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Award Designation and Category:  
Tech and Telecommunications 
 
Campaign Title:   
It’s Switching Time 
 
Year the campaign took place:  

 
 
 
 
 
 
 
Brand: Google Chromebook 
Creative Agency:  
Media Company/Agency:  
Research Company: 
Additional Affiliated Companies:  
Arts & Letters 
Portal A 
the magnetic collective 
 
 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Launched in 2011, by 2017 Chromebook was still challenged by the binary 
choice people were making between Microsoft Windows and Apple iOS, too 
often dismissed as a ‘lesser’ contender. Following significant product 
improvements and increased popularity of cloud-based computing, the brand 
relaunched in 2018. Two initial campaign waves set out to attack the ‘old 
way of computing’ and elevate the pain of the category. The third wave had 
one clear goal: to drive Chromebook sales by winning over current Windows 
users who were ‘sleepwalking’ – in auto-renew mode, not even considering 
other options. Our comms strategy research revealed this hypothesis to be 
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incorrect; they were instead settling – like a comfort blanket – choosing to 
stick with Windows because they were scared of the pain of switching, and 
fearful of losing the familiar. The resulting campaign tackled this insight 
head on. ‘It’s Switching Time’ celebrates Chromebook as different and 
better, but also comfortably familiar and easy, in a tone that is empathetic 
and humorous. This campaign also led to a landing page supporting the 
target further on their switching journey.  
 
Chromebook YOY sales – driven by impactful advertising - increased 37% 
compared to Windows 2% sales growth during the same period.  
 
 
 
 
Consumer Insight 
  
I’m settling for Windows, because it’s comfortable, but my fear of switching 
is preventing me from experiencing something better. 
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Marketing Challenge 
 
The laptop category for a long time offered up a choice between two 
Operating Systems (OS), Apple iOS vs. Microsoft Windows. Following a few 
years of being focused on education, Chromebook set out to relaunch itself 
as a serious contender to iOS and Windows to drive sales growth, offering up 
a ‘third way’ in 2018 - the laptop for how we live today. 
 
Marketing efforts needed to overcome significant obstacles in order to 
convince target consumers to take another look at Chromebook:  
 

- Low brand awareness: not top of mind among laptop intenders 
- Poor brand perceptions: dismissed by many as a lesser laptop, a 

cheap alternative for students and teachers  
- Consumer inertia: a reluctance to switch OS – fear of the transition 

and what they might lose 
- Category stagnation: 7 years of declining laptop sales and perceived 

lack of innovation 
 
Two introductory campaign waves set out to disrupt (outdated) PC 
conventions and reset the rules of what people should expect in a laptop. 
The target were Windows ‘Sleepwalkers’ who, we assumed, were stuck in an 
auto-renew rut, blind to a better alternative, as they replace one Windows 
laptop with another. 
 
However, our comms strategy research for wave 3 revealed that they were 
not sleepwalking at all! Instead, they were consciously clinging onto 
Windows – like a comfort blanket, because they were comfortable with the 
familiar and afraid of change. They were in fact ‘Windows Settlers’, not 
‘Sleepwalkers’. 
 
This required a more nuanced and balanced approach, and a shift in strategy 
that was less about ‘waking them’ from their sleepwalking, and more about 
creating excitement that Chromebook could resolve their current Windows 
issues but also be reassuringly familiar – offering all of the joy with none of 
the pain.  
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Methodology  
 
Our research program was designed to impact the 3rd campaign and 
consisted of two distinct initiatives: comms strategy research followed by 
creative development research. 
 
Across both, speaking to a clearly defined target  
- Windows users aged between 25-55 
- Laptop intenders who are reluctant to switch from the OS they’ve grown up 
with 
- Care what tech can do for them, vs. being interested in the tech and specs 
- Feel that Microsoft has lost its lustre, rely increasingly on Google and other 
cloud tool  
 
We originally named them ‘sleepwalkers’, but the comms strategy research 
revealed this not to be the case…  
 
Comms strategy research: from Sleepwalkers to ‘Windows Settlers’ 
 
To inform and inspire the brief, we sought to get close and personal with the 
‘sleepwalkers’ target: looking to identify a clear and compelling insight on 
which to build a campaign and identify priority features and benefits they 
look for in a new laptop.  
 
Part 1: Dear John…I’m breaking up with you! 
Casting calls and target introductions via Google Forms 
Ahead of in person workshops, participants wrote ‘Dear John’ letters to their 
current Windows laptops to capture unmet needs, pain points and 
frustrations. They also introduced us to their households from the 
perspective of their laptop: tasks and commands it is asked to complete, 
most popular features used, and what all this reveals about this household 
as laptop users.  
 
Part 2: But it turns out they don’t actually want to break up, or do they? 
Collaborative Agency/Research/Client brainstorm and stimulus creation 
session 
 ‘Dear Johns’ revealed something unexpected: the fear of changing OS 
outweighed their dissatisfaction with the status quo of their Windows laptop 
experiences. This realization led to a working session in which we crafted 
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‘provocation statements’ to capture our hypotheses around why they fear 
switching, along with counterpoints: benefit statements of having a 
Chromebook in your life. 
 
Part 3: Time to switch: what’s it going to take to actually leave you? 
4 x 2 hour creative challenge workshops in NYC & Chicago 
We shared the marketing and comms challenge with participants from the 
outset of each workshop, engaging them to help us build the case for 
Chromebooks, identifying the arguments that convince them to consider a 
switch to a new OS. 
 
Creative Development Research: maximizing campaign magnetism  
via 4x 2hrs workshops with ‘Windows Settlers’ 
We explored the evolved ‘It’s Switching Time’ creative idea via an anthem 
spot, feature specific films and static executions. Our findings helped us 
tighten message communication, gave clear tonal guidance to maximize 
engagement, and alerted us to a need to create a complementary ‘switching’ 
landing page experience. 
 
 
 
Creative Execution 
 
The comms strategy research yielded a clear and single-minded strategy: 
‘It's time to switch to Chromebook, the better alternative to the Windows 
laptop you're used to’. It was important to be direct – addressing their 
concerns over switching head on, while inspiring them to feel that it’s worth 
overcoming their fears for the joy that awaits on the other side!  
 
The creative idea - ‘It’s Switching Time’ - brought this strategic intent to life 
by celebrating the many ways in which Chromebooks is a superior 
alternative to Windows. The tone was direct and humorous, the visual style 
realistic, yet stylized and whimsical. The endline was an effective invitation 
to switch and further underscored the ease of doing so and the joy that 
results. The creative idea stretches to accommodate brief vignettes, 
longform storytelling and impactful still ads. All adding up to creating a 
sense that the world of Chromebook is a better, joyous & delightfully easy 
experience. 
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The creative executions pivot off relatable moments of laptop pain to 
highlight the benefits of switching - a computer that boots up in six seconds, 
all day battery life, virus protection built in, and even the ability to watch 
Netflix offline, a killer Chromebook feature that research revealed as highly 
appealing. Bill Nye narrates an extended launch OLV explaining the science 
behind the fear of switching in a fittingly comedic and empathetic tone. The 
vignettes delivered the Chromebook proof-points in situations reflecting 
modern truths of laptop life: e.g. your laptop is your TV away from home; 
today we work from everywhere, even a lunch counter; our reliance on 
personal devices in high stakes situations like work presentations.  
 
These executions were designed to run on TV, and show up throughout the 
consideration journey on social and OLV, complemented by radio spots.  
 
Our creative development research highlighted the importance of 
reassurance to ‘nudge’ switching. As a result, a separate landing page was 
created to explain, step by step, how to switch to Chromebook.  
 
The final wave of the campaign launched in August 2019 and is still in-
market, building on the previous waves with a more direct call to action, 
driving people to make the switch to Chromebook.  
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Business Results/Lessons Learned  
 
 
The ‘It’s Switching Time’ campaign has proved to be a resounding success. 
Following on from the earlier awareness and brand profile-raising goals for 
the first half of the campaign in 2018, sales growth was the singular target 
for this third wave of the campaign. 
 
YOY comparison of US Sales shows that Chromebook sales outpaced its key 
competitor, Windows by 35%. Comparison of Chromebook sales during 
August 2018-March 2019 vs. the same period in 2019/2020 shows a 37% 
sales growth. While this is an impressive data point in and of itself, it 
becomes even more significant when contrasted against the 2% YOY sales 
increase for Windows during the same time period.  
 
Chromebook consideration - although not stated as a campaign goal per se – 
also increased. Comparison of YOY data shows a 5% increase in 
consideration from Q1 2019 to Q1 2020. 
 
 
 
 


