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Our enemy 
Our client 



Adblock’s success story	

The Adblock community is 
expanding quickly... 

  
▹  198 million users worldwide 
▹  The use of adblockers grew by 

41% (2014 – 2015)  

▹  77 million users in Europe  
▹  The use of adblockers grew by 

35% (2014 – 2015)  

Top 4 Europe1 
 

1.   Greece (36,7%) 
2.   Poland (34,9%) 
3.   Germany (25,3%) 
4.   UK (20,3%) 



HOW COME ? 

« ... remove ads on a particular website because I don’t 
want to be bothered while surfing on the Internet »  

«  ... access to a more readable online content »  

«  ... Remove as many ads as possible from 
all websites » 

I want to... 

« ... stop targeting advertising      »  

« ... prevent cookie tracking for my privacy      »  

« ... remove ads that I found especially 
annoying       »  

«  ... improve my computer’s speed, 
bandwidth or battery life     »  



Target  
audience	



Target audience 
Users of online contents 

  

16-24’s are most likely to block ads    

Who we want to convince ?

European 
citizens 

Internet 
users &

Our targets
Main 
target 

16-34’s 

Core 
target 

16-24’s & 

Global Web Index – Rapport Q3 2015  

0	 1	 2	 3	 4	 5	 6	 7	 8	

16 - 24 ans 

25 - 34 ans 

35 - 44 ans 

45 - 54 ans 

55 - 64 ans 

Time spent online per day (hours) 

MEDIA CONSUMPTION BEHAVIORS 



Identikit	

? 
Open- 

minded 

New 
Technologies  

lover 

Man 

Connected  

16 to  
24’s ATAWAD 

Selfie addict 



The key 
problem 



The key 
problem	

	



Adblockers seem to be the  
easiest solution to stop being  
annoyed by online advertising  

The key 
problem	

	



ARE 
ADBLOCKERS  

THE 
SOLUTION? NO! 

A d b l o c k i s a 
w e a p o n t h a t 
b a c k fi r e s o n 
them!  



Paradox 
Free content necessarily  

have a cost  
 

You can’t have your 
cake and eat it 



Open the eyes of Adblock 
users, and make them 
meet the reality while 
they only see their own 

interest 

Challenge 



WHAT we want to achieve 

To shift the 
target perception  

T h e y  h a v e  t o  u n d e r s t a n d  w h a t  i s  r e a l l y  g o i n g  o n   
T h e  t r u t h  m u s t  n o t  b e  h i d d e n  a n y m o r e  

From  
 

« I don’t want to be 
annoyed by online 

advertising, so I install 
Adblock without thinking 
of the consequences » 

	

To  
 

«  I understand that 
advertising gives me 

access to free contents, 
financing the media » 

Raise awareness among our 
target, to make them 

understand that Adblock  
Is not AN ALLY 

Stop the  
word of mouth 

about  
Adblockers 

Generate positive 
discussions 
 about online 
advertising 

Reduce 
 Adblockers users’ 

number 



Creative 
idea 



LET’S GO BACK 
FOR A MINUTE… 

AS A CHILD we ALL HAd  
TO FACE a huge disillusion… 



	

WE ALL found out 
SANTA CLAUS  

does not exist 
	



	

NOW, We have another 
TRUTH to TELL 



NEITHER DOES FREE 
INFORMATION WITHOUT AD.  



Everybody believed in him,  BUT . . . 	



Advertising 
campaign 



OUR GLOBAL STRATEGY 
The problem

People are still children 
 

Our mission
Make them grow up 

 
How? 

Just as they dealt with the Santa Claus 
disillusion, we invite people  

to face another truth 



How did you react 
when you learned 
Santa Claus was 

not real? 

WhenILearnedSantaWasNotRea l 

Step #2 :  
GENERATE BUZZ 

Make people talk 
about it on  

social media 

Step #1 : Teasing 

Step #3 : Reveal 
We have another 

truth to tell 

# 

T r u t h  i s  c o m i n g  . . .  



STEP #1 
TEASING 



 influencers  
& media 



WhenILearnedSantaWasNotReal # 

Step #1 
Teasing	



HOW TO SPREAD IT ? 
Make this campaign noticeable 

 

Be prepared, we have another 
revelation to make. 
You will have to face the 
reality on December the 14th. 
 
To help you dealing with this 
painful truth, here find our 
comfort kit. 
 
With love, 
European Media Alliance 

Step #1 :  
Teasing 

Professional Media, Trends Media, Influencers    



Comfort Kit 
 

To help you dealing with this painful truth… 



Catch the attention 
of everyone… 



Share  your  react ions  on  soc ia l  media  





STEP #2 
GENERATE 

BUZZ 



How to Get People Talking ? 
Step #2 
GENERATE 
buzz #WhenILearnedSantaWasNotReal	I	cried.	

#WhenILearnedSantaWasNotReal	I	scream	so	much	that	my	neighbours	thought	
someone	was	dying	

#WhenILearnedSantaWasNotReal	I	couldn’t	believe	it	!	So,	I	checked	in	the	
chimney	

WhenILearnedSantaWasNotReal # 



#WhenILearnedSantaWasNotReal	Wow	what’s	
going	on	?	

We	saw	that	in	the	subway,	which	truth	do	
you	think	it	will	be	?	

When	I	learned	Santa	Claus	was	not	real…		

Creation of a special account to 
collect the reactions 



STEP #3 
REVEAL 
VIDEO 



 

A video spreads thanks to 
media & influencers people 

Step #3 
REVEAL 

We have another truth to tell 



HOW TO SPREAD IT ? 
Make this campaign noticeable 

 

Truth is coming… 
Adblock is used by more and more people, 
something as to be done. People have to 
react and meet reality. 

 
We have to tell them a new painful 

truth: free information doesn’t exist...  
 
People have to understand that Adblock 
is not the solution... It contributes to 
the fall of the Internet business model. 
You directly have to face this problem, so 
join us! We have to open the eyes of 
everybody.  
 
European Media Alliance decided to act 
with a viral campaign, be ready for the 
release of our video. 

December the 14th 

Step #3 :  
reveal 

2 days before the release… 

National Media, Specialized 
Press, Influencers, Associations 



Creation of EMA’s accounts on Facebook, Twitter & YouTube 
 

Tell the truth to everyone 

@EuropeanMediaAlliance 

@EuropeanMediaAlliance 



Technical 
aspects 



TIMELINE 
Teasing Generate 

Buzz Reveal 

Online advertising  
(YouTube,  

Native advertising) 
 

Poster campaign 
 

PR 

1 2 3 

Spread the  
campaign on Social 

Media sharing 
people’s reactions 

 

Release of the 
reveal video : 

December the 14th 
 
 

 PR 

2 last weeks 
of November 

2 first weeks 
of December 

End of December 
and 2 first weeks 

of January 



KPI’s Interactions & Engagement measurements  

 

Social networks 

Likes 

Comments 

Shares 

Replies 

Retweets Clicks 

Followers 

Fans 

Print display YouTube reveal 

Views Memorization 
effect 

Subscribers 
gained Shares 

Likes 

Views 
Brand 

awareness 

Word of 
Mouth 

Press 
impact 

Press 
impact 

Press 
impact 



ROI 

 

Generate +25% of positive discussions about online advertising 1
Reduce by 5% the number of Adblockers’ users 2

3
4

Decrease the number of Adblockers downloads 

Stop the word of mouth about Adblockers 



Press 
relations Advertising 

Social 
media 

 
Press relations 

strategy 
 

(Conception, 
launch & 

measurements) 

Offline advertising 
 

Web advertising 
(YouTube,  
Native Ad) 

Video conception & 
broadcast 

Social networks 
animation 

16K€ 500K€ 10K€ 

budget 



Reasons to believe in us 
 
That speaks to everyone thanks to the use of a 
universal reference 

 
With a high potential to become viral 
 
With a funny and original tone 
 
Which creates a real engagement talking 
directly to people 
 

The change will come from them 

A campaign …



	

Now, You know  
ALL THE TRUTH! 	



Thank you for your attention!  
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