
Me m o ra b l e.How could you flip through the

pages of a journal and not stop at this ad? The co py

is dire ct and succinct.A quick hit with a subhead

and then two bullets.This is a no-fluff ty pe of ad that

re f l e cts a client who’s smart enough to kn ow it’s

wise to go in with one clear message,s t ate it, t h e n

close with the log o.

Si m p l i c i ty is the best way to sell a prod u ct. It

fo rces us to find out what is 

s i n g u l a rly unique about a

b ra n d.How often has an 

a g e n cy been pre s e nted with

the challenge of nothing new

to say about an older brand? In

these instance s, i t’s best to take

a dva ntage of the familiar and

use it to boil the message dow n
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Ag g ra s t at

to a single-minded co m m u n i cat i o n .Use the

h i s to ry of the prod u ct as the backbone fo r

w h at doe s n’t have to be said.While Ag g ra s t at

is not a new prod u ct, the cre at i ve team for this

b rand has given it a fresh loo k .

Visually this ad is as easy to understand as

the co py it suppo rt s.With a ve ry simple line

d raw i n g, you kn ow that Ag g ra s t at is an

infusion ty pe prod u ct ; it wo rks to help the

h e a rt ;and then it gets pat i e nts out and abo u t.

The expanse of red is a bold and ownable art

e l e m e nt. If used co n s i s te nt l y,Ag g ra s t at co u l d

come to equate to the color re d. See re d,t h i n k

Ag g ra s t at.

And with FDA re q u i re m e nts that tell us to make

the fair balance as large as the text, this ad has 

managed to place the co py in a discreet manner. It

i s n’t hidden,but it is

designed to be a

p a rt of the ad — not

an appendage or

a fte rt h o u g ht.

We’re all 

i n u n d ated with 

consumer adve rt i s-

ing — both pri nt

and te l ev i s i o n . I be l i eve influence is what makes this

ad so stro n g. It has taken on sensibilities from the

consumer wo rld (and seems to ackn owledge 

t h at physicians are also consumers) and is

p re s e nted as an ad that wa nts to be re a d.Th e re 

a re no flying orbs in space,no MOA ,or tri te pat i e nt

i m a g e s. I like that !

Si m p l i c i ty is the best way to sell a prod u ct, s ays Je f f

Tu r n e r, Senior V P, Cre a t i ve Di re cto r, at Ca r bo n ,

Co m m o n He a l t h’s Way n e, N.J.-based pro fe s s i o n a l

a dve rtising and promotion unit that serves the

m a r keting needs of high-science bra n d s.

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

ach month, this department pays homage to memorable advert i s-
ing and marketing campaigns. The highlighted executions have
been identified by leading creative executives for their notewort h y
use of copy, art, photography, whimsy, uniqueness, etc. — in com-
bination or as single branding elements. Creating good pharm a-
ceutical advertising and marketing re q u i res agencies to think out of
the box and clients who dare to be diff e rent. PharmaVOICE is
pleased to give these vanguards their due re c o g n i t i o n .E

For Art ’s Sak e

Jeff Tu rn e r

See red, Think Aggrastat.
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C R E AT I V E re v i e w

Wri te about an “Ad I wish I would have done.”

Truth is, I was hard - p ressed to find one … no 

kidding! I we nt to our libra ry and spe nt more than

an hour paging through curre nt pe ri od i cals from a

wide range of spe c i a l t i e s.After spreading them all

out over the co n fe re n ce table,t h e re we re a few that

ca u g ht my inte rest and flirted with co n ce p t u a l l y

i nte resting ideas,but soon I sat back in stunned

s i l e n ce at the array of uninspired campaigns that

s u rrounded me.

Is there someone selling a softwa re prog ram to

p h a rm a ce u t i cal agencies that cre ates “a ct i ve,h a p py

p at i e nts in a slice - o f - l i fe setting, who are be t ter off

for having taken our dru g”ad ca m p a i g n s ?

Is it possible that cre at i ves in agencies handling

b rands big and small can think of no more 

co m pe l l i n g, i m p a ct f u l ,or memorable way to bra n d

a prod u ct and suppo rt clinical data than by float i n g

body parts against a glowing hori zon or light n i n g

bolts to suggest power or

s pe e d bo ats to tell us a drug is

f a s t - a ct i n g ?

Is it possible that client s

h ave so limited the 

o p po rt u n i ty for cre at i ve

ex p l o ration by imposing 

co rpo rate cre at i ve biases that

smother our industry’s 

willingness to prod u ce 

challenging wo rk ?

Are we be coming co nte nt

in the belief that ad testing that selects the best of a

l i m i ted range of medioc re exe c u t i o n s,but give s

eve ryone the cover of data to justify sophomori c

co n ceptual wo rk or po l i t i cally and re g u l ato rily safe

p romotion is enough to sleep well at night ?

Hey, I apo l og i ze for the ra nt,be cause there are

g ood ads out there.An d,I ’m far from pe rfe ct,but if

we don’t co l l e ct i vely wa ke up

and do something to ensure

t h at the discove ry I made on

the way to writing this art i c l e

be comes the ra ri ty instead of

the norm ,we are all in tro u b l e.

The next ad you see will be a

two-page spread of pre s c ribing 

i n fo rm ation with the headline,

“Try it if you like,it co u l d n’t

h u rt.”

Worst of all, Ph a rm a VO I C E ’s

n ext request for co m m e nt a ry

will be,“Tell us how long it’s been since you saw an

ad you wish you had done.”

Jay Do n i g e r, V P, Cre a t i ve Di re cto r, Do n a h oe 

Pu rohit Miller Inc. , Ch i ca g o, issues a wa ke-up call to 

a dve rtising agency cre a t i ve exe c u t i ve s.

Jay Do n i g e r

No t h i n g !


