CREATIVE review

ach month, this department pays homage to memorable advertis-
ing and marketing campaigns. The highlighted executions have
been identified by leading creative executives for their noteworthy
use of copy, art, photography, whimsy, uniqueness, etc. — in com-
bination or as single branding elements. Creating good pharma-
ceutical advertising and marketing requires agencies to think out of
the box and clients who dare to be different. PharmaVOICE is
pleased to give these vanguards their due recognition.
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Physicians and the Association of Medical Publications honor excellence in medical journal advertising. > \

The November issue of PharmaVOICE will contain additional coverage of The Doctors’ Choice Awards, including the listof winners by category 7.
advertising agency, and marketer,as well as interviews with the winning brand and agency teams.Winning Campaigns (in alphabetical order):

p AndroGel p Ferrlecit P Pediarix P Risperdal
Marketer: Solvay/Unimed Marketer:Watson Marketer: GlaxoSmithKline Marketer: Janssen
p Cipro XR p Lantus P Pentasa ) Seasonale
Marketer: Bayer Marketer: Aventis Marketer: Shire/Roberts Marketer: Duramed
P DUAC Topical Gel P Lovenox P Relpax
Marketer: Stiefel Marketer:Aventis Marketer: Pfizer
P Enbrel P Neulasta P Restasis
Marketer:Wyeth/Amgen Marketer-Amgen Marketer: Allergan
P EpiPen2Pak P Neurontin P Rhinocort Aqua
Marketer: Dey Marketer:Pfizer Marketer: AstraZeneca
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