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Johnson & Johnson Sues Red Cross Over Symbol
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The red cross symbol is an icon of relief from disaster. For months, it has also been the subject of a festering disagreement
between major American institutions: the health care company Johnson & Johnson and the American

A first-aid kit sold on Target.com. Johnson & Johnson is challenging such sales.

The dispute over rights to the symbol erupted to the surface yesterday in federal court in Manhattan, where J.& J. sued the
American Red Cross.

Clearly outraged, the president of the American Red Cross, Mark W. Everson, unleashed his vitriol last night on the
company, which makes Band-Aids and Tylenol.

In a news release, Mr. Everson said the company’s actions were “obscene” and “simply so that J.& J. can make more
money.”

In a telephone interview, he said, “I’m sort of staggered that they would take this approach.”

The two had shared the symbol amicably for more than 100 years — Johnson & Johnson on its commercial products and the
American Red Cross as a symbol of its relief efforts on foreign battlefields and in disasters like floods and tornadoes.

From time to time, the American Red Cross sold products bearing the symbol as fund-raising efforts. Jeffrey J. Leebaw, a
spokesman for Johnson & Johnson, said the company had no objection to that.

But in 2004, the American Red Cross began licensing the symbol to commercial partners selling products at retail
establishments. According to the lawsuit, those products include humidifiers, medical examination gloves, nail clippers,
combs and toothbrushes.

“What we’re talking about here is their deviation from a longstanding partnership and collaboration around the use of this
trademark and their push to commercialize this trademark in the for-profit arena,” Mr. Leebaw said. “We deeply regret that it
has become necessary to file this complaint. The company has the highest regard for the American Red Cross and its
mission.”

Mr. Leebaw added that the company had contributed more than $5 million to the American Red Cross in the last three years.

John T. Crisan, general counsel for Johnson & Johnson’s consumer products division, said in an interview last night that the
company had met with the American Red Cross to try to resolve the dispute.
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Mr. Crisan said it was not clear how far the American Red Cross wanted to go in licensing the symbol for commercial
purposes, noting that the red cross was a trademark of Johnson & Johnson before the American Red Cross was officially
chartered. Mr. Crisan said that some of the items being sold under licensing agreements by the American Red Cross seemed
to compete directly with products sold by J.& J.

Mr. Everson said that the items the American Red Cross was licensing for retail sale include emergency preparedness kits
and grooming kits. The nonprofit organizations get part of the revenue from sales of those products, amounting to what he
estimated was less than $10 million a year.

“It’s consistent with our mission,” he said. “People will buy disaster kits, sometimes on an impulse basis. That American Red
Cross image on there gives them the confidence that there are the right things in the kit. We think they’re all done with that
preparedness theme.”

The lawsuit filed yesterday says that Johnson & Johnson has used the red cross symbol since 1887 on a wide range of
products, including wound care products and first-aid kits, which include gloves, wipes, bandages and cream.

The company entered into an agreement with the American Red Cross in 1895. The agreement acknowledged Johnson &
Johnson’s exclusive right to the red cross as a “trademark for chemical, surgical and pharmaceutical goods of every
description,” according to the lawsuit

The lawsuit says that the American Red Cross has the right under a Congressional charter awarded in 1900 to use the red
cross design in connection with its efforts to provide voluntary relief. “Carrying out a commercial enterprise or business is
not and never has been one of the purposes of the American Red Cross,” the lawsuit said.

The American Red Cross licensees include Learning Curve, which sells first-aid kits at Target and other retailers; Water-Jel
Technologies, which places the cross on a hand sanitizer product; and Magla, which uses the cross on medical examination
gloves, according to the lawsuit, which named several licensees as defendants.

Johnson & Johnson, based in New Brunswick, N.J., asked in the lawsuit that all the goods be destroyed and that all profits
from the goods, along with costs and punitive damages, be awarded to Johnson & Johnson.

“The Red Cross products that J.& J. wants to take away from consumers and have destroyed are those that help Americans
get prepared for life’s emergencies,” Mr. Everson said. “I hope that the courts and Congress will not allow Johnson &
Johnson to bully the American Red Cross.”

–http://www.nytimes.com/2007/08/09/business/09cross.html?partner=rssnyt&emc=rss

--
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Sustainability Works
Think green as in nature, green as in sales

By KATE BERTRAND,
CONTRIBUTING EDITOR

Chris Hacker’s vision is at once simple and complex; it’s the fusion of great design and sustainability in design. Hacker
joined Johnson & Johnson Consumer Companies last fall as senior vice president of global design and design strategy to
bring that vision to bear on all design aspects of the company’s consumer brands.
“I have a strong passion around making sure designers work from a sustainable, environmental point of view. That colors
everything I do,” he says. “I intend to emphasize great design but also incorporate the sustainability component.”

He says his influence will be felt in the brand identity and packaging design of heritage brands such as Johnson’s Baby and
Band-Aid adhesive bandages as well as leading skin care brands such as Aveeno, Clean & Clear and Neutrogena.

In his previous position as the head of marketing and design at Aveda, Hacker reinforced his commitment to environmentally
friendly, sustainable design.

His work there serves to demonstrate that business success and sustainable design can support each other, a fact that is often
overlooked: “Environmental sustainability and economic sustainability are not mutually exclusive,” he says.
In fact, Hacker’s design initiatives at Aveda, which influenced the look and feel of the company’s packaging, visual
merchandising, advertising and other brand identity components, nearly tripled sales of Aveda products and lifted the beauty
brand from a niche effort to a substantial player in the beauty care category.

Hacker considers his work at Aveda his greatest success to date, from both a business and an environmental perspective.
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“We went from using 15 percent post-consumer recycled material in our packaging to using an average of around 80 percent.
It was a chance to not only get the design and branding correct but also to make the packaging sustainable, which fit the
company’s mission.”

Thanks to the efforts of Hacker and his team, Aveda won the 2004 Smithsonian Cooper-Hewitt National Design Award for
corporate achievement, which recognizes companies that use design as a strategic business tool.
At Johnson & Johnson, Hacker’s first order of business has been to create an infrastructure for an internal design
organization—a first for the company. Previously, all design and branding work had been outsourced.
He currently is managing the creation of a design studio in New York City, whose focus will be brand identity design for the
full range of marketing applications, including packaging. The company also has a design center in California, under the
Neutrogena name.

Looking to the larger marketplace, Hacker cites Apple for excellence in package design: “Apple’s packaging is spectacularly
beautiful. It’s so simple and direct, connoting the emotional power of the Apple brand.” He also gives a nod to a start-up,
Method (a fellow 2006 Brand Innovator, page 22), for its innovative packaging design.

Reflecting on how his career and vision have evolved since his early training as an industrial designer, Hacker recognizes the
importance of working as a product designer at J.C. Penney in the early 1970s during a corporate rebranding effort.

During that time, he worked with Cooper Woodring, a designer Hacker describes as uniquely skilled in changing corporate
design culture.

Hacker also regards Leonard Lauder, The Estée Lauder Companies’ chairman of the board, as a strong influence. It was at
Estée Lauder that Hacker first delved into package design.

“During my early years in design at Estée, Leonard Lauder was very present with the process,” he says. “He brought a
holistic understanding of what the brand was, and what the brand wasn’t, to the table.”

 Even earlier, Hacker says, his father and grandfather had a strong influence on his design education. Both were successful
graphic designers. In fact, his grandfather was a pioneer in commercial design, creating progressive packaging, labels, logos
and more in the 1920s and ‘30s.

Today, it is Hacker who is taking excellent design to the next level. “My desire is to see designers take on their powerful role
as the arbiters of what needs to be made by thinking about design from an environmental standpoint,” he says. BP

Name: Chris Hacker

Age: 55

Title: Senior vice president of global design and design strategy, Johnson & Johnson Consumer Companies

Years in current job: Since October 2005

Where or when do your best ideas come to you?  “In my view, inspiration comes from everywhere. It’s unrelated to ‘where’

or ‘when.’ It’s more about ‘what.’ And being able to see that it is important.”

What do you consider the ultimate branded package? “The iPod packaging.”

–http://www.brandpackaging.com/content.php?s=BP/2006/05&p=4

---

An e-mail from me to an old friend in NYC about the controversy surrounding the use by Target and
other manufacturers use of a red cross as a symbol for first aid:

>dear harry,
>
>hope to see you this thursday, information below.  but also, i teach
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>history of graphic design and had used the court debate about the
>red cross symbol in that class last semester and thought it could be
>realy interesting to get more information about the whole issue
>ESPECIALLY from one (you and your firm) who has recently worked
>on/with the mark (red cross.)
>
>i am attaching the "loop" i made for this coming fall's class and
>wondered if you might have more to add to the conversation.  early
>developmental work, sketches, communiques (even though i am sure
>these are not for public comsumption but this IS academia) would be great.
>
>hope to see you thursday, an invite will arrive tomorrow via fedex.

>best regards,
>
>nancy sharon collins
>nancy sharon collins, stationer-collins print & imaging LLC
>education director aiga new orleans
>visiting assistant professor of graphic design
>loyola university new orleans
>917 392 1417
>www.nancysharoncollinsstationer.com
>

From:  Harry Allen <harry@harryallendesign.com>   [Add to Address Book]
To: nancy sharon collins <nscstationer@earthlink.net>
Subject: Re: Thursday's Opening Reception & Johnson & Johnson article
Date: Apr 21, 2008 8:53 AM

Nancy,

The 24th is the night of 1000 openings and I have committed, if my
plane gets in on time from Buffalo, to go to an auction up at the NY
Botanical Gardens. I will definitely try to stop by your show during
its run.

Regarding the red cross, it was never an issue. They said to put the
red cross on it somewhere - and I did. It is a great symbol and I was
happy to use it. It is too bad that the world has come to this -
blame the lawyers - but I own a trademark myself and controlling its
usage is a very important part of maintaining the rights to it. I
actually think the J&J action is warranted in this case. If the ARC
wants to give away cases with the symbol that would be a different
story, but they are selling them right next to the ones from J&J. My
opinion as I have said.

One thing you might add to the story however is the red medicine
chest designed by Thomas Sandel for Capellini. I'm not sure, but they
only offer it in orange and blue now - I think something legal
happened there too and that was a design tragedy.

Talk soon,

Harry


