
Anusol



The brand: in decline



The big problem: 
shame and ignorance

• Piles are very common - 1 in 2 Brits will get 
them at some point in their life

• But there was a huge taboo around all things 
bottom-related, including piles

• 52% of frequent sufferers didn’t treat the 
problem at all - they would rather not be able 
to sit down than face the embarrassment



That meant 
breaking some 
category 
conventions too…

The opportunity: smash the taboo
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But the brand wasn’t an obvious taboo-smasher…
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At a party Anusol is the one that 
doesn’t have another drink 

because they’re going to work 
tomorrow.



Pushing boundaries with the brand insight



Watch the 
film
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Click image to play ad on YouTube

https://www.youtube.com/watch?v=UGCztBOIOUI


CATEGORY BREAKING CREATIVE
• Cheeky visuals, serious purpose

EXPLAINS the symptoms of piles

NORMALISES the issue 
• message that 1 in 2 people will get them
• Everyday language like “bums”
• Gently comical music
• Friendly typeface
• Miriam Margolyes VO

PRESENTS Anusol as the solution
• superiority claim.

Hitting all the key points
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Instead of the typical pre-test, 
we used facial coding, which 
tracks people’s facial 
expressions to understand 
emotional responses without 
rational processing - i.e. the 
taboo - getting in the way. 

Our campaign beat the 
category norm on every single 
metric. 

Pushing boundaries with the research
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Taking risks with our media

To normalise piles, we needed to tackle the 
taboo in mass media

Counter-intuitively, given our modest budget, 
we invested in high attention and shared 
experience programming, reaching people at 
their most engaged. 



The 
Results
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People loved and talked about the campaign
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They noticed that piles had gone prime time
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They really loved the balloon knot… 



They even noticed our voiceover artist
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Two unofficial comedian ambassadors joined in
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We grew the category while competitors declined, and the 
campaign is an international success
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+ Net Sales
+ Market Share
+ Recruitment



Tackling the taboo: people are now buying Anusol with their 
supermarket shop
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+        ++



• Healthcare is low-interest and high-
regulation. But low-interest can just mean 
taboo. High regulation can just mean 
creativity has to work harder. If you capture 
people’s interest, you can get a 
disproportionate impact for your spend.

• Traditional market leaders can adopt 
challenger thinking - being a challenger is 
about attitude not scale or history

• Bold insight and work can take on even the 
most profound taboo

The bottom line
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Thank you
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