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Professor visits ‘real world’ of advertising -

3 weeks at Ross Roy

By Tom Henderson

staff writer

Vince Blasko figures he just might
have carned a little respect for the
academics In the world of advertis-
ing during his recent three-week
stint at Ross Roy Advertising In
Bloomfield Hills.

Blasko, an assoclate professor of
advertlsing at Arlzona Siate, was
here as part of the Advertising Edu.
catlonal Foundation's vlsiting-pro-
fessor program, which is designed to
close the gap between what Is taught
in advertlslng schools and what s
actually needed on the job. Fourteen
professors partlclpated around the
country this summer.

“PEOPLE IN agencies think
teachers are just academics. | hope
I've opened up some eyes. We're not
just book oriented,” said Blasko on
his last week on the job, much of
whlch was spent asslsting Ross Roy's
biggest account, K mart. The agen-
cy has handled K mart for more
than 20 years, and It contributes
more than $10¢ mitlllon In revenues a

ear.

Blasko had his work cut out for
him. The first paragraph of the press
release about his arrival at Ross Roy
began: “Some say comparing adver-
tising theory to advertising practice
is llke comparing apples to oranges.”

Ouch. Blasko thinks it may be
more llke oranges and tangerines.

And in his flrst week on the job,
Adweek ran an editorlal picce titled:
“Colleges get ‘F* in Advertising.”

Double ouch.

“It really Is exaggerated,” sald
Blasko, who has taught advertising
for 10 years aiter working for (hree
years for an agency in Phoenlx.

“Of course there is a gap between
the two. There ave always going to

be some problems taking what you
read in a book and putting it into the
real world.”

JANITA GAULZETT], Ross Roy's
director of management Iralning,
sees the gap between what Is taught
and what is needed on the fob from
the perspective of an on-campus re-
crulter looking for talent. The gap ls
very real, although not nearly as bad
as portrayed In Adweck, she sald,

“We know flrst-hand that most
graduates of advertising schools in
the United States can be betler pre-
pared befare beginning their adver-
tlslng carcers,” sald Gautzetti,

“That ls why we participate in the
vislting-professor progarm, and why
we ploneered the development of a
comprehensive trainlng program of
our own.”

SAl GAULZETTI of the typical
advertlsing student trying to enter
the job market: “Thy're well educat-
ed, very hright, but they're not get.
ting as much practical, hands-on ex-
perience as we'd llke.

“Many entry-level jobs require
technleal knowledge of type-setting,
photography, graphic design, print-
ing — they have to know how to get
ads produced, but oo often they
don't.

She sajd that often those lcaching
in school are either
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little practical knowledge of lhe
buslness or retired advertising exec-
utives who teach what no longer is
valid,

Gaulzett! sald that Blasko's stint
at the agency “has been very good
for everyone, partlcularly some of
the younger people in the agency
who are just a few years out of
school and have a clearer pleture of
what they were taught and what
they could have used, tnstead. Not to

three weeks at the Bloomfield Hills agency.

mentlon that he's a heck of a softbail
player.”

BLASKO SAID that the three-
week stay taught him lessons he will
be able to pass on to students,

“One thing I'Nl bring back is it's
important for students to realize

that while advertising can be glamo-
rous — working with Ideas and fun
and interesting — but it's also a tre-
mendous amount of hard work.

“And you have to be able to deal
with people. We need (o cover more
In class about office and corporate
politics: How creative people view

(teft) and Yalonda Busbhee of Ross Roy work with visiting adveruslng professor Vince Blasko during his

account people; How account people
view the media. And I'l] bring back
an awiul lot of examples.

“As a professor with tenure, you

" have job security. But in advertising,

l{ you lose a cllent, you may lose a

"Thnts Rot to be In the back of

your mind. 1 found mysel{ holding
back a bit, watchlng what you saj
and who you say it to.

“I'm more sensitive now, too;
knowing when to shut up, and (hat’s
interesting. When you're In a univer;
sity, you spend all you're time talk,
Ing.* -

EXxpo helps subcontractors get some more respeét

By Tom Henderaon
stalf writer

Pat Witherspoon of Troy runs the
largest subcontractors® show in the
United States, with 700 exhlbltors
who will fill 200,000 square fcet at
Cobo Hall this October.

Yel, he says the Contract Manu-
facturers Expo and Conference *ls
the Rodney Dangerfleld of shows. No
one knows who we are or what we'
do. Subcontracting don't get any re-
spect out there, and yot it's the big-
gest industry there 8.

What Witherspoon does is repre-
sent all the little job shops that fil
the suburban industrial parks and
line such streets as Eight Mile,
Groesbeck and Schoenherr, the little,
shops that hang the signs out front
listing jobs vacancles such as jig
grinder, lathe operalor and mill-
wright.

And what the show docs is bring

these small manufaclurers together:

with original equipment manufac-
turers and larger subcontractors in
an effort to co-ordinate supply and
demand In the Increasingly complex
and technologlcal world of manufac.
turing.

Pat Witherspoon
running exposition

ONCE UPON a time in the Detrolt
area, it was a cut-and-dried business
running a small job shop., There
wasn't a wide range of materials,
there wasn’t a lot of emphasis on

high-quallty production standards,
there wasn’t a lot of complexity, and
“Just-in-time delivery"” was some.
thing (hat applled to bables, not
manufacturing. You got a contract
to cut X amount of steel rods and
that's what you did.

Now, though, the auto companies
have turned over much of their engl-
neering and deslgn to what are
called Tier 1 suppliers, who often
build complete systems instead of In-
dividual parts. There is a greater
emphasls placed on quality, with
plastic or compositlon parts and

deslgn and ing.

agents, engincers and speclficrs, who
In turn are looking for better prices
or, Increasingly, better quality than
what they are currently getting.

WITHERSPOON USED to wrlic
brochures far fob shops and began (o
realize “that they didn’t need bro-
chures. They necded a show. They
needed a belter way to get the word

out about what they do. Individually,

they really couldnt afford to ad-

vertise properly.”
Five years ago, W

of the exhlbitors were out of state

and about 60 were {rom oversees.

This year the expo Is sponsored by
Té

be:
gan the Contract Manufacturers As-
sociatlon and In 1984 held his first
show at Cobo, It drew 60 exhlb

the M| Councit
alnd several national trade associa-
tlo;

and 1,000 attendees. By 1957 the
show had grown to 600

growing tc
1,500 exhibltors in the near future,

and 10,000 attendees; more than 200

Please turn to Page 2

At subcontractors expo

WHAT: Fifth annual Contract
Expo and Confer-

And contract ers have
branched out into aerospace, elec-
tronles and medlelne.

Tier 1 contractors demand more
of their Tler II subcontractors,
which is where Witherspoon and his
Contract Manufacturers Expo come
In. “It used to be a word-of-mouth
buslness,” sald Witherspoon, a Troy
resldent whose Contract Manufac.
turers Assoclation Is also located in
Troy near the K mart headquarters,
“They never had to do trade-show
selling before,”

At the show, job shops can present
thelr wares and meet purchasing

Lear Siegler division making
100 all-plastic racing seats

By Tom Henderson
staff writer -

When a race car finishes first,
those in the know might rave about

Technology of light-
walght all-plastic
devel-

the fucl-injection system, or ooh and
ahh over the tires and how they per.
formed in the rain, or rave about the
latest engine modlfication.

People get exclted about the tires

that carried the car to victory, the
englne that propelled it and the engl-
neering the put it all together. But
nobody seems to notlce the seat that
carried the driver. -

So, why is it such a blg deal to
Lear Slegler Automotive Group that
It got the contract to make the 100
seats used this spring and summer In
the 1988 Corvette Challenge serles,
10 sanctioned races that test drivers
by matching them in identical Chev-
rolet Corvettes?

For ope thing, englneers love a
chllleuxr. for_another, the innova.
tion of today becomies the common
uchnoloxy of the future.

ence. About 700 manufacturers will
have exhibits, including about 60
from overseas, Including Singapore,
Talwan, Mexico, China, France,
Spaln, Australla, India and Canada.
Contract manufacturers are often
the small shops you see In industlal
parks or along Elght Mlle road; they
supply parts (o eoriglnal cqulpment
manufacturers or to larger sub-con-
tractors who, in turn, use the parts to

build larger components for the
EMs.

WHY: To allow sub-contractors to
show thelr wares and pitch new cli-
ents. To allow manufacturers look-
ing for better quallty or price to find
a wider range of potentlal suppliers.

WHERE: Cobo Hail.

WHEN: Oct. 25-27 (Tuesday-
Thursday). With 200,000 square feet
of space and 700 exhibitors, the show
Is the largest such show In the U.S.
and second largest in the world only

to MIDEST show in Paris, which at-
tracts 2,200 exhibltors.

COSTS: Tickets for the expo are
$15 at the door. Buyers, exccutives
and cngineers wishing to represent
thelr flrms at the expo In the search
for suppllers and sub-contractors
can arrange free tickets by catling
643-6807. Booths to display your
wears or dispense MNterature about
your plant and products cost exhible
tors $1,675.
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