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A WARRIOR FOR AESTHETICS IN BUSINESS
SAYS SENSIBILITY HAS NO BORDERS

STORY HELEN TRINCA PHOTOGRAPHY THOMAS VANHAUTE

JAN VAN MOL is doing something as prosaic as driving
to his Brussels office when le takes the call from AFR
BCISS, But lomommow he will be on the road to Milan
for the furniture Gir and in @ few weels he flics o
Aasstralia for a conference on thinking

Appropriate for 4 man who runs a virtual branding
house that links 4000 “creatives” around e workd

“l don’t want o be linked to any frontier” says the
engancer fumned ad-man tomed global brand guru. Sure
fie opertes ot of Brissels jned Anitwerp, now sites for
great expenimentation in Eshion and destgn. But there are
simialar elvsders of crestivity in areas such as Bilbao in Spain
and Mew York, New York as well as Melboume, Australia,
he sy, The new world is about a global senmbility -
ot e cpained by mational or ethnic borders

Van Mol b certuinly 1!|||;|;||.; hils bit b break down
the walls, The interactive Adidict Creative Lab is
wnn indemel-based community and think-tank  which
teeds work do clients ranging from BMW to Mike
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People such as Bruce Mau in Canada and Dutch-bom
Rem Koolhaas are in the same space when it comes o
design, aesthetics and the regeneration of areas. Full
on and funky, vet deeply scrious about the PIOCESS.
But Van Mol's linkage of 4000 people from more than
) disciplines (think photographers, cooks, musicians,
architect et al) gives his work that gh:l:mi feel

Ihe Lab draws on the 4000 for specthic branding or
consulting jobs but al any one time the aperatives are
engaged in a range of projects using a range of media,
Van Maol's philosophy is that advertising and branding
cannot be separated from the proces of design. A
decade or so back, when, having worked unthappily
an engineer, he retrained in design and then launched
his own advertising agency, he was unimpresed when
told that the design of a product was “none of my
business”. At that stage, his agency was working in
Belginm for the Korean carmaker Doewon, He Figuired
Dracwoo had a marketing problem because the car’s

seaty were too small for the strapping Enropeins. He
iokd the company, which prompthy pat him in lis place
= na marketer not engineer

The ncident prompted Van Mol o go b alone
with Adildict Lab, which now produces books and a
magazing, has gallery space for exhibatons and offen
creative exercises for paving clients, The latter include
the “inspiration shower™ which s about stimlating
clients o think for themselves and “creative Xama”,
which offer mone detailed solutions to problems. An
example: BMW once produced 20,000 molorbikes
with roofs {that's mght) and then foond 1t hard to sell
them. Adidict marshalled thinkers around the world
and came up with solutions that imvolved rethinking
the commumcation, the design of the bike and even
the arganisation of the company

Vam Mol has also been involved im rebrmnding oibics
fone of the hot new ideas that people such as “creative
cities” man Richard Florida has popularised), and has
worked with the cities of Rotterdam in the Metherdands
and Kortrijk in Belgivm.

He says one of the big problems with the way companies
imsriuige Aheir |I:I..IrL!.'|I|IL; i the lsck of communscation
inade the walls “Most of the omqenisations ore ool
codserenl I:II-:H.IJ_,:,II. [Tiere are diferent organsabions within
each onrusition and they don't talk io one another”

Thie Lab s cedainly :-:l.l:';. - & recent project arvalved
ibreakable) cemmic, seethrmugh drink cans o houose
o Chinese-inspired “wellness™ drink = bat does it all
come I!||g-|:l|‘|1.'| in the harsh commencial wordd? Yan
Mol insisk that the wide-ramping processes and the
commibment o move ouliide the maimsineam b off
in the eml, He savs the Lab s commibtied o three key
points: ihe cross-fertilisation of ikdew: a strong aesthetic;
anel an ethieal |.|.|1|:|¢'r|r||||1||||;.

Its a F|I|.|'|n'|.r|-|1-'|h!.' that leas soomee inferesting ouleomes.
A -'_'r_|||.|:|F|: of Vearn hack, the ltallan-based Eashion
company Dicsel wed Indan themes i its collection,
Vin Mol argued Diesel could not simply colonise
Indian concepts but must involve Indian designers and
thinkers. So he went 1o India and worked with locals on
a separate collection which Diesel also commissioned
He counts it a trivmph of the borderles world, &

Jan Van Mol will speak ot the [2th Ilermationas
Conference on Thinking in Melbourne from fuly 48
Dietails af winw, thinkingeonference. com
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