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a t c h y, creative, and memorable are three words to describe this
m o n t h ’s selection of standout creative executions. Two of the ad

campaigns, Viagra and Glucotrol XL, were executed by Cline, Davis
& Mann on behalf of client Pfizer Inc. The first of the ads was cre-
ated for the launch of Viagra. The creative team positioned the
new product through warm imagery and good copy that told a
compelling story simply and authentically. The Glucotrol XL

series of ads use clever, punchy, one-word and two-word
headlines to create an emotional connection with the

c u s t o m e r. Bozell Advertising’s creative execution on behalf of the
Milk Processor Education Program has become a lasting, and memo-
rable campaign, it too uses two simple words — Got milk? — this is
a synergy of advertising, promotion, and education at its best.

Bra n d : Milk 

Cl i e nt : Milk Processor Ed u cat i o n

Prog ram 

Ag e n cy: Bozell Adve rtising 

Exe c u t i o n : Rx Glass 

De b u te d : July 29, 2002 

Cre at i ve Di re cto r: David No b ay 

Art Di re cto r: Ju dy Robinson 

Co pyw ri te r: Josh Schildkraut 

Ph o tog ra p h e r: Simon Ha r s e nt 

Exe c u t i o n : “S c ru b s”

De b u te d : June 17, 2002 

Cre at i ve Di re cto r: Be rnie Hogya 

Art Di re cto r: An dy Di La l l o / Jay Benjamin 

Co pyw ri te r: Michael Fe t s ko 

Ph o tog ra p h e r: Annie Le i bovitz 

Mi l k

g re at job re f reshing a campaign that's now in its

10th ye a r. These latest ads go even further to edu-

cate consumers about the health benefits of milk.

But they don’t stop there.Th e re are three te rri f i c

We b s i tes that offer consumers a va ri e ty of ways to

l e a rn more and have fun, such as inte ra ct i ve

g a m e s, re c i pe s, v i d e o s, f ree stuff, and more.

For Go rdon Torp and Michelle Moss, c re a t i ve dire cto r s

at He a l t h Ed,The Patient Ed u cation Ag e n cy, l oca ted 

in We s t f i e l d, N . J . , Bozell Adve rt i s i n g’s Got Milk 

campaign is a synergy of adve rt i s i n g, p ro m o t i o n ,

and education at its best — cre a t i ve, re l eva n t, m e m o -

ra b l e, and act i o n a b l e. And it all started with two little

wo rd s. Got it?

The explosion of DTC adve rtising has inundat-

ed consumers with healthca re info rm at i o n . Bu t

t h e re's a big diffe re n ce be tween merely info rm i n g

versus truly educating someone in a memora b l e,

a ctionable manner.Th at’s why we we re drawn to

these new ads in the “Got Mi l k ? ” ca m p a i g n .

At He a l t h E D, we focus on educating pat i e nt s,

be cause all the adve rtising and promotion in the

wo rld doe s n’t mat ter if the end result isn’t

a c h i eve d : to ensure that end-users — and in our

i n d u s t ry that's the pat i e nts — take their medica-

t i o n .

The Got Milk? campaign has done a gre at job

of making people from eve ry demog raphic get

and consume milk.The agency also has done a
Go rdon To rp and Michelle Mo s s

This is advertising, promotion, and education at its best.

For Art ’s Sak e

C



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

Bra n d :Gl u co t rol XL

Cl i e nt : P f i zer Inc.

De b u te d : 2 0 0 0

Ag e n cy: Cl i n e,Davis & Ma n n

Art Di re cto r: Denise De l l’ Ol i o

Co pyw ri te r: Brenda Pri n d l e

Gl u co t rol XL

When ads like these make the boo k s, the agen-

cy and the client deserve real cre d i t. Mo re ofte n

than not, folks in our industry settle for the familiar

(and often medioc re) rather than stick out their

neck for succe s s. So, h e re’s to you bo t h .

Wh at I appre c i ate most about this campaign is

its ability to co m m u n i cate. I get it instant l y. So m e

m i g ht consider this a feeble cri te rion for exce l-

l e n ce, but how many ads can you honestly say that

a bout? And these do it with just a wo rd or two —

cool wo rd s. Bravo, a g a i n .

This cre at i ve team has deve l o ped something

ve ry unique — mechanism-of-action ads with pe r-

s o n a l i ty.Ta ke, for ex a m p l e, the Wo rkaholic ad.Th i s

pill doe s n’t just sustain its effica cy over 24 hours, i t

The launch campaign for Vi a g ra is one ca m-

paign that I really appre c i ate d.The exe c u t i o n ,Ta ke

the First Ste p, was one of the most co m pelling sto-

ri e s, po rt rayed simply and authent i ca l l y. It depicte d

two middle-aged pe o p l e, f a rmers or ra n c h e r s, w h o

d e f i n i tely we re n’t part of the “beautiful pe o p l e”

c rowd.Th ey re p re s e nted “just plain fo l k s,”w h o

l oo ked like they still had a spark for each other, b u t

not lustily, m o re like love, real love.Th e re was a te n-

d e rness in the man’s eyes and face as he dance d

with his part n e r.The reader ca n’t see her face, b u t

f rom the look on his, she is still the object of his

a f fe ct i o n .Their seemingly candid moment ca p t u re s

the heart and spirit of the ad, and the prod u ct,

p romising be t ter moments to come without

revealing the obv i o u s.

It touched my heart to

see it, and allowed me

to “feel the moment”

with them, w h i c h

b ro u g ht me to the

p u rpose of the ad —

Vi a g ra — and

e n co u raged me to 

feel safe and hope f u l

a bout what the

p rod u ct’s be n e f i t s

could do to re s to re

s exual function again.

For Ba r b a ra Le h m a n ,C E O, of alpe r n Le h m a n ,an ad

a g e n cy loca ted in Sco t t s d a l e, Ari z . , this series of ads

for Vi a g ra ca p t u res the heart and spirit of the prod u ct

without revealing the obv i o u s.

Bra n d :Vi a g ra

Cl i e nt : P f i zer Inc.

De b u te d : 1 9 9 9

Ag e n cy: Cl i n e, Davis & Ma n n

Art Di re cto r: Bill O’ Day

Co pyw ri te r: David New to n

Vi a g ra

Ba r b a ra Le h m a n

Feel the moment

busts its hump

all day long.

This appro a c h

m a kes me

a p p re c i ate the

e f fo rt of this

pe r s i s te nt

S . O. B.

It pro b a b l y

m a kes docto r s

a p p re c i ate it

too.

When I look at these ads, I like this

Gl u co t rol XL fe l l ow. He’s my kind of

pe o p l e.

Ac co rding to Michael Sa n ze n , senior V P,

c re a t i ve dire cto r, at Cement Wo r k s, a

New York-based healthca re adve rt i s i n g

a g e n cy, this campaign for Gl u co t rol XL

c re a tes an emotional co n n e ct i o n

be tween the brand and the custo m e r.
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Michael Sa n ze n

I like this Glucotrol XL fellow. He’s my kind of people.


