PRIVATE

BY JOHN KEMBLE

In rare-disease marketing, the
creative stakes are high. Rare
diseases are often underdiag-
nosed and require creative
that not only has stopping
power but also seeks to raise
awareness. Rare diseases also
have a devastating impact

on the lives of patients and
caregivers. Creative for them
should therefore contain ele-
ments of humanity and com-
passion. Here, a few that do it
well —and some that fall short.

H Chokehold

Company: Dyax Corporation
Still one of my all-time most
admired campaigns, this ad for
Kalbitor, an acute treatment
for hereditary angioedema,
captures the fear that an HAE
attack can occur anytime,
leading to asphyxiation. The
campaign clearly commands
attention, communicates
HAE’s emotional burdens
and demands that appropri-
ate treatment be available for
patients who live each day in
fear of the next attack.

i Out of the Woods
Company: Salix
Pharmaceuticals

Another striking campaign is
this one for Xifaxan. It effec-
tively promotes the product
while also raising awareness
of hepatic encephalopathy’s
chronic nature. For discharged
patients, future HE episodes
are possible. The surrealistic
effect of the woods in the liv-
ing room eerily conveys the
danger surrounding the dis-
charged patient and highlights
long-term-treatment needs.

i Red Blood Cell
Company: Alexion
Pharmaceuticals
Paroxysmal nocturnal hemo-
globinuria is a rare and life-

threatening condition in which

patients’ red blood cells are

constantly destroyed by their
body’s own defense system.
Here is a campaign that is sim-
ple and direct. What’s missing?
An emotional connection to a
small patient population.

H Patient

Company: Takeda

Survival may never get old,
but images of smiling, happy
patients sure do. For people
with advancing cancers, every
moment, every day, every year
counts. The message is clear
but the image fails on stop-
ping power. The writing in the
wrinkles is a nice touch but so
subtle you could miss it.

M Good Days

Company: Teva Europe

After 15 years on the market,
Copaxone steps out with this
European campaign. The CGI
scene etched in the tread of
the hiking boots paired with
the headline do it: It has a
feel-good vibe and connects
with treating multiple sclerosis,
which, as stated in the tagline,
is for patients to have more
“good days, not lost days.”

m Gift

Company: Novartis Oncology
This blockbuster brand’s long-
running campaign is iconic:
The stark photo of the fresh
surgical incision acknowledges
the intensity of the battle that
a patient with a gastrointesti-
nal tumor has to undergo. The
simplicity of the orange gift
box is a beautiful reminder
that life is a gift.

John Kemble
is SVP and
creative
director at
Dudnyk.
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When HAE attacks, fight back.

KALBITOR' (ocallantide s plasma kallkrein
ntibitor indicatod for treatment of acute
attacks of herediary angioedema (HAE) n
patients 16 years o age and oder.
«First subcutaneous treatment approved for
HAE,regardless of attack location'
+ Aporoval based on resuls from 2 placebo-
controled phase 3 cinical s that
included 143 uniaue patients (64 patents
it Sodominal attacks, 55 with paripheral
attacks, and 24 with laryngeal attacks)
NOTE: The depicton s not nended o ustrte an
ncuding

actual HAEstack.Physical manfestatons
et atack ocation ana sevrty vay
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ol 1-885-4KALBITOR (1 888-452-5248)
or Vi W KALBITOR com o ear more.

CHOKEHOLD
Company: Dyax Corporation
Product: Kalbitor
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Forfov patients.

OUT OF THEEHOSPITAL DOESN'T
MEAN OUT OF THE WOODS

75% of patients develop HE recurrerices, even on lactulose.
Protect your patients with Xifaxan 550 mg continuously

from the moment they experience their first overt episode. @ e
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IMPORTANT SAFETY INFORMATION
XIFAXAN 550 mg is indicated for reduction in risk of overt hepatic
encephalopathy (HE) recurrence in patients >18 years of age. In the
il of XIAXAN fo HE, 91% of th patiens were using faciose ed or confirmed, ongoing
i ot dected aganstC. il may e o be iscontinded
patrtsin o onald 1l 10 ELD. he st commonacversereaconsccurng
cased systemic © : lincal study were edema peripheral (1
tic_ dysfunction. Therefore, caution should be T
‘when adinistering XIFAYAN o ptiets with severe hepatc

axant icensed by Alfa Wassermann S.pA. to
Salix Pharmaceuticals, Inc.

Please see adjacent brief summary

www.Xifaxan550.com

OUT OF THE WOODS
Company: Salix Pharmaceuticals
Product: Xifaxan

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 author and not the views of MM&M magazine. For more informa-
tion, or to be considered as a guest reviewer, please e-mail Kevin McCaffrey at
Kevin.McCaffrey@haymarketmedia.com.

Soliris®: The first humanized monoclonal antibody
(MAD) to reduce hemolysis and its harmful effects
in all PNH patients.

The Power to Protect.
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(eculizumab)

RED BLOOD CELL
Company: Alexion Pharmaceuticals
Product: Soliris
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THAT WAS TODAY:
WHERE TO. TOMORROW?

Survival never gets old

Wit MP* v WP
60.1-month median follow-up)

Approved for subcutaneous and IV administration®

VELCADE (bortezomib) Indication and Important Safety Information
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Living Proof

PATIENT
Company: Takeda
Product: Velcade

GOOD DAYS
Company: Teva Europe
Product: Copaxone
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GIFT
Company: Novartis Oncology
Product: Gleevec
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