CREATIVE review

his month’s highlighted DTC creative execution for TAP
Pharmaceuticals’ Prevacid was designed to incite patient
action. By bringing the disease state down to a personal
level, the overall use of a “duality” approach to communi-
cate the message is designed to make the TV viewer, the
patient, feel comfortable enough to speak to a physician
about his or her condition, but more importantly, ask
about Prevacid during the visit.
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prevent/acid. These elements contract
to form the brand name Prevacid to help patients
remember what to ask for at that critical moment

in the doctor’s office. The halves of the screen also

There is a kind of duality in every conflicted, appear to be dipped in the healthy (Gl tract) pink
symptom-ridden consumer: Should | continue to and soothing teal brand colors, reinforcing a warm,
suffer or should | act? approachable brand image.
O e This TV spot for Overall, these appealing visual devices workon  Worldwide network, a division of the Interpublic
Prevacid offersa simple  two levels by making viewers feel comfortable Group of Companies.
argument for seeking about talking to their doctor, and more important-
professional help. ly,about asking for Prevacid, which, in the end, Pardo n U S ...

Showing up is only seems a not-so-bitter pill to swallow. In the September issue of PharmaVOICE,
half the problem, Ben Ingersoll, senior VP, associate creative
though.In a well- The appealing visual devices of the Prevacid TV director, copy, at Cline Davis & Mann Inc.,
developed marketsuch ~ campaign work for Dave Renner, VP, creative director, was listed as Beth Ingersoll. PharmaVOICE
as acid reflux, the script ~ copy, at Interlink Healthcare Communications, apologizes for the error.
could go to another Lawrenceville,N.J.,a part of the Lowe Healthcare
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