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How fitting to have the ultimate stiff, Fra n ke n-

s tein himself (or is it Fra n ke n s hte e n ? ) ,a p pear as a

s po ke s person for a prod u ct that allev i ates the pain

and stiffness of art h ri t i s. Ah , but this is more than

t h at.Way more.This cre at i ve team and client have

gone an inspired step beyo n d, to spoof the ro u te

most of their co m pe t i tors not only take, but put

h u n d reds of millions of dollars be h i n d.With the

po te ntial payoff that may be, just may be, t h ey ca n

m a ke the familiari ty all that money has bo u g ht,

wo rk for them. Hey, i f

you ca n’t outspend the

co m pe t i t i o n ,o u t s m a rt

t h e m .Th at wo rks fo r

me! 

When I first saw

“ Fra n k” doing tai chi, I

laughed out loud. Ho n-

estly! I loved the gar-

dening sce n e, h e l p i n g

in the classroo m ,a n d

h ree very diff e rent creative concepts are used to
paint pictures of relief in this month’s selec-
tion of notable healthcare ads. Lyons Lavey
Nickel Swift’s print campaign for Geodon
takes a recognizable graphic and uses it to
cleverly illustrate schizophrenia and the re l i e f
that the Pfizer product can provide. Cramer- K r a s s e l t
also uses a familiar character, Frankenstein, to
h u m o rously depict the relief Osteo Bi-Flex

can give arthritis patients. (Editor’s note: This is the sec-
ond time this ad has been given a nod by the cre a t i v e
c o m m u n i t y.) Deutsch presents viewers with an unfa-
miliar image to tackle the challenge of port r a y i n g
relief for a familiar problem, depression. While
each agency has taken diff e rent approaches to por-
traying relief, each one has been successful enough to
receive praise from their peers for their eff o rt s .
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What a Stiff !
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the morning jog. And the little

detail of Frank stre tching on the

t ree was pri ce l e s s !

But what I admire most

a bout this campaign is that, a s

e nte rtaining as it is, i t’s strate g i-

cally dead-on.“Wh at a stiff,”

Frank says, re fe rring to his fo r-

mer self. But Frank is a stiff who

s u f fers no longer, thanks to

O s teo Bi - Fl ex .

St rategic and exe c u t i o n a l

b ri l l i a n ce ;n ow that is some-

thing to admire !

Thomas McDo n n e l l , senior V P,a s s oc i a te cre a t i ve

d i re cto r, at The Quantum Gro u p, Pa r s i p p a n y, N . J . , a

Co m m o n Health agency, be l i eves the Os teo Bi - Fl ex

campaign is stra te g i ca l ly dead-on.
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He re’s an ad that co m m u n i cates the co m p l ex i ty

of schizo p h renia and symptom co nt rol in an ele-

g a nt and highly re cognizable gra p h i c.This simple

and memora b l e

d e p i ction of pro b l e m

and solution,w i t h o u t

the traditional use of

p at i e nt ty pe s, h a s

a p peal beyond the

t a rget audience.Th e
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Gi ven the wrong agency, the wrong client,o r

the wrong day to fight for a good idea, this 

campaign could have easily ended up in the La n d

of Ove rused Ph a rm a-

ce u t i cal Images.Yo u

kn ow the ty pe :b u f f

octog e n a rians wate r -

s ki i n g, j oyful pat i e nt s

t h rowing their arm s

o pen to the sky,

women in straw hat s,

and so on. After all,

w h at defies depre s-

sion more than a

c h e e rful straw

h at, a play - i t -

s a fe client

m i g ht ask.

This ca m-

paign for Zo l o ft

by Deutsch sent

the clichéd

wo m a n - i n - t h e -

s t raw - h at pack-

i n g, g a rd e n i n g

tools in tow.

I n s te a d, the ani-

m ated chara c-

ter in the Zo l o ft

s pots co ntinues to stand out in a cate-

g o ry of monoto ny.The use of anima-

tion effe ct i vely eliminates any unwa nt-

ed ident i ty assoc i ated with depre s s i o n

and makes its po i nt with an unassum-

ing pre s e n ce. Even if viewers ca n’t iden-

tify with the droo py Zo l o ft orb, t h ey

can easily identify with its re l i e f. And in

a cate g o ry that te e ters dangero u s l y

close to ove rp ro m i s e, this campaign offers subtle,

re a s s u ring hope of “feeling like yo u r s e l f”a g a i n .

With the re ce nt win of the Zo l o ft brand by the

Kaplan Thaler Gro u p, the adve rtising is sure to evo l ve

o n ce again.In the meant i m e,the instantly re cog n i z-

able animation of De u t s c h’s campaign has been aEILEEN LOV E R N
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Ge od o n
visual is so co m p l e te that it

d oe s n’t even re q u i re co py.

From an art dire cto r’s pe r-

s pe ct i ve … that’s powe rf u l !

The use of musical notat i o n s

to cre ate the feeling of re cov-

e ry and acco m p l i s h m e nt,

along with dra m atic color and

to n e s, f u rther adva n ces this

co n ce p t. Fi n a l l y, this cre at i ve

co n cept tra n s cends all 

languages and bo rders to 

p rovide a truly timeless and

global idea.

The cre a t i ve co n cept for this Ge odon ad tra n s ce n d s

all languages for Ba r ry Ba l te r,senior V P,c re a t i ve dire c-

to r,at Noesis He a l t h ca re Inte ra ct i o n s, M o r ri s tow n ,N . J . ,

a Co m m o n Health agency.

transcends all languages and bord e r s .

BA R RY BA LT E R

Subtle, reassuring hope
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re f reshing change of pace in a wo rld ove rrun with

smiling women gardening their little hearts out.

For Eileen Love r n ,c re a t i ve dire ctor and senior VP at

The Ce m e n t Wo r k s, New Yo r k , the animated chara cte r

in the Zo l o ft spots stands out in a ca te g o ry of

m o n o to n y.


