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

a dve rtising campaign for Al l e g ra re p re s e nts an ori g-

inal and re f reshing approach to the pat i e nt - ty pe

c h a l l e n g e. In a we l come depart u re from the tra d i-

tional pat i e nt - i n - yo u r - f a ce appro a c h , it uses a va ri e ty

of diffe re nt vehicles and co m p l e m e nting hats that

c l e a rly say Al l e g ra is for a wide range of seasonal

a l l e rgy pat i e nt s. In addition,the at te nt i o n - g e t t i n g

vehicles and hats cre ate a strong brand ident i ty,

m a king it a standout in this crowd e d, co m pe t i t i ve

m a rke t. An d,the eye - catching design lends sto p-

ping power as we l l .

Bu t, t h at’s not all.The journal ad is a shining

example of a co n ceptual theme successfully play i n g

out throughout an ad — something we don’t ofte n

find as we flip through the pages of medical jour-

n a l s.Wh at we often do see is an ad that more than

l i kely started out co n ceptually stro n g,but wa s

a l te red as it made its way through the cre at i ve and

a p p roval proce s s e s, t h e re by leaving it co n ce p t u a l l y

How many times have you opened a medica l

j o u rnal to be gre e ted by an abundance of ads

d e p i cting pat i e nt ty pes? How many times have

you or a colleague wo rked with a client who has

re q u e s ted that a pat i e nt ty pe (or ty pes in many

cases) be inco rpo rated visually into a pro m o t i o n a l

campaign? Pat i e nts are eve ryw h e re … with their

f a ke ex p re s s i o n s, in their co nt ri ved surro u n d i n g s

(no mat ter how “n at u ra l” the art dire ctor tries to

m a ke them) … the golfer teeing off, the business-

woman wielding her bri e fca s e, the Grandma or

Grandpa with cheru b i c

g ra n d c h i l d ren pe rc h e d

in their laps. Al a s, we’ve

seen them … and seen

them … and seen

t h e m .Cre at i ve l y, we

co ntinue to be chal-

lenged to find inte re s t-

ing and unique ways to

d e p i ct the end user.

The most re ce nt

oing by the ads chosen this month, good creative uses humor
to convey a message, is easy to relate to, and has a strong con-
ceptual theme. Each ad chosen this month fits one of these
conditions. Lowe Azure ’s Tritace ad strikes a note of
familiarity with its humorous take on the ‘Save the
Whale’ theme. Using a familiar slogan about an endan-
g e red species in a comic way helps the ad deliver its
message about cardiovascular disease. Deutsch’s Zytre c
spot deals with the familiar situation of a person

falling in love with someone who owns a pet he is allergic too. The
campaign shows a man and a woman in love and the man’s eff o rts to
maintain his relationship by overcoming his allergies to her cat. Abel-
s o n - Ta y l o r’s Allegra campaign successfully meets the challenge of
re p resenting patient types with strong imagery, while eff e c t i v e l y
conveying some of the pro d u c t ’s strengths. While each of these ads
meets its objective through diff e rent tactics, each has achieved suc-
cess doing so. 

we a k .Th at’s not the case here.The simple, yet highly

i m p a ctful headline,“ Dri ve On,”is bri l l i a nt. In addition

to wo rking with the visuals, the headline also cleve r-

ly re l ates to the nonsedating pro pe rties of the med-

i cation and the fact that with Al l e g ra ,a l l e rgies will

not stop or inte rrupt pat i e nt s’daily act i v i t i e s.This is

one of the most impo rt a nt benefits of an allergy

p rod u ct. In fact,this is suppo rted further as the re a d-

er co ntinues on to learn that in pat i e nts who under-

we nt a dri v i n g - s i m u l ator study,Al l e g ra did not

impair driving ability.O n ce again, c l eve r.The co n-

cept smoothly ties into data fe at u red in the ad.

Hats off to Abe l s o n - Taylor and the cre at i ve

team re s ponsible for this ca m p a i g n .

Linda Do n n e l ly Mustic, a co pyw ri ter at Ad a i r- Gre e n e

He a l t h ca re Co m m u n i cations in At l a n t a ,a p p re c i a te s

the original approach Abe l s o n - Taylor takes to 

identify patient ty pe s.

Bra n d : Al l e g ra

Cl i e nt : Ave nt i s

De b u te d : Fe b ru a ry 2002

Ag e n cy: Abe l s o n - Taylor Inc.

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

As s oc i ate Cre at i ve Di re cto r: Brad Gra e t z

Co pyw ri te r: Paula Le m pe ri s

Al l e g ra

G

Linda Donnelly Mu s t i c

For Art ’s Sak e

Hats off !
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I really got a chuckle out of this ad for Tri t a ce,

which appe a red in the Un i ted Ki n d g o m . It’s a sim-

ple metaphor that co m p l e tely nails the prod u ct

benefit in a re l eva nt, f u n ny, and surp rising way. It’s

difficult to make co m e dy wo rk in the healthca re

cate g o ry without being offe n s i ve.To me, this ad

a c h i eves the pe rfe ct balance with its cheeky juxt a-

position of imagery and co py. It co nveys the prod-

u ct benefit of saving endangered lives by gra b b i n g

our at te ntion with a headline normally re s e rved fo r

n ational geog raphic and an image, t h at while

Bra n d : Zy rte c

Cl i e nt :P f i ze r

De b u te d : Ap ril 7, 2 0 0 3

Ag e n cy: Deutsch Inc.

Art Di re cto r: S cott Schindler

Co pyw ri te r: Lisa Ga rro n e

Di re cto r: Gilly Ba rn e s

Prod u ce r: An dy Gra s h e i m

Zy rte c

The ancient Egyptians had a genuine love affair

with cat s. So much so, t h ey actually surre n d e re d

the city of Pelusium to an at t a c king Persian army

rather than harm a multitude of cats sca m pe ri n g

a bout the bat t l e f i e l d.

Cl e a rl y, the cre at i ve folks at Deutsch under-

stand the at t a c h m e nt

be tween human and

feline (pe rh a p s, t h ey

h ave some ancient

Egyptians wo rki n g

t h e re ) .

And the agency

taps into that dy n a m i c

in a ve ry nat u ra l ,

c h a rming way in “Cat,”

the 60-second TV spo t

for Zy rte c. Ba s i ca l l y, the spot is a va ri ation on the

t i m e - te s ted theme of guy with cat dander allergy

meets girl with cat. Love me, l ove my cat, s o

for the three of them to live happily (and

w h e eze - f ree) ever afte r, guy switches to

Zy rtec and bonds with Wh i s ke r s.

Wh at is so delight f u l / e f fe ct i ve about this

s pot is that it gets to the ve ry nub of re l at i o n-

s h i p s :t h ey re q u i re wo rk (and change, a c ce p-

t a n ce, b re a king down re s i s t a n ce, e tc. ) . Bu t

change is a good thing. As in, change yo u r

m e d s, change your life.To see our guy finally

e nte rtaining the impe rturbable cat with wildly

tw i rling string takes co n n e ct i v i ty to new

h e i g ht s.

In the end, i s n’t it the hope of all co m m u n i-

cation to co n n e ct? To be meaningful and pe r-

t i n e nt to an audience? Prod u ct fe at u res are

s we l l , but benefits sell (e. g. ,guy gets allergy

relief and snuggles with girl ) . It’s just smart

a dve rt i s i n g. Ce rt a i n l y, in the case of Zy rte c, i t

g i ves one paws for thought.

For Chet Moss, senior V P, c re a t i ve dire ctor at Eu ro

R S CG Life, a global co m m u n i cations co m p a n y

based in New Yo r k ,a dve rtising is about finding

the right co n n e ct i o n , and wo r king smarte r. Fo r

h i m , the Zy rtec TV spot fills the bill.

Chet Mo s s

Bra n d : Tri t a ce

Cl i e nt : Ave ntis 

De b u te d : Ja n u a ry 2002

Ag e n cy: Lowe Az u re

Cre at i ve Di re cto r: Jon Wat s o n

Art : James Liddell

Co py: Jon Wat s o n

Tri t a ce
h u m o ro u s, d oes not offend as it

m i g ht if paired with a line that had

a less familiar societal meaning.Th i s

is one of those ads that could easily

c ross bo rders — both the health

condition that the prod u ct addre s s-

es and the metaphor used to co n-

vey the prod u ct benefit are unive r-

sal in their understanding.

It’s hard to imagine an ad like

this even making it into marke t

re s e a rch here in the Un i ted St ate s,

which is another reason to applaud

this wo rk .Co n g rat u l ations to the

c re at i ve te a m ,a g e n cy, and especially the client.

For Guy Ma s t ri o n , exe c u t i ve VP and managing

d i re cto r,c re a t i ve,at Palio Co m m u n i ca t i o n s, Sa ra s o t a

Sp ri n g s,N . Y. , Lowe Az u re’s simple metaphor

s u c ce s s f u l ly nails the prod u ct be n e f i t.

A simple metaphor

Guy Ma s t ri o n

Love me, love my cat
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