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

Th e re is a kind of duality in eve ry co n f l i cte d,

s y m p to m - ridden co n s u m e r: Should I co ntinue to

s u f fer or should I act ?

This TV spot for 

Prevacid offers a simple

a rg u m e nt for seeki n g

p ro fessional help.

Sh owing up is only

half the pro b l e m ,

t h o u g h . In a we l l -

d eve l o ped market such

as acid re f l u x , the scri p t

could go to another

his month’s highlighted DTC creative execution for TA P
P h a rmaceuticals’ 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 import a n t l y, ask
about Prevacid during the visit. 
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A Dual Appro a c h

b ra n d.The challenge for DTC adve rt i s-

ers is to gain co nt rol of what happe n s

at the po i nt of pre s c ription — and this

is where technique really pays off.

The spot uses a split-scre e n , a ve rt i-

cal line that divides the wo rld into two

h a l ve s. He re we see the duality of

re f l u x / re l i e f, wo rd / i m a g e, and lite ra l l y,

p reve nt / a c i d. These elements co nt ra ct

to fo rm the brand name Prevacid to help pat i e nt s

re m e m ber what to ask for at that cri t i cal moment

in the docto r’s office.The halves of the screen also

a p pear to be dipped in the healthy (GI tra ct) pink

and soothing teal brand co l o r s, re i n fo rcing a wa rm ,

a p p roachable brand image.

Ove ra l l , these appealing visual dev i ces wo rk on

two levels by making viewers feel co m fo rt a b l e

a bout talking to their docto r, and more impo rt a nt-

l y, a bout asking for Preva c i d, w h i c h , in the end,

seems a not-so-bitter pill to swa l l ow.

The appealing visual dev i ces of the Prevacid TV

campaign work for Dave Re n n e r,V P, c re a t i ve dire cto r,

co py,at Inte rlink He a l t h ca re Co m m u n i ca t i o n s,

Law re n cev i l l e, N . J . , a part of the Lowe He a l t h ca re

Wo rl dwide netwo r k , a division of the Inte r p u b l i c

Group of Co m p a n i e s.

In the Se p te m ber issue of Ph a r m a VO I C E,

Ben Ingersoll, senior V P, a s s oc i ate cre at i ve

d i re cto r, co py, at Cline Davis & Mann Inc. ,

was listed as Beth Ingersoll. Ph a r m a VO I C E

a po l og i zes for the erro r.

P a rdon Us ...
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