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Midsize firms carve up
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Robert Lawrence Kuhn i3 I ” ; ; 2
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- “Every medium-sized
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dominated by a giant compa-
ny,” notes Kuhn, author of To
Flourish Among Giants. “If
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: they lose. On the other hand,
;h}eydon’t;::ve.mli Kibility -
2 job shop. In essence,
thg’restuckinmemiddie.'
how can they prosper? | °
- By finding a niche and |
dominating at least one seg-
ment of - their industry, he | & -
s T - 40, Who teaches |~
at New York University,isa | §
ing in mergers and acquisi- o ; T—
tions and new ventures, L s e T By Jeanne Markiin
gtid;iﬁu cglmpauies also . KUHN: "The key is creative and innovative management.”
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managers. “But to do so and  drama TV series, ~Inc. — netted $6.2 million in
maintain the ‘entrepreneur- B Product emphasis. The 1983 in the business of scien-
ial spirit s the trick. The key ' Maytag Co. and Bacardi Im- tific publishing. - =~
Ecreaﬁveandinnlovaﬂvrm!nc.,forexample,can W High-profile chief exec-
management,” Kuhn says. ~compete with the biggest be- utive. Tyco Laboratories Inc,
By studying hundreds of . cause they have established was built from a small re-
successful midsize perform- brand names. - Sy et search and development
ers, Kuhn finds 10 recurring 8 Uniqueness. La-Z-Boy shop by the late Joseph Ga-
~ Creative strategies: “Some Chair Co. promotes its fam-  ziano, MCO Holdings Inc., a -
exhibit all, most only a few.” “pus reclining chair, and Neu- real estate and energy firm,
Among them: - trogena Corp. makes a trans- was turned around by finan-

B Dominate your corpo- - lucent soap for sensitive skin.  cier Charles Hurwitz.
rate niche. Kuhn points to W Focus. De Luxe Check “The high-profile chief ex-
Stephen J, Cannell Produc- Printers Inc. targets printing ecutive is not just a profes-
tions, a midsize studio that for financial institutions and sional. He is consumed by
hastakenontgzeaellmmi | their depositors. And Ple- the business. ... He is out
giants. As producer of the hit num Publishing Corp. — there talking to the custom-
TV show The ATeam, Can- ow d by giant Si- ers” Kuhn says. o
nell made it by specializing mon & Schuster Inc. and o
in the production of actiop- ‘Harper & Row Publishers. .~ Haya El Nasser
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Creative strategies profit midsized firms

To Flourish Among Giants—
Creative Management

for Mid-Sized Firms

By Robert Lawrence Kuhn
John Wiley & Sons Inc.

494 pages; $19.95

By ROY KATZ

In To Flourish Among Giants,
Robert L. Kuhn presents a detailed
look at the best companies and prac-
titioners of what he calls “middle-
power” art. Mr. Kuhn focuses on
midsized businesses that make
2xtensive use of one or more of the
10 basic creative strategies that he
says are vital for success in market-
ing and management.

“My objective was to identify the
$inest firms. and find ont what mada
them so fine,” Mr. Kuhn writes, and
he brilliantly achieves this goal.
Moreover, he's written an informa-
tive as well as entertaining book. To
Flourish Among Giants provides
dozens of examples of how careful
use of these strategies has meant the
difference between mere survival
and outstanding profitability.

Among Mr. Kuhn's 10 creative
strategies is dominance, for he says
companies must “dominate their
corporate niche.”

He adds to the list distinctive-
ness/uniqueness, admonishing: “Be
different. Make the firm overtly dis-
similar to competitors. Strive for
originality.”

And then there’s the growth-prof-
its trade-off. “Eschew growth for
growth’s sake, but seek growth for
business's sake,” writes Mr. Kuhn.
“Market products forcefully. The bot-
tom line, not the top one, is what
counts.”

He also argues that successful
companies must have high-profile
chief executives. “The CEO should
be more than a CEO,” writes Mr.
Kuhn, and should have personal cha-
risma, profound dedications and a
pulsating presence. Mr. Kuhn also
says that midsized companies need
executives with insight and guts
“The former to discern what to do,
the latter to determine how to do it,”
he writes

One of the book's many premier
midsized businesses is Plenum Pub-
lishing Corp. of Manhattan. Plenum is
in the business of scientific publish-
ing and publishes more than 150
journals and 300 books annually. Mr.
Kuhn says Plenum’s creative strategy
is as unique as the material it pub-
lishes because “Plenum owns 10-
year rights to some 95 Soviet techni-
cal journals and has many leading
Russian scientists under exclusive
book contract.”

In evaluating Plenum’s success,
Mr. Kuhn quotes Martin Tash, the
company president, as stating that
the company’s objectives are “to
seek out markets in need of the spe-
cial expertise developed by Plenum

Robert Kuhn succeeds in his

stated quest to “identify the finest

firms, and find out what made
them so fine.”

and to develop unique services for
these markets.” In addition, Mr. Kuhn
notes that Plenum “knows what it
knows best and does what it does
best.”

To Flourish Among Giants also
describes Kaufman Astoria Studios
Inc. in Queens as a business with a
distinctive/unique corporate strat-
egy. Astoria Studios operates the lar-
gest motion picture studio in the
country outside of California, and is
the brainchild of George Kaufman,
the real estate developer.

Mr. Kuhn says Astoria Studios’
strategy isn't to own everything as
a “trad’tional studic megalith: rather

creative professionals and invest-
ment partners, thereby attaining
greater operational and financial lev-
erage,” writes Mr. Kuhn. “Such an
approach is resonant with the entre-
preneurial penchant of many enter-
tainment and telecommunications
executives, especially the innovative
ones.”

The book also profiles other New
York area companies such as Oak
Hill Sportswear Corp., Discount Corp.
of New York, and Decision Systems
Inc. in Mahwah, N.J. Kuhn also exam-
ines midsized concerns from across
the country ranging from Dr Pepper
and La Ouinta Motor Inns Inc.. to

| the strategy is to participate with | Stepnen J. Cannell Productions (pro- |

ducers of television’s “A-Team"),
Marion Laboratories Inc., AT. Cross
Co. and North Fork Bank & Trust Co.
in the Hamptons, L1.

To Flourish Among Giants is a
massive and highly readable volume
that will interest marketing manag-
ers and executives_not only of mid-
sized companies, buthof corporate
giants as well. ™

Mr. Kuhn provides dozens'of col-
orful examples of creative strategies
in action, any one which might be
worth its weight in gold to your
organization. [JCNYB

Rov Katz reviews books regularlv
for Crain’s New York Business.
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