
 

 

Category: Construction, Property or Infrastructure Campaign 

Company: Mobas 

Entry title: Research and insight gives a clear View 

 

 
Brief and objectives: 

Mobas' client Reynaers is a leading provider of aluminium glazing systems to both 

commercial and domestic markets. Its client base consists of architects and specifiers. 

The creation of Avalon, a cutting-edge Virtual Reality (VR) facility at Reynaers’ headquarters 

in Belgium, was seized by the Mobas team as a prime opportunity to raise awareness of our 

client. We surveyed UK architects to gain insight into their view of emerging technological 

developments, including computer-aided design (CAD), building information modeling (BIM) 

and VR, and how these impact their work practices and client relationships. 

The findings of this informed a state-of-the-nation report, with the objective of elevating 

Reynaers as an expert in the industry. 

Mobas was tasked with achieving the following objectives: 

 Establishing Reynaers’ brand proposition and point of difference within the trade 

market by achieving 50,000 eyeball reach in a targeted market of architects and 

trade (treble the usual level of activity for a similar campaign from the previous year) 

 Driving sales enquiries and gaining 100 new prospects through downloads of The 

View 

 Emphasising Reynaers’ expertise in the construction industry and gaining increased 

web traffic to Reynaers' website  

 Maintaining and growing Reynaers' presence in the commercial project market 

 

Rationale behind campaign, including research and planning: 

We used robust research and insight to shape an integrated PR campaign to launch a new 

White Paper from Reynaers for the industry: The View – Design Transformed. Mobas 

developed this as part of a thought leadership campaign, based in solid research, to help our 

client achieve its business objectives and build awareness of the brand as a leading 

aluminium systems company. 



Mobas knew that an up-to-date trends piece was needed to grab attention in an extremely 

crowded marketplace. An insight strategy was formulated and we initially spoke to a number 

of media titles and used our own industry knowledge to get to grips with hot technology 

trends - inside and outside of the construction market. 

The theme “Technology’s impact on building, business life and society” offered a tie-in 

following on from qualitative research completed at a Reynaers’ event, where Mobas spoke 

to a number of architects, specifiers and contractors about what would pique their interest. 

This gave us a wide enough scope to cover off non-competitive innovation in the industry, as 

well as a possible focus on the latest moves into key issues such as VR, which could 

incorporate Reynaers-specific examples, as well as CAD/BIM. 

Our research demonstrated a core appetite for new information in developments from CAD 

and BIM to the next level of technology - VR. Due to 3D design software becoming more 

intuitive and more powerful, architects are shifting from 2D to 3D. 

We harnessed Reynaers' industry experience and highlighted its new multi-million VR facility 

at its HQ in Belgium to create a buzz around this emerging tech. No other company in the 

construction market was in such a good position to fill this knowledge gap, and offer a 

credible call to action of a free report and a visit to the HQ to experience how VR works in 

practice. 

PR allowed us to reach the target audience through a series of trade press releases and via 

our social campaign. 

 

Strategy and tactics, including creativity and innovation: 

Mobas developed a research plan and identified a number of construction experts to help 

shape the questions to a comprehensive survey for architects in the UK. Mobas used 

Reynaers' database to ensure a viable number of replies to support our White Paper 

research. Using industry standards from YouGov, we ensured more than 100 respondents 

filled in our survey to fully understand what the market wanted from new tech - in particular 

VR. The survey involved detailed answers from respondents to ensure we fully understood 

architects' thoughts. It was incentivised with a prize and was distributed via a bespoke email 

campaign developed by Mobas as part of the research plan. 

 

Implementation of tactics: 

Survey emails and a reminder email were sent in May 2017 and our analysis and write up 

took place in the last week of May 2017. Press releases were distributed in June 2017 via a 

number of leading architectural magazines (Building Design, RIBA J and Architect Journal). 

Separate emailers began in June 2017, in order to maximise the reach of the campaign, to 

encourage downloads and sales enquiries. We confirmed with the CIPR that as the 

evaluation, implementation and measurement of the campaign all took place after June last 

year it is viable for this year's PRide Awards. 



We used Reynaers' social channels (Twitter and LinkedIn) to signpost free download of the 

White Paper, as well as traditional print and online news channels. Highlights of the White 

Paper have been pulled out for bespoke articles about developing tech in the construction 

market to ensure the content works as hard as possible across multiple channels.   

 

Measurement and evaluation:  

Using our bespoke dashboard we were able to see how both coverage items and reach, 

including tracked links to Avalon and the white paper landing page, numbered 92,000 

eyeballs through online and print media - nearly doubling our KPI figure. 

A total of 300 new prospects downloaded the White Paper, three times as many as our KPIs. 

Web traffic to Reynaers' website spiked on the days of the activity. Traffic to the website was 

up 80% year-on-year with additional increase in pages viewed and dwell time. 

It drew praise from Reynaers HQ and there are plans to roll out the campaign to other parts 

of the world following the UK's example. 

In addition, we achieved: 

 A fantastic level of engagement   

 New contacts from well-known names such as Midas Construction 

 A targeted group of prospects that Reynaers can promote the VR facility, as well as 

other technological advancements  

 Reynaers is seen as a leader in its field and an expert in innovation 

 The View brand allows Mobas and Reynaers to form ongoing content campaigns, 

further building on Reynaers' reputation as a thought leader. We will continue to 

produce future pieces with this brand to highlight trends and challenges in the 

industry. 

 
 

Budget and cost effectiveness: 

The budget for the campaign was limited to £9,500. 

This included: 

Survey creation, copywriting of questions and analysis of results, distribution through 

Reynaers database. Total: £3,000 

Identity name and look and feel. Total: £2,900 

White Paper: 

 Writing 

 Proofreading 



 Design 

Total: £3,600 

The campaign was hugely cost-effective, reaching a targeted expert audience. Downloads 

are still continuing and the page remains available for free downloads to architects. A follow 

up campaign has now taken place, with personalised letters and brochures being sent to the 

new prospects who downloaded the report. 

 


