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co nte nt specific to my

i nte rests (allerg i e s, d i e t,

and exe rc i s e, e tc. ) .To

f u rther pinpo i nt info r-

m ation of value to me, I

co m p l e ted the Pe r s o n a l

Health Sco re ca rd, a n o t h-

er short check-box sur-

vey that helped me iden-

tify personal health

co n ce rns and offe re d

links to appro p ri ate

health management

p rog ra m s. Mayoc l i n i c. com is 

co m p re h e n s i ve, a u t h o ri t at i ve, e a s y - to-use — 

and is a gre at asset to a valuable bra n d.

Co n tent is a key asset of a

b ra n d, a c co rding to 

John Ma u d e r, VP of 

c re a t i ve serv i ces for the

i n te ra ct i ve unit at Ha rte -

Ha n k s, a wo rl dwide dire ct

m a r keting company that

d e l i vers inte g ra te d, e n d - to -

end solutions to leading

p h a r m a ce u t i ca l

co m p a n i e s, as well as

i n d u s t ry leaders in a ra n g e

of ve rt i cal marke t s.

Co nte nt is ki n g, e s pecially if the ent i ty is the

Mayo Cl i n i c, with its re p u t ation (read “b ra n d”) as

one of the co u nt ry’s leading ce nters of healthca re

exce l l e n ce. In pe rfe ct co n s i s te n cy with that estab-

lished bra n d, m ayoc l i n i c. com offers a wealth of

co nte nt pre s e nted in an inte l l i g e nt and inte ra ct i ve

i n fo rm ation stru ct u re that quickly brings re l eva nt

co nte nt to the surf a ce for each unique user. Move

the mouse over the home page's main nav i g at i o n

bar and there is an instant prev i ew window of the

page be l ow, co m p l e te with live links to the co nte nt

within — one click, a n d

I was three levels into

the We b s i te.To pe r s o n-

a l i ze my co nte nt, I re g i s-

te red for My He a l t h

I nte rests by co m p l e t i n g

a simple check-box

re g i s t ration fo rm .Th i s

c re ated a passwo rd -

p ro te cted pe r s o n a l

page po p u l ated with

ich content and bold images are the keys to success for
the creative teams behind this month’s selections.
I n d u s t ry experts have identified two ads and a We b-
site that get straight to the point. Regan Campbell
Wa rd ’s Gynecare ad explains what the drug treats in
one powerful symbol. The ad’s simplicity works well
to communicate the problem ThermaChoice tre a t s
and allows readers to immediately identify whether
this product is for them. Medicus NY has re p a c k-

aged an empowering symbol that is synonymous with bre a s t
c a n c e r. By taking the color pink and applying it to a pair of
c rossed boxing gloves, the group shows the reader that
b reast cancer has met its match. And the creative and We b-
site development team at Mayo Clinic proves that clear,
pointed content in an easy-to-navigate format is just as impor-
tant to a brand as an image. These selections show that less is
much more .

We b s i te :Mayoc l i n i c. co m

Cl i e nt : Mayo Cl i n i c

De b u te d : Octo ber 1996

Ag e n cy: Mayo Clinic (designed in-house)

Ed i tor in Ch i e f: N i cole Spe l h a u g

Si te designer: Matt Wa l te r

Mayoc l i n i c. co m

R
For Art ’s Sak e

John Ma u d e r

Content is king
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Behold the power of pink.This ad made me

s to p.Then it made me smile.Wh at an inve nt i ve way

to harness the color that has be come synony m o u s

with the bat t l e

against breast ca n ce r

to demonstrate how

powe rful and effica-

cious As t ra Ze n e ca’s

Ari m i d ex can be in

the fight to win.Th i s

ad is a true standout

not be cause it doe s

something incre d i b l y

c re at i ve, but simply

Bra n d : Th e rm a Ch o i ce, i nt ra u te rine 

t re at m e nt for mennoraghia (heavy 

m e n s t rual bleeding)

Cl i e nt : Gy n e ca re, the wo m e n’s health 

unit of Et h i co n ,a Johnson & Johnson 

co m p a ny

De b u te d : August 2001

Ag e n cy:Regan Ca m p bell Wa rd

Cre at i ve Di re cto r:Brennan Wa rd

Art Di re cto r: Brian Mc I nto s h

Co pyw ri te r: Dan Ha s s a n

Th e rm a Ch o i ce

This ad tackles a difficult and to u g h - to - t a l k

a bout pro b l e m . Using a simple visual dev i ce (giant

red pe ri od s ) , the ad immediately co n n e cts to the

p roblem and makes a clear po i nt — there is hope

and there is a solution. Most of the consumer 

m e d i cal adve rtising I see tod ay co ntains co n f u s i n g

metaphors and inspirational photos on top of indi-

re ct messaging. I kn ow what this ad is about and

readers kn ows ri g ht away if this prod u ct is fo r

t h e m . It stands

out and gets

n o t i ce d. Us i n g

this appro a c h , I

could win eve ry

p a rty Pi ct i o n a ry

p ri ze. Even the

d rawings that

s h ow the stru g-

g l e, b u rd e n ,a n d

then triumph of

the audience

help draw the

reader in and let the ad tell its sto ry.

And then the cherry on the sundae 

h a p pe n s.The ad wo rks so fast you kn ow there are

only nanoseconds be tween the time the 

consumer reads the ad to calling the 

n u m ber to find out more about Gy n e ca re 

Th e rm a Ch o i ce.

Si m p l i c i ty and dire ctness make this ad memo-

rable and effe ct i ve. Gre at adve rtising does not have

to be ex p l a i n e d.

Rick Ro b i n s o n

Bra n d : Ari m i d ex

Cl i e nt : As t ra Ze n e ca

De b u te d : Ma rch 2003

Ag e n cy: Medicus NY

Cre at i ve Di re cto r: Ellen Go rc zyca

Senior Art Di re cto r:Tom Lyo n

Senior Co pyw ri te r: Pe g gy Fu l to n

Ari m i d ex
be cause it is so

s m a rt … and that

m a kes it incre d i b l y

c re at i ve. One of the

p ri m a ry tests of

whether the wo rk

we do is as stro n g,

i m a g i n at i ve, a n d

co m pelling as it

can be is this: Doe s

it te l e g raph? Doe s

it snare our targ e t

a u d i e n ce in those

p recious few sec-

onds be fo re they

m ove on? 

Be fo re re a d i n g

a single wo rd of this ad, you think Fi g ht Bre a s t

Ca n ce r.You don’t see a pink ri b bon — you don’t

h ave to. By the time your brain moves on to the

co py you are alre a dy conditioned to be l i eve

Ari m i d ex wo rk s.Then the co py hits you ri g ht up

f ro nt with the fact s. It’s a powe rful ad that fo l l ows

t h rough as cleve rly as it start s.Th at’s why I wish we

did this ad.

Ac co rding to Meghan La Bo n g e, exe c u t i ve cre a t i ve

d i re ctor at RTC Relationship Ma r ke t i n g,Wa s h i n g to n ,

D. C . , this ad’s simplicity is what makes it so smart.

The Power of Pink

For Rick Ro b i n s o n , managing partner at Stra te g i c

Do m a i n , New Yo r k , this ad for Th e r m a Ch o i ce

i m m e d i a te ly co n n e cts to the problem and makes 

a clear po i n t.

Meghan La Bo n g e

A simple visual device


