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BY JAMIE COBB

It used to be that advertising
to specialists was all about
delivering data. Then came
the realization that special-
ists are people, too, leading to
ads aimed at engaging their
emotions, humor and imagi-
nation while communicating
important insights. Sometimes
an agency gets it right and
sometimes these doctors get
bombarded with silly and even
offensive concepts. Here’s a
look at some hits and misses.

M The easy button is back
In this launch ad for UCB’s
Cimzia, compelling insight
takes a backseat to the prod-
uct attribute of speed. We see
how Cimzia can “fast forward”
relief to RA patients who’ve
put their lives on “pause.” If
the visual metaphor stopped
there, we could maybe con-
nect in an interesting way. But
the ad goes one Mary Tyler
Moore-esque step over the top
with the image of a woman in
brand-colored shoes dashing
away with a shopping bag.

m Approved floatation device
I once had an idea like this for
arespiratory brand and I'm
guessing other creatives have
been there, too. The image
provides good borrowed
interest for the Talecris brand
Prolastin, but it’s “checked
out.” Like the kidney-shaped
pool, the human monoclonal
antibody and the bull’s-eye,
lungs-as-life-preserver is now
a more overused cliché.

M Thinking with your dipstick
In this ad for Fereheme,
AMAG does the smart thing
by focusing on the need for
patients with chronic kidney
disease to be routinely tested
for iron-deficient anemia the
same way we routinely check
the oil in our cars. Instead of

presenting clinical data or an
algorithm for treatment, the
ad uses a common dipstick to
underline the importance of
regular checkups and commu-
nicate an idea that might aid
nephrologists in identifying
and treating an overlooked
patient sub-population.

M Read the data, win a
stuffed animal

Vidaza did a great campaign
depicting courageous cancer
patients in American towns
with names like Hope and
Defiance. In this execution,
however, we’re taken to Coney
Island, where the oncologist
and patient are trying their
luck on the strength machine.
It’s hard to decide which is
more offensive—the use of a
carnival in association with a
life-threatening disease, or the
fact that the doc is letting the
patient do the heavy lifting.

M In the flesh

Lilly’s Humalog campaign
shows a good balance between
data and insight. It connects
science, which influences
prescribing behavior and dif-
ferentiates one medicine from
another, with patient satisfac-
tion, which influences compli-
ance. The endocrinologist is
reminded that better glycemic
control at mealtimes leads

to better diabetes manage-
ment overall, while also being
reminded that patients want to
live “normal” lives with treat-
ments that fit their lifestyles.
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VIDAZA hits MDS with the strength
of transfusion independence,’”
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Vidaza

Agency: The Navicor Group

Client: Pharmion

Creative Director: Marvin J. Bowe llI
Associate Creative Director: Sharon Brink
Art Director: Susan Ly

Copywriter: Meredith Cahill

Digital Artist: Bob Lambaise

PRIVATE VIEW: Each month, a creative director from the industry reviews a number
of medical advertisements. Please note that the views expressed are those of the au-
thor and not the views of MM&M magazine. For more information, or to be considered
as a guest reviewer, e-mail Adrienne Fanti at adrienne.fanti@haymarketmedia.com.



w fast forward

Cimzia

Agency: The CementBloc
Client: UCB

VP, Account Director: Daniel
Kaufman

Group Copy Director: David Hill
Group Art Director: Laura
Potucek

Assoc. Creative Director, Art:
Sophie Howland
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Iron Deficiency

Agency: Dudnyk

Client: AMAG Pharmaceuticals

EVP, Chief Creative Officer: Barry Schmader
EVP, Managing Director: Frank Powers
Assoc. Creative Director: Tara Walther
Account Supervisor: Denis Conlon
Group Copy Supervisor: Noah Spring
Art Director: Mike Hawkins

Senior Account: Jessica McDevitt
Media Team: Dora Shankman
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the way to engage communications, inc.

Jamie Cobb
Executive Creative Director

MicroMass Communications, Inc.

11000 Regency Parkway, Suite 300 Cary, NC 27518
www.micromass.com
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Prolastin
Agency: Draftfch Healthcare

THE LUNG PRESERVER " . . .
Client: Talecris Biotherapeutics
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Humalog

Agency: GSW Worldwide

Client: Lilly

Brand Designer: Alan Bumpus

Assoc. Creative Director/Writer: Jim Willis
Creative Director/Art: Rod Smith

Group Creative Director: Scott Morris
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