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Award Designation and Category:  
2021 SeeHer Award Winner  
Electronics, Tech & Telecommunications 
 
Campaign Title: Nothing Can Stop a Team 
 
Year the campaign took place: 2020 
 

 
 

 
Brand: Microsoft Teams 
Creative Agency: McCann United 
Media Company/Agency: CARAT 
Research Company:  GFK, Hall & Partners, Kantar, Emerald Research 
Group 
Additional Affiliated Companies: N/A 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Microsoft Teams was a new entrant to the communication category in 2019, 
going head-to-head against Slack and Zoom for market share among the 
working population. When COVID hit in 2020, it not only capsized our 
existing plan but raised the question on continuity of the campaign. We 
used extensive pretesting, message testing, weekly tracking, response-level 
modeling, and time-series modeling to answer this. Through a 
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preponderance of data-based evidence, and telling real stories, this 
campaign closed the perception gap with Zoom, with 12-15% growth in 
perceptions and a material increase in Teams usage.  
 
 
Consumer Insight  
 
First and foremost, after COVID-19 hit, businesses were scrambling to find a 
life raft to help them stay afloat. The pandemic drove the need to work 
remotely. Microsoft Teams provided the solution, with the security and ease-
of-use those businesses could rely on.  
 
Our research showed that there was a real need for consumers to 
collaborate on work during the pandemic, Teams had an advantage and was 
uniquely positioned to deliver on this gap.  Research also showed that 
feeling of connection was crucial and missing in the lives of consumers.  That 
was important to drive in the creative.    
 
Specific examples of creative using these insights: doctors continuing to see 
patients without missing a beat, doctors screensharing to show X-
rays, teachers using the whiteboarding tools in this creative, moms 
maintaining work continuity but still keeping it real. And all creatives for the 
campaign were entirely shot over Teams to mark the reality of work life of 
customers during COVID.  
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Marketing Challenge 
 
Our foundational question: what is knowable?  
  
Teams’ usage and perceptions were moving dramatically due to the 
pandemic environment, and we needed to know what impact Teams was 
having and, more importantly—how we could make it better to cater to 
these rapidly changing needs. We sought to find out, “what is knowable?” 
and look for evidence of what was vs. was not having an impact. And we had 
to do all of this at break-neck speed.  
  
Instead of trying to look for a precise answer and use the tried-and-true 
methods we were used to, we looked to the preponderance of evidence 
to help us explain the data and respond in real time. We turned to analyses 
that we had deemed too limited or biased in the past, with the realization 
that the combination of these analyses could point us in the right direction. 
Additionally, we had to look at imperfect analyses in a way that gave us 
confidence in what to do next.  
  
Our new COVID-19 reality provided these challenges:  

• Limited time series  
• Very little baseline  
• Rapidly changing user base  
• Rapidly evolving category  
• Unclear causality  
• A collection of data sources that worked in an old reality, but 
didn’t give us a comprehensive picture in the new world  

  
We knew, in order the parse the data out, we needed to embrace what we 
had, be clear-eyed about any bias in our data, and correct bias where we 
could. We also needed to look through as many lenses as possible to 
understand market dynamics. By doing so, the different perspectives that 
these analyses offered us, enabled us to construct a powerful narrative 
about the unprecedented growth of collaboration tools during the time of 
COVID.   
  
At the end of the day, as with any campaign, it’s essential for Microsoft to 
convey product and brand truth, while providing clarity of our values, which 
inherently align and speak to our customers. Going in with this mindset, 
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coupled with having to get scrappy and make-do ended up sparking the 
ingenuity and authenticity behind the about-face our marketing campaign 
took.    
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Methodology  
 
In the spring of 2020, there was simply no such thing as an irrefutable 
insight in the communications category. The world was moving faster than 
the fastest insights could keep up, usage of Teams and competitive products 
were skyrocketing, and we were scrambling to figure out what role we had in 
it. We had insights that showed growth in the category, the need for 
businesses to have some continuity, coupled with the need to differentiate 
how Teams is uniquely positioned. But, above all that, our CMO also 
challenged us with tough questions such as, “How do we think about the 
movement for Teams with all the growth in the category? Should we keep 
investing in the campaign”? As researchers, we’d traditionally answer these 
questions by relying on time series data, seasonality, and other techniques—
none of which were at our disposal. We were forced to look at patterns and 
make strategic recommendations based on a preponderance of evidence that 
included:  

  
1. Determining exactly what we knew, which was itself a new task. 
We could see hints in the data that the marketing was having real 
impact, but it was only hints. If we put all the hints together, could 
we find “truth?” This is what appeared to be true:  

  
2. Evidence pointed to the fact that our marketing was having 
significant impact on perceptions and usage of Microsoft Teams. We 
could not rely on long time-series models at this point in the 
campaign, so we relied on many techniques with different data 
sources to give us this confidence.  

  
3. Over and over again, research with audiences reminded us of 
the role Teams played in helping people connect and survive. 
Creative showed real customers who were maintaining business 
continuity using online meetings and chats and this resonated, 
because it was REAL.   

  
To sum it all up, the Research + Insights team in Microsoft used the 
following tools to drive insights for the Teams campaign:  
  

• Message testing to understand what territories could be uniquely 
owned by Teams  
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• Pretesting of the campaign to understand how it would land in 
the US and international markets and make improvements based 
on those insights  
• Weekly brand/campaign measurement to understand recognition 
and impact, as well as competitive ad performance  
• Brand Lift studies to understand impact of digital marketing  
• Regular tracking of social conversations  
• Preponderance of evidence to understand the “real” impact of 
the campaign:  

o Structural equation modeling and Bayes net analysis to 
understand the impact of ad recognition on key metrics  
o Clustering technique and weighting, to identify meaningful 
variables to normalize deltas between recognizers and non-
recognizers, to understand impact of recognition  
o Slope linear analysis to evaluate and compare Teams and 
category growth   

• Marketing attribution modeling  
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Creative Execution 
 
The pandemic hit in March 2020, and the world started to lock down as a 
result. Leading up to March, we were working toward a traditional, ‘in 
person’ shoot for the next round of Microsoft Teams advertising, but we 
quickly realized that wasn’t in the cards. We needed a rapid response effort 
to drive awareness of Teams amongst working people looking for solutions 
to stay productive and connected during this unprecedented time. The way 
we work, was literally and digitally, transforming before our eyes. We 
realized that we could make the product both the message and the vessel to 
deliver the message. We quickly identified businesses that were on the front 
lines of responding to Covid-19, and we filmed them using Teams—capturing 
their real stories and circumstances as they responded to the crisis and 
transformed the way they worked. This effort was wildly successful as it 
captured the reality that so many were experiencing in an authentic and 
honest way. We continued this authentic approach, as the campaign 
continued to move forward and evolve.  
  
Ad Title: “Nothing Can Stop a Team” / Budget: $105M / Date: April 
2020  
Omnibus: Featured the London Metropolitan Police Service, University of 
Bologna (Italy), L’Oreal, and St. Luke’s University Health Service. Focused 
on how ‘first responder’ businesses/industries were quickly reacting to, and 
continuing to work during Covid-19, by adopting Teams. In addition, 8 
executions featuring single customer stories were produced and ran across 
13 markets in the April-June 2020 timeframe—all focused on showcasing the 
ways real companies were managing the initial covid outbreak/response with 
the help of Teams.  
  
Ad Title: “Mother’s Day” / Budget: $660K / Date: May 2020  
Highlighted the real challenges of working at home while juggling family and 
work life. It depicted Mom’s at work while simultaneously distracted by their 
kids. It represented diversity across markets, geography, industries, and 
culture.    
  
Ad Title: “More Ways to be a Team”/ Budget: $27M / Date: August 
2020  
Focused on announcing new features like ‘Together Mode’ and ‘Large Gallery 
View’, that delighted Teams users, helping people to feel better 
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connected/closer together, and highlighted ‘meeting fatigue’ which was 
highly relatable.  
  
Ad Title: “Teacher of the Year” / Budget: $3M / Date: November 2020  
Focused on celebrating teachers and the amazing job they are doing to keep 
kids engaged and learning, with the help of Teams.  
  
Ad Title: “Where there’s a Team, There’s a 
way” / Budget: $108M / Date: Jan & Feb 2021  
Priority Bicycles launched in late January in the US and Hasbro launched in 
UK, France and Germany in late February. These spots, featuring real 
customers and their stories, shifted from the adoption of Teams to those 
who had fully embraced Teams and this new way of working. It showcased 
how they were innovating, thriving, and getting things done with the help of 
Teams. For example, Priority Bicycles reinvented how they sell bicycles 
by shifting from an in-store and in-person model to doing virtual visits over Teams. This 
enabled them to meet with more customers and sell bicycles to people all over the world.  
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Business Results/Lessons Learned  
“How do we know if our marketing is making a difference? Should 
we keep spending?”  
  
Through a preponderance of evidence, scrappy analysis, and a true Team 
effort, the answer was a resounding yes.    
  
For long stretch of time in 2020, we were not sure what was possible to 
measure, what was possible to achieve with the campaign, and how we 
would be sure we were making a sound investment. We rolled up our 
sleeves, looked at data differently, and were forced to make calls that as 
researchers, creatives, and media experts, were hard and uncertain. This 
resulted in the Teams campaign not only achieving its objective, but 
surpassing expectations:  
  

• Unprecedented recognition of 76% among Information Workers 
in 300+ employee organizations, due to a relevant story and 
consistent platform   
• Teams familiarity growth among Information Workers 300+ 
employee organizations grew by +27pp; of this, the Teams 
campaign contributed at least 15 pts of this growth   
• Teams ads reached beyond target to impact small/medium 
businesses, teachers, and business decision makers  
• Closed the preference gap to Zoom  
• And, most importantly, the campaign drove 13% of monthly 
active usage   

  
For many of us as researchers, this campaign was the highlight of our 
careers. Not because it was easy, but because it was hard, uncertain, and 
required a level of agility through ambiguity that we had never seen before. 
This campaign required R+I to push boundaries, be comfortable and nimble 
with imperfect analyses, and adapt to the speed at which we had to draw 
inferences to make assertive decisions—which ultimately, made this 
campaign successful.   
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