
Why do I really like Cre s to r’s te l evision ads?

We l l , h o n e s t l y, be cause I’ve always really like d

L i p i to r’s TV ads.Th ey’ve been successful on a

c re at i ve and strategic level for a long time. So

I ’ve had to ask mys e l f,“w h at would I do if I eve r

had to adve rtise the co m pe t i t i o n ? ”

I think Cre s tor deserves a nod for finding a

s m a rt answe r. Rule No.1 when co m peting against

a strong ca m p a i g n :d o n’t imitate it.While Lipitor is

tonally and strate g i cally dark , Cre s to r’s ads are

b ri g htly re a s s u ring (though the music tells yo u

tongue is firmly in

c h e e k ) .But more

i m po rt a nt l y, t h e

a p p roach is 

re f reshingly 

e m p at h e t i c. I n s te a d

of lying in wait fo r

the ave rage pe r s o n

to fail his or her 

c h o l e s te rol te s t,

Cre s tor uses a

catc hy nursery -
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ach month, this department pays homage to memorable advert i s-
ing and marketing campaigns. The highlighted executions have
been identified by leading creative executives for their notewort h y
use of copy, art, photography, whimsy, uniqueness, etc. — in com-
bination or as single branding elements. Creating good pharm a-
ceutical advertising and marketing re q u i res agencies to think out of
the box and clients who dare to be diff e rent. PharmaVOICE is
pleased to give these vanguards their due re c o g n i t i o n .E
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rhyme ca d e n ce to descri be the plight of a

my t h i cal person who’s doing eve rything ri g ht

but still needs some help.This light - h e a rte d

tone must be a we l come depart u re from the

n e g at i v i ty and self-blame that surro u n d s

the ve ry idea of “b a d”c h o l e s te ro l . Me a n-

w h i l e, a palette of sunny colors helps re i n-

fo rce a feeling of optimism — not to

m e ntion Cre s to r’s bra n d i n g.

Of co u r s e, h e a rt health is seri o u s

b u s i n e s s. And I suppose there’s a ri s k

t h at Cre s to r’s cheery low - c h o l e s te ro l

wo rld could be seen as too flippant fo r

the cate g o ry. But I have to be l i eve that

in an often dull (or worse ye t,

f ri g htening) wo rld of docto r s’ wa i t i n g

rooms and dry medical lite rat u re, it must be

a relief for a person with high choleste rol to

feel it’s okay to have a sense of humor and

h o pe for a simple answe r.

Be s i d e s, t h e re’s nothing wrong with 

sending out a single, c l e a r - m i n d e d,

e m p athetic message. If yo u’re doing

eve rything you can to lower yo u r

c h o l e s te rol but it’s just not enough, Cre s to r

can help, not by ce l e b rating your dow n f a l l ,

but by being understanding and unco m-

p l i cated — just when you need it most.

Ac co rding to Lisa Ga r ro n e, Senior V P, Gro u p

Cre a t i ve Di re cto r, at Deutsch NY, the 

l i g h t - h e a rted tone of Cre s to r’s ads is a 

we l come depart u re from the negativity 

s u r rounding bad choleste ro l .

Understanding and


