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IN THE MARKET

by Jeif Mokinmey

hrowing the perfect get-together involves far mone than
madling out the invitations, You've aleo got 1o choose the
location, menu, drinks, and décor, and, of course, execute
the right invitation. America’s fondmess for throwing parties. and
the muny steps involved in making sure that the party is perfect has

created a lucralive busingss oppor-
tumity and Michels Adams and Gin
Russo of Midsi are fast rising stars
of this pary-planning enierprise.
Aclams aml Russo met while
working at  Martha  Slewart
Living. Among her various roles
with the company, Adams was
responsible for developing prod-
uets for the Martha By Madl cota-
log {no lomger in pring), which
fearured high-end products under
the Manha Stewar braind, Russo
began working on stories for the
magozine amd evenually she aml
Adams were developing product
and warking on stories togeiher,
In addition 1w working on sivle,
entertaining. and wedding stories,
Adarms” degree in landscape archi-
tecture came into play as one the
garden editors for the magazine,
Adams was working in the gar-
den department when Martha
Stewart was creating a line of gar-

den tools and products for Kman, which Adams was asked 1o
design, Designing this line meant recreating tools from Stewnn's
personal collection while introducing signature Martha Stewart
clements such as color and materials. “Obviously Martha has pret-
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ty specific ideas of whal she likes” savs Adams, “so there were a
I of meetings, including going out to her home and poking
through her collection of vintage wals and items collegted in her
travels anound the world.”

Adams and Fusso kel Manha Stewant within momhs of esch

other o refwrmed (o their home stale
of Califomis. The dus continued its
successiul working relationship on
the: Wesi Coast by lsunching a coms
pary, MiGi. Shorily after, “The MG
Girls" were approached by Chronicle
Books o author two books, Wedding
Shenwers and Baly Showers, Adamis
andl Busso used the twao tithes 1o make
a mame for themsalves and followed
with their third book, Ar Home With
Friemds: Sporraneois Celebrations
For Any Eccasion.

Ar Heare With Friemds, a how-to
guida for throwing successful gei-
topethers st home, reached o much
broader medicnce than the first two

| and with acoolmles such as inclu-
| sion on Oprah’s Book List, the book

wolld becoane Adams and Ruosso’s
big break. The book is abowt simple
casual enteraining for cveryday
life, which was a departure from the
mere formal entertaining stories
they had boen working on while a

Martha Stewart Living. “We love the Muartha world” says
Adams, “I's very inspirational and beautiful to ook of, bat we
wanted to give normal, everyday people ideas and inspiration that
were mone approachable,”



At Mo, Adams and

Russo leverage their
editorial expenence Lo
develop eollections of consumer products. As the designers of
ihe nursery stores festured in Pregrancy Magazine, Adams and
Russo seownred the market looking for baby products that feature
great design elements, What they found was that the majos-

iv of these products were limited 10 high-end retailers and
generally very expensive, while good design at mass was few
and far between, According to Adams, the baby product mar-
ket, especially at mass, i w0 character-driven amd u bit
dated. MiGi wants o imroduce great design at the right price
point 1o this category and they relied on their editorial expe-
rence to help shope
the development of
two baby lines.
MiGi's first line of
high-design baby
prochicts was Sweet.
This line of
décor Is inspired by
196k amcd 19705 vin-
that
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designs

Lage
Adams and  Russo
grew up with and felt
that other voung moms would also relate o, I's a mix of vintlage
design with a modern MiGi twist that introduces bright shades of
red and pink to a ¢risp white for a look that is both nostalgic and
neat. Working with licensee Baby Boom, a division of The Betesh
Ciroup, the Sweet line includes infant bedding, blankets, and foom
décor, MiGi also has a boys' line. Splash, which features a mod
em sophisticated look that's still fun and features o vibrant color
palette of blues, brown, and white.

Sword is currently available through Target with prominent

display on Target.com. Additional retailers, including JCPenney,
are in the works.

MGHs tarpet audience ks 25=45 vears old and the company focus-
es o the largest siages this group goes through including mermiage, o
first home, and starting a family, For the home, MiGi has a license with
Li & Fung & create housewares, tebleware, wall décor, dinnersare,
amd  other products
geared toward enter-
aaning, The homewans
lie % set o debat in
February with a launch
O ATTAZON.COML.

MiGi's approach
to  designing con-
sumer products relics
on the founders” edi-
torial expericnce and
itevns fromm B [F & Fung hines Flmm”_;' The du_'“f "

In & wiigue I.'llﬁ.‘\.l'l:ll.'ll'l
as style setters and authors 1o seek out holes in the market-
plage and then create products that fill those gaps. The Sweet
and Splash lines are the perfect complement 1o baby showers.
while the Li & Fung housewares will help readers of Ar Home
Wirh Friends set the s1age for the perfect get-together.

Up next is a project currently in development with AOL,
whiere MiGi scts o entenaining experts. Due in the first quaner of
007, MiGi will develop video content for AOL’s new Living sec-
tion that will focus on 26 different parties, which the MiGi Girls
will explain how to pull off.

Although its popularity may ebb and fMow, ententaining at home
has been and will remain a favorite pastime. There wall alwiys be
a need for creative people 1o introduce new ideas into party plan
ning, and companies, like MiGi, that can leverage their expenence
1o develop those ideas can plan the perfect future.
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