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The Hy t rin Ba l l oon is the "Ad I Wish I'd Do n e,”s ays

Jeff Lipman.The bo rrowed inte rest is a simple and

te l e g raphic approach for BPH. Eve ry detail of the

i m a g e ry, f rom the color and shadow to the high-

l i g ht s, was meticulously thought out.The payo f f

h e a d l i n e, " Free the Fl ow" wo rks in harm o ny with

the imagery of the

clear flow of wate r

d e p i cted in the visual.

The headline leads

the eye to the log o

and tag line, " For Fa s t,

Ef fe ct i ve Re l i e f." Th e

co py likens the dru g

t h e ra py to a solution

as simple as re l e a s i n g

the clothespin seen

on the cover panel.This ad is an example of pro b-

lem/solution minimalism at its be s t, p roving that

less truly is more memora b l e.

For Jeff Lipman,V P, c re a t i ve dire cto r,Ca t a lyst 

Co m m u n i cations Inc. , South Pl a i n f i e l d, N . J . , Abe l s o n -

Tay l o r’s clean,f resh approach inspires agencies and

clients to develop their own Hy t rin Ba l l oo n s.

… an acco m p l i s h m e nt Abe l-

s o n - Taylor is now famous fo r.

As an art dire cto r, this is

the ty pe of adve rtising I stri ve

to emulate. As the cre at i ve

d i re cto r, this is the level of

c re at i v i ty and branding I

e n co u rage my ent i re depart-

m e nt to achieve. I applaud

Abe l s o n - Taylor for its ability

to co n s i s te ntly prod u ce such strate g i c, c re at i ve

ca m p a i g n s.

S cott Wa t s o n ,V P, c re a t i ve dire cto r,To r re La z u r

M c Cann He a l t h ca re Wo rl dw i d e, Pa r s i p p a n y, N . J . ,

e n co u rages his department to achieve the level of

c re a t i v i ty and branding depicted by Abe l s o n - Tay l o r

I n c. s’ Hy t rin balloo n .

Bra n d : Hy t rin - Ba l l oon Ad

Cl i e nt : Ab bott La bo rato ri e s

De b u te d : 1 9 9 3

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

Art :Stephen Ne a l e

Co py: Jeff Ch o u i n a rd

Hy t ri n
Quick. Smart. 
Relevant. 
M e m o r a b l e .
The Hy t rin balloon embodies all of the

classic branding and marketing chara c-

te ristics … and more. I first re m e m be r

h e a ring about this adve rt i s e m e nt in

the halls of To rre La z u r, then Sa l t h o u s e

To rre No rto n . Although that was ye a r s

a g o, I vividly re m e m ber the buzz the ad cre ate d.

I wa s, and still am, i m p ressed by the simplicity

and power of the co n ce p t.The bri g ht red balloo n

with a hand re l i eving the pre s s u re speaks clearly to

the solution, while the headline wo rks to solidify

the message. With this co n ce p t, the cre at i ve te a m

managed to symbo l i ze the disorder and depict the

p at i e nt’s distress in a memora b l e, i co n - l i ke gra p h i c

Jeff Lipman

S cott Wat s o n

reativity in the pharmaceutical industry involves more than
just a pretty picture and some clever words. The develop-
ment of an impactful, and successful, creative campaign
s t a rts with good strategy. This month, Abelson-Ta y l o r’s
Hytrin Balloon campaign was identified by two healthcare
a d v e rtising creative executives as having a good, strong strat-
egy and an equally strong creative eff o rt. At the time of its
debut in 1993, the Hytrin Balloon campaign was considere d
g round breaking. To d a y, the ad still resonates with cre a t i v e

d i rectors as an example of simplicity and power. 
The other two ads featured this month are ads that have withstood the

test of time. The Sudler & Hennessey Bentyl ad and the Medicus Demulen
ad are considered “timeless” in their execution by today’s creative execu-
tives. Both of these ads have something in common: simplicity and clever
e x e c u t i o n .

C
For Art ’s Sak e

of problem/solution minimalism at its best.
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Timelessness …the test of

all gre at ads. And this one sure-

ly passes the te s t. After almost

50 ye a r s, the Be ntyl Spasm ad is

still curre nt, e f fe ct i ve, and deliv-

ers tremendous impact.

The ad is really the epito m e

of less is more.

The metaphor of

the slinky simply

co m m u n i cate s

the benefit of

Be nty l ,and nice l y

b a l a n ced co py

s ays just enough

but not too much.

Herb Lubalin cra fted Don Cl a rk’s

co py so that it be comes art. A bal-

a n ce of white space and the lack of

i nte rfe ring elements allowed Mr.

Lubalin to set the ty pe so large that

it is impossible to miss the message.

The headline leads the eye acro s s

the layout to the co re visual idea and

then ve rt i cally on to the long co py

and the dosing info rm at i o n .

Bra n d : Be ntyl - Sl i n ky Ad

Cl i e nt : The Wm .S .Me rrell Co.

De b u te d : 1 9 5 4

Ag e n cy: Sudler & He n n e s s ey

Art : Herb Lu b a l i n

Co py: Don Cl a rk

Be ntyl 

The Be ntyl Spasm ad is what all pharm a ce u t i ca l

ads should be :s i m p l e, to the po i nt, and elegant.

Ab by Mansfield and Bill Du t to n ,V P,c re a t i ve dire cto r s,

at Topin & As s oc i a tes Inc. , a Ch i ca g o - b a s e d

h e a l t h ca re adve rtising agency, identify Sudler &

He n n e s s ey’s Be n tyl Sl i n ky ad as passing the test of

t i m e.Th ey say the Be n tyl execution is an example of

what all pharmace u t i cal adve rtising should be :

s i m p l e, to the po i n t,and elegant.

Simple, to the point, and elegant.

I love this ad eve ry time I see it. Rather than just

telling a sto ry, it accomplishes what eve ry

ad should: it cre ates a re l at i o n s h i p

be tween the brand and the viewe r.Too

m a ny ads are so lite ral and ove r s toc ke d

with info rm ation that the message gets

s e nt, but without the emotional fo rce that

i m p ri nts a reader with empat hy and

d e s i re. Ads should tra n s fer ent h u s i a s m .

This one delive r s.

Co py and art wo rk so well as a te a m

t h at the value of each is found only in re l a-

tion to the other.The spare black squiggle is clear

h e a l t h ca re adve rtising agency based in New Yo r k ,

the Demulen ad tells more than a sto ry, it cre a tes a

relationship be tween the brand and the viewe r.

Bra n d : Demulen 1/35 - Co nte n d e r

Cl i e nt : G . D. Se a rle & Co.

De b u te d : N A

Ag e n cy: Me d i c u s

Art : John He g q u i s t, Ca roline Coo pe r

Co py:Steven Go l d

Demulen 1/35
enough to re p re s e nt a spe rm , but with a whimsica l

a p peal that elevates the visual to be come some-

thing bigger — a pe r s o n a l i ty with which we ca n

i d e nt i f y.The co py, which is bo rrowed from one of

the most endearing scenes in an Am e ri can film, co -

opts the plight of Ma rlon Bra n d o’s chara cte r, c re at-

ing a co ntext that is both familiar and new.We re c-

og n i ze how noble effo rts often can be fru s t rate d

by a more fo rmidable fo rce in life.Ye t, h e re, we are

made to re a l i ze that this

fo rce is De m u l e n .The jux-

t a position provides a bo l d

n ew way to think abo u t

e f f i ca cy in an oral co nt ra-

ce p t i ve — one re n d e re d

simply enough to stay in

our heart s, and there fo re

in our minds.

For Vi n ce Pa r ry, exe c u t i ve V P,

chief cre a t i ve office r,Sudler & He n n e s s ey, a full-serv i ce,

Vi n ce Pa rry

Ab by Mansfield and Bill Du t to n
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