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Marketing firm has designs on diversity

Musicians,
bank form
client list

8y Larry O'Connar
staff writer

For the most part, the cllent
roster of the Livonia-based Rickard-
son Medla Destgn is what you would
expect from a marketipg communi-
catlons and creative services firm,

There’s the Natlonal Bank of De-
t:vlls the Hotel Pontchartralns, the

dersons and the Elllott's
Floral Deslgns

But as you Tun down the lst, you
come across some rather non-corpo-
rate sounding names, Who are Tracy
Lee & the Leonards? Or the Chenllle
Sisters?

They're a couple of the muslcal
groups who've had their album cov-
¢ra or promotlonal posters done by
Rlchdrdson Media Design,
might scem unusual for a cﬂmpany

bread and butter s the con-
servative corporate world,

Theh agaln, what do you expect
from 4 company whose plpe-smok-
Ing founder and chlef executive offi-
cer a gultar and smal! amplifier
sitting In his offlce?

“1 think there’s a creative connce-
tion," safd John Richardson, who
plays' gultor in a band called The
Desest Water Bags. “We find that we
can tommunicate with muslclans.”

THE COMPANY'S entertainment
base Is an all-star Uneup of Detroit-
area musiclans. The late J.C. Heard,
Mark Braun (Mr. B), Dick Siegel,

. along with the Chenille Sisters and

1‘racy Lee and the Leonards, are eli-

So is Ann Arbor-based Prism Pro-
! ductions and the University of Michl-
- gan Qffice of Major Events, which

. promodle concerts In the area,

Medla designer and musiclan
make for great partners in ereativl-

JIM JAGDFELD/statt photographor

A bank projoct contrasts with the Chenille Sisters' album cover behind Mike Griffin (left), John Richardson and Louis E. King of

Richardeson Media Design.

ty — not flnancial galn.

“In order to survive In this busi-
ness, you're not going to do it work-
ing with muslcfans,” Richardson
sald. “We work with musicians be-
cause we like to do it.

“It's great for us because we get
{o make a much stronger statement.
It allows us to stretch and stay
fresh.”

Along the musical route, Richard-
son Media Deslgn has been honored
for exceilence In typographic deslgn
for its Von Leopold poster by the
Type Directors Club of New York,

which has been holding annual Inter-
natfonal competitions for 35 years.

Medin deslgn and musle have been
Richardson's two best friends. After
recelving a master’s degree In phi-
losophy from the Unlversity of To-
ronto, he started 2 music magazine
in Ann Arbor where he also played

guktar in ares bands,
Detrolt Music Times was part-pro-
fesslonal journal, fanzine. The

part {
magazine dida't last long, but the
{ricndshlps and coanections Richard-
son mnde in the music field have.

Managing growth key
to long-term success

By Mary DIPaclo
opecial writer

Achleving growth s something
every entrepreneur strives for, As
companics attempt to get bigger,
there is a natural assumption that
they will also get better.

But the process of working toward
growth has spelled doom for thou-
sands of buslnesses.

Statistics show that last year,
more than §7,000 businesses falled.
More than half of these were 1n oper-

auon for more than five years, polot—t

ged growth Tather
Lhnu buslness start-up problems, Jo-
n, Dun and Brad-

seph W, Dunca

l(rut‘l chlef statisticlan, belleves
jon or overly

plans play a major role In three of
every four business fallures.

So how do buslness owners man-
age growth befare it becomes & mom
ster? Jeffrey Caponlgro, executive

Jefioy R. Caponl

vice p! with Casey (
muom Management, was charged
with that lnsk Slnc:u jolning the

pul
company n lak: 1984, Caponigro
was part of a flve-person operation
focused on expanalon.

“Sooner or later, a business haa to -
declde how smuall it wants to remaln
or how large It aspires to be,"” Capo-
nlgm nld. Iu an exlmp!e, he told

conference speaker

For smaller businesses that may
have ignored growth opportunities
for fear of failure, Caponigro stress-
es the importance of where the com-
pany wants to be as an organization
and then following through cn the
right opportunities at the right time,
He also suggeats to prepare for un-
such as ecenom-

bow Case; by

plc, a arum: public relations com-
pany, “allowed us to reach clients
around the globe while maintainlcg
our autonomy here in the Detrolt
market.”

expec
Ic downturns.

“There are severa] contredictions
that face any growth-orieated com-
pany such 28 becoming too depend-

€nt on lts business plan and then
missing out on opportunities that re-
quire it to quickly change directions.
On the other hand, spending too
much money too soon can leave a
company over-leveraged il the envi-
ronment turns sour.”

For Caponlgro, the nced to hire,
traln and evaluate Jargo numbers of
employees at the same ime repre-
sented his greatest challenge.

“There wasn't any doubt that we
needed good quality people to meet
the growing demand for our ser-
vices, but we also had to develop a
strong system 50 we wouldn't lose
them as time passed. We speat many
hours deslgning policy handbooks,
training seminars and evaluation
procedures, all of which were cru-
clal to our professlonal dovelopment
effort.”

Caponigro will discuss his experi-
ences as a growth strateglst and
counselor (o business as part of the
daylong Professlonal Communica-
tor’s Business Conference Saturday,
May 6, at Oakllnd Unlvenlty, His
luncheon speech s ed “Worklng
Toward Growth , . . uud Handling
the Monster Once [t Arrives.” Con.
ference toples include presentation
phnnlux, legal requlrements for

rting a business, client-oriented
ﬂnxnclnl relauomblps, marketing

specln] cvents lnd worklng with the
medl

RogmrnUnn deadline is Friday,
April 28, For Information, call con
ference dlrector Naodlne Jakabuwnkl,
at $70-3120, Cost 15 $110.

Magazine fills small business niche

By Peggy Aultno
ataff writor

Lucklly for the publishers, not ev-
cryine wants to scll magaziney that

Just as business is booming for
many lmnll companies, En-
for the small

d ly wilh the ins and
ocuts of small business. In the dozen
years It's been In existence, En-
baa carved Itself a niche

business nnner. Ls enjoying unprece-
dented success.

“People couldn't even spell en-
treprenenr 10 years ago. Today ov-
eryons wants to be onc,” James
Fitepatrick, vice president and asso-
clate publisher of the monthly publl-
cation, aaid during a recent visit to
the area,

[P —
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nmf avolded competition,
Nobody rocognized the small
buslnm mu-ke! before,” Filzpatrick
safd, “7 think iU's a function of tim-
ing. Now small busincsa is booming
and thu magazine iy riding that
wave.”

In June, the C: b

It Is launching Entrepreneurial
Woman.

“Four out of flve new busincases
today that arc boing started are
started Ly women,” Filzpatrick nld.
;;L‘hem s bo magazine that addresses

Why start a publication gezred to
women?

“It's more difficult for women 1o
obtaln financing, The employer/em-
ployce relationship is different for a
woman than it is for a man, Just be-

od o]

stlon is hoplnx to catch a new wave.
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BUT IT WAS BASEBALL, not mu-
sie, that provided Rlichardson the
right piteh for his big break, As pres-
ident and co-founder of Local Color
Productions, he designed a poster for
the 1984 Detroit Tiger season.

At first, the print was deslgned as
a promotional device, Bouyed by the
Tigers' pennant drive and the design
of the print, which featured a light
from the heavens nhlnlng on Tiger
Stadium, sales skyrocketed.

“The print oold for $20 in poster
galleries, but cost approximately $1
to make. With 20,000 coples printed,

sales of the poster provided Richard-
son with the capltal to start his own
buslness in 1985,

“It was one of those lucky thiogs,"
be said.

Richardson was in touch with
Mike Griffln, with whom he worked
at the Detrolt Musie Times. Griffin
13 now senlor vice president and cre-
ative dlrector at Richardson Media
Design. He. was also founder and

president of Bralnstorm Desige,
whl later tnerged with Richardson

Medla Design in 1987. Griffin de-
slgned the award-winniog Von Leo-

pold poster to promote the 1987 re-
lease of Von Leopold’s compact dlsc.

In the merger with Bralnstorm,
Louls King also jolned the company.
King Is president and chlef operating
officer of Richardson.

The Richardaon staff has grown to
nine, And everyone including the of(-
Ice receptionlst participates In the
creatlve process, according to Rlch-
ardson.

ALL OF WHICH be belleves helps
keep Richardson Medla Design at
the forelront in a vcry competitlve
industry.

The company pmvldm consulting,
advertising, design and public rela-
tions services to clients. Along with
the cntertalnment, the group works
with those clients [n high-tech and fi-
nancial services.

“Whea a cllent asks for something,
we want to surprise them,” Richard-
son sald. “If a cllent wants a blue,
round object that is aix inches in di-
ameter, we say OK. We'll see you In
two weeks.

“If we come back In two weeks
with a blue, round object that is six
inches ln dlameter, the customer Is
disappointed. They think, ‘Heck, 1
could bave done that.’ We show them
wmclhinx completely dlfferent.”

Richardson Media Design plans te
continue to keep a diversified client
base, The music alde will continue to
have a place with the corpomtc
work.

Although their work has pﬂmudly
been with independent record labels,

dson sald be would
1lke to work with a major label with
an artist. He is hopeful the company.
will eventually expand into other
medla such as television commerclal -
work.

Whatever the medium or whoever
the client, the goal Is pretty much
the same.

“When you cut to the bone, there’s
really: nothing scparating {rem
something belng good for a muslclan
and something belng good for a core
poration,” Griffin sald, “If the ldea
commusicaias the meseage that it's
intended to communlcate, then it's
worthwhile.”
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Vice Presi

"I look for
managers who
have courage,
energy, internal
motivation, a
do-what-it-takes
attitude, and both
technical skills
and people skills.
A good manager
can synthesize
input from all
different areas
and decide what
is the right thing -
to do."”

Douglay McDonnld
DeanWit lcr Rcynolds Inc.

In today's competitive environment, organizations are looking for well -

trained managers. That is why Walsh College has introduced a Master of :

Science in Management (MSM) degree program which focuses on B
developing business leaders.

The MSM curriculum examines subjects such as organizationa ‘behavior,

marketing, human resource management, communication skills and financial .
management. For more information call the Walsh College Graduate Admis- R
sions Office at 689-8282. Classes begin in September, 1989, :

Walsh College
Troy, Michigan
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