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This ad is a sto p per — but not in the co nve n-

tional sense.The unflinching in-yo u r - f a ce attitude of

the co py grabs the re a d e r’s at te ntion and ca p t i vate s

him to read the ent i re page.This effe ct is succe s s f u l

be cause the info rm ation is new, i nte re s t i n g, a n d

s u c c i n ct. Ra re l y,d oes an ad accomplish so much in

so few wo rd s. In less than 10 seco n d s,the co py pro-

vides the emotional,c l i n i ca l , and pra ct i cal “so what”

of Si m u l e ct to help change the re a d e r’s immuno-

s u p p re s s i ve thera py mindset. In addi-

t i o n ,the concise body co py prov i d e s

the co nvincing proof steps to cat a-

pult the physician from awa reness to

a ct i o n . All this is accomplished in text

t h at’s shorter than tod ay’s ty p i ca l

p rod u ct positioning state m e nt.

Wh at I really like about this ad is

the way it delivers the call to act i o n

h a p py its-ove r - w i t h - b u t -

I ’m-still-a little-sca red loo k .

Only later do you notice

the po s t - s u rg i cal scar and

yo u’re glad that the art

d i re ctor didn’t destroy the

c re d i b i l i ty of the photo-

g raph by making it too

p ro m i n e nt.

Th e re’s something else

t h at really sets this ad apart

— no fingerp ri nt s.Mi s s i n g

a re the telltale signs of cre-

at i v i ty by co m m i t te e, re g u-

l ato ry’s wate re d - d ow n

c l a i m s, p rod u ct manage-

m e nt’s fe at u re and be n e f i t

l a u n d ry list,and cre at i ve

d i re ct i o n’s larger than life gra p h i c. I n s tead there is a

mindset alte ring exe c u t i o n .

While loo king through dozens of journals I didn’t

think I would find an ad wo rth writing abo u t. I

t h o u g ht I might have to wri te about a classic ad or

i nte rn ational pro m o t i o n .This ad sto p ped me.Co n-

g rat u l ations to the agency for doing their homewo rk

and understanding the market and co n g rat u l at i o n s

to Nova rtis for having the guts to run a gre at ad.

Kevin Do l a n ,senior V P, c re a t i ve dire cto r,Goble &

As s oc i a te s, Ch i ca g o, a full-serv i ce, h e a l t h ca re

a dve rtising agency, co n g ra t u l a tes the agency and

the client for pushing the enve l o pe.

Bra n d : Si m u l e ct

Cl i e nt : Nova rtis Tra n s p l a nt ation and

I m u n o l ogy

De b u te d : Se p te m ber 2000

Ag e n cy: I nte rlink He a l t h ca re

Co m m u n i cat i o n s, an Inte g rated Gro u p

Co m p a ny

Art : Jon Ma l e

Co py: David Ve rd o n

Ph o tog ra p hy: Chuck Ku h n

Cre at i ve Di re ct i o n : Ben Ingersoll/

Jon Ma l e

Si m u l e ct — it shouts it.Pre t ty amaz-

ing when most agencies

and marketing teams shy

away from this approach fo r

fear of insulting the phys i-

cian by implying “bad doc-

to r.”This cre at i ve approach is

something you wo u l d

ex pe ct to see in co n s u m e r

a dve rt i s i n g. It cre ates an

exciting brand pe r s o n a l i ty

t h at simultaneously

a d d resses seve ral buying-

decision hot-butto n s :e g o

g rat i f i cation (this drug co u l d

i m p rove my success rate ) ,

a l l ev i ate pat i e nt suffe ri n g

(the pat i e nt has be e n

t h rough hell, l e t’s make sure it’s not for nothing), a n d

s i m p l i c i ty (only two doses, I can do that ) .

The subtly of the design is what makes this ad so

e f fe ct i ve.The softer sepia photog ra p hy of a re a l i s t i c

p at i e nt helps balance the aggre s s i ve co py and

a c kn owledges the co m p l exities of

the phys i c i a n’s and pat i e nt’s

wo rl d s. By avoiding the “h a p py

p at i e nt”shot that is so preva l e nt is

tod ay’s pro m o t i o n s,the ad co m e s

off as more credible and int ri g u-

i n g.The ex p ression on the boy’s

f a ce ca p t u res the realities of a

t ra n s p l a nt pat i e nt’s life : the I’m -

Kevin Do l a n

This ad is a stopper.

implicity can often be mistaken for lack of creativity.
This month’s three ads belie that notion. Each ad in its
own way is impactful without being bogged down by
an extraneous use of visuals and or hyped-up copy. For
example, what could be more simple than an apple?
Yet, the creative team at Sudler & Hennessey took the
apple, and through a sophisticated branding strategy,
created a long-lasting campaign. Similarly, ad execu-
tives laud the simplicity of the 1950 campaign for

pyribenzamine expectorant. The use of white space, the lack of visu-
al elements — other than the clever use of typography — and sim-
ple text  are good examples of less is more. And, InterLink Health-
c a r e ’s ad for Simulect addresses a complex medical condition using
succinct verbage — including the emotional, clinical, and practical
aspects of the product — calling physicians to action. 
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It’s often the gre atest wo rk that, o n ce

co m p l e te d, l ooks so simple that the genius be h i n d

it is undere s t i m ate d. Ce rtainly this is true in

a dve rt i s i n g, and re p re-

s e nted effe ct i vely by this

timeless ex a m p l e.

If Herb Lubalin tri e d

p re s e nting this ad tod ay,

h e’d likely be aske d :

“Wh e re are all the fancy

co l o r s ? ”“Wh e re are all the

other gre at claims abo u t

the bra n d ? ”“ Wh e re are

the charts and gra p h s ? “

“Why is all that white

s p a ce being wa s te d ? ”

“Wh e re’s the spe c i a l

But it’s just an apple.This campaign we nt fro m

being “just an apple”to the “ Rocephin apple”a long

time ago. I appre c i ate the

c l a ri ty, s i m p l i c i ty, a n d

discipline it took to build

this bra n d.

Ac co rding to Linda

Ci c ca re l l i ,VP and media

d i re ctor at Sudler &

He n n e s s y, New Yo rk , eve ry

a s pe ct of Roce p h i n’s

b randing is surrounded by

t h at apple.

In 1985, when this ca m-

paign launched, f re q u e nt campaign changes we re

common with the changing of agencies, c re at i ve

te a m s, or prod u ct managers.

Tod ay, b randing is a powe rful we a pon to be

used against pri ce erosion and co m pe t i t i ve pari ty,

Bra n d :Roce p h i n

Cl i e nt : Ho f f m a n n - La Roche Inc.

De b u te d : 1 9 8 5

Ag e n cy: Sudler & He n n e s s ey

Art : Arthur Ka u f m a n

Co py: Diane Coo n ey

Roce p h i n

Bra n d : Py ri benzamine Ex pe cto ra nt

Cl i e nt : Pa rke - Dav i s

De b u te d : Ci rca 1950’s

Ag e n cy: Sudler & He n n e s s ey

Cre at i ve Di re cto r: Herb Lu b a l i n

Py ri benzamine Ex pe cto ra nt
i n s e rt paper stoc k ? ”“ Wh e re’s the logo and why

i s n’t it bigger?” “Wh e re’s the smiling pat i e nt ? ”

Tod ay, t h e re are more decision makers (at client

and agency ) ,m o re stock boo k s, m o re MAC spe c i a l

e f fe cts … and less of a chance to have a foc u s e d,

i m p a ctful ad ever make it to pri nt. When an ad is

f l ooded with seas of generic images and oceans of

s u b j e ct i ve cri t i c s, i t’s easy for the most inspirat i o n a l

idea to be wate red dow n .

Ul t i m ate l y, b ri l l i a n ce re q u i res the ability to re s i s t

the desire to take eve ry opinion, use eve ry photo

and gra p h , and to wri te

eve ry co n ce i vable bullet

po i nt. Be cause in the

at tempt to say eve ry-

thing to eve ryo n e,

a dve rtising will

i n evitably say nothing.

Nick Manganiello and

Joe Re n z l e r,exe c u t i ve

c re a t i ve dire ctors at

Medicus NY,a full-serv i ce

h e a l t h ca re adve rt i s i n g

a g e n cy take the stand

and the Rocephin campaign demonstrates that

b rand-building wo rks in the pharm a ce u t i cal busi-

n e s s.

The Rocephin ads have never been bog g e d

d own by exce s s i ve co py. O n ce - a - d ay dosing wa s,

and still is, the main message. St i c king with a

message takes discipline, but most impo rt a nt l y, i t

t a kes results — millions of vials of Rocephin have

been sold and the prod u ct has enjoyed years of

leadership in a market where new co m pe t i to r s

re g u l a rly take a shot at the to p.

It’s not a dancing body org a n , an inte rg a l a ct i c

s p a ce wa rri o r, or a sweet older person bro u g ht

back from the edge of death —  it’s just an apple.

But after over 14 ye a r s, i t’s be come The Roce p h i n

Ap p l e, one of the only long-te rm branding succe s s

s to ries in our business.

Ra n dy Is a a c s o n , senior V P, exe c u t i ve cre a t i ve dire cto r,

Williams La b a d i e,Ch i ca g o,a full-serv i ce healthca re

a dve rtising agency lauds the lasting power of Th e

Rocephin Apple  and its “o n ce - a - d ay” tag for its

b rand-building succe s s.

Ra n dy Is a a c s o n

Just an Apple.

that ads that attempt to say eve rything to eve ryo n e,

u l t i m a te ly say nothing at all.

Exe c u t i ve cre at i ve dire ctors at Medicus NY —

Nick Ma n g a n i e l l o, l e ft ; Joe Re n z l e r, ri g ht


