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From successful CEO to presidential hopetul

Michael Jingozian runs
one of Oregon’s fastest-
growing companies

BY MATTHEW KISH
BUSINESS JOBRNAL STAFF WRITER

He wants to be the next president
of the United States. He's even
leading Rudy Giuliani in one on-
line poll. Meet Michael Jingozian,
CEO of Portland-based AngelVi-
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Jingozian is no
PRESIDENTIAL  ordinary politico.
hopeful Michael He's more Don
fingozian's compe- Quixote with an
ny creates what he  entrepreneurial
calls “impact streak.
videos.” And he wants to

ride that reputa-
tion to the White House, or more re-
alistically, 5 percent of the Oregon
vote. He's seeking the Libertarian
nomination.

“There's a very vi-
able campaign we're
running here,” Jin-
gozian said. "1 know it
sounds crazy.”

The economic ques-
tion is whether the
campaign will gum up
the works at Portland- Jingozian
based AngelVision, a
company Jingozian founded in
2001. AngelVision landed at No, 120
on the Inc. magazine list of the
fastest-growing private companies
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in the nation this year, making it
perhaps the second-fastest grow-
ing business in Oregon.

Only Corvallis-based Korvis Au-
tomation Inc. ranked higher

AngelVision sells corporate doe-
umentaries — Jingozian calis
them impact movies — which are
used as sales tools. Most are three
minutes in length and cost around
$20,000. They're made with simple
Flash technology

SEE ANGELVISION, #A0 B2

ANGELVISION: Fast-growing company expects sales of $6M this year

The company has grown more than 1,400
percent since 20038, according to [ne.

Jingozian expects sales around $6 mil-
lion this year and more than double that
next year as long as he can find enough
qualified people to hire.

Business consultants said the presiden-
tial campaign, which has yet to formally
lnunch, will definitely raise Jingozian's
profile, but worried the move could back-
fire and disrupt AngelVision's business.

Thecampaign officially kicks off Nowv 24
with a rally in Portland.

“Thedanger is you're going to alienate a
sector of your potential customer base
whao doesn’t believe in your political phi-
losephy.” said David E. Johnson, CEO of
Atlanta-based Strategic Vision LLC, apub-
lic relations consultant who works with
small business.

Johnson has worked on several high-pro-
file political campaigns, including Bob
Dole's 1988 presidential effort.

“When businesses begin taking stands,
people begin getting leery,” Johnson said.

For Jingozian, there's also the guestion
of his Libertarian platform, which some
might consider extreme Among the

tenets: Stop prosecuting victimless crime,
but prosecute the Bush administration for
WHT crimes,

“When you ke extreme views, people
begin wondering what vou're like te do
business with,” Johnson said. “That's an-
other determinant from a business angle.
If vou appear too extreme, people won't
consider doing business with you."

Jingozian doubts his political beliefs
will scare off potential customers. In fact,
he argues the opposite.

Because his customers are largely small
businesses, he predicts they 'l beatiracted
ter his pro-business philosophy

And he insists the campaign isn't a pub-
lieity stunt

“Most [of our customers] are entrepre-
neurs,” Jingozian said, "[They're] Liber-
tarian in their thinking. They don't trust
government.”

Some agreed that the campalgn could
be a masterful branding exercise.

“Buzinesspeople are afraid to stand
out,” said Tsufit, a Toronto-based busi-
ness consultant who goes only by ong
name. She is author of the soon-to-he.re-
leased book “Step Into the Spotlight:
“Cause All Business is Show Business!",
which challenges entreproneurs to take
risks.

“It's better to take a stand, whether eus-
tomers like it or net, because al least peo-
ple know where you stand,” she said.

Qprah’s stance on cattle dida't hurt her
marketability, she argued. Rather, it 1ift-
ed her image.

Jingoeian has filed the necessary pa-
parwork with the Federal Election Com-
mission to run for president, but has yet
to raisea dime, said the federal agency

He wants to raise §5 million to $10 mil-
lion — not ever: a fraction of the amount
each major candidate expects to rajse —
and says that's enough 1o riun & campadgn.
He doesn't plan on purchasing expensive
TV advertising. Rather, he wants to run a
more frigal Internet and word-of-mouth
campaign.

Despite the lack of funds. Jingozian calls
nimself the “strong front-runner” for the

Libertarian party’s nomination.

“TI'm way ahead,” he said.

Whether his political chops pass muster,
his business skills have already passed the
test.

Jingorian sayvs AngelVision mimics the
FedEx mold: “Do one thing and do it ex-
traordinarily well.”

Marketing experts who reviewsed An-
gelVision's work sald It's professional-
grade, but also entry-level. Similar Flash

‘What we're trying to do is get
5 to 7 percent of the vote. We
want to open the door for
more choice.’
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Pres:dential candidate, AngelVision foundar

movies with more hells and whistles can
easily cost §50,000.

Monetheless, one marketing expert said
there's a solid market for what Jingozian's
selling.

YA demo s a very effective, proven
method of selling things," sald Greg Toz-
tam, viee president of strategic planning at
the Portland-based Overland Agency Inc.,
which also produces digital and interac-
tive content. "Flash demos have been
around for years. They're not going any-
where.”

As for Jingozian, while he remains con-
fident he can secure the Libertar ian nomi-
nation, he recognizes @ limo trip down
Pennsylvania Avenue is probably out of
the question.

“What we're trying to do is get 5 [per:
cent] to 7 percent of the vobe," Jingozian
said. “There are intelligent people who be-
lieve the two-party system is broken. [We
wanl Lo ] open the door for more chodee,”
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