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s if proof were needed, the near-100,000 people
crammed inside Barcelona’s Fira Gran Via offered
irrefutable evidence that mobile is driving the
global business agenda right now.
Device-makers such as Samsung, HTC and Huawei rubbed
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in pursuit of leadership in the mobile sphere. Even Mark
Zuckerberg dropped in to enlighten Mobile World
Congress attendees about Facebook’s plans.
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M&M Global joined the crowds to seek out the most
important mobile media and marketing trends – from
virtual reality to mobile video – and interview industry
leaders, including WPP’s chief executive Sir Martin Sorrell
and AOL’s chief marketing officer Allie Kline. Enjoy our
coverage in these pages.
Alex Brownsell
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MWC 2016:
excitement
surrounded new
products

GETTING TO
GRIPS WITH
MOBILE TECH

Click to see Lou Paskalis, Bank of America, and
Lisa Donohue, Starcom USA, talk mobile at MWC

Brands, agencies and media owners are starting to
truly understand the potential of mobile technology

M

obile is everything – or so
they say in Barcelona.
What the official slogan of
Mobile World Congress
(MWC) 2016 lacked in modesty, it
made up for by capturing the sense
that the innovations on display across
the eight-and-a-half halls at Fira Gran
Via are going to change the world of
business, entertainment and
communications for good.

NEW PRODUCTS

Many MWC debriefs have focused on
a recurring list of trends – virtual reality
(VR), mobile video, the Internet of
Things, connected cars and 5G
bandwidth – some of which we will
explore in greater depth in this report.

In fact, if one sets aside the Appleshaped gap on the exhibition floor, the
event provides a remarkably
comprehensive showcase of the
mobile industry. This was reflected in
the truly global composition of
delegate groups, with huge numbers
arriving from the US and Asia to test
out new handsets and gleefully pull on
the latest VR systems.

The overwhelming message emerging
from brands, agencies and media
owners, however, was a sense that
they are beginning to get to grips with
the capabilities offered by mobile
technology.

Of course, the star attraction at MWC
was the flurry of new product
announcements – from Samsung’s
Galaxy S7 smartphone to HTC’s VIVE
VR headset. Official sponsor Huawei
spared no expense to push its new
Mate 8 and Mate Book devices, and
the Chinese brand went toe-to-toe
with Samsung via a giant stand directly
adjacent to its Korean competitor.

Facebook proved another popular
draw thanks to an appearance by

What is the most impressive attraction
this year? We asked MWC attendees
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suit mobile users’ habits. New
“aggregators” will provide hubs for
content and data, allowing consumers
to book flights, make payments and
measure health within a single mobile
environment.

founder Mark Zuckerberg, while MWC
offered a chance for other digital
giants to prove their expanding
mobile credentials.
Yahoo’s vice-president EMEA Nick
Hugh told M&M Global the firm was
seeing a vast increase in mobile ad
spend, while – fresh from its
acquisition of Millennial Media – AOL’s
chief marketing officer Allie Kline
discussed the firm’s new mobilecentric approach.

What is the future of mobile? We asked
MWC attendees

The improved footfall in Halls 8.0 and
8.1 – the hub for the ad tech and
digital media world – showed that
advertising and marketing has moved
up the mobile agenda, as did the
number of MWC tours offered by
agencies to the growing number of
clients flying in to Barcelona.

5G COMING?
Much of the excitement around new
creative mobile marketing techniques,
especially those involving video or
even shareable VR, are dependent on
the enhancement of bandwidth.
Fifth-generation mobile networks, or
5G, may be a few years away, but that
did not prevent the MWC attendees
from speculating about what impact it
may have.
“We’re sharing a lot of information,
and bandwidth is going to be the real
restriction for the industry this year,”
says MediaCom’s global head of
media Ben Phillips. “If you look at
some of the handsets on the market,
Sony with the 4K screens for example,

[5G] will mean that you and I are able
to share information a lot faster.”
Phillips points out that Facebook is
only getting started in mobile video, a
development which is likely to place
an extra strain on bandwidth
capabilities. SpotX vice-president,
mobile and connected devices, Allen
Klosowski, meanwhile, agrees that
video demand is rising fast as the
industry settles upon international
mobile standards.
“What you’ve seen over the past few
years has been a coming together
around standards in mobile
advertising,” says Klosowski. “We’ve
seen this move to a new framework
that allows the advertisers to bring
their budgets over, and upgrade the
systems they are using to buy [ads].”

THE NEW INTERFACE
Beyond the gadgets themselves,
marketers are beginning to prepare
for a world in which the very products
and services they offer are reshaped to

Bank of America’s senior vicepresident, enterprise media executive,
Lou Paskalis, admits that brands have
little choice but to improve their use of
mobile channels. “Once you enter into
a relationship with a customer, as a
brand, you really have a covenant,”
says Paskalis.
“The question is how we take that
covenant that we have and build it out
so that it’s not just based on the core
value proposition, but it’s the
enhancement – so the things we can
do around that relationship that bring
more value and utility to build loyalty.
“Whether or not a payments platform
moves into the background, there are
still so many things we as marketers
can do to remain in the foreground
with consumers, but we need to begin
experimenting with those things now
so that we remain relevant in the
future,” he adds.
Transitioning to this mobile future will
not be easy, and – as ever –
advertisers trail in the wake of mobileobsessed consumers the world over.
But, as new opportunities to target
and grow relationships with
audiences emerge, the smart
marketer will have left Barcelona
inspired about the possibilities.

M&M GLOBAL
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MOBILE

It is not difficult to see the role VR can
play within digital gaming, as the
opportunity for the gamer to
completely immerse themselves
within the virtual gaming environment
is hugely compelling.

IS BECOMING
EVERYTHING
FOR BRANDS

We even saw the role VR could play
within retail, where it could be used to
deliver the same product purchasing
experience, except this would be
through a virtual store as opposed to a
bricks-and-mortar one.
VR may require an adjustment of
retail business models, but ultimately
could prove to be hugely effective in
driving improved efficiency and
profitability.

Mobile World Congress 2016 showed
a maturing mobile industry, despite
the hype around virtual reality and
connectivity, according to Alex Newman,
head of mobile at OMD EMEA

A

s the euphoria of Mobile
World Congress’s 30th
birthday party subsides
and is replaced by an
industry collective hangover, the
questions soon arise: Was it worth it?
What were the major themes? What
was discussed? What did we learn?

manufacturers, every stall featured its
own VR headset showcase. This meant
that, over the course of the week, I was
able to test out a variety of VR
experiences, which plunged me into
worlds ranging from ski-jumping (I
actually wobbled as I took off) to
taking a particularly stomach-churning
trip on a roller-coaster.

Here is my wrap-up.

VIRTUAL REALITY WAS A
HOT TOPIC
From the minute that Mark
Zuckerberg made a surprise guest
appearance at the Samsung
Galaxy Unpacked event,
where he spoke for 20
minutes about the potential
for virtual reality, you knew VR
was a big theme.
Indeed, among the
three halls of
exhibiting device
Zuckerberg:
spoke about
VR’s potential
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What impressed was the fact that most
devices are now able to deliver an
impressive level of VR experience. It
seems that the difference in quality of
experience delivered by top-end
versus bottom-end devices is not
vastly different. When increased
hardware capability is combined
with the decreasing cost of
ownership, it is not difficult to
imagine a world where VR headset
ownership is commonplace. A lot
will depend on whether we as
an industry can get the use
case right.
Previous VR discussions
have centred
on usage:

Why would people use it? How will
they benefit? How will brands engage
in a VR world? What potential does VR
offer for the delivery of exciting and
compelling marketing experiences?
This year’s show went a long way to
answering these questions, as the
focus was very much aimed at
demonstrating how the technology
will be used in the real world. It is clear
VR has a large role to play within the
area of professional training, as the
technology offers a safe and effective
environment in which a pilot or a
surgeon, or indeed anyone in a job
with a technical aspect, can learn the
range of skills required.
From a consumer perspective, VR
provides the opportunity to enter into
the world of celebrity. Imagine driving
the Monaco Grand Prix through the
eyes of Lewis Hamilton, or scoring the
winning goal in the Champions League
final through the eyes of Cristiano
Ronaldo. VR will open new horizons for
consumers by allowing them to
experience the worlds of their heroes.

When it comes to VR for marketing
purposes, I believe it offers brands
the opportunity to deliver new levels
of consumer engagement around
existing brand partnerships or
sponsorships simply by allowing the
person at home to be present at an
event through their VR headset.
Imagine McDonald’s inviting you to
be a spectator at the next Olympics
without having to leave your couch,
and then linking product purchase to
accessibility of new events.
Through AR, it could have been
possible to have had unlimited
attendance at the London Olympics

AT&T:
connected
car
software on
display

on that magical night inside the
Stratford stadium when the British
athletics team won three gold
medals. The possibilities for creative
deployment of VR are endless. All you
need is a good imagination; the
technology gap has been filled.
One word of warning, though,
despite all the excitement: there was
significant discussion around how VR
might negatively impact human
behaviour as consumers may prefer
virtual worlds to the physical one.
Indeed, Zuckerberg spoke about the
possibility for shared social VR
experiences which seemed to further
decrease the need for people to
actually engage with each other in
the real world.

Click to watch Jonathan Nelson, CEO of Omnicom
Digital, talk to M&M Global reporter Anna Dobbie

EVERYTHING WILL BE
CONNECTED
The much-discussed ‘Internet of
Things’ was widely in evidence at
MWC 2016, with many demonstrations
of connectivity in everyday life. The
concept of the Internet of Things has
been around for some time, but the
conversation felt different this time,
away from the theoretical and
concentrated on real-world practical
activation.
AT&T demonstrated an impressive
connected car software solution which
illustrated how the combination of
automation and connectivity can
enhance the life of an individual.
The demo began by featuring car-tocar communication that allowed each
vehicle to become aware of a new
road hazard in real time and
subsequently recalibrate its route. This
then moved on to showcase how the
software enables the individual to
manage email and calendar requests
via voice while being behind the
wheel, and finished by illustrating how
the combination of automation and
connectivity can deliver intelligent
services, such as the car switching on
your home central heating
automatically when it reaches the
halfway-home point in the journey.
Oral-B demonstrated how it sees
connectivity impacting the humble
toothbrush through the delivery of its
connected toothbrush product. The
strapline was ‘brush like a demon’ and
featured the toothbrush beaming
real-time brushing-related information

M&M GLOBAL
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to a display in the bathroom mirror,
showing where in the mouth needed
extra attention.

Mobile: brands can
learn more about
their customers

The show went on to explore the role
connectivity could play within
marketing through the delivery of
automated service delivery. In the
case of Oral-B, you could
automatically order a new toothpaste,
or toothbrush head, based on the
data your connected toothbrush
gathers on you, how you brush and
your level of oral health.
The point is that the brand can learn
more about how an individual
customer uses its product, and offer
them a service or piece of advice
based on their own behaviour, while
also making repeat purchase a
frictionless experience.

THE CUSTOMER DATA
OPPORTUNITY
The advertising and media halls were
the biggest and busiest I had ever
seen them at MWC 2016. The huge
level of interest in connectivity and
associated advertising and marketing
opportunity was clearly evident.
Companies exhibiting covered all
aspects of the digital ecosystem,
including DSPs, DMPs, ad networks
and data suppliers. No matter which
company you spoke to, all
conversations inevitably featured a
discussion around customer data and
the range of ways this could be
collected and activated. For me,
connectivity allows advertisers the
opportunity to better understand their
audience’s natural behaviour and
target them more effectively.
Over the week, we saw a few
interesting new developments in the
customer data deployment space. We
had one location-based company
unveiling a location-specific
marketplace: think Google AdWords,
except for real-time, real-world
locations with little relevancy score.
This is interesting as it allows a brand
to bid according to the importance it
places on reaching a consumer when
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Learn how and why broadcast, mobile,
moment marketing, programmatic
and more are connected.
The only event at the centre of
the global media universe

either in a specific location or their
location history means they fall within
the target profile.
Indeed, there was a lot of discussion
around the concept of using an
individual’s location history as a way of
profiling them, and delivering them
advertising that is targeted to them. I
believe this offers advertisers a rich
opportunity to have a much greater
depth of customer understanding,
and a huge opportunity to talk to them
in a way that naturally appeals.
Another interesting opinion on the
power of customer data came from
network operators. There was a lot
of discussion around the role they
could play in replicating the
success Facebook has had in
mobile advertising across the rest

“No matter which
company you spoke
to, all conversations
featured a discussion
around customer data
and the range of ways
this could be collected
and activated”

#FOMG16

of the mobile advertising ecosystem.
It seems as if operators are finally
waking up to the fact that their huge
customer databases offer a highly
valuable opportunity to open up new
revenue streams and deliver this
concept of personalised advertising.
Whether the operators will commit to
delivering this at scale remains to be
seen, but the initial signs are good.
Particularly as voice, SMS and data
tariff revenues continue to dwindle,
perhaps their motivation to explore
will increase.

JUST A FEW REASONS THE FESTIVAL OF MEDIA WILL
ROCK YOUR WORLD, AND THEN SOME…

INSIGHT:

NETWORK:

INSPIRATION:

NEW MODELS:

LEARN:

INNOVATION:
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Unrivalled
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Be inspired by
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Learn about
agency
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What excites &
makes media
owners tick

Be first to meet
new tech,
platforms &
start-ups

Overall, MWC 2016 has been a
positive experience for the mobile
industry; it felt like we were actually
growing up at last. No longer was
the focus on unearthing the shiny
new thing. Instead, the focus has
shifted to making previously
discussed lofty concepts actually
attainable and successful.
It was also noticeable that there were
more brands and their agencies
present than ever, which is a hugely
important barometer of interest.
People are now not only realising the
potentially game-changing
opportunity offered by smart
connectivity, but are also visualising
the role that technology can play
within their own businesses. Mobile
really is everything.

Tickets include c-suite level networking drinks access, delicious
lunches, refreshments and Late Night Festival party access.
CONTACT US
Sponsorship:
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colossal,” Sorrell says. “I don’t see it
as being a disruption; I see it as being
an opportunity. Obviously, if you
don’t do anything then an
opportunity becomes a threat,
but I think that it opens so many
new vistas in terms of travel, sport
and entertainment.”
At last month’s Sundance Film
Festival, Sorrell sampled a VR version
of The Martian, spending 20 minutes
taking off in a rocket and riding a
Mars rover. The experience was not
without its drawbacks, and he
developed a headache – “I get
vertigo on deep-pile carpet, so I was
pretty scared to look down and see I
was caught in space!” – but he insists,
with the right software, VR will have a
major impact on media.

‘HOLY TRINITY’

WPP’s Sir Martin
Sorrell discusses
virtual reality,
last year’s ‘media
tsunami’ and why
Facebook and
Google need to
‘step up’

W

hen you have witnessed
as many trade and
industry shows as WPP
chief executive Sir
Martin Sorrell, the odd flash of déjà vu
is to be expected. So, on a flying visit
to Mobile World Congress 2016
(MWC) in Barcelona, he cannot help
but smile when referencing reports of
mobile operator consolidation in
Western Europe and beyond.
“I remember when I came here in the
late 1990s to talk to the GSMA about
the need to pull operating systems
[together], and get one operating
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SIR MARTIN SORRELL:

THE WHOLE VR
OPPORTUNITY
IS COLOSSAL
system,” he tells M&M Global.
“Now we’re seeing consolidation
taking place, and I guess there will
be more consolidation.”
With nearly 100,000 people shuffling
from hall to hall at Barcelona’s Fira Gran
Via in search of the latest must-have
mobile innovation, and the advertising
industry in a state of perpetual flux, the
constancy of Sorrell’s advice has
become highly prized. Don’t believe
us? Take it up with M&M Global’s
readers, who last year voted him the
most influential individual in
international media and marketing.

With this in mind, it felt appropriate
to quiz Sorrell on the indisputable top
talking point at MWC: virtual reality
(VR). Shiny new VR hardware could be
found in every corner of the
exhibition, from Samsung’s Gear
360 – unveiled by Facebook boss
Mark Zuckerberg – to HTC’s Vive
headset. The excitement of visiting
delegates was palpable, but what is
less certain is the extent to which this
will disrupt marketing.
“The key issue is the software. But I
think it’s really, really important, and I
think the whole VR opportunity is

Clients and media owners are not
the only ones being impacted by the
rise and rise of mobile; agency groups
are also being forced to transform to
remain relevant, as proven by the
sheer number of media reviews called
in 2015.
Sorrell says that although clients may
not enjoy being described as
“confused” – a claim made by rival
Maurice Lévy – they must certainly be
guided through the complexity on
display at MWC.
His group, he argues, has succeeded
in winning over clients with expertise
and clout in the “Holy Trinity” of

VR: will the
technology
disrupt
marketing?

Click to watch Alex Brownsell chat with WPP’s Sir Martin
Sorrell at Mobile World Congress 2016 in Barcelona

technology, data and content –
something he believes has helped
cause a $5bn “swing” towards WPP
and away from Publicis Groupe,
wounded by the loss of business from
Procter & Gamble and Walmart.
“We are seeing significant changes
which are driven by those three, the
‘Holy Trinity’. This conference really
emphasises the importance of it,” says
Sorrell. “The big opportunity for us at
WPP is to leverage our $80bn media
buying power on behalf of our clients
to make sure that they get not only the
most effective and best creative work
and planning, but also the most
efficient with the best pricing, and I
think we can do that.
“Mobile is a totally new world. It is a
unique channel that changes not only
the way you communicate with
consumers, but the way they live their
lives, how they buy things and their
patterns of behaviour. I see this
congress as a vindication, yet again, of
our strategy,” he adds.

CONFRONTATION BREWING
However, as media and technology
companies gleefully trumpet the
wonders of new mobile ad
formats, Sorrell warns that a
confrontation is brewing between
those buying and selling
advertising over the measurement
of those campaigns.

The first shots have already been fired
in the US, with the Association of
National Advertisers criticising the
American Association of Advertising
Agencies for releasing what it
describes as “premature” media
transparency guidelines.
WPP has increased its investments in
the measurement space, taking a
stake in TV measurement firm Rentrak
and last year investing $300m in
ComScore. Sorrell claims that clients
will invest in those who take a leading
role in helping to measure the
performance across both online and
offline media – and warns big digital
media owners that they must “step
up” to meet advertisers’ demands.
“Our second-largest client Unilever,
in the person of [chief marketing
and communications officer] Keith
Weed, has raised the issue of the
‘three Vs’ – value, viewability and
validation,” he says.
“It all really resonates around the
measurement issue. Some of our
‘frenemies’ are flexible and responsive
to this, and some are not. This will
move up the agenda.
“Google and Facebook are going to
have to step up to the fact that our
clients are not content with attributing
a view for three seconds, with half the
time the sound turned off.”

M&M GLOBAL
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10M

MAKING THE VIRTUAL ACTUAL

downloads of Google
Cardboard app

THE AGE OF VR

28M

IS COMING

paying customers by 2018

$30BN

There is no doubt that the greatest source of
buzz at this year’s Mobile World Congress in
Barcelona was virtual reality

O

ne of the most iconic
images from this year’s
show features a rapt
audience of journalists at
a Samsung press event, immersed in
the virtual world provided by the
Gear 360 headsets they are wearing,
oblivious that Mark Zuckerberg is
walking among them to the stage.

Facebook is due to make its first steps
into the VR world in July with Oculus
Rift, a technology it acquired in 2014;
360-degree video has been available
on the social network since last year,
as on YouTube – and, in light of this,
devices to enable users to create,
share and view this content from their
mobiles are a hot topic.

Zuckerberg describes VR as “the most
social platform”, with uptake to be
driven by consumers as they swap
photo for immersive video.

Samsung launched Galaxy S7 and S7
Edge at the same press event, with
Zuckerberg announcing a
collaboration between the company
and Facebook. LG also introduced a
VR headset and 360-degree video
camera at MWC to work with its latest
smartphone, the LG G5.

“I want to capture the whole scene,”
said the Facebook co-founder,
outlining plans to film his daughter
Max taking her first steps. “That way,
even if my parents and my family
aren’t there to experience it in person,
they can feel like they’re right there
with us.”

HTC was promoting its VIVE VR
headset in partnership with online
videogames developer
Valve. M&M Global tested
the system – watch the
embedded video to find
out more about the
experience, or laugh at
how silly we look.
Microsoft’s Hololens,
launched in January
2015 and featuring AR
interaction with
holographic
elements, was also on show.

Google: limitededition handout
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Away from the big dogs, Alcatel
OneTouch debuted a new phone

market by 2020

500M

headsets forecast to
be sold annually by
2025

Zuckerberg: made a
surprise entrance

handset, the Idol 4. The interesting
part is its packaging, which, when
reassembled, can be used as a Google
Cardboard headset.

REIMAGINING REALITY
“We obviously need to see that these
devices are getting user adoption in
the sense that we need the devices to
get out to the users,” says Jimmy
Maymann, AOL’s vice-president for
content and consumer brands.
“We are testing things because it’s still
early days, and there are a lot of
devices out there that will change the
world in ways we can’t imagine.
Reimagining what we think reality is
today and using those devices, I think
is going to be interesting.”
Many warn that headset prices will
prevent the new tech from becoming
ubiquitous, at least in the short term,
with VIVE VR costing around $799.
However, Samsung will offer a free
Gear VR with every Samsung Galaxy
S7 and S7 Edge pre-order, and limitededition Gaudi-print Google
Cardboard headsets were being
distributed in Barcelona, although
critics say they are less immersive.

A more pressing concern is in regard
to mobile networks, which are already
challenged by capacity, and how they
will deal with the massive increase in
video data downloads. Due to the
large size of 360-degree video, and
predictions for 5G coming into effect
around 2020, it seems that sharing VR
content will not be easy for some time.
The big advantage with 5G, which will
reach speeds at least ten times faster
than current standard bandwidth, will
be the flexibility offered as carriers
adapt it to suit specific needs. For
example, smart home devices and
connected cars could use a portion of
the network with slower data speeds

but incredibly low latency. The wireless
network could also be used to get
broadband more easily to rural areas
using millimetre wave technology.
Intel announced a line-up of partners
including AT&T and Verizon, as
opposed to pushing its own tech, as
with WiMax 4G. Samsung and
Deutsche Telekom also showed the
benefits of low-latency 5G with a robot
arm set-up. These demos are just
prototypes until standards are settled.
However, before 5G arrives, Huawei
deputy chairman and rotating chief
executive officer Guo Ping says there
were three key ways to address

Click for a first
look at HTC’s
VIVE VR headset

uncertainties: increase connectivity,
enable vertical industries and enable
digital transformations.
Ping discussed the intermediate step
of 4.5G, as well as the shift to being
driven by demand as opposed to
supply, and the challenge of
redefining network capabilities.
It is hard to be sure if VR will become
the dominant medium of social
interaction that some are predicting.
However, its exotic premise and ability
to make users look ridiculous, not to
mention its potential branding tie-ins,
ensure that it will be the talk of the
industry for some time yet.

Click to see
Samsung Galaxy
S7 and Gear 360
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T

alking about the growth
experienced by YouTube,
Google’s UK managing
director of branding and
consumer markets David Black claims
that four out of the 10 top-trending
videos on the platform a year ago
were brand videos, with brand
presence on YouTube ever-increasing.

8 September 2016 | Grosvenor House, London

The biggest party for the
International Media community

IS BACK!
ENTER NOW

EARLY BIRD DEADLINE: 13 May 2016

8

GORIES
E
T
A
C
NEW

According to Black, usage of mobile
video on YouTube is developing
rapidly, now reaching a billion users
globally, with watch-time up 50% year
on year and 400 hours of content
uploaded every minute.

Although the darling of
the exhibition may have
been virtual reality, it is
impossible to deny the
rising importance of
mobile video

“Brands are getting better and better
at making the most of the online video
opportunity,” Black adds. “Over half
the views we see on YouTube are on
mobile devices, so brands are really
starting to understand the opportunity
that opens up when marketing can be
more personal.”
Three important factors to bear in
mind when creating mobile video
advertising, he says, include: first, to
reach the right audience; secondly, to
impact that audience at the moments
that matter; and, thirdly, to deliver
clear, measurable business results
from the content.
Digital video is becoming more
immersive and an active participatory
experience. The principles of brand
marketing for mobile are the same,
but choice and engagement gives
marketers new ways to reach
consumers. Advertisers only pay
when a user watches the full ad or
engages, in theory leading to moretargeted marketing.
“Great ads are great content and
great content is great advertising,”
says Black, talking about how
YouTube influencers are mainstream
stars for millennials. “Mobile has
changed the way we create and
consume video.”
“There is loads of innovation in this
space, that has to be a good thing,”
he adds. “If you think today’s world is
immersive, we’re just getting started.”

mandmglobal.com/awards

VIDEO PULLS
IN THE
PUNTERS

HIGHER DEFINITION
Yahoo vice-president EMEA Nick
Hugh feels that the future for mobile
video is in higher definition,
referencing the company’s exclusive
broadcast rights to a recent NFL
American football game in London.
“I’m really looking forward to that type
of technology becoming more and
more widespread and widely available
because I probably watch more
football on my phone than I do on my
TV,” he says.
Not only has mobile video outstripped
TV, it also has the potential to become
the world’s pre-eminent media channel,
according to Omnicom Digital chief
executive Jonathan Nelson. “Video is

by far the most engaging medium – it’s
also where a huge amount of TV ad
dollars sit,” he says. “The screen on
your wall is being replaced by the
screen in your pocket.”
However, there is a perception that
brands are failing to move with
sufficient speed, normally taking a
year or two to catch up with
technology. “It takes a while to take
root,” Nelson says. “Over time you
watch the dollars flow – it was true of
desktop in the 1990s.
“You can have the best targeting
system in the world, but ultimately, if
you don’t have a great message it
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“I’m looking forward
to higher definition
becoming more and
more widespread and
widely available”

Click to watch M&M Global editor Alex Brownsell interview
Yahoo’s VP EMEA Nick Hugh about mobile video

probably won’t work as advertising,” he
adds, discussing the different moments
people watch video on TV sets and on
mobile, requiring heritage brands such
as CNN to disrupt themselves.
Meanwhile, AOL chief marketing
officer Allie Kline believes the industry
will undergo a “wave of design” for
mobile and creator communities: “It’s
a very different experience, it’s a very
different medium, but it’s opening up
an amount of time to be able to put
content in front of consumers that has
never been imagined before.”

VIDEO CONVERGENCE
As BuzzFeed announced the launch of
its video app, the publisher’s founder
and chief executive Jonah Peretti told
delegates that the key to content
success is video convergence.

The BuzzFeed app lets consumers
binge watch, a behaviour that YouTube
brand strategy director for EMEA David
Benson says has led to death of “the
watercooler moment”, only for it to be
replaced by “spoiler alerts”.
“I want to watch five hours of a TV
series then go to bed at three in the
morning,” he says. However, a great
storyline is more important than any
tweaks to help the content fit the
medium: “People are appreciating that
mobile video is a new medium and are
having to learn new skills to master it.”
Live video also captured the
imagination of MWC attendees,

particularly following the launch of
Facebook Live, designed to compete
with Periscope. However, Benson
argues the benefit lies in ‘near-live’,
allowing the ability to curate and edit.
“Think with a clean sheet of paper –
what does the consumer really want
and how can I use all this technology
to deliver it to them? It’s lovely doing
media first, but if it’s not driving your
business then why do we go to work
on Monday morning?”
With 360-degree video already seeing
backing from the likes of Facebook
co-founder Mark Zuckerberg, who
intends to chronicle his daughter
Max’s first steps using the technology,
some might see that entrance to VR as
the next step for mobile video.
However, there is still a lot more to be
achieved with the medium in its 2D
format for advertisers and publishers,
as well as consumers.

SAVE THE DATE

“We’ve seen in a short amount of time
three huge trends people used to talk
about separately converging – mobile,
social and digital video,” he says. “You
can’t just take the content that works
on TV or print and expect it to work on
mobile,” he adds, mentioning content
such as the great blue/black versus
white/gold dress debate of 2015.
“This is the kind of thing that is
possible when social, mobile, digital
video and global scale converge. It
would not have been possible to reach
this many people in the desktop era.”

5-7 October 2016,
Miami, USA

Click to watch Google’s David Black discussing
mobile video with M&M Global editor Alex Brownsell
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MAKING MOBILE

WORK BETTER

FOR MARKETERS
M&M Global gathered a panel of experts to tackle
the question of why brands have been slow to
embrace mobile, and how this can be changed
How can marketers improve their use of mobile? Click here
to watch a team of experts discuss all of the key issues

F

or all the whizzy technology on
display, there is a danger that
events such as Mobile World
Congress can feel overly
self-congratulatory. The products may
excite the nerds of the world, and
large numbers of consumers too, but
what is the commercial potential?
And how does it impact marketing?
To help navigate brands through this
mobile maze, M&M Global gathered a
panel of experts to tackle that most
pressing of issues – how to make
mobile work for marketers.
Editor Alex Brownsell was joined by
AOL’s head of international demand
development Andrew Moore (AM),
iProspect global digital advertising
operations director Damon
Combrinck (DC), Blismedia head
of international sales Gaetano
Faleo (GF) and AppNexus VP of
strategic development EMEA Nigel
Gilbert (NG).

: Mobile is going from strength
to strength as a global industry, but is
that mobile centricity reflected in the
way that advertisers work?
AM: There is an absolute aspiration.
Marketers are understanding that
consumers are reliant on mobile
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devices, so they understand how they
can reach audiences via mobile
devices and, more importantly,
engage audiences. But while we’re
seeing that trend, marketers recognise
they could be doing more and they
could benefit from greater confidence
in their ability to take full advantage.
DC: One of the components that is
missing, potentially restricting that
adoption, at least to match the growth
of consumer adoption, is around the
measurement piece. Too often it is
something that bubbles to the surface
and then is forgotten about. It’s a
challenge that the industry is facing;
it’s not up to any one particular
provider to resolve. From a marketer’s
standpoint, they want to spend more
on mobile, but how do you gauge how
successful that is?
: Are there any practical things
that brands ought to do to get
themselves ready and focused for a
mobile marketing world?
GF: It depends. Some clients are very
switched on, others are more
conservative. Some just see mobile as
a risk, because they just see a set
banner on a smartphone, whereas
actually it’s an entire world of data you
can use to profile an audience in a new

and smarter way. But it’s changing,
it’s happening.
NG: There is a misconception that
mobile is a performance channel, and
we need to overcome that. Generally
speaking, people didn’t know what
they were advertising on mobile for. It
comes back to consumer behaviour,
and how they are influenced – that is
really the goal. Also this notion of
attribution, if everything has to come
down to a click or a download. TV
doesn’t have that problem.
: With mobile, the targeting and
precision is possible, but the creative
performance has not been as strong.
How can the industry help make
mobile marketing more creative?
AM: Arguably, mobile today is so
much more of a relevant channel for
marketers, particularly around
branding, than it has ever been
before. In the early days of mobile, the
ad formats were very limited, so
– guess what – it was primarily used for
DR purposes. But when you look at
what is happening from a creative
point of view today, it is staggering.
For a brand marketer, if their view of
mobile is set from five years ago, then
they are probably overlooking some
quite significant opportunities.

“Mobile is so
much more
of a relevant
channel for
marketers”
Andrew Moore, AOL

“The brand
knows what
I am doing,
and it is not
invasive”
Gaetano Faleo, Blismedia

“One of the
components
that is
missing is
measurement”
Damon Combrinck, iProspect

“A lot of it
comes down
to the mobile
experiences
users have”
Nigel Gilbert, AppNexus

GF: With all the data available on
mobile, along with content you can
add context, you can add location,
and you can add historical behaviour.
All this data together is focusing more
on people, rather than just an internet
user. This revolution is happening right
now. You can target an individual with
a different creative message. This is
the power of mobile: the brand knows
what I am doing, and it is not invasive.
DC: But we have to be careful around
data. We need to be smarter in
utilising data because to make an
assumption is potentially to push
somebody too far. That consumer can
feel that you have invaded their
privacy. How do you know enough
about that consumer to show them the
right message, rather than making a
presumption?
NG: And we’re only just set up to start
doing this now. The technology has
been there for a while, but in a market
that moves so quickly, and the data
management capabilities that
agencies and marketers have had, we
are only now in a place where we can
process that information.
: Let’s be apocalyptic for a
moment – what if the mobile
experience to date has been so awful

that all consumers are going to install
ad blockers? Is that a real danger?
AM: As an industry, it should be telling
us that something is wrong. We should
be thinking about what we’re doing in
terms of ad loads and creative, and
how we’re interacting with consumers.
Broadly speaking, the industry is
waking up and looking at what we can
do to make advertising experiences
more relevant and less intrusive.
NG: There is a big difference between
the [desktop and mobile] experiences.
A lot of it comes down to the mobile
experiences that the users have. Users
are consuming their content via some
sort of gateway, usually something like
Facebook or Twitter. Unfortunately
there is a huge disparity in the quality
you get. If your experience is that
three out of five links clicked offer a
very poor experience, you’re going to
block ads. This isn’t baked yet; I don’t
consider it to be apocalyptic. It just has
to find its natural parity.
DC: In some ways it’s a shake-up that
we’ve probably needed. My own
behaviours on desktop and my
attitudes to ads is very different from
on a mobile or in app. We do need to
take it seriously. Is it apocalyptic? I’d
say we’re not there.
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