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Introduction
If you attended the last Mobile World 
Congress (MWC) you probably came back 
overwhelmed by the upcoming technology 
on display, the latest trends encountered 
and the sound of 80,000 people sharing 
new ideas, exploring innovative concepts 
and frantically trying to catch a glimpse of 
the future.

 I returned wondering when an event 
previously focused on mobile technology 
became a gigantic one-size-fits-all event 
for the entire ICT industry. 

From wearable technology to connected 
cars and toothbrushes, MWC 2014 
showcased just about every type of 
technology you can imagine. While exciting 
and inspirational, this also gave the event a 
rather chaotic feel.

Imagine what it must feel like for your 
customers and prospects! 

At MCI, we’ve been helping companies in 
the ICT sector to gain insights into client 
perspectives, behaviour and engagement 
at major industry events for almost  
30 years. 

Directly after MWC 2014, we interviewed 
a number of major industry players to 
explore how top brands are engaging 
customers and prospects in this rather 
unique ICT ecosystem. 

Combining best practices from the experts 
interviewed with our own expertise, this 
thought leadership paper sets out six key 
steps to enhancing your brand visibility 
and maximising audience engagement  
at MWC 2015 and beyond. 

Alexander Lawrence, Research Manager for GSMA, explains the rapid expansion and 
growing diversity of MWC as a ‘push from the outside in.’ 

“As the ICT world is shifting, companies need 
a platform to meet and to engage, and MWC is 
giving them the right tool for this exchange. From 
the automotive to the entertainment sectors, and 
from financial institutions to governments, diverse 
stakeholders and industries make up a key part of 
today’s ICT ecosystem and need to collaborate closely 
to define a successful business model.” 
While the attendance of such diverse stakeholders encourages fruitful collaboration 
across sectors, the sheer scale of the event is making it increasingly difficult for brands 
to cut through the noise and stand out from the crowd.  
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As a marketing director, you’re under 
pressure to ensure an impressive return on 
investment (ROI) for your activities. With 
countless options in front of you, from 
private events to user groups and from 
public events to speaker placements and 
digital platforms, it’s often difficult to decide 
just how to efficiently reach your target 
audiences and what the best use of your 
budget really is. 

For a 10 sqm presence on the MWC 
tradeshow floor, the average spend is 
between 150,000 and 200,000 Euros, 
taking into account build-up, staffing and 
the right demos and technology. 

Before signing a check for attendance, you 
need to make sure that MWC - and this 
significant investment - is right for you. 

If you’re a major corporation like Orange 
or Sony Mobile, you might already know 
that MWC is a must-attend event for 
your corporate and executive team to 
showcase the latest innovations and 
create a huge networking platform.

If you’re a smaller company without the 
same leverage, you’ll probably need to 
think more carefully. Perhaps MWC is in 
fact not the best way to reach your goals, 
and an invitation-only event focused on 
a specific topic, where you have better 
control of the audience and content, may 
in fact be more successful. 

Strategically assess 
your options 

Whatever you decide, it needs to be an 
informed decision. 

To reach this decision, it is first crucial to 
understand the profile of the audience 
attending in terms of demographics, spend 
and engagement. 

Who are they? Why do they attend MWC? 
How do they engage with brands and 
other attendees? What do they expect 
from their attendance? How much do  
they spend?

Comprehensive research and insights 
into audience behaviour will help you to 
determine whether the decision-makers 
with the budgets and status to influence 
the sales cycle are present and will hear 
your message.

Knowing who your audience is and how 
they behave is also the starting point to 
any event strategy and will help you to 
maximise engagement and set achievable, 
measurable objectives if you do decide  
to attend. 

“What really matters with 
any event is to have a 
defined strategy, know your 
audience and understand 
how to communicate with 
your defined target.”
Dawn Collins, Director, Device Strategy & Communication, Orange

01ST
EP
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In today’s economy, many companies are having trouble defending the investment 
needed for so many events, and even the most profitable are starting to measure and 
adapt their presence and investment based on pre-defined criteria of performance. 

When you are convinced of the relevance of attending MWC, you need to spend 
some time articulating what you want to get out of the event and setting up your key 
performance indicators (KPIs). This will help you fine-tune your presence at the event  
and what it should achieve. 

Do you want to enhance your brand? Sign major deals? Meet with customers?  
Gain coverage in key media? Build databases of new leads? Sell a certain number  
of hard products? 

Do not wait until the event itself to decide what success should look like! 
The key is to focus on a small number of specific goals and plan your onsite presence 
around making these happen. 

Set measurable 
objectives

“The first 
question should 
be: who is your 
target audience? 
What do you 
want them to 
feel, say and do 
differently after 
the event? What 
will be the best 
place or tool 
to engage with 
them?” 
Lucy Handler, President of D83.
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With your KPIs clearly defined, you can now 
start planning your presence at the event. 

Preparation work is crucial to ensuring 
success, yet it is during this key stage that 
most of the common mistakes are made.

Does the following scenario sound 
familiar? 

You’ve decided to attend an event and 
are now relying on your event team 
or an agency to execute your brand’s 
attendance. Instead of talking strategy, 
however, you’ve been talking solely 
logistics to these teams.  

Leaving your event team or agency out of 
strategic discussions is a common error. 

An event is not a single project, it is one 
touch point of your overall strategy and 
just one of the tactics to reach and engage 
with your target audience and create a 
connection that will drive business.  

Involve the project 
management team at 
strategy stage

To make the most out of this touch point, 
you need to make sure that the team 
working on the event understands why 
you are attending and is connected to the 
overall strategy and messaging. 

Some companies such as Ericsson, Sony 
Mobile and Huawei only use internal 
staffers, while others choose to go 
through agencies. 

Whichever approach you choose, it is 
vital to involve your event team from the 
strategy stage. 

Do not underestimate the impact of 
sharing strategy.

By providing your tradeshow floor team 
with strategic direction and insights into 
the bigger picture, you can turn them into 
strategic brand ambassadors and ensure 
that they are engaging with your audience 
in the right way and at the right time. 

“Each attendee, 
spokesperson, journalist and 
CEO is also a consumer and 
will remember the emotion 
and experience they had 
while interacting with you.”
Melissa Noakes, Head of Experiential Marketing, Sony Mobile
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During WMC 2014, I saw a number of companies that had left their success to chance. 

Surfing from the lively Samsung booth, I passed a smaller, empty stand with two tables, 
a bowl of mints and a couple of lost-looking employees with big holes in their budgets, 
wondering why on earth they decided to invest 150K in such an event. 

The gap between the companies that understand how to work the event and the ones 
that don’t is vast, and it’s growing every year. 

The biggest difference? Companies who know how to work the event know exactly how 
to engage their target audience. 

While even the organisers of MWC recognise the challenges for smaller companies or 
VCs to leverage the event as an engagement platform, successful onsite engagement is 
possible with comprehensive research and successful planning, no matter what the size 
of your company. 

If you have defined your target audience and worked to engage this audience prior  
to the event, you can set up the right engagement environment to maximise your 
presence onsite. 

It’s not about who attends, 
it’s about who engages!04ST

EP

“ENGAGE! Engage with people 
– evening, breakfast, group 
discussions – find the right 
platforms for you and engage!” 
Melissa Noakes, Head of Experiential Marketing, Sony Mobile

“At MWC, even one-man start-ups 
can create real impact; be your own 
showroom and work the event, speak 
at the conference, meet investors, 
surprise the press – they will all  
be there!” 
Alexander Lawrence, Research Manager, GSMA
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Shifts in the ICT industry combined with shifts in the event industry are driving companies 
towards a more customised and personalised attendee experience. 

People and connected individuals will become the centre of all marketing communication 
and engagement platforms and, as individuals expect tailored interactions to engage, 
learn and interact, the physical and digital must be fused. 

Ensuring that you’re up to speed with the latest trends will enable you to bridge the gap 
between online and offline and engage your audience when they want, how they want, 
before, during and after the event. 

Design personalised 
interactions to fully 
engage attendees

“We are seeing a cultural shift 
in the way people use and 
engage with technology. Events 
are physical engines to enhance 
the brand... but they should be 
combined with digital channels 
and social media to be truly 
successful.” 
Janneke Patje, Corporate Communication Manager, Microsoft 
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Because you set clear KPIs before the event, you can now effectively measure  
your success. 

Common tactics to measure engagement and ROI at MWC include: 
  Social media engagement and content monitoring through all channels 
  Number and quality of articles in print and online media
  Number and results of meetings ( C-level, media, partners)
  Internal surveys and briefings

Companies are also starting to gather the following data: 
  How consumers interact with the technology they discover at the event
  What consumers do after they leave the show floor
  How perception about technology, company and brand changed during the show
  Benchmark analysis on the attendee experience at company vs competitor booths 

Whatever your KPIs, a comprehensive performance measurement solution 
encompassing a range of these tactics is the best way to accurately measure the impact, 
return on investment (ROI) and return on objectives (ROO) of your activities. 

Armed with the all-important figures alongside attendee opinions, attitudes, needs and 
current trends, you will be able to appropriately optimise your future programmes and 
continuously enhance your brand visibility.

From deciding whether the event is right for you to designing and delivering a seamless 
audience engagement strategy, providing you with the latest digital solutions and 
measuring your performance, our six steps for success will help you stand out from  
the crowd at MWC 2015 and beyond.

 
Understand the importance 
of measurement06ST
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“There is no single model to 
track ROI, it should be based 
on your initial KPIs.” 
Dawn Collins, Director, Device Strategy & Communication, Orange
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Today, MWC is all about new technology and the digitisation of communication platforms. 
From social media to networking tools, combining face-to-face interactions and virtual 
exchanges, it is the place to be for today and tomorrow’s industry leaders. 

Will this be enough to create new opportunities and stay the preferred engagement 
platform for the industry, or will MWC and the target ‘all audience’/‘one-fits-all-event’ 
become too broad for the appropriate level of engagement and interactions?

Whatever the future may be, MCI’s ICT experts are here to help you seize it. 

If you would like to learn more about the ideas explored in this paper, 
please contact Laurence Julliard on Laurence.Julliard@mci-group.com 
or on +33 (0) 646 52 31 79 

 
In summary
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