packages and sizes that customers can get. The average cost is 4-10$ per box. 
(Walmart, 2019)



FIRST AID ONLY

HARTMANN

About First Aid Only

About Hartmann

Average Cost

Average Cost

Founded  in 1988, the goal was to give consumers a better option for bandages than their competitors. 
(First, n.d.)
Caters to large corporations and individual households with a variety of sizes and packs. 
Parent Organization is Acme United 
Corporation  Offers refills for larger fit aid kits, so customers can just order what they need                                
ex: adhesive bandages.
“First Aid Only...The Smart Choice” (First, n.d.)

USA developed company that has a large range of high-performance product. 
Has  a lot of committed partnerships with professional healthcare providers which gives them loyalty               
(Bandages, 2019).

Price range $1-10 with  3 to 100 individual pieces. (First, n.d.)

Has a variety of shapes and sizes but mainly comes in large quality packs
Price range usually between $5-14 (School 2019).

COMPETITORS



NEXCARE

About Nexcare

Average Cost

American made company that is most commonly known for their adhesive product (Drug 2019). 
In April 2019 3M Nexcare was the world’s largest conglomerate in terms of market value (Drug 2019).
A large selling point for their products is that they last a long time. 
“1 Bandage up to 48 hour hold” (Nexcare, 2019).
Their current campaign is “All Kinds of Tough” Featuring different kids who participate in a wide vari-
ety of extracurricular activities and they bandages are available to all.( Nexcare, 2019).

Their  packs are usually sold in smaller in home quantity and range from $3-11 on average.  (Nexcare ban-
dages, 2019).

COMPETITORS



HOW BAND-AID 
COMPARES

On The Shelf

How is Band-Aid Different

Band Aid brand is easily accessible and visual in terms of shelf space. In an aisle Band Aid brand is 
displayed at eye level and takes the majority of the space for bandage products. Typically store brand 
bandages or cheaper products are on lower shelves. Since Band Aid is a well known brand, many 
stores make it a focal point in terms of shelf space. (Fancy Forks, 2019).

-While  Band Aid Brand is one of the most well known brands, in the category of first aid tape/ban-
dage/gauze they are below private labels in overall sales. (Drug, 2019)
-Private labels make up for 381.1 million dollars in U.S. sales in 2019. Band Aid brand is next on the 
list, and the highest individual brand, with 168 million dollars in sales in the U.S. in 2019.  (Drug, 2019)
-Band  Aid brand is differentiated from their competitors in the sense that their brand has become 
the term for the product. People ask “Can I have a Band Aid” even if they are not talking about that 
specific brand (Ma, 2014).
-There is an average of 4 billion Band Aid sold each year in the U.S. (J&J 2019). 
-The next highest brand is Nexcare at 17.7 billion unit sales in 2019. Therefore Band Aid brand is the 
highest individual brand selling per unit. (Drug 2019.)



SWOT ANAYLSIS



SWOT ANAYLSIS 
VISUALS

STRENGTH

WEAKNESS
Curad  costs 11.69 for 320 bandages (Amazon).

Band- Aid costs 13.24 for only 280 bandages   (Amazon).



SWOT ANAYLSIS VISUALS

OPPORTUNITY

THREAT

Johnson and Johnson had to pay a man 8 billion 
dollars over breast growth after using one of the 
company’s drugs (BBC News 2019).



WHO BUYS BAND-AIDS?

MAIN DIFFERENCE

Why do they purchase Band-Aids?

The main feature that differentiates the product from the competition?

There may be different groups of users. Be specific.)From our survey, we found that families mainly 
use Band Aids. Many people said that parents buy it for the household and everyone uses the prod-
uct. We also found that health professionals often buy band aid products as well. Most people an-
swered that parents are the main target for Band Aid products. (Fancy Forks, 2019).

Band-Aids  are dominant within the industry and through our survey and interviews we found that 
most consumer of Band-Aids are brand loyal because of the quality products, they trust the company 
and its products and know it will work better than its competitors.(Fancy Forks, 2019).



OUR OPINIONS

Briley Brind’Amour

Katie Pomeroy

Hannah Poole

My  personal experiences with Band Aid come mainly from sporting 
events. My trainer has to have them on her at all times for small 
injuries. While they are super helpful and most of the time efficient, 
they do not stick well to certain areas on the body, such as fingers. 
The areas that the shapes are difficult to wrap around and stay on for 
awhile. (Brind’Amour, 2019)

My use of Band Aid is for when I have a cut. I am loyal to Band Aid 
because my family has always used Band Aids. I use Band Aids for 
blisters too. One weakness  of the product I think would be that 
some people don’t know about other products that Band Aid offers 
(Pomeroy, 2019).

I  think Band Aid’s biggest strength is brand recognition and loyalty. 
When I’m shopping for band aids I usually choose Band Aid brand 
because I grew up using them and know they are reliable. Band 
Aids products extend to a variety of first aid supplies so when I 
need something I usually gravitate towards the Band Aid logo.             
(H.Poole, 2019). 



OUR OPINIONS

Ilayda Oran

Cassidy Welch

Whenever I need band aids, I always go buy Band-Aid brand. Their 
biggest strength is that they have a lot of brand loyal consumers. 
They offer a wide variety of first aid products, and Band-Aid is 
my number 1 choice. Unfortunately, a lot of people prefer other 
brands because they are cheaper. Another weakness would be 
how hard it is to use band aids on certain areas on our body. But, 
with the liquid band aid, they seem to be trying to find a solution 
of their weakness. (Oran, 2019)

I think a major strength of Band Aid is that they are a 
household name. When someone gets a cut or scrape, they ask 
for a band aid not necessarily a bandage. I think this speaks 
to how large of an influence Band Aid has in their product 
market. I think Band Aid’s biggest weakness is that many 
people, especially college age students can get free bandages 
at health centers and clinics. There are also usually store brand 
bandages that cost less than Band Aid brand. If someone’s 
main concern is price, this could prevent them from buying 
Band Aid brand bandages. (C.Welch, 2019)



CURRENT 
CAMPAIGNS

“Pain Come In All Shapes And Sizes”

“That’s Gonna Hurt”

“Band Together, End Aids”

-This campaign focused on a series 
of emotional scars being covered by 
different sizes of their products. 
-This is Print ad done by JWT in 2017       
(Band-Aid, 2017).

- The most recent campaign. 
-This  features skaters and biker captured in 
moments right before they crash with that tag 
line over top.
-This was done in 2019 by ESMP (Band-Aid 2019).  

-Running  now is this social responcibility 
project. 
- For every box of these specific “Red” 
Boxes of Band Aids contributes money to 
supporting HIV Medications.
-For every box they donate the equivalent of 
a dose of HIV medication.  1 box = 1 day of 
medication (AIDS 2019). 



Based on information from our survey the 
demographics of 474 participants are as 
follow.....



Based on information from our survey of 474 
participants are as follow.....



INTERVIEWS

#1 CASEY

#3 JACK

#2 KATIE

Age: 36
Gender: Female
Occupation: Volleyball Coach 
Geographic: Harrisonburg, VA

Overall thoughts on Band-Aids: Everyone 
needs 
Band-Aids. All ages from young to old. 

Familiar with the Band-Aid brand?:
Could recall the tag line but did not 
remember any specific ads.

Most Important Feature: 
Staying on while sweating or in the water, 
but not pulling  off hair when taking them 
off. 

(Steinbrecher, 2019)

Age: 21
Gender: Female
Occupation: Student
Geographic: Northern Virginia

Overall thoughts on Band-Aids:
Her  parents purchase Band Aid products from 
grocery stores and drug stores. She is brand loyal 
because she does not believe other brands stick 
well.

Familiar with the Band-Aid brand?:
One  advertisement that caught her eye was when 
band aid advertised different skin tones.

Most Important Feature: 
The  most important feature is that it sticks and 
covers her cut.

(Weems, 2019)

Age: 16
Gender: Male
Occupation: Student
Geographic: Wilmington, DE

Overall thoughts on Band-Aids: He generally 
considers  Band-Aids to be targeted toward 
moms and the main use of the product is for 
healing  cuts/scrapes. 

Familiar with the Band-Aid brand?:
Yes,  he could recall the brand’s tagline and 
has used the product before.

Most Important Feature: 
He  would consider the most important 
feature to be any cool colors or patterns the 
product would have.

(Welch, 2019)



INTERVIEWS

#4 CHRISTIANE

#6 ALEX

#5 ROBERT

Age: 60+
Gender: Female
Occupation: Professor at JMU
Geographic: Lynchburg, VA

Overall thoughts on Band-Aids: Only uses for cuts 
and blisters, thinks its the most popular brand.

Familiar with the Band-Aid brand?:
Yes, usually  purchases Band-aid brand because it 
is the most well known brand.

Most  Important Feature: The most important 
feature is that it has various sizes and shapes.
(Szeps, 2019)

Age: 55
Gender: Male
Occupation: ATF Agent
Geographic: Annapolis, MD

Overall thoughts on Band-Aids: 
Band  Aids are good for certain purposes 
but they are not always effective.

Familiar with Band-Aid brand?: Yes, but does 
not have brand loyalty.
Most Important Feature: Size/ shape 
depending on use and cost.

(R. Poole, 2019)

Age: 26
Gender: Male
Occupation: Kitchen Design
Geographic: Burke, VA

Overall thoughts on Band-Aids: 
Likes the brand, and its overall reputation but not 
brand loyal. Thinks it is hard to find a bandage that 
sticks well, and is durable.

Familiar with the Band-Aid brand?:
Familiar with the Band Aid brand? Yes, but 
purchases the cheapest brand in the store.

Most Important Feature: 
Durability, but cost is an important factor. Uses it 
mainly for cuts and blisters.

(Balenger, 2019)



CREATIVE BRIEF

Company: Johnson and Johnson
Brand: Band-Aid
Product Category: Adhesive Bandage

1. Target: Top Half of Millennials Generation (age 25-37)
• Persona: Alex 
• Demographics: 
 - 31 year old
 - Female
 - College graduate
 - Young professional at a non-profit
 - Other considerations: 
  - Rent/ buy home: rents a townhome
  - Marital status: single, actively dating
• Geographics (physical location): San Diego, California, U.S.
• Psychographics (AOI): 
 - Interests: Into pop-culture, celebrities, concerts. 
 - Activities: Enjoys going to drag shows with friends, plays on a local adult soccer team. Enjoys socializing and  
 going out on weekends with friends and meeting new people. Likes to stay healthy and active throughout the  
 week by attending yoga classes. 
 - Opinions: Liberal, pro-equal rights
• Behavioral:
 - Alex uses coupons to save money on groceries. She tends to be brand loyal, but will buy alternative products  
 if they are cheaper.
 - Alex will go out of her way to buy a brand if she knows it supports a cause she believes in. 
• VALs: Experiencers 
 - Open Minded and inclusive
 - Education and being an engaged citizen 
 - Ally for LGBTQ+ Community 
 
2. Current mindset: Alex uses Band-Aids and other bandage brands, depending on what is on sale. She 
currently doesn’t see the Band-Aid as a progressive and trendy brand. She believes that their target is 
mainly families with children with their current marketing efforts. She does not have a strong opinion 
on a Band-Aid brand.

3. Desired mindset:  We want Alex to view Band-Aids as a go to choice for bandages. We want her to 
see Band-Aid as a progressive and trending product because of the new campaign. We want her to 
be loyal to Band-Aids because she feels the brand is inclusive to all groups of people. She should feel 
comfortable using the brand for a variety of needs, other than the traditional bandage uses. 

Fancy Fork Creative Strategy Brief 



CREATIVE BRIEF
4. Competitors: 
 A. First Aid Only: This brand caters to large corporations and individual households. Our target 
knows of the brand, and somewhat uses it. The brand offers refills which our target likes, because it 
offers different variety of bandage refills.
 B. Nexcare: This brand claims their bandages last a long time. Their approach to their brand is that it 
 offers bandages to be used in a wide variety of extracurricular activities. Our target participates in different, it  
 would be an advantage to use bandages that are durable. 
 C. Generic Brand: These are store-brand bandages. This is typically the cheaper option in the bandage aisle.  
 The target would buy this brand to save money and because it is convenient. Many stores such as Target,   
 Walmart CVS and grocery stores carry generic bandage brands. 

5. Message objectives: 
 - Evoke good feeling emotions through Affect Association 
 - Give the brand social meaning through common human interactions

6. Creative Strategy Concept- Big Idea- Consumer Promise: 
 - Band-Aid brings diverse audiences together. 

7. Evidence: 
 - A  large variety of different sizes and shapes available which is suitable for a lot of individual 
occasions. 
 - Has a four-sided seal to protect against germs and bacteria and is made with stretchable, 
breathable    material.
 - Band-Aid is the first brand to create adhesive bandage, which gives them more credibility and trust, building  
 Brand Loyal consumers.
 - People have used bandages as cover ups for blisters, protection of piercings during sporting events and even  
 as tape 
 - Band-Aid attracts a diverse audience because their diverse types of products for different ages and   
 backgrounds

8. Creative execution:  We will portray our big idea through an inclusive campaign that targets a diverse 
group of people with different interests and activities. The campaign will show alternative targets 
together and using of 
Band-Aids. 

9. Tone:
 - Light Hearted 
 - Inclusive
 - Relatable 
 - Active 
 



SECTION 2: PRINT ADS



HEADLINES AND TAGLINES

Headlines

1. You’re Tough
2. Alex. 27. Hard worker
3. 2 shows a night. Twice a week
4. 3 blocks to work. Always early.    
5. 9 miles. 26.2 soon
6. From Sunrise to sunset
7. Curtain call to standing ovation 
8. 12 hours of guitar
9. 12 hours of practice
10. 20 songs later
11. 3 hour concert
12. 5 hours busking 
13. 5 hours of busking to 3 hour concert.
14. 5 hours of practice to 3 hour concert.
15. Lessons to concert.
16. Championship game.
17. 2 hour practice.
18. Dribbling and spinning.
19. From tryouts to championship.
20. The show goes on. 
21. The game goes on.
22. The experiment goes on.
23. The concert goes on.
24. 12 hour practice to college offer.
25. Tryouts to college offer.
26. 13 hours of practice to record deal.
27. 5 hours of busking to record deal.
28. Street performer to record deal.
29. Alex. 25. Basketball player.
30. Crystal. 30. Queen.
31. Brandon. 35. Rockstar. 
32. Garage to Main Stage

Taglines

1. Your strong, we’re strong 
2. Always got your back
3. Because you can
4. Well stick with you
5. You go, we’ll stay
6. Because we stick
7. Stick with it
8. Everyone needs a heal
9. It’s for everyone
10. You know us 
11. Stick with us
12. We need each other
13. Stick forever
14. Stay Bonded
15. Sticky not picky
16. Everyone needs support 
17. Everyone needs a Band-Aid
18. Every cut is different
19. Show us your cut 
20. We got your boo boo
21. You got better things to worry about
22. Don’t worry use Band-Aids
23. Band-Aid on
24. Nevermind I got a Band-Aid
25. Made for everyone
26. Where’s your band aid
27. From start to finish, we’ll be there 
28. Everyone has a place, no cuts
29. Everyone has a role, no cuts
30. Cover up & carry on
31. Stronger Together.



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



PRINT AD #1







PRINT AD MOCKUP #1



PRINT AD MOCKUP #2



PRINT AD MOCKUP #3



Our  three print advertisements follow the same format to ensure that the campaign is cohesive. We 
chose to keep the headlines small, so that the viewer’s eyes would then be drawn to the image and 
then the tagline and logo at the bottom of the print ad. Also the headline is smaller than the tagline 
and logo, so that there is more white space and the advertisement doesn’t appear cluttered. The 
background color of each print ad was chosen to make the image on the ad stand out and reflect the 
Band-Aid packaging. We also used Oswald typeface, so that the design remained simple.

The image choice for each advertisement reflects our campaign. For the first advertisement, we depicted 
two people passing a microphone to appeal to individuals who are musically talented. We also depicted 
two people in the ad to support our tagline “Stronger Together”. The image reveals that the individuals are 
stronger together to reach their goals and they are also stronger because they are using Band-Aids.

For the second advertisement, we choose two people playing basketball to appeal to individuals who are 
athletic. We also chose to display one person in a wheelchair to appeal to audiences’ who have a disability. 
This supports our CSS to appeal to a diverse audience. The image also supports our tagline that people are 
stronger working together and that people are stronger using Band-Aids. 

The final print ad includes a drag queen handing high heels to a woman while wearing a Band-Aid. 
We included the drag queen to appeal to another category of a diverse audience further supporting 
our CSS. Again, we included two people in the ad to support our tagline, “Stronger Together.”

PRINT AD RATIONALE



SECTION 3: TV COMMERCIAL



TV COMMERCIAL SCRIPT







TV COMMERCIAL STORYBOARD



TV COMMERCIAL STORYBOARD



TV  COMMERCIAL KEYFRAME AND RATIONALE

For our TV commercial we wanted to depict a diverse group of characters again to appeal to a diverse 
audience and show unique groups coming together. We decided on the song “Stronger” by Kanye West 
to reflect the lighthearted, active, and upbeat tone of our campaign. We also thought that by choosing a 
popular song, it would resonate more with our upper millennial target. 

The cuts of each hand shot are fast, so that they match the beat of the song. They are also fast to match 
the upbeat tone of the ad and so we can include many different shots of diverse characters. Hands 
are also only shown and not faces, so that the audience can envision themselves as the people in the 
advertisement.The actor’s hands are only shown in the commercial to match the rest of the other images 
in the campaign. The background of the shots are plain or have a low depth of field so that the viewer 
does not become distracted by background images and he or she focuses on the hands. 

The idea behind our TV commercial is to show different pairs of people in action together while using Band-
Aids. We want to show how people are stronger together and with Band-Aid. There are a variety of individuals 
with different occupations, relationships, and races to appeal to our target and support the creative strategy 
statement.

The Key Frame of our TV commercial depicts one person putting a Band-Aid on another person. Followed 
by the tagline “Stronger Together.”  We chose to make the key frame shot different from the other shots 
with the band aid because the action of one person physically putting the Band-Aid on the other person 
also symbolizes the togetherness. This is the key frame because it encapsulates the whole campaign 
theme that people are stronger together and with Band-Aids. 



SECTION 4: SOCIAL MEDIA



SOCIAL MEDIA MOCKUPS

#1 COFFEE MEETS BAGEL



SOCIAL MEDIA MOCKUPS

#2 INSTAGRAM 



SOCIAL MEDIA MOCKUPS



We decided to use Instagram and Coffee Meets Bagel for our social media platforms. Instagram 
is a popular social media platform that is commonly used by our target audience. It is a great 
tool for sharing photos and using hashtags. Since our campaign encourages people to use the 
#StrongerTogether and post pictures with those who make you stronger, Instagram was an easy 
choice. 

Coffee Meets Bagel is a lesser known social media platform that is classified as a dating app. Users create 
a profile, write descriptions based on personal questions and receive a limited number of matches, called 
“bagels,” per day. The app’s approach to “slow dating,” meaning spending less than five minutes per day, 
makes Coffee Meets Bagel a perfect fit for our campaign. Our target’s age range of 25-37 tends to be an 
age when most people start to settle down or at least look for a somewhat serious relationship. We knew we 
wanted to use a dating app for our campaign but the idea of Tinder, Bumble or Hinge didn’t seem as fitting. 
Coffee Meets Bagel is focused on building strong connections to your matches which ties in nicely to our 
tagline of “Stronger Together.”

Both of our social media ads incorporate hands. This is a common theme throughout the campaign. 
The Instagram ad uses hands passing an animated heart. The heart’s animation is reflective of the 
notification symbol on Instagram when you receive a “like” on your post. Our video represents passing 
the love, support and acknowledgement onto someone else. We used a bluestone background so 
that it would be eye catching when users scroll through their feed. The animation also will grab users 
attention because it is different from the typical ads on Instagram that are usually a still image.  We 
decided to place the advertisement directly on the feed rather than in the stories so that more users 
are likely to see it. 

The Coffee Meets Bagel ad shows two hands passing a flower. This represents love and romance since it 
is advertised on a dating app. We decided to show two female hands in the ad to indicate that they were a 
couple and be inclusive to the LGBTQ+ community. We did this by using female models, hair scrunchies and 
rings. We used a brick wall as a background to tell more of a story and make the ad pop when it appears. 

SOCIAL MEDIA RATIONALE



SECTION 5: OOH



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



LAYOUT / THUMBNAILS



OOH AD



OOH AD MOCKUP



OOH RATIONALE

We decided to go with a billboard for our OOH ad because it would catch the attention of 
a diverse and wide range of people. Given that our advertisements for the campaign have 
been simple images and copy, a billboard was a good choice to display our message. We also 
wanted to geographically target our audience and reach a high frequency of viewers. The 
billboard helps serve as a reminder of the campaign which is an important function of out of                                   
home advertisements. 

Our advertisement shows two hands shaking. One person has a sleeve of tattoos and the other 
is wearing a m ore clean cut dress shirt. The contrast in characters shows diversity yet also 
emphasizes unity. The campaign’s tagline “Stronger Together” is easily read and reflected by the 
image of the two hands. The differences in the characters is important because it displays the 
campaign’s goal of how we are all stronger with each other. 

The background is white because it creates a clean look and makes the copy readable. We want to 
place the billboard near a metropolitan area because it will be seen by a high number of people 
driving by. Having the ad placed in a city is the easiest way to reach our desired target of diverse 
25-37 year olds. The simplicity of the ad and the bold copy will be eye catching and easy to 
understand when driving in a car. 



SECTION 6: VIRAL VIDEO



VIRAL VIDEO STORYBOARD



VIRAL VIDEO STORYBOARD



VIRAL VIDEO KEYFRAME AND RATIONALE

The goal of our viral video is to depict real people and not actors and how they are stronger together. 
The idea is to get real stories from people and make them realize how they are stronger with other 
people. The question “How are you Stronger Together?” is to make people think about how people 
together are stronger. Our goal is to unit e diverse humans. We wanted to touch on the current events of 
tension between cultures and people. The viral video is interactive to add entertainment and visuals to 
the discussion. The hope of this viral video is that it would evoke feel good emotion in our audience to 
then share the video on their personal platforms. We also engaged with the audience by inviting them 
to share their stories by using the #StrongerTogether.

Our keyframe is the poster board of all the Band-Aids with encouraging words written on from our 
participants. The Band-Aids symbolize different individuals stories interlocked to show that people at 
heart are similar. The Band-Aids also surround each other to symbolize our tagline “Stronger Together.”



SECTION 7: GUERILLA MARKETING



GUERILLA MARKETING MOCKUP



GUERILLA MARKETING MOCKUP & DESCRIPTION

Our  Guerrilla marketing will be placed in a metropolitan area where many people can pass by and engage 
with it. People passing by will see the mirror on display with “Stronger Together” and a mock-up Band-Aid 
on the mirror. People will want to take selfies and mirror photos with the ad because of its uniqueness. 

Description of our Guerilla Marketing



GUERILLA MARKETING RATIONALE

The  goal of our guerrilla marketing is to get people to stop, look and interact with our advertisement. We 
hope that people will see the mirror and be intrigued enough to look and make the connection of who 
makes them “Stronger Together.” We decided to only put the hashtag, Band-Aid logo and bandage on the 
mirror to keep it simple and clean. The mirror is the focal point of the ad and we chose this because it is an 
object typically not found on city streets. We also chose a mirror because it is a habit for people passing by a 
mirror to stop and look. 

Our intent is for people to take mirror selfies or pictures with the advertisement and then post using the 
#StrongerTogether. If they are with friends, co-workers or family they can snap a picture with those who 
make them stronger. This will generate buzz for our advertisement and overall campaign. Our target market 
is millennials ages 25-37 which is an age range that relies heavily on their phones and social media. This 
target will be likely to post on social media and use hashtags. 

The font and color choices are consistent with the brand and the rest of our campaign. This will let people 
know that it is an advertisement that is part of a larger campaign. We decided to put the advertisement in 
a metropolitan area because we wanted people to be out and walking near the mirror. People shopping, 
dining, working or passing by can all see the advertisement which will reach a diverse range of people. 



SECTION 8: BRANDED
 PRODUCT PLACEMENT



BPP SCRIPT NOTATIONS



BPP SCRIPT NOTATIONS



BPP SCRIPT NOTATIONS



BPP SCRIPT NOTATIONS



BPP SCRIPT NOTATIONS



BPP SCRIPT NOTATIONS



VISUAL BRAND PLACEMENT



BRAND PRODUCT PLACEMENT RATIONALE

Band-Aid is placed two times in the Lunch Date. The first time the product is placed is when it’s on the 
ground when the woman drops different contents out of her bag. A box of Band-Aids clearly appear 
on the ground alongside the other items. This placement was utilized because the box of Band-Aids 
fits into the context of the scene. It is natural to the scene that she would have a box of Band-Aids in 
her bag and then drop it with the other items. The goal of this product placement was to integrate the 
product into the scene without it obviously being a branded product placement.

The second time that Band-Aid is placed in Lunch Date is when the woman places her change and 
crumpled dollar on the counter for the cook. A Band-Aid is also placed alongside her loose change and 
crumpled dollar. It is natural that a loose Band-Aid would also be floating around in her purse and she 
accidentally grabbed it while retrieving her money. The viewers would see the Band-Aid on the counter 
with her money. The cook also references the Band-Aid in his dialogue. Instead of actually saying the 
name “Band-Aid” the cook only references that she forgot “something.”  The decision was made to not 
have the cook say the name “Band-Aid” because that would make the brand product placement tacky 
and obvious. 

Band-Aid also appears two times in the movie, again so that the brand product placement is natural and 
not too obvious. By having the brand product placement be subtle to the viewer it is more likely that 
viewers will want to buy the product.



BRAND AGENCY LOGO





BAND-AID STRONGER TOGETHER 
CAMPAIGN PRESENTATION
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