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Mobile World Congress 2016
5 key takeaways

 I t’s easy to get overwhelmed by new product launches and the glitz and glamour 
on offer at Mobile World Congress. This is an event with all the cachet of 

Cannes, compressed into eight enormous exhibition halls.

Mobile World Congress is an extraordinary window into the future of connected 
devices, consumer electronics, the latest handsets and the future of businesses 
in every sector.

It’s hard, soul-destroying (and sole-destroying) work but there’s serious insight 
to be gained, not least for brands who are still coming to terms with the way that 
mobile is disrupting their business and their marketing plans.

We’ve identified five key takeaways from this year’s show, which we hope will help 
you make sense of what was Mobile World Congress 2016. We’ve also offered a 
list of things you can action now to ensure a mobile-first approach for your brand.

BLINK is MediaCom’s thought
leadership programme, designed
to help advertisers understand and
leverage the latest global marketing
trends, topics and insights. BLINK
content includes an award-winning
biannual magazine, monthly
newsletter and themed white
papers/reports.

Read our latest BLINK magazine
mediacom.com/blink

Request a physical copy
blink@mediacom.com

To not miss a BLINK, sign up at
mediacom.com

http://mediacom.com/blink
mailto:blink%40mediacom.com?subject=BLINK
http://mediacom.com
http://mediacomblink.com  
http://mediacomblink.com  
http://mediacomblink.com  
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Y ou’d expect us to say this after 
being immersed in the mobile 
world for nearly a week but brands 

need to be bolder with mobile. The 
potential and the opportunities are huge.

With more than 100,000 mobile 
professionals from around the globe 
in one city for four days, a halo effect 
is capitalising on the growing interest. 
Multiple events now run alongside 
MWC, from the Mobile Media Summit, 
which brings brands to Barcelona to 
share experiences and predictions, to 
4YFN (Four Years From Now), where 
quirky start-ups get 15 seconds to 
pitch their ideas. 

The first generation to use mobile as 
their first screen is now approaching 
adulthood, and brands need to be able 
connect and engage with what will be a 
highly influential group.

Sir Martin Sorrell, CEO of WPP, says 
that “too many brands are failing 
to get this channel right”, which is 
disappointing because it’s actually 
easier to test and learn with mobile – 

and at a lower cost – than almost any 
other marketing channel.

Marketers and some agencies may 
think that booking campaigns with 
Google and Facebook covers off mobile, 
but that’s taking a very desktop-
oriented approach. 

No-one just lives on Facebook and 
Google, and particularly among 
younger target audiences, this is a very 
fast-moving space when it comes to 
which content and platforms are hot 
and which are not. Social media only 
accounts for 29% of mobile app usage 
– highlighting the need for brands to 
address the other 71% as well.

Mobile can appear complicated 
from the outside but it is possible to 
simplify the market dramatically once 
the marketing task is clearly defined. 
There’s no reason to be afraid.

Right now, media spend on mobile is 
currently around 62.6% of global digital 
ad budgets. This compares with 52.4% 
last year and a prediction of 67.4% in 
2017, according to eMarketer. 

We were lucky enough to have 
BuzzFeed founder Jonah Peretti join 
us for a private conversation with our 
clients at Mobile World Congress. When 
he asked them if they visit the Buzzfeed 
platform, most of the audience said 
yes. But when asked who invests in 
advertising or native content on his site, 
the figure dropped dramatically.

Marketers need to recognise that they 
are consumers too and their behaviour 
– even if they are not the primary target 
group – should help inform what they do 
professionally. 

Be bolder 
with mobile

https://www.youtube.com/watch?v=bfa9whp5jSI&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK&index=3
https://www.youtube.com/watch?v=bfa9whp5jSI&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK&index=3
http://www.cnet.com/videos/quirky-start-ups-have-15-seconds-to-pitch-their-ideas/
http://www.cnet.com/videos/quirky-start-ups-have-15-seconds-to-pitch-their-ideas/
http://www.cnet.com/videos/quirky-start-ups-have-15-seconds-to-pitch-their-ideas/
https://www.youtube.com/watch?v=bfa9whp5jSI&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK&index=3
https://www.youtube.com/watch?v=bfa9whp5jSI&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK&index=3
http://marketingland.com/us-mobile-users-still-favor-social-media-over-other-apps-143887
http://marketingland.com/us-mobile-users-still-favor-social-media-over-other-apps-143887
http://www.emarketer.com/Article/Mobile-Account-More-than-Half-of-Digital-Ad-Spending-2015/1012930
https://www.youtube.com/watch?v=ItaxRpZVGf0&index=12&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
https://www.youtube.com/watch?v=ItaxRpZVGf0&index=12&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
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Mobile World Congress told us 
that Virtual Reality is going to 
be huge. We all saw images 

of mobile executives experiencing a 
roller coaster wearing headsets and 
there was also the chance to immerse 
in VR ski-jumping demonstrations. The 
experience VR provides is unique and 
deeply engaging.

Since the show, we’ve seen Samsung 
demonstrating VR Gear in London and 
Google start to sell its VR products 
via the Google Play Store. Google 
professes to have shipped 5 million 
VR devices since cardboard was 
first launched and its app has been 
downloaded 25 million times. Expect 
these numbers to rise significantly.

The consumer buzz around VR is 
real and will only grow. Smartphone 
makers like Alcatel now have packaging 
that converts into a VR headset so 
access to the technology will become 
widespread.

Marketers need to work with their 
agencies to see how this powerful 

technology can be applied to benefit 
their businesses. We now talk about 
key retail environments as destination 
experiences, but VR can bring a huge 
number of vivid experiences into the 
home or make them transportable. 

There are massive opportunities for 
travel, automotive and even product 
demonstrations within VR, either 
within pop-up locations or as content 
experiences. 

Allied to the launch of VR is the arrival 
of 360-degree cameras from the 
likes of Sony and Samsung. These 
cameras create an opportunity to 
allow consumers to develop immersive 
experiences for their friends and 
family. They create a new source of 
content for VR headsets that makes 
the demand less reliant on expensive 
paid-for experiences and can only help 
boost demand.

It’s interesting to note that GoPro – the 
sports camera specialist – has recently 
spent $105m on Replay and Splice, two 
video-editing companies. Its challenge is 

to try to make the content filmed on its 
devices easier to consume and share, 
and easy-to-use video editing tools are 
an essential part of the package. 

The same issues will be critical for 
the adoption of 360-degree cameras. 
Without simple tools to make that 
content exciting, the sizzle from Mobile 
World Congress could fizzle out.

Get to grips 
with Virtual 
Reality

https://www.youtube.com/watch?v=6WmkQLPmIUA&index=8&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
https://www.youtube.com/watch?v=6WmkQLPmIUA&index=8&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
https://www.youtube.com/watch?v=6WmkQLPmIUA&index=8&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
http://www.cnet.com/uk/news/samsungs-vr-rollercoaster/
http://www.engadget.com/products/samsung/gear/vr/
http://www.engadget.com/products/samsung/gear/vr/
http://uk.pcmag.com/consumer-electronics-reviews-ratings/75668/news/google-now-selling-cardboard-vr-viewer-direct-to-c
http://uk.pcmag.com/consumer-electronics-reviews-ratings/75668/news/google-now-selling-cardboard-vr-viewer-direct-to-c
http://www.techradar.com/news/phone-and-communications/mobile-phones/the-box-for-alcatel-s-new-smartphone-is-actually-a-vr-headset-1315299
http://www.bloomberg.com/news/articles/2016-02-24/vr-all-business-in-barcelona-as-zuckerberg-touts-virtual-meetups
https://www.youtube.com/watch?v=4Om7vFmt8Zs&index=11&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
http://www.forbes.com/sites/ryanmac/2016/02/29/gopro-shells-out-105-million-for-two-video-editing-startups/#6efb12e21142
http://www.forbes.com/sites/ryanmac/2016/02/29/gopro-shells-out-105-million-for-two-video-editing-startups/#6efb12e21142
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Connectivity now extends well 
beyond the handset – from the 
Amazon Dash buttons that we 

use to reorder household essentials, 
to the Brita water jug that automatically 
ensures we always have a fresh filter.

These build on previous connected 
devices like the Braun Mirror and Under 
Armour’s sporting gear incorporating 
concussion sensors for rugby and 
football players.

At Mobile World Congress, we got a 
chance to see the concept demos 
of what a mobile device could look 
like in the future. There were smart 
toothbrushes and smart shoes, but 
most interestingly, Sony’s innovative 
Xperia devices: Agent, Ear, Eye and 
Projector. 

Sony showed that brands need to 
consider communications beyond the 
screen. When the connected device is 
an earpiece like the Xperia Ear, a video 
won’t be relevant.

Similarly the Oral B Genius connected 
toothbrush shows the power of 
gamification but also the benefits of 
the ecosystem – free brush heads 
from a health insurance company, for 
example – that brands can build around 
connected devices. 

Also on display were the latest 
generation of connected cars. These 
come with their own SIM and the one 
demonstrated by AT&T’s Audi was 
capable of supporting eight separate 
devices – useful if you have a teenager 
in the back who wants to watch a 
boxset.

Right now, many agencies and brands 
are focused on getting mobile video 
right. That’s important, of course, but 
we also need to prepare for a future 
where screens are much less relevant.

The future will be much more focused 
on services and recommendation 
engines that ensure a brand’s products 
and services are always on the 
consideration list.

Being in the Top 10 search results was 
enough in a desktop world – mobile 
reduced that to the top two or three. 
For audio-based devices, for example, it 
may be that being outside the top spot 
means being missed altogether.

Mobile is 
not just a 
handset

http://www.pocket-lint.com/news/136830-sony-xperia-eye-projector-agent-concept-visions-of-a-connected-future
http://www.pocket-lint.com/news/136830-sony-xperia-eye-projector-agent-concept-visions-of-a-connected-future
https://www.youtube.com/watch?v=2FQ6yJuZPjY&index=7&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
http://www.pocket-lint.com/news/136830-sony-xperia-eye-projector-agent-concept-visions-of-a-connected-future
https://www.youtube.com/watch?v=cTxvA1TcEXc&index=4&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
http://www.bbc.co.uk/news/technology-35627453
http://www.wired.com/2016/02/oral-b-genius-toothbrush/
https://www.youtube.com/watch?v=eOsQA0Ofhrw&index=5&list=PL1iyrXfdp_0_axQSpz1hxaWpluZFZWuGK
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There was much mirth about the 
Internet of Cows at this year’s 
show, thanks to a display featuring 

a bovine beefed up with a wide range 
of connected sensors to monitor its 
vitamin and nutrient intake, as well as 
fertility. While this may seem a fairly 
random idea, the thought process 
behind it has solid foundations. In the 
very near future, connected devices 
will become mainstream, from heavy 
industry through to pharmaceuticals. 
Mobile in its widest form has huge 
power to reshape industries and create 
new opportunities.

The cost of sensors in many fields 
is now incredibly low and once the 
software is developed to visualise the 
data they provide, they have huge power 
to disrupt.

On show at the AT&T stand were 
connected food packages. If you were 
airfreighting food, for example, you 
could track the conditions in which 
your carrier had looked after the 
product. Too long left in the sun, at the 

airport, and you would have the data to 
demand a refund.

Similarly for consumers, sensors could 
be used to track their suitcase and the 
way it had been handled during a plane 
journey. It’s now possible to understand 
that unexplained dent because you 
know it was dropped by the luggage 
handlers and where.

The new generation of sensors is much 
more powerful than the Bluetooth-
based tracking devices that were 
used on platforms such as Tile. By 
connecting to the main mobile network, 
they can report back wherever they are.

Connected 
devices go 
B2B

http://www.pocket-lint.com/news/136825-internet-of-cows-is-now-a-thing-as-uk-start-up-creates-cow-tracking-app
http://techcrunch.com/2015/08/20/new-version-of-tile-item-tracker-boasts-louder-ring-find-your-phone-feature/
http://www.pocket-lint.com/news/136825-internet-of-cows-is-now-a-thing-as-uk-start-up-creates-cow-tracking-app
http://www.pocket-lint.com/news/136825-internet-of-cows-is-now-a-thing-as-uk-start-up-creates-cow-tracking-app
https://www.youtube.com/watch?v=KUkcskNJnDg#t=57
https://www.youtube.com/watch?v=KUkcskNJnDg#t=57
http://techcrunch.com/2015/08/20/new-version-of-tile-item-tracker-boasts-louder-ring-find-your-phone-feature/
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Many of us in the mobile industry 
have long used and loved 
Apple devices, but the era of 

monopoly on mobile innovation is now 
over. 

This year’s show demonstrated that 
a host of companies from Sony to 
Samsung, Alcatel to LG are creating 
huge new opportunities for mobile.

Apple famously doesn’t attend 
Mobile World Congress formally, 
although press reports indicate that 
its executives do. Globally, it’s had to 
close its advertising platform this year, 
demonstrating that making the leap 
from hardware to our business is much 
tougher than it appears.

However, we see the main challenge 
to Apple’s dominance coming from the 
industry it operates in. The speed of 
innovation is simply so fast that the 
once-a-year announcement strategy 

that has served the company so well is 
now out of date.

Apple needs to adapt to a much 
faster moving world. The fact that a 
hugely admired company like Apple 
is struggling to keep up simply 
demonstrates just how competitive the 
mobile world has become.

It’s not 
all about 
Apple

http://www.cnbc.com/2016/02/25/xiaomi-huawei-oppo-play-an-important-role-in-global-smartphone-market.html
http://www.cnbc.com/2016/02/25/xiaomi-huawei-oppo-play-an-important-role-in-global-smartphone-market.html
http://www.cnbc.com/2016/02/25/xiaomi-huawei-oppo-play-an-important-role-in-global-smartphone-market.html
http://www.cnbc.com/2016/02/25/xiaomi-huawei-oppo-play-an-important-role-in-global-smartphone-market.html
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Here are five things that marketers 
can do now that will improve 
the performance of your mobile 

messages, ensuring you think “mobile 
first” as a mantra to fuel your digital 
strategies:

1 | Measurement 
Use technologies and solutions 
designed for mobile specifically. This 
will allow you to demonstrate return 
on investment and build the financial 
investment you are putting into mobile. 

2 | Strategy 
Don’t copy and paste from desktop. 
You need to go back to first principles: 
look at consumer behaviour and how 
mobiles are used and where, what 
content is consumed and develop a 
strategy from the ground up.

3 | Creative 
Consumer behaviour is now mobile first; 
your creative should be too. Build in the 
time and space to create content for 
mobile that suits the various platforms, 

e.g. is it vertical for Snapchat? Video 
needs to be shorter, and brand shots 
need to be closer to allow for network 
speeds and screen size. 

4 | Innovation 
Be bold, experiment, learn and adapt. 
Mobile is moving fast so alongside the 
“bankers” that will underpin your mobile 
message, allow time and budget to try 
new things. 

4 | Partnerships 
The fast pace and increasing revenue 
opportunities that mobile brings with 
it has attracted a wide variety of 
suppliers. At first glance the mobile 
Lumascape would give even the most 
seasoned mobile professional a 
migraine. Partner selection is extremely 
important and can mean the difference 
between success and failure for your 
mobile strategy. Don’t be afraid to 
venture out of your comfort zone – 
simply extending your desktop strategy 
and partner stack into mobile doesn’t 
mean that you have a mobile strategy. 

What to  
do now

For more information, please  
get in contact with

 Ben.Phillips@mediacom.com

http://mediacomblink.com  
mailto:ben.phillips%40mediacom.com?subject=
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