
THE CHALLENGE 
After the success of the launch 
campaign that ran in Radio Times 
and Gardeners’ World in 2008, 
Chevrolet wished to run a campaign 
in 2009 to build on the level of  
brand awareness achieved the 
previous year.

 The client wanted to firmly fix  
the model’s brand values in the 
reader’s mind, particularly the value 
message and ultimately drive 
readers and users to visit the 
Chevrolet website, order a brochure 
or visit a show room.

 The final part of the brief was  
to ensure that the campaign for  
the Chevrolet Aveo was engaging 
and that consumers would be able 
to interact with the content in 
various ways.

THE idea
The idea was to create a multi-
platform campaign across print and 
online that would draw upon the 
strengths of the 2008 campaign. 

However, this time there would  
be greater focus on the online 

element and a competition 
mechanic would be used to engage 
audiences with the value message 
and encourage interaction with the 
Chevrolet Aveo brand. 

In addition, BBC Magazines’ Ad 
Insight team would run an ad 
effectiveness study to test the 
success of the campaign.

THE execution
Radio Times and Gardeners’ World 

were again selected for the second 
year running by Chevrolet. In 
addition, based on 
recommendations from last year, the 
client also decided to include Good 
Food on the schedule.

 A microsite was launched in April 
alongside an advertorial campaign 
across all three magazines, 
encouraging users and readers to 
submit, their ideal ‘value’ weekend 
entries using the Aveo. Half page 
competition entry reminders ran in 
May and then the campaign changed 
tack in June.

 At this point three finalists were 
selected and were featured in the 
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magazines taking part in their day 
out. The microsite, re-opened as a 
forum, where users could vote for 
their favourite finalist to win the  
car!  The voting deadline was in 
August and the winner was 
announced online.

 To monitor such an integrated 
campaign, three waves of research 
were required: a pre-wave in April,  
a mid-wave in June and a post wave 
in August. The research was 
designed to discover whether the 
campaign had delivered against the 
objectives set.

 The aim of the campaign was to 
build on the brand awareness 
already established in 2008, 
ensuring the value message was 
communicated, while also 
monitoring the effect of the current 
economic climate on our readers 
and users’ car purchasing decisions.

THE results
More than 1 in 4 respondents 
recalled seeing the campaign 
without any prompting. Once the 
advertorial was shown, this 
increased to 1 in 3. Good Food 
readers responded particularly well 
with 42% recalling the campaign 
once prompted.

Chevrolet saw the highest increase 
in brand awareness compared to its 
competitors. This was accompanied 

by an increase in awareness of 
Chevrolet models, and a decrease in 
those who knew nothing about the 
brand, showing that knowledge of 
the brand had improved within the 
campaign period.

In line with the objectives of the 
campaign, awareness of the 
Chevrolet Aveo, increased by 15% 
from pre to post. This was the 
highest increase in awareness 
versus competitor models and 
meant that 1 in 4 respondents could 
identify the Aveo.

 A higher percentage of 
respondents agreed that the  
“AVEO is a great value car” than any 
of the other impression statements 
we asked, proving the creative 
worked well to communicate the 
value message.

In addition, the website delivered:
 
● Unique users: 25,190
● Visits: 29,670
● Page views: 59,067
● Pages per user: 2.3
● Dwell time: 1.45 min
● Comp entries: 6,183
 
The 2009 Chevrolet Aveo activity 
delivered both an engaging and 
effective campaign and succeeded in 
firmly fixing the model’s brand values 
in the minds of our readers.
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  After a successful 1st partnership with BBC magazines to 
launch the Chevrolet Aveo, we wanted to continue and build on 
our relationship with their readers.  BBC had some great 
learning’s from the first partnership, which enabled them to 
develop the second into something even more engaging than the 
first, by asking their readers to tell us what their perfect day would 
be if given the chance to have an Aveo for the weekend, along 
with this they were encouraged to give us their pragmatic tips. 

The 3 competitions involved in the partnership provided some 
very interesting findings as well as some very happy winners.  
Due to this success, Chevrolet will continue their relationship 
with the BBC magazines readers in 2010. 
Maia Weil, Communications Planning Executive, Carat


