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Seeing upside in business downturn, RMD Advertising looks to expand

THE FIRM HAS signed five new clients
os it works toword o gool of dromatically
growing ifs business over the next fwo years.

BY KEVIN KEMPER | BUSINESS FIRST

When Sue Reninger has a bad day, she
only has to look outside her offices to real-
ize how much she has accomplished

But Reninger also realizes she faces alot
more work ahead if she wants her adver
tising and public relations agency to at-
tain the goal she recently set for it

Reninger. majority owner of Columbus
based RMD Advertising, is in the same
Cleveland Avenue business park where she
started in 1992, But she's moved to larger

offices to accommodate the
agency's 14 employees. up from
two workers when she started,

Reninger hopes the agency
soon will be larger.

“"Our goal is to get to 20 em
ployees this year and 50 by the
end of 20107 said Reninger. the
firm’s managing partner.

POWER OF POSITIVE THINKING

RMD is embarking on its ex-
pansion plan in the middle of an
ecconomic downturn, banking on
new business to expand its client and em
ployee rosters. The agency last year posted
about $1 million in capi +d billings. By
the end of 2008, the firm should double

by 2010,

S.Reninger:
Hopes company In

more than doubles

that and reach $5 million by 2010,
Reninger estimated.
and Donn Ditz
s execulive cr
director and minority owner. de
cided to build a growth fire under
the company late last year. They
haven't looked back.

“What you focus on becomes
reality,” Reninger said.
the quarter, the
agency added five clients - Co-
operative Business International
Inc., Dei Fratelli Products, Quick
Solutions Inc., Casnet Technology Solu-
tions and Hot Mamma Foods Inc.

But RMD lost its Glory Foods Inc. ac
count in May,
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p For questions, comments or ideas for new stories and partners to feature

contact ContactUs@RMDadvertising.com

p Click here to view RMD’s press archives
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Business: Advertising rector: Donn Ditzhazy

and public relations Employees: 14

agency 2007 revenue: Approxi-
Based: (olumbus mately $1 million
Managing partner: Sue  Web site:

Reninger rmdadvertising.com
Executive creative di-

Of its new clients, two fit especially
well into RMDs food and manufactur-
ing niches, Reninger said. Dei Fratelli is a
Toledo-based producer of canned tomato
products, and Hot Mamma is a producer
of frozen Itulian cheese bread also from
Toledo,

Food-related clients, whose b
ical as other industrie:
particularly valuable to advertising « .
cies during downturns in the economy,
said David Dennis, president of Columbus-
based SBC Advertising Ltd. Merchants
who give consumers low l‘”(‘l‘ll food op-

tions are a good example, he said,

Dennis should know. SBC works with
the Subway sandwich chain, which is see-
ing an increase in business,

Every recession is different from every
other recession.” he said. “In this one, if
you have banki te and housing
clients, you're getting hit hard.”

TIMING 1S RIGHT

Reninger figures now is the time for her
agency toexpand. if recent history can be a
guide. When the technology bubble burst
in late 2000, leading to a short-lived reces-

e real

Wwing year, many compa

siness to sms
cheaper agencies, Reninger recalled. She's
hoping now may also be time to snag tal
enl from other agencies that are paring
their work forces.

That may be easier said than done, said
Brooks Young, an advertising industry re
cruiter in Columbus.

“There is plenty of talent out there, but
finding it at the right price point is the
challenge,” said the operating partner of
Executive Search Partners Inc.

A small ageney such as RMD sometimes
faces difficulty attracting workers who
h. been dismissed from larger firms be
v

took their advertising

its roster of clients is smaller, fueling
a perception that there are fewer creative
opportunities, Young said. But that can be
offset by a competitive pay package, he
udded.

“I think that right at this moment. given
the economy and what's going o1

for an
agency that has financial backir i
good time o go out and snag some peo-
ple)” Young said

For RMD to reach its goal of 50 employ
ces, more capital likely will be required,
Reninger said. That could mean bringing
in another part
chasing or me

er, she said, or even pur

g with another agency
“All options.” she said. "are being consid-
ered.”
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