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f1) M ICHELLE'S STATUARY* 

SECTION I

HISTORY

On October 1, 1975, Jimmie and Georgia Abdouch, owners of M ichelle 's Statuary of 
Omaha, Nebraska, were unable to decide whether or not to lease space at the North- 
side M a ll.

The Abdouchs had been proprietors of their statue and wall plaque shop since February 
of 1974. Jimmie had been forced out of his refrigerator business in 1971 because of an 
allergy to freon, an essential element in refrigeration. From 1971 to early 1974, the 
Abdouchs had wandered from venture to venture unsucessfully. Jimmie and Georgia 
had made and painted wall plaques as a hobby in their spare time. Jimmie had also 
participated in various theater groups.

Some of their artist acquaintances had begun traveling to California to purchase unpainted 
statues. The statues were brought back to Omaha to be sold painted or unpainted through 
outlets such as hobby or art shops and exhibitions. Jimmie began ordering these statues 
from California through his friends. But the high overhead forced him to seek out Earl 
Orsie, an expert in Italian-made statuary. The Abdouchs learned Mr. Orsie's secret 
and decided to invest their remaining capital plus a $6,000 loan from the Small Business 
Administration into 180 molds for the statuary.

Refrigeration equipment in their building on Saddle Creek Road was moved to the upper 
level. The downstairs was converted into both a production and display area. They 
named their business M ichelle 's Statuary after their daughter M iche lle .

The Abdouchs set out to perform all the functions of manufacturing and selling themselves. 
They felt that a third party would diminish their statuary's quality. Yet, Jimmie often 
told his wife: "There are just not enough hours in one day."

In order to introduce their work to the public, the Abdouchs gave art shows at different 
locations, demonstrating the painting techniques and explaining the detail and quality

____
* T™5 case was prepared by John D. Macaskill, under the direction of Dr. William 
Brannen as a basis for class discussion and not to illustrate either effective or ineffective 
handling of an administrative situation.
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of their work. They later approached the manager of a chain variety store in the north- 
ern part of Omaha Permission was granted to display the statuary for a week-end. In 
wo days $150 worth was sold. By popular request the Abdouchs returned for several con- 

secut've week-ends. After three week-ends a total of $900 worth was sold. B ill's Hobby 
and Rainbow Hobby, both of Omaha, later agreed to sell M ichelle 's statuary. In late 

, Iowa Leather Craft in Sioux C ity , Iowa, which was close to Omaha, offered to
carry some of M ichelle 's work. Sales as a result of all these ventures, however were 
minimal. '

counselors and acquaintances proposed various offers to the Abdouchs to stimulate 
M ichelle s sporadic sales. Super Mod Shopping M all, the ninth largest mall in the world 
and the largest mall m Omaha, offered them a space at their location for $350 per month 
A chain store in Omaha offered to sell their merchandise In return for an exclusive con- 
tiact. An Omaha entrepreneur proposed that he and Jimmie buy another store together 
and start ci new business. Jimmie's reply to all of them was: "We just don't have the
capital All anyone ever offers us are suggestions - never anything we can actually ac
complish. 1 7

On September 1 of 1975, the Abdouchs turned to the assistance of Marketing Analysis 
In c . ,  a counse mg agency. They sent out a young MBA, Mark Smith, to survey the situ
ation. The following presentation describes the situation as he saw it .

SECTION II

AN OBJECTIVE VIEW

Mr. Smith on September 8, 1975, experienced a difficult time finding M ichelle 's Statuary.
S°d.d ,e ,p e_ek Road°s runs norl-h of Dodge Street becomes 46th Street at the intersection 
of Saddle Creek and Hamilton Avenue. (See Exhibit 1) Mark had to turn left on Hamilton 
and then left again to relocate the Saddle Creek off-shoot. A white on black sign placed

by Mr fSmnith°f ^  rectangular buI,dIn9 could not be seen from the main thoroughfare

As he drove up to the shop, he noticed sprawling weeds and a shrinking two-car parking
space. There were no people walking by nor any nearby businesses to attract customers.
A tront window was cracked.

Mark pushed the makeshift shop door open, and several cats squeezed out. After introduc-
mg house f and explaining his affiliation with Marketing Analysis, Mr. Smith was given 
a tour of the shop. y

Downstairs Mark noted that the shop was dusty, cluttered, and there was no particular
° r T ° ! e of molds- 1,ohl“  and display pieces. In order to reach the upstairs,
Mark had o walk outside to the side of the building where a separate entrance was lo
cated.^ Old refrigeration equipment and some large, outside statuary were stored in the 
otherwise empty second floor. The lights did not work.
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After they returned to the lower level, Jimmie proceeded to explain his tactics with his 
customers.

"Well, first of a ll, we don't get many customers here. Some can't find the place and just 
give up. We've had others call and ask how to get here. Some show and some don't.

Once they do get here, 1 like to make them fee I at home. That's part of my Lebanese 
philosophy. Each customer gets a cup of coffee, plenty of conversation and a free paint
ing lesson. We push unpainted products to get our customers addicted to painting their 
own statuary-an arts and craft approach. Eighty percent of our sales come from unpainted 
statues and wall plaques. Of course, he or she pays for the paint and the statuary. But 
we have a very informal atmosphere here."

Mark then asked if the Abdouchs had ever considered rearranging their shop.

"Mark, to tell you the truth, we've had so many big shots in here trying to turn us upside 
down. We've considered cleaning the place up, but there have been so many things go
ing on, Georgia and I feel we just don't have the time nor the capital to get the job done. 
Besides, we don't get that many people here anyhow."

Mr. Smith then wondered what made the Abdouch's product so special.

You see, Mark, our statuary is made in a secret, old-1talian way out of hydrastones or 
hydracal. It's not like the Mexican stuff sold on street corners which is hollow and chips 
or cracks easily. Our statuary is made in detail and made to last. You can paint it your
self with any paint including spray paint and excluding o il. It's so easy." (See Exhibit 2)

Exhibit 2

SAMPLE OF STATUARY
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"We buy our material by the bag. We mix up a batch, and out of that batch we can 
pour twenty-five molds.

"Our prices range from two to fifty dollars for an unfinished product to around 40 percent 
more for a painted one. (See Exhibit 3 for a price list of the unpainted statuary) Many 
people have told us to raise our prices, that they are too low. But we feel that our lower 
prices are more profitable. After a ll, a quarter in my pocket is better than a dollar on 
the wal I .

"The Nebraska House of Statuary in southern Omaha sells mainly wholesale. But they 
make mostly wall plaques out of plaster. Now there's a nice place for you. People 
aren't always trying to change their business. We don't seem to be in competition e ithe r .1

"Are there any other competitors, Jim m ie?" Mark asked.

Yes, there s Ye Art Shoppe also in southern Omaha. But their statuary is made of art- 
stone, a very unreliable substance. Even though they have a lot of walk-in traffic, we 
don't feel as if they are any real competition. We sell our statuary for 20 to 30 percent 
less, and ours is so much better. "

Trying to pinpoint M ichelle 's market was not easy. Jimmie never gave a definite answer.
He said:

"Our market? Why, all of Omaha is our market. We can go both retail and wholesale. 
Georgia and I think it is just a matter of exposing our work to the pub lic. From past ex
perience we have discovered that once we can show our work it se lls. Everyone always 
stops and looks to see what we are doing. But this location seems to be holding us down. 
Even though we own the land and the building, we just don't feel we have enough capital 
to properly expose i t . "

Jimmie then brought out samples of past advertising which can be seen in Exhibit 4 . The 
Urban Business Development Center had printed business cards for $12.95 for one-thousand, 
price lists for $70 for two-thousand, (See Exhibit 3) and a personal letter flyer (See 
Exhibit 5) for $70 for two-thousand.

Advertising was done on an inconsistent basis for approximately seven months in 1974 in 
the weekly distributed PM, In c . ,  shoppers. Georgia thought that they had paid $10 for 
the smaller ads and about $20 for the larger ones. A friend helped with the layouts.

Five different shoppers printed by PM were distributed to approximately five separate 
areas in the Omaha metro area. Though the circulation for each shopper varied, the 
rates were the same for all shoppers. However, $1 .65 was charged for the addition of each 
shopper.

The Mid-City Shopper, circulation 25,000, covered mainly the metropolitan area where 
M ichelle 's was located. The Northwest Shopper, circulation 28,000 covered the north
western territory where the Northside Mall was located. Step-Saver, circulation 30,000;
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Statues
Retail

Large Rebecca 47.95
Faceless Knight 29.95
Conquistidor 27.95
Genie 24,95

Georgia 23.95
Large Women-Jug 21,95
Small Rebecca 19.95
Franchesca 19.95

Roman Warrior 16.95
Matador 15.95
Kneeling Nude 15.95
Girl with Harp 14.95

Girl with Horn 14.95
Snow White 10.95

Dwarfs - each 2.95
Grecian Candle Holder 10.95

Cherub with Bowl 10.95
Girl on Tuffet 10.95
Boy on Tuffet 10.95
Oriental Women-Jug 10.95

Apol lo 9.95
Diana 9.95
Sm Grecian boy-Basket 6.95
Sm Grecian g irl-jug 6.95

Small David 2.50
Smal 1 Venus 2.50
Small Bacus 2.50
Small Nude 2.50

Small Lovers 5.95
Indian 3.95
Sm Oriental Women 3.25

"The Old Italian Method"

M ichelle 's uses the traditional method 
from Italy which insures clean, d istinc
tive statues that are hard and smooth.

A ll statues and wall plaques are made 
from hydrastones, hydracals, and sta
tuary, Every piece is completely solid.

M ichelle 's materials are superior in all 
respects to limestone, plaster of paris, 
or artstone. In addition, statues made 
from these materials are often hollow, 
making them even weaker.

M ichelle 's make their own molds by 
hand. This insures that each piece 
w ill have the delicate details of the 
original art work.

M ichelle 's statuary resists breakage and 
provides-a superior base for all types of 
paint and stain as well as antiquing.

There is a wide variety of statues and 
wall plaques to choose from - over 180 
different items. Classics like Apollo 
and Diana. Or fun pieces like the Drunk 
in the Chair. Even majestic wall plaques 
like the Large Shield,

There is something for everyone!

TRY IT - it's fun & easy

M ICHELLE'S STATUARY

Retail; Unpainted statuary
40% more for painted

Price List

1337 North Saddle Creek Road 
Omaha, Nebraska 553-9712
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Wall Plaques
Retail

Statues
Retail

Wall Plaques
Retail

Bull, Matadore & Senorita 17.95 Jesus - bust 9.95 Large Ladle 5.95
Spanish Dancing Lady 14.95 Mary Standing 9.95 Large Fork 4.50
Spanish Man 10.95 Praying Hands 5.95 Large Spoon 4.50
Sm Bull & Bullfighter 4.95 Nativity Scene 27.50

8 Fruit Faces 3.00
Large Ship 29 x 47 28.95 6 Teapots 2.95
Smal 1 Ship 18 x 25 7.50 Martin Luther King 9.95 Mushroom & Frog 3.95

Afro with Turban 7.95
Black Madonna 9.95

Large Shield 29 x 39 18.95 Afro Boy 7.95 Mushroom & Snail 4.95
Helmet & Sword 16.95 Afro Girl 7.95 Mushroom & Flower 2.50
Crest 11 x 20 8.95 Mushrooms 2.50
Knight (left or right) 3.50

Large Owl 3.50
Madonna & Child 12.95 Animals Eagle 2.50
Rugged Cross 8.95 Indian Bird 4.95
Last Supper 9x15 6.95 Cobra 9.95

Pair of Doves 6.50
Horses 29 x 14 6.95 Sitting Cat 5.95 Boy & Girl Praying 3.00
Lavabo & Bowl 8.95 Paisley Turtle 3.95 Ten Commandments 2.50
Lavabo & Bowl 6.95

Paisley Frog 3.95
Mother & Child 2.25

Pedestals Small Deer 3.95
Smal 1 Turtle 1.75 Head of Christ 2.00

Cherub Pedestal 11.95 Sad Eyed Dog 1.75 Head of Mary 2.00
Large Pedestal 16.95 -
Small Pedestal 10.95

Miscellaneous Old Arab Man 2.50
Bowls

Large Grecian Wrestlers 10.95
Old Arab Woman 2.50

Bowl for Rebecca 3.95 Small Grecian Wrestlers 3.25
Upright Bowl 5.95 Spinning Wheel 2.00
Long Bowl 5.95 Mexican with Horn 6.95 Rocking Chair 2.00

Early American Stove 10.95 Grandfather Clock 2.00
Pot Belly Stove 2.00

Vases Drunk in Chair 4.95
Adam & Eve 2.00

Ming Vase 12.95 Aztec Design 2.00
Large F low er Pot 10.95 Santa C la u s 10.95 Covered Wagon 2 .0 0



jBRUARY 6, 1974, NORTHWEST SHOPPER 

INTRODUCING

Michelle's Statuary
COME IN & BRO USE
Hours: 9—5 Weekdays 

Sun: 10am-3pm

We make statues and wall 
plaques of all designs and sizes, 
for lamps, end tables, etc.

Buy them painted or 
unpainted.

We manufacture the old Ital
ian Way with top quality mater
ials not "plaster of paris".

FREE CLASSES—In Just One Les
son You Will Paint Like an Ex
pert.

No Firing needed even for a
glaze-like finish.

Introductory Offer:
10% Discount On Weekends

■RtdfyelleV Jltatuarg”
7 N. Saddle Creed Rd. 553-9712

(after hours -4 58-4835 OPEN 7 Days.)

' 22, 1974 MID CITY SHOPPER PAGE

SAVE!
Save On America’s 

Newest Hobby

1

Buy Whitewear
In Statues & Wall Decor, 
All Sixes 8. Designs & 
Paint Yourself (hto
Fir ing Needed) 
We Al - **so Custom Paint 

• Free Le ssons  
10at Discount on Weekends 

Jfiichtllr’e Staluarg”

COME IN & BROWSE 
Hours: 9 — 5 Weekdays 

Sun: 10am — 3pm

• 2  Locations
3606 Homi Iton

1337 N. Saddle Creed Rd
553-9712 (after hours

•451 4835 OPEN 7 Days. I

Exhibit 4

»«•:« May 1 5 , 1974 MID-CITY SHOPPER

I

MICHELLE’S
OPEN HOUSE

★  Free Tour
Specializing In White-Ware

Not Plaster Of Paris 
We Make Our Statuary 
From Scratch

★  Take A Coffee 
Break With Us

★  Free Classes In
Painting. One Lesson & 

You'll Paint Like

An Expert

★  Bargain Hunters Delight
Statues Custom Made 
Statues Available In Lamp Designs 
Hours: 9-5 Weekdays 
Sun. 10 a.m. - 3 p.m.
Monday-Wednesday- 
Thursday-7:30 p.m.-10 p.m.

jBtatuarg”
1337 N. Saddle Creek

Can't Find Us? Call Us!
553-9712

'd S ta tc ia K f .
( It a l i a n  M et ho d  )

Painted or Unpainted Statues & Wall Decor

J i m m i e  & G e o r g ia  A b d o u c m

, 3 3 7  No r t h  S a d d l e  C r e e k  R oad

O f f i c e  5 5 3 -9 7 1 2  
Om a h a . N e b r a s k a

-
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Dear Friends,
Please permit me this opportunity to cordially invite 

you to our shop to just browse around. However, I must 
forewarn you it is not the easiest place to find, and yet, 
not really too hard either. Just tricky enough to challenge 
your sense of direction, or should more than one come 
together, it might cause a small friendly or family argu
ment on who is right — to make it that much more inter
esting.

Now, once you arrive don’t expect to see a large 
heavy well-built commercial building. Instead you will 
see an old charcoal-colored frame-type building, flavored 
with the architectural line of the Old West. (I do mean 
old). Not because it was designed this way, it was that 
long ago. Think of it this way; the Pyramids were built 
thousands of years ago and they are still standing, so don’t 
be afraid, come in — it won’t cave in, it has a lot of years 
to go.

I promise you that once you manage to pry open the 
front door, you will be received with a warm welcome 
and asked to join us with a fresh cup of coffee and a little 
chit-chat to establish a friend-to-friend atmosphere. We 
know once you see the quality of our statues and wall 
decor, it will sell itself. We would rather sell you on our 
sincere idea of becoming friends and thereafter feel free to come in and do your own thing at your own time. 
More important, to know you have a change of pace to relax and eliminate the pressure of commercial sales.

Should you want to learn to paint yourself, we will be happy to teach you free of charge as many times 
or as long as you want. However, you can really learn all there is to know in one or two lessons. After that 
we proclaim you a “pro” in painting statues and wall decor. Oh, I might add no firing is needed and no time 
lapse in finishing your project. Should you boo-boo the first time, no harm is done, just paint over it and start 
over again on the same item.

We also give you the cook’s tour. We start by 
showing you how statues are made. Yes, we even 
make our own molds. We make our statues what we 
call the “Old Italian Way.” (You can not beat the 
Italians for their statues. I would say that 90% of 
the statues you see are from Mexico and are made 
from Plaster of Paris or Limestone. We are very proud 
of our method and materials used. Our materials are 
much harder.

Our so-called cook’s tour, we feel, is worth your 
visit in itself. It is something you don’t see everyday.

We have some of the finest artists in the country 
affiliated with our Company. They are prepared to 
custom paint any statue or wall decor. We have 
sculptors and our own models, etc. We are equipped 
and prepared to accommodate you in every way.

We say “buy white ware and paint yourself. No firing is necessary — save time and firing expense.”
By the way, while you are on the cook’s tour you will probably see a lady with statuary all over her 

clothes, face and hair. She is not one of our models, she’s my wife, Georgia. I will introduce you to her in 
passing. Depending on what time you come down you will see my lovely 11-year old daughter helping around. 
We named the business after her, Michelle’s. This was the only way we could get her to come down and help 
us sometimes. The guy who will probably greet you and be your host and probably won’t let you out of the 
place by talking your ears off will be me. y ^  y y  z/.

I
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The Southwest Signal, 30,000; and the Southside Shopper, 17,000, were distributed to 
the southern sections of Omaha. Jimmie and Georgia could give no particular reason 
why they would switch from one shopper to another nor why they would advertise one week 
and not another. Radio or television advertising was too expensive, as also was advertis
e s  in fhe Omaha World Herald, Omaha's largest daily paper with a circulation of about 
250,000.

The store hours on some ads were different. When questioned on the reason for this differ
entiation, Jimmie said:

Sometimes things come up, and I have to leave the store. 1 like to come and go as | 
please. But Georgia feels she can't stay here and take care of the place herself. So we 
have to lock up. Our hours necessarily vary quite a b it."

After his interview, Mark set out to research the area. He mapped the approximate loca
tion of the sixty-seven customers the Abdouchs had recorded. Though there were customers 
in the suburban areas to the west and southwest and even from outside of Omaha, the
majority of M ichelle 's customers originated from the metropolitan section surrounding 
M ichelle 's Statuary.

After looking up some demographic statistics, it was apparent that the Omaha area was 
a growing community with a higher than average median income per household.

SECTION III

THE PROPOSAL

On September 15, Jimmie had called Mark to his shop to discuss possible alternatives for 
the future. Mark asked for the most recent balance sheet to help evaluate M ichelle 's 
Statuary present position. Jimmie said:

Well, |'m afraid our bookkeeping is very informal, too. We don't think it's necessary 
to write every little thing down. Georgia and the Urban Business Development Center 
had worked up a balance sheet as of May 1, 1974. It's the most recent one."

Georgia then appeared with a more recent balance sheet compiled in August of 1975.
The two balance sheets and an income statement are shown in Exhibit 6.

Jimmie then started to explain his idea. He wanted to establish a wholesale business 
with hobby and craft stores. This plan was to have gone into effect at the start of 1975. 
But Jimmie commented:

"Our inventory is very low. Neither Georgia nor I have the time to build our inventory 
and simultaneously go out to sell our statuary. We just haven't had a chance to put the 
plan into a ctio n ."

All the Abdouch's projections had been prepared on the assumption that the wholesale
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Exhibit 6

BALANCE SHEET

MICHELLE'S STATUARY 
May 1, 1974

Assets Liabi 1 ities
Cash 508
Accounts Receivable 2,623 **Mortgage on Real Estate
*Land & Building 15,000 $4,997

Less Depreciation 333 14,667
Molds & molding equipment 13,100

Less Depreciation 436 12,664
Auto 400

Less Depreciation 153 247
Inventory

Whiteware 2,430
Finished goods 1,241 Total Liabilities 4,997
Raw materials 263 3,934 Net Worth 29,646

Total $ 34,643 $ 34,643

1337 North Saddle Creek Road (2 story brick business building)

** Omaha Savings & Loan Association

Date of Mortgage 4/71
Original Amount $7,000
Balance 4,997
Maturity 4/81
Terms of payment 85/mos .

BALANCE SHEET 
August 1, 1975

Assets Liabil ities
Autos $ 3,000 Accounts Payable
Cash 600 U .S . National Bank
Equ ipment 27,000 Franklin Credit Union
Land & Building 30,000 Mortgage Payable 

S . B .A .
Total $ 60,600

$ 261 
786 

4,986 
6,000

$ 48,585 
$ 60,600

Net Worth
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Exhib it 6 Continued

INCOME STATEMENT 
12-1974 to 8-1975

Sales $ 9,070.12

Expenses:
Suppl ies $ 2,167.15
Advertising 331.04
Freight & Postage 24.50
Insurance 355.44
Util ities 698.21
Te lephone 232.01
License 23.50
Office Supplies 163.24
Art Show Rentals 147.66
Auto Expense 574.15
Misc . Expenses 231.84
Taxes 593.98
Interest Expense 577.00

Total Expenses $ 6,119.72

Net Income $ 2,950.40

Exhibit 7

PROJECTED FIXED EXPENSES

Fixed Costs 1975 1976
Uti 1 ities $ 750 $ 810
Telephone 300 450
Freight & Postage 50 150
Advertisi ng 500 800
License 235 450
Ottice Suppl ies 250 450
Promotion-General 83 150
Booth Art Show 60 150
Auto Expenses 800 1,000
Misc . Expenses 350 500
Taxes 600 850
Interest Expense 577 961
Insurance 356 575

Total $ 4,911 $ 7,269

NOTE: Increase of fixed costs reflect additional estimated costs of do
business through other retail outlets.

'
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plan would be working and successful in 1975 and 1976. (See Exhibit 7) Ye t, they were 
still attempting to sell on a retail basis from their present location.

Exhibits 6 and 7 confused Mark. Figures were written for no other reason than to look 
impressive. Other entries were plainly false. He did not understand why net worth had 
increased when the business had decreased. These exhibits did not reflect a true picture 
of M iche lle 's . Mr. Smith could find no more information on the Abdouch's financial 
situation. They would have to proceed with caution.

At the beginning of 1975, the Abdouchs had considered moving to the Old Market in 
old downtown Omaha. The Old Market was a renovation of old warehouses and offices 
into a unique attraction which consisted of novelty stores and restaurants. Many people 
including tourists frequented the area year-round. However, there was not any space 
available at the moment, and the potential rent was extremely high.

Mark suggested that maybe the Abdouchs should first attempt to put on some of their dem
onstrations or art shows in the various shopping malls in Omaha. They could generate 
some immediate sales to hold them over for awhile. Mark and Jimmie then traveled to 
these malls, but were met with discouragement. The mall managers refused to allow 
M ichelle 's Statuary to display its wares in the open areas of the malls. They announced
that M ichelle 's would provide unfair competition to the larger department and variety 
stores. 1

Undaunted, the duo tried one more shopping center. The Northside Mall in northwestern 
Omaha carried the stigma of a failing project. Even though a Speedy Drugstore and a 
Handy Supermarket both heavy advertisers and crowd pleasers were built into the mall on 
one end, a proposed two-story department store on the other end had backed out of its 
agreement at the last minute. That left a lopsided shopping area with two large stores at 
one end of the center with a sprinkling of small establishments at the other.

Some pertinent information was derived from Herb Adams, the director of leasing at North- 
side. (See Exhibit 8) The Northside 4 Cinema had recently adopted a policy of 99q 
movie showings to draw more patrons away from competing theaters. |t had turned a 
stumbling gamble into a fairly successful venture. Even though the four theaters did not 
sport long lines, at least the small rooms were over ha lf-fu ll.

Exhibit 8

NORTHSIDE MALL INFORMATION

The following demographics and information apply to the area within three miles of North- 
side Mall Shopping Center located in Omaha, Nebraska.

*Present approximate population 115,000
* Present approximate population (2 miles) 60,000
Median age 25
Percentage of young people below age of 19 40%
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Median annual family income $12,805
Median home value $18,000
Public and parochial school enrollment 
(5-1-74 ) 20,706

The new Hickcock (D iv . of Sperry Rand) plant one m ile west employs 2,500. The new 
Advent Hospital one mile west is complete and maintains a full time staff of 1, 163 em
ployees, and over 300 part time employees. The last section of the new 1-680 Interstate 
Highway Bypass system of Omaha in this sector and north of Northside Mall has recently 
been completed to the Missouri River and the Mormon Bridge this year. (March 1, 1975)

Current Northside Mall tenants are:
Handy Supermarket 
Speedy Drug Center 
Northside 4 Cinema 
Redwood Oil Corporation 
Bluebeard's Inn
Fun Time Family Amusement Center 
My Home Gift Shop 
Tokyo Inn Restaurant

Exh ib it 8 Continued

^Population based on 1970 Census Enumeration Districts and Block Groups w ithin two and
three miles of Northside.

Source: Northside Mall

The Tokyo Inn Restaurant had recently expanded their dining facilities to accommodate 
their customers on week-ends. Bluebeard's Inn when it contracted a popular dancing band 
was obliged to turn patrons away Thursday through Saturday nights. Personnel in the My 
Home Gift Shop complained that no one ever bought anything. Adolescents of the twelve 
to sixteen years of age range popularized the Fun Time Family Amusement Center anytime 
when school was not in session. Usually, the mall was not busy during the week in the 
daytime .

A housing study conducted in 1973 of the area surrounding Northside indicated continued 
growth as well as large tracts of undeveloped land which left room for potential growth. 
There was also a large population in the ten to fourteen age group and the five to nine 
age group. Married people consituted 70 percent of the population in this area. Minor
ities and the elderly comprised only a very small percentage.

Northside's original outlook had been bright. It's prospectus commented that its location 
was ideal . Along with pulling customers from w ithin a thirty block area, the supporters 
of the mall felt that recent growth in the area would contribute more customers.
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EXCERPT FROM NORTHSIDE PROSPECTUS

. . .Expanding employment in the immediate area due to the new Hickock plant 
and the Advent Hospital Complex w ill result in a continuing population increase 
in this area. The increase in population, coupled with the availability of 
schools, the excellent road system, and a favorable retail climate allows the 
projection of expanding sales volume for stores locating w ithin the center. *

*Taken from a 1973 booklet on the Northside M all.

An apartment complex was completed to the south of the center, but hoped for additional 
developments such as a movie theater and professional offices to the west never material- 

There were approximately six spaces remaining to be leased in the mall proper in

The director of leasing, Herb Adams, was very anxious for the Abdouchs to display their 
statuary. He would allow them to perform their art show for 10 percent of their gross 
sales for the remainder of 1975. Yet, he really preferred that they rent a 1500 square 
foot space for about $200 a month. M ichelle 's could specify what type of carpeting, 
fixtures or paint they wanted with minimal additions to their monthly rental charge. The 
lease would be for a year on ly . If the project was successful the rent would be raised.

Mark commented on the credibility of the outlook the prospectus had given. Suggesting 
that residents from thirty blocks away would seek out such a small mall did not seem pro
bable. If residents lived equal distances from Northside and Super Mod, it seemed logical 
that they would prefer to travel to the larger Super Mod. Several of the merchants at 
Northside were also complaining that Northside investors did not want the mall to be 
profitable. Obviously, the mall had not grown to the original expectations. But Mr. 
Adams was still confident of Northside's eventual success. He speculated that w ithin 
the next five years the mall would turn prosperous.

Jimmie and Mark went back to M ichelle 's to discuss the day's events. Jimmie was unde
cided .

I just can't make up my mind. I need more time to think this thing over." Mark agreed 
to call back on October 1 .

When the appointed day arrived, Mark drove back to M iche lle 's. Jimmie was noticeably 
upset. 7

"I still can't decide. Everything is so uncertain. Georgia and I are under a lot of pres
sure. This mall would be a big gamble for us. Besides, our capital is low and our place 
needs a lot of work. What do you suggest, Mark?"
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MICHELLE'S STATUARY 
Teaching Note *

M ichelle 's Statuary was written to aid marketing students in grasping problems unique to 
small businesses. The case points out that the venture was initiated with good intentions, 
but questionable backing. Even though financial statements were inserted, they were 
intended to merely illustrate their ineffectiveness in dec is ion-making and not to indicate 
the actual status of the firm.

A student must recognize crucial issues in order to reach a realistic conclusion for Mark 
Sm ith.

1 . Locating the shop on Saddle Creek
2 . Reluctance to accept previous offers
3. Attempting to manufacture and sell without assistance 
4 . Pricing pol icies
5. Using an informal approach towards business
6. Assumption that the market included everyone
7. Timing and quality of advertising
8. Assumption that the present method of compiling financial statements was adequate
9. Decision to continue on a retail basis

10. Lack of capital
1 1 . Advantage and drawbacks of the Northside proposal

During discussion of the case studenkmight broach various questions. The question of 
whether to go wholesale or remain in retail requires the examination of the amount of time 
available to the owners. They might ask themselves whether or not the means of manufac
turing is sufficient to sustain the business. Or would competition be a pertinent factor to 
the decision? How would the owners' temperament affect each alternative ?

Another concern would be the condition of the shop on Saddle Creek. Would it be profit
able to renovate it completely? What appears to be the real financial situation of the 
venture ? Is the location an important criterion ?

The image of any business is important. What would the student consider to be M ichelle 's 
image? Is the name of the business a suitable one? What does the name denote? What 
does it include or exclude? Did the advertising accentuate and/or contradict the Abdouch's 
philosophy? Why? What was their philosophy ? Did the advertising seem worthwhile?
Why or why not ?

This teaching note is for M ichelle 's Statuary case which was prepared by John D . 
MacaskilI, under the supervision of Dr. William Brannen, Creighton University, as a basis 
for class discussion.
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In recommending feasible solutions for M ichelle 's Statuary, a student would have to con
sider the following questions. With what attitude has the owner taken previous suggestions? 
Would one make short-term or long-term suggestions? Are they practical in light of the 
limitations and extenuating circumstances of the case? What are M ichelle 's lim itations?

Some Problems and Sub-problems

In analyzing the case, the main questions and problems must be determined. The main 
question may be: "What should Mark Smith advise the Abdouchs to do?" From M ichelle 's 
history and the type of efforts put into the small business by its owners, a student might 
deduce that the main problems could possibly be a lack of organization and marketing 
expertise in statuary.

Several sub-problems would fall naturally into place under the above categories. The 
reader could identify an inadequate location or location designation. From the examples 
and explanations of past advertising, a reader might derive a sub-problem of inconsistent 
promotion. Some sub-problems are not stated, but merely implied such as Mr. Abdouch's 
attitude towards change with the remark: "We just don't have the capital. " Certainly, 
the inadequacy of the financial statements should be apparent.

Alternative Actions

There is no right or wrong answer to this case, only the most feasible alternative. Because 
their capital is so low, the Abdouchs might attempt to sell as much statuary as possible at 
Northside until the end of the 10 percent agreement in December. Northside does carry 
the stigma of a failing concern and should be agreeable in negotiating further lenient 
terms. All former customers could be notified of the temporary move by a mailed personal 
letter. Granted, manufacturing out of the shop on Saddle Creek while selling simultan
eously from Northside is not economical in the long run, but for a short term it could 
prove profitable. Once they have determined whether or not a permanent lease would be
desirable through their promotion at Northside, the Abdouchs can decide in which direction 
they want to move .

The idea of advertising in the shoppers might be foregone altogether for the moment. In
stead, flyers and handbills could be distributed or mailed to customers. A catalogue com
prised of the various painted and unpainted statuary might be printed from money saved 
from not advertising. Once the business is generating a more reliable income, the adver
tising might be resumed in the shoppers.

Prices should be raised to bring them in line with competition-about 10 to 20 percent.
The costs of the business might be more easily met in addition to generating more income.

The present or potential market of the statuary is still undetermined. An informal tally of 
customers to ask where or how they knew of M ichelle 's might uncover some clues.

It is permissible to approach one's customers in an informal atmosphere, but the actual
;
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making of a business requires strict d iscip line. Mr. Abdouch's artistic temperament in
clines toward a hit-and-miss approach. If this characteristic is not resolved by him , then 
perhaps it would be wise to hire a part-time bookkeeper. Even though such small propri- 
etoiships do not often utilize financial statements such as income statements, balance 
sheets or projected expenses, standard accounting practices should be adhered to through
out the year. The Abdouchs would then have developed a firmer basis on which to evaluate 
their progress and plan for future expenses.
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