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INSIDE WALL STREET

ing at 11% on Dec. 16, is down from its
high in late September of 14'%s.

At that price, “Syms’s stock appears
to be a greater bargain than its mer-
chandise,” says investment manager
Mike Connor of c-B Partners, a New
York hedge fund, who has been accu-
mulating shares. He thinks that the
stock, selling below its estimated book
value of $14 a share, is way underval-
ued. The stock is trading at a low
price-earnings ratio of eight times es-
timated fiscal 1998 earnings of $1.28,
figures Connor. He thinks the stock is
worth 18. And even at that price, the
stock is trading at less than 15 times
the 1998 earnings estimate, way be-
low the S&P 500’s 22 p-e.

The stock’s appeal, says Connor, is
enhanced by the company’s practically
debt-free balance sheet. What’s more,
in an industry characterized by volatile
earnings, Syms hasn’t experlenced a
single quarterly
loss since 1959,
notes Connor.

And there’s an-
other big plus: the
possibility of a
buyout. Connor
recalls that, only
two years ago, the
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Syms family,

which already con-

trols about 50% of e
the company’s = 8  STOCK PRICE
stock, tried unsuc- . WEEKYCiOSE

cessfully to ac- | oo 0
quire the entire
organization in a
leveraged buyout.
“With all that the company has going
for it—and the consolidation in the in-
dustry—Syms’s competitors might con-
sider it an attractive takeover prospect,”
says Connor. He notes that no acquisi-
tion deal will be possible without the
cooperation of founder and ceo Sy
Syms, who is 71. “He has to be giving
some thought to either selling out or
merging with a larger company in order
to grow more rapidly,” speculates Con-
nor. A Syms spokesman, however, says
that the subject has never been dis-
cussed at the senior management level.

SUMMIT: RIPE
FOR AN ASSAULT

Summit Bancorp (SUB) isn’t a new
name to investment pros scanning
the banking universe for potential
takeover candidates. Formerly known
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as UJB Financial, Summit is the largest
independent bank in the state of New
Jersey. “It is also the most attractive
bank on the East Coast: Several major
banks have been looking to acquire
it,” says money manager Neil Eigen,
managing partner at j&w Seligman, a
133-year-old investment firm that man-
ages assets of $20 billion.

Eigen was chief investment officer
at Bear Stearns for seven years be-
fore joining Selig-

man back in Jan- Rms HAVE
uary, 1997. The FIIELEMBISE
steady rise in 5. .
Summit’s stock

price since June,
when it was trad-
ing at 27, has
been fueled part-
ly by takeover
whispers. Eigen
thinks that the
stock, now trad-
ing at 50, will
soon wing up to
60. But he is con-
vinced that Sum-
mit will fetch at
least 65 in a buyout.

Eigen says that such major banking
players as NationsBank, Bane One,
and Citibank have been looking at
Summit, but he says he has no inside
knowledge of any talks between Sum-
mit and potential suitors.

He thinks that, based on the price
paid by First Union when it acquired
CoreStates Financial—five times book
value—Summit is “a more appealing
buy” at 65. Summit’s book value is es-
timated at $15 a share. “If it gets an
offer of 65, equivalent to 23 times es-
timated 1998 earnings of $2.80 a share,
Summit’s gone,” predicts Eigen. It is
“only a question of when” Summit,
which has assets of $29 billion, will be
acquired, he says. It currently oper-
ates 450 branch offices in New Jer-
sey and eastern Pennsylvania, plus
600 automated teller machines.

Says Sean Ryan, a banking analyst
at Bear Stearns: “Summit represents
the last, best hope for any super-
regional bank that hopes to compete”
in the East.

EYEING A GLOBAL
DRUG CONNEGTION

Investors’ long-held skepticism about
IcN Pharmaceuticals’(IcN) overseas
operations seems to be finally waning:
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Its stock has been on the .ise since
mid-June, when it was at 22 a share.
It’s now at 50.

“A lot of investors have taken a hard
second look at ICN, its array of medical
products, and its ties with strategic
partners—Hoffman-La Roche and Scher-
ing-Plough,” says investment pro Allan
Roness, who is high on 1cN. The com-
pany’s products and relationships with
these two major drugmakers are finally
paying off, adds Roness, director of re-
search at investment firm J. W. Charles.

In early December, Schering-Plough
filed for Food & Drug Administration
approval to market in the U.S. a treat-
ment for hepatitis-C that includes its
drug Intron A and 1cN’s Rebetol. Stud-
ies have shown, says Roness, that the
combination has helped patients who
are prone to suffer relapses after being
treated. Intron A is a more effective
therapy when it is combined with 1CN’s
Rebetol against hepatitis C virus, ac-
cording to the studies, he says. World-
wide sales of Intron A in 1996 totaled
$524 million.

Roness says that if the FDA approves
the combined drug, it would add ap-
proximately $2 a share to ICN’s earn-
ings in about a year. Without the com-
bined drug, Roness expects the company
will earn $3.20 a share in 1998, up from
an estlmated $2.83 this year. Based on

e its strong relation-
ships with its two
partners and on
the potential of its
products, Roness
thinks the stock is
worth 75.

For years, the
Street has ig-
nored ICN, in part
because of the
risks associated
with its vast op-
erations overseas
and its controver-
sial founder and
CEO, Milan Panic, who served at one
time as Prime Minister of Yugoslavia.
“He was deemed to be unpredictable,”
says Roness. 1CN makes over-the-
counter and prescription drugs—in-
cluding medicines for viral and bacter-
ial infections, diabetes, and skin and
cardiovascular diseases—which are
marketed in 60 countries.

One more thing: Roness believes
ICN is an attractive acquisition candi-
date. He says Schering-Plough’s li-
censing agreement with 1cN allows it
to purchase up to $42 million worth of
ICN shares.

RONESS: Many
though that CEO
Milan Pawic was
“unpredictable”
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STRATEGIES FOR STOCKS

BY GENL i. MARCIAL

‘STEADY, MOM-
AND-APPLE-PIE
STOCKS’

With currency and economic devel-
opments in Asia keeping the stock
market skittish, what’s an investor to
do? Carol McMurtrie, managing part-
ner at investment firm Loomis Sayles,
thinks that in these uncertain times,
“boring is good.” She is staying away
from such “exciting” sectors as high-
technology and switching a sizable
chunk of the $6 billion she manages
into companies that offer few or no
surprises—but whose balance sheets
are healthy and s

whose earnings
growth rates are
predictable.

Among such
“unexciting but
dependable” com-
panies that top
her favored list:
BankAmerica (BAC),
BellSouth (BLS),
and Fannie Mae
(rNM), formerly
known as the
Federal National
Mortgage Assn.
“These are steady,
mom-and-apple-pie
stocks,” she says,
that hardly wa-
vered during the
market’s recent
bout of volatility.
BankAmerica, now trading at 77% a
share, has stayed near its 1997 high of
81. BellSouth, currently at 56, has not
strayed very far, either, from its high
point for the year of 57%, and Fannie
Mae, at 55, also has stuck close to its
high of 56%s.

McMurtrie thinks that they are way
undervalued despite their relatively
sturdy performance. “They should be
trading at much higher prices—at
least at a slight premium to the mar-
ket’s p-e ratio,” she argues.

As a value investor, McMurtrie fa-
vors stocks that sport price-earnings
ratios lower than that of the Standard
& Poor’s 500-stock index. She notes
that while the s&pP’s p-e is 21 to 22,
BankAmerica’s multiple is a cool 15,
BellSouth’s 18, and Fannie Mae’s 17.

McMURTRIE: [n
times of turmoil
on Wall Street,
“boring is good”

Yet their fundamentals are solid:
“They all have sustainable earnings
growth, operate in growing businesses,
and are run by strong management,”
says McMurtrie.

At BankAmerica—the nation’s third-
largest bank holding company—the op-
erating costs are growing at a slower
rate than revenues, she notes. Mec-
Murtrie expects that the management
will use its excess cash flow to repur-
chase more stock. She figures that
BankAmerica will earn $4.30 a share
this year and $5 in 1998, compared
with last year’s $3.65.

BellSouth is the largest U.S. tele-
phone holding company, based on 1996
access lines, she notes. It provides
phone local service to 22 million cus-
tomer access lines in nine Southeast-
ern states and has expanded into the
fast-growing wireless phone business,
including the international cellular
market. McMurtrie figures that Bell-
South will earn $2.85 this year and
$3.15 next, up from last year’s $2.88.

Fannie Mae, a government-spon-
sored agency that provides mortgage
credit to home buyers, is expected to
maintain its steady recent rate of
growth, thanks to healthy long-term
demand for housing, in addition to its
access to low-cost funds. McMurtrie
figures that Fannie Mae earnings will
jump to $3.15 a share next year, up
from 1997s estimated earnings of
$2.80. It earned $2.50 in 1996. “It’s
simply a moneymaker,” she says.

TEGH STOGKS
TO HANG ON TO

n July, global money manager Tim

Morris did something that he’s happy
about now: He started slashing his
holdings in international stocks, which
have fallen from 30% of his portfolio to
15%. In their place, Morris, chief in-
vestment officer in the U.S. of Besse-
mer Trust, beefed up holdings in small-
to-mid-cap domestic stocks—those that
have market capitalizations between
$500 million and $3 billion. But there
was one thing Morris won’'t do even
now: reduce the $15 billion portfolio’s
exposure to high-technology stocks.

He hasn’t lessened Bessemer’s 16%
stake in mid-cap technology stocks and
the 13% of its holdings that are in
large-cap high-tech issues. His current
top two picks: Cisco Systems (csco)
and P-Com (PCMS).

Both had been battered, along with

other high-techs, partly because of in-
vestor edginess over the Asian tur-
moil. Cisco, which hit a high of 90%s on
Dec. 1, plunged to 76 by Dec. 12. On
Dec. 16, however, it was back up to
more than 80. Morris thinks that the
stock will reach 100 in the next 12
months. Investors had been nervous
about the rising level of inventories
at Cisco, which is a maker of routers
and svmtches that connect and man-
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age communications among local and
wide-area computer networks.

But Morris is comfortable with the
ebb and flow of inventories. He fore-
casts earnings of $2.61 in the year
ending July 31, 1998, and $3.30 in fiscal
1999, up from 1997’s $2.05.

P-Com, a maker of microwave radio
systems used in the worldwide wireless
telecommunications market, has limited
exposure in Asian markets, where it
sells only 5% to 10% of its products. Its
core customers are in Europe: Bosch
Telecom, 14% of sales; L. M. Ericsson,
14%; and Itatel, 10%. And P-Com has
good prospects in Latin America, says
Morris. He expects P-Com to earn 47¢
a share this year and 70¢ next year.
“Worldwide demand is excellent,” he
says. Morris figures that the stock, now
at 16, could work its way back to its
52-week high of 29.

A MARKDOWN
ON SYMS?

discount store on Park Avenue?

That’s what Syms (sym), the off-
price clothing retailer, has put up in
fashionable midtown Manhattan. A
3.6% jump in six-month revenues
through Aug. 30 reflects upbeat sales at
the Park Avenue store. Even so, the
Street isn’t impressed: The stock, trad-
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Sym’s Net Up
81% m Period

NEW YORK — Propelled by
higher gross margins, fourth-
quarter profits at Syms Corp.
surged 81 percent to $5.6 mil-
lion, or 32 cents a share, from
$3.1 million, or 17 cents, after
charges, a year ago.

The charges of $1.2 million
stemmed from the closing of a
unit in Sterling, Mich.

Sales at the 40-store, Secau-
cus, N.J.-based off-pricer for the
quarter ended March 1 fell 3.1
percent to $92.1 million from
$89.2 million.

For the year, earnings rock-
eted 84 percent to $19.1 million,
or $1.08 a share, from $10.4 mil-
lion, or 59 cents, after the
charge.

Sales grew 3.6 percent, total-
ing $346.8 million against $334.7
million. Same-store sales
dipped 0.2 percent.

Family Dollar Names Howa:
President and Chief Executive O

NEW YORK — Family Dollar
Stores has named Howard R.
Levine president, chief operat-
ing officer and a director.

The appointment, said ob-
servers, is a result of merchan-
dising improvements Levine
has made at the chain of 2,600
neighborhood discount stores.

In announcing the move
Monday, Family Dollar said
Levine, who had been senior
vice president of merchandis-
ing and advertising, succeeds
John D. Reier, who has re-
signed “to pursue other en-
deavors.” .

“It was long understood that
John Reier’s contract would ex-
pire in August 1997, and many
of us expected this appoint-

ment to occur if Howard deliv-
ered improvements in mer-
chandising,” said Thomas
Tashjian, retail analyst at
Montgomery Securities.

“Howard has done an excel-
lent job in upgrading merchan-
dising, and he has also brought
in several merchants,” noted
Tashjian, who initiated cover-
age of the discounter last De-
cember with a “buy” rating.
“John Reier had done a very
good job positioning Family
Dollar as an everyday low-
pricer, and I would expect him
to take an excellent position
elsewhere.”

The analyst added that
Levine rejoined Family Dollar
13 months ago with a “personal

mandate to grow the business.”
Levine holds about 3 million
shares of the retailer’s stock,
about a 5 percent stake, which
should provide him with ample
incentive, Tashjian observed.

Family Dollar, based in the
Charlotte suburb of Matthews,
N.C,, posted an 11 percent sales
increase to $1.7 billion in 1996,
but its profit growth has been
sluggish over the past five
years. Last year, earnings ad-
vanced 4.3 percent to $60.6 mil-
lion, or $1.07 a share.

Tashjian estimated Family
Dollar can boost earnings per
share 16 to 18 percent over the
next three years, assuming it
achieves comparable-store
sales growth of 4.5 percent and

d Leyine

cer
expands footage by 7 percent.
The analyst expects the chain’s
sharper pricing, larger consum-
ables assortments and aggres-
sive store remodeling plan to
fuel comps. In 1996, the retailer
refurbished about 18 percent of
its store base.

Family Dollar aims to have
2,766 stores in operation by
Aug. 31, the end of its current
fiscal year.

It has stores in 38 states, but
most are concentrated in the
South.

The units range from 6,000 to
8,000 square feet, enabling the
discounter to open in rural
areas and small towns as well
as urban markets.

— Valerie Seckier

Sales Help Wanied

program.Pls fax

Sales Help Wanted

NAUTICA BABY
RETAIL PLANNER

Must have prior exp with management overseeing
business planning & managing major accounts. Ideal
candidate will have 2-3 yrs exp as retail buyer/planner/

analyst with strong analytical skills & proficiency in Excel &
Windows. References required.

We offer competitive salaries & a comprehensive bnfts
your resume to Nautica Baby,
212-736-6320, Atin: Chip Fryburg.

benefits tor

Tel:(213) 629-2323

CANDICE INC.
JUNIOR KNIT SALES EXECUTIVE

We are looking for a bright enthusiastic, experienced
sales professional to run our N.Y. Knit Division. Qualified
candidate must have a minimum of five years experience
with major dept & specialty chain. Excellent salary &

} ualified individual. All inquiries will be held
in strict confidence. Contact Emanoel

Fax:(213) 629-5633

SALESPERSON
Women's Contemporary
Manuf. Seeks highly
Motivated salesperson
to conquer East coast

Business out of our new
corporate showroom.
GREAT OPPORTUNITY!
Fax Resume To:
(213) 225-6802

SHOWROOM SALES

5 yrs exp w/ mass merchandisers,

specialty stores & dept stores. High

volume importer. Wovens & knits.
Fax resume: 201-222-6736

Sales $ Open. Present exp. in selling
mens actvwr to discounters.
Jaral] Fashion Agcy 201-564-9236.

Sales to 45K+Bonus+Car. 3-4 years
min. exp selling trim items to mfrs.
Jaral Fashion Agcy 201-564-9236

Sew fine.

SALESPERSON
Seeking highly motivated
salesperson for scarves &
vests.

*Individual MUST have
strong connectons

with mass merchants.
Candidate should be

hard working
oriented.
FAX RESUME:
(212)302-4560

& result

Major midtown U:S. Lace
Manufacturer seeks an aggressive
and experienced West side

salesperson. Send resume with salary
history and requirements to:

Salesmanager
PO. Box 408
Murray Hill Station
New York, NY 10156
EOE

212-362-2605

To $75K + B
Mens furnish/accessories/jewelry

Ladies exp ok!wholesale/retail exp a+.

Senior Account Exec
b " Co.

FASHION’S #1 SOURCE
WWD CLASSIFIED

LINES Lines Offered Lines Offered Positions Wanted
S SALES PROS VITTADINI B VOEQBI&III% ygﬂfa{g e
snes (geng el missy-petite plus SALES REPS b L Dl A e s & ik

SIIVER

Independent Rep

Due to the fast growth
of our co., we req a jean
expert for the Eastern
Seaboard, to incl majors
& independents.

Please FAX resume to:
1-204-772-6929
Attention: Michael

EARN EXTRA §

NY/NJ Metro area. Great side line.
Wholesaler of childrens and adult
promotional apparel closeouts. Fax
resume 212-268-8746

European Womens Fashion
Contemporary Swimwear Mfg. new to
U.S. market wants Sales Reps with
estblsh'd Specialty & Dept. Store
following in N.Y., L.A. & Miami.
Other markets possible. Production
in Hungary with finest Italian prints,
textures & micro fibers. Send full
details to: C 09142 WWD

HOME FURNISHINGS
Est'd faux leather & suede comp.
seeks exp. sales reps in all territories.
Goods of Italia & orient origin &
warehoused in USA. Fax Resume:
212-302-5248

- REPS WANTED

INCREDIBLE SWEATER DRESS
SETS & COORD-IMPORTED

Seeking exp independent reps. Better

specialty and dept store following -

private labels. Open: NY, LA, Dallas

& Miami territories. Fax resume:
213-222-5687

ROAD WARRIORS

Domestic Mfr of Garment Dye
Novelty Knits needs sales reps. Must
have strong specialty store following.
Many territories available. Excellent
commission. Call (212) 221-3744.

Classified (800) 423-3314

moderate sportswear line. 3 territories
open: AR-LA-MS, GA-AL, TX-OK.
Call: 1-800-624-2284 Tenny or Lou

SALES REPS
WANTED

Well established childrenswear
company specializing in moderate
to better boy and girl cotton playwear
ranging in sizes from newborn to
16 seeks aggressive sales reps
with strong contacts in the following
areas: California, Florida, Seattle
and Boston. Send resume to: Ms.
T. Martinez, PO. Box 580016,
Bronx, NY 10458

‘SALES REPS

Established womens better knitwear

co looking for independent Sales

Reps in NY, Midwest, Mid Atlantic,

FL & New England. Must have est'd

customer following. Send replies to:
M 09145 WWD

SALES REPS

Importer and domestic converter,
seek’s experienced Sales Reps with
established connections for New York
and LA markets, as well as off-shore
business. Product line consists
of woven and knit polyesters and
rayons. Please send Fax to:
212-768-7491 All replies in confidence

SALES REP
WEST COAST

Processor of apparel & decorative
fabrics seeks representative to sell
or services to West Coast converters.
Reply by fax to R. Thomases,
Moire Corp. Of America 212-695-0301.

SALES REP
Well est'd mfr Jr. Missy & Large
sizes. Budget to Moderate prices
seeking aggressive salesperson or
sales force w/strong contact w/major
dept stores. Fax info to Jim
610-776-2011.

SALES
REPRESENTATIVE

SHARON YOUNG, INC., a leading
traditional better Sportswear
company is seeking an experienced
Sales Representative for our Illinois,
Indiana, Michigan, Ohio territory.
This opportunity will require an
aggressive Sales Professional with an
excellent specialty store following.
Non competitive lines are okay.
Qualified candidates should mail
or fax their resumes to:

SHARON YOUNG, INC.
10367 Brockwood Dr.
Dallas, TX 75238
Fax: (214) 349-3159
Attn: Sales Manager

Expanding road sales in following
territories: New Eng., Metro NY, Mid
West & Mountain States. Seeking
aggressive, enthusiastic reps
with strong “better” specialty
store account following. Fax
resume to 212-398-1448. Include
resources & price point presently
represented by you.

Lines Wanted

ACTIVE 7TH AVENUE SHOWROOM
Looking for day/evening dress & suit
lines. Please call 212-279-9270

JEWELRY LINE WANTED
Have strong contacts with major

mass merchant. Need low - med line.
Fax 573-372-2787. Guarenteed Sales!

POSITIONS
WANTED

Positions Wanted Agencies

RASKIN EXECUTIVE SEARCH
Apparel/Accessory/Textile Specialists
Ileen Raskin 212-213-6381
Ed Kret, Textiles 212-213-6384
Barbara Khoury, Retail 212-213-6386
Fax: 212-213-9641

cutting tickets, etc. Call 718-948-2834.

FASHION ARTIST
Call Renie 212-396-9516.
Http://www.renie.com

FIT MODEL
SIZE 8
Call Tina 516-869-6566

FREELANCE CUTTER

Call Sachio (212) 873-0550

Freelance or P/T European
Draper/Patternmaker/Designer.
CALL: (212) 369-8594

NOT JUST ANOTHER
PRETTY FACE

Exp'd, Aggress, Intelligent, Creative
seller & mktr of both licensed pro-
ducts & trademarks seeks new home.
Character, sports, designer, corp exp.
Disney, Warner, Harley-Davidson,
Nascar, etc. A cornucopia of sales &
prod develop exp. If you are serious
abount increasing revenue & profits,
please call me at: 201-944-3937

PATTERNMAKER
Better bridge dresses, sportswear
from sketch thru prod'n. F/T or
Freelance. Call (718)769-4578.

PROD MGR-20 yrs exp. Costing-Inv
Control-Purch-QC-Contractor follow.
Domestic-807-import 908-583-6510

Positions Wanted

ATTENTION

Merchandiser with European

knowledge for design & product

development. Successful track record

in all aspects of mens & boys market.

Seeking position with a strong

finaneial co. that thinks aggressively.
Call 954-929-4277.

CLOSEOUTS, OVERAGES
GET TOP DOLLARS!!

Sales Pro currently w/large distribution
center. Strong contacts w/major
discounters, mass merchants, value &
variety chains, jobbers & exporters.

Ladies, mens, childrens clothing &

accessories. If you have a constant
flow of merchandise, fax 908-903-9007.

CPA/CFO/CONTROLLER
Seeks permanent position.
Apparel Textile Expert (718) 763-0934

Designer Knit/Woven, creative/tech,
Sportwear, dress, private label,
branded. Dom + Imp (718)439-0760.

Exp'd production patternmaker,
dresses, blouses, sportswr. Knige of
Gerber systems. Avail P/T, F/T or
freelance 718-743-4418.

[ WWD CLASSIFIED ]

Prod'n Patternmaker
Sprtswr. Dresses. Tailored jckts. Good
draping. Desgnr line exp. 516-673-6389

SALES & MKTNG EXEC

Over 20 yrs experience in the apparel
industry with emphasis on mens. Very
significant accomplishments in build-
ing businesses profitably. Impeccable
refs. Leave message at: 914-693-7367

SALESDYNAMO

Childrenswear
Very strong contacts with J.C.
PENNEY and SEARS in all sizes.
Seeks position with established co.
Call (718)595-2936

SEMI-RETIRED
PATTERNMAKER

Highly exp'd tailored sportswear.
Ladies & mens. Heavy Orient prodn
exp seeks P/T position. 516-364-3281

or e-mail nypatmkr@webspan.net.

SWEATERS
PRODUCTION & Q.C. PRO
KNITTING TO FINISHING.
Call 1-908-308-4691, Leave Message

WWD means business.
Cover to Cover.

Explore the unlimited potential of having your classified ad posted on the Internet.

Ask your classified representative for more details. 1.800.423.3314

http://www.wwd.com

For a nominal fee per insertion, you can supplement the targeted power of WWD with the breadth of the World Wide Web.

New York, NY 10001-8191.

CONFIDENTIAL SERVICE: To answer box number
ads and protect your identity: (1) Seal your reply in
an envelope addressed to the box number; (2) In a
separate note, list companies and subsidiaries you
do not want your reply to reach; (3) Enclose both in
a second envelope addressed to: CONFIDENTIAL

SERVICE, WWD, Classified Advertising, 7 W. 34th,

GET RESULTS! PHONE YOUR AD TO WWD TOLL-FREE:

(800) 423-3314
FAX: (212) 630-4634

DEADLINE: NOON (ET) TWO DAYS PRIOR TO DATE OF PUBLICATION

HOW TO ANSWER BOX NUMBER ADS:
All replies to box number ads should be addressed

exactly as indicated in ad copy. For those box num-
bers without a street address, mail to:

Box

WOMEN'’S WEAR DAILY
7 West 34th Street, New York, NY 10001-8191.
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newswednesday

Men’s Sales at Designer Holdings Off 7.7%

Overall earmings during first quarter were up 13.5%

NEW YORK — While overall first-quarter sales were up at
Designer Holdings Litd., volume in the men’s division fell
7.7 percent to $41.6 million from $45 million a year ago.

Maurice Dickson, CFO of Designer Holdings, told
DNR that the men’s division’s business fell due to the
company’s eliminating a lot of specialty stores from
the Calvin Klein Jeanswear distribution roster. Most
of that was men’s wear business, he said.

With the help of 3 cents a share in reimbursed
expenses from the collapsed licensing deal with
Donna Karan International, first-quarter profits for
Designer Holdings grew 13.5 percent to $7.4 million,
or 23 cents a share. Excluding the $1.76 million, or 3-
cent non-recurring item, earnings-per-share came in
1 cent better than average Wall Street estimates of 19
cents. In the year-ago quarter, Designer Holdings
earned $6.6 million, or 27 cents, on fewer shares.

In addition to the fees returned from Donna
Karan, the company benefited from significantly
lower interest expense in the latest quarter. Interest
expenses declined to $778,000 in the quarter from
$4.5 million a year ago.

Revenues in the quarter ended March 31 rose 6.9
percent to $122.5 million from $114.6 million. Sales of
women’s and petites gained 12.9 percent to $29.3 mil-
lion from $26 million. Juniors’ edged up 2.4 percent to
$42.4 million from $41.4 million. Sales of each division,
including men’s wear, exclude $1.33 million in sales to
Calvin Klein Outlet stores.

Royalties shot up to $1.8 million from $642,000 a
year ago. Gross margins improved slightly to 38.3
percent of sales from 38.2 percent a year ago, but
selling, general and administrative expenses jumped
to 27.4 percent of sales from 23.7 percent.

George Porter, Levi's USA President , Retiring

Executive, 50, has been with the company for 23 years

George Porter, 50, the president of Levi’'s USA since
1993, said Tuesday that he will take advantage of an
early retirement option, leaving the company later
this year after 23 years.

Porter’s resignation comes at a time when several
hundred employees who meet certain age and tenure
requirements are being offered early retirement.
Levi’s announced Feb. 20 that it would cut 20 percent
of its salaried work force, or approximately 1,000 jobs,
as part of a corporate cost-saving measure.

No successor has been named. Porter started his
career at Levi Strauss in sales in 1974 and became gen-
eral manager of Levi’s brand for men in 1982. From 1984
to 91, he was president of U.S. Shirts Division, Levi
Strauss & Co. He was named president of men’s jeans in
1991, essentially the same post he occupied when he
earned the title president of Levi’s USA in 1993.

Porter is a partner in a winery in Napa Valley,
Calif., and said through a spokesperson that he is
interested in opportunities outside the company.

Hollywood Fashions to Take Spotlight in October

CaliforniaMart, MGM Studios in deal to promote apparel

BY MICHAEL MARLOW

LOS ANGELES — The fashion industry here is going
Hollywood.

Officials at CaliforniaMart have signed a deal with
MGM Studios that will promote California fashion and
Hollywood together for the first
time during October’s spring
apparel markets.

MGM has signed on to
sponsor the Mart’s fashion
weeks and California designer-
of-the-year events. Although
many of the Mart’s events —
including the designer-of-the-
year gala — are focused on
women’s fashion, it does hold a
men’s apparel market at the same time.

CaliforniaMart officials are planning to announce the
deal with MGM this week. Corky Newman, president
and CEO of CaliforniaMart, told DNR the studio would
promote its new television series, Fame L.A., during
October’s fashion festivities. Casting for the new show;
based on the original Fame but moved from New York to
Los Angeles, is currently under way in Hollywood, and

CaliforniaMart
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the final actors chosen will be revealed during June
launch parties for October fashion events, Newman said.

“It’s our attempt to hold hands with Hollywood,”
he said. “It brings in celebrities and the entertain-
ment press, which we don’t normally get.”

The deal comes after a long effort by Newman and
Mart officials to strengthen ties to
Hollywood. In the past, the Mart
has gotten celebrities toits fashion
events, but this is the first time the
Mart has gotten an entire studio
involved. Newman said the deal is
just the beginning of what he
hoped would be a new era in rela-
~ tions between Hollywood and the
' California fashion industry.
“Really the two industries have an
awful lot in common,” Newman said. “The entertain-
ment industry didn’t even know there was a fashion
industry in town. There’s a big story to tell in California.”

Mossimo Giannulli, the Orange County-based de-
signer, who has lots of Hollywood connections, said the
deal was a move in the right direction. “Hollywood and
fashion are a perfect combination,” Giannulli said. “To a
certain extent this connection already exists.”

Syms Net Jumps in Quarter, Year
SECAUCUS, N.J. — Syms Corp.’s fourth-quarter
earnings rose to $5.6 million, or 32 cents a share,
from $3.1 million, or 17 cents, a year ago, after $1.2
million in charges for closing a store in Sterling
Heights, Mich. Sales for the three months ended

March 1 rose 3.1 per-
cent to $92.1 million,
from $89.2 million.

For the year, earn-
ings rose to $19.1 mil-
lion, or $1.08, from
$10.4 million, or 59
cents, after the charge.
Sales increased 3.6
percent to $346.8 mil-
lion from $334.7 mil-
lion. Same-store sales
dipped 0.2 percent.

Sy Syms, chair-
man, said in a state-
ment that gross mar-
gins for the year .
increased to 38.5 percent from 35 percent, “due to
higher levels of opportunistic and in-season pur-
chases, which created better value for the con-
sumer and lower markdowns for the eompany.”
Syms operates 40 off-price apparel stores.

Joe Dolce Leaves Details

Joe Dolee, who has been editor-in-chief of Details
since November 1994, has left the magazine.
Sources inside the company said that Dolce caught
wind that he was going to be asked to leave, fol-
lowing the resignation last week of Bill Mullen,
Details’ creative director. Instead, Dolce resigned
on Tuesday morning, according to Steven Florio,
president and CEO of Conde Nast, Details’ parent.
“That was a tough conversation I had to have this
morning,” Florio said on Tuesday. “He’ll go on to be
an editor someplace and do a fine job.” Florio added
that he hopes to name a successor within the next
10 days. Once the new editor is named, the maga-
zine will also fill the fashion director position, which
has been vacant since Terence McFarland left the
magazine in February. —STAN WILLIAMS

Raffinati Agrees to Buy After Six Mark

NEW YORK — Raffinati has reached an agreement
in bankruptey court to buy the After Six trade-
mark for $2.5 million. After Six Ltd., which has
been in bankruptey proceedings since September,
put its After Six trademark on the selling block in
January. The sale to Raffinati, which makes for-
malwear under the Raffinati and Oscar de la Renta
names, is still subject to higher bids as part of
After Six’s bankruptey reorganization.

Charles S. Ezrine, After Six’s CEQ, said other
unidentified firms have made bids for the trademark,
but only Raffinati’s proposal was accepted. The bid-
ding process for the After Six name should be com-
pleted over the next 45 to 60 days, he said. After Six’s
assets have been sold, though the company still has “a
lot of receivables,” Ezrine said. —THOMAS J.RYAN

ON THE COVER
Denim jeans and leather peacoat by CK CALVIN
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coming up/newsmonday

NOVEMBER 10
* Tencel Global Fabric Fair. Through Nov. 12. Courtaulds
Fibers, 111 West 40th Street, NYC. Call (212) 944-7400.

* The Source magazine to host an all-day event to kick off
its “Source Fashion Nation” tour. Howard University,
Washington, D.C. 11 a.m. Call (516)
773-0911.

*The International Center of Pho-
tography to host a benefit party
and exhibition of old and new
images from fashion and beauty
photography. ICP Midtown, 1133
Avenue of the Americas, NYC. 6
p-m. By invitation. Call (212) 564-
6367.

NOVEMBER 11

* Interstoff. Through Nov. 13.
Frankfurt Fairgrounds, Germany.
Call (770) 984-8016.

* European Textile Selection.
Through Nov. 13. Hotel Inter-Con-
tinental, 111 East 48th Street,
NYC. Call (212) 980-1500.

¢ Olfactory Research Fund to host
the fourth annual “Night of _
Honors.” Delegates Dining Room,
United Nations, NYC. 6 p.m. By
invitation. Call (212) 725-2755.

e Jhane Barnes to host the opening
of the first freestanding Jhane Barnes store. Century City
Shopping Center and Marketplace, Century City, Calif. 6
p-m. By invitation. Call (212) 246-0550.

NOVEMBER 12

* Eddie Bauer to host a preview of its spring 98 apparel
collections. Through Nov. 14. 451 West 54th Street, NYC.
Call (212) 704-8156.

* Computer Integrated Textile Design Association to host
a conference. Through Nov. 14. Market Square, High

Lord & Taylor to host a reception
for the unveiling of its Christmas
windows on Nov. 18.

Point, N.C. Call (910) 226-1550.

*Haddad Apparel Group to host its third annual Apparel
Day, a breakfast presentation of its licensed products. Chil-
drenswear Center, 100 West 33rd Street, NYC. 8:30 a.m.
By invitation. Call (212) 246-2977.

* Launch party for Luxe, a new maga-
zine. Balthazar, 80 Spring Street, NYC.
6 p.m. By invitation. Call (212) 536-6588.

NOVEMBER 13

¢ Nautica and the Starlight Children’s
Foundation to host SCF’s eighth annual
celebrity sports auction. 200 Fifth Club,
200 Fifth Avenue, NYC. 6 p.m. By invita-
tion. Call (212) 354-2878.

*GQ to host a party in honor of Jim
Cramer, its new columnist. The Bubble
Gum Lounge, 228 West Broadway, NYC.
6 p.m. By invitation. Call (212) 880-6616.
* The Educational Foundation for
Fashion Industries to host its annual
scholarship dinner. New York Hilton,
grand ballroom, NYC. 6:30 p.m. By invi-
tation. Call (212) 760-7820.

NOVEMBER 17

*The Journal of Coated Fabrics to host
its seventh annual conference on textile
coating and laminating. Through Nov.
18. Charlotte Marriot Executive Park,
Charlotte, N.C. Call (717) 291-5609.

* Concord Watch Company to host the 1997 Time For
Peace Awards. Carnegie Hall, NYC. 8 p.m. By invitation.
Call (212) 751-6746.

NOVEMBER 18

* Lord & Taylor to host a reception to celebrate the
opening of its Christmas windows, based on Charles
Dickens’ A Christmas Carol. Lord & Taylor, NYC. 3:15
p.m. By invitation. Call (212) 382-7670.

DKNY Jeans Head for Europe

PARIS — DKNY Jeans is gearing up for its European launch.

In January, several European department stores,
including Galeries Lafayette, Printemps, Harvey
Nichols, House of Fraser and El Corte Ingles, will intro-
duce the collection in their flagships or key units. “We are
launching jeans in a tight way,” said Allison Ryba, presi-
dent of international at Donna Karan. “We want to build
demand by keeping distribution tight, and we will expand
starting with fall 1998.”

Some department stores are devoting substantial space
to the brand. Printemps and Galeries are planning 600-
square-foot and 400-square-foot shops, respectively, Ryba
noted. All told, DKNY Jeans will be sold to fewer than 100
doors in Europe next spring. Distribution will include
upscale multibrand retailers like Un Homme Est Suivi,
which has two boutiques in the south of France, Ryba said.

Sy Syms, Foundation to Sell 3.5M Shares

WASHINGTON — Sy Syms and a foundation named after
him both plan to loosen slightly the hold they have on the
off-priced retail chain, selling a combined 3.5 million
shares for about $46 million at current prices.

According to a Securities and Exchange Commission
filing by Syms Corp., the secondary offering is meant to
increase the amount of Syms stock available to the public
aswell as give both sellers greater liquidity. The company
will not receive any proceeds from the sale.

The filing states that the Sy Syms Foundation will sell

all of its 2.5 million shares, while chairman and chief exec-
utive officer Sy Syms will sell one million of his seven mil-
lion shares. Up to 525,000 shares in overallotments to the
underwriters, Bear Stearns and Salomon Bros., will be
covered by Sy Syms as well as family members Marcy
Syms, company president, and Stephen A. Merns, vice-
president and merchandise manager.

The sale will leave the Syms family with nine million
shares, reducing their combined holdings from about 70
percent of the 38-year-old company to about 50 percent. In
all, the company has about 17.8 million shares outstanding.

L.A. T Sportswear Back in Black

BALL GROUND, Ga. — L.A. T Sportswear Inc. reported a
net profit of $184,000, or 4 cents a share, in the third
quarter ended Sept. 30, rebounding from a loss of
$983,000 a year earlier. Sales fell 15.9 percent to $19.8 mil-
lion from $22.9 million.

For the nine months, the activewear manufacturer
nipped its loss to $180,000 from $883,000. Sales declined
217.6 percent to $55.3 million from $76.4 million.

The company’s lower sales are due to the closing of its
sereenprint operation in the third quarter of 1996. Sales
were also hurt by softness in the industry and the imple-
mentation of tighter credit policies.

“Although the industry remains sluggish and we con-
tinue to face stiff price competition, we are encouraged by
a second straight profitable quarter compared to prior-
year losses, said Isador Mitzner, chairman and CEO.
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SYMS CORP. 0 =k
Earnings Double in Quarter
On a 4.6% Increase in Sales

Syms Corp., Secaucus, N.J., .reported
that fiscal second-quarter net incore dou-
bled on somewhat higher sales, reflect-
ing improved margins. Net for the quarter

{-ended Aug. 30 rose to $2.8 million, dr 16
- cents a share, from $1.4 million, or eight

cents a share, a year earlier. Sales for the
discount retailer rose 4.6% to $78.6 million
from $75.1 million. Sales at stores open
more than one year declined slightly. In
New York Stock Exchange composite trad-
ing, Syms shares rose 12.5 cents to close at
$14. :




SYMS CORP. — Tailored clothing
accounts for some 35 percent of its annual
sales of $346 million. Led by merchandise
manager Steve Syms and assisted by
sport coat and slack buyer Neil Guth, the
Secaucus, N.J.-based off-pricer carries a
broad and deep selection of brand names
and a smattering of top designers. The
average store in the chain hangs 7,500
suits and carries selections from over 50 of
the industry’s top vendors. Although suits
still represent the majority of the busi-
ness, the FridayWear trend has helped
boost Syms’ sport coat

better canvas makers. The assortments now reflect the best names in the
$700 to $3,000 level. Giorgio Armani Le Collezioni is the leader with
Donna Karan, Hugo Boss, Gianfranco Ferre and Valentino Uomo in the
designer mix. Saks has also done well with Zegna, Brioni, Corneliani,
Oxxford Clothes and Hickey-Freeman. New additions include Canali,
Ralph Lauren Purple Label and Ferragamo. For fall ‘97, dressy classic
fabrics in unique designs, such as one-button silhouettes from Armani
and Donna Karan, three-button models and vested clothing with English
influences, are among the best sellers. Sport coats, too, have been strong
with luxury fibers leading the way. The top merchants are Wayne
Meichner, GMM, Dan McCampbell, vice-president and DMM, Tom Ott,
the designer buyer, and John Apostolides, the buyer of classic clothing —
all under the watchful eye of J. Stanley Tucker, vice-president and
fashion director. W

_Sym,s’ SteveVSyrms -

and slack selection over

the past couple of
years.

in the luxury
goods sector,
these two mer-
chants repre-
sent the creme
de la creme.

NEIMAN MARCUS —
Men’s wear represents
just under 20 percent
of the Dallas-based
specialty chain’s rev-
enue. And tailored
clothing is a key part of
the equation. Nei-
man’s top-selling lines
include Armani,
Zegna, Brioni and
Oxxford; price points
range from $750 to
$3,500. Additionally,
the company offers its
own private-label line
under the Marcus
name, and the .
Marcus/Loro Piana
cashmere topcoat at
$1,395 is one of its best
sellers. At the luxe end,
Neiman’s offers
Kiton’s Australian
merino wool suit, with
fibers finer than cash-
mere. Only 24 of these
suits will be made at
the retail price of
$5,500. Robert Ack-
erman, senior vice-
president and GMM,
oversees the tailored
clothing department
while the inimitable
Derrill Osborn, vice-
president and DMM of
men’s clothing, still
sets the taste level.

SAKS FIFTH AVENUE —
Saks has upgraded its
tailored clothing mix by
carefully editing its
designer/-branded col-
lections to focus on

In order to design a better sock,
we put ourselves in your shoes.

Introducing the sock designed with your needs in provide the comfort consumers want and will come
mind. It's LYCRA® 3D socks with a revolutionary new to expect. They fit better, feel better, and look better.
yarn, LYCRA® T178C. They allow you to achieve a With new LYCRA® T178C, you'll find that LYCRA® 3D
more true-to-size fit and look with less yarn and socks are better for you and your customers, no
they're easier to knit. Best of all, LYCRA® 3D socks matter whose shoes you're standing in.

To find out how LYCRA® 3D can help you revolutionize your sock knitting technology, call
your DuPont representative or Bruce Jones, Sock Marketing Manager, at 910-454-7807.

DACRA
3D

ONLY BY DUPONT

The Ultimate in Comfort & Fit.

LYCRA® is a DuPont registered trademark for its brand of spandex fiber. Only DuPont makes LYCRA® LYCRA® 3D is a DuPont trademark under license by DuPont.
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discount brokerage services, including our new
Mutual Fund Gateway," which gives our customers
the flexibility to purchase more than 700 no-load
mutual funds in addition to those offered by

T. Rowe Price.?

Customer satisfaction, however, is about more
than just choice. That’s why we provide the
services you expect, like knowledgeable and
courteous phone representatives to answer your
specific questions. You can also count on 24-hour,
7-day-a-week access to your account by phone
and through our Web site, www.troweprice.com.
Here you can
instantly get the
latest information
on our mutual
funds, discount
brokerage services,
and current market
performance. You
can even download
prospectuses. We
also provide edu-
cational guides,
software tools, and retirement planning kits —
all designed to help investors develop successtul
investment strategies.

A TRADITION AT T. ROWE PRICE

In 1937, Thomas Rowe Price was considered an
innovator when he shunned sales commissions in
favor of asset-based fees that aligned his interests
with those of his clients. That tradition of innova-
tion continues today. This year, we introduced our

Retirement Planning Analyzer. This state-of-the-art

software not only calculates whether you're saving

Discount Brokerage is a division of T. Rowe Price Investment Services, Inc., member NASD/SIPC. Please request a prospectus and read it carefully before investing.

enough for retirement but can actually help
you manage your investments more intelligently.

This year also saw the debut of our Rollover
Investment Service. After an in-depth examination
of your particular
mnvestments, risk
profile, and
retirement date,

T. Rowe Price will
recommend a
personalized plan
to help you effec-
tively roll over and
invest your retire-
ment assets. It’s this spirit of innovation that has
kept T. Rowe Price at the forefront of investment
services for 60 years.

T. Rowe Price offers a full range of both retirement
and nonretirement options for individual investors
and retirement plan sponsors. And because we
understand the evolving needs of our clients,

we offer an ever-expanding array of discount
brokerage services. Today, T. Rowe Price and its
affiliates manage over $100 billion for over five
million individual and institutional accounts.

We'd be honored to help you invest with
confidence to meet your investment objectives.

For more information or a prospectus,

call 1-800-541-7882

www.trowe ]) rice.com

Invest With Confidence®

T.RowePrice

FMLY 039226
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Moderate Report

Rousso Apparel Broadens Base

NEW YORK — Rousso Apparel Group continues to di-
versify its mix.

The 28-year-old firm, which had its roots in private
label but expanded 10 years ago with its Murelli and
CA Sport Collection labels, then with EVR, a popular-
priced department store brand, has stepped up the
pace over the past two years to further broaden its of-
ferings.

Last fall, it launched Natalie & Me, a blouse line. It
also began testing Murelli Collection, a casual career
sportswear line that was formally launched in 400
doors this spring. It complements the Murelli line,
which markets weekend sportswear.

For fall, Rousso has updated its CA Sport Collec-
tion, a knit-driven line, to include denims, and its
Murelli weekend wear line to include hand-painted
silk shirts, going beyond silks, nylons and polyesters.

In addition, Rousso Apparel Group has added two
affiliates over the past year. It acquired the Larry
Levine suit license a year ago, and for fall selling, it is
getting ready to launch Xtreme Air, a collection of
funky outerwear jackets aimed at juniors. Two years
ago, it purchased Santa Fe, a leather and suede re-
source.

“We needed a newer look,” said Natalie Rousso,
chairwoman of the family business founded by her late
husband, Eli, who died in 1989. Her son Victor serves
as president, and her daughter Abbie is a vice presi-
dent.

What

NEW YORK — Bomber jackets, long slim skirts and
chenille sweaters are just some of the looks that have
booked well for fall, according to a random check of
moderate sportswear firms that are in the midst of
completing fall orders with their store accounts.

“The long skirts are doing well,” said Jan Som-
mers, vice president of sales and merchandising at
Norton McNaughton, which is showing ankle-length
looks in wool flannel.

Other Norton McNaughton hits among buyers in-
clude animal print blouses and
sweaters, and bouclé cardigans.

At Lasting Impressions, which
markets the label Tofy, Annie Peri-
no, vice president of sales and mer-
chandising, noted that stirrup
pants in polyester and Lycra span-
dex have been popular.

“It looks like a traditional ski pant,” she said.
Perino also noted that gabardine pants with elastic
bands, as well as silky gabardine pant silhouettes
with an extended tab front, have been strong. Other
popular looks at Lasting Impressions include 19-
inch skirts with side slits, as well as two styles in
jackets — a bomber style and a placket body, she
said.

At Delta Burke Designs, animal print bomber
jackets, tunic tops in peach skins and tunics in poly-
ester and acetate have gotten a strong reaction from
buyers, according to Barry Zelman, senior vice presi-
dent of merchandising and licensing.

Bomber jackets and pants in acrylic interlock

& £The long skirts are

doing well.7¥
— Jan Sommers,
Norton McNaughton

The company sells to a broad spectrum of accounts,
including J.C. Penney, Federated Department Stores,
Carson Pirie Scott, Dillards and Nordstrom.

“Our business is based on a concept of niches,” said
Victor Rousso. “The only way to grow a business is
serving niche markets.”

Last year, the company posted a wholesale volume
of $50 million, including business from its affiliates,
but officials project that sales will reach $75 million by
2000 and $100 million by 2003. The Roussos say they
are pinning the company’s growth to the Murelli Col-
lection and the Larry Levine licensed suit line.

By 2000, the Larry Levine suit business is expected
to account for 27 percent of Rousso’s overall sales,
compared with 23 percent last year. Murelli Collection
will account for 12 percent, compared with last year’s 4
percent, according to Victor Rousso. The company’s
private label will remain at 18 percent, while EVR, its
promotional brand, is expected to decrease from 17
percent to 7 percent by 2000.

Murelli Collection, which offers skirts, pants and V-
neck sweaters, has an average wholesale price of $23.
Larry Levine suits range from $70 to $100.

“The two areas present big growth opportunities for
us,” said Victor Rousso. “There is not a lot of eompeti-
tion in the suit category in the price point we are focus-
ing on, except Kasper. And with the Murelli Collection,
we’ve created a line that can take the consumer from
work to weekend.”

)

s Booking for Fall

have also been popular.

Sag Harbor, a division of Kellwood Co., is getting a
strong reaction for its soft dressing, according to Neil
Felix, national sales manager.

“We are showing challis skirts that are 32 inches
long and are shown with chenille sweaters, both
crewneck and mock neck,” he said.

Sam Greenberg, sales manager at By Design, a
knitwear resource, noted that chenille sweaters,
cropped at the waist or tunics, are booking well. The
sweaters are offered in colorblock
and solids. Other items getting a
strong reaction from buyers are
fleece pullover jackets, he said.

Jason Marder, sales manager at
Briana, a division of Fashion Head-
quarters, noted that bouclé jackets
and skirts in tartan plaids are book-
ing well for fall.

As for hemlines, Briana is showing both ankle-
length and 19-inch-to-23-inch lengths.

“We are doing brushed tartans in both the long
and short skirts,” Marder said.

Overalls, knit tops, twill bottoms and stretch pants
are turning out to be fall winners at Generra Sports-
wear, according to Heresh Tharani, chief executive
officer at Design & Source, which produces the li-
censed Generra sportswear line.

Other popular items among buyers include yarn-
dyed micro-sanded oxford shirts and big white shirts,
he said.

— Anne D’Innocenzio

—
Syms Net Gamns

NEW YORK — Boosted by tighter cost controls and
stronger gross margins, Syms Corp. reported prof-
its rose 16 percent in the fourth quarter and 21 per-
cent in the full year ended Feb. 28 .

In the three months, the off-price retailer
earned $6.5 million, or 37 cents a share, against
$5.6 million, or 32 cents a year ago.

Sales declined 1.3 percent to $90.9 million from
$92 million, but gross margin improved to 39.5 per-
cent of sales from 38.7 percent. Same-store sales
declined 2.5 percent.

Sy Syms, chairman of the 41-unit Secaucus, N.J.-
based chain, said that gross margin is now in line,
and the company is working to boost comps. He
said that since Syms expanded its merchandise
mix at lower price points, same-store sales were up
1 percent in the last four weeks of the quarter.
“We’re confident that we’re heading in the right di-
rection,” he said.

Ron Zindman, vice president.and general mer-
chandise manager, said hot sellers in the first
quarter so far have included women’s dresses,
pantsuits and skirt suits in a range of lengths. Sin-
gle-breasted jackets and designer merchandise
have also been very strong.

Marcy Syms, chief executive officer, said the
company plans to open 19 stores by the end of 2001.
This year, Syms plans to open stores in Kendall,
Fla.; Troy, Mich.; Princeton, N.J., and a five-level
unit in downtown Boston.

In the year, earnings jumped to $23 million, or
$1.30 a share, from $19.1 million, or $1.08. Sales
inched ahead 1.8 percent to $353 million from
$346.8 million.
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Syms Earnings Jump 16% in 4th Quarter

NEW YORK — Boosted by tighter cost controls and stronger gross margins,
Syms Corp. reported profits rose 16 percent in the fourth quarter and 21 per-
cent in the full year ended Feb. 28.

In the three months, the off-price retailer earned $6.5 million, or 37 cents a
share, against $5.6 million, or 32 cents, a year ago.

Sales declined 1.3 percent to $90.9 million from $92 million, but gross
margin improved to 39.5 percent of sales from 38.7 percent. Same-store sales
declined 2.5 percent.

In a statement, Sy Syms, chairman of the Secaucus, N.J.-based chain, said
gross margin is now in line, and the company is working to boost comps. He
said that since Syms expanded its merchandise mix at lower price points,

same-store sales were up 1 percent in the last four weeks of the quarter. “We're
confident that we’re heading in the right direction,” he said.

Ron Zindman, vice-president and GMM, told DNR that hot sellers in the
first quarter so far have included knit shirts, spring-weight outerwear, lighter-
weight linen blend slacks and Italian knits.

Marcy Syms, CEOQ, said the company’s plans to open 19 new stores by the
end of 2001 are well under way.

This year Syms plans to open stores in Kendall, Fla., Troy, Mich., Princeton,
N.J., and a five-level unit in downtown Boston. Syms currently has 41 stores.

In the year, earnings jumped to $23 million, or $1.30, from $19.1 million, or
$1.08.

Sales inched ahead 1.8 percent to $353 million from $346.8 million.
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says he is completely in
sync with its upcoming col-
lection sportswear and fur-
nishings. He says, “At my
past two associations I did
alot of groundwork in con-
vincing better retailers in
this country that they
could sell ‘better,” like
dress slacks for over $200.

“Today, this classifica-
tion has become a real
money-maker for better
specialty stores. But you
know, as good as these
slacks are in terms of
bringing in the luxury
business, I believe that the
product really drives the
engine. We expect to use
the same formula with our
Arnold Brant collection
sportswear.”

Kalish is bringing some
strong support with him
with Stevan Toia, also ex-
Ballin, who's joining SF1 as
his vice-president of sales.
Kalish says his contribution
will be “to bring the com-
pany a U.S. point of view
and not a perception.”

On the other hand,
when asked what he envi-
sions for the future, Silver-
stone says without losing a
beat, “In Canada, every
better store knows us as

the line right under the strength of over $18 billion in assets
Italian designers. We just and nearly 130 years in business.
want to be known the same

way here.”

Speaking as the heir
apparent to the upper-
moderate-priced company
that is now geared to sell
U.S. retailers, Silverstone
says a designer label is the
linchpin to make it fly. And
naturally, he already has a
handle on one that hap-
pens to be part of his own
name — Arnold Brant. B

Capital Factors, one of the nation’s
largest factoring companies, has
recently become part of the Union
Planters Bank family. While our
operations remain autonomous, we
are now secured by a bank with the

Well-suited.

With Union Planters beside us,
we can provide our clients with
broader lending capabilities than
ever before. And, the bank can now
offer its customers access to our top
quality factoring services.

It’s a good deal all around,
and we look forward to a long
and profitable relationship.

= CAPITAL FACTORS, INC.

A Union Planters Bank Company
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Retail’s slow summer
tests Syms’ fiber

Apparel discounter
stock gets socked as
earnings slip; stable
record an asset

BY ALICE LIPOWICZ

A slow summer has taken its toll
on Syms Corp., one of the original
apparel discounters to make a name
for itself in the New York area. But
the company and most experts be-
lieve that the conservatively man-
aged retailer haslittle to worry about.

Sales in the second quarter that
ended Aug. 29 fell 6%, and profits
plunged to $1.2 million, or 7 cents a
share. That’s about half the profit of
last year’s second quarter. Investors
fled at the news, driving the stock
down 25% since the late-September
announcement to about $10.

Syms officials say a late Labor
Day pushed a large share of the
back-to-school season into the third
quarter. Without that calendar ef-
tect, the company says, sales from
June through August would have
fallen by a modest 2.4%.

Analysts agree that many retail-
ers found the summer of 1998 to be
quieter than most.

“Most stores had disappointing
sales, what with the late Labor Day,
hot weather, stock market turmoil
and Monica Lewinsky in the news,”
says Manhattan retail consultant
Wialter Loeb. The cooler autumn
weather appears to be stimulating
more purchasing, he notes.

Others add that the fabric of the
financially conservative company
appears to be sturdy. Founder and
Chairman Sy Syms and daughter
Marcy run the show, and family
members own 52% of the stock.
Syms’touchstone is that it hasn’t lost
moneyinasingle quarter since 1959.
It has also seen sales and profits
grow in each of the past three years.

Conservative approach

“We feel that our balance sheet is
excellent. We do not have a lot of
debt, we're not highly leveraged and
we have a low expense structure,”
says Douglas C. Meyer, vice presi-
dent of marketing for the Secaucus,
N.J.-based company.

“Being conservative is a positive
thing right now,” observes Mr.
Loeb.

The company, which operates a

Gains At Syms
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flagship store on Park Avenue in
Manhattan, caters to career-minded
professionals; it carries many more
tailored clothes and suits in compar-
ison with other off-price stores, like
Filene’s Basement or Marshall’s.

However, in keeping with its
growth in dense urban locations like
Park Avenue, the retailer has ex-
panded its selection in the low-to-
midpriced range. For example,
Syms may offer casual khaki pants
for $20, marked down from $50, to
complement a more expensive ver-
sion of the pants for $40, marked
down from $90.

Variety in pricing

“We have a wide variety of price
points, everything from Pierre Car-
din suits to Ralph Lauren Purple
Label,” says Mr. Meyer. “You can
find hundreds of men’s suits in a size
40 regular.”

Syms, with 43 stores, is picking
up the pace of expansion. It added
two units last year and expects
shortly to open two stores in promi-
nent downtown locations: one in
Boston in November, the other in
Chicago next year. In all, the retail-
er plans 14 new stores by 2001.

For the current fiscal year, ana-
lysts estimate that earnings will fall
slightly to $1.14 per share from
$1.30 per share last year, with sales
expected to remain flat at about
$353 million.

Whether investors will take ad-
vantage of the bargain-bin price for
Syms stock is unclear. With the
Syms family in control of the com-
pany, the stock has never traded
higher than $18.50, which it hit two
months after going public at $15 in
the fall of 1983. H

JENNIFER MCNAMARA
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On William Street,

Sellers seek offers
from pension funds,
foreign investors as

REIT funds dry up

BY LORE CROGHAN

OUR OFFICE PROPERTIES ON A
F single block of William Street

are up for sale. But with chaos
reigning in the capital markets, it’s
doubtful they will reap the rich
prices they could have commanded
just a couple of months ago.

Real estate investment trusts are
sidelined because their stocks are
depressed. People who have been
using Wall Street money to make
real estate buys have had their fi-
nancing cut off.

The sellers of these downtown
properties, however, are counting on
other buyers to step forward, partic-
ularly ones with cash, like pension
funds and foreign investors.

Equitable Life Assurance Society
of the United States’ 110 William
St. is on the block for the second
time, with Donaldson Lufkin & Jen-
rette Inc. as the sale broker.

Boston-based Beacon Capital
Partners Inc. had planned to buy the
850,000-square-foot tower as part
of a multi-city property portfolio
but withdrew its offer, a spokesman
for the firm says.

Next door, Robert Daniel’s Penn
Capital is asking $16 million, or
$123 a square foot, for 130 William
St. Mr. Daniel has achieved 94%
occupancy at the 130,000-square-
foot property by making it part of
the city’s Plug 'n’ Go program. The
World War I-vintage building has
upside potential because its leases
are at below-market rates, and 40%
of them expire in the next three
years, says Howard Michaels, chair-
man of The Carlton Group, which
is brokering the sale.

Just across the street, the Colle-
giate Reformed Dutch Church is
selling two properties, 123 William
St. and 59 John St.

Kaufman Holzer & Herman is
brokering the sale of the land be-
neath both properties. CB Richard
Ellis Inc. is marketing the leasehold
of 496,000-square-foot 123 Wil-
liam, and Helmsley-Spear Inc. is
selling the leasehold of 89,000-
square-foot 59 John.

Downtown experts say prices
could ranoe from as little as $80 a

sale of $20 million in tax-exempt
bonds by the New York City Hous-
ing Development Corp., a grant
from the Federal Home Loan
Bank, donations and low-interest
loans from private citizens, and a
$21 million letter of credit from
Dime Savings Bank.

Now that the money is in hand,
construction 1s set to start this
month on a 127-unit property at
1261 Fifth Ave., a vacant lot at the
southeast corner of 108th Street.
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Men's Designer Brands Help Hike Net at Oxford

Polo, Tommy, Oscar and Geoffrey perform strongly in 1st quarter

ATLANTA — Citing strength in its designer men’s brands and its women’s private
label, Oxford Industries Inc.’s earnings rose 10.3 percent in the first quarter ended
Aug. 28.

Earnings rose to $6 million, or 67 cents a share, from $5.4 million, or 61 cents, a
year ago. Sales inched up 2.8 percent to $198.6 million from $193.2 million.

J. Hicks Lanier, chairman and CEO, noted operating earnings were on plan,
and that sales would have been higher if some shipments had not been deferred
into the second quarter.

“The sales gains came primarily from our licensed designer divisions,” said
Lanier. The designer area includes Tommy Hilfiger Dress Shirts, Tommy Hilfiger
Golf and Polo/Ralph Lauren for Boys shirt lines; and Oscar de la Renta, Nautica
and Geoffrey Beene tailored clothing.

The Women’s Wear group, a major producer of moderate and budget-priced
private-label apparel, also achieved sales gains, according to Lanier.

The women’s group acquired the assets of private-label women’s apparel pro-
ducer Next Day Apparel Inc. in late August for $25 million in cash. The former
owners of Next Day may receive another $15 million depending on the financial
performance of Next Day over the next five years.

“Private-label sales were essentially even with last year. Oxford slacks had a
sales decline,” Lanier said.

The higher-margin designer businesses and increased offshore sourcing
allowed gross margins in the quarter to expand to 20.2 percent from 19 percent.
The bottom line was also helped by lower interest expenses, which offset higher
expenses related to the designer businesses.

“Looking ahead,” Lanier added, “our optimism is dampened somewhat by the
current political and economic uncertainties at home and abroad. We're a solid
company, however, and should have another record year if current business condi-
tions continue.”

Miuccia Prada Set to Launch Miu Miu Men's Wear

NEW YORK — She’s conquered women’s accessories and ready-to-wear, and now
Miuccia Prada is staking out the men’s area.

She’s working on her first men’s wear designs under the Miu Miu label and,
according to a source close to the company, some looks are likely to be featured in
the Miu Miu women’s spring 1999 runway show Oct. 3 in Milan. The source also
said men’s wear will be tested in select Miu Miu stores early next year.

A Prada spokeswoman confirmed Monday that a Miu Miu men’s collection is in
the works, but she said details regarding its launch date, pricing, distribution and

marketing plans have not been completed.

Miu Miu, a secondary collection priced roughly 45 percent less than Prada, was
introduced in 1992.

Freestanding Miu Miu stores — or large in-store boutiques — are in Milan,
Paris, London, New York, Singapore, Bangkok, Hong Kong and Taipei. A free-
standing Miu Miu store is slated to bow on Melrose Boulevard in Los Angeles in
late October or early November. Miu Miu is projected to account for roughly 8 per-
cent of Prada’s total U.S. sales in 1999, the spokeswoman said.

yms Earnings Plummet 58% in 2d Quarter

Company attributes drop to Labor Day calendar shift

SECAUCUS, N.J. — Stung by sluggish sales, profits at Syms Corp. tumbled 58.3
percent in the second quarter ended Aug. 29, to $1.2 million, or 7 cents a share,
from $2.8 million, or 16 cents, a year ago.

Sales slipped 6.3 percent to $73.6 million from $78.6 million, and plunged 9.6
percent on a same-store basis.

Sy Syms, chairman, estimated that approximately $3 million in
sales were transferred from the second quarter to the third due to
a later Labor Day this year. “The company’s annual Labor Day
Bash promotion ran 17 days in the second quarter last year, and

Jay Jacobs Loss Grows to $570,000

cents, from $7.5 million, or 42 cents. Sales dipped 4.2 percent to $157.3 million from
$164.2 million.

The off-pricer noted that during the quarter it opened its third store in Miami
and its second store in Detroit, bringing its total store count to 43. Syms said the
opening of its third store in Boston this fall is on schedule.

only 10 days in the second quarter this year” he said.

Gross margins eroded to 37.8 percent of sales from 38.5 per-
cent, while selling, general and administrative expenses increased
to 35.1 percent from 32.2 percent.

In the half, earnings dipped 13.5 percent to $6.5 million, or 37

SEATTLE — Despite an 11 percent same-store sales gain, Jay Jacobs Inc. widened its loss in the
second quarter ended Aug. 1, to $570,000 from $135,000. The quarter was hurt by a $112,000
charge related to the issuance of stock options during the quarter, as well as higher selling
costs. Sales inched up 1.9 percent to $16 million from $15.7 million. Rex Steffey, president and
CEO, said Jacobs’ improvement in gross margins — to 27.8 percent from 25.8 percent — and
the solid same-store sales “provide the foundation for our second-half new-store expansion
program.” Jacobs currently operates 105 stores, and has made commitments to open 25 stores
in the second half.

May to Buy Dillard’s Unit in Kentucky

ST. LOUIS — May Department Stores Co. has agreed to buy an additional former Dillard’s Ine.
store in Bowling Green, Ky. Terms were not disclosed. As reported, May Co. recently bought
11 former Mercantile Stores from Dillard’s. May Co. said the Kentucky store will open under
the Famous-Barr name in February 1999.

Stein Joins Nordstrom as CFO, Exec V-P

SEATTLE — Michael A. Stein has joined Nordstrom Inc. as executive vice-president and CFO.
John Goesling, who had assumed many of those responsibilities, will continue in his post as
vice-president and treasurer. Stein, 49, was executive vice-president and CFO of Marriott
International Inc.

M.A.C. OF NEW YORK CITY
Holiday-Spring Show

October 26™ to October 28™

Russo’s On The Bay

162-45 Cross Bay Bivd.
Howard Beach, NY 11414
Show Info: (516) 285-8724
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Syms’ Profits Drop in Quarter;
Blame Placed on Slow Sales

SECAUCUS, N.J. — Stung by
sluggish sales, profits at Syms
Corp. tumbled 58.3 percent in
the second quarter ended Aug.
29, to $1.2 million, or 7 cents a
share, from $2.8 million, or 16
cents, a year ago.

Sales slipped 6.3 percent to
$73.6 million from $78.6 million
and plunged 9.6 percent on a
same-store basis.

Sy Syms, chairman, estimated
that approximately $3 million in
sales were transferred from the
second quarter to the third due
to a later Labor Day this year.

“The company’s annual Labor
Day Bash promotion ran 17 days
in the second quarter last year
and only 10 days in the second

quarter this year,” he said.

Gross margins eroded to 37.8
percent of sales from 38.5 per-
cent, while selling, general and
administrative expenses in-
creased to 35.1 percent from
32.2 percent.

In the half, earnings dipped
13.5 percent to $6.5 million, or
37 cents a share, from $7.5 mil-
lion, or 42 cents; sales dipped
4.2 percent to $157.3 million
from $164.2 million.

The off-pricer noted that,
during the quarter, it opened its
third store in Miami and its sec-
ond store in Detroit, bringing its
total to 43. Syms said the open-
ing of its third Boston store this

fall is on schedule.
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Retail’s slow summer
tests Syms’ fiber

Apparel discounter
stock gets socked as
earnings slip; stable
record an asset

BY ALICE LIPOWICZ

A slow summer has taken its toll
on Syms Corp., one of the original
apparel discounters to make a name
for itself in the New York area. But
the company and most experts be-
lieve that the conservatively man-
aged retailer haslittle toworryabout.

Sales in the second quarter that
ended Aug. 29 fell 6%, and profits
plunged to $1.2 million, or 7 cents a
share. That’s about half the profit of
last year’s second quarter. Investors
fled at the news, driving the stock
down 25% since the late-September
announcement to about $10.

Syms officials say a late Labor
Day pushed a large share of the
back-to-school season into the third
quarter. Without that calendar ef-
fect, the company says, sales from
June through August would have
fallen by a modest 2.4%.

Analysts agree that many retail-
ers found the summer of 1998 to be
quieter than most.

“Most stores had disappointing
sales, what with the late Labor Day,
hot weather, stock market turmoil
and Monica Lewinsky in the news,”
says Manhattan retail consultant
Walter Loeb. The cooler autumn
weather appears to be stimulating
more purchasing, he notes.

Others add that the fabric of the
financially conservative company
appears to be sturdy. Founder and
Chairman Sy Syms and daughter
Marcy run the show, and family
members own 52% of the stock.
Syms’touchstone is that it hasn’tlost
moneyinasingle quarter since 1959.
It has also seen sales and profits
grow in each of the past three years.

Conservative approach

“We feel that our balance sheet s
excellent. We do not have a lot of
debt, we're not highly leveraged and
we have a low expense structure,”
says Douglas C. Meyer, vice presi-
dent of marketing for the Secaucus,
N.J.-based company.

“Being conservative is a positive
thing right now,” observes Mr.
Loeb.

The company, which operates a

Gains At Syms
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flagship store on Park Avenue in
Manhattan, caters to career-minded
professionals; it carries many more
tailored clothes and suits in compar-
ison with other off-price stores, like
Filene’s Basement or Marshall’s.

However, in keeping with its
growth in dense urban locations like
Park Avenue, the retailer has ex-
panded its selection in the low-to-
midpriced range. For example,
Syms may offer casual khaki pants
for $20, marked down from $50, to
complement a more expensive ver-
sion of the pants for $40, marked
down from $90.

Variety in pricing

“We have a wide variety of price
points, everything from Pierre Car-
din suits to Ralph Lauren Purple
Label,” says Mr. Meyer. “You can
find hundreds of men’s suits in a size
40 regular.”

Syms, with 43 stores, is picking
up the pace of expansion. It added
two units last year and expects
shortly to open two stores in promi-
nent downtown locations: one in
Boston in November, the other in
Chicago next year. In all, the retail-
er plans 14 new stores by 2001.

For the current fiscal year, ana-
lysts estimate that earnings will fall
slightly to $1.14 per share from
$1.30 per share last year, with sales
expected to remain flat at about
$353 million.

Whether investors will take ad-
vantage of the bargain-bin price for
Syms stock is unclear. With the
Syms family in control of the com-
pany, the stock has never traded
higher than $18.50, which it hit two
months after going public at $15 in
the fall of 1983. W

Free trial of political fax

Crains New York Business is offering free two-week trial
subscriptions to the Insider, a daily fax covering government
and political issues of importance to business executives, lob-
byists and others interested in the inner workings of city and

state government.

It is written by Craink government reporter Phil Lentz,
with contributions from other Crains staffers and correspon-
dents in Albany and Washington.

The one-page fax arrives Tuesday through Friday by 8:30 a.m.
The yearly subscription is $225. For a free trial, fax your busi-
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begins on Nov. 3; the deadline for requests is Oct. 21.
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Senate Chair Seeks Compromise on Wool Tariff Bill

Tailored clothing makers battle textile producers on elimination of tariff on high-end wools

BY JOANNA RAMEY

WASHINGTON — The chairman of the Senate Finance Committee has asked his
staff to try to reach a compromise between domestic apparel and textile camps
over a bill that would eliminate tariffs on imported high-end wool fabrics.

Sen. William Roth (R., Del.) would like to tack the measure onto a pending
trade bill that calls for duty- and quota-free breaks for apparel produced in the
Caribbean Basin and sub-Saharan Africa,
according to Senate staffers. However, unless a
rift over the wool bill is settled, Roth is expected
to omit it and risk endangering the trade package,
which is tentatively slated for a Senate vote Oct.

Roth is pressing for a compromise at the
request of Sen. Patrick Moynihan (D., N.Y),
sponsor of the wool measure.

Fabric producers, including textile giant Burlington Industries, have already
rejected one proposal, submitted by the tailored clothing makers and the apparel
union UNITE. The apparel camp suggested duty breaks be limited to the amount
of high-end fabric imported in 1998, according to the manufacturers.

Making terms of negotiations even stickier is the ongoing dispute over whether
U.S. textile makers can meet the needs of domestic tailored clothing makers for
high-end wool. The apparel companies say they have no choice but to supplement
domestic sources with imports. Textile makers say they’ve got plenty of capacity
awaiting new orders. Furthermore, they complain the Moynihan bill isn’t directed
at just the ultra-fine woolens, but included a more medium grade that is readily
available.

The wool mills also would prefer any change in the tariff schedule be negoti-
ated at the World Trade Organization where a bilateral resolution could be
reached. Under a global tariff reduction already under way, U.S. wool fabric duties
are to be reduced to 25 percent by 2004 from the current 31 percent.

Roberto Modica, vice-president of operations at the Italian-owned Loro Piana

“If something can be worked out
between us and our customers, we
would be for it.”

o —LKarl Spilhaus, president,
Northern Textile Association

factory in Stafford Springs, Conn., said he is also concerned that a change in the
U.S. wool tariff schedule, in which higher-end grades are treated differently,
might confuse Customs inspectors. “To differentiate the two you need an electron
microscope” to examine fiber size, he said.

Karl Spilhaus, president, Northern Textile Association, representing about 80
percent of U.S. wool fabric producers, said there might be room for compromise in
Congress. However, he declined to say what terms
would be acceptable. “If something can be worked
out between us and our customers, we would be for
it,” Spilhaus said.

U.S. producers of tailored men’s high-end
apparel say the tariff issue is simply one of survival.
Their business has been battered by competition
from Canada, ever since the Canadian Government
lifted its import tariffs on wool in 1992. Manufac-
turers there use these imports in apparel shipped to the U.S. duty-free under
terms of the North American Free Trade Agreement.

Domestic producers say the Canadian’s duty-free edge on fabric has cost the
U.S. industry dearly in plant closings and contributed to the drop in tailored
clothing employment to 28,000 from 58,000 in the last five years. For two years
they’ve tried to push a wool tariff-break bill through Congress.

Recently, Duffy Hickey, chairman, Hickey-Freeman, Rochester, N.Y., a divi-
sion of Hartmarx Corp., recently paid a call on Senate offices with Spencer Hays,
chairman and owner of Oxxford Clothes, Chicago, along with seven UNITE mem-
bers. They made their pitch for the wool tariff bill and left behind a teddy bear
dressed in Hickey-Freeman-made gray pinstripe suits with red ties. The bear also
came with a tiny T-shirt emblazoned with a Canadian flag.

“We asked them who would they prefer dress the bear, the Canadians or
[American producers]?” said Hickey, who is also president of the Tailored
Clothing Association. “We wanted to make sure all of the senators were aware of
the problem we'’re facing.”

Syms Posts $3.5M Loss in 2d Qtr.

Poor sales and shaky Boston store launch hurt off-price retailer

SECAUCUS, N.J. — Hurt by poor sales and a lackluster launch of a new store in
Boston, Syms Corp. posted a $3.5 million loss in the second quarter ended Aug.
28.

In the year-ago period, the 47-unit off-pricer earned $1.2 million, or 7 cents a
share. Sales dipped 1.2 percent to $72.8 million from $73.6 million, and fell 8.4 per-
cent on a same-store basis.

In the half, Syms lost $2.7 million against earnings of $6.5 million, or 37 cents,
a year ago. Sales dipped 3 percent to $152.6 million from $157.8 million, with
same-store sales down 5.8 percent.

Antone Moreira, chief financial officer, said Syms “deliberately took an unusu-
ally high amount of markdowns in the second quarter in an effort to clean out

aged merchandise.” Syms also blamed the loss on below-plan sales at its new
downtown Boston store and a same-store decline.

“We are disappointed with our first six months performance,” said Marcy
Syms, chief executive officer. “Despite the lackluster results in the first half,
however, the company’s cash flow remains strong. Short-term debt at Aug. 28,
1999, was $4.9 million compared to $15 million at the end of the first six months
of last year and we have significant availability on our lines of eredit. This is a
result of reduced merchandise inventories of 14.1 percent on a comp-store
basis.”

She added that, based on sales trends, management expects net income “will
continue to fall below last year for the second half of the current fiscal year.”

Hampton Predicts 3d-Qtr. Loss Due to Hurricane Floyd

KINGSTON, N.C. — Hurricane Floyd hammered Hampton Industries Ine.’s third-
quarter results.

The maker of sportswear, activewear and sleepwear said shipping delays
caused by the bad weather will lead to a loss for the quarter ended Sept. 25, com-
pared to profit of $2.1 million, or 41 cents a share, a year earlier. Sales are expected
to be just below $50 million, compared with $60.5 million a year ago.

While the storm’s stay in eastern North Carolina caused only minor damage at
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its two distribution centers and its administrative offices, flooding kept employees
at home and disrupted trucking of finished goods, Hampton said. To try to meet its
October and full-year shipping goals, Hampton will ship merchandise from out-
side warehouses and offer employees incentive work schedules. The company said
it could not determine the yearend effects of the disruption.

Hampton shares lost 1/4 to close at 2 7/8 in over-the-counter trading Thursday.
The news was released after the market closed. Hampton makes its products
under brands including Nautica, Justin, Bugle Boy, Joe Boxer, Rawlings, Spalding
and Dickies.




Eighteen holes were the furthest
thing from Christine Padian’s mind.
A junior executive in ].P. Morgan
& Co.s human resources depart-
ment, Ms. Padian had just spent an

Merrill Lynch &Co.

But hours after she submitted
her resignation, Morgan was trying
to get her to change her mind. Ms.

See GOLDEN o7 Page 65

Daniel M. é}rauman, an indepefl—
dent health care consultant based in
Bala Cynwyd, Pa.

No one expected that merging
two hospitals into a $1.5 billion be-

Cardiology, where consolidation

could eliminate some weak areas.
“Dr. Skinner still has enough
personal power and respect, but he
See SERIOUS ILLNESS o7 Page 62

Syms off-price formula wears thin

Longtime moneymaker showing losses,
others struggle amid Wearhouse invasion

BY CATHERINE CURAN

For four decades, men’s off-price
apparel retailer Syms Corp. has
made money, thanks to a no-frills
formula for selling discounted de-
signer threads.

No longer. Syms reported a loss

of $3.5 million for the second quar-
ter, ended Aug. 28, and said the out-
look for the rest of the year isn’t any
brighter.

Syms is not the only company
facing an uphill fight in men’s off-
price retailing.

Today’s Man, having emerged
from one brush with bankruptcy, is
overhauling its strategy, while Moe
Ginsburg, a New York institution,
abandons its emphasis on lower-
priced goods for designer names

See SYMS on Page 64
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Brown, Widmer field questions

Fan Club lunch, Oct. 26

Star running back Gary Brown and linebacker Corey Widmer
will headline the next Crain’s Giants Fan Club luncheon on
Tuesday, Oct. 26.

Each luncheon features key players from this year’s team or
former stars discussing the previous game, analyzing oppo-
nents and answering questions. The series is co-sponsored by
Sprint PCS and Chase Manhattan Bank. Also involved is the MSG
Network, which provides a host for the luncheons.

The lunch will be at the Hilton on 53rd Street and Sixth
Avenue. Cocktails are at 11:45 a.m., followed by lunch at 12:15
p-m. The other luncheons will be held Nov. 9 and Nov. 23.
Individual seats for each event are $60, and corporate tables
for 10 are $600. Call Evelyn Ioselev at (212) 210-078s.

Syms off-price formula is wearing thin

Continued from Page One
with upscale cachet.

“All off-pricers have a tremen-
dous amount of competition now,”
says Allan Ellinger, senior manag-
ing director at MMG, an apparel
consulting firm. “You have to have a
reason to exist, and finding those
reasons is becoming more and more
difficult.”

Causing much of the turmoil is
Men’s Wearhouse, the Houston-
based company that entered New
York just over a year ago and will
have 23 stores in the metropolitan
area by the end of the year. In Man-
hattan,alarge store on Madison Av-
enue is thriving, and two more will

open in December—one in Chelsea
and one on Broadway, only a short
distance from Syms’ Trinity Place
store.

“We've enjoyed success in Man-
hattan,” says Tom Jennings, vice
president of real estate at Men’s
Wearhouse, adding that the firm is
also scouting in Brooklyn and

Queens.
Fewer suits sold

Men’s Wearhouse is a standout at
a time when men are buying fewer
suits and have more places to buy
them. According to Long Island-
based market research firm NPD
Group, sales of men’s suits peaked at
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$5 billion in 1994.

But despite a same-store sales
decline of about 6%, Syms sees no
reason to change the strategy that
has served it well for so long.

Doug Meyer, senior vice presi-
dent of marketing, says the Secau-
cus, N.J.-based company is tinker-
ing with its merchandise mix, but
isn't shifting away from men’s suits,
which account for 60% of sales. He
adds that sales are strong at Syms’
Park Avenue location, one of two in
Manhattan.

“We're kind of biting the bullet,”
says Mr. Meyer. “Men will always
want suits.”

Syms’ strength is its balance
sheet, which has virtually no long-
term debt. Shareholder Thomas
Graham Kahn, president of Kahn
Brothers & Co., says he has confi-
dence in the company because of its
track record, and the fact that the
Syms family owns about 60% of the
shares outstanding.

Today’s Man, which has 12
stores in the area, is reinventing it-
self to compete. It, too, began by
selling discounted designer threads,
but overexpansion caused it to file
for Chapter 11 in 1996.

Since emerging from bankrupt-
cy last year, Today’s Man has shift-
ed its merchandise assortment to
carry only its own label.

Chief Executive David Feld ex-
pects the branding strategy will pay
off in the long term. Mr. Feld says
the Morristown, N.]J.-based com-
pany can make a better margin by
cutting out the middleman and
standing out from the off-price
crowd.

“We want to move away from the
pack selling other people’s left-

overs,” he says.

Today’s Man a loser

Nevertheless, the company lost
$961,400 in its second quarter,
ended July 31, compared with a
profit of $695,500 in the year-ear-
lier period.

Menswear retailer Moe Gins-
burg, with one New York store, is
another family-run operation that
made its name in the off-price mar-
ket. But its third-generation presi-
dent, Paul Ginsburg, is now trading
up. He has increased the percentage
of European designer merchandise,
added a new selling floor to its Fifth
Avenue store and improved cus-
tomer service.

Mr. Ginsburg says he realized
several years ago that the off-price
world was too competitive, and that
the same old business model wasn’t
enough.

“People are buying fewer suits
but better quality,” says Mr. Gins-
burg. “We want to be the next great
store since Barneys vacated down-
town.”

Syms’ slogan says educated con-
sumers are its best customers, but
these days consumers are savvier
than ever—and more demanding.

“There’s no question that Men’s
Wearhouse has come into the New
York market with a tremendously
compelling selling proposition,”
says retail consultant Arnold Aron-
son, managing director of retail
strategies at Kurt Salmon Associ-
ates. “They have value, service and
assortment.” ll
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Syms Profits Freefall 87 Percent in Year

SECAUCUS, N.J. — The woes continue for Syms Corp.

On Thursday, the New Jersey-based off-price chain reported that net income
plummeted 87 percent to $2.2 million, or 14 cents a share, versus $17.4 million, or
$1, for the 52 weeks ended Feb. 26, 2000.

In the fourth quarter, net income dropped 54 percent to $2.1 million or 13 cents
a share from $4.6 million or 27 cents in the same period last year.

Same-store sales for the year declined 5.9 percent, and total sales for the year
fell 0.7 percent to $341.6 million from $343.9 million last year. In the fourth quarter,
same-store sales were down 1.7 percent and overall sales rose 2.5 percent to $93.4
million from $91.1 million last year.

Gross margins for the 48-unit chain decreased from 39.5 percent to 37.7 per-
cent for the year due to markdowns intentionally taken in the second quarter to
reduce aging inventory, the company said.
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Small Business: Driving Force in the Economy

By David S. Slackman

Small businesses actively contribute to
the economic vitality of Manhattan’s
neighborhoods, and they help shape each
community’s quality of life, success and
uniqueness.

From New York City’s earliest days to the
opening of the 2 1st century, self-confident
and self-reliant individuals and their loyal
employees have run
small businesses that
serve and support local
communities and pro-
vide a special brand of
customer-focused  ser-
vice. By helping to shape
a neighborhood’s fabric,
character and identity,
often these small, inde-
pendent enterprises grew
rapidly, stayed in busi-
ness and succeeded.

Each of the winners and
all of the nominees
share a common
characteristic: an
unrelenting focus on
providing superior
customer service, day
in and day out.

ing skyscrapers, multi-national corpora-
tions, the New York Stock Exchange, Broad-
way, the United Nations and many other
world-renowned organizations, more than
60 percent of the city’s workforce is
employed by companies with fewer than
100 employees.

These firms cover many professions,
industries and business categories, from
neighborhood retailers to professional service
firms, lodging and hospi-
tality, publishing, media
and entertainment. These
small businesses continue
to succeed because they are
dynamic, fast-paced, com-
petitive and focused to pro-
vide outstanding customer
service, great value and a
unique variety of products
and services.

Commerce Bank and
Manhattan Media LLC

Many small businesses
are family enterprises. From generation to
generation, sons, daughters, grandchildren,
uncles or cousins continue to bring new
energy, ideas and creativity to the business.
A number of the city’s major banks, insur-
ance companies, financial service firms and
retailers trace their corporate roots back to
small, family businesses, storefronts or sin-
gle offices, and now those organizations
have operations throughout the United
States and around the world.

While Manhattan is known for its tower-

Team Commerce Bank.

recently asked the people
of Manhattan to cast their votes for the
“Best of the Best Small Business” in Man-
hattan. Scores of businesses were nominat-
ed. Each of these businesses stands out
from the pack because it has created a spe-
cial bond with its customers. The owners
and their employees consistently go out of
their way to help make the neighborhoods
they serve better, more exciting or more
enjoyable places to live, work or visit. In
short they share the commitment to pro-
viding unsurpassed service that has been

Marcy Syms, CEO of Syms, making a presen-
tation at the 2002 Small Business Awards.

Mama’' Mexico owner Juan Rojas Cam-
pos and the CEO and president of Man-
‘hattan Media LLC, Tom Alion.

David S. Slackman, Manhattan market president of Commerce Bank,
with Catherime Crier of Court TV's “Catherine Crier Live.”

relentlessly upheld by Commerce since our
inception nearly 30 years ago.

Each of the winners and all of the nomi-
nees share a common characteristic: an
unrelenting focus on providing superior
customer service, day in and day out.

A thriving small business requires a total
immersion by the owner and a core group of
outstanding employees. They make a 24-
hours-a-day, seven-days-a-week commit-
ment that includes time in the
office, on a selling floor, in
client meetings and in many
more activities. Small business
executives also spend time in
their communities ‘working
with service organizations,
schools or neighborhood
groups. On weekends time is
spent building new business
relationships, networking or
entertaining clients.

Each of these
businesses
stands out from
the pack because
it has created a
special bond with
its customers.

customer service.

These companies are taking action to
prepare their firms for the coming econom-
ic recovery. Small business owners constant-
ly look for opportunities to increase and
expand their operations. Some of our cus-
tomers actively explore new ventures in
lower Manhattan below 14th Street and in
the Financial District, a section of our city
that is still struggling to recover from Sep-
tember 11, 2001.

New York City is a gigantic,
ever-changing and continuously
evolving market. Innovative
business people always find
ways to uncover market niches,
expand into emerging neigh-
borhoods, re-create their cur-
rent business or establish whole
new market categories. Fast
paced, trend-setting New York-
ers are always eager to embrace

Even the most dynamic,
rapid-growth small businesses have faced
the hard economic realities of 2002. Man-
agers and officers at Commerce Bank’s 10
stores in Manhattan have heard from a wide
variety of small business customers that
sales revenues are down by as much as 20
percent this year. Surprisingly, many of
these firms also report that while sales are
off, profits are holding steady. Companies
have responded to the turndown and modi-
fied their methods and procedures, stream-
lined operations and carefully monitored
expenses and overhead while enhancing

Gracie Laundry owner John
Martins speaks after receiving
his 2002 Small Business
Award while presenter Robert
Walsh, commissioner of the
New York City Department of
Business Services, listens.

Cristyne Lategano-Nicholas, CEO and president of
NYC & Company, with Robert Walsh, commissioner of
the city’s Department of Small Business Services.

Keith J. Pilkington, vice president of marketing at
Commerce Bank, Tom Allon, CEO and president of
Manhattan Media LLC, Diane Straus Tucker, group
publisher of Manhattan Media, NYC & Company’s
Cristyne Lategano-Nicholas, and Commerce Bank's
David S. Slackman.

the new, the unique and “what’s
hot.” Many small businesses in the city have the
incredible ability to quickly recognize such
trends and respond. That response enables the
majority of small businesses to evolve, thrive
and continue their focus on the time-honored
traditions of listening to their customers, antic-
ipating their needs and providing outstanding
customer service. =

David S. Slackman, who served as a judge for
the 2002 Small Business Awards, is Manhat-
tan Market president of Cdinmerce Bank,
sponsor of the awards.
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Weekly Stock Index '

Financial
52-Week
High Low PE
Department Stores
419 1.69  Bon-Ton Stores 5.8
20.81 9.44  Dillard Dept. 14.8
53.88 21.00  Federated -
7.25 394  Gottschalk's 13.1
2250 8.63  J.C.Penney -
70.13 34.06  Kohl's Dept. Store 72.9
38.31 1919  May Dept. Stores 14.9
1619 7.63  Saks 115
4350 2525  Sears 8.0
39.19 21.63  Target 26.8
Discounters
30.25 0.44  Ames Dept. Stores 3.3
2450 14.25  Family Dollar 19.6
1044 475  Kmart 20.6
68.94 41.44  Wal-Mart 404
Off-Price Retailers
1425 0.38  Bluefly -
19.50 9.69  Burlington Coat 115
30.42 13.56  Dress Barn 13.2
2431 12.00  Ross Stores 10.8
6.13 3.31 Syms 448
3150 13.94 TJKX 16.2
17.06 4.25  Value City -
Apparel Specialty Stores
4488 15.00  Ann Taylor 12.7
8.00 4.63  Charming Shoppes  11.8
53.75 1850  The Gap 24.2
27.88 14.44  The Limited 144
39.63 19.38  Neiman Marcus Group 12.0
3450 1413  Nordstrom 18.9
950 3.03  Spiegel 5.2
54.00 1413  Talbots 33:3
16.75 5.00  Venator 233
Apparel Manufacturers
9.38 4.25  Donna Karan 15.0
750 294 G-l 3.4
29.38 20.13  Garan T2
12150 72.94  Gucci 25.6
33.00 350  Guess 43
37.44 2013  Jones Apparel 167
2325 13.75  Kellwood 67.2
48.31 30.94 Liz Claiborne 12.7
1713 7.75  McNaughton Apparel 3.8
2250 13.75  Oxford i)
13.88 5.81 Phillips-Van Heusen ~ 12.1
25.00 12.75  Polo Ralph Lauren 85:3
2294 1213  Russell Corp. 105.0
10.19 2.06  Tarrant Apparel 13.9
2175 7631 Tommy Hilfiger 8.7
2450 10.13  Tropical Sportswear 6.1
36.90 20.94  VF Corp. 11.9
1444 125  Warnaco -
Textile Mills
5.25 1.13  Burlington -
763 225  Cone Mils -
400 094  Delta Woodside 2.8
475 163  Galey & Lord 8.6
9.75 1.00  Guilford Mills -
1531 7.00  Unifi 14.2
Cosmetics
49.75 2525  Avon 24.7
55.88 33.75  Estée Lauder 319
1169 3.50  Revlon -
Accessories
26.75 1050  Fossil 9.0
2450 756  Movado 19.6

Sales
(00’s)

1426
27696
139340
214
60594
140374
113008
16783
74733
300801

28202
49392
244684
523294

1408
6126
5482
A4777
475
70152
1691

48068
12671
385073
145916
6620
29236
4614
24221
47577

2244
134
13
8294
3577
45366
3772
22796
998
544
4950
14290
4064
1901
20804
933
13730
9071

3604
532
1769
151
2033
6002

62287
43290
2468

4985
1110

Last

2.50
13.50
38.00

438
11.69
64.75
34.44
10.44
35.74
34.69

2.47
19.63
6.50
53.94

0.63
19.00
29.00
19.13

5.25
28.38

5.44

26.44

6.06
27.50
15.63
35.94
18.88

5.28
48.94
14.63

8.88
5.88
23.88
86.25
5.13
34.75
21.13
42.31
12.50
16.69
11:56
24.44
156.75
3.63
9.81
14.00
35.56
2.00

1.63

44.50
40.44
6.00

15.63
15.13

Amt

Change
-0.22
1.69
3.00
0.25
0.81
375
1.69
0.44
0.99
2.44

1.03
-1.81
119
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1.50
0.06
2.00
-1.44
0.38
0.69
0.97
3.31
-0.88

-0.13
0.00
0.50

-2.25

-0.19
2.56
0.00
0.69
1.88
1.44

-1.44
2.13
0.31
0.00
0.00
0.13

-0.68
0.31

0.06

0.06

-3.38
1.04

Family Dollar Net Up 13.3%

NEW YORK — New stores gave
Family Dollar Stores Inc. a shot
in the arm in its first quarter, ac-
counting for about two-thirds of
a 14.9 percent increase in rev-
enues and contributing to a 13.3
percent rise in net income.

Net income for the quarter
ended Nov. 25 was $41.5 million,
or 24 cents a share, compared to
$36.6 million, or 21 cents a share,
during the year-ago period.

Sales for the quarter in-
creased to $820.1 million com-
pared to year-ago sales of $713.5
million. The average transaction
price increased 2.5 percent
compared to the 1999 period.
Comps for the quarter rose 4.6
percent and fell 0.5 percent in
December after a reduction in
space for hanging apparel and
an emphasis on hard goods.

With hardline sales up 9.1 per-
cent in stores in operation at least
a year, the increase in comps for
the quarter was achieved despite
a decrease in softline sales of 6.7
percent. As reported, the compa-

ny during the fourth quarter re-
duced space allocated to hanging
apparel by 15 to 20 percent and
introduced more hardline con-
sumables in departments such as
household chemicals, paper
products and food.

Howard Levine, president and
chief executive, noted in a state-
ment that the improved results
were a product of the company’s
merchandising initiatives. The
company completed its merchan-
dising changes in October, mid-
way through the quarter, and was
able to more than compensate for
the program’s costs with savings
from the discontinuation of an
advertising circular.

Family Dollar also reported
that same-store sales for the five-
week period ended Dec. 30
dropped 0.5 percent as softlines
fell 9.5 percent and hardlines
moved ahead 2.5 percent. The av-
erage transaction price gained 2.5
percent from year-ago levels.

Levine noted that, while
overall sales improved, sales in

stores open more than a year
were below expectations.
“Severe winter weather was re-
sponsible for a portion of the
shortfall in existing store sales,”
he said. “With the economy also
slowing, sales of seasonal mer-
chandise in departments such
as trim-a-tree, toys and hanging
apparel were below plan.”

He added that the company
faced tough comparisons with
last year’s sales, which were driv-
en by the greatly anticipated, but
ultimately nonexistent, Y2K bug.

Levine stressed the impor-
tance of the firm’s merchandise
changes in insulating it against
a cool retail season that looks
like it will last beyond winter.

“With Family Dollar’s mer-
chandising mix continuing to
shift to more low-priced basic
merchandise to meet the needs
of value-conscious consumers,
we believe the company is well
positioned even in a slowing
economy to continue its prof-
itable growth,” he said.

Syms Losses Hit $7.7 Million

NEW YORK — Nearly $13 mil-
lion in store closing costs
spelled the difference between
black and red ink for Syms
Corp.’s third quarter.

For the 13 weeks ended Now.
25, Syms had a net loss of $7.7
million, or 48 cents a share, com-
pared to net income of $2.8 mil-
lion, or 17 cents, in the year-ago
period. The loss includes $12.9
million in charges associated
with the closure of its downtown
Boston store and the termination
of leases in four other locations.

Without the charge, Syms
would have earned 1 cent a
share in the quarter.

Sales declined 1.4 percent, to
$94.3 million from $95.6 million in

the 1999 quarter. On a same-store
basis, sales declined 0.7 percent.

In addition to the downtown
Boston location, which closed
on Oct. 29, Syms will close a unit
in Gurnee, Ill., at the end of
January. The three other loca-
tions to be shuttered weren’t
disclosed by the company.

“We removed a serious obsta-
cle to profitability,” Marcy Syms,
chief executive, said of the clo-
sures in a statement. “The ac-
tion taken will reduce expenses,
improve efficiencies and in-
crease our ability to be more
competitive going forward.”

Sy Syms, chairman, noted that
the company finished 2000 on
two consecutive positive notes,

registering same-store sales
growth of 8 percent in November
and, in the current fourth quar-
ter, 4.5 percent in December.

For the nine months, losses
at Syms totaled $10.5 million, or
66 cents a share, versus net in-
come of $105,000 in the first
nine months of 1999. Without
the store- closing charge, the
loss for the nine months would
have been 17 cents a share.

Sales for the nine months
reached $250.1 million, 0.7 per-
cent above last year’s $248.2 mil-
lion, but 0.9 percent below the
comparable 1999 period on a
comp-store basis.

Syms currently operates 46
off-price apparel stores.

WwbStock Market Index for Week Ending January 5
Apparel Mfg.: 148.95| | Retailers: 274.25 Textiles: 17.74
222 1.79 0.45
Department Stores 199.52 11.96
Off-Pricers 244.58 8.36
Discounters 361.60 5:78
Specialty Stores 158.23 5.56
Index base of 100 is keyed to closing prices of Dec. 31, 1993.

Biggest Percentage Changes
For Week Ending January 5
Gainers ose Change
Ames Dept. Stores 2.47 71.74
Guilford Mills 213 30.77
Spiegel 5.28 22.46
Kmart 6.50 22.35
Revion 6.00 20.97
Losers Close Change
Phillips-Van Heusen11.56  -11.06
Family Dollar 19.63 -8.45
The Limited bl -8.42
Bon-Ton Stores 2.50 -8.05
Estée Lauder 40.44 -7.70
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SIZING UP SMALL CAPS

Hard Sell

BY RHONDA BRAMMER e What in the world has happened to Syms? And we don’t mean the
stores. No, the stores look pretty much like they always did — at least judging by the Syms around

the corner at Trinity Place, just down the street from the American Stock Exchange. We found

on the first floor, much to our relief, the same rack after

cheek-by-jowl in one huge room whose
walls are still painted black, and up-
stairs, a few women quietly drifted
through the racks of coats, while oth-
ers spiritedly dug into piles of cash-
mere sweaters. :

And yes, the merchandise was all
brand-name, all marked with Syms
“discounted” price. And while the am-
biance isn’t Barney’s, neither are the
prices. The clerks are friendly,.in itself
a charming anachronism these days,
and when they answer the phone — we
hung around the checkout counter just
to make sure .— they still cheerfully
“chirp out the old Syms slogan: “An ed-
ucated consumer is our best customer.”

So the stores and the kind of stuff
they peddle and the lure of name-
brands at knock-down prices are not
perceptibly different from what they
were a year or five years ago. But what
has changed — and dramatically — is
the price of Syms stock: it’s $4.38, down
from almost $16 a couple of years ago.

And in our opening query, we really
were asking, what in the world has
happened to Syms’ stock?

Actually, this very question was
posed to us recently by a reader, but
before we could reply with something
along the lines of discount-retailing-is-
an-incredibly-crummy-cutthroat-busi-
ness, it became clear that the gentle
caller’s question was a rhetorical one,
that he owned the stock, thought it
dirt- cheap and hoped we would, too.

Well, he sounded like a sharp-eyed,
sensible type, so we ordered up a set of
financials. We're always, after all, on
the lookout for unappreciated situa-
tions. And while we’d more or less lost

track of Syms, it was a familiar name

and a company that once had a bit of a
following among savvy Street folk.
And frankly, we were more than a
tad curious to discover the reasons for
the decline and fall of one of the hot
new issues of 1983, an IPO that was
immediately listed on the New York
Stock Exchange. Our interest was fur-
ther piqued by a vague recollection
that Marcy Syms, the company’s pres-
ident, had written a book awhile back
that, further research disclosed, was
engagingly entitled: Mind Your Own
Business: And Keep It in the Famaily.
Marcy Syms’ father, Sy Syms — be-
fore founding the company — ran a re-
tail outlet with his brother George un-

der the family name Merns. When, as

SYM (NYSE)
Weekly Close

brothers are wont to do, the two had a
falling out, Sy split, started his own
store and called it Sy Merns. That,
however, failed to quell the fraternal
strife. His brother sued, so Sy changed
not only the name of his store to Syms,
but took it as his own name as well.
“Syms,” incidentally, is a rather clever
concoction that combined “Sy” with
the first and last letters of “Merns.”

Family lore is relevant, in a way,
since anyone buying Syms stock is, in
effect, signing on as a member (a ju-
nior member, to be sure) of the family:
T4-year-old Sy Syms, chairman of the
board, owns 39% of the company, ac-
cording to a June proxy. And Chief Ex-
ecutive Marcy Syms, 49, owns another
10%.

They, at least, think the stock is
cheap.

On October 16, Syms management
authorized the repurchase of 15% of its
shares outstanding.

Worth noting, too, is that last fiscal
year, ended February, the company re-
purchased 11% of its outstanding stock
for $17.7 million. That worked out to
$9.18 a share — or roughly five bucks
above the current price.

For that matter, in September 1995,
the Syms family tried to take the com-
pany private by offering $8.75 a share
for all the stock they didn’t own. Some
institutional investors complained the
price was too low; the offer was subse-
quently withdrawn.

As the current depressed state of
the stock suggests, Syms’ business isn’t
exactly booming. Apparel stocks, in
general, are in the tank, reflecting the
preference among consumers at the
moment for gadgets and computers

rack of men’s suits, hanging

over clothes. Competition among dis-
counters is brutal. So what else is new?

And what with casual Friday mor-
phing into casual Thursday into casual
Wednesday, dress clothes are not in
heavy demand. This gathering trend —
which equates the cool look with attire
that not so long ago would have been
grounds for getting canned — has hit
men’s suits and tailored clothes espe-
cially hard. And that, alas, is Syms’
core business, chipping in some 54% of
sales in fiscal 2000.

Women’s dresses, suits and sepa-
rates accounted for a further 30% of
revenue, with shoes, kids’ stuff, lug-
gage and the like contributing the rest.

In the first fiscal half, ended in Au-
gust, on 2% higher sales, Syms lost
$2.8 million, or 18 cents a share, com-
pared with a loss of $2.7 million, or 16
cents, in the year-earlier span.

Even before earnings headed south
three years ago, the company had been
making progress slowly. From fiscal
’91 through ’98, revenues advanced on
average a meager 2% a year, while
earnings climbed at an average annual
compounded rate of 7%.

Okay. But contrary to the woebe-
gone action of the stock, Syms is not a
symonym for disaster. For openers,
the trend in same-store sales over the
past six quarters — though still
slightly negative — is undeniably en-
couraging. They were down 10.6% in
the first quarter of fiscal 2000, 5.8% in
the second, 5.4% in the third, 1.7% in
the fourth, 1.8% in the first quarter of
fiscal 2001 and 0.1% in the second.

What’s more, in the seasonally weak
second quarter of fiscal 2001, Syms’
loss narrowed — to 19 cents a share,
from 21 cents a year earlier.

Will the firm turn a profit for the
year?

Yes, if you exclude one-time
charges. That’s what Marcy Syms told
us late Friday when we chatted with
her by phone. In fact, without nonre-
curring items, she reckoned profits
would top last fiscal year’s 14 cents a
share.

But the cost of terminating a lease
and closing a store in Boston will likely
mean a third-quarter charge to the
tune of $10.5 million, or about 40 cents
a share after taxes.

The store — a mistake, she readily
admitted — had been losing close to $3
million a year. “In 41 years,” she

sighed, “we’ve never had an experi-
ence like this, something that was he-
morrhaging like this.”

So though business may not be set-
ting the world on fire, Syms is clearly
very much alive and kicking — and
seems, moreover, poised to enjoy a
gradual recovery in earnings.

Which is not the message signaled
by the lowly price of the stock, obvi-
ously. At $4.38 a share, Syms is being
accorded a stock-market value of $70
million — or a mere 20% of sales. Not
long ago — in fiscal '98, to be precise —
this company earned $23 million, or
$1.29 a share.

Could Syms ever earn that much
again?

“Gee, that’s not so long ago,” she
laughs. “Of course!” Management just
took its eye off the ball, she insists,
mentioning again the Boston store.
“And maybe we fell in love a little bit
with some of our brand names, and did-
n’t mark them down fast enough.” But
the underlying business, she stresses,
remains a good one.

Syms’ book value is almost $16 a
share and there’s no debt. Even if you

write down all the merchandise inven- .

tory to zero — yes, zippo — book at $7
a share is still sharply higher than the
going price of the stock.

And then there’s the real estate.

Since 1959, when Sy Syms opened
the first store in New York City, the
chain has grown to 48 outlets. Of those,
23 stores are owned, including the one
in the heart of the financial district in
Manhattan.

Other stores that Syms owns — and
ones that it purchased before Decem-
ber 1994 — include outlets in Fort
Lauderdale, Miami . and Tampa,
Florida; Dallas and Houston, Texas;
Fairfield, Connecticut; Westbury,
Commack, Buffalo and Rochester, New
York, and Secaucus, Paramus and
Cherry Hill, New Jersey.

The multimillion-dollar question, of
course, is this: What’s the land, which
is carried on the balance sheet at $40
million, or $2.56 a share, actually
worth?

“I can tell you what it’s worth,” vol-
unteers Syms. “It’s worth $160 million,
or $10 a share.”

Syms says management has contem-
plated another try at going private.
Her only reservation is that such a
move would mean borrowing and Syms
has always been firmly averse to debt.

With real estate that management
pegs as worth $10 a share — along with
its reassuring financials and manifest
viability — Syms strikes us as one of
the more compelling speculations
around. m
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Jimmy Jazz Owner Buys Into SND Underground

lzzy Steinberg out, Jimmy Khezrie in as Robert Shapiro’s partner

BY ELENA ROMERO

NEW YORK — Jimmy Khezrie, owner of the 36-unit Jimmy
Jazz young men’s chain, has purchased a 50 percent
interest in SND Underground, a direct competitor.

SND, an eight-unit chain based in Brooklyn, N.Y., was
founded in the 1980s by Robert Shapiro and Izzy Stein-
berg. Khezrie bought out the stake of Steinberg, who will
retain, and rename, an SND store in Far Rockaway, N.Y.

Steinberg and Shapiro formed their partnership when
Shapiro, a salesman for Cotler, saw a void in the market
for young men’s stores in urban areas.

Calling it a “happy divorce,” Shapiro said the parting
with Steinberg was amicable. “We talk more now more
than we did when we were partners. We had a different
philosophy. Izzy decided he wanted [the chain] smaller
and we were not on the same page.”

Steinberg could not be reached for comment.

SND had created its niche by bringing upscale brands
to the inner city. The chain competed with Jimmy Jazz and <
other urban specialty stores, including Dr. Jay’s. With units in Manhattan, Queens
and Brooklyn, SND carries a wide assortment of brands including Versace, D&G,
Fendi, Ferre, Guess, Girbaud, Ecko, Sean John, Phat Farm and Enyce for both
men and women.

“I see [the SND stores] having a lot of growth potential,” Khezrie told DNR

Brusone Tops List to Head Donna Karan

NEW YORK — The deal’s not even completed yet, and already there’s speculation
on who might run Donna Karan International once LVMH Moét Hennessy
Louis Vuitton takes over.

Although there’s been no official word, sources say it’s highly unlikely that
John Idol, CEO of Karan, will remain in his job.

Among the main contenders for the top Karan post are Giuseppe Brusone,
former managing director of Giorgio Armani; Gabriella Forte, CEO of
Ibeauty.com and former president and chief operating officer of Calvin Klein
Inc., and Stephen L. Ruzow, chairman and CEO of Pegasus Apparel Group and
a previous president and chief operating officer of Donna Karan International.
Another name that has been cited is Denise Seegal, former president of Liz Clai-
borne Inc.

Brusone, Seegal and Forte couldn’t be reached for comment Friday, and
Ruzow had no comment.

As reported, LVMH has agreed to buy Gabrielle Studios, the privately held
licensor of the Donna Karan and DKNY trademarks, owned by Donna Karan
and her husband, Stephan Weiss, for $450 million, and also made a proposal to
acquire Donna Karan International for $195 million.

While there’s no timetable on when a changeover in management would
occur, the agreement to buy DKI has certain financial incentives if the deal is
completed within six months.

Brusone, who appears to be heading the list, resides in Milan and is a good
friend of Karan’s, as well as Bernard Arnault, chairman of LVMH.

During Brusone’s 14-year tenure at Armani, he served as the designer’s
“right hand” and helped extend Armani’s reach beyond Europe and America to
a global level. A low-key executive, Brusone joined Armani from Cidat, the divi-
sion of GF'T SpA that once produced Valentino’s women’s collection. Before that,

SND Underground
becomes part of
Jimmy Khezrie’s
retail franchisef.

Edison Bros.

Khezrie was a 33.6 percent investor in Coda Acquisition Group Ine., which
acquired the 283-unit Coda chain for $10.3 million. However, less than four months
after the purchase Khezrie and partner Stuart Feldman of Chelsea Capital moved
to liquidate.

¢ on Friday. “I am very happy with its brand selection and merchan-
, ‘ dising. What I want to bring to the store is a better operating
| system and infrastructure.”

Khezrie said there is no plan to convert the SND stores into
Jimmy Jazz units. “It will continue under the SND Underground
~ name,” he said. “There’s enough business to warrant both chains.

~ We will bring in my management expertise and help grow the
chain.” Additional units may be added as early as September, he
said.

To distinguish between the chains, Khezrie said, “we will keep
SND more high-end with more select branded merchandise.”

Thirteen years ago Khezrie made the transition from real
estate to retail after realizing the need for young men’s shops in the
New York area. His Jimmy Jazz operation has now grown to 36
stores, including three children’s stores. Khezrie also owns the six
women’s stores called Mony.

For the past year Khezrie had been attempting to expand his
business. He added stores in Harlem and began a move into malls
in the New York area. At the same time he made an attempt to go
national with the acquisition of the Coda chain from the bankrupt

he worked at the Italian fashion house Basile

Idol has been CEO of Karan since July 1997, prior to which he was group
president of licensing at Polo Ralph Lauren. He was unavailable for comment
Friday. According to Idol’s contract, which expires on June 30, 2002, if there’s a
change of control or a merger of the company that results in his termination, he
is entitled to three times his base salary, plus three times his total bonus com-
pensation (performance and incentive) for the immediately preceding fiscal year.
That could amount, to a payout of $10.8 million. —LISALOCKW0OD

Store-Closing Costs Push Syms Into Red

NEW YORK — Nearly $13 million in store-closing costs spelled the difference
between black and red ink for Syms Corp. in the third quarter.

For the 13 weeks ended Nov. 25, Syms had a net loss of $7.7 million, or 48 cents a
share, compared to net income of $2.8 million, or 17 cents, in the year-ago period.
Theloss includes $12.9 million in charges associated with the closure of its downtown
Boston store and the termination of leases in four other locations.

Without the charge, Syms would have earned 1 cent a share in the quarter.

Sales declined 1.4 percent to $94.3 million from $95.6 million in the 1999
quarter. On a same-store basis, sales declined 0.7 percent.

In addition to the downtown Boston location, which closed on Oct. 29, Syms
will close a unit in Gurnee, I11., at the end of January. The three other locations to
be shuttered weren't disclosed by the company.

“We removed a serious obstacle to profitability,” Marcy Syms, chief executive,
said of the closures in a statement. “The action taken will reduce expenses, improve
efficiencies and increase our ability to be more competitive going forward.”

Sy Syms, chairman, noted that the company finished 2000 on two consecu-
tive positive notes, registering same-store sales growth of 8 percent in
November and, in the current fourth quarter, 4.5 percent in December.

ON THE COVER: TOMMY HILFIGER’s cotton/nylon toggle-closure duffel coat, cotton corduroy jacket and cotton shirt. Styled by WENDELL BROWN/
Photos by DAVID TURNER/Grooming by KAREN ANGUS/Model: KEITH KELLER (NMK)
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Burton’s Spinning Off Debenhams
LONDON — The Burton Group ple, one of the
U.K.’s largest retailers, plans to spin-off its
Debenhams department store chain into a sepa-
rately listed company early next year. Burton’s
announcement follows similar moves by Har-
rods, Dickson Concepts and Sears ple, all of
which have spun-off department store busi-
nesses into companies with their own listings on
the London Stock Exchange.

Burton’s move will result in two companies
with separate listings — Debenhams, which
operates 92 department stores, 25 shops-in-
stores and the mail order companies Innova-
tions and McCord; and Burton’s specialty
chains, which include Burton Menswear, Top
Shop and Principles in men’s wear and Dorothy
Perkins, Top Shop and Evans in women’s wear:

—JAMES FALLON

Syms Profits Jump 38%

SEACAUCUS, N.J. — Highlighting a “superior
gross margin performance,” Syms Corp. said
first-quarter earnings jumped 38.3 percent to
$4.7 million, or 26 cents a share, from $3.4 mil-
lion, or 19 cents a share, a year ago. Sales for the
three months ended May 31 inched ahead 2.7
percent to $85.6 million from $83.4 million.
Same-store sales dropped 8.4 percent. Gross
margins improved to 39.9 percent of sales from
36.5 percent last year, Antone F. Moreira, CFO,
said.

Marcy Syms, president, said in a statement
that the chain’s expansion plan of opening 19
new stores by year-end 2001 is already
underway, with a second Atlanta-area location
slated for opening in Marietta, Ga., this fall. The
company is also on schedule to move its
Rockville, Md. store from aleased unit to a com-
pany-owned site in the same shopping district,
Syms said. The company operates 40 off-price
apparel stores.

Obituary
Stanley Bloomberg, 70, Slacks Executive

NEW YORK — A memorial service will be held
for Stanley L. Bloomberg, 70, executive vice-
president and a principal of Glen Oaks Indus-
tries, on Thursday, July 10 at 11 a.m. at Temple
Emanu-El here. Bloomberg died July Monday
after a long illness. He joined Glen Oaks, a
family-owned men’s slacks firm, in 1956 and
was active in the business until his death.

Bloomberg is survived by a sister Norma
Wilk; his wife, Marilyn; a son, Ken, senior vice-
president of operations for Glen Oaks; a
daughter, Nancy Hill; and two grandchildren.
In lieu of flowers, donations can be made in
Bloomberg’s memory to the Greenwich Hos-
pital Capital Building Fund, 6 Perryridge Road,
Greenwich, Conn. 06830.

ON THE COVER:

DRIES VAN NOTEN's cotton jacket,knit V-neck
and pants. Photo by OLIVIER CLAISSE.
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Tailored Clothing Woes Put Hartmarx in Red

Chicago-based manufacturer continues to focus on sportswear

By DAVID LIPKE

NEW YORK — Weak demand for
men's tailored clothing and costs
related to new-product initiatives
lowered earnings at Hartmarx
Corp. in the second quarter, as the
suit giant posted losses for the
second consecutive quarter.

For the second quarter ended
May 31, the Chicago-based tailored
clothing and sportswear maker
posted a net loss of $4.2 million, or
14 cents a diluted share, compared
with income of $1.5 million, or 5
cents, in the year-ago quarter. The
quarter’s results were negatively
impacted by a $69,000 after-tax
charge stemming from a purchase
of the company’s 10.875 percent
senior subordinated notes. The
year-ago quarter was positively
affected by a $2277,000 gain from a
similar purchase.

Net sales retreated 15.3 percent
to $146.1 million, down from $172.5
million in the same period last year.

Chairman and CEO Elbert
Hand said, “The company’s oper-
ating results were adversely
affected by weak demand for
apparel at retail, continued invest-
ment in building our sportswear
business, eliminating the unprof-
itable elements of the Biltwell Co.
and costs related to factory clos-
ings associated with our competi-
tive sourcing strategies,” he said
in a statement.

Biltwell is a division that manu-
factures moderately priced tailored

clothing, mostly for private-label
clients. A Biltwell administrative office
in Missouri was closed during the
quarter, and a distribution facility in
Missouri will soon be shuttered. The
moves are part of Hartmarx’s previ-
ously announced initiative to exit
lower-margin businesses.

The quarter’s results also reflect
$2.5 million in costs related to factory
closings and inventory dispositions.
The company is in the process of
winding down operations at two
domestic tailored dlothing facilities in
Kentucky and Indiana, as announced
in the first quarter. Additionally, the
company will eliminate three tailored

clothing operations in Kentucky,
Indiana and Costa Rica by year’s end.

Non-tailored clothing accounted
for approximately 30 percent of
sales during the quarter, up from 28
percent a year ago. Sales in this cae-
gory were approximately $1.2 mil-
lion during the quarter.

Merni's apparel accounted for 9o
percent of sales, slightly less than
the year-ago quarter, according to
CFO Glenn Morgan.

Analyst David Campbell of
Merrill Lynch noted, “Business is
just not very good for them right
now. There is a lot lower demand
for tailored clothing, and they

haven't reduced their exposure to
that market enough yet. Two of
their largest customers are Dill-
lard’s and Nordstrom, and they are
both struggling.”

A bright spot in the difficult
quarter was a 42 percent year-over-
year increase in advance order
activity for Hickey-Freeman, Bobby
Jones, and HMX Sportswear
sportswear and dress furnishings to
be shipped this fall.

Looking forward, Morgan said
the second half is traditionally
stronger for the company, and “we
expect to be profitable in the next
two quarters.”

Syms in the Red in Ist Quarter

NEW YORK — Battered by a drop in sales, Syms Corp.
suffered a loss in its first quarter and said an expected
turnaround is now uncertain.

The Secaucus, N.].-based off-price retailer
reported a netloss of $777,000, or 5 cents a share, for
the quarter ended June 2. That is against a profit of
$144,000, or 1 cent, in the year-ago period. Sales
decreased 11.9 percent to $71.6 million from $81.2
million last year, while comparable-store sales
decreased 9.3 percent.

Marcy Syms, chief executive of the 45-unit chain,
said in a statement, “The results are reflective of the
continuing difficult economic climate that Syms and
other retailers are facing and, even though we are
hopeful, we do not yet see the anticipated recovery.”

Antone F. Moreira, vice-president and treasurer,
would not project when he expected the company to
return to the black. He said the company remains in a
strong cash position, is debt-free and has lowered inven-
tory to offset the sales decrease.

In addition to its financial woes, a marketing execu-
tive at Syms Corp. was indicted in New York state court
May 30 for his participation in a scheme that removed
more than $5.6 million from the coffers of the apparel
off-pricer, as reported.

According to an announcement by Manhattan
District Attorney Robert M. Morgenthau, Douglas C.
Meyer, the in-house advertising executive and two
others were charged with creating an “elaborate
scheme of overbilling and false invoices through
several companies that allowed them to drain Syms
of $5,656,361 from the budgets of the ad campaign
and direct-mail program.” The thefts occurred
during the three years that Meyer directed the com-
pany’s print and direct-mail programs, beginning in
January 1998. In addition to Meyer, the other indi-
viduals named in the indictment were Jelle “Jay”
Eijpe and Gerald Birnbach. Also named were the
four dummy companies used to facilitate the theft.

Each of the defendants is charged with grand lar-
ceny in the first degree, a B felony punishable by up to
25 years in prison.
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Syms racks up hefty gain

Positive earnings
are its first in
some time; closes
unprofitable stores

BY HEIKE WIPPERFURTH
OR TWO YEARS, SYMS CORP.
Fbled money.

The off-price clothing re-
tailer, with 42 stores mainly around
the East, faced a declining market
share and a sharp switch in con-
sumer sentiment away from the
suits and ties that were Syms’
mainstays.

Now, after shuttering some
money-losing stores, Syms has
emerged as a surprising survivor in
a market that again rewards retail-
ers that offer value for money.

As competitors such as Moe
Ginsburg have thrown in the tow-
el, the 43-year-old family-run
company, sporting the slogan “An
educated consumer is our best cus-
tomer,” actually managed in June
to post its first positive earnings in
a long time.

Buying spree

That gain and the announce-
ment of a major stock buyback
have helped to drive its stock up
24% in just two months. On Fri-
day, it closed at $7.21.

In the first quarter ended June
2, Secaucus, N.J.-based Syms
made $707,000 million before tax-
es on revenues of $68 million. That
compares with losses of $777,000

JENNIFER CHIU

Syms Corp.

Weekly closing stock prices.

8/9/02

12/28/01

in the same quarter a year ago.

Only some of that profit came
from its operations. A large part of
it, $450,000, came from special
items. Those included an insurance
payment related to business inter-
ruption following the closure of its
flagship store near the World
Trade Center that dragged on for
months.

“They are a very unusual animal
in today’s world,” says Thomas
Kahn, president of Kahn Brothers
& Co., which is a major Syms
shareholder. “They have no debt
and $30 million in cash.” Such fi-
nancial conservatism sits especially
well with investors these days, giv-
en the scandals that have slammed
other companies ranging from En-
ron to WorldCom.

To regain its needed sales mo-
mentum, Syms has recently
changed its marketing tactics. In
June, it launched “Syms Dress for
Success,” a campaign targeting the
youth market. As part of that ef-

fort, the store’s Web site offers
fashion tips to first-time job seek-
ers.

In addition, it is trying to con-
centrate its efforts on its best units.
In the first quarter, for example, it
had a decline in net sales of $2.1
million related to the closing of
unprofitable stores in Virginia and
Ohio.

Some say the company’s real
strength is its real estate. Syms ac-
tually owns the sites of 23 of its
stores in states ranging from New
Jersey to Florida. “Maybe they are
more like a real estate investment
trust than a retail store,” says Mr.
Kahn.

Family rules

He notes that at $7.21, Syms’
stock is priced at less than half its
$15 book value. The stock buy-
back, which the company said will
total up to 20%, or 3.2 million, of
its outstanding stock over two
years, will help. Chairman Sy
Syms, who started the store in
1959, and Marcy Syms, his daugh-
ter and the company’s chief execu-
tive, already own 51%.

With newer competitors such
as Men’s Warehouse and Today’s
Man eyeing some of the same cus-
tomers as Syms, the store’s man-
agers will have to run hard just to
maintain their market share.

“Is there a reason for a regional
discounter to exist at this point?”
asks Allan Ellinger, senior manag-
ing director at MMG, an apparel
consulting firm. “They have to find
a niche that makes it very unique
to itself.”

WIC shops pop uptown

Papyrus pencils in
midtown; garment
district gets Cosi

BY CATHERINE CURAN

As officials wrangle over how to
rebuild at the World Trade Center
site, two former retail tenants have
opted to take new locations up-
town.

The upscale stationery store Pa-
pyrus signed a long-term lease for
800 square feet at 600 Lexington
Ave., at East 52nd Street, and
hopes to open its doors next
month. Faith Hope Consolo, vice
chairman of Garrick-Aug World-

“wide Ltd., represented Papyrus in
the trarsaction. The asking rent
was $225 per square foot.
~ Susan Rochlis, owner of the Pa-
pyrus store, says the new unit will
return her store count to three
franchised locations in Manhattan.
The WTC location had been a

strong performer, and added diver-

sity to her customer mix beyond
the wealthy Upper East Siders who
frequent her Third Avenue and
East 73rd Street shop.

She would like to return
downtown, but the uncertainty
about what will be built and
when prompted her to look else-
where. Ms. Rochlis hopes the
new outpost on Lexington, which
is near several subway and bus
lines, will help replace the kind of
customer base she had at the
trade center.

“T would like to be back down-
town, but unfortunately it may be
five or six years down the road,” she
says. “Until the plan shakes out, it’s
hard to know.”

Cosi, the popular upscale sand-
wich chain, is likewise moving
north, seizing an opening at 498
Seventh Ave. in the garment dis-
trict. Ms. Consolo represented
Cosi in the deal for a 15-year lease
for the 2,000-square-foot space.
The asking rent was $125 per
square foot. l

We're looking
for more garages.

in Manhattan, Brooklyn, Queens & New Jersey

Champion Parking is carefully scanning the city
for possibilities. We are interested in garage locations
for lease, management or fee position basis.

If you know of available opportunities, please call us.

Brokers are protected.

Champion Parking Corp.
T

545 Madison Avenue, NY, NY 10022
Ken Rosenblatt - Gary Rosenblatt
TEL: 212-308-5959 FAX: 212-355-3401

We are pleased to announce

David M. Valdez
has been promoted to
Managing Director

200 Park Avenue, New York, NY 10166
212.984.8163  david.valdez@iesg.com

—

LB Insignia’
B

www.insigniaesg.com

Vision is our most important property.
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parel stores located in northeastern and | The trade group uses the
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Syms Corp. Net

Falls 19. 5% in
Second Quarter

LYNDHURST, N.J. (FNS) —
Earnings at Syms Corp. fell 19.5
per cent in the second quarter and
19.6 per cent in the six months
ended June 30. ;

| Second quarter earnings were
$3,172,000, or 18 cents a share,
down from $3,939,000, or 22
cents, in last year’s second quar-
ter. Sales in this period were
down 1.9 per cent to $58,005,000
from $59,097,000.

In the half, Syms, earned
$4,698,000, or 27 cents, down
from $5,845,000, or 33 cents last
year. Sales slid 0.7 per cent to
$101,031,000 from $101,711,000

The company declined to com-
ment on the results.
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sco-teleconferencing ser

« uioate an entity with estimated annual
revenue of nearly $200 million. Under the
agreement, Vtel will exchange 0.46 shares
of newly issued common stock for each
share of Compression outstanding. In con-
nection with transaction, Vtel said it ex-
pects to record charges of between $15
million and $25 million.

SYMS CORP.
Net Income Surged by 55%
In the Fiscal Third Quarter

Clothing retailer Syms Corp. reported
that fiscal third-quarter net income
jumped 55%, driven partly by higher
margins in the recent period. For the
quarter ended Nov. 30, net climbed to $8.6
million, or 49 cents a share, from $5.6
million, or 31 cents a share, a year
earlier. Sales increased 3% to $96.2 million
from $93.4 million. Results for the recent
period include three new stores. The Se-
caucus, N.J., company attributed the im-
provement in part to an increased stock of
in-season clothing, which resulted in fewer
markdowns. The company also said ex-
penses as a percentage of sales decreased,
reflecting continuing efforts to cut costs.

ey calif.) — vavia s, <

was named executive vicd presicitrn. w0
the new position of chief operating officer -

of this maker of network management
products. He had been a vice president.

INGERSOLL-RAND Co. (Woodcliff
Lake, N.J.) —Ernesto Ramon, 59 years old,
was named president of this air compres-
sor, construction and mining equipment
company’s Latin America unit, a new
position. Mr. Ramon, who will be based in
Miami, previously was president of Dow
Chemical Co.’s Dow Chemical-Latin
America unit.

PNC BANK Corp. (Pittsburgh) —Walter

E. Gregg Jr. was named senior executive
vice president, a new position within
the Office of the Chairman at this bank
holding company. Mr. Gregg, 55 years old,
most recently has been executive vice
president, finance and administration. He
retains his former duties in his new role.

Died. . ..

Grace J. Fippinger, 69, former vice
president, secretary and treasurer of
Nynex Corp., Monday, in New York, of
cancer.
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using this premise, Syms — a name
‘that comes from the combination o
Sy Merns’ first name and the first and
last letters of his surname — has built

- an 11-apparel store chain with net in-

come of $7.5 million on sales-of $147.2
million in 1982. With stores from Fort

' Lauderdale, Fla., to Peabody, Mass.,

Syms plans to open three more by the
end of 1984.

Volume Is Essence of Business
The essence of the off-price busi-

~ . ness is volume, but its health depends

on supply. Some manufacturers still
call’ “off-price” retailers undertak-

. ers, because of their relationship with

>

-the full price.

manufacturers. -When the economy
slips into a recession, manufacturers
look to off-price retailers to keep their
factories running. =,

Manufacturers routinely work
ahead by 18 months. If such a manu-
facturer has over-ordered fabric and

_then the orders do not come in, he
may be faced with the problem of too
muchi fabric. He can sell it to a jobber
for 20 percent of its cost. Or, he canr
sell it to an off-price discounter for

The condition of such a sale usually
involves the manufacturer makjng
goods at cost for the off-price retailer.
This keeps the factory open. and the
employees working. The off-price

merchandicer, as a consequerice, gets

his goods at a much lower price than
if he had made an order in advance.

Move Toward Diversification

Sy Syms, who has worked with
manufacturers for 20 years; is count-
:ing on their loyality during the cur-
rent retailing upturn. But the 57-year-
old executive is also hedging his bets,
should the popularity of off-price
merchandising fade.

In 1980, Mr. Syms bought A. Sulka
& Company, a 90-year-old London
haberdashery, which sells $2,500 silk-
lined cashmere dressing gowns and
other luxury clothing. This high-mar- -
gin, high-overhead business contrasts
sharply to the Syms image, but pro-
vides the company an escape route.
These are not businesses' that will
merge, the company said. ° ;

For the owners of Dress Barn, Burl-
ing Coat Factory and Syms, the over-
riding advantage of taking their com-
panies public was that it meant no
change in company control. Company

i _Elliott S. Jaffe, and his

~family retained 47.5 percent of the

Dress Barn. Monroe G. Milstein and
his family still own 65.22 percent of
the Burlington Coat Factory. And,
Mr. Syms kept 82.3 percent of his -
company and most of the money from
the public sale of stock. !

Stock Prices Are Flat

In each case, movements in the
‘prices of the stock have been rela-
tively flat. The Dress Barn opened at
$23 a share on the over-the-counter
market in May, and its bid price yes-
terday was the same. Burlington Coat
opened in June at $28 a share, went as-
high as $41, and reached its low of $26
yesterday on the over-the-counter
market. And in Syms’ short trading
history, its stock has fluctuated be-
tweena high of 17% and a low of 15,
closing yesterday at 1534 on the New
York Stock Exchange. ;

Such stock offerings are common
among entrepreneural companies in
which the founders or their families
want to raise money without losing
corporate control. The owners sell
only a portion of the stock they own to
the public.* Sometimes the money
goes toward expansion;  in ~other
cases, when the founder sells his own
holdings, the proceeds go to him.

In the Syms Corporation. offering,

. the $44 million in proceeds went ‘to

Mr. Syms, who still owns 56.9 percent
of the shares outright and controls an- -
other 25.1 percent as the sole voting
trustee of a trust established for his
branch of the Merns family.

Mr. Syms runs his operation almost
single-handedly. Last year he paid
himself $575,000 as chairman and
chief executive officer, $226,619 as
head of the Syms Advertising Agency
and the corporate Mr. Syms paid the

private Mr. Syms $645,259 for a store
lease.

Total Control of Board

Even though the company is public,
Mr. Syms is able to personally elect
all of the directors of the company

approval. ; .

2

. 7.

- The Syms Corporation, which was }
¥

incorporated.in New Jersey on July 7.
11, 1983, has three subsidiaries: the;
off-price chains called Syms Inc., five
high-priced A. Sulka & Company
stores and Syms Advertising. The ad-
vertising company, which produces
ads written by Mr. Syms featuring
the executive, his daughter Marcy
and hic con Robert The Qume clnoan
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Manufacturers routinely work
ahead by 18 months. If such a manu-
facturer has over-ordered fabric and
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merchandicer, as a conseguence, gets
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F Sy Syms, who has worked with
' manufacturers for 20 years; is count-
. ‘ing on their loyality during the cur-
4 rent retailing upturn. But the 57-year-
: old executive is also hedging his bets,
| should the popularity of off-price
; merchandising fade.
| In 1980, Mr. Syms bought A. Sulka
| & Company, a 90-year-old London
 haberdashery, which sells $2,500 silk-
l lined cashmere dressing gowns and
l other luxury clothing. This high-mar- -
| gin, high-overhead business contrasts
1 sharply to the Syms image, but pro-
| vides the company an escape route.
' These are not businesses: that will
‘ merge, the company said. J
' For the owners of Dress Barn, Burl-
’ ing Coat Factory and Syms, the over-
{ riding advantage of taking their com-
> panies public was that it meant no
‘ change in company control. Company
{ i i S. Jaffe, and his
r ‘Tamily retained 47.5 percent of the
| Dress Barn. Monroe G. Milstein and
| his family still own 65.22 percent of
the Burlington Coat Factory. And,
Mr. Syms kept 82.3 percent of his -
company and most of the money from
the public sale of stock. ;

Stock Prices Are Flat

In each case, movements in the
‘prices of the stock have been rela-
tively flat. The Dress Barn opened at
$23 a share on the over-the-counter
market in May, and its bid price yes-
terday was the same. Burlington Coat
opened in June at $28 a share, went as-
high as $41, and reached its low of $26
yesterday on the over-the-counter
market. And in Syms’ shert trading
history, its stock has fluctuated be-
tweena high of 17% and a low of 1514,
closing yesterday at 1534 on the New
York Stock Exchange. /

Such stock offerings are common
| among entrepreneural companies in
| which the founders or their families
’ want to raise money without losing

corporate control. The owners sell
only a portion of the stock they own to
the public.° Sometimes the money
goes toward expansion; in other
cases, when the founder sells his own
holdings, the proceeds go to him.

In the Syms Corporation offering,

. the $44 million in proceeds went ‘to
Mr. Syms, who still owns 56.9 percent
of the shares outright and controls an-
other 25.1 percent as the sole voting
trustee of a trust established for his
branch of the Merns iamily.

Mr. Syms runs his operation almost
single-handedly. Last year he paid
himself $575,000 as chairman and |
chief executive officer, $226,619 as
head of the Syms Advertising Agency -~
and the corporate Mr. Syms paid the '
private Mr. Syms $645,259 for a store .

Mr. Syms is able to personally elect
all of the directors of the company o
and to approve all corporate transac- 3:
tions without minority shareholder
approval. i . A
- The Syms Corporation, which was
incorporated.in New Jersey on July
11, 1983, has three subsidiaries: the;
off-price chains called Syms Inc., five
high-priced A. Sulka & Company 1
stores and Syms Advertising. The ad- ’
vertising company, which produces !
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ads written by Mr. Syms featuring
the executive, his daughter Marcy
and his son Robert. The Syms slogan
is: “An educated consumer is our
best customer.” .

Four of Mr. Syms’ six children
work for'the company. Three of his
sons are vice presidents and his 32-
year-old daughter, Marcy Syms
Merns, is the $45,000-a-year presi-
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PROFITS AT SYMS
DIP 5.1% IN PERIOD

NEW YORK (FNS) — Syms
Corp. showed a 5.1 percent
decline in second-quarter
earnings, but earnings for the
half gained 9.8 percent.

For the quarter ended June
29, the off-price apparel chain
earned $3,788,000, or 22 cents
a share, against $3,991,000, or
23 cents, a year ago.
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Syms clothing chain
tageed as a good buy

“ ‘AN EDUCATED consumer is
our best customer,’ is the mes-
sage Sy Syms has been success-
fully driving home to shoppers
overithe years,” says Standard &
Poor’'s New Issue Investor (New
York, N.Y.). Now Syms is a new
issue being underwritten by
Rothschild Inc. and Bear, Stearns

Street Ge=-
. od “Let,
N.Y.S.E. listing. “This off -price C€
retailer has grown to 11 units in b’
the Northeast and Florida from @
one small store. Plans call for the f
addition of three new stores by ¢
1984 year-end, expansion of ex- 1
£
€

isting units and broadening of the

product line. A strong balance

sheet and internally financed Mm%
growth make Syms attractive. Ul
The shares appear to have W
above-average potential and may G
be purchased to the upper end of I
the indicated prg:e range.’ tr
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les Sales  Sales
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ek ended January 6,

5 Values
52 $54,543,984
29 $111,066,422
35

1
) for the week ended
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iort Sales) Short Sales
483,923,610 45,355,370

55,688,990 19,316,000
23,400

94,937,684 20,439,240
nsactions arising from
and other members.
)y members acting as
kers. J
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short Sales) Short Sales
32,297,915 1,045,850
4,768,315 134,200
258,800
2,575,817
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w.a0it, I'd be wuying

s.apanies in the heavy-indus-

.. 4pital-goods sector,” he says. ‘‘But

1e market is expecting great profit perfor-

mance from this group and the stocks

aren’t cheap anymore.” Instead, he is at-

tracted to issues that typically do well in a

slow-growing or stagnant economy, such

as tobacco, restaurant and selected retail
stocks.

There may yet be life in the market.
Steven G. Einhorn, market strategist at
Goldman, Sachs & Co., forecasts one “‘final
lift”” to stock prices that would be induced
by earnings gains for 1983’s fourth quarter
and 1984’s first quarter.

s «0; NCR, 3 to 125%;
.aley well, 2% to 124; Digital Equipment,
2% to 86%; Teledyne, 2% to 170%, and
Data General, 1% to 44%.

In the airline sector, which had risen
earlier in the week, AMR slid 1 to 383 in
active trading. UAL declined 13% to 39;
Northwest Air, % to 47%, and Southwest
Air, 1% to 347%.

For all of last week, the Dow Jones In-
dustrial Average declined 10.99 points, or
0.87%. The transportation index fell 6.51
points, or 1.08%, to 596.45. And the utility
average slid 3.91 points, or 2.91%, to 130.39.
Big Board volume last week totaled 487,
302,530 shares, down from 516,596,300 the
prior week but up from 408,438,190 in the
comparable 1983 week.

Off-Price Apparel Retailers’ Rapid Growth
Seems to Be Slowing, With Shakeout Likely

By ED LEEFELDT

If the idea of buying designer clothes at
50% off list price appeals to you, you're not
alone.

Wall Street has taken note of that fact.
Investors have been willing to award the
off-price apparel retailers price-to-earn-
‘ings multiples double and even triple those
given to traditional retailers such as Sears
Roebuck. , Much of the enthusiasm was
fueled by 40% annual-rate sales growth
that several of these off-price companies
achieved in 1983.

Numerous off-price firms went public or
recapitalized in 1983, including Burlington
Coast Factory Warehouse, ClothesTime,
Dress Barn, Syms, Shoe-Town, Armel and
Eagle Clothes.

But now some analysts say these retail-
ers’ rapid expansion is slowing down. They
caution investors to
shop more carefully

among the off-price Heard
stocks and they pre-

dict a shakeout in on the
the industry. Street

Off-price retail-
ing has existed for )
years, but the latest recession gave it new
impetus. Unlike discount stores, which
simply sell for less, off-price retailers buy
from manufacturers for less because they
pay cash, rarely return goods and don’t
ask for advertising allowances. Many of
them buy manufacturers’ overruns, close-
out items, last season’s fashions and
slightly flawed merchandise. They also
purchase in big volume and generally op-
erate in low-overhead premises such as
warehouses.

With the recession over and consumer
confidence rising, analysts say shoppers
want more service and convenience, which
signals a return to department stores.
Monroe Greenstein of Bear, Stearns & Co.
says he noticed this trend during the
Christmas shopping season.

“On a comparable basis, the off-price

retailers showed a dramatic slowdown,”

Mr. Greenstein says. ‘“Their gains of 4% to
8% in sales were far less than those of the
department stores, which were in the mid-
teens.”

Mr. Greenstein also says that conven-
tional stores are fighting back, some with
aggressive promotions and price-cutting of
their own. Last June, Federated Depart-
ment Stores’ chairman, Allan Questron,
announced plans to refuse buying from
manufacturers that sell to off-price ap-
parel retailers.

Mass merchandisers also have started
their own off-price outlets. Melville has
Marshalls; Zayre owns both T.J. Maxx and
Hit or Miss, and U.S. Shoe has Front Row
and T.H. Mandy.

All of which makes for a very crowded
field. ‘“They will end up feeding off each
others’ customers,” predicts David Taylor
of Prudential-Bache Securities. He sees “‘a
major shakeout in 1985 or 1986, with the
less well-capitalized outlets going under.”

There is general agreement that off-
price retailing is too firmly established to
go the way of bell-bottoms and the mini-
skirt. But while some analysts such as
James Dunning of Oppenheimer Regency
Fund say the off-price market will expand
to 20% of the total clothing market from its
current 10%, others, such as Mr. Green-
stein of Bear Stearns, believe ‘‘growth is
definitely going to slow.”

If it does, the high multiples awarded to
these stocks—more than 20 times 1983
earnings in many cases—will narrow to the
norm for retailers, which is now about 10
times earnings, or slightly less than the
market multiple of about 13. Analysts say
major retailers whose shares benefited be-
cause they had off-price subsidiaries also
could be hurt.

“In that kind of an environment, the in-
vestor will have to shop carefully,” says
Jerome Buff of Smith Barney Harris
Upham. “The way a company conducts its
business will be critical.”

Companies likely to survive, according
to Mr. Dunning, are those with “large
stores, lots of selection and an established
reputation.” Also important, says Norman
Fosback, the editor of the New Issues
newsletter, will be the ability to keep up
with fast-moving fashion changes and to
avoid getting stuck with aged inventory.

Or, as one off-price retailer put it, ““You
can’'t have feet of concrete in this busi-
ness.”
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COrporate, Earnings

Continued From Page 35
:'I‘;\)MILTON BROS PETROLEUM
Qtr fo Dec 31 1983 1982
Revenue$ 33,889,000 43,123,000
Net inc 9,000 148,

: Share earns .02 —
Yr rev 151,896,000 169,270,000
Net inc 13,563,000 9,011,000
Share earns 84
HOWELL CORP. (N)

Qir to Dec 31 1983 1982
Revenues$ 41,012,000 39,941,000

et inc 473,000 357,000
Share earns .10 07
Yr rev 149,764,000 224,006,000
Net inc 1,501,000 2,266,000
Share earns 3
HUBBARD REAL ESTATE INVEST-
MERNTS (N}

Qir fo Jan 31 1983
Netinc S b3,152,068 02,027,028
Share earns 50
Shares outst 5,748,260 4,037,182

b-Includes gains on the sales of real
estate of $513,970 for the latest quar-
ter ggd $449,010 for the year-earlier
peri

KETTERING INDUSTRIES

Qfr to Jan 31 1984 1983
Revenues$ 6,603,000 3,323.000
Net inc 187,000 113,000
Share earns .25 11
Shares outst 735,000 804,000
9mo rev 19,258,000 11,737,000
Net inc 20.000 366,000
Share earns

Results for the latest quarter and 9
months include the operations of

American DISD|8V Corp which was
acquired on April 30, 1983.

KIDDIE PRODUCTS

Year fo Dec 31 1983 1982
Sales § 17,790,749 17,235,095
Net inc 112,699 1,095,825
Share earns 2.63 2.56
K-TRON INTERNATIONAL (0)
QirtoDec31 . 1983 1982
Revenue$ 6,733,000 6,108,000
Net loss 829, b401,000
Share earns —

Yr rev 26,739,000 23,651,000
Net loss 733,000 bé616,000

Share earns

b-Netincome after againof $113,000
from insurance recovery of litigation
costs net of taxes.

LIFETIME COMMUNITIES ©)

THACKERAY CORP (N)

NEWFOUNDLAND LIGHT &

POWER Year o Dec3l 1983 1982
Year to Dec 31 1983 1982 Revenues$ 26,370,000 855,000
Revenue$ 171,300,000 163,500,000 Net inc bl ,299,000 €1,1194 000

18,025,000 Share earns

b-After a tax credﬂ of $650,000.

c-Net loss

The 1983 results include the opera-
tions of Brennand-Paige Indusiries
1983 Since Aug. 24, 1983.

Net inc 19,546,000
Share earns 3.8 355

NU-MED INC. (0)
Qir {0 Jan 31 1984

ﬁgqnues 2?.121 000 2,748,000
e, SR 1120%  TRAFALGAR INDUSTRIES (A)
omorev 78962000 4598000 GQirtoJan28 1984 1983
Net inc 3,747,000 b2E000 Sales S 6983000 7,302,000
Share earns . .50 .06 Net loss b979,000 1,597,000
b-Includes a fax credit of $50,000. 9mosales 23,076,000 22,358,000
Net loss 3,683,000

b2,
b-After losses from discontinved

ONE POTATO TWO iNC. (0) operations of $36,000 for the quarter

rfo Feb 1 1984 1983 and $72,000 for the 9 months.
g'evenues 3,354,654 1,712,358  c-After losses from discontinued
Net inc 369,199 24,140 operations of $19,000 for the quarter
Share earns 7 and $74,000 for the 9 months.
Yr rev 9,269,642 4,994, 015 Corrected from vesterday’s edi-
Net inc b151,1% cm,sw tions.
Share earns 08

b—lncludmg a tax-credit of $50,000

for the quarter and year. TRIZEC CORP

i g" o 19 297]% 12, 5511%%%

PLANTRONICS INC. (N) oy 10515000 8,532,000

1983  Share earns

Qtr fo Feb 25 1984 13
The share earnings reflect 3for-1

Sales  § 32,559,000 32,174,000
Net inc 2,367,000 03,461,000 stock split in January.
Share earns .36 .52 .
9mo sales 92,673,000 85,950,000 *
Net inc 5,728, C(al) 6,519.0$ UNIVERSAL-RUNDLE (A)
Share earns 7 0 Jan 31 1984 1983
b-Includes a gain of $537,000, or 8 (S?I'es S e 27914000
cents a share, on the sale of an mvesi- Net inc 2,000 696,000
ment. Share earns — A1
Yr sales 139,159,000 119,353,000
ROYAL PALMBEACH COLONY (A)  Net inc 3,650,000 2,941,000
Qirto Jan 31, 1984 1983 Share earns 221 1.80
Revenue$ 5,044,000 2,810,000
Nethoges - SN VTR | VALUE LINE (0)
Nef Ioss 766,000 1,581,000 QfrtoJan3i - 1984 1
Revenue$ 14,154,000 11,367,000
SIMMONS AIRLINES Net inc L7704 2,022,000
Share earns 2 20
Qir to Jan 31 1784 1983 9o rev 41,249,000 31,563,000
Revenue$ 5,210,036 2,108434  Not inc 9,016,000 5,048,
Net loss 85,362 5313,582 ghare earns
Share earns - 2 %
émorev. 19,286,394 4,249.71
: :1 loss 52,651 b401, 735 VIRCO MANUFACTURING (A)
it e Qir fo Dec 31 1983
inc y /|
SUMMIT ENERGY (A) Share earns 76 B}
~Qtr to Jan 31 1984 1983 Yr sales 137,020,000 115,645,000
Revenue $ 1,867,904 2,101,017 Netinc 3 2,310 000
Net inc 329,051 208,027 Share earns 1.85 1.2
Share earns 02 b-includes a gain of $354,000, or 19
émo rev 4,511,510 4,245,538 cents ashare, from the sale of reai es-
Net inc - 1,353,684 547,249 tate.
Share earns 3 —  Shareearnings are adjusted for a10

Share earnings for the year-ago 6 percent stock dividend payable Aoﬂl
months amount fo less than 1 centa 23.
share because of preferred dividend

n«»v:fqdpl e

Qtr to Jan 31
Grinc $ ,917.060 1,415,428 requirements. VIRGINIABEACHS & L
Net loss 39,7117 Year to Dec 31 1983 1982
Share earns 03 SUPREME EQUIPMENT & SYS- Netinc $ 1,800,490 2,075,298
b-Net income includes a tax credit TEMS (0) Share earns 1.48 197
of $49,000. Qtr to Jan 31 1984 1983 Shares outst 1,216,547 1,053,451
Sales § 10,169,000 9,534,000
MALRITE COMMUN!CATIONS gl;'l loss 419,000 0229000 VISTA RESOURCES
GROUP (0) are earns = e Qir to Dec 31 1983 1982
YearfoDec3 1E . e A Sales 5 usem  9mmas
evenue$ 46,900, ] : & 2
Netinc . 5100000 4400000 Prheet e i WaeriAy |
ik ? } STERLING EXTRUDER (A) 59511%3 1,311’7\1
MASONITE CORP. (N) Qfr to Jan 31 1984 1983 Share 8grns 1.27 74
Qfr fo Eeb 29 1984 g3 Sales § 4,873,000 3,013,000 b-Aficga loss of $462,134 from dls-
sales  § 101,529,000 saffs7.000 Netinc 244,000 84,000 continued@operations.
Net inc 2308000  #1ia00p Shareearns 4 e
Share earns 2 g 01 WEISFIELE'S INC (0)
Shares outst 9,946,000 48,242,000 SYMS CORP (N) Qtr fo Jan 3 1 1983
6mo sales 217,482,000 81,544,000 Qtr to Dec 31 1983 1982 Sales & 816,749,000 14,430,000
Netinc 9,594,000 4 6131000 Sales § 58,237,000 53,029,000 Net inc | 1,461,000 1,263,000
Share earns 74 Netinc 4,744,000 ,9]3,000 Share sarns & 1.12 97
Shares oufst 9, mmu 4 8242000 Share earns 27 Yr sales 114,931,000 40,815,000
Share earnings and @hares out- Yrsales 17928100 147, m,ooo Ne? inc 42,117,000 1,568,000
standing refleda'z—for 1 pek splitef-  Netinc 10,341,000 7,471,000 Share earns & T1.62 1.20
fective Dec. 22, 1983. Share earns 59
{ CAPITAL (A)
MCRAE INDUSTRIES (i TEXAS ENERGIES (0) 1983 1
Qfr o Jan 28 1984 R 1983 Qfr fo Jan 31 1984 16,601,000 8,264,000
Revenues = 3,646,622 2,502,122 Revenues$ 2,942,000 2 393 b1,374,000 759,000
Net loss 101,686 X Net inc 14,000 .33 .24
6mo rev 7,359,240 ,233  Share earns — 4,175,000 3,140,000
Net loss 161,702 9mo rev 8,590,000 54,054,000 29,024,000
Share sarns et inc ,000 b4,546,000 2,729,000
b-Aftera Iosofﬂumfrom discon- Share earns Rl 13 1.2 1.06
tinved ations. There were no share earnings for Shares outst 3,736,000 2,564,000
c-Net income after a loss of $24,000 the latest quarter because preferred b-Includes realized gains on invest-
from discontinued operations. stock dividends exceeded net income. ments of $21,000 for the quarter and
$745,000 for the vear.
MORTGAGE GROWTH INV. (A) TEXAS INDUSTRIES (N)
Qfrio Feb20 1984 1983 QtrfoFeb2 1984 WOODWARD & LOTHROP INC (0)
Netinc § bi ,m,ow c1,000,000 Revenves 61,969,000 70,327,000 Qir fo Jan 28 1984 1983
Share earns .33 , Net loss 4,392,600 01,049,000 Sales § 135,883,000 116,783,000
b-including a gam of $619,000 from  Share earns s .13 Netinc 9,690,000 7,575,000
thesale of real estate and alsoreflects 9mo rev 245,010,000 245,814,000 Share earns 25 2.02
certain interest payments. Net inc 2,949,000 14,291,000 Yr sales 403,601,000 357,539,000
c-including a gain of s174,000 from Share earns 38 1.86 -Net inc 15,549,000 10,747,000
* the sale of real estafe. b-Net income. Share earns 4.7 291
. .
Martel’s Team Takes Lead

As Vanderbilt Final Begins
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Off-prlce stock at

By John G. Edwards
Business Writer

If you want a bargam from Syms,
the chain of off-price clothing
stores, you might try their stock, an
ana]yst with Value Line said.

Syms, which operates 11 outlets,
including one in Fort Lauderdale,
last month reported fourth-quarter
sales increased 10 percent to $58.2
million from $52.9 million. Net in-
come for the quarter ending Dec. 1,
climbed 21 percent to $4.74 million
from $3.91 million.

But the stock, which went public
in September at $15 a share, has
dropped to §13.

‘A bearish stock market, rather
than the company’s management, is
to blame for the slump in the stock’s
price, said Elizabeth B. Ehrlich, an
analyst who follows the stock for
Value Line.

“Their results have been good.
There have been no disappoint-
ments,” she said. “I think it’s just a
well-run company.”

Since Sy Syms Merns opened the
first store in 1959, the company has
used low prices to draw customers
for men’s and women'’s clothing. It
depends on large volume, rather
than big mark-ups, for profits.

With some seasonal women’s *
clothing, the company will cut the

MAY 18 Recty’
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price up to three tlmes over 30 days
or until the item is sold.

Some items are irregulars or sec-
onds but other merchandise identi-
cal to that sold by department
stores. To get bargain prices, Syms
tries to maintain a good working
relationship withmanufacturers.

During a recession, when a manu-
facturer gets overstocked on fabric,
he often will sell clothing to an off-
price retailer at cost. That’s a pref-
erable alternative to selling to a
wholesaler or jobber at one-fifth of
the manufacturing cost.

At Syms, economic trends don’t
affect sales trends much, said a
company spokesman who asked not
to be named. The stores draws both
average- and high-income buyers.

What are the prospects for the
future? That’s a question the com-
pany won’t answer.

“We basically are merchants,”
the spokesman said. “We really
don’t prognosticate at all.”

However, he did disclose plans to
open a new store in Cherry Hill,
N.J., and another one near Chicago
later this year.

And Value Line is projecting
Syms revenue will rise 25 percent
this year to $225 million from $179.2

-million last year, increasing earn-
ings 34 percent to $13.8 million from
$10 3 mllhon
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have traditionaily Snow .. w cau.
dous profits before general and
administrative expenses.” He cited
sales of up to $330 a foot.

“They are the seven best stores
within the NBO corporation,” Allen

Syms in Red
In 2-Mo. Period

NEW YORK (FNS) — Syms Corp.,
which changed its fiscal yearend to
February from December, lost
$383,000 in the transition period
from Jan. 1 to Feb. 25.

The Secaucus, N.J.-based men’s
wear retailer earned $50,000
during the same period a year ago.

The company noted that the
loss in the latest period was after a
$2.9 million charge for a store
closing and the termination of a
lease partially offset by higher
sales and gross margins. Sales rose
12 percent to $46.6 million from
$41.6 million.

Of course, rece
trying to manage t!
and take a compa.
creating sales. But t.
At NationsBanc
$7 billion in receiva.
expertise that can not -
with receivables, but car.
With off-balance-she
accounts receivables — ther

while giving you the work

Atlanta
404-491-4246
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MISSION STATEMENT
Modell’s Sporting Goods strives for quality and
excellence by listening, respecting and responding
to the needs of our valued associates and customers.
We pledge to continue to find innovative ways to

deliver exceptional value and quality service.
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DISCOUNT, From H1

Today, these stores do about a $6.9 billion
business annually, accounting for 5.6 percent
of the total clothing and shoe sales in the
country, according to Management Horizons
Inc.. a leading retail research and consulting
company. That is more than twice the $3
billion in sales that discounters made four
vears ago and less than half what they are
expected to make in five years, when Man-
agement Horizons predicts that their sales
will top $18.8 billion to account for 12.1 per-
cent of all apparel and footwear sales.

Sales could slump, however, if the depart-
ment stores and manutacturers are success-
tul in winning court approval for their cur-
rent attempts to stem the discounters’
growth. Under pressure from department
stores, a growing number of manufacturers
are retusing to sell their goods to discounters.
The discounters are challenging this practice
in several antitrust suits, including one that

is expected to he decided by the Supreme |

Discounters’ Sales Growth Tops Indus try

Court this year. However, the discounters are
being opposed by the Reagan administration,
whose antitrust officials contend that such
practices are not necessarily anticompetitive.

Yet pending these court decisions, invest-
ors and long-established retail companies are
scrambling to gain at least a foothold in this
popular market, noting that discount apparel
sales are growing faster than any other seg-
ment of the retailing industry.

“If you can't beat 'em, buy 'em,” Redmond
J. Largay, president of Associated Dry Goods
Corp., recently told a crowd of retailing ex-
ecutives to explain why his company—whose
flagship is Lord & Taylor—would buy Loeh-
mann’s, one of the oldest and most highly
regarded off-price retailers in the country.

Off-price stores are not new, Largay said,
noting that they are really an extension of

the discount stores that cropped up in the
1960s to sell appliances and other hard
goods. However, “The rapid proliferation of
these stores is phenomenal.” Largav noted.

Their growing numbers as well as their
increasing selection of high-quality items ave
attracting more and more customers, includ-
ing some upper-class consumers who previ-
ously snubbed - the traditional discount
stores.

As a result, Largay said he fears that tra-
ditional retailers will follow the way of the
railroads if they limit their operations to de-
partment store activities.

Largay's comments retlect the actions
taken by other large retailing conglomerates.
On the one hand, department store execu-
tives sharply criticize the growth of these
stores, accusing them of posing®a threat to

the financial health .of ‘the full-service de-
partment stores. Yet, on the other hand.
these same executives are busy expanding
their operations into the oft-price market.

Davton Hudson Corp., the operator of sev-
eral chains in the Midwest and West, recent-
ly launched an off-price chain, Plums, in the
Los Angeles area, setting up four stores “to
test out this high retail growth area,” a com-
pany spokesman said.

Over the next, two years, the company
plans to spend up to $30 million to establish
up to nine stores “to see if we can find a
niche in the popular retail ‘market,” the
spokesman said.

Similarly, K mart Corp. is expanding into
the off-price market with its newly created
Designer Depot. At the beginning of 1983,
there was only one such store, but the com-

»

pany hopes to have 30 in operation by the
end of the year.

Meanwhile, Zayre Corp. continues the
rapid expansion of its two discount stores,
T. J. Maxx and Hit or Miss.

Additionally,  Federated  Department
Stores Inc., the operator of Bloomingdale's,
Abraham & Straus, Rich’s, Filene’s and more
than a dozen other retail chains, is in the
process of doubling its off-price Children's
Outlet. Federated has been one of the
strongest critics of off-price stores—so much
so that it has been accused of illegal discrim-
inatory activities in a private antitrust law-
suit and in a pending government investiga-
tion.

Nonetheless, an oficial with Federated’s ;
Children’s Place division says the company is
expanding its Children’s Outlets “because
right now everyone is after discount mer-

chandise. . . . These stores are outperform-
ing the mainline retail stores.”

See DISCOUNT, H3
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wic licensed men’s wear of Kenzo and of Saint
Laurent in Europe.
Petruzzi said he would like to do a women’s

e kdy abin e

business in the U.S. with an Saint Laurent label at
prices below Rive Gauche luxury ready-to-wear.

SYMS NET UP
IN 4TH QUARTER

NEW YORK (FNS) — Prof-
its at Syms Corp. inched up 0.8

EAR
DROP

percent for the fourth quarter FORT MD!

and 2.6 percent for the year. conditions, esp
In the quarter ending Dec. Industries plup

30, the off-price retailer earned 31

$8,886,000, up from $8,813,000. In the qua.

Earnings per share were 50
cents in both periods. Sales rose

from $15,289,0(
$459,201,000 fror

7.1 percent to $96,296,000 from The result-

$89,9%§,000. o week that itc
In the year, earnings in- year-ago levei

creased to $19,218,000, or $1.09, .. Walter Y.

from $18,736,000, or $1.06. said that‘yvhll'
Sales were up 6.2 percent to with an “ex.

$300,078,000 from $282,555,000. that the fir

Sales for the latest year include Elisha

$4,069,000 from the company’s | as a whe

Sulka subsidiary that was sold | fabrics.

in July of 1989. Sales in 1988 in- T

cludes about $8,276,000 in Sulka’s than er

sales. The company said that and s

the Sulka operations had no ma-
terial effect on net income.

Syms operates 27 off-price
men’s and women’s apparel
stores.
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accounting standard. The Jerell business has done a lot for Haggar. As for the
future, this will absolutely not cause us to avoid acquisitions.”

Other positive news for the company included a reduction of $4 million in
debtto $49 million at the end of the first quarter of fiscal 2002, as compared to
$53 million at the end of fiscal 2001. —DAN BURROWS

Syms Posts Profitable 3rd Gtr.

NEW YORK — Plagued by double-digit sales decreases, Syms Corp. managed to
control its operating expenses and eke out a profit in the third quarter.

Net income for the period ended Dec. 1 hit $425,000, or 3 cents a share.
This compared to year-ago losses of $7.7 million, or 48 cents, which were neg-
atively affected by store-closing costs of $12.9 million. Sales fell 20.4 percentto
$775 million compared to $94.3 million a year ago. Comps plummeted 17.5 pet-
cent during the quarter because of the receding economy and the 18-day clo-
sure of the firni's Trinity Street store situated near Ground Zero here.

At the close of the quarter Syms had $14.6 million in cash on hand, more
than 4 1/2 times its purse as of a year ago.

WWW.DNRNEWS.COM
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newspaper objecting to the
advertising of the apparel as
- “All-American,” unless a satis-
factory agreement is reached
with Coca-Cola and Murjani.

Belk officials remained un-
available for comment on the
Coke controversy.

Syms Corp.
LYNDHURST, N:J. (FNS) —
Syms Corp. reported earnings
were up 15.1 per cent in the sec-
ond quarter and 22.8 per cent in
the six months ended June 30.

Earnings ‘in the quarter were

$3,939,000, or 22 cents a share, up

from $3,420,000, or 19 cents, last
_year.

A
In:
Car

If yc
to e



.8 munon, or od
6 million, or 79

7 million. Same-
er-the-counter

- of intent to sell
seen $14 million

aut book value of
‘s at the time of

definitive pur-
che nonexclu-
,ifthere is any.
it to focus on its
1€ expansion of

$6.9 million on
.dale, Pa., oper-
5 casual apparel,

Boerner, counsel to the retailer.
According to the disclosure
statement filed with the court,
the De Pere, Wisc.-based chain
expects a payout to unsecured
creditors of either 70 cents cash
at the end of the year or deferred

ot Ve 2T USIHESD  ddicy
beginning Nov. 3 through March
1996. On Oct. 18, the retailer will
ask the bankruptcy court to
approve a financing order with
Shawmut Capital Corp. to keep
the company running through
its GOB’s.

EERseE TR
Syms Drops Plan to Go Private

SECAUCUS, N.J. (FNS) — Syms
Corp. said it has withdrawn its
proposed plan to take the com-
pany private.

A release provided no further
details and Syms officials could
not be reached for comment.

On Aug. 30, Syms announced
plans to go private, offering
public shareholders $8.75 a
share.

Under the plan, holders of

about 73 percent of Syms stock
agreed in principle to acquire the
company. Among the acquirers
would be Sy Syms, chairman and
chief executive officer, who owns
a69.9 percent stake.

Following the announcement,
several class action suits were
filed against the company.

Syms, which operates 37 off-
price stores, had sales of $326.7
million last year.

mscniaei F. Coady, ; resiuent

Patrick McCarthy, Executive Vice-President,
Editorial

Olivia Thompson, Executive Vice-President,
Publishing

John M. Condon, Executive Vice-President,
Finance

Richard U. Bayles, Senior Vice-President,
Production/Information Systems

Mario lannetta, Controller

Richard Brooks, Vice-President, Production
Susan Hasson, Vice-President, Corporate Sales
Sharon Thorn, Director of Human Resources
John Prisinzano, Corporate Production Dir.

Lisa Phillips, Senior Business Manager

Ira P. Schneiderman, Director, Market Research
Thomas Moran, Executive Editor, Fairchild
News Service

Anita Bethel, Photo Editor
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London EC4: James Fallon, Fairchild Publica-
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WC2, England, 011-44-171-831-3607.

Los Angeles 90025: Tracy Taylor, 1990 South
Bundy Dr., Suite 850, (310) 442-6700.

Milan 20121: Sara Gay Forden,

2 Piazza Cavour, 392-760-06283.

Paris 75008: Godfrey Deeny,
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