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When cre ating a co m m e rcial for a social anxiety

d ru g,t h e re must be gre at te m p t ation to ove r -

d ra m at i ze the fear suffe rers feel to make the 

resolution seem that much be t te r.The new Pa x i l

CR ad,“ People With Name Ta g s,”avoids this tra p

with honest po rt raits of pat i e nts ove rcoming their 

anxieties with the help of their doctor and Paxil CR.

It’s beautifully shot, i nte l l i g e nt,and long ove rdue in

this cate g o ry.

Each chara cter in the spot is labe l e d, for all to

s e e, by a tag describing his or her sympto m .Th i s

s i m p l e

m n e m o n i c

s h ows a deep

u n d e r s t a n d-

ing of how

s u f fe rers think

and fe e l .Wh i l e

eve ryone ca n

be fe a rf u l ,

n e rvo u s, o r

s e l f - co n s c i o u s,

people with

s ocial anxiety

f a ce the 
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Paxil CR

d e b i l i t ating stress of having these fe e l i n g s

eve ry day in a public setting. For those with

the co u rage to seek help and ask abo u t

Paxil CR, the rewa rd is gre at.Th ey get their

“n a m e”— hence, their life — back.

The pe rfo rm a n ces are touching and

be l i evable and the dire ction honest and

re a l .The viewer has a full understanding

of this spot and the benefits of Paxil CR

even if the sound on the TV is turned off.

The mechanism-of-action and 

a d e q u ate provision co py are wove n

n i cely into the sto ry,m a i ntaining the

p a ce rather then bre a king up the spo t.

This co m m e rcial is re m a rkable in its

i n s i g hts into the human psyche be ca u s e

it shows tremendous ca ring and sensitivity

towa rd its audience. It helps people with

s ocial anxiety in two ways :s u f fe rers ca n

easily identify whether Paxil CR is ri g ht fo r

them and nonsuffe rers will get a be t te r

understanding of what it’s like to live with

this disord e r,helping to re d u ce the stigma

attached to social anxiety.Not an easy task

to accomplish in 60 seconds but Mc Ca n n

did it and did it we l l .

This 60-second TV spot for Paxil CR

b a l a n ces ca ring and sensitivity with

i n te l l i g e n ce, a c co rding to Brian Merce r,

Exe c u t i ve V P, Co - Chief Cre a t i ve Of f i ce r, at 

The Quantum Gro u p, a Co m m o n He a l t h

company based in Pa r s i p p a n y, N . J .

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
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