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Lines of Effort

Client Security
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| Financial Discipline

Ogilvy & Mather Worldwide Objectives: the Beers approach

Objective ~  End State
“To be the
agency
Build bt
Client valued by
Bannds those who
value
brands.”

“Brand Stewardship” is the vehicle that moves each line of effort towards the objective and end state



















Assessment of the Vision
















Assessment of the Process
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First Who, Then What
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Plan Development Strategy







P

Results: Negative
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Internal Camp i%@

» Need to look at communication s t sell” new
vision and Brand Stewardshl 5 »- M employees
» Similar to devempt n fnr client

- Look at vision as t d ancl Brand Stewardship,
Brand Audits, as products that need to be

sold to employees.
. DE@@ worldwide team to develop an internal
n to steward the O&M brand and its

ucts to internal stakeholders
Requires allocation of creative talents and funds
- Must include managers tasked with

O developing compromises and plan for
& distribution of profits for WCS and local

@& offices
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Use Technology @)@@

- Use technology to accelerate, not r_@
momentum (Collins, 2001, p. 151 @ s could
better employ technology ) spread the vision

from corporate cente :
+ Information sh ia IUE}LS (e.q. sharepmnt

ight help facilitate
between local offices and

ms, bridging the gap between local
nd corporate vision.

leconferencing might allow the passionate
rs to personally share her vision with distant
offices, rather than rely on an impersonal and
context-neutral tool like memos or phone calls
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Equitable Fee Sc@@
- Fee schedule betw E@@and local
offices needs %%E% d support a

balance betw lobal and local

clients.
« Shou :1 nto account that 43% of

least partially owned by

ies other than O&M
\@Need to determine how to structure
\ O&M's practice of basing bonuses on

office profitability

-
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Company ©©®
Modernizati%% o

» Just as David Ogilvy standardized h red carpet in
1965, 0&M should consider ng%;@ g its own brand,

including updating its nd-itsown brand image, as well
as creating and imple ing a fresh standard for local office
work environmen e that they foster creativity and
innovation,

» A recommi t to better, more imaginative

rra And Sackley, 2011, p. 8). O&M must think
e box when it comes to attracting, retaining, and

the world's greatest advertising minds with a focus
rrent trends of flexible work hours, relaxed dress codes,

\ as well as industry-leading compensation. We can say we are
&

&
going to advertise better, but something must be done to
&& inspire it.
e

dle and seall
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on current trend:
as well as indust
going to adverti:
R ‘inspire it

Company Culture ©©
-\ ancl sell

~ -! & ate st resource -

« Reaffirm commitment not only to com
the new vision, but to invest in I, &M

safest way... for -:han'
is through building =
get their greatest ¢
installing good
1977,p.1

« 0&

vest in instilling a culture of creative
in which employees feel empowered to share

Conflict can be a powerful force for innovation when the
organizational culture supports its positive use.
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