
Kudos to the cre at i ve team that deve l o ped the

Red Dress logo for the Am e ri can He a rt As s oc i at i o n’s

Go Red For Women ca m p a i g n .Evo king style and

s u b s t a n ce,the whimsical line drawing succinct l y

ca p t u res the spirit of the move m e nt to raise 

awa reness about wo m e n’s risks for heart disease

and the individual health choices they make.

Why is the little Red Dress such a big idea? Fi r s t,

be cause it’s a we l come depart u re from the 

u b i q u i tous loo ped ri b bon that ori g i n ated with AIDS

awa reness and that was subsequently adopted by

co u ntless other ca u s e s. Mo re impo rt a nt l y, the Re d

Dress is much more than a log o ;

i t’s an ownable co n cept 

with legs.

The AHA’s Red Dre s s

m i c ro s i te is a must-visit 

d e s t i n ation for women who

wa nt to learn the facts abo u t

h e a rt disease and for cre at i ve s

who wa nt to see how to bring a 

co n cept to life.Bold co l o r s,a rt
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He a rt Disease Awa re n e s s

d e co - i n s p i red gra p h i c s,and a

h e a l t hy dose of attitude are

g u a ra nteed to enco u ra g e

re pe at visits. O n - s i te offe ri n g s

include Go Red e-ca rd s,

s c reen save r s,wa l l p a pe r s,a n d

an inte ra ct i ve paper doll

( s h a ped like a woman) fo r

which visitors can choose an outfit

and get heart healthy life s tyle tips

based on chosen fashions.

My guess is the Red Dress is a

ca n d i d ate for icon status if it ke e p s

building the momentum it’s

gained in just over a ye a r. In 

addition to the re q u i s i te ce l e b ri ty

e n d o r s e m e nts and co m m u n i ty

m a rat h o n s, the AHA PR machine

has deve l o ped some high-ex po s u re 

p l at fo rm s, including Go Red sto ry lines and

p rod u ct place m e nts on major daytime TV dra m a s.

This ye a r,Go Red Day (Fe b.4th) was ce l e b rate d

coast to coast with re d - i l l u m i n ated landmarks fro m

N i a g a ra Falls to the Se attle Sp a ce Ne e d l e.

Gre at wo rk , team! Keep the Go Red tide co m i n g.

Mark Ko s a k , Exe c u t i ve V P, Chief Cre a t i ve Of f i ce r, o f

X c h a n g e, a Co m m o n Health company based in 

Pa r s i p p a n y, N . J . , be l i eves the Go Red campaign is on

its way to achieving icon status.

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 healthcare
a d v e rtising 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

Ma rk Ko s a k

A welcome depart u re from 

looped ribbon

7 8 M a y  2 0 0 5 P h a r m a V O I C E
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Have you ever judged more than a thousand ads

in a single sitting? It’s no picnic.Last ye a r, I sat on

t h ree diffe re nt global adve rtising juries po u ring ove r

ad after ad after ad.To be honest,

m a ny companies could have

s aved themselves a few bucks by

not ente ri n g.But one agency

made this particular jury membe r

glad that the agency ente red in as

m a ny cate g o ries as the ru l e s

a l l owe d.The Ri s pe rdal ca m p a i g n

i s,q u i te simply,the undispute d

champion of the pri nt wo rl d.

Ri s pe rdal is an ant i p s yc h o t i c

d rug that is used for tre ating 

people who suffer from ext re m e

a n x i e ty and para n o i a .The symptoms can be 

h o rre n d o u s,with suffe rers hearing vo i ces in their

heads and ex pe riencing hallucinat i o n s.

I imagine the agency pre s e nted the original 

co n cepts to its client in a series of simple,powe rf u l ,

line draw i n g s.Both the wo rds and images are 

i n c redibly ex p re s s i ve and show the team tapped into

some exce l l e nt insight-based re s e a rc h .

Headlines such as “An d rew is co nv i n ce d

demons inhabit his chest, h a u nting his eve ry 

wa king moment. In quiet 

d e s pe ration he at tempts to

re m ove them.”And Bryn is

a d a m a nt his Scottish 

d e s ce n d a nts te a s e, t a u nt, a n d

to rt u re him from above.

He claims they send bo i l i n g

“S cottish rain lashing down to

b u rn his ski n .”

These examples illustrate

some te rrific co pyw ri t i n g. ( How

o ften do we see the pro po s i t i o n

cut out of the brief and slappe d

over some obscure image?) The ca m p a i g n’s dark 

p a s tel illustrations bri l l i a ntly co n j u re the night m a ri s h ,

h a l l u c i n at i o n - l i ke images within the pat i e nt’s mind.

Both the agency and client kn ow the value of

powe rful co m m u n i cat i o n .Their industry peers who

co n s i s te ntly vo te for this ad time and again are no

doubt as envious as I am.This is original thinki n g

and not just in the cate g o ry, but in all adve rt i s i n g,be

t h at consumer or pharm a ce u t i ca l .

The value of co m m u n i cation is re a l i zed in this seri e s

of Ri s pe rdal ads, a c co rding to Ross Th o m s o n , Ch i e f

Cre a t i ve Of f i cer at Grey He a l t h ca re Gro u p, New Yo r k .Ross Th o m s o n
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Ri s pe rd a l The undisputed champion

of the print world


