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.f‘Hl.Imw: l'he Media Artists staff in their office in Albino, Italy.
From left to right: Fabia Pasinelli, architect; Joe Connell, captain of

B KERRY HENDERSON

creative team; fomas Carrara, account manager; Eli Jones, copywriter;
projects; Eva Martinelll, executive assistant; and Barbara Lussana,

office manager. Right: Promotional poster for client Vuarnet

with that, he moved into the produc-
tion and business end of the projects,
becoming part of what he calls a
“commercial communication

arts business.”

Media Artists soon grew 1nto a
full-service design studio with 10
people—a creatively aggressive group
of both Italians and Americans. They
design for 14 Italian and European
clients ranging from fashion to Snow-
boarding. Media Artists produces prod-
uct catalogs and developed a
marketing strategy for the local
licensee of Vuarnet. The firm'’s other
clients include Mammut, a Swiss
mountaineering clothing and
equipment company; K2; Pertex
Textiles: and Agip Petroleum products.
Regarding future accounts, Connell
says, “Stay tuned for more.”

Staying Professional in Rural Italy
The studio is situated about an hour
from Milan in Albino, a small town

where the locals affectionately call the

3« [

Media Artists staff
“Ragazzi Americani,”
which means “The
Americans.” Finding

a location was really

a question of finding
adequate space. “We
had to find real
offices,” Connell says.
“Finding any sort of
space isn’t easy in
[taly. When our
current offices
became available,
they also happened
to be furnished.
Another important
factor is that we work
very closely with a
fashion-design studio owned by one of
my partners, Vittorio Giacomelli, situ-
ated near Albino. [Connell owns the

majority of Media Artists, but
Giacomelli and Tomas Carrara, Media

Artists’ account manager, also own
part of the firm.|

THE CHARACTER OF THE PAST. W%

THE STYLE OF THE PRESENT. 0,

THE COMBINATION OF THE FUTURE. %,
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JOHN ANDERSON 'ALENTINA HANOZET

A VOYAGE THROUGH VUARNET
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“Living and working in Albino
allows for a very nice atmosphere—
minus the hectic pace of 2 major |
metropolitan city—bul physically Elﬂ
enough that when we need apLﬂﬂ:i
help, 1t's NO problem. And clients !

oul
it, too,” he says. Connell poinis
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Media Artists designed this 1995 advertising campaign promoting Mammut’s
climbing products.

accessible, and technology allows
them to serve clients quickly through
faxes and overnight deliveries.

Media Artists’ 2,800 sq. ft. studio
space is tight but charmingly ade-
quate, situated in two suites above
Albino’s Compra Bene grocery store.
The studio houses creative functions
in one suite with administrative
functions in the other. A “creative
playroom” conference and brainstorm-
ing room is set aside in the design
area. Because of a growing client list
and workload, the firm is considering
purchasing an old monastery, church
or farm house to expand its office
space in the near future.

Media Artists stays on the cutting
edge of computer technology with
Power Macs, PowerBooks, Quadras,
Performas, scanners, network servers,
and color and laser printers. The stu-
dio’s software list includes
QuarkXPress, Adobe Photoshop, Adobe
[1lustrator, Adobe Acrobat, Streamline,
Fractal Painter and Macromedia
FreeHand—everything they need to
provide state-of-the-art service to their
local and international clients.

Marketing Their Designs
Word-of-mouth has been the studio’s
best sales tool, helping to bolster the
firm’s reputation. “We offer some-
thing different from comparable
businesses here,” Connell says.
“[Clients]| are very drawn to our
complete service as well as our mix of
American and European ideas. Eighty
percent of our clients are from outside
of Italy.” Competition in this market is

heavily price-based, not necessarily tal:

ent-based, he feels. But, he adds,

“While we’ve been able to source well
and get excellent prices for our clients}

Milan, \taly

Photo: René Russo,

we also aren’t willing to jeopardize
our creative integrity just to be the

cheapest.”

Media Artists’ business strategy
emphasizes networking with some

cold calling thrown into the mix. fc
“We’re in the process of rewriting t]
our strategy so we become more g
proactive in terms of sales,” Connell 0
says. “In the future, we’ll be doing = v
more prospect contacting, and weplan
to start a direct-mail project.” 2
The Media Artists staff has already
produced a self-promotion package ¢
featuring the work they’ve done, (

distributing the material selectivelyor
as a leave-behind piece. Future plans =
are very ambitious, matching founder
Connell’s optimistic and aggressive
personality. Plans include expanding
into the U.S., probably somewhereon
the West Coast. Connell says his studt

is “looking forward to gaining

more

international exposure. From there, -
we're thinking globally. Our strategys
to open satellite offices in three other

world locations.”

Regarding the Italian design

market and the local attitude

mward

design and creativity, Connell sayﬁf_g
- 1
“It isn’t great. The biggest problem

that there’s a lack of [client] ed

ucatid’

on the value of good design and s
. . : a
comimunications. Many [talians

focused on the 15th century wh [

comes to design, ElI‘EhitEC[llI"
causing a classical art and bl

Eni[

storicé
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o 11s. Often, there’s a lack of focus on
.evelopment of modern arts like
¢ design. We push to educate
onts and staff—teach them

new, how graphic design can
difference to their product
\oir corporate] image."
iodia Artists has a unique philos-
Connell calls “creativita precisa-
ocise creativity. He defines this as
'ivity backed by precision in man-
Lent. The firm's project proposals
ade all aspects of the job, from
k .cept through production, printing
. distribution. This way, Connell

ke vs. the client receives just one

b ost-effective invoice, eliminating a
fereat deal of bureaucracy and paper-
hwork—"the dreaded deadline killers.”
Connell defines his management

Iphilosophy this way: “Deadlines are

ldeadlines and some semblance of
istructure and order must be main-
tained. At Media Artists, we meet

deadlines though the use of an open-

ioor management policy [where staff]

i€an tue at the roots of their boss’ hair
Bnd let some of their own grow back.”

iNew World Order

aPparently making their presence

\mericani” in tiny Albino are

“[ began to enjoy the people, the country, my surroundings, everything about [taly—
especially the food and wine,” says Michael Connell, creative director/president of
Media Artists. So five years ago, Connell transformed a fashion-modeling gig in Italy
into a graphic design career, opening his own studio.
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known throughout their host country
and Europe. In his ambitious global
plans, “precise creativity” may well
make it to Michael Connell’s native
country and beyond. And Media
Artists’ experience may also be a les-
son to ambitious designers worldwide.
With a great deal of hard work, some
sacrifice. a strong point of view, a lot
of self-confidence, a little luck and a
sharp eye for opportunity coupled
with an unshakable desire to succeed,
it's possible to excel, even if the road
taken isn’t exactly straight. W

Karl H. Steinbrenner of Steinbrenner
% Co. Communications in New York
City has a career covering more than
30 years of art direction, creative
direction and graphic design
copywriting in the U.5. and 14 other

countries. (212)808-9141.

and
that’s just

the beginning.
Stay tuned.

Source Box

Media Artists Inc., Albino, ltaly

+39 (35)773-968 (fax);
maimail@cyberg.it.
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