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Communicating with no borders 
New ways of approaching and reaching different targets 
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New ways of approaching and reaching
 different targets – WHY?  

•  Media used to be TV 

•  One TV for one household 

•  Low differentiation  

•  Your audience was everybody 
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Digital today ……. 

•  Europeans spend almost one fifth of 
their media time on the internet 

•  There were over 200 billion text 
messages sent in Europe in 2007 

•  200 million online Europeans have 
bought a product or service online 
–  40% of online shoppers have changed 

their brand decision following online 
research 

•  Over 38% of people would rather 
leave their house without their wallet 
than their mobile phone!  
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Microsoft changed too, it is more than Windows. 

Homepage 

Research 

Entertain 

Connect 

Inform 
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The new Media: MS Advertising,  a Mass Media 

Broad Reach 
and niche 
audiences 

“Internet 
Optimizer”  

Small business 
owners, BDM’s 
and IT workers 

Casual and 
hard-core 
gamers 

106 million  

16 million  

3 million  

Social 
Networkers 35 million  

Source:  comScore Media Metrix, March 2008 
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Looking for somebody?  

 Multiple criteria increase efficiency 
Identification critera based on opt in, approval of internet users 

Localization 
(Country, region,…) 

Hobbies,  
lifestyles 

Media  
consumption 

Socio-demo 
profiling  

(gender, age, DMA) 
SOCIO-DEMO targeting 

TARGETING PATTERNS 

GEO TARGETING 

CONTEXTUAL AND 
EDITORIAL AFFINITY 
BEHAVIORAL TARGETING 
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In the end, what  really counts? 

Relevance 

Digital allows 
brands to 

follow 
consumers 
throughout 
their media 

journey 

Engagement 

A chance to 
create a more 

involving 
dialogue with 
consumers  

Influence 

The 
opportunity for 
advertisers to 
influence the 
decision of 

active 
purchasers/
information 

seekers at the 
most relevant 

moment 

Scale & 
Spend 

During the first 
six months of 

2008 UK 
shoppers spent 

£26.5 billion 
online - nearly 
equivalent to 
one-half of all 
supermarket 
sales for the 
same period.  
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Question: How to find a good spy today? 

Examples of innovation 
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Raise awareness of 
GCHQ careers amongst 

a broad audience of 
young graduates 

Drive validated audience 
to the 

www.gchq-careers.co.uk 
website 

Reach the target 
audience in an 

unexpected yet relevant 
environment 

“The world of online gaming offers GCHQ a 

further route to target a captive audience. These 

gamers are loyal and frequent users of PC and 

console games and are particularly receptive 

to innovative forms of advertising.” 

Campaign objectives 
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Campaign Background and Strategy 

Background  
/ Who 

Strategy 

In-game advertising  

• Government Communications 
Headquarters (GCHQ):  
intelligence/security services 
for the British Government 
(alongside Mi5 and Mi6)  

• Utilize Massive and in-game 
advertising to run alongside 
the broader GCHQ campaign 
“Not an Ordinary Deskjob”  - 
to give potential recruits a 
real feel for the dynamism 
and vibrancy of the 
organisation - and a sense of 
the great training and career 
path on offer 
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A world-first for recruitment advertising that drove
 awareness and qualified leads for GCHQ 



12 

Results 
High volume of qualified leads driven to the GCHQ careers website 

Direct Response Success 

•  3000+ unique users landed on the specified holding page 
–  Over 2,600 of those ‘moved on’ to visit deeper within careers website 
–  These were qualified leads - not accidental clicks 
–  The Careers In Bristish Intelligence site (gchq-careers) traffic increased by 800% - over 1000%

 (from between 350-750 unique visitors per day to 3500 – 8000 unique visitors per day) during
 the period of the campaign and maintained the traffic thereafter 

Winner  of the “Innovation” category 
at the 2008 Recruitment Advertising 
Awards 

Nominated for “Best Use of Creativity in 
Digital Advertising – Charity and NGO 
Category” at the Microsoft 2008 Mouse 
Awards (June 2008) 
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Question: How to make insurance interesting
 for 18 – 25 year old? 

With the rigth content & services 

On a favorable device Videos to download 

Trafic info to mobile 

 ‘Capitaine de soirée’
 application module
 to choose 

Application Ethylotest:
 Test your alcohol level 

Thematic folders  and
 info 
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Explaination  
& Education 

Step 1  
Individual 
profile 

Step 2  Results and 
prevention 
message 

Step 3 
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Mobile Services Mobile Content 

Results & Key Success Factors of Campaign 

& From 
0,83% To 
3,96%  ctr 

5.482 videos 
downloaded 

12.820 
éthylotests 

realized 

Traffic 
multiplied by 10 

with media 
campaign 
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Question: How to answer tricky questions? 
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Summary 

•  ... is more than just having a 
website or online presence 

•  It offers new ways to reach & 
engage audiences 
–  From enhancing and amplifying 

offline activity to distributing 
content to engage and motivate 
consumers 

•  Better understanding of digital 
consumers means more 
effective campaign 
– Which means better results 
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Thank you 
ISABELLE LECHANTEUR 

isale@microsoft.com 



This paper was produced for a meeting organized by Health & Consumer Protection DG and represents the views of its author on the
subject. These views have not been adopted or in any way approved by the Commission and should not be relied upon as a statement of 
the Commission's or Health & Consumer Protection DG's views. The European Commission does not guarantee the accuracy of the data
included in this paper, nor does it accept responsibility for any use made thereof.


