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inacomp’s remodeling
showcases its services

By Yom Hondarson
staft writer

The reality In business is that per-
ceptions of fact can be more Influen-
tlal than fact itsel, which i{s why
Inacomp Computer Centers’ flagship
store in Troy recently had what was
billed as a “grand reopening.”

Rick Inatome, the company's
founder, president and chief exceu-
tive officer, admits that the “grand
reopening” and a corresponding re-
modeling of the showroom are more
surface than substance.

Solid walls in the showrcom have
been replaced by glass, so that cus-
tomers can see the support group of

expectations of a 20 percent in-
crease in sales,

“If we're satlsfying the customer
20 percent more, then we should see
20 percent more sales,” said Ina-
tome. “But we're not fust doing this
to sell 20 percent more. It's not just
a move to sell more computers. We
want a more satisfied customer.”

THE CHANGE in store atmos-

" pherics is part of a long-range plan

graduate of Michigan State with a
degree In economics.

He has been called “one of the few
superdealers who help shape’ the in-
dustry” by Newsweek Magazine and
was named as one of the more influ-
entlal executives in 1983, 1984, 198;
and 1986 by Computer Retail News,
a trade publication.

Inatome has been named Eg-
treprenpur of the Year by the Har-
vard Unlversity Business Club, the
young man of the year

by Inacomp, ed in 3
to boost consultlng and support ser-
vices to 20 percent of gross business
In the next 434 years, Accordlng to
Inatome, such services, which In-
clude classroom teaching of corpo-

mechanles, repalrmen,
and technicians that have always
been part of the 30,000-square-foot
complex.

“Before you wouldn't see the sup-
port. You'd think, ‘Oh, there’s only a
couple of salesmen on the floor,"”
said Inatome. “A lot of retall stores
looked like us, and we couldn't get
our message across.”

THE MESSAGE, Inatome hopes,
Ls that Inacomp Is & bechive of activ-
{ty, from classroom to repair to spe-
cial marketing and support services.
‘The perception of a prospective cus-
tomer will be, say Inacomp's market
studles, that here s a company that
will offer support and service, not
Jjust price tags.

“The changes are subtte, but they
get the across,” sald

rate and
amounted to 3 percent of business
three years ago and 10 percent of
sales now.

CAD (computer-aided design)
classes, for example, are $3,000. It
can cost as much for tralning as it
does for the computer.

Inacomp was founded by Inatome
in 1976 with $35,000 borrowed from
family members and grew out of his
success selling kits by day that he'd
bullt in the basement by night.

That was In the beginning of the
PC boom. Companies have come and
gone but Inzcomp has survived the
shakeout that has been marked by
other companies’ bankrupteles and
mergers.

The new emphasis on satlsfying
the customers’ psychological and ed-
needs as well as the needs

Inatome.

They weren't cheap. The approach
— the cost of studying the change, of
rearranging the showroom, of pro-
motlng it — may run as high as
$200,000. If 1t is successful, it will
expand to other stores in the 74-store
chain, Success will be determined by
how close the Troy store comes to

of his pocketbook will, hopes Ina-
tome, help keep the company profit-
able and avold the problems faced
by other merchandlsers, (Sears ro-
cently closed 42 business computer
centers and IBM has sold 80 of its
computer stores.)

Inatome, 33, i3 a graduate of War-
ren Cousino High School and a 1976

by the Michigan Jaycees, and he
recelved the Michigan State Univer-
slty Business School's Financial
Leadership Award.

Inacomp’s sales were $158 million
in 1986, up 22 percent from 1985,
and Inatome predicts sales of $320
mililion for fiscal 1987. Not bad for a
guy who did just $400 in sales his
first month in business. Not bad for a
guy who was told after an aptitude
test In college that his greatest
chance of success would be In mortu-
ary sclence,

THOUGH INACOMP is publicly
traded, Inatome Is as connected to
Inacomp as if it were still a family
business,

In fact, In 1984 rumors of his jil-
ness sent the stock down two points
in two days, a total paper loss of $10

Ilion.

A Wall Street Insider called to ask
him about his health and when Ina-
tome saild he was fine, the inslder
told him the word on the street was
that he had cancer. As it turned out,
it was the chief executive of another
firm who was slek; Inacomp's price
quickly rebounded.

He's fine, and Inatome hopes the
cxpenslve foray into remodeling hls
flagshlp store will help keep Ina-
comp {ine for years to come.

Let the jobseeker beware

“It’s been a long road from
Livonia housewife to Zim-
babwe.” — Jeanne Paluzzi,
owner of JGP Marketing
Group International of Livo-
nia.

By Tom Honderson
staff writer

Jeanne Paluzzi left Sunday for
Zimbabwe to explore business op-
portunitles for her clleats in that
Afrlcan country, It has, indeed,
been a leng road, and an interest-
ing one.

For a whlle, It seemed as if
nothing but frustratlon and fali-
ure would come her way. Now, it
seems to be success after success.

Paluzzl has owned her own
public relations and marketing
firm since 1879,

She was appolnted In March to
the Advisory Council on Small
Business of the Federal Reserve
Bank in Chicago. She I3 vice pres-
Ident of the Small Business Asso-
clation of Michigan and fintshing
her second year chalring its Polit-
leal Action C in 1088

Sweet success

Small business advocate makes
her mark locally and nationally

she was an elected delegate to the
White House Conference on Small
Business; she has been a member
of the board of directors of the
Livonia Chamber of C
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Jeanne Paluzzi weathered the storms that preceded a sunny

career.

presldent of the Michigan chapter
of the Natlonal Association of
Women Business Owners, on the
Industrial Development Commis-
slon in Livonia and on the city's
cable TV advisory committee.

On and on reads her resume —
appointments, elected positions,
comunissions and memberships to
a wide range of professlonal asso-
ciations.

‘THE RESUME wasn't aiways

holed, twisting start; it seemed
Paluzzi would never get where
she wanted to go.

In the early '70s, Paluzzl had

so full. The long road had a pot-

‘ didn’t agree with
Reagan on the
demise of the SBA.
The SBA should be
responsive to the
Jjob-creating sector
of our society. Now,
for the first time . . .
communication
barriers can be
overcome.’

-— Jeanne Paluzzi

been a longtime vol for eiv-
ic and religlous groups in Livonla.
She found herself in need of mon-
ey and a job.

“I thought it would be awfully
nice to get pald for something 1
enjoyed doing,” she sald of her
decision to get into public rela-
tions.

She landed her first job in the
PR department of the Detroit en-
gineering firm, Smith, Hinchman
and Grylls ates, but was
laid off within a year. She went to
work for Albert Kahn Assoclates
and again was lald off within a
year, She was hired at Young &
Rubicam and was fired a few
weeks before Christmas when a
new department head came In
with a sti{f broom.

“I got a lot of leads and refer-

rals from friends, and I saw the
potential of startlng my own
firm,” sald Paluzzl. “In mid-Jan-
vary (of 1979) I sat up all night
playing solltaire, drinking Scotch
and thinking about starting my
own firm.”

Start it she did, operating it out
of her house. Her first year was
boom, her second bust after she
lost a major client. But more
booms followed and by 1884 she
was able to move into her spa-
clous, stylish offices on School-
craft,

And she’s successful enough
now as a small business person to
be appointed to give advice to the
Federal Reserve Bank on the
needs of small business.

PRESIDENT REAGAN at onc

time planned on dismantling the
Small Business Adminlstration.
He has cut back enormously on
its lending policics. Yet, Paluzzi
remains hopeful that the creation
of an advisory council to the Fed-
eral Reserve Isn't window dress-
ing, that it will lead to substan-
tive change and a meaningful dia-
logue,
“I didn't agree with Reagan on
the demise of the SBA,” she said.
“The SBA should be responsive to
the job-creating sector of our so-
ciety. Now, for the first time . . .
communication barrlers can be
overcome (because of the Federal
Reserve advlsory councll).

“You have to take small bites
at a time to change things, I don't
think this Is just cosmetie. You
need to maintaln a pressure on
them to make an impact, but you
don’t want to make a nuisance of
yourself. You have to learn how
to take advantage of an opportu-
nlty to effect change.

“Small buslnessmen are get-
ting more credibility, people arc
more aware of us. We have creat-
ed more jobs In the economy than
big business has lost.”

A couple of years ago, Paluzzi
nearly rejoined the ranks of big
business. “I got some cails from
headhunters, and I thought about
moving on. But I declded to stay
in business,” she sald. “I enjoy ail
the freedom and frustrations of
small business.”

Recent or people in
as travellng (or door-to-door) sales represcntatives
should proceed with caution, warns the Better Business
Bureau,

Ads offering good pay, glamor, travel, tralning and
advancement are often used to recruit the young and
unemployed. These ads usually don't indicate the com-
pany's name — only the name and local phone number
of the recrulter,

Those who answer the ads are usvally interviewed at
a local hotel or motel. Those Interviewed generally
must quickly declde whether to accept the job. What
they find out — often ance they’re on the road and away
from home ~ |5 that the job involves door-to-door sales
for magazines, books, chemical cleaners or other prod-
uets, and conditions are not at all as expected.

Crew members work long hours under close supervi-
slon. There Is a pressure to meet sales quotas, and pay is
by only. Some ple have been left
stranded far from home when they haven't made
enough sales 9c bave challenged the rules of the compa-
ny

Some state laws require door-to-door salespecple to
show

who they are, the name of the company they represent,
and the purpose of the visit, In many citles and countles
the sales crews must register with local authorities, Of-
ten sales supervisors ignore such regulations and do not
tell their salespersons they are violating the law.

Those considering this type of job should check out
the company Wwith-the BBB offico nearest its headquar-
ters, Get all detalls In writing about the job, such as
{00d and lodging programs, who Is to pay for or provide
transportation, ete. If possible, try to speak to several

practically speaking

ple who have worked In sales for the company you
are constderlng.
Never be pressured into taking a job before checking
out the company to your satlsfaction,
.

While laws protect consumers from misrepresented
or defectlve goods, there are no laws that require mer.
chants to offer refunds, exchanges or credits on mer-
chandise they sell, the BBB warns.

These voluntary practices have become widespread
among retailers wishing to make shopping in thelr
stores as attractive as possible to customners. But con-
sumers should never assume that merchandise can be
returned unless this policy ls specifically stated by the
store, Return and exchange practices vary from store to
store, so customers should understand the store’s policy
when making a purchase.

Virtually all stores with exchange or refund policies
require that the product be returned within a specified
time period, in new condition, with all packaging in
place, and with the original sales slip,

Because of health laws, these return policies seldom
apply to underwear, bathing sults or hats.

The BBB cmphasizes that customers should not
confuse return and exchange policies with product war-
ranties. Products often come with stated or implled

from their Read the warran-
ty before returning a defective product to the retaller.
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“Birmingham & Bloomfield’s Newest Alternative”

WE ARE CONVENIENTLY LOCATED 1
MILE NORTH OF SQUARE LAKE ON WOODWARD
SERVICE HOURS: 7:30 a.m.-5:30 pm.

AMERICA’S BIGGEST CAR

—

ONLY ONE ALLANTE LEFT FOR IMMEDIATE DELIVERY

333-7021

Crestvi

o Woodward, 1 Mie N. of Square Lake




