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h e re are a handful of “classic” pharmaceutical healthcare ads. Ads
that stand the test of time and follow the basic tenets of good

a d v e rtising. Once again, Abelson-Ta y l o r’s ad campaign for Hytrin has
been identified as such a classic. According to Don Mart i n y, the
Hytrin Balloon campaign, which debuted in 1993, is one of the
best pharmaceutical ads that has run within the past 10 years
because the creative team followed the basic rules of eff e c t i v e
a d v e rt i s i n g .

For Karin Miksche, Deutsch’s Zyrtec print and television
ads are another example of effective advertising. The agency cre a t e d
a series of ads that bre a k t h rough the generic allergy advertising sec-
tor by depicting a unique individual with his or her own distinct blend
of allerg i e s .

Bra n d : Hy t ri n

Cl i e nt : Ab bott La bo rato ri e s

De b u te d : 1 9 9 3

Ag e n cy:Abe l s o n - Tay l o r

Art : Stephen Ne a l e

Co py: Jeff Ch o u i n a rd

Hy t ri n

This ad for Hy t rin clearly fo l l owed the ru l e s. Th e

p rod u ct offers relief for symptoms from benign pro-

s t atic hy pe rplasia (BPH), and the headline clearl y

s t ates the pro fe s s i o n a l’s key clinical goal,“ Release the

Grip of BPH.” The graphic is a bloated red balloo n

almost bursting with wate r. A clamp in the fo rm of a

clothespin is re m ove d,kindly releasing the water — a

d e ftly clever metaphor for the pat i e nt’s bladder. No t

only does the graphic demonstrate the effe ct i ve n e s s

of Hy t rin in a memorable way,but I can hardly look at

it without utte ring a quiet sigh of re l i e f.

Co n g rat u l ations to the client and the cre at i ve

te a m .This is an ad to be proud of.

For Donald Ma rt i n y, senior V P, c re a t i ve dire cto r, Do r -

land Global Health Co m m u n i ca t i o n s, this ad for Hy t ri n

passes the cri t i cal cri te ria test for great cre a t i ve.
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He re are the ru l e s

(in case you fo rg o t ) :

1 . Be on strate gy. The co n cept must be strate g i ca l-

ly sound with laser-precision accura cy.

2 . Use the appro p ri ate to n e. To cre ate the closest

bond possible with your target audience the

tone must be appro p ri ate for them. Use ve rn a c-

ular and imagery that is meaningful to them.

3 . Ma ke it clear. Your audience should get the key

message quickl y, without a lot of effo rt.

4 . Ma ke it appe a l i n g.

5 . Tell the tru t h . Ma ke it be l i eva b l e.

6 . Di f fe re nt i ate. If the co m pe t i t i o n’s ads are all zigs,

use zags. And keep it fre s h .

7 . Does it have legs? It should.

8 . Ma ke it sensual and/or visce ra l . Rather than

m e rely describing your message, o f fer yo u r

a u d i e n ce an ex pe ri e n ce. Al l ow them the oppo r-

t u n i ty to fe e l .

How often have you heard someone say, “l e t’s

b reak the ru l e s” in hopes of achieving edgier cre at i ve

wo rk? I’m going to take this oppo rt u n i ty to champion

Don Ma rt i ny

uttering a quiet sigh of re l i e f .

For Art ’s Sak e
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What could be

potentially more

generic than an

allergy advertise-

m e nt? Fields of fe ro-

ciously allergenic

f l owers tamed with

the help of a little pill

— woman in float-

ing dress optional.

Not long ago, E-

Trade’s agency

s poo fed the genre

with its wonderful

“ Noze l l a” s po t. (A real “m u s t - s e e.” )

In re f reshing co nt rast is Zy rte c’s wo n d e rf u l

“a l l e rgy po rt ra i t” ca m p a i g n . Each ad fe at u res a

unique individual with his or her own distinct

blend of allerg i e s :“ I ’m a po l l e n , dust mite, d a n-

d e r.” The ads are charming in their simplicity

and humanity.And they dri ve home the prod-

u ct benefit so easily — lots of allerg i e s. Ju s t

one Zy rte c. We l l , lots of agencies. Just one

De u t s c h .

For Ka rin Mi k s c h e,senior VP and senior assoc i a te

creative director at Grey Healthcare Group,

De u t s c h’s Zy rtec ads break through generi c

a l l e rgy adve rt i s i n g.

Bra n d :Zy rtec (pri nt ads)

Cl i e nt : P f i zer Inc.

De b u te d : Fe b ru a ry 2002

Ag e n cy: Deutsch Inc.

Art Di re cto r: S cott Schindler

Co pyw ri te r: Lisa Ga rro n e

Ph o tog ra p h e r: Lizzie Himmel

Bra n d : Zy rtec (TV ad)

Cl i e nt :P f i zer Inc.

De b u te d : Fe b ru a ry 2002

Ag e n cy: Deutsch Inc.

Art Di re cto r: S cott Schindler

Co pyw ri te r:Lisa Ga rro n e

Ph o tog ra p h e r:Lizzie Himmel

Zy rte c

Personal Pre s c r i p t i o n

C R E AT I V E re v i e w

Ka rin Mi k s c h e
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