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Super-charged
Chevy spot out with flying colors

by Sleve Hockenemith and Martha Orimann

ririmally. the Hillaide-hased ad AETTICY Creative Lof-

cepis by Clemento wasn' ¢ sure if il first tv commercial,

“The Adventures of Chevy Man,"' would fly, 5o they

nremiered it on cable where the modestlv-budgeted spor proved
& success of heroic proportions

The animated 30-sscond W0 LT 1 S rhero whao Gghia o

truth, justice and the Jack Phelan Chevrolet/Geo dealership, has

beeen airing sinee June 10 on NN, ESPN, THNT, LiaA Net

and the 3""||||| teChannel Just twoweeks alier the spe premicred,

“Chevy Man Diay" at the Berayn dealership diew mope than 15
|1-|'||E|.||' EREFET [0 e rhe costumed hero and doutiled the average
sales for a Saturday.

“We had no idea it would @et a respones like i did bees

:|;||;:i-_'\-|'\:|:. heen runnir ._lra-.nn--.n'rl:~||'---r'--1 hev ¥ Ml Diay
freclancer Shirley Feldmann, who produced the spot o
Creative Concepts’ first v campaign, it really came out with a
biuny

The spot seemas to pack quite & wallop despiie its decepeively
mitld-mannered budget of $10,000, most of which went fo
:"..1||'\.l.'.||||--r Al Aflimarnre A NmEEFInaltEEn

. | |.\.;l_5.;||i||ir -:k1_'|,|f':.|i _|!-|:'_:I SOITEE OUE ol the ciry for the anrrmi-
thon, but we got three times what we paid for" savs Feldmanr
“We ended up with $35,000 worth ol animation for $6,500

The teaditional eel-animaned spot will contimes rumnnang wnii
||‘|l: F._-|| Afi -\.||||l_|.l| EII' -.!ll:'.l\.l"l_' '|ll|'!I TTHLCILEL B L TS Ly | [}
of the month, Tt will be a s1x ar seven stanon buy, savs Creative
Concepts retail marketing director Susan Koarr, *"We'll try late
niwhi first and if that becomes suceessful we'll worey about prime
time.”’

That same *'test the waters™' approach explains the spor }
v premiere, 'Simce it was burly mexpensive they wanied 1o
it on cable to prewe 1o the client tv can work,' " says Feldmann

hewy Man's laster-tham-a specding-bu lei popalanty i

eoivvineed Phelan to oo ahead with more FpOLS 14 1ving
around the caolorful cnmefighter. He owne the regisiered
trademark to the character and plans to use him m heture proma
tions and spots,

"“*Thisca M PN wiks 0 create avwareness o Chevy Man,"' says
Feldmann. '"[t"s sale tosay partsol the animation will be seen in
LPCOTIIME Sperts, incorparated with other foolage.”’

Agency founder/president Jan Clemento directed the spot,
which she co-wrote with Karr and freelance writer Sam DieSio
The seven-year-ald Creative Concepis has specialized in prine
oriented image campatgns and brought that expertise into play
for Phelan

The campaign is alst whlizing proint, ehirect-mail and poimi-ol-
pLire hase advertming, along with prveaways like Chevy Man ot
shirts and rings. Actors dressed ps the caped carsalesman wall be
making appearances at fairs and promotional events througho
the summer. And rl-rn-.-!. n mayor |oseph Lanmllon declars :|_I||.':.
"f_'.hr-.-:.- Man month.'’

*“Television’s the directiom we Il want (o goin in the lutare
says Clemento, “* From here on out, I'll iry 1o incorporate tv inta
my clients’ cCampigns. It*s just 5o effective
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