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Moving 
parts

ghassan Harfouche 
speaks about being 
‘dynamic’. “I like to 
use this word because 
everything around us 

today is more challenging mainly 
because you have more choices,” 
says the CEO of MCN.

Client expectations are changing, 
business models are changing, the 
tools agencies have to work with 
are changing, and consumers are 
changing, he explains.

“Consumers are much more 
dynamic than ever,” says 
Harfouche. “Our job, ultimately, is 
to connect with them.”

That job is the same as it has 
always been. But the ways to 
establish this connection are 
multiplying. “What has changed 
are the tools, the equipment that 
will allow us to do this job better,” 
he says. “The ‘omnichannel’, as 
people like to call it today, and the 
data that is available out of that.”

MCN, the Dubai-based holding 
group and a part of the US’ 
Interpublic Group of Companies, 
must make sense of this data. It 
must harvest it not once a year or 
on a quarterly basis, but daily, 
hourly, perpetually. It must analyse 
it, draw out insight and quickly 
develop a message. The message 
must be relevant to the moment, 
consumer emotions and the brand.

So holding groups such as MCN 
and its subsidiaries, which include 
FP7, UM, Initiative and 
MullenLowe, must be dynamic too.

Harfouche moved from Choueiri 
Group to take over the top job at 
MCN six years ago. Since then, he 
says he has worked to help the 
group’s 14 agencies collaborate 
more smoothly, with one CEO at 
the top of the chain and less 
concern about balance sheets being 
cannibalised by sister shops.

“We have the authority, and we 
have a more common interest, so 
we can drive a solution that is more 
integrated and puts the client at the 
centre,” he says. “Part of the 
obstacles for doing that usually are 
more about the structure. Not the 
talent, not the people, but about 
ownership and mandates and KPIs 
[key performance indicators].”

However, he admits that no 
structure is perfect. “This is all 
learning,” he says. “We are in a 
world that is dynamic, and because 
of that we are learning every day. It 
shapes our intention and our 
culture. The objective and the 
vision is: wherever we are asked, or 
whatever is necessary to drive a 
solution across multiple disciplines, 
requiring multiple talents from 
different companies, we should be 
the best at driving it.”

The will is there, but not always 
the demand.

MCN CEO Ghassan Harfouche tells Austyn Allison 
that consumers are changing and the industry must 

work closer and more flexibly with its clients to keep up
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