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INNOVATE China 2013
Leverages Social Media

By Jana DIAZ, Sky Xie & Nicole Zhang (MBA 2012)

A tenacious group of CEIBS MBA 2012 students organised and hosted the CEIBS-
Beijing Benz INNOVATE China 2013 Entrepreneurship Challenge, successfully
attracting participants from top b-schools across Asia, the US and Europe to
CEIBS Shanghai Campus in March.

Now in its sixth year, this year’s competition was co-organized by the CEIBS
Centre for Entrepreneurship and Investment (CCEl) and sponsored by Beijing
Benz Automotive Company Ltd. The theme was “Innovation and Social Impact”
and eight teams made it through the preliminary round to participate in the finals.
Among the group there were three teams from the US (MIT Sloan, University of
California at Berkeley, and Columbia University Business School), two from the
Chinese mainland (Tsinghua SEM and CEIBS), Hong Kong’s University of Science
and Technology (HKUST), Spain’s ESADE Business School, and France’s INSEAD
International Business School.

Following two rounds of intense competition, which included a business plan pitch
and a case competition, the HKUST team won first place. The CEIBS team was
second and the team from ESADE placed third.

Read on as student organisers tell us how they pulled it all off, and the role social
media played.
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t was the end of January, and we had

just confirmed who our sponsor was

going to be. Having the big-name
Beijing Benz financing INNOVATE
China 2013 was great news, but we felt a
huge responsibility to make our sponsor
and our school proud. We had to make
sure our competition was a high level
and valuable event

A look at the calendar made it clear
something was missing: time! We only
had a few weeks to convince teams from
the top business schools around the
world to each send a business plan. The
theme — social impact — was appealing,
the prizes were generous, and the
conditions (covered expenses) were very
attractive for participants... But still, we
only had a couple of weeks! How could
we make sure that our message reached

the right people in time?

Attracting teams from top business
schools

The first step was to prepare a fancy
handbook to explain the theme, the
procedures and the contest requirements.
We sent this handbook to the most
prestigious international schools and
we followed up by calling them to
confirm that they had received it. And
of course, we did not forget to use the
social networks: LinkedIn, Facebook,
Twitter and Weibo. We created our
own event pages and linked them to
the CEIBS website. We had one person
from our team dedicated only to this
task, which went a long way in ensuring
that this promotion was a success. We
realised early on that we needed to
actively engage with our audience in

target schools by creating specific digital

campaigns on social media networks. We

were quite active on various networks for
information dissemination, but because
we were targeting a professional audience
— and given our time constraints — our
main platform of choice was LinkedIn.
Once we selected this platform, our
marketing team designed and deployed
an online campaign specifically for
audiences within the target schools. The
entire process — from the idea stage to
deployment — was executed in less than
four hours. Despite a relatively slow start,
our digital campaign was seen 400,000
times within five days and ensured the
participation of 42 teams for CEIBS
INNOVATE China 2013 — the largest
number of teams in the history of the

event.

Attracting classmates, prospective
CEIBS students and judges

Among the 42 teams that submitted

business plan proposals, 7 were from

FEATURE

b-schools in other Asian countries (not
including the Chinese mainland), 13
from European b-schools, 18 from the
Chinese mainland, and 4 from America.
There were entries from 23 leading
business schools from around the world.
This was just an indicator of the success
that the event would later achieve. The
quality and variety of the submissions
made it pretty tough for our selection
committee to decide which teams
should advance to the next level: a trip to
Shanghai where they would compete.

We invited two professors to
independently judge the preliminary
round of applicants. One was a professor
of entrepreneurship management; the
other was a finance professor. The idea
was to have a comprehensive view of
the business plan proposals. After the
professors completed their assessments,
their scores were combined and the
proposals ranked based on total scores

received.
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We knew we would have good quality
proposals, the next step was ensuring that
participants were not disappointed with
the quality of the competition. In order
to do that, we needed people to help
with the logistical arrangements. The
question was: with CEIBS MBA students’
tight schedules, how could we attract
volunteers. We decided to run an internal
promotion campaign. We created posters,
we sent emails, and we spoke with people
individually. For a few weeks, we became
the most persistent people on earth as we
tried to drum up support for our event.

We enlisted the assistance of the
incoming MBA 2013 class and our MBA
2012 classmates in order to maximise the
resources available and deliver the highest
quality event.

We also paid attention to the details
to make sure everything went smoothly
and leave participants with a pleasant
memory of INNOVATE China 2013. One
particularly elegant touch: our sponsor
Jinmache Ceramics made a special cup

for each participant to keep as souvenir.

Attracting an audience

We had the teams, and we had the
organisers... But who was going to watch
the competition? Fortunately, we had a
few selling points:

+ This was the first time in the
history of CEIBS INNOVATE China that
participants included top-tier business
schools from Europe, America and Asia.
The prestige of the 8 teams competing
in the finals was helpful in attracting an
audience.

+ The sponsor was a well-known car
brand! Having Beijing Benz on board was

a sign of a high quality event.
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The next step was making sure

our target audience knew about all the
things that made INNOVATE China
2013 worth attending. We created
a promotional video that combined
shots of CEIBS students sharing
their thoughts about the school, the
competition — and even Shanghai —
with CEIBS professors’ opinions about
the importance of this type of event
for the society. The combination of
the right team, the right music, the
right script, and the right images
transformed a hand-made video
into an almost professional piece. We
uploaded the video on Youku, YouTube
and our CEIBS INNOVATE China site;
and we also linked it to our various
social networks.

Our social media initiatives were
complemented by more traditional
efforts to connect. We sent a detailed
invitation letter to our target audience,
trying to convince them about the quality
of the event we had planned. We built up
on-campus anticipation and audience
participation for the event with a banner

at the main gate and hanging banners

along the corridors.

The big day

On the morning of the event, the
organising committee members along
with all the volunteers from 2012 and
2013 MBA classes arrived at the gate of
CEIBS auditorium at 7:30. Everyone was
ready to make sure the event started on
time. We had planned every last detail,
and now it was time to see if it would
work. As guests made their way into the
auditorium, the screen showed our well-
made video in one last effort to get across
the competition’s theme.

Our hard work paid off. The event
went smoothly throughout the day as
each team member did his/her part.

Our advice for next year’s student
organisers: Organised by students,
yes. Professional, of course! There is
no reason a student-organised event
cannot be done professionally. There is
no question about the power of social
media: promote, promote, promote. If
you are able to combine this with a good
sponsor, a good topic, and a good team,

success is guaranteed.



