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except his LDL choleste ro l . And yo u’ve learn e d

something impo rt a nt — you can look and feel as

fit as an Olympic swimmer and still have a seri o u s

health pro b l e m . So if you don’t kn ow yo u r

n u m be r s, s e e

your doctor and

find out.

At Hall Me d i a ,

we focus on

p at i e nt educa-

t i o n , and the

L i p i tor ca m p a i g n

is pat i e nt

e d u cation at its

be s t. It’s real …

re l eva nt … mem-

o rable … and

a ct i o n a b l e. It’s

also a gre at way

to diffe re nt i ate Lipitor from the co m pe t i t i o n .

I don’t ex pe ct that the critics of

p h a rm a ce u t i cal marketing are going to be

s wayed by the

F D A’s latest sur-

vey, which co n-

f i rmed that DTC

d oe s, in fact,

help incre a s e

p at i e nt awa re-

n e s s.

But this is

ce rtainly one

It’s sexy and ca p t i vat i n g. Muscular guy disro be s

at poo l s i d e. Lounging women exchange “Ch e c k -

t h i s - o u t”l oo k s. O K ,yo u’ve got my at te nt i o n ,n ow

w h at’s the pitch? Cruise line? Exe rcise equipment ?

Wine cooler? 

It could be any

of those cliches,

but it’s not. An d

t h at’s what make s

the Lipitor “ Kn ow

Your Nu m be r s”

campaign so

unique and

co m pe l l i n g. It

d oe s n’t scre a m ,

“p re s c ription dru g

a d.” But by the

time this guy hits

the wate r, yo u

kn ow he’s got

g re at stats in

eve ry depart m e nt

arketers use all types of techniques to captivate potential
audiences — from sex to iconography to great visuals and
snappy text. This month’s selection of notable ads are gre a t
examples of each. Pfizer Inc.’s DTC ad for Lipitor, devel-
oped by Merkley Newman Harty Partners, is sexy, re a l ,
relevant, memorable, and has actionable visuals. It is also
h u m o rous and captivates the audience’s attention and pro-
vides a patient-education component as well. Not to be
outdone is Abelson-Ta y l o r’s signature iconographic style

for Amgen’s Aranesp. Through the use of bright colors, great text, and
w h i m s y, the agency designed a memorable, energetic, and impactful
launch campaign. The third notable ad this month is an oldy, but a
g o o d y, coming from BSB Hong Kong for the hemorrhoid tre a t m e n t
P reparation H. The campaign is built on a simple strategic message,
d e l i v e red in an appropriate tone, and executed through an original and
ownable concept through dramatic visuals and tight copy.

For Art ’s Sak e

shining example of what a 30-second health

lesson can do.

Ac co rding to Ma u reen Ha l l ,p resident and cre a t i ve

d i re ctor of Ha l l

Media Prod u ct i o n s, a

Ph i l a d e l p h i a - b a s e d

c re a tor of marke t i n g

co m m u n i cations fo r

TV,v i d e o, and inte r -

a ct i ve media, t h e

L i p i tor TV ca m p a i g n

teaches an

i m po rtant health

lesson in 30 seco n d s.

Bra n d : L i p i to r

Cl i e nt : P f i zer Inc.

De b u te d : De ce m ber 2001

Ag e n cy:Me rkl ey Newman Ha rty 

Pa rt n e r s

Cre at i ve Di re cto r,Co py: Jo n athan Is a a c s

Cre at i ve Di re cto r, Art : Mat t h ew Jo h n s to n e

Exe c u t i ve Cre at i ve Di re cto r: Ra n dy Sa i t t a

L i p i to r

Ma u reen Ha l l

Sexy and captivating

M
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When I think of Abe l s o n - Tay l o r, I think of a house

of icons — branded little gems that are meaningf u l ,

m e m o ra b l e, and highly marke t a b l e.While we ca n

d e b ate whether ico n o-

g raphic approaches to a

co n cept are appro p ri ate

for eve ry brand or not,

no one can argue that

when an icon wo rk s, i t

wo rks bri l l i a nt l y, as seen

in this whimsical ad fo r

Ara n e s p, which made its

debut in 2002.

From the moment I

Bra n d : Pre p a ration H

Ag e n cy: BSB Hong Ko n g

Art dire cto r s : Phil Ma rc h i n g ton and 

An dy Ta m

Co pyw ri te r s : Steve El rick and To ny Ye u n g

Ph o tog ra p h e r:Kevin Orp h i n

Pre p a ration H

Camille De Sa nt i s

The first job of any ad campaign is to get at te n-

t i o n .This one ce rtainly got mine. And held it. I first

s aw this wo rk seve ral years ago and have n’t be e n

able to end the oc ca s i o n a l

n i g ht m a res since. ( By

cat h a r s i s, I ’m hoping now

to pass the night m a res on

to yo u. )

It’s easy to get at te nt i o n

t h rough grat u i tous shoc k .

But this wo rk is arresting in

a re l eva nt way. Act u a l l y

t h ree re l eva nt ways.

Fi r s t, the wo rk is built off

a dece p t i vely simple strate g i c

m e s s a g e :d ra m at i ze the 

d i s co m fo rt of hemorrh o i d s, and 

p re s e nt the unfo rt u n ate 

a i l m e nt in a way that make s

you feel it.Ye e ow.This can be a

ve ry effe ct i ve strate gy for a 

cate g o ry leader like Pre p a rat i o n

H .But don’t try this if yo u r

b rand is No. 2 .

Next, the message was deliv-

e red in an appro p ri ate tone fo r

the subject at hand. I ’d imagine

t h e re is nothing pleasant about hemorrh o i d s. An d

these not-so-pleasant images ca p t u re the mood.

And finally, the po i nt was made through ori g i n a l

and ownable co n cept and execution with dra m at i c,

s u rp rising visuals. It is immediately re cog n i z a b l e,

and yet never seen be fo re in this way. For many, t h e

p ra ct i ce of global branding has come to mean

global exe c u t i o n .Few campaigns can ove rco m e

the language and cultural barriers to make it wo rk .

This one might be among the exce p t i o n s.

Ma rc Sa p p

Bra n d : Ara n e s p

Cl i e nt : Am g e n

De b u te d :2 0 0 2

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

Cre at i ve Di re cto r s : Stephen Ne a l e,

Ba rry Lev i n e

Art Di re cto r: Debbie Lim

Co pyw ri te r: Bill Boyd

Prod u ct Ma n a g e r: Sh e rry Da n e s e

Ara n e s p s aw the co m i n g - s oon ad — a

huge swash of ye l l ow with a

ca rtoonish re d - b l ood ce l l

i con zooming across the

page — I kn ew this ca m-

paign was going to be a win-

n e r.The ad had energy, it had

p i z z a z z , and it made me wa nt

to see what was coming next.

The Aranesp launch ad co nveyed in a

ve ry simplistic way the USP of the brand —

t h at each injection stimulated re d - b l ood

cell prod u ction longer than the co m pe t i-

t i o n .O n ce the simple line drawing of the

car with re d - b l ood cells for wheels and the

v i b ra nt ye l l ow branding color gra b bed my

at te nt i o n , the crispness of the headline “Get more

mileage from eve ry dose”did for me what eve ry

g re at headline should do — which is to take a co m-

p l ex scientific fact, simplify it, and use wo rds fro m

eve ryd ay speak to make your po i nt.The re s u l t :a n

e n e rg e t i c, i m p a ctful launch ca m p a i g n .

And just how much impact did this ad have? At

A S CO 2002, d roves of onco l ogists — and this cre-

at i ve dire ctor — stood in line to answer multiple-

c h o i ce questions about Aranesp for more than 30

m i n u tes just to reach the Amgen booth and get our

ve ry own ye l l ow branded to te bag that had — yo u

guessed it — wheels.Simply bri l l i a nt.Co n g rat u l a-

tions to the client and the cre at i ve te a m .This is

s u rely an ad — and a campaign — to be proud of.

For Camille De Sa n t i s,V P, c re a t i ve dire cto r,Ac ce l

He a l t h ca re Co m m u n i ca t i o n s, a New Yo r k - b a s e d

h e a l t h ca re agency,this ad for Aranesp is a re m a r k -

able example of the power of ico n og raphic bra n d i n g.

It has pizzazz

I could blab on about why I like this wo rk .Bu t

I ’ve alre a dy used up 211 wo rds discussing a ca m-

paign that makes its po i nt with only two. And I’m

not sure those two wo rds we re even nece s s a ry.

For Ma rc Sa p p, g roup cre a t i ve dire ctor at Ge r b i g,

Sn e l l / We i s h e i m e r,an adve rtising agency of inCh o rd

Co m m u n i ca t i o n s, Co l u m b u s,Oh i o, the first job of any

ad campaign is to get atte n t i o n , and for him, this ad

for Pre p a ration H met that goal.

Ye e o w !
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