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DEVINER, MERLICEK & BERGMANN

Ihe agency has conquered the Austrian ad market but has no intention of resting on its laurels

iennais different —just as the
touristslogansays.

And this also describes its
biggestagency’s approach to
business.

Howitall began

But, first, let's not talk about age. Im-
agine you're looking at an opera diva:
the timeless brilliance of her personal-
ity defies base reference to her age.

Solet’sjust presumeit wassome time
inthe fourthquarterofthe lastcentury
that Mariusz Jan Demner, a law and
journalism student on his way to the
next Kaffeehaus,ran into an acquaint-
ance who was desperately looking for
someone who was “in advertising”.
Demner took his chance and opened
his agency the next day. Lacking an
office,he occupied adesk in the offices
of his first client. A few months later,
he persuaded the art student Franz
Merlicek to do the artwork. Then, six
years later, Harry Bergmann hit the
stage.The star wasstarting torise.

In that time, Demner, Merlicek &
Bergmann has become Austria’s top
agency - top for billings, top for crea-
tive awards and top for Effies for the
past ten years. It operates in 16 coun-
tries. Andisstillindependent.

Ambition

In the beginning, it was not so hard to
top the level then prevailing in Austri-
an advertising. But it did take a little
work to accustom clients to the fact
that high-quality advertising pays.

Andwhile DM&B climbed thestairs
to receive every national and interna-
tionalaward,the agencyalsoeducated
its clients to ask for more. More fine
and unique ideas, more sophistication
inartwork, more thrillin photography,
more delicacy in packaging design,
more perfection in TV execution and
soitgoeson.

And the agency was rewarded: more
than 20 of its clients have been on
board for longer than ten years. A fur-
therten have beenwithit for five years.
And a number of new clients have
joined in the past two years,

Itcouldbe coincidence butitsclients
alsoseem to be very ambitious: almost
half of them are market leaders. And
they continue toshow ambition. In the
15 years or more that XXXLulz has
been working with DM&B, the furni-
ture chain has become the world’s
number two after Ikea. Its latest coup
wastoopenafurnitureshopin Malmo,
Sweden —and it’s no accident that this
is the region with the highest concen-
tration of Ikeastoresin Sweden.

Austria’slargestagencyalsohandles
Austria’s biggest company, the oil and
gas corporation OMV. DM&B runs
campaigns for OMV, not only in Aus-
tria but also in Central and Eastern
Europe markets. Other ambitious
clients are BMW and Media Markt,
whom the agency helped launch in six
other European countries, from Swit-
zerland to Poland.

Merlicek, Demner and Bergmann... ‘while DM &B climbed the stairs to receive every international award, it educated its clients to ask formore'

Then there’s MAVE, the branded
goods association, for whom DM&B
runs a brand awareness campaign in
four countries,including France.

Many of the campaigns DM&B has
created have had animpact on Austria
itselfand even Europe.Its work forthe
National Bank on the introduction of
the euro is one example, as is the “Ge-
meinsam stait einsam” campaign for
Austria tojoin the European Union.

And its clients’ work has entered
popular culture. Few movie lovers will
forget the actress Maria Hofstetter re-
citing 12 radio commercials produced
by DM&B for the food company
Darbo in the Venice Film Festival-
awarded Hundstage (Dog Days).

Beautiful people, strange freaks
Beyond commercial success, it’s im-
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where the best of brains
work together and, importantly, are
also educated in how to fight for excel-
lent creative work.

DM&B has always believed in this
and people have come to it from all
over the world — the UK, Turkey, Aus-
tralia, Italy, Poland and Canada. So
now you'll be hard pushed to find an
agency in Austria where the creative
directors or senior account managers
have not been trained at DM&B. The
onlyexception are those they have im-
ported from Germany or Switzerland.

DM&B has never been afraid to en-
gage strange pcnplc or covert artists
either, even if their tenure was often
short. Most of them later moved on to
different careers. Wolf Haas’s thrillers
have all been turned into blockbuster
movies.And the novelists Sabine Gru-
ber and Uli Juza started at the agency
ascopywriters.

International celebrities have al-
ways been quite common at DM&B
too. Billy Wilder (the late Hollywood
film producer, director and screen
writer) did his first (and only) adver-
tising foritsclient Creditanstalt.

For OBB, the Austrian Federal
Railways, DM&B hired Arnold
Schwarzenegger. And when the Vien-
na station Westbahnhof was renovat-
ed,itdrafted in Jackie Chan.

Even Michail was
brought on board to make a “Per-
estroika” commercial.

High-profile women have
played their part. The supermodel
Claudia Schiffer began her ad career
in DM&B commercials. And two
former First Ladies of Austria, Edith
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Klestil and Sonja Klima, did a great
jobfor the coffee brand President.

Foreveryoung

When, at the turn of the century, the
communication business was turned
upside down by the internet and mul-
timedia.the classic full-service agency
model had to be reinvented.

The young creatives at DM&B took
oul their mobiles and started to make
YouTube videos and funny movies
without strict and tiresome financial
or creative guidelines. Clients loved it
—notevery lime,but every time a little
more. DM&B's website is an example
of that creativity. Its current incarna-
tion has been online for a few years —
but under the “clients™ section, you
canstillsee Demner being whipped by
a dominatrix ordering him to “make
the logo bigger” (www.dmb.at),

Independent. International.
Anachronistic
DM&B is still independent and is run
by its founders. There have been many
takeover attempts - both friendly and
unfriendly-butnone of themhasbeen
tempted to lead the life of a senior
vice-president of unemployed break-
fast. Instead of selling, they've looked
to expansion: DM&B has opened in
Sofiaandhelpedthe Bulgarianmobile
phone company M-Tel quadruple its
marketshare (and revenues).
Whoknows what comes next?
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