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

Th e re are many times in healthca re adve rt i s i n g

when humor is not appro p ri ate, but for eve ry ad

t h at misuses humor there are hundreds of others

t h at have wa s ted the oppo rt u n i ty to elicit a

c h u c kle or to add a touch of iro ny. Humor is one of

the most underu t i l i zed tools that we have.

Humor is a

powe rful too l .

Be cause of its ra ri ty

alone humor stands

o u t. But more than

t h at, humor can be

engaging — and

w h at re a d e r s

engage with they

find memora b l e.

(Think how many

people you kn ow
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Ty l e n o l
who can quote fro m

" Se i n feld"!) 

This be a u t i f u l l y

u n d e r s t ated campaign fo r

Tylenol is an example of

a dve rtising at its be s t. It’s

q u i c k . It’s funny. It says

h e a d a c h e. It says Ty l e n o l .

I get it and I’m going to

re m e m ber it.

Fu rt h e rm o re, I ’m

going to look fo rwa rd to

the next ad in the

campaign be cause each

execution is so wicke d l y

to p i ca l .

Ac co rding to Sh i rin Bri d g e s,

c re a t i ve dire ctor at Le n a

Ch ow Eu ro RSCG , a Pa l o

Al to, Ca l i f.-based health -

ca re adve rtising agency,

this campaign for Ty l e n o l

uses humor to its fullest,

co nveying the 

message in a to p i cal and

m e m o rable way.

I t ’s quick. It’s funny. It says headache.

his month’s selections of creative healthcare executions are good
examples of how innovative and solid branding can make

the product memorable to its audience, whether that audi-
ence is consumer or physician based.
The Tylenol series of advertisements, developed by Ginko
Saatchi & Saatchi use humor to convey the message of
headache relief. These ads were found to be “wickedly
topical,” thus making them memorable to the public. 
The Celebrex campaign, developed by Leo Burnett

Chicago, is equally memorable but for other reasons. By using the
root “cele” from celecoxib, the active compound in Celebrex, co-mar-
keters Pharmacia and Pfizer have created a memorable brand name
and the foundation for the ad campaign. They created a name that is
easily recognizable by physicians and a catchy execution that
appeals to patients who suffer from osteoarthritis, adult rheuma-
toid arthritis, acute pain, and primary dysmenorrhea.

Sh i rin Bri d g e s
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I don’t kn ow who has be t ter cause to

ce l e b rate : the pat i e nts who take Ce l e b rex ;t h e

p hysicians who pre s c ri be the dru g ; or the prod u ct

managers at Ph a rm a c i a / P f i zer re s ponsible for the

s i m p l e, yet emotive “C’mon and Ce l e b rate”

ca m p a i g n .

As a brand name deve l o p m e nt firm , Catc h wo rd

is inclined to eva l u ate adve rtising from a text u a l

b a s i s. For us, a successful campaign is often one

t h at skillfully uses verbal co m m u n i cations to

d e l i ver brand messages. Our hats are off to the

folks at Ph a rm a c i a / P f i zer for developing a

campaign that uses just one wo rd to co m m u n i cate

so many key messages.

Ce l e b rate : Not only is the wo rd a call to act i o n

for pat i e nts suffe ring from art h ritis pain, i t s

s i m i l a ri ty to Ce l e b rex is a memory hook for docto r s

and pat i e nts alike. For pat i e nt s, the co n s i s te nt use

of the wo rd part “ce l e”in both “Ce l e b rex”a n d

“Ce l e b rate”helps to establish a bridge be twe e n

the prod u ct and a sense of we l l n e s s, a ct i v i ty, a n d

h a p p i n e s s.The two wo rds blur into each other as

Ce l e b rex be comes virtually synonymous with

Ce l e b rat i o n . Even the tag line,“Ce l e b rate Ce l e b rex”

s e rves to re i n fo rce the phonetic hoo k . He re, text

t a kes ce nter stage, and the image, of a gra n d-

mother helping her grandson swing a baseball

b at, m e rely suppo rts the wo rd and the bra n d

message it’s delive ri n g.

For docto r s,this brand campaign prov i d e s

multiple hoo k s. The Ce l e b rex / Ce l e b rate link

designed for pat i e nts will ce rtainly re s o n ate with

d octors as we l l .But pe rhaps more impo rt a nt l y,t h i s

b rand reminds doctors of the pri m a ry dru g

co m po u n d, ce l e cox i b, in the medicat i o n . In our wo rk ,

we stri ve to find brand names that help minimize

p re s c ription co n f u s i o n , and Ce l e b rex is an ideal

example of how good brand marketing can make

l i fe easier for docto r s.

While the adve rtising isn’t flashy, it is effe ct i ve.

Us u a l l y, the most impactful and enduring bra n d-

ing campaigns are the simplest, and “Ce l e b rate

Ce l e b rex” is a wo n d e rful example of such a

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

Ma rk Sko u l tc h i

ca m p a i g n . The message is dire ct, u n i q u e, easy to

u n d e r s t a n d, and re l eva nt. It speaks to both the

p at i e nt and pro fessional co m m u n i t i e s, and all

other brand-building effo rts wo rk to suppo rt 

the co re messaging — including a ve ry catc hy 

j i n g l e. Be honest: who hasn’t hummed a 

few bars of “Ce l e b rate, Ce l e b rate, C’mon and 

Ce l e b rate”? 

Ac co rding to Mark Sko u l tc h i , managing dire ctor of

Ca m b ri d g e, Ma s s.-based Ca tc h wo rd Bra n d i n g, a

b rand-name development firm that works with small

and large pharmace u t i cal co m p a n i e s,this ad

campaign for Ce l e b rex is an ideal example of good

b rand marke t i n g.
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Ce l e b rex

We Wa nt Your Input:Wh at Wo rks and Why ?
In addition to co ntinuing to cover a rev i ew of adve rtising 

ca m p a i g n s,as selected by the cre at i ve co m m u n i ty, Ph a rm a VOICE is

b roadening the sco pe of its For Art’s Sa ke d e p a rt m e nt to include

submissions for medical education and public re l ations exe c u t i o n s.Th e

p remise remains the same,“Ads or campaigns we wish we would have

d o n e ! ”or “An ad or campaign to be proud of!”f rom the cre at i ve

pe r s pe ct i ve — art and co py.

We are i nviting cre at i ve pe r s o n n e l f rom the h e a l t h ca re

a dve rt i s i n g, m e d i cal educat i o n , public re l at i o n s, a n d

co m m u n i cations communities to choose an adve rt i s e m e nt,

m e d i cal educational prog ra m , or public-re l ations campaign that was 

p rod u ced by another agency / co m p a ny and highlight in a 100-wo rd

to 200-wo rd letter as to w hy the ad or campaign is notable or

m e m o ra b l e.

In addition,we include a photog raph of the exe c u t i ve submitting

the campaign for publication in the depart m e nt.We also include a

g raphic of the ad or campaign being rev i ewe d.

Campaigns are not limited to curre nt exe c u t i o n s,t h ey can include

t a ctics that have withstood the test of time,b ro ke new gro u n d,o r

remain memorable for any va ri e ty of re a s o n s.


