ALEX BENADY

Your room
is here, by
the heach

Clients, as guests, at its Mallorca
base? Welcome to start-up Wi0OC

IICTURE THE SCEMNE. Is 7.00 am. ‘The

cun streams in through the shutters. Ii's

too hot and bright to sleep, so you stumbbe

out of bad for some coffes. There in tho
kitchen is the account planner froem your sl agency,
eating breakinst,

Most marketers would sdmit, albeit under duress,
that they coubdn't Hve without their sd sgency. Hut
ihat doesn't mean they want to live with them. That,
however, is exactly what is expected of clients at
Weleome to Orangpe County, an ad agency st up Dy
four Scandinavian advertizing executives, for
marketers with pan-European aspirations.

Mew clents spend two or three days locked up
with the agency, developing their brief in a session
WO ealls “the dream definition workshop®. To
make matters worse, this eosy client-agency sleep-
over isn't held ot o conferénce centre or hobel, but at
the agency lt=elf.

WiOC's partners. former DDB  Copenhegen
creptive direetors John Schosleraft, Jomchim Hedwvall,
Jukolr Wastberg and Christian Arongom, say the
intention is simply to engage more deeply with thelir
client's business

“We are trving to develop a different way of work-
ing. We want to construct & creative refuge away
from all the pressures of everyday life. It’s the best
wiy to ensure that the cllent retains owmership of
the work while we come (o & mphd vnderstanding of
them and their problems,” cxplains Wastherg,
WO s chief cxpcutive.

If the prospect is underwhelming, the good news 1=
that Wt is located in the pretty town of Caller, on
the northern coast of Mallorea, Clignts are pub-ap in
ane of four architeet-desipned guest sultes, with M6
ceilings and 120N windows, carved out of an old cloth-
dyeing factory

But location isn't the sum of thelr pasitianing. A
key plank of the WiOC platform is that the agency
only works on a praject basls. “Retaimera rewand the
wrong thing, They encourage apencles to provide
gervices that the client may nol actually need and
fall to compensate for the thing of real value we pro-
vide = fleas " snys Wastherg.

Obviously one af the great advantages of baving so
much client contact in one sexsion is that It does
away with the subsequent nesd for routine conbact
during the life of the project - difficult when ol e
on the far side of a distant =land.

It is tempting o dismilss thelr “way of working” as

ask them to Brussels or Londen,™ says  Schoolerall,
the creative director.

Onee you've pod past the seminars amd client hodel,
it becomes clear that Wi 1= at heart a no-frills
operation that is trying to de to advertising what
the low-cost alrlines did o air travel - sirlp out
all the unnecessary costs and focus on what
renlly mattors.

Monetheless, the agency mdmits that it 15 not
markedly cheaper than ils rivals, “Its jusi that we
charge chients for inelght and ereativity and nothing
glze. We are completely transparent on all other
charges. In fact, we prefer suppliers of print and pho
tography to involee cllents direct. Az a result, we
believe wi are actually better value,” says Wastherg

He agrees that its location and way of working
mean Wi0C will appeal only to a minerity of clients
who don’t want or meed hond-holding, Bart its striee
ture - four principal fee-earners supporting very low
fixed costs - means that the agency, which is largely
sell-financed, is in clear profit after anly 2ix maonths.

%o far, WLOC has dovised the launch of a glebal
lguwenr brand, developed a new brand sirategy (or
furniture ginnt Ikea in Denmark, and plotted the
pan-European debut of an online Qigital business
sorvice called Chambersign

'It's the best way to ensure
that we come to a rapid
understanding of the client’

Thaae clients certainly had to overcomee Some
initial scepticism. “At first [ was very raluctant, Buf
once | nctually went o Mallorea, the workshop was

little more than a clever rationale for a bunch of one of the best | have ever done. We quickly bocame

searmeters inteant on the good life. But while there is
undoubtedly a quality-of-life arpument, thare are alse
powerful business reasons for being in Mallorca,
claims Wasthang,

For one thing, it's accessible, “If you are doing pan-
European work, you have to locate somewhers and
there will alwavs be lofs of travel involved. Mallaren
is anly a couple of hours fight from anywhere in
Europs and there are many Mights a day to most
countries from falmea."

Itz also cheap. With the advent of budgel aiclines,
travel cosizs are possibly lower than for other hoe-
tions, Dropecty cosls are also sipnificantly lower than
in more established cities, (how alze could WtOC
afford to put up clents™), as ane ocal labour cosis.

“Mare to the polnt, we don't hawve account people
and we only take on skills as and when we need
them. It's far sasier io hure [reelancers (and clonts)
to spend a fow doys in Mallorca than 1t would be wo

4 team and now we work with weakly reports by
phone and email, and meet monthly,” says
Andars Orre of Seandinavian Trost Group, which
owns Chambersipn,

Ihen Denmark is another fan, althongh 1t found the
no-frillz approach more alluring than the location
“I'm not interested in sockal hunching and Malloren
is irrelevant,” says marketing manager Richard
Gotbring. “But I wanpt geosd ideas deliversd as
Inexpensively ms possible, The semimars work wery
well to force you to make decksions and commit Lo &
course of actbon. 1 bought them for their cost-
consciousness, their honesty andl thelr creativity.™

WiDC will mever rule the waorldl But then, il does
nod want to. Howewer, it is doling something differsnt
that may just provide reglonal advertisers with a real
alternatiee o the Mg apency chains — and get & fan
in the process.
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