
The highest calling of an ad is to move pe o p l e

to ponder unfo reseen po s s i b i l i t i e s.This was done

well by a 1977 ad for Pfize r.

This co rpo rate ident i ty

ad cre ated by John La l l y

and Mi ke Lyons (then at

Sudler & He n n e s s ey) 

fe at u red a stri king illustra-

tion of silent movie ico n

Rudolph Va l e nt i n o,w h o

died of pneumonia at 31

years of age at the height

Cl i e nt : P f i zer Inc.
Bra n d : Co rpo rate Ident i ty
De b u t : 1 9 7 7
Ag e n cy: Sudler & He n n e s s ey
Co pyw ri te r: John La l l y
Art Di re cto r:Mi ke Lyo n s

P f i zer Co rpo rate Ad

of his stard o m .Th e

headline re a d :“Tod ay,we

could have saved his life for the 

p ri ce of a mat i n e e.”

This ad is gre at be cause it didn’t

lead with something ex pe cted such

a s,“ P f i zer has int rod u ced more life -

s aving adva n ces …”I n s te a d, i t

e n co u raged readers to imagine what

m i g ht have be e n .Another sequel in

a sense,to “The Sh e i k ,”Va l e nt i n o’s

vo i ce in talking pict u re s,and many

other delights that wo u l d’ve be e n

possible had a miraculous dru g

called penicillin been there.

This classic wo rk reminds us that a pharm a ce u-

t i cal ad can be as moving and as memorable as

a ny other.And that’s a lesson wo rth many times

the pri ce of a mat i n e e.

Mi c key McDe r m o t t, Senior V P, Cre a t i ve Di re ctor at

Co m m o n He a l t h’s Fe rg u s o n , Pa r s i p p a n y, N . J . ,

s h owcases a classic ad that moves people to 

ponder unfo reseen po s s i b i l i t i e s.

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

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

For Art ’s Sak e

To d a y, we could have saved his life

M I C K EY MCDERMOTT

Physicians and the As s oc i ation of Me d i cal Pu b l i cations honor exce l l e n ce in medical journal adve rt i s i n g.
The Nove m ber issue of Ph a rm a VOICE will co ntain additional cove rage of The Docto r s’Ch o i ce Awa rd s,including the list of winners by cate g o ry,
a dve rtising agency,and marke te r,as well as  inte rv i ews with the winning brand and agency te a m s.Winning Campaigns (in alphabe t i cal ord e r ) :

Fe rrl e c i t
Ma rke te r:Wat s o n

La nt u s
Ma rke te r:Ave nt i s

Love n ox
Ma rke te r:Ave nt i s

Neulasta 
Ma rke te r:Am g e n

Ne u ro nt i n
Ma rke te r:P f i ze r

An d ro Gel 
Ma rke te r: So l vay / Unimed 

Ci p ro XR
Ma rke te r: Baye r

D UAC To p i cal Ge l
Ma rke te r: St i e fe l

En b re l
Ma rke te r:Wye t h / Am g e n

Ep i Pe n 2 Pa k
Ma rke te r: Dey

Pe d i a ri x
Ma rke te r: Gl a xo Sm i t h Kline 

Pe nt a s a
Ma rke te r: Sh i re / Ro be rt s

Re l p a x
Ma rke te r: P f i ze r

Re s t a s i s
Ma rke te r: Al l e rg a n

Rh i n oco rt Aq u a
Ma rke te r: As t ra Ze n e ca

THE T ROPHY CA S E

Ri s pe rd a l
Ma rke te r: Ja n s s e n

Seasonale  
Ma rke te r: Du ramed 
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