Best Branded TV Advertisement/Campaign

GOLD AWARD
Draftfcb and Eli Lilly & Co.
Cymbalta “Eyes”

Draftfcb and Eli Lilly’s long-
running “Depression Hurts”
campaign for Cymbalta has
been incredibly successful
and effective, and it continues
to win accolades. The agency
explains that the campaign’s
mission has been to “change
the dialogue” and “redefine
the condition,” emphasizing
the broad range of depression
symptoms.

“It has always been our mis-
sion to let consumers in on the
complete story of depression
and to educate sufferers that
depression has many symp-
toms,” the agency added. “It
is our belief that knowing an
incomplete story leads to an
incomplete treatment of symp-
toms. When consumers know
the complete story they’re
more likely to engage in open
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dialogue with their healthcare
providers. When a patient
learns that a family member
or loved one is also hurt by
the patient’s suffering, they’re
more likely to see their doc-
tor.” New consumer insights
helped Draftfcb continue

to evolve the campaign. “To
motivate our target to seek
treatment, we use a mirror to
show them how they’re suf-
fering,” the agency said. “The
campaign communicates in a
realistic, non-judgmental and
honest way. Without honesty,
there’s little chance that our

target will respond. Our TV
spot brings to life the range

of individuals and depression
symptoms. It looks closely at
the many faces of depression
sufferers and, in a non-intru-
sive way, communicates the
ways in which they are affected
by depression.”

Judges were impressed with
the campaign’s execution: “All
are unique, have iconic ele-
ments, educate and really sell.”

Draftfcb reported 2008
global sales for Cymbalta
reached $2.69 billion, a 28%
increase over 2007.

Judges loved these ads, which feature
drawings of people with rosacea. “A
unique execution that creatively de-
picts the condition,” noted one judge.
“They demonstrate deep understand-
ing of the target audience, which is
nice to see.” To help drive product
sales, the ads needed to educate
sufferers. “Many try over-the-counter
products or make-up to cover the
bumps and blemishes, but they re-
peatedly fail because they don’t real-
ize it comes from below the surface,”
added the agency. “Oracea wanted to
be the brand to offer hope.”

Creative

The Award

Recognizes excellence in branded
TV ads or campaigns promoting a
prescription drug, medical product
or services.

The Finalists
M Draftfcb and Eli Lilly & Co.—
Cymbalta “Eyes”

B Euro RSCG Tonic and Glaxo-
SmithKline — Advair Asthma

B Euro RSCG Tonic and
Glaxo-SmithKline —
Advair “Zoo”

B McCann Erickson HumanCare
and Galderma Laboratories —
Oracea Skin In Sync

[ Saatchi & Saatchi Wellness and
Sanofi-Aventis— Ambien CR:
Silence Your Rooster

O,’Ju7 Healthworld

Ogilvy Healthworld, a unit of
Ogilvy & Mather, part of WPP,
is a leading global healthcare
communications network with
55 offices in 33 countries.
The network has more than
1,000 brand assignments
from nearly 200 clients
worldwide. Ogilvy Healthworld
(ogilvyhealthworld.com)
delivers creativity, strategic
insight and communica-

tions expertise through their
“For the Life of the Brand”
services to clients in the
healthcare industry.
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