










Reorganizing to let go
The fluidity of the modern workplace requires a corresponding 
organizational agility that mirrors the networked communities 
encountered on the web.

Online, people have become used to moving between 
communities with which they have different levels of engagement 
and types of affiliation. In the workplace, people also belong to 
multiple communities. Organizational structures should change to 
reflect and facilitate a new concept of fluid working and belonging 
to more than one community.

Within multi-player online role-playing games, countless numbers 
of complete strangers successfully organize themselves to 
resolve problems, each playing to their strengths. Imagine how 
much more effective employees could be if we gave them greater 
autonomy, backed by the resources and intellectual capital of a 
well-run company.

There are many lessons to be learned from the success of 
companies like eBay, Google, or Wikipedia, which are 
characterized by flat structures and trust in participants. Following 
the PR disaster often referred to as ‘Dell hell’, Dell reorganized 
itself to revolve around its customers, placing social media at the 
heart of its organization, using it for customer service, retail, idea 
generation and internal/external communications via blogs and 
posts. Dell’s experience proves that, with a networked culture in 
place, even large companies can be as agile and flexible as  
small companies. 

What does this mean for agencies?
Our response is to create two types of communities, each of 
which will have smaller constituent communities. The first is 
organized around clients, with client-specific communities.  
The second is based around skills, to maintain excellence in 
specialized areas that support the client community, whether 
those are traditional responsibilities such as media planning  
and buying or emerging disciplines such as social  
media, cause marketing or data analytics. It is perfectly  
normal for individuals to be members of more than  
one community. 
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The intention is to create flatter, less hierarchical management 
structures and to decentralize operational decision-making in 
order to improve fluidity of thought and speed of response. For 
this type of organizational structure to be effective, the overall 
objectives and strategies must be absolutely clear and the  
level of communication between and within communities must  
be exceptional. 

It takes courage to adopt a new mindset and accept the need for 
change on this scale. But through their rapid uptake of digital 
platforms, consumers have already shown that they are not  
afraid of the future. We must do the same and embrace change. 
We must recognize the opportunities that the new landscape 
presents and develop new behaviors, structures and  
approaches to strengthen Active Engagement between 
consumers and brands. 
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Learning to let go
Rapid evolution of media is changing the 
way we work with clients to develop the 
most effective communications. But we 
still need a robust strategic framework for 
ensuring collaboration, consistency and 
quality. That is where our new  
MEC Navigator approach comes in.

Over a 48-hour period, agency and client 
teams work together on live briefs within 
their client communities, being guided 
through the process of understanding 
the client’s business and target 
audience, creating innovative 
communication ideas and strategies, 
and measuring plans. Used in all our 
offices around the world, it’s how we 
bring the 21st century consumer and 
brand worlds together.
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MEC
MEC

We deliver value by creating, implementing and 
measuring communication solutions that actively  
engage people with brands.

Media planning and buying • Digital media • Search • 
Performance marketing • Social media • Analytics  
and Insight • Sport, Entertainment and Cause •  
Multi-cultural • Content • Retail • Integrated planning

Our 4,000 highly talented and motivated people work  
with domestic and international clients in 84 countries.  
We are a founding partner of GroupM. 

To find out more, visit us at www.mecglobal.com 
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TEN NEW WAYS TO ACTIVELY ENGAGE 
TOMORROW’S CONSUMERS TODAY

To find out how we can help you actively engage consumers with your brand, please contact us  
– full regional details are available on the inside back cover. Find us at www.mecglobal.com

For further copies of this publication, please contact the global marketing team on  
+44 20 7803 2319 or +44 20 7803 2361.

�Find the right balance  
across paid, owned and  
earned communications

�Work with ‘Engagement 	
Ideas’

Switch the focus from 		
changing attitudes to 		
changing behavior

�Identify important 		
digital decision  
communities,  
and join them

Become a more  
data-centric 			 
organization

1.
2.
3.
4.

5.

�Get ready for 			 
addressable media 

Test a more organic 		
approach to planning  
and buying 

Escape from the annual 	
marketing calendar; 		
embrace 3-3-3 thinking

Create ‘liquid content’ 		
that is easily shareable, 	
downloadable and 		
portable

Be in control enough  
to let go

6.
7.
8.
9.

10.




