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A little buzz: groundswell
What is it? A social trend in which people use technologies to 
get the things they need from each other, rather than from 
traditional institutions like corporations.

From groundswell

Winning in a world transformed 
by social technologies

By Charlene Li and Josh Bernoff, Forrester Research

George Wright, Marketing Director
Blendtec
• Campaign goal: build awareness
• The first 5 videos cost $50 to create
• 60 million views
• A recognized brand: customers willing to spend $399 

for a blender to make smoothies for their kids!



Brand Promise
Microsoft is the visionary technology leader creating 
innovative hardware, software and services to help people 
and businesses realize their potential .

Microsoft products now encompass every market from enterprise to 

entertainment, software as a service, and organizational as 
well as individual productivity.

The Rookies: Kylie I’m a PC
Real Microsoft engineer Sean 
Siler  is a PC. 

Kylie, Age 4 1/2
At 4 1/2, Kylie is a rookie 
at almost everything.

“It’s Everybody’s Business”: In Microsoft’s 
latest campaign, leading executives explain 
how enterprise software empowers people to 
make an impact.



This is the world we live in.

• Friend and tweet are verbs.
• susan-boyle.com has 15,884 members (and we’re already bored)
• 1 in 4 American adults visit social networking sites at least monthly.

April 26, 2009, The New York Times
• Companies cut capital investment at an annual rate of 38% and 

inventories at a rate of $103.7 billion. (Q109)
• 49% of small businesses agree that their company “must improve 

customer experience” over the next 6 months to stay competitive. 
• 44% say they need to invest in customer acquisition and retention. 
• 48% of small businesses also agreed that their companies “must save 

money” over the next 6 months.



Everything is different now.
The world is viral. Immediate. Media and technology 
agnostic. Relationship driven. Transparent.



Evolving Partner Brand Strategy
• Any partner of any type can by partnering with Microsoft 

increase profitability and realize business potential
• Partner-led, customer-focused direction

DECISION TREE:
What relationship is 
best suited for my 
business?

I  find Microsoft 
syndicated content on 
Facebook and Digg – I 

share it with my business 
network.

I like how Microsoft helps 
me develop my business 
and recognize 
opportunities.

I like how Microsoft 
recognizes that I am 

small but high quality.

I use the partner program 
to articulate my 
company’s strengths to 
prospective customers. 
I believe demonstrating 
my commitment to 
expertise is a fair bar.

I want Microsoft to 
recognize my best-in -
class solutions. I am 
willing to go through a 
rigorous & auditable 
approval process.



Microsoft Case Study
The challenge: Help partners “weather the storm”

The Opportunity
We know. . .
• Customers are still making IT investments that support thoughtful 

expansion & cost control
• There is greater diligence around decision making and ROI must 

be validated immediately.
We can . . .
• Drive awareness with partners on what we can mutually do to 

save customers money
• Educate partners on what we can do to support their businesses
• Crowdsource: Build the plan with partners and review/revise 
• Take advantage of groundswell



Brand Focus
• Demonstrate commitment in a tough economy 

(reasons to believe)

• Ground reality with optimism (authentic brand voice) 

• Extend marketing budget and brand reach through 
viral media and social networking (listen, lead, and 
influence the conversation) 



Target Audience
• Partner business decision makers accountable for business results, setting strategic 

business objectives and managing revenue, cost and profitability

Goals
• Drive awareness with partners on what we can mutually do to save customers money
• Educate partners on what we can do to support their businesses 
• Dispel negative partner perceptions around fear, uncertainty and lack of confidence

Messaging
• Microsoft cares about the success of your business
• Microsoft’s financial strength is a differentiator from competitive vendors
• Microsoft’s depth and breadth of offerings drives partner revenue and saves 

customers money
• Microsoft’s low -cost, high-performance approach is well suited to this climate
• Microsoft will continue to invest in innovation

Outcomes
• Demonstrate leadership, build perception, drive revenue, gain share
• Drive awareness of economic story to partners & customers
• Drive use of evidence  and offers

Economic Campaign



“Go where they go.”

Microsoft 
Web 

Properties

Print

Media

Social 
Networks

Campaign 
Landing 

Page

Partners & 
Customers



Driving Results
• Microsoft Financing

– 10 million impressions (250% increase since campaign launch
– Partner awareness UP from 32% to 65% since December 2008

• Partner Sales Resources
– Partner usage of infrastructure optimization resources on monthly 

basis has tripled since campaign launch

• Global adoption
– 52 subsidiaries worldwide adopted portal properties and integrated 

the economic campaign with local efforts



So What? 
From traditional . . . To new . . . What’s changing?

Research Listening Ongoing monitoring of customer and 
partner conversations in addition to 
studies and focus groups (Microsoft 
Partner Advisory Councils, Microsoft 
Active Listening)

Marketing  Conversation From monologue to dialogue–
partner-to-partner / customer-to 
customer conversations (Microsoft 
Partner  Community UK)

Sales Crowdsourcing , viral, word of mouth, 
“the groundswell”

Enthusiastic customers help sell each 
other and  partners collaborate

Support Supporting Customers supporting each other

Development Collaborating Helping customers work with each 
other 

Top down Ground & grass roots upward Opportunities to drive consideration 
and preference

Command and control Listen, participate, influence and 
monitor

Media agnostic world

Rethink and Reset



Key Takeaways

• Experience differentiates.
• Concentrate on the relationships.
• Your brand belongs to your customer.
• Simple. Open. Engaging. Connected.



Your insights? Questions?
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