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Wow! If a pict u re could say a zillion wo rd s, i t

would be this one. Do n’t get me wro n g, I ’m a love r

and strong advocate for incredibly int riguing co py,

but when there is an image like this one — how

could one not be affe cted? This pict u re co u l d n’t

d e p i ct empowe rm e nt, s t re n g t h , and the fight

against breast ca n cer any be t te r. Le t’s not fo rg e t

t h at with this ty pe of energy, h ow could the prod-

u ct not be effe ct i ve? I don’t see this imagery as just

being “ French Revo l u t i o n e s q u e,“ but as a wo m a n

co n q u e ring a battle that others have lost in the

p a s t, and wo n’t ever have to lose again. It’s impo r-

t a nt to also re cog n i ze, be it co n-

sciously or subco n s c i o u s l y, t h e

i n c redible impact that is added by

ex posing the leader’s bre a s t s. It

d e m o n s t rates honesty, re a l i s m ,

co nt ro l ,s t re n g t h , and libe rat i o n .

l oo ked at and could say that about? To the whole

Ta xo te re te a m ,my hat, and whatever else I might

be we a ring at the time, is off to you! 

Boy, do I love this ad.

Do rene We i s e n s te i n , exe c u t i ve V P / c re a t i ve supe rv i s o r

of Ri bo t s ky Wo rl dwide Inc. , a New Je r s ey- b a s e d

h e a l t h ca re agency,was awe struck by this Ta xo te re

a d’s be a u ty,e l e g a n ce, and meaning.

Bra n d : Ta xo te re — “ L i be rty”

Cl i e nt :Ave ntis Ph a rm a ce u t i ca l s

De b u te d : Ma rch 2000

Ag e n cy:Langland ADM

Art : Gat t a l d o

Co py: Sue Bl i t z

Ph o tog ra p hy: Tim Fl a c h

Ta xo te re Th i s, a bove all, is the most

powe rful state m e nt and co n-

n e ction to the prod u ct and

s u b j e ct mat te r.

My philosophy has always

been — a strong ad that’s

done its job is one that is

powe rful enough to grab the

a u d i e n ce in and keep them

t h e re long enough for them

to get the message. Th e

question is, h ow do you gra b

them? If only we all had the

pe rfe ct equation for that. Bu t

I do kn ow this, the ad had

be t ter be in your face, at te n-

t i o n - g e t t i n g, and be amaz-

ingly quick. Besides all the

cool wo rds and pict u re s, the ad also be t ter hit the

re a d e r s’ h e a rts and their emotions. Ma ke them

l a u g h ,c ry, s t a rtle them, w h atever it take s, but make

them co n n e ct with the message.

We l l , this one has done it for me. I

was so ca u g ht, and in awe of the

be a u ty, e l e g a n ce, and meaning,

t h at I didn’t wa nt to stop loo ki n g

at it. Wh at was the last ad yo u

Do rene We i s e n s te i n

B o y, do I love this ad.

laying on consumers emotions is the common theme for this
m o n t h ’s featured ads. Each ad touches on a human condition
in a diff e rent way, using dramatic imagery, copy, and humor. 

Aventis Pharm a c e u t i c a l ’s Ta x o t e re ad conveys honesty,
realism, control, strength, and liberation through the use of
a dramatic and poignant image. The ad provides a powerf u l
connection to the breast-cancer product Ta x o t e re .

Wy e t h - Ay e r s t ’s ad for Effexor uses compelling copy to hit
the right emotional note. The copy addresses not just the

patient suffering from depression but their loved ones — bringing
patients and families back together again is a powerful message especial-
ly when conveyed with an equally strong image.

Taking a diff e rent tact is Bayer’s ad for Adalat, which conveys its mes-
sage through a humorous and arresting visual and clever copy. To g e t h e r
they clearly communicate the cardiovascular dru g ’s benefit.

P
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Th e re seems to be a consensus that it’s not “f a i r”

for pharma ads to be judged by the same cri te ri a

as “o t h e r”a dve rt i s i n g.Th at’s always fru s t rated us at

Ge r b i g, Sn e l l / Weisheimer be cause we be l i eve that

h e a l t h ca re pro fessionals are co n-

sumers first and clinicians sec-

o n d. Can the message not be so

c l i n i cal? Can a single, clear be n e f i t

be the sole focus of the ad? We

be l i eve the answer is “ye s.”

Th at’s why I was struck by this

I have always admired the way this ca m p a i g n

was able to exe c u te an insightful strate gy by te l l i n g

an emotionally co m pe l l i n g

s to ry.The idea that depre s-

sion affe cts not only the

l i ves of pat i e nt s, but also

those closest to them,

p roved to be a motivat i n g

message to both co n-

sumers and phys i c i a n s.

The loved ones of those

co m p romised by depre s-

sion we re inspired to facili-

t ate a dialog with phys i-

c i a n s.This was cri t i cal to

the success of Ef fexo r,

s i n ce depression is a co n-

dition that pat i e nts ra re l y

seek tre at m e nt fo r.

Physicians we re moti-

vated by the insight that

t h ey could help the larg-

er circle of re l at i o n s h i p s

as well as the pat i e nt.

The emotional appe a l

of the ad is in the pho-

tog ra p hy and the lan-

g u a g e. It’s impossible to

s ay which is the pat i e nt,

which is the spo u s e.Th e

campaign was deve l o ped beautifully with other

s to ries of re co n n e cted re l ationships be tween sib-

l i n g s, f ri e n d s, c h i l d ren and pare nt s.

This campaign has a universal emotional appe a l

t h at is strate g i cally based.Who could ask for any-

thing more? 

Bra n d : Ef fexor — “I got my marriage back”

Cl i e nt : Wye t h - Ayerst La bo rato ri e s

De b u te d : 1 9 9 5

Ag e n cy: Ro be rt A. Be c ke r, Eu ro RSCG

Art : An d rew Moo re

Co py:Howa rd Schamus

Ph o tog ra p hy: David Le a c h

Ef fexo r

Bra n d : Ad a l at — “Sugar Da d dy”

Cl i e nt : Bayer Au s t ra l i a

De b u te d : August 2000

Ag e n cy: CWFS Mc Cann (NS/Au s t ra l i a )

Cre at i ve Di re cto r s : Hugh Fi t z h a rd i n g e

and Gra nt Fo s te r

Art : Sam Si m pe r

Co py:Al ex Ta g a ro u l i a s

Ph o tog ra p hy:John Cu rn ow

Ad a l at
ad for Ad a l at, a Bayer prod u ct. Su re, it was done by

CWFS Mc Cann in Au s t ralia for a market that has a

d i f fe re nt re g u l ato ry env i ro n m e nt than the U.S. Bu t

w h at’s re m a rkable is that it’s a ca rd i o l ogy drug that

did not take the usual emotional dire ction of

pulling at the heart s t ri n g s. Fra n kl y, humor can be a

powe rful emotion as we l l .

If we think about the adve rtising that sticks in

our memori e s, we’d probably agree that humor is

the key in the majori ty of ca s e s.You may have to

walk that fine line be tween bad taste and sto p p i n g

powe r, but isn’t that one of the challenges of pow-

e rful co m m u n i cations? And that’s ex a ctly what this

Ad a l at ad doe s.The visual is arre s t i n g, the headline

g rabs yo u, a n d, tog e t h e r, t h ey clearly co m m u n i cate

the prod u ct’s be n e f i t. Is n’t that

w h at gre at adve rtising is all

a bout? 

Ch ris Sn e l l ,p re s i d e n t, c re a t i ve ser -

v i ce s, i n Ch o rd Co m m u n i ca t i o n s

I n c. ,We s te rv i l l e, Oh i o,a full-serv i ce,

Fran Dav i e s,V P, c re a t i ve dire ctor of Ted Thomas 

As s oc i a te s, A Vox Medica Co m p a n y, a Ph i l a d e l p h i a -

based healthca re agency, be l i eves this ad exe c u ted 

an insightful stra te gy by telling an emotionally 

co m pelling sto ry through photog raphy and 

l a n g u a g e.

Ch ris Sn e l l

ran Dav i e s

p o w e rful emotion

h e a l t h ca re adve rtising agency,be l i eves effe ct i ve

a dve rtising can go beyond the ty p i cal by using humor

to co m m u n i ca te a prod u ct’s be n e f i t s.

Who could ask for anything more ?


