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Wh at’s black and white and read all over? It’s

this innovat i ve page sto p pe r. Using monoc h ro m e

g raphics and powe rful wo rds this adve rt i s e m e nt

p a i nts a co l o rf u l

s to ry to co m m u-

n i cate what this

p rod u ct’s be n e-

fits really mean

to i n d i v i d u a l

p at i e nts and the

d octo r sw h o

manage them.

Th e re co u l d

be an arg u m e nt

to say this adve r-

t i s e m e nt is

co py-led (and

a fter all as it has

been chosen by a co pyw ri ter so this would not be

a surp ri s e ) . But I be l i eve that it employs visual

Bra n d : Ca m p ral EC

Cl i e nt : Me rck Ph a rm a ce u t i ca l s

De b u te d : Fe b ru a ry 2001

Ag e n cy: Medicus Lo n d o n

Art Di re cto r: Ma rk Ro b i n s o n

Co py: David Ea s to n

Ca m p ra l dynamics as effe ct i vely as any

re po rtage photog raph co u l d. It’s a

raw, a g g re s s i ve approach that ca p-

t u res the essence of being an alco-

hol depe n d e nt and the re a l i ty that

Ca m p ral has on their live s.

This is another reason why this

a dve rt i s e m e nt gets my vo te. Fu l l -

color photog ra p hy can fall into the

t rap of po rt raying alcoholic dri n k s

as glamoro u s ;o bviously the cre at i ve

team just didn’t wa nt to go that

way.The result is that in the glossy

wo rld of the medical journal this ad

is a stark reminder of the re a l i ty of

t re ating the alcohol depe n d e nt.

Call it naive, or street art, or 60s

g raphics this is an adve rt i s e m e nt

t h at grabs your at te ntion and

s h a kes you until yo u’re stirre d.

Sue Bl i t z , head of co py,La n g l a n d,a

f u l l - s e rv i ce healthca re adve rt i s i n g

a g e n cy in the U.K.,s ays the ad’s co py is

as visually dynamic as any photo -

g raph could be — denoting a raw,

a g g re s s i ve approach that ca p t u res the

e s s e n ce of Ca m p ral EC’s benefits to

a l co h o l - d e pendent patients.

Sue Bl i t z

An innovative page stopper.

single, focused message according to healthcare advertis-
ing executives is one of the most effective and challeng-
ing ways to communicate a brand’s attributes. 

Each ad depicted this month breaks through the clut-
ter in an unique way. Medicus London’s execution for
Campral EC is striking in its aggressive use of copy
and typography. Bold and powerful, yet the message
is singular. The ad clearly denotes the stark reality
that alcohol dependent patients face. William Dou-

glas McAdams’ ad for Lo/Ovral, created nearly 20 years ago, with-
stands the test of time. This ad is a prime example of how powerful
a creative execution can be when it is rooted in strong strategy. FCB’s
Chickenpox awareness campaign is another example of an ad that
communicates the message quickly, concisely, and creatively, three
metrics that all agencies aspire to do in their communication efforts.

For Art ’s Sak e
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The setting: 1984 — The cre at i ve team co m e s

in to pitch a new co n ce p t.

Cl i e nt :O K ,w h at’s your big idea? 

Ag e n cy: It’s really about nothing.

Cl i e nt : So, the first thing we’ll see is ...? 

Ag e n cy: No t h i n g.

Cl i e nt : Nothing? 

Ag e n cy:You got it! 

No,t h at wa s n’t the

o riginal pitch for a Se i n-

feld episod e. It was the

Mc Adams cre at i ve te a m’s

p re s e nt ation to Wye t h

on their oral co nt ra ce p-

t i ve, Lo / Ov ra l : a bra n d

with the benefit of an

almost invisible — ”near-

ly spotless re co rd”— of

b re a k t h rough bleeding.

At a time when the

co m petition among OCs

was as heated as tod ay’s statin or COX-2 bat t l e s, a n

a g e n cy and its client dared to shout ve ry quietly.

I would like to have been there as they dis-

cussed the stark naked teaser page that would eat

up a chunk of their media dollars. Su re l y, in an era

in which special effe cts dominated the journ a l s, t h e

team would then bring things to life on the inside

s p re a d. Not a chance. No gra p h i c. No co l o r. An d

b a rely any co py.

Wh at made this ad stick in my mind for almost

18 years had as much to do with the leap of faith the

c l i e nt was willing to take as it did with the cre at i v i ty

Bra n d :Lo / Ov ra l

Cl i e nt : Wyeth La b s

De b u te d : 1 9 8 4

Ag e n cy: William Douglas Mc Ad a m s

Cre at i ve Di re cto r: Tom Hay n e s

Lo / Ov ra l

Bra n d : Ch i c ke n pox Disease Awa re n e s s

Ca m p a i g n

Cl i e nt : Me rck & Co.

De b u te d : 1 9 9 9

Ag e n cy: F C B, New Yo rk

Exe c u t i ve Cre at i ve Di re cto r: Rich Ru s s o

Group Cre at i ve Di re cto r: Ellen Pe rl e s s

Ph o tog ra p h e r: Steve Bro n s te i n

Ch i c ke n pox Awa re n e s s

of the agency te a m . I can only assume that the leve l

of trust be tween the brand and agency teams wa s

te rri f i cally high.

So here’s a salute to an agency and client who,

a fter ca reful strate g i z i n g, took up a lot of space to

put nothing in pri nt and yet said eve rything that

was needed.

Rich No r m a n , chief cre a t i ve office r, Adient (a Co m -

m o n Health co m p a n y ) , a full-serv i ce healthca re adve r -

tising agency loca ted in Way n e,N . J . ,s a l u tes the bra n d

and agency teams for taking a leap of faith.

Rich No rm a n

A quiet shout.

Fre s h ,c l e a n ,c l e a r, co n c i s e,

I get it.

We hold our 

ads to the 

" 5 - s e cond test" 

and appre c i ate 

h ow difficult it is 

to be bri e f.

M o n i ca Noce Ka n a re k ,

exe c u t i ve V P,c re a t i ve, a t

Do n a h oe Pu rohit Mi l l e r,

a full-serv i ce healthca re

a dve rtising agency in

Ch i ca g o, t a kes the stand

that brev i ty is best and

not only for ads that pass

the “ 5 - s e cond te s t.”

Mo n i ca Noce Ka n a re k
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