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Creative Awards

Best TV Advertisement/Campaign 

Sponsored by HCB Health
The Award
Recognizes excellence in branded 
or unbranded TV ads or cam-
paigns promoting a prescription 
drug, medical product or services, 
or disease awareness/education.

The Finalists
n Advance MarketWoRx and 

UCB—Unbranded Direct 
Response: I’m Different 

n RAPP and Humana  
Medicare—Relationships

n Saatchi & Saatchi Wellness and 
Abbott Laboratories—Things 
That You Love: Bicycle and 
Piano

n Saatchi & Saatchi Wellness 
and AstraZeneca—Extreme 
Measures

n Saatchi & Saatchi Wellness and 
Merial Limited—Little Green 
Men

HCB is a full-service, health-
care marketing communica-
tions agency headquartered in 
Austin, Texas. Our approach is 
to outsmart your competition, 
not outspend them. By simplify-
ing workflows and streamlining 
processes, we can help you get 
more out of your next phar-
maceutical or medical device 
launch. It’s time to stop throw-
ing money at the problem. Visit 
us at www.HCBhealth.com.

The blitz precipitated by the “Little 
Green Men” was a favorite among 
our judges. Saatchi & Saatchi crafted 
a fine-tuned offensive in the effort 
to preserve Frontline Plus, by Me-
rial Limited, as the market leader. 
The agency proved victorious in its 
strategy with an 8% increase in sales 
leading to a record year for the flea-
killing compound. As one judge put 
it: “You’ve convinced me that all my 
pets need ‘little green men.’”  

SILVER
AWARD

Saatchi & Saatchi 
Wellness and  

Merial Limited
Little Green Men

GOLD AWARD
RAPP and Humana Medicare
Relationships

Retirement, a time meant for 
relaxation and relief, is instead 
a period of confusion, doubt, 
and frustration for many 
seniors. RAPP’s campaign, 
“Relationships,” for health-
care provider Humana, tries 
to clear the air and “address 
seniors’ fundamental goal of 
control and independence.”

The TV advertisements aim 
to get across Humana’s overall 
message: personal attention 
along with clear information, 
creates lifelong well-being. 
One commercial highlights the 
bond between grandparents 
and their grandchildren, show-
ing them side by side on a park 
bench. The ads identify seniors 
as vital parts of their families 
and communities, who need 
to have a healthcare provider 
with their interests at heart.

The agency was tasked with 
raising brand visibility and 
promoting Humana’s Medi-
care Advantage plans, a sup-
plement for people’s existing 
coverage. Our judges thought 
they succeeded: “Targeted 
and emotionally compelling 
without being sentimental or 
too cutsie,” said one. Another 
noted: “A perfect combination 
of education and emotion.” 

The message rang true for 
viewers, as seen by campaign 

results: a 10% jump in total 
revenue, retention rates of 
91%, and premium revenues 
up by 17% in 2010. 

The campaign’s strong point 
is its ability to achieve an emo-
tional sensibility while illus-
trating the importance of being 
in control of your healthcare, 
and finding the coverage suit-
able to your needs. “Relation-
ships” connects to its target 
audience—and lives up to its 
name.


