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ring Wayne “ New m a n” Kn i g ht as the living

e m bod i m e nt of the flu.Wh at a pe rfe ct way

to (lite rally) embody the effe ct on your life of

co nt ra cting influenza. It comes ri g ht in and

t a kes over your life in a thousand ways,a n d

seems like it will never go away.“ People say I

h ave an infe ctious laugh.Wh at do

you think?” I love it.

This is also a gre at example of

h ow to use a ce l e b ri ty endorsement

for a bra n d. Not for bo rrowed inte re s t,

but be cause of a nat u ral and be l i ev-

able alignment.The public pe r s o n a

M r. Kn i g ht built, first in Ju rassic Pa rk

and then on Se i n fe l d, made his char-

a cter a bri l l i a nt fit to personify the flu.

A handful of other consumer pre-

s c ription campaigns come to mind as

using humor (or at least whimsy).Th e

s weet quirkiness of Zy rtec and the back-to - e a rt h

twist in the Lipitor “ Nu m be r s”s pots come to mind.

Bu t, much of the wo rk the industry is spending so

much money on is missing out on the

po te ntial of humor to build bra n d s. An d

t h at’s not funny.

Ted Wh i t by, senior VP and cre a t i ve dire cto r

at Pa ce Inc. ,a full-serv i ce healthca re adve r-

tising and co m m u n i cations agency loca t-

ed in Pa r s i p p a n y, N . J . ,be l i eves the Re l e n z a

TV campaign is a great example of how to

use a ce l e b ri ty endorsement for a bra n d.

Ever notice how you can instantly re cog n i ze a

consumer ad for a pre s c ription medication? It’s

i ronic that so much adve rtising for branded phar-

m a ce u t i cals is so generi c.

One of the most powe rful tools to break into the

consumer consciousness is humor. Using a lighte r

tone when pre s e nting health issues and answers is

a l ways a delicate balance and is often inappro p ri ate.

Ma i n s t ream consumer adve rtising has long under-

s tood that if adve rtising isn’t at least somew h at

e nte rtaining it is difficult to be notice d,let alone

re m e m be red in the age

of the re m o te co nt ro l .

Think about the co m-

m e rcials you re ca l l .

Ch a n ces are they use

h u m o r.

The first adve rt i s i n g

I re call busting out of

this generic feel wa s

the consumer ca m-

paign for Re l e n z a ,s t a r-

he use of humor in pharmaceutical advert i s i n g ,
whether it is a professional or dire c t - t o - c o n-
sumer campaign, re q u i res a delicate balance.
But if done properly and with sensitivity, a
l i g h t - h e a rted approach can separate the generic
f rom the exceptional. Ted Whitby, senior VP
and creative director at Pace Inc., says
m a i n s t ream consumer advertising has
long understood that if advertising isn’t at

least somewhat entertaining it is difficult to be
noticed let alone re m e m b e red in the age of the
remote control. 

M r. Whitby identified GlaxoSmithKline’s televi-
sion campaign for Relenza as one DTC campaign
that hits the mark. The creative team tapped into a
well-known celebrity, Wayne Knight, whose per-
sona has immediate entertainment value. 
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