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No-one can teach Grolsch about brewing beer or iconic bottle design. But 
when it came to making a noise about its links with the Dutch music scene, 
the brand needed a promoter. The plan was to launch an online campaign 
that engaged the young audiences that flocked to Grolsch’s sponsored 
music events. It had to strike a real chord with music fans, capturing the 
same energy and buzz normally found stage side.

Client objectives
 Boost brand affinity and preference among 
18 to 24-year-olds
 Strengthen the link between Grolsch and  
live music

Creative solution
Microsoft® Advertising had both the skill 
sets and the advertising network to make the 
campaign a hit, building an innovative online 
music experience around the campaign line 
“Hook up with Grolsch Music.” Top of the bill 
was a Windows Live Messenger tab followed 
by a Grolsch music microsite within MSN 
Entertainment. Music fans listened to streams, 
viewed photographs and entered competitions 
to win tickets via the tab and the microsite. 
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Upcoming events were posted on a calendar 
and special offers on music-related items were 
regularly made available. Ad designers made 
sure the links between the brand and Grolsch-
sponsored events such as “Sensation” and 
“Lowlands” were crystal clear.

Campaign results
The campaign took the Grolsch brand where 
it wanted to be—centre stage with live music 
events. Independent research by Ruigrok 
NetPanel showed that the activity scored highly 
among its target audience. Key metrics included:

 29 percent of all 18 to 24-year-olds were 
reached by the campaign
 17 percentage point increase in purchasing 
intent among those exposed to the campaign
 17 percentage point increase in awareness of 
sponsored events “Sensation” and “Lowlands”
10 percentage point increase in the number  

 of respondents describing Grolsch as   
 “popular” and “cool”

 16 percentage point increase in the 
“enjoyment” factor of Grolsch
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REQUIREMENT Increase Grolsch’s relevance 
among its target market and create a 
visible link between the brand and music 

TARGET AUDIENCE 18 to 24-year-olds

PRODUCTS USED Windows Live™ 
Messenger and MSN® Entertainment

SOLUTION Tab on Windows Live 
Messenger and microsite on the MSN 
Entertainment channel

KEY RESULTS 17 percentage point increase 
in awareness of Grolsch-sponsored music 
events and 17 percentage point rise in 
purchasing intent among sample group

MEDIA AGENCY Digilogue

CLIENT Grolsch 

INDUSTRY Food and beverages 

COUNTRY/REGION The Netherlands

Windows Live Messenger and  
MSN get Grolsch in the groove

“ The collaboration between Grolsch, 
Digilogue, and MSN was not only very 
professional, but it led to especially 
good results. In terms of effectiveness 
there was an above-average result, 
which has further strengthened the 
link between Grolsch and music.”
TOM WILMS,  
Communication Channel Manager, Grolsch


