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

The mind often plays tricks on the memory.

I ' ve kept a fading mental pict u re of this outstand-

ing ad for ye a r s, and now that I've seen it again

my re co l l e ction has been indelibly alte re d.Th e

headline ty pe size isn't as small as I re m e m be re d.

Th e re's more body co py than I re called ... and a lot

less white space.

But its impact, i t s

po i g n a n cy, for me,

stands the test of

t i m e.

I joined Sudler &

He n n e s s ey about a

year after this ad

p re m i e re d, and wa s

s t ruck by the powe r

Ac co rding to Edwa rd B. Co h e n , exe c u t i ve V P,

chief cre a t i ve dire cto r, Noesis He a l t h ca re 

I n te ra ct i o n s, a Co m m o n Health company loca ted 

in Morri s tow n ,N . J . , this ad for Pre m a rin Va g i n a l

Cre a m ,m a r ke ted by the former Ayerst 

La bo ra to ri e s, not only withstands the test of time,

it improves with age. For Mr. Co h e n , the headline,

the art, and the photog raphy are enduring symbo l s

of exce l l e n ce.

Bra n d :Pre m a rin Vaginal Cream —

Sy m p tom ad

Cl i e nt : Ayerst La bo rato ri e s

De b u te d : c i rca 1970

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

Art Di re cto r: Dick Jo n e s

Co pyw ri te r: Ma rty Ro s s

Ph o tog ra p h e r: Denes Pe toe

Pre m a ri n
and simplicity of the

i d e a . Pe rhaps eve n

m o re co m pe l l i n g

than the emotionally

c h a rged photog ra p h

by Denes Pe toe is

the sensitivity with

which Dick Jo n e s

handled the head-

l i n e.The ty pe whis-

pe r s, but the wo rd s

c ry out. Ma rty Ro s s’

emotionally powe r-

ful prose is pre s e nt-

ed in a manner that

ca p t u res a fe e l i n g

only bri l l i a nt co m po-

sition could ach i eve.

Mo re than three decades late r, the brand is still

a ro u n d. Dick is still designing bri l l i a nt l y. Ma rty is

happily re t i re d. Denes still combines his unique

l i g hting style with an unca n ny ability to dire ct the

s u b j e cts of his powe rful imagery. As for me, g i ve n

the oppo rt u n i ty I would have enviably wri t ten this

ad ye s te rd ay ... and happily seen it run to m o rrow.

Exce l l e n ce endure s.

Excellence endures

he ability of an ad to withstand the test of time is testament to
the creative team’s ingenuity in designing memorable copy,

p h o t o g r a p h y, and layout. Two of this month’s ads fit this bill; the
third, according to one industry executive, has the potential for a
long shelf-life.
After 30 years, Ayerst Laboratories’ Premarin Vaginal Cream con-
tinues to have an impact through its use of an emotionally com-
pelling photograph, clever headline treatment — “type that
whispers, but the words cry out.” 

S i m i l a r l y, Roche’s Rocephin campaign, which has been around for
decades, continues to be a brand builder.The apple has been given
a personality, which has been allowed to evolve over time.
G l a x o S m i t h K l i n e ’s ad campaign for Advair, which debuted in 2001,
contains elements that can be sustained over time. Each ad has a
graphic device to pull the eye through the page, and a continuity of
color that reinforces the product’s packaging and brand image.

For Art ’s Sak e

5 6 S e p t e m b e r  2 0 0 2 P h a r m a V O I C E

Edwa rd B. Co h e n

T



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

Grey He a l t h ca re

Group did a wo n d e r-

ful series of ads fo r

Adva i r, which inte l l i-

g e ntly cre ated sto ri e s

a bout activities pe o-

ple can co ntinue to

d o, u n e n c u m be red by

their asthma.The ad’s

l i be ral use of white

s p a ce wo rks bri l l i a nt l y

with the unit sizes fo r

the ads (spreads) and

a l l ows for each ad to

s h ow move m e nt — an action that asthmat i c s

m i g ht not be able to achieve. Each ad has some

g raphic dev i ce to pull the eye through the ad, a n d

back down to the name of the prod u ct.The co nt i-

n u i ty of the purple re i n fo rces the prod u ct’s pack-

aging so that it suppo rts the brand with co l o r. L i ke

the He rtz Car Re ntal ye l l ow, or Coca -Cola re d,

the color be comes the brand cue and cre ate s

i n s t a nt re cog n i t i o n .Ve ry inte l l i g e nt and cre at i ve

a p p roach! 

A c t i o n - p a c k e d

Ba r b a ra Le h m a n

Bra n d : Roce p h i n

Cl i e nt : Roc h e

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

Art Di re cto r: Guy De s i m i n i

Co py: Brett Lowe l l

Roce p h i n

The Rocephin Ap p l e,

as it has come to be

kn ow n ,s tops me eve ry

time I flip through the

t rade journ a l s.Not just

a ny old apple, I find I

just have to pay it a visit

to see where its cre ato r s

h ave taken this timeless

campaign for the ant i b i-

otic Roce p h i n .

lel “o n ce - a - d ay”message on

the Rocephin logo co u p l e d

with the apple image says that

the prod u ct co m fo rts and

c u res its users.This piece is “t h e

ad I wish I’d done.”In my mind,

this campaign has demonstrat-

ed how a brand should be

built in the pharma industry.A

d rug that is the leader in its

m a rke t, and an ad ca m p a i g n

t h at is the leader in its marke t.

For Jack Bod z a s,d i re ctor of

c re a t i ve serv i ces at Adva n ce d,

The Ma r ket Development 

Co m p a n y, La m be rtv i l l e,N . J . ,

the Rocephin apple is not just

an apple but a memorable ca m p a i g n .

Th roughout the

Rocephin ca m p a i g n ,t h e

apple has been given a

pe r s o n a .The piece is

powe rful in its simplicity:

one image,four ve ry

i m po rt a nt wo rd s, and one

red separation line. Do n e !

Phenomenal sto p p i n g

power — something our

c re at i ve depart m e nt

a l ways stri ves to achieve.

With the one-two punch

of the simplistic tag line,

the ad is co py - l i g ht.But it

d oe s n’t need to say any-

thing more.Just as the

wo rds “an apple a day”

h ave co m fo rted and cured for many ye a r s, the para l-

Stopping power

Jack Bod z a s
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For Ba r b a ra Le h m a n ,C E O,of alpe r n Le h m a n , an 

a g e n cy loca ted in Sco t t s d a l e, Ari z . , this series of ads

for Advair uses white space in a cre a t i ve way to draw

the eye down to the brand name.

Bra n d :Adva i r

Cl i e nt : Gl a xo Sm i t h Kl i n e

De b u te d : Ap ril 2001

Ag e n cy: Grey He a l t h ca re Gro u p

Art Di re cto r: June Ca rn e g i e

Co pyw ri te r: Je n n i fer Levy, Ka rin Mi k s c h e

Ph o tog ra p h e r: Brad Tre nt

Adva i r


