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raincoats, and nursing pins. The nurse wears my mother’s
nursing pin in the commercial.”
Created by a New Jersey ad agency and produced for a
thrifty $200,000, the commercial involved a director, a 50person crew, and catered meals. “I felt like I was with Steven
Spielberg on a movie set,” Ann recalls. “It was so much fun!”
The crew filmed over two nights from 6:00 P.M. to 6:00 A.M.
Setting the commercial in the dark of night, says Ann, “made
it scarier and more important for the nurse to get there.”

RIG H T: Mark and Ann present

a 2011 National Hero Award to
Barbara Sauer, a Medical Social
Worker in the home health service
office in Denver, Colorado. All
National Heroes of the Year from
2000 onward are listed in an
appendix to this book.
B E LOW: A button made by a

service office circa 1997, given for
recognition and appreciation of
hard work.

As for the storm, it was generated by a towering machine attached to a fire hydrant. Ann recalls that “the
director would say, ‘Give me rain!’ and it would pour from
this machine, which was higher than a big tree. Nurse Lisa
was constantly getting soaked.” The character was played
by actress and model Lisa Gorlitsky, who had been chosen
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Each hero enjoys a recognition party in his or her honor

Our aides even mentioned how proud they were.” The

with family members and sometimes even clients in at-

commercial can still be seen on YouTube, where it has been

tendance. These heroes are first nominated and honored

viewed more than 10,000 times.

quarterly with recognition parties at the local office level,

