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visual in the series is stri ki n g

and powe rful on its ow n .Bu t

the language is what draws me

i n ,s h ows me the disturbing

wo rld of schizo p h re n i a ,a n d

then enco u rages me that a

solution is at hand.

The wo rds themselves illus-

t rate each sto ry through gri p-

ping ty pog ra p hy that signifies

the erratic nat u re of the dis-

ease and the calm that co m e s

with Ri s pe rd a l . Pro b l e m ,s o l u-

t i o n ,p at i e nt ca s e, ca re g i ve r

p ro f i l e, p hys i c i a n ,and prod u ct as hero — all at

o n ce — and the ads still wo rk .This is not just

g re at adve rt i s i n g ;i t’s powe rful sto ry te l l i n g.

To the cre ators of this campaign and to

their clients I have one last wo rd :a m a z i n g.

Ge r ry McLa u g h l i n ,a

managing part n e r

and cre a t i ve dire cto r

of co py at CDM

Pri n ce to n ,

Pri n ce to n ,N . J . ,

be l i eves that 

Ju n ction 11’s

Ri s pe rdal print 

campaign is a bri l-

liant co n ce p t,rich in

we l l - c ra fted co py.

In this age of quick sound bites and eve r - s h o rt-

ening at te ntion spans, h ow re f reshing to co m e

a c ross dy n a m i c, m e m o rable imagery cre ated in

l a rge part through wo rd s.

Now don’t get me wro n g, a number of spe ct a c-

ular ads have no co py at all. (We l l , not so many in

h e a l t h ca re.) But for all the dire ctness of snappy

two - wo rd headlines and the quaintness of cuddly,

t a rg e t - o rgan chara cte r s, nothing is more sat i s f y i n g

for me than seeing a

b ri l l i a nt co n ce p t, rich in

we l l - c ra fted co py.

With that in mind,

this is just one of the

gems in the series cre at-

ed by Ju n ction 11 fo r

Ja n s s e n - Cilag in the

Un i ted Ki n g d o m .Th e

p rod u ct, Ri s pe rd a l , is fo r

s c h i zo p h re n i a . Ea c h

he ads featured in this month’s department all speak to debil-
itating disease states through powerful copy, imagery, and
design techniques.

Junction 11 Advert i s i n g ’s Risperdal print series pro-
vides striking images with strong copy to give the re a d e r
a glimpse into the world of a schizophrenic. 

iDeutsch also tackles mental illness with its We b s i t e
for Zoloft. By blending an easy-to-use re s o u rce for
patients and physicians with clean design and calming

colors, iDeutsch provides a valuable re s o u rce for visitors.
In addition, Dorritie & Lyons’ classic print campaign for

Feldene begets an instant communication through the elegant
use of hands signing the name of the arthritis product. The visu-
al gives the viewer a glimpse of the relief Feldene patients can
e x p e r i e n c e .

Bra n d : Ri s pe rd a l

Cl i e nt : Ja n s s e n - Ci l a g

De b u t : 1 9 9 7

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

Cre at i ve Di re cto r s : Ri c h a rd Ray m e nt and 

John Ti m n ey

Art Di re cto r: John Ti m n ey

Co pyw ri te r: Ri c h a rd Ray m e nt

Ac co u nt Di re cto r: Bob El to n

Ph o tog ra p h e r: John Fe rra ra

Ri s pe rd a l

T

Ge rry Mc La u g h l i n

Fo r Art ’s Sak e

In a word, brilliant!
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Balancing the grav i ty of mental illness with the

l ev i ty of the We b

e nv i ro n m e nt is no simple

task for a cre at i ve te a m .

Th u s, the calming effe ct

a c h i eved with the

Zo l o ft. com We b s i te is a

we l come approach fo r

p at i e nts and families

dealing with depre s s i o n .

The prod u ct’s mascot is

applied throughout to

define the site’s co nte nt

Bra n d : Fe l d e n e

Cl i e nt : P f i ze r

De b u t : 1 9 8 5

Ag e n cy:Do rritie & Lyo n s

Art Di re cto r: Mi ke Lyo n s

Ph o tog ra p h e r: Al Fra n cevich 

Co py: Bill Brown 

Fe l d e n e

I re m e m ber first seeing this classic seve ral ye a r s

a g o. From a personal pe r s pe ct i ve, I am well awa re

of how debilitating joint pain can be and how 

difficult it is for the victim to

be upbe at and po s i t i ve. A

family member of mine,

who was inflicted with

s eve re art h ri t i s, s e e m e d

a l ways on edge whenever a

flair-up oc c u rre d.To think of

s h a king that pe r s o n’s hand

seemed impo s s i b l e.

I guess the re l eva n ce is

w h at drew me into this 

exe c u t i o n .Ye s,the layout is 

e l e g a nt, the ty pe is bo l d, a n d

the use of space is powe rf u l .

Howeve r, the instant 

co m m u n i cation came from the

hands signing the name of the

b rand re s ponsible for this 

ex u be ra n ce and fre e d o m . It s

p u ri ty remains quite impre s s i ve.

The single-mindedness of

the message should be the key

d ri ver of our wo rk .The soul of

the brand must be 

ev i d e nt in a flash — just as the

soul of Feldene was ev i d e nt in the powe rful hands

g ra p h i c. Re l i e f,f l ex i b i l i ty,and co m fo rt are take - away

reasons to be l i eve that Feldene is wo rking hard.To

m e,the fact that this pat i e nt is co m m u n i cating —

ce l e b rating — a pain-free inte rval speaks vo l u m e s.

Cl a ri ty of message and puri ty of execution are

be n c h m a rks to stri ve for no mat ter what we are

p ro m o t i n g. Th ey are the elements that will stand

We b s i te : Zo l o ft. co m

Cl i e nt : P f i ze r

De b u t : N / A

Ag e n cy: i Deutsch Inc.

Cre at i ve Di re cto r: I n g rid Be rn s te i n

As s oc i ate Cre at i ve Di re ctor (Art ) : Eddie 

Pa k

Co pyw ri te r:Law re n ce Dav i d

Senior Prod u ce r: Jan Th o m p s o n

Prod u ce r: Al ex Mi n kow

Zo l o ft. co m
fe at u res and, when combined with

the clean design aesthetics (i.e. ,

s e d ate colors) and aggre s s i ve

n av i g ational menus, c re ates a

va l u a b l e, easily accessible re s o u rce.

Zo l o ft. com is suppo rted by

simple illustrations that subtly

m a n i fest the bra n d’s ident i ty eve n

while providing educat i o n a l

m ate rials —and pri nte r - f ri e n d l y

co nte nt — for site visito r s. Users are

able to obtain free info rm ation ki t s,

link to mental health org a n i z at i o n s,

and pe ruse personal acco u nts that prov i d e

h o pe to affe cted individuals.

This branded We b s i te, s po n s o red by Pfize r,

a l l ows for passive info rm ation co l l e ction (log

f i l e s, coo ki e s, e tc.) that suppo rts re l ated analytics

while maintaining pri va cy cri te ri a .Ul t i m ate l y, t h e

s i te is an understated co m b i n ation of co nte nt,

i m a g e ry, and co l o r, all making Zo l o ft. com a suc-

cess for marke ters and site visitors alike.

Jose D.So r re t a ,c re a t i ve dire ctor of Mi n d s p a n ,a n

i n te ra ct i ve brand promotion and phys i c i a n - l e a r n i n gJose So rre t a

John Spe t ri n o

the test of time and co ntinue to inspire and to u c h

us on a ve ry personal leve l .

Ac co rding to John Spe t ri n o, exe c u t i ve V P, chief 

c re a t i ve office r,for Thomas Fe rguson As s oc i a te s, a

Co m m o n Health co m p a n y, l oca ted in Pa r s i p p a n y, N . J . ,

single-mindedness of the message should be the key

d ri ver of cre a t i ve wo r k .

co m p a n y,s ays the Zo l o ft We b s i te is an effe ct i ve blend

of aesthetics and bra n d i n g.

easily accessible re s o u rc e .

The soul of the brand.
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