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Mr. Fraleigh was the keynote speaker at the AdWatch luncheon and was 
introduced by Randall Rothenberg, an Editor-at-Large of Advertising Age.

Mr. Fraleigh:

Thanks Randy, it’s a pleasure to be here. . .

Here’s a picture of my kids.

I know that might seem an odd way to begin, but rest assured I do have a point 
beyond the fact that I really like to look at pictures of my kids.

Another thing I like is to read them stories, or tell them stories that I make up.  
The other day I made up a story for them that was meant to make them think. . . 
to give them perspective on how fortunate they are to have what they have.

I told them about a boy named Rasey, which amalgam of two of my kids’ 
names. . .Rasey was a kid with a tough life. . .mean parents, no toys, no fun 
vacations. . .he didn’t even get to go to school.

Anyway, to make a long story short, I’ll skip some of Rasey’s adventures and 
cut to the chase: Through a series of fantastic, Harry Potteresque events. . .with 
a touch of Cinderella thrown in. . . .Rasey came to live with a caring aunt and 
uncle who gave him love, affection and a good life as he grew up and went to 
college.  Happily ever after, the whole bit.

Well, my 7-year-old was captivated by the story.  It spurred a discussion about 
the importance of education and what he wants to be when he grows up.  
Turns out he wanted to learn to design cars and trucks, which I thought was 
pretty cool.

Meanwhile, my 5-year-old wanted to show me that he too was captivated by the 
story and he too had given some thought as to what he wanted to be.
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He looked me square in the eye and proudly declared, “I want to go to clown 
school.”

[pause]

Oh well, it’s gotta be cheaper than Princeton, right?

The point is, I told the story to make a point, and they got it.  Stories occupy an 
important place in any family, or any society.  They give us the structural 
framework in which we view the world and our place in it.

In that spirit, I thought I would tell you the stories of three industries—and then 
look at some ways in which these stories connect.

Once upon a time. . .that’s how all the great stories start. . .once upon a time, 
there was a great American car company.

This care company invented the idea of “car for every purse and purpose.”

Its lead brand, Cadillac, was known for unmatched style and innovation.  And 
the company brought style and innovation down through its several brands, all 
the way to a brand called Chevrolet. . . and did it all faster, more efficiently and 
with higher quality than any other manufacturer.  

This allowed the company to grow—in fact, it sold more vehicles than all the 
other automotive companies combined.  An all across the land, people grew up 
aspiring to own the cars that this company built.

[pause]

There’s an old Chinese proverb that says, “Those whom the gods would 
destroy, they first condemn to 30 year of success.”

Something happened to that great American car company—a lot of things 
happened.  The company fell on hard times. . .and learned some humbling 
lessons.

The company had been so dominant—and so profitable—for so long that it 
never felt the need to question its own identity.  This success led it to become 
internally focused.  With little sense of urgency to change its culture or its 
structure, it was ill-equipped to deal with a surge of competition from overseas.

For a while, customers kept buying its product—mostly because they had the 
legacy memory of great products, and because the company had a great 
network of dealers who really knew how to sell.



But the company failed to bring to market products that would inspire new 
generations of buyers.  Inevitably, many customers turned to competitors’ 
vehicles.

I’m sure you’ve recognized that this is a story about General Motors.  Not that 
long ago, critics were ready to pull the plug.

But you might not know the rest of the story—the resurgence of GM.

Today, GM is undergoing a product renaissance in many areas, and is the 
industry’s unquestioned leader in trucks.

With great products like the Hummer H2 and Cadillac Escalade. . .and 
upcoming new entries like the GMC Envoy XUV, Cadillac SRX luxury crossover, 
the Chevy Equinox small SUV, plus the Chevy Colorado mid-size pickup—not to 
mention the outrageous, one-of-a-kind Chevy SSR pickup slash roadster—GM 
will build on that truck leadership, with the deepest, broadest and highest 
quality lineup of trucks in the business.

We’ve also begun to inject new excitement into our car lineup.  Building on 
Cadillac’s momentum with the CTS sedan, we’ll soon introduce the bold 
Cadillac XLR luxury roadster.  Also coming this year is a convertible version of 
the re-engineered Saab 9-3. . .a modern incarnation of the Pontiac GTO with 
outstanding driving dynamics. . .and in the heart of the car market, the all-new 
Chevrolet Malibu.

All this coming from a company that has improved the quality of its vehicles at a 
rate greater than anyone else in the last five years.  In the latest J.D. Power 
study that ranked all the North American automotive plants top to bottom based 
on quality, GM had eight of the top twelve, including the top two.  That’s better 
than Toyota, Nissan, Mercedes, BMW or any other manufacturer.

Today, we sell more than 2 million vehicles a year that meet the criteria our 
harshest critic—namely, Consumer Reports—uses to recommend buying.

And it’s not just about these very visible products and quality reports.  By the 
automotive industry benchmark, we’ve grown our efficiency more than any other 
manufacturer in the last five years.

And we’re investing significantly in technology that will meet customer needs 
down the road.  Starting next year, we’ll begin equipping some of our products 
with a technology that shuts off half of an engine’s cylinders when they’re not 
needed—a way to significantly improve fuel economy.

Looking further ahead, GM has created the Hy-Wire concept as part of a major 



commitment to be the leader in fuel-cell technology that will eliminate 
environmentally harmful emissions.

GM today is driven by a renewed passion for product and focus on the 
customer.

So, what’s the point of this GM commercial?  Despite all this progress, we still 
face a significant marketing challenge to overcome the history of the last 20 
years.  And this audience is made up of people who understand and love to 
take on marketing challenges.

So, I will talk more about that in a few minutes.  But first, I’d like to tell a couple 
more stories.

One story is about advertising agencies.  Giant figures used to dominate the 
business of advertising.

There was David Ogilvy, for one.  His ads were clever and captivating, but most 
importantly, they sold.  He believed in the big idea.  Ogilvy said, “Unless your 
advertising contains a big idea, it will pass like a ship in the night.”

In the late 1950s, Rolls Royce had a meager ad budget of $50,000, but Ogilvy 
had a big idea.  You may be familiar with this famous headline—“At 60 miles 
an hour, the loudest noise in the new Rolls-Royce comes from the electric 
clock.”

Leo Burnett was another giant.  He grasped that “share of market” could only 
be achieved with “share of mind.”  His agency stimulated consumers’ basic 
desires by inventing easily recognizable icons that helped build powerful 
brands—like the Green Giant, the Marlboro Man, the Pillsbury Doughboy, 
Charlie the Tuna, Morris the Cat and Tony the Tiger.

Then there was Bill Bernbach—No. One on Advertising Age’s list of 
advertising’s most influential people in the 20th century.  Bernbach had a 
genius for enriching a sales message with sensitivity and humor that appealed 
to the emotions.  He spawned a new genre of advertising with work like the VW 
“Lemon” ad, and the Alka-Seltzer “Mamma Mia” commercial.

[pause]

I’m not here to demean today’s ad agencies Vs these historical giants.  Some 
of my partners, first at Pepsi [like Bill Bruce, Michael Patty and Ted San] and 
now at GM [like Jamie Barrett, Gary Topolewski, Dave Moore, and others], 
continue to play a major role. . .even the primary role. . .in the success of the 
brands they are responsible for.



But the reality is that most agencies are now part of huge organizations that are 
more revenue models than consumer solution models.

Many people who lead these organizations are under more pressure to “hit the 
numbers” than to provide solutions.

The holding companies are effective at reducing cost with “back office” 
efficiency.  But in general, ad agencies have stopped doing consistently what 
those icons of the industry always did, which is figure out how to sell product by 
coming up with a big idea that emotionally connects with consumers in a 
creative way.

[pause]

I’d like to tell you one more story.  It’s about an industry called the media.

This industry was a major success because it was a great facilitator of 
connecting product messages to consumers.

People kept investing dollars because they got a good return, in terms of 
selling more product.

Network television was the big gorilla in this field.  When the Texaco Star 
Theater with Milton Berle took off on NBC, it sold not only gasoline, but also TV 
sets themselves.

The top shows had a 50 share—life was easy.

We all know that this simple media world is long gone as consumers have 
more media choices than anyone could have imagined in those days.

While we as clients still love being on the Super Bowl and other top network 
programming, I have to step back and question the absurdity of paying double-
digit increases in the upfront, for a dwindling audience.

The networks are maximizing some dollar in the short term, because there is 
less supply and greater demand—can’t really blame them for that, but they’re 
not providing business solutions as well as they once did.

[pause]

I’ve told you three stories, about three entities that have enjoyed periods of 
immense success.  And this success was driven by executing the 
fundamentals that, at the end of the day, delivered one thing—sales.  A pretty 
simple concept, but one that has become clouded as ever.



The author Kurt Vonnegut Jr. says that you can take a story and plot it out on a 
graph.

Good news and bad news are represented by the vertical axis—and time by the 
horizontal axis.

Vonnegut points out that a lot of stories look like this:  Boy meets girl, that’s 
good news.  Boy loses girl, that’s bad news.  Boy gets girl back, that’s really 
good news.

The stories that I’ve described today all start out similarly, with good news: GM 
becomes the dominant automaker; creative geniuses grow the advertising 
industry; and the media industry grows in power and influence.

For GM, this success was followed by a period perhaps best described as 
myopia, which led to an inevitable downward trend—the “boy loses girl” phase, 
if you will.

Myopia happens when you worry more about short-term profitability than about 
the ultimate value you provide for your customer.

Believe me, once your customers migrate away from you, it’s a long road back, 
because customers will soon actively look for other solutions.

I told you about GM’s great new lineup of cars and trucks.  From the product 
standpoint, we’ve come a long way, in a broad range of car and truck 
segments.

We have a lot of strengths to build on in the marketplace.  More people 
consider our vehicles than anyone else’s products.  And we have the highest 
loyalty in the industry, so if we can get someone in our product, we’re confident 
they will keep coming back.

But if we are going to continue our positive marketplace momentum, we have to 
reach the people who won’t consider a GM product.  There are a lot them, too.

And because we’ve been on a downward trend for so long, it is hard to get their 
attention to communicate the depth of change that’s taking place.

Our research tells us that public perception of where GM is in quality lags far 
behind reality.

We need to reach those people who have stopped listening to us, and whose 
perceptions of GM are out of step with what’s really happening.

We have billions dollars of marketing money to help tell that story, and we’re 



frankly lacking enough great ideas.

Because it’s getting harder and harder to tell our story with traditional marketing 
methods, we’ve put together a number of programs ourselves that invite people 
to rediscover GM.

We’re so confident in our products that we’re inviting people to compare our 
vehicles against the competition, and we’re making it easy for them to do so 
with a program call Auto Show in Motion.

We’re doing dozens of these shows around the country—last month, in Long 
Island, we had 10,000 non-GM owners compare the performance of cars like 
Cadillac CTS with the BMW 3 series in a relaxed, hands-on setting.

We have another initiative called Test Drive, which lets consumers keep our 
vehicles overnight to see for themselves just how great our products are.

There is a traditional media component in Test Drive. . .chances are you’ve 
seen this commercial.

[show Test Drive commercial]

We spent over $15 million on that campaign, which was good news for CBS, 
Fox, NBC and A&E.

But guess what?  That $15 million is dwarfed by the amount of money we put 
into all the other components of Auto Show in Motion and Test Drive.

I’m not making any claims for these examples being the absolute best 
marketing programs---although we have had thousands of people every month 
who have tested our products who otherwise wouldn’t have. . .and that is 
producing thousands of incremental sales per month.

The point I want you to understand is that we are moving hundreds of millions 
of dollars in incremental marketing spending to non-traditional 
programs—that’s hundreds of millions on top of what we moved before.

Frankly, that’s money we’d rather spend with agencies and with media.  After 
all, we’re in the business of making and selling cars and trucks. . .not creating 
events and new media opportunities.

So, if you’re on that small list of agencies or marketing services companies 
who provide real solutions for your clients that sell product—great, keep doing 
it.  Just think bigger, and broader.

If you’re not in that camp—and I would say, most agencies and most media 



companies are not—then you have to get there.  You have to get there because 
that’s where the dollars are going. . .lots of dollars at GM, and we are just one 
client.

If you work in a media organization—you’re enjoying good results right now.

But if you don’t provide bigger solutions—like the kind that Coca-Cola’s Steve 
Heyer asked for at Ad Age’s Madison+Vine conference—then you are risking 
your future.

And that’s because clients are going to continue creating their own marketing 
programs.  And these start working, dollars and pathways will be gone for you.  
Remember the lesson of the GM story: it is a real challenge to win back a 
customer that you’ve lost.

So, why am I making all these comments?  Ultimately, it’s because I want to 
see more cars and trucks.

We have great vehicles—but a lot of people in this room and in this city don’t 
know it.

We have some great agencies doing great work—but you, our agency partners, 
could get more of our money.

And those of you in the media—there is money you’re leaving on the table.

Some people are answering the challenge. . .like Modernista and Planworks, 
which helped get a Hummer into a video with Timbaland and Ms. Jade and put 
Hummer in many unique media venues like on the cover of Variety.

A cross section of agency and client teams helped get two of the new Cadillac 
models in the “Matrix Reloaded”—which reset the standard for a chase scene 
in a movie.

There are many other great examples of companies using great, non-
traditional ideas to sell products. . .like BMW Films; like the terrific Mini-Cooper 
print ads with the cutouts and pop-ups; like the Saturn sheet metal ad. . .

[pause]

I’d like to bring it back to the stories that I began with:

When GM focused on how it could create the most inspiring, exciting, high-
quality vehicles, we dominated.

When the advertising industry was driven by leaders who focused on big ideas 



that connected with consumers’ emotions, marketers willingly paid for the 
ideas.

And the networks exploded because they provided great business solutions.

At the end of the day, all three success stories were based on understanding 
the core essence of their products; GM built vehicles that met customers’ 
needs, and agencies and media companies helped find compelling ways to 
sell that product.

But. . .to bring things back to our story chart. . .right now the agency 
conglomerates and the networks are still getting the girl. . .but maybe that’s 
because they’re the only choice in town.

But many have gotten soft and flabby—and there are a lot of people looking for 
an attractive alternative.

Right now, we have a lot of business solutions that I could compare to “Ralph’s 
pretty-good grocery,” out in Garrison Keillor’s fictional town of Lake Wobegon.  
And we’re paying too much for “pretty good” solutions.

We need help to use our assets to craft great solutions.

Here’s just one example: GM is a partial owner of XM Satellite Radio.  As part of 
the deal, we own some bandwidth on XM. . .and to be honest with you, we don’t 
know what to put on there yet.  We have some “pretty good” ideas, but no great 
ones yet.

Looking at our business in its entirety, GM doesn’t have all the solutions. . .but 
like a lot of other marketers, we’re not waiting for our agencies and media 
partners to come forward with them.

We have a big marketing challenge. . .and we have billions of marketing dollars 
to help tell consumers why and how much we’ve changed.

At GM, we are working with renewed passion and a commitment to stretch for 
results.  And that’s the challenge I want to leave with you today. . .work with a 
sense of urgency to help us. . .help marketers. . .figure out how to sell product 
by connecting emotionally with consumers in a creative way.

I’ve got a blank check up here—it could be made out for $10 million, or $100 
million, or more.  I’d love to put “your name here,” or “your company’s name 
here,” if you have the right ideas, the ones that provide us with outstanding 
business solutions and help us sell product.

I know our agencies—the people who sort out he hundreds of proposals we 



get—might be aggravated by the, because we will undoubtedly get a lot of 
ideas that are off the mark.

Yet, as Nobel Laureate Linus Pauling observed, “The best way to have an idea, 
is to have lots of ideas.”

We have agency partners.  I know the talent is at IPG, WPP, Omnicom, Publicis 
and others. . .The media companies have some interesting creative ideas as 
well.  But you—we—must break out of our silos and our own short-term 
financial gridlock.

There are great ideas out there.  We want to hear them.  Like Ed McMahon, I’m 
standing on your front porch with a check.  I know you want a slice of our 
budget.  I know you want to help us sell products and be successful.  And I 
know you want to help put my son through clown school.

Give us a great idea—get a check.  It could be a “happily ever after” end to the 
story for somebody.

Thank you very much for your kind attention.


