
Legendary Ad Executive David 
Ogilvy: 'Costs tens of millions to 
promote a brand'
Smarter medium-sized advertisers concerned 
with sales lead demand / revenue over brand 
awareness

IBM, Oracle, General Dynamics—they publish 
white papers downloadable via high end web 
sites to generate leads and new business inquiries 
among other advertising avenues.

Their lead gen materials are strong—but they 
spend tens of millions of dollars over decades 
perpetuating such clout while growing via 
acquisition. They fund these programs by issuing 
bonds and stock shares.

So they are advertising with more leverage--
bigger sums--than a medium-sized professional 
services, light industrial, financial distributor / 
registered investment advisory or non-profit 
association.

And someone vending a web marketing suite is 
telling less-sophisticated, medium-sized 
organizations to hire her / him because with 
Tweeting and a responsive web site featuring a 
Constant Contact® newsletter—that medium-
sized b2b business is going to generate sales 
demand (leads) like the above three.

That organization will usually fail to 
breakeven or net insignificant profit

on the advertising to be sustainable. (This will 
depend significantly on the price point, target 
end-user and product type, of course.)

A better idea than 80-something percent of 
medium-sized organizations, non-profits and 
start-ups not in some sort of Silicon Valley tech 
venue where venture capital presents itself? 

Of course. 

Three 'better ideas' that work well 
enough to increase sales leads:

1. Project manage smarter and leaner. As 
in, with a pad and pencil. (Fax or e-mail 
copies to stakeholders.) Toyota Motor 
Corporation, for example, maintains 
“analog” internal communications for 
operational efficiency.1

2. Re-learn common sense in exchange 
for trend following and buying into 
sensationalist stories. “Want to become 
wealthy? Produce something no one else 
really can or wants to do but is 
necessary.”
- John D. Rockefeller.

3. Specificity. “Content is king,” is a 

THIRD           TWO

Intellectual Capital Partners b2bmarketingmaterials.com   ∙   (888) 913 - 1419 



popular phrase among marketers these 
days. Nothing is wrong with this except 
one thing: if too produce content.

The masses read similar books and techniques for 
search engine marketing. The competitive 
landscape grows to a crowded environment.

Economists call this disequilibrium in financial 
markets.

Professor John Zerio of the Thunderbird 
Global Management School asked

a relevant question four years before everyone 
else caught up in terms of content marketing 
return on invested capital.2

“Organizations measure success by the exposure 
they generate. They count page views, followers,
fans and comments. The more the better. But in 
the rush to push content online, many 
organizations never stop to consider their digital 
marketing strategy.

Are they creating the right relationships with the 
right people? Are their messages aligned with 
customer expectations? And do these messages 
reflect the organization’s true personality — so 
that hype matches reality when a Facebook 
friend or Twitter follower calls customer service 
or meets an agent in the field?”

Specificity = advantageous

insofar as by sector or specialty, revenue size, 
vertical or peripheral markets, et cetera. Paying 
someone $12 an hour to run a Google keyword 
research report and then dump content all over 
the web because it's free—or even worse—hiring
an agency to do that, is popular the last five years.
Because it's easy and cheap.

“That's the American way,” some say.

Not always. 

Truth be told, if one reads The Economist or 
Barron's, one is arriving at the conclusion that 
half-assed, fast food American Way mentality is 
significantly damaging to most businesses.

Besides, it's not good enough.

Most marketers and web specialists and—to a 
great extent—big marketing departments of 
corporations $100 million in sales and beyond—
know their business. That is, how to formulate 
press releases, select art work, buy media and 
create product guides. 

That is expected. 

However, in order to positively, cost-efficiently 
affect new sales lead demand, marketing 
departments and web content providing services 
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need to know their customer. More 
specifically, that customer's specialty, 
competitive opportunities, et cetera.

When procuring digital marketing—whether 
that be an ad agency, content producer service or
creative agency—skip all through their data 
sheets and colorful, superlative-filled web sites in 
favor of what matters: what do they know and 
what can they predict about a specific 
customer base and industry to do 
something to position product / service 
XYZ to exploit sector / consumption 
weaknesses, opportunities and threats.

ABOUT
Corey Weiner has worked on lead gen / direct 
response programs for recognizable advertisers 
including Merck and Company, 
GlaxoSmithKline, Wyeth-Aerst, Novartis, NY 

Life Advanced Markets, AXA Equitable, John 
Hancock USA / Manulife and AIG American 
General.

And over four years doing consumer behavior 
research for the renowned Nielsen Company 
qualifies Corey to refine multimedia for 
advertisers less interested in brand / top-of-mind 
awareness and more so in seeing sales lead 
demand / revenue go up.
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