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hice to retirefron
ilarfgrove next year

Glenda Price, president
of Marygrove College since
1998, plans to retire next
June.

Marygrove's board of
trustees will hold a special
meeting this month to be-
gin the search process.

During Price's tenure,
the Detroit college has
added master's programs
in K-12 teacher accredita-

tion and so-
cial justice
and intro-
duced the In-
stitute for De-
troit studies,
which draws
attention to
the city's his-
tory, culture
and social eco-
nomic issues.

Price, who serves on nu
merous corporate and non-
plofit boards, including
those of Compuware Corp.
and Standard Federal Bank.
plans to become a full-time
community volunteer.

lone no moro,
Computvare
enlists resellers

By Alqnnrw DmronnrcH
C RAI N'S D ETRO I? AUSINESS

Compuwale Corp. fought the war for in-
formation-technology dollars with few al-
Iies four years ago, just as it had done the
previous 30 years on its way to becoming
a $2 billion company.

But when the bottom fell out of the tech
market, going it alone stopped working.

The answer has been to build its indi
rect sales channel, now made up of more
than 500 resellers of
Compuware products.
Four years ago, the
number was less than
a handful.

What Compuware
calls its "partners"
make up 35 percent-4O
percent of the compa-
ny's distributed prod-
uct revenue, said
Jamie McGuffie. se-
nior vice president of partner business
development at Compuware (Nasdaq:
cPwR).

See Compuware, Pd.ge 25

0olllns & Alkman
flnanclng Ganceled
Customer lo ans temporarily
prop up bankrupt suppl,ier

BY TERRY Kosonosry
CMIN'S DETROITBUS/NESS

Bankrupt auto supplier
Collins & Alkman Corp. is surviv-
ing solely on customer loans af-
ter its main lending agent pulled
out ofa financing deal.

In an unusual move. a bank
group led by J.P. Morgan Chase &
Go. said it won't fund the re-
maining 9150 million of its orig-
inal $300 million debtor-in-pos-
session agreement. Troy-based
Collins & Aikman already
burned through the first g1b0
million, which was approved by
the bankruptcy court.

Ar rssuE
I Golllns & Alkman filed for
bankruptcy May t7 underthe
cloud of an accounting
investigation.
I When a debtor-in-possession
lender pulls out, it's a signal
that either the accounting
issues or operations are not
what the lender thought.

The supplier of plastics, fab-
rics and acoustic components
needed a 930 million bridge
loan from its automaker cus-
tomers to get by until a hearing
this Wednesday. The company

said it's working on a long-term
financing plan but said it could-
n't disclose details yet.

Companies use debtor-in-pos-
session financing to fund opera-
tions while they reorganize in
bankruptcy. Without it, a com-
pany would quickiy shut down.
Collins & Aikman supplies crit-
ical systems and parts to all
North American automakers
but especially the Ghrysler Group
and Ford Motor Co.

Those familiar with the case
say the problem stems from a
hasty May 17 bankruptcy filing.
The company went into bank-
ruptcy without a plan and under
the cloud ofan accounting inves-
tigation, said Joel Applebaum,
an of counsel bankruptcy attor-
ney at the Detroit office ofpepper
Hamllton t.t.P. Applebaum is not
involved in the case.

See C&A, Page 26

McGuffie

-- Sherri Begin

Formerlhysen execs
to be sentenced Aug" 2

A federal judge has de-
nied a request for a new tri-
al for former Thyssen il.A.
lnc. CEO Kenneth Graham
and Vice President Kyle
Dresbach. The two are
scheduled to be sentenced
Aug.2 .

Graham and Dresbach
were convicted last year of
running a $6.5 million
kickback scheme while ex-
ecutives at Thyssen, now
called ThyssenKrupp Materl-
als N.A. lnc. Both were in-
dicted after they retired
from the company.

Graham and Dresbach
argued that boxes of evi-
dence turned over to them
late would have helped
their case.

U.S. District Judge
Arthur Tarnow denied the
request June 8.

Graham and Dresbach
face up to seven to eight
years in prison.

- Terry Kosdrosky

See This Just In, Page 2

Getting the word out
Michigan's rust-belt image often trumps its natural treasures and
educated trorHorce. How Gan tYe change how we're perceived?

By Anly Lavn
CAPITOLCORRESPONDENT

LANSING - In the
past year, one of the few

bright spots in Michigan's gloomy
employment picture has been job
growth in businesses related to
tourism.
So you might think the state

would pour money into promoting
Michigan's second-Iargest industry,
with potential spinoff throughout
Michigan's economy.

But tight revenue has limited state
investment, both in tourism promo-
tion and in elements that build a state
image. And that may hinder the eco-
nomic progress state officials seek.

"I think it gets in the way a lot,,'
said Bill Rustem, president of public

Sector Consultants Inc,, a Lansing non-
partisan public-policy think tank.
"We are in a global competitive envi-
ronment. And we're also in a U.S.
competitive environment. And if peo-
ple don't know the assets that you
have, they're not going to come here.

"That's true for entrepreneurs,
that's true for young people, that's
true for corporations."

Three years ago, a study by Menlo
Park, Calif.-based SRI Internailonal
ranked Michigan second among Mid-
west states and ninth in the nation in
competitiveness, with key strengths
including a high-quality education
system, worker productivity, tech-
nology activity and quality oflife.

But business and economic offi-
See Michigan, pdge 25
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The first half of this year
was, well, let's just say,
less than we'd hoped for
as auto industry troubles
left the local economy
stuck in neutral. But
there's reason for
optimism. Small-
business lending has
increased, and real
estate deals are still hot.
Auto supptiers are even
feeling optimistic. For a
roundup of midyear
trends, see Page 17.
Also:
I Restaurant chains see
opportunity locally,
Page 3.
I New MEDC chief:
Accentuate the positive.
Pagle24.
I National CEO
conference puts
Michigan in spoilight,
Page24.
I We're No. 11! Why
Detroit is still big
enough. Page24.
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lUlichigan: Tough road to shift rust-belt image
lFhomPage 1

cials say the word still needs to get
out. They say too often, images of a
heavily industrialized state, with
its key auto industry in decline
and struggling urban centers, sup-
plant Michigan's natural and eco-
nomic attributes.

"The image is worse than the re-
ality," said Paul Hillegonds, senior

vice president of
corporate affairs
for Detroit-based
DTE Energy Co.
and past presi-
dent of Detrolt Re
nalssance Inc.

Achieving a
state "brand"
that capitalizes
on Michigan
strengths could

mean projecting Michigan's promi-
nence in technology jobs and busi-
nesses, research and development
expenditures, life-sciences growth,
and natural resources.

But a positive image also goes
deeper than marketing, to funda-
mental elements that range from
state spending on education and
technology to Detroit's persona to
the state's tax climate.

Patrick Anderson, principal and
founder ofAnderson Economlc Group
LL.c. in Lansing, said Michigan
"has done a very goodjob oftelling
other investors about its good
points. The problem is that those
same investors are also able to find
out about Michigan's bad points."

He said corporate executives de-
cide where to put new plants not
"by looking at an ad in Time maga-
zine" but by evaluating elements
like the Michigan economy, work-
force, tax climate, and the poten-
tial to make money.

"We have to think about improv-

ing our schools, making our cities
run better, getting our business
taxes in line. These would go a
long way to improving Michigan's
image and would swamp the ef-
fects of any advertising cam-
paign," Anderson said.

Rustem said Michigan's image is
tied to that of Detroit - a link
many in Michigan appear not to
see. A 20OZ swvey by the Mlchlgan
State Unlverslty Institute for Public

Policy and So-
cial Research
found only 36
percent of Michi-
gan residents
polled view De-
troit's health as
very important
to the well-being
ofthe state.

"There's got
to be more un-

derstanding in Michigan ... that as
Detroit goes, so goes Michigan, in
terms of our image," Rustem said.

Business officials say image can
affect how investors and analysts
view Michigan companies, and
hamper the ability to recruit em-
ployees and high-level executives.

Image is everything in tourism,
an industry key to Michigan's
economy. According to Travel
Mlchlgan, the state's tourism-mar-
keting agency, travelers spend g16
billion annually in Michigan, gen-
erating $853 million in state taxes.

And while other industry sec-
tors such as manufacturing have
registered wholesale drops in em-
ployment, leisure and hospitality
service businesses have grown.

In 2005's first four months,
leisure and hospitality jobs rose
1.2 percent over the same period in
2004. Employment was up 1.S per-

cent from the same January-April
period in 2000, according to data
from the Mlchlgan Department of La-
bor and Economlc Growth. The sector
includes businesses that range
from museums and casinos to golf
courses, lodging establishments
and restaurants.

"There are very, very few indus-
try sectors that have recovered to
prerecession levels. This would be
one of them," said Jim Rhein, labor
market analyst at the department.

But at the same time, Michigan
hotel occupancies and room rates
Iag well behind the nation, and
state tourism promotion has
shrunk amid budget cuts. Travel
Michigan's 97.9 million budget
ranks 31st in the nation in total
tourism-office spending, and pro-
motional spending on activities
such as advertising and public re-
lations has dropped during the last
five years from more than S8 mil-
lion to $5.? milIion.

Gov. Jennifer Granholm and
House Republicans have recom-
mended keeping promotional
spending at $5.7 million in flscal
2006, while the Senate has pro-
posed an increase ofabout 9200,000.

"We have a jewel here," said
Michael O'Callaghan, executive
vice president and COO of the De
trolt Metro Gonventlon & Vlsltors Brr
reau. "Our concern is that there is
a big industry out there that just
isn't being marketed as well as it
should be.

"Why wouldn't the Legislature
reinvest into promoting the great-
est natural resource that we have,
and that's our location and our
lakes?"

O'Callaghan said Michigan busi
nesses may need to consider ways
to raise revenue to increase the

tourism-promotion budget, such
as a rental-car tax or a hotel tax.

"It's something that I think our
industry is going to have to look
very, very hard at, as much as we
don't like additional taxes." he said.

But Steve Yencich, president
and CEO of the Mlchlgan Hotel, Mo
tel and Resoft Assoclatlon, said hotel
customers already support conven-
tion and visitors'bureaus through
room assessments. "Neither our
board nor our membership would
be at all warm to the idea that we
would once again be the sole fun-
der of tourism marketing," he said.

Yencich said the association is
willing to explore alternative fund-
ing mechanisms to promote
tourism, with parameters: The
proposal must be broad-based to
provide stable and predictable
funding; it can't target one compo-
nent of the industry; and it must
have a "reasonable impact" to
avoid discouraging the very trav-
elers Michigan wants to attract.

The association also wants as-
surance that any money raised
would go exclusively to tourism
promotion, and couldn't be redi-
rected elsewhere.

Yencich said given the erosion
of Michigan's manufacturing sec-
tor, "the service sector becomes all
that much more important. And
that's what tourism is all about."

Liz Boyd, Granholm's press sec-
retary, said the administration is
interested in seeing any proposal
from the industry.

"We understand that we have to
promote Michigan to grow, but we
have to live within the budget real-
ities that we find ourselves in,"
she said.

Amy Lane: (517) 371-5355, alane
@prain.com
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i Gompuware: Software maker enlists resellers
: lFromPagel
I

; Revenue for distributed product
I - used to run combinations of
i mainframe, desktop and server' computers - was about $204 mil-
; lion for fiscal 2005, according to
r the company's annual report filed' June7.

And though Compuware,s re-
ported revenue of 91.2 billion for
fiscal 2005 isn't exactly the g2 bil-
lion it had in 2001, McGuffie said
the indirect sales channel has
helped Compuware weather the
fallout from the dot-bomb that af-
fected the entire information-tech-
nology industry.

"We've had our direct sales
force for more than B0 years,,'
McGu{fie said. "But it was reallv
in the last three years or so that wL
really started to work with part-
ners."

When the bottom fell out of the
information-technology market,
tech companies sought ways to cut
expenses. But customers who were
buying still demanded the latest
and greatest technology, he said.

Working with other companies
gave providers such as Com-
puware a way to combine service
and product offerings, McGuffie
said, and satisfy customers.

Here's how it works: Compuware
allows its products to be packaged

within a suite of other products
made or sold by the reseller. For ex-
ample, a health care information-
technology company might want to
use Compuware's network-testing
software as part of a network up-
grade for a hospital system.

However, because Compuware
doesn't specialize in health care, it
makes more sense for the health
care IT company to develop the
suite ofproducts and resell the to-
tal package to its customers. Com-
puware then would get a cut ofthe
final sale.

This is different than before
Compuware worked with re-
sellers, McGuffie said, because the
company would have just tried to
sell the network-testing software
direcfly to the hospital system.

The relationship between Com-
puware and Tampa, Fla.-based
BayTech is a good example ofhow it
works.

Mike Mclachlan, vice president
of sales at BayTech, said his com-
pany's customers were havingpro-
duction issues. Instead of spending
time and money developing its
own products, BayTech looked to a
third party that already had soft-
ware that would meet that need.

Compuware and Mountain
View, Calif.-based Mercury Interae

tlve corp. (Nasdaq: MERO had
products BayTech wanted, Mc-
Lachlan said.

"After evaluating products, we
felt Compuware offered the best in-
tegrated, end-to-end solution we
were looking for," Mclachlan said.

Mclachlan was one of the atten-
dees at Compuware's first partner
summit, held last week at its down-
town Detroit headquarters.

The event was attended by about
125 individuals and representa-
tives from 100 companies.

Relationships such as the one
with BayTech are paying off for
Compuware.

In 2ff)0, at the height of the tech
boom and when Compuware didn't
work with resellers, its distrib-
uted-product revenue was about
$221 million. When the market
tanked, however, so did its distrib-
uted-product revenue, bottoming
out at about 9154 million in 2008.

However, when Compuware
started working with resellers, dis-
tributed-product revenue rebound-
ed to $177.5 million in fiscal 2004
and to $204 million in fiscal2005.

The fourth quarter exemplifies
how important resellers have be-
come.

Hank Jallos, corporate execu-
tive vice president at Compuware,

said during a May 5 conference
call that resellers contributed 84
percent of total distributed revenue
during the fourth quarter ending
March 31. During tfie quarter, 1S9
resellers had at least one transac-
tion and 39 new resellers signed on.
Also, during the quarter, there
were 28 partner transactions
greater than $100,000, he said.

David Rudow, an analyst with
Minneapolis-based Ptper lallrcy &
Co., attended the summit and
spoke with several of Com-
puware's resellers.

"We were impressed that every
partner spoke positively about
their relationship with Com-
puware, the depth and strength of
the products," Rudow said. "Al-
most every partner we spoke to in-
dicated that ... customers are now
specifically asking for Compuware
in competitive deals, something
that did not occur a year ago.

"We are pleased with the
progress the partner team is mak-
ing in building out this important
channel and view the partner sum-
mit as a success in further develop-
ing its partner relationships,"
Rudow said.

Andrew Dietderich: (31A) 446-
03 1 5, adietderbh@prain. com


