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A STATEMENT OF INTENT:
REIMAGINING THE RULES OF ENGAGEMENT
Almost four months since the implementation of lockdown, it’s getting
no easier to confront the inconvenient truth.
The world we knew will, at some point, return but for sure will not be
the same as the one we left.
And whilst some changes will be hard to swallow, and less easy
to come to terms with, others may well have impacted on us
permanently in ways which we could never have imagined.
Rather than rushing back to the ‘old world’ as a matter of default,
might it not be more interesting to contemplate what the lockdown
has taught us and consider how we can move forward into new
possibilities rather than default trying to recreate the old status quo?
Because, as Noam Chomsky once said,
“Nothing ever vital or interesting came out of the status quo”

“There came a point
when the pain of
remaining tight in
a bud was greater
than the pain it
took to blossom”
anais nin

The world of engagement, be that employee or brand focussed, has
changed forever. Evidenced perfectly by the fact that both Facebook
and Twitter are already questioning the need for a traditional ‘return to
work’ or even for office space in the old sense.
One thing, however, remains clear, there will always be a fundamental
human need to engage.
The question, now, is what’s the best “how?”
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Here’s how…
Take a breath.
Step outside the world of zoom.
Become energised.
Consider what could be.
Given that the virtual world has rather
ironically become the real world, how do
we make that new reality dynamic and
inspirational? How do we make it a medium
in its own right, not an adjustment of a
physical experience?
How do we replace the missing face to face,
in person, social connectivity with a new
virtual element of human immersion that
can engage just as powerfully?
The fatigue we are all feeling, from wall to
wall, virtual, laptop locked conversations
reveals that while technology may be the
enabler, it’s not the complete answer.
Yes, it’s what we use but it’s not why we use
it. At least it won’t be until we give it an
added dimension.
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We have re-thought the
technological response
As Architects of Engagement we know that
bringing people together is only half the
story and if you can’t do it geographically
you must make it compelling and engaging
by doing it emotionally and by appealing to
as many senses and emotions as possible.
It can’t just be about replacing real ‘face to
face’ engagement with a virtual equivalent –
it’s not enough.
In the new virtual world, we have to create
a new real one. Something compelling,
something cut through, something with the
power to ensure engagement to the point
of immersion.
And that comes from ensuring that the way
we communicate is executed in a way that
delivers against all those requirements. It’s
not just a two-dimensional solution of the
platform and the content, technology now
affords us the opportunity of re-imaging
the environment and that makes it a
3-dimensional opportunity.
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Your stories need no longer
confined to Conference rooms,
Boardrooms or indeed (as the
last three months have
determined) Bedrooms.
The environment for your stories now
exists inside your imagination. And the
environment in which you engage is only
limited by that.
Engage from within the most relevant
environment for your business and your
brand. Create the world you need to tell
your stories and allow people to immerse
themselves within that world. That’s the
perfect way for them to appreciate the
nature of your communication and engage
with it more fully in order to take the
appropriate action.
So how do you make this happen?
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To answer this, you need to understand the essence,
purpose and impact of engagement not just focus on
how to execute a piece of communication or an event.
At the heart of this is knowing that messaging is most
effective when it’s immersive.
The introduction of the “environmental design”
element to a digital experience builds on the depth
of the immersion by stimulating a different range
of senses.
So, for Marketeers, the new world, influenced by the
old but sharpened by the current, will be driven by a
simple communication equation:

CONTENT + DELIVERY + ENVIRONMENTAL CONTEXT
EFFECTIVE EMPLOYEE, BUSINESS AND BRAND ENGAGEMENT
In short, it’s not just what you say or how you say it, it’s
also the world you say it from – and
I)

w
 ho wouldn’t want to be the chief architect
of that world?
II) w
 ho wouldn’t want to dwell in such a space,
for a short period of time, even if it was for a
business meeting?
As the great Lewis Carroll once said, “Imagination is
the only weapon in the war against reality”
The war starts now…
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