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This innovative
campaign garnered many
votes for its unique.

empathetic and influential art

direction. This beautiful campaign
forever destigmatized a disease.

As Adam Levine, SVP Strategy at

Deutsch, comments, ‘It created
a new standard for what DTC

could be’

Just
as music helped
Claritin soaL. Fathoy
Slim helped Novartis’
1BS drug stand out.
The commecial
rovocatively showed
sufferers raising their
shirts to reveal hand-
Jettered symptomology
on theix tummies.
Hard to forget.

This current campaign

was another one to
leverage anthropomorphic
imagery to quickly
communicate an idea. In this
case, Draftfch integrated
the Elephant into the COPD
campaign for impactful
effect and top results at
Bochringer-Ingelheim.

ZNasonex: “Bee”

This celebrity-

based campaign's linkage
between brand and
spokesperson directly
aligned with Boomer
women who remembered
Ficld from “Gidget” to
“Norma Rae As Abelson
Taylor SVP Jay Cartex notes.
“The right person for the job
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