


ABOUT THE RED BRICK
How do you sell an everyday brick?

After all, what could be more common? They’re ordinary; you fi nd them 

everywhere. There are literally millions of them. They’re not even used that much 

any more — none of the world’s great new buildings are being made out of 

bricks. Maybe the brick’s time is past; at best, it’s a quaint relic.

Or, maybe you need to look at things differently.

Because they’re actually quite important.

Bricks were invented by the Sumerians, the same people who created:

• The wheel

• The chariot 

• The fi rst professional army

• Writing, including the world’s oldest book — The Epic of Gilgamesh

• Astronomy (and astrology)

• Glass-blowing

• Irrigation

• The fi rst written laws

• Beer 

These people made millions of bricks to create the fi rst cities and temples. The 

humble brick was literally the building block of the world’s fi rst civilization. So 

each individual brick is the heir to the traditions and practices that make us 

civilized. And even today, bricks are classic, timeless.  Also, if The Three Little 

Pigs has taught us anything, it’s that bricks are strong. Bricks last. Plus they’re 

low maintenance and exceedingly energy-effi cient, thanks to their exceptional 

“thermal mass.” They can reduce your fi re insurance. They’re useful: you can 

use them to prop open doors or make shelves. Put simply — it’s all a matter of 

perspective: there’s a story out there that will make someone want to buy a brick.

We’re looking for someone who can tell it really well. 

After all, at Ogilvy, we built our business on sales.



THE BRIEF
Product: The Red Brick     

The humble red brick. Surely, it has greater opportunity in our modern world. 
What could convince people to consider it, to use it, to buy it? 
How would you pitch it to people? And to whom?

Target audience:
Who are we trying to convince: This is open for you to decide but it should be 
someone who could actually take action for consideration or purchase. Sure, 
construction, but who else do you think could use it?

What do we want them to THINK & FEEL: 
“Wow, I didn’t think of the Red Brick in that way. Maybe I need it.”

What do we want them to DO:  
Take action today towards buying a red brick for their use.

How do we want them to respond:  
You have the option of how you want people to respond but it must include 
some kind of measurable response. Examples: Phone call, SMS, email visit 
web site, join relevant social network or visit store. 

Mandatories: 
Video Length: 1-2 minutes
Sound design: If you want to use sound, please use one of the ones generously 
provided by APM Music. 

Deadline:
Submissions due to youtube.com/Ogilvy by May 16, 2010. See offi cial rules 
and eligibility.

Follow us on Twitter twitter.com/Sell_Or_Else and join our Facebook fan page 
facebook.com/ogilvy

Where we can answer questions, we will try: 
greatest.salesperson@ogilvy.com

March 30, 2010



WHAT WE ARE LOOKING FOR
Judging Criteria

Eligible entries will be judged by a panel based on the following judging criteria and 

associated point score (0 = Poor; 25 = best):

Video submissions will be judged by our twin peaks of creativity and effectiveness. 

The judging panel and the public will be guided to look for solutions, which 

accomplish the following:

1. How well does the sales pitch start? (up to 25 points)

 Great openings grab a customer’s attention, breaking through the clutter of every   

 day. Your “way in” helps fl ag a prospect’s attention and seems worth listening to.

2. How well does the sales pitch persuade? (up to 25 points)

 There might be other products for similar needs. Why should yours be on the   

 customer’s short list? What sets this product apart?

3. How well does the sales pitch motivate? (up to 25 points)

 Once you have the interest of a prospect, how do you motivate him or her to move   

 from interested to willing, from curious to action? What will she or he do next? How  

 well does the pitch close?

4. How credible is the content of the pitch? (up to 25 points)

 We are not manipulators or phonies. We want to be invited back into our    

 customer’s life. It’s crucial that we fairly represent the product, and conduct   

 ourselves with integrity.



WHAT, WHO, WHEN
Summary of Some Key Details

What: Technical And Creative Requirements
• Create an original video that gives a sales pitch for the featured “product”   

   (the Red Brick) displayed on the Contest Website and exemplifi es why you 

 are the World’s Greatest Salesperson. Save your original video fi le as 

 potential fi nalists will be required to submit.

• Entry must be submitted in a format and fi le size accepted by YouTube.

• Running time: Minimum one (1) minute, Maximum two (2) minutes, 

 including any credits. 

• Language: Entries are preferred in English, but will be accepted in German,   
 Italian, Spanish, and French. 

• Note: The video submission must mention “World’s Greatest Salesperson”   

   in the video’s title.

• Obey YouTube’s Terms of Service, inclusive of its Community Guidelines 

   (www.youtube.com/t/community_guidelines) and Privacy Policy.

Who: Residents At Least 18 Years Of Age Of The Below Countries Are Eligible

Australia • Brazil • Canada • China • France • Germany • India • Italy • Japan 

Mexico • Singapore • Spain • United Kingdom • United States • Netherlands

EVENTS

Video Submission Period

Public Voting Period

Sponsor Selection Of
Potential Finalist Videos

Potential Finalist Notifi cation 
and Clearance Period

Winners Announced At 
2010 Cannes Lions Int’l 
Advertising Festival

START

Starts 12:00:01 am  
March 30

Starts 12:00:01 am 
March 30

Starts 12:00:01 am
May 17

Starts 12:00:00 pm
May 20

June 21

END

Ends 11:59:59 pm
May 16

Ends 11:59:59 pm
May 16

Ends 11:59:59 am
May 19

Ends 11:59:59 am
June 8



WE SELL, OR ELSE.
Our founder David Ogilvy, started as a salesman. 
He went door to door for kitchen stoves, working 
on commission.

“If I sold I got a commission. If I did not sell, 
I did not get a commission, and I did not eat —  
no sale, no commission, no eat. See — 
advertising is all about selling, the ability to sell.”

– David Ogilvy
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