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More advertisers are choosing “average Joe” actors over celebrities
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Tim McCarthy prepares to shoot a commercial as Justin Case in his “cubicle” on the fourth floor of SafeAuto’s headquarters in Columbus.

MEET JUSTIN CASE

(though he doesn’t reall

By Steve Wartenberg

THE COLUMBUS DISPATCH

ustin Case has a cubicle on the
fourth floor of SafeAuto’s head-
guarters building in Columbus,
On his desk are a gumball
machine, coffee mug, photo of
Justin with a few friends— and a note
reminding him of a 4:30 meeting.

That'’s so like Justin to be organized.

He hasa telephone (1-800-SAFEAUTO,
Ext. 84555) and voice mail, an e-mail
address (Justin.case@safeauto.com) and
even a Facebook page with about 400
friends.

But Justin Case isn't an actual Safe-
Auto employee. He's a fictional character
played by a Chicago actor, Tim McCar-
thy, 27, who doesn't have a car or the

need for auto insurance.

“I'm shocked that people actually call
SafeAuto and ask for Justin Case,”
McCarthy said. "I take it as a compli-
ment that they believe he exists and they

can trust him.”

People have actually called SafeAuto ask-

y exist)

Geico gecko and Flo the Progressive

Insurance lady.

He has become the face of SafeAuto,
which provides state minimum auto
insurance in Ohio and 13 other states ...
just in case.

“It's been beyond our wildest expecta-
tions,” said Elie Deshe, the company’s
director of emerging media and event
marketing, and developer of the multi-
media advertising campaign.

“It already feels like Justin's been here
forever.”

Forever began May 1 with the airing of
the first series of six Justin Case com-
mercials and a related print, Web and
multimedia campaign. Justin, a solution
specialist, is touted as being on the job
2417, solving problems and “keeping
you legal for less.”

said the campaign
lions of dollars and could last years.
SafeAuto is no stranger to television

By the way, “solution specialist” is not
an actual Safe Auto job designation.

Deshe would not provide specifics but
will cost tens of mil-
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Jane, someone people can The idea for Justin Case

relate to, especially in the came from Paul Werth Asso-

midst of a recession. Nation- ciates, a Columbus public-

wide recently launchedan - relations and advertising

advertising campaign fea- firm.

turing company employees. “The idea was for a spo-
Actual celebrities costa kesperson, not a celebrity ...

lot and “Consumers aren't someone people would

case this happens’ and that
led to Justin Case.”

Abuge casting callled to
McCarthy, a talented but
unknown actor looking fora
break.

“We all immediately
agreed he was the guy,”
Waldron said.

Acting trustworthy is
harder than it sounds.

McCarthy uses his father,

‘Waldron is in the midst of
shooting the second batch
of cornmercials, which will
airin September.

Justin will get a back story,
including insight on how he
got his name and grew up
helping family and friends
solve problems.

There will also be alove
interest.

Her name is Katie. She's

do some of the marketing
for you by spreading the
word in a viral campaign.”

Spreading the Justin Case
word will continue for sever-
al years.

“Good campaigns have
legs and bad ones don't,”
Dieshe said. "With this one,
we have the ability to go on
foralong time.”
swartenberg@dispatch.com



