


GlaxoSmithKline was 
quick to jump on an April 
1 increase in the federal 
tax on cigarettes, offer-
ing 500 free 20-count 

starter 
packs of 
Nicorette 
White Ice 
Mint gum 
at Nicor-

ette.com, followed by 
coupons for $5 off the 
behind-the-counter nico-
tine replacement therapy. 
The tax increased 62 
cents to $1.01 per pack. 

Boehringer Ingelheim 
has consolidated its 
media planning business 
into Havas’ MPG, which 
previously handled plan-
ning on some brands, 
Media Post reported, 
estimating the account 
to be worth $90 million. 
RJ Palmer continues to 
handle buying duties for 
the German giant, the 
title reported. 

Harvard’s Marcia 
Angell called for the FDA 
to ban DTC ads for three 
years after drugs are 
approved. In a Boston 
Globe opinion piece, 
she said “if new drugs 
are heavily advertised, 
people may be unneces-
sarily exposed to risks.”

The head of Canada’s 
FCC counterpart called 
for an end to the ban on 
DTC advertising to aid 
ailing broadcasters hit 
by the recession. Konrad 
von Finckenstein, chair 
of the Canadian Radio, 
Television and Telecom-
munications Commis-
sion, said a bailout of 
broadcasters might be 
necessary, Media in 
Canada reported. 
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AstraZeneca is redeploy-
ing its Artery Explorer for a 
second tour, using medical ani-
mation to help bring atheroscle-
rosis to life. 

The Artery  Explorer, a 
truck-mounted, motion simu-
lator-equipped fiberglass pod 
in which patients can view an 
animated voyage through a 
plaque-encrusted artery, will 
hit 16 US cities this year. The 
company hosted a satellite 
media tour with Atlanta heart 
surgeon Dr. William Cooper of 
Emory University Hospital and 
WellStar Kennestone Hospital 
in March. 

Sporting a new look, the 
Artery Explorer will be stay-
ing longer in the cities it visits  
and setting up at smaller venues 
like hospitals in addition to large 
events. Several cities have been 
added to the itinerary, includ-
ing San Francisco, where it will 
appear at the Senior Games, and 

Las Vegas, at AARP’s annual 
convention, as well as Cleveland, 
Indianapolis, Charleston, SC and 
Washington, DC. This year, visi-
tors will also be asked to take 
an exit survey aimed at gauging 
their understanding of athero-
sclerosis and whether or not they 
will discuss it with friends, family 
and their physician. 

PR agency of record for the 

tour is Edelman New York. 
The animation was created by 
London shop Radical Depar-
tures, and the pod is operated 
by Pulseworks. 

Artery Explorer is part of 
AstraZeneca’s Us Against Athe-
ro campaign, an unbranded com-
panion to the company’s Crestor 
work aimed at raising awareness 
of the disease. —MA

Artery Explorer hitting the road again

The Artery Explorer shows patients an animated plaque attack

Marketers must appeal 
less to the emotions and more to 
ration to woo consumers amid 
the economic downturn, accord-
ing to a DDB study. 

“Consumers are not going to 
be as motivated to take action 
based solely on higher-order/
emotional end benefits in the 
pharmaceutical, or even in the 
well—being space,” said Maria 
Tender, DDB director of brand 
planning. “Today, more than ever, 
they will need tangible benefits 
ascribed to certain brands.”

The survey, by Omnicom’s 
DDB and M/A/R/C Research, 
found that the value consumers 
place on health and the time they 
spend thinking about it increase 
as incomes dwindle. —MA

Appeal to reason 
during recession

SCHERING-PLOUGH IS REVVING UP its launch of Claritin Liqui-
gels with TV ads featuring NASCAR star Carl Edwards. It’s 
the second installment of Claritin’s Clear to Drive campaign 
starring Edwards, who touts Claritin’s non-drowsy proposition 
as a road to safer driving. “Drowsy driving is dangerous so I’m 
participating in the Claritin Clear to Drive campaign because 
I want to make sure people know to check medicine labels for 
warnings about drowsiness before getting behind the wheel,” 
Edwards says in a release. —MA


