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Ea rly in my ca reer I made a conscious effo rt to learn

f rom the most talente d

people in the adve rt i s i n g

and graphic design indus-

t ry. I can re m e m ber going

t h rough healthca re maga-

z i n e s, religiously pulling out

w h at I thought we re the

best ads and co m p a ri n g

my wo rk to them. One ad

s to p ped me in my tra c k s,

and to this day I have seen

few ads that stand up to it.

The ad was for Fe l d e n e.

For Don Ma rt i n y, c re a t i ve dire ctor at Do rl a n d

Swe e n ey Jo n e s, a full-serv i ce,h e a l t h ca re adve rt i s i n g

a g e n cy based in Ph i l a d e l p h i a , this Feldene ad sets the

s t a n d a rd for total exe c u t i o n .

few ads stand up to this 
Bra n d : Feldene - Sa n d p a per Ad

Cl i e nt : P f i zer Inc.

De b u te d :1 9 8 4

Ag e n cy:Do rri t i e, Lyons and Nicke l

Art : Mi ke Lyo n s

Co py: Bill Brow n

Fe l d e n e
The ad fe at u red a sandpaper knee joint. Mi ke

Lyons and Bill Brown of the Do rri t i e, Lyons and

N i c kel (now Lyons Lavey Nickel Sw i ft) agency we re

the two cre at i ve minds behind this piece of wo rk .

The ad was smart, q u i c k , and flawlessly exe c u te d

ri g ht down to the paper choice. Most ads at the

time po l i tely asked to be notice d ; this one aggre s-

s i vely demanded the re a d e r’s at te nt i o n . It could be

felt visce ra l l y.

As a cre at i ve dire cto r,

I ’ve learned to take

c h a n ce s.This bold ad too k

a chance with its audience

of drug pre s c ri bers fo r

a rt h ritis pat i e nt s.

For me, its bri l l i a n ce

also set the fo u n d ation fo r

a ca reer in adve rt i s i n g

w h e re I re ce ntly landed

the new position of cre-

at i ve dire ctor at Do rl a n d

Swe e n ey Jo n e s.

Don Ma rt i ny

he creative product that starts on the drawing
b o a rd rarely resembles the final product that
appears in the pages of medical trade journ a l s
and consumer magazines. The disconnect often
occurs when pharmaceutical clients, who tend to
be conservative, and creative agency executives,
who tend to be, well not conservative, compro-
mise on concepts. And more often than not, the
c reative product gets lost in the business of sell-

ing billion-dollar drugs. 
For creative directors, finding the right mix of art and

copy can be an agonizing process. But when the two mesh,
the experience is exhilarating, especially when the client
signs off on the concept. 

C reative directors have a greater appreciation for what
separates good creative from great creative. Because business
today moves so fast for an ad to have true stopping power, it
must have powerful elements. This month, Pharm a Voice is
p roviding a forum to showcase outstanding examples of the
c reative process. 

In this issue, three creative directors have identified phar-
maceutical ads that they believe have the right stuff — a
combination of great art, great copy, and great execution.
Each ad is accompanied by a short narrative explaining why
the ad is special.

For example, the Feldane ad showcased below, which was
developed by the New York healthcare agency Dorr i t i e ,
Lyons and Nickel (now Lyons Lavey Nickel Swift), is aggre s-

sive in its approach. The ad demands the re a d e r’s attention in a visceral
w a y.

The Risperdal ad, which debuted in 1997, was developed by the
U.K.-based healthcare agency, Junction 11 Advertising. This ad, which
was considered ground breaking four years ago, still stands the test of
t i m e .

In keeping with our editorial mission, we encourage those of you
involved in the creative process to submit samples of work that you
believe has stopping power. Pharm a Voice welcomes your suggestions and
input. 

T
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Ps ychosis damages more than the mind. It has

the power to destroy families and fri e n d s h i p s. Any

p rod u ct that addresses this tragic disease state

i n evitably must deal with all the re l at i o n s h i p s

s u rrounding the victim — ca re g i ve r s, l oved ones,

n e i g h bo r s.

Wh at I like about this Ri s pe rdal ad is that it

evo kes the tragic re pe rcussions of mental illness in

a powe rf u l ,e m p athetic way, yet without a hint of

p at ro n i z at i o n .

I nte re s t i n g l y, this ca m p a i g n ,c re ated in the Un i t-

ed Ki n g d o m , is substant i vely diffe re nt from ca m-

paigns in other inte rn ational marke t s. A missed

o p po rt u n i ty? Only the global brand manager

kn ows for sure.

Eve ry element of the ad hits ex a ctly the ri g ht

executional note :f rom the pinched feel of the

ragged ty pew ri ter ty pe pasted down agonizingly,

line by croo ked line,a c ro s s

the wrenchingly realistic pho-

tog ra p h , to the eco n o m i ca l l y

w ri t te n , unflinchingly mat te r -

o f - f a ct co py, to the clinica l

c h o i ce offe red to the phys i-

c i a n .The ad all rings te rri b l y,

Benefits for both doctor and pat i e nt are bal-

a n ced in this effe ct i ve, emotional single-page exe-

cution for Pfize r’s Al z h e i m e r’s drug Ari ce p t.The left

headline promises to achieve the pro fe s s i o n a l’s key

c l i n i cal goal — maintaining cog n i t i ve function —

and the ri g ht headline tra n s l ates that state m e nt

i nto a human be n e f i t : the ability of a grandma (pe r-

haps a gre at - g randma) to part i c i p ate meaningf u l l y

in life. And let’s not fo rget the child, who gets to

kn ow and love an elder whose hold on cognition is

s u p po rted by Ari ce p t.

This ad is a powe rful extension of the bra n d’s

John Sco t t

Bra n d : Ari cept – "Bedtime Sto ry" Ad

Cl i e nt : P f i zer and Ei s a i

De b u te d : 2 0 0 0

Ag e n cy: Lyons Lavey Nickel Sw i ft

Art : Ma rk Inaba and Pe ter Je s s e

Co py:Al i ce Ru vane and Todd Ne u h a u s

Ari cept 

Bra n d : Ri s pe rdal 

Cl i e nt : Janssen Ph a rm a ce u t i ca

De b u te d : 1 9 9 7

Ag e n cy: Ju n ction 11 Adve rt i s i n g

Art : John Ti m n ey

Co py:Ri c h a rd Ray m e nt

Ri s pe rd a l

h a rrowingly tru e, managing to ca p t u re the pain

the illness brings both to the pat i e nt and to all

those in his orbit.

The final element, the theme line, signs off the

ad with a touch of iro ny which, out of co ntext

m i g ht seem fri vo l o u s, but here seems to give just

the ri g ht lift of hope :f rom psychotic to coo l , ca l m

and co l l e cte d.

A serious pro m i s e, i n d e e d.

This is an ad that took deeply empat h e t i c, b u t

d ry - eyed co m m i t m e nt to cre ate, and real co u ra g e

to approve. Both agency and client are to be co n-

g rat u l ate d.

John Sco t t, exe c u t i ve VP and chief cre a t i ve officer of

Co r bett He a l t h ca re Gro u p, a Ch i cago-based health -

ca re agency, be l i eves this Ri s pe rdal ad ex a ct ly hits the

right executional note.

launch ca m p a i g n , which promised to help an

e l d e rly co u p l e’s “walk down memory lane last a

little longer.”The sepia tone of the photog ra p hy of

the launch ad is missing here, a change likely made

for good re a s o n .The launch campaign was more

a bout the co u p l e’s co l l e ct i ve memory, and there-

fo re sepia lent a nostalgic, even elegiac tone that

d oe s n’t fit with the child. But re m oving the sepia

tone also took away some of the launch ad’s visual

d i s t i n ct i ve n e s s.The maroon from the ori g i n a l

campaign is still here, along with the tag line,

“Th e ra py to re m e m be r.” Boy, I wish I wro te that.

Brendan Wa rd, c re a t i ve partner at Regan Ca m p be l l

Wa rd,a full-serv i ce, h e a l t h ca re adve rtising agency

based in New Yo r k , was drawn by Ari ce p t’s distinct i ve

co py.

B o y, I wish I wrote that.

I wish I’d done that ad!

Brendan Wa rd


