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il Making the S ne

The Stylish Ntylist

And while some people celebrated the inaugural
by picking up commemorative trinkets, Robin Weir
picked up a mink.

With no parade to watch, Weir, who is Nancy
Reagan’s Washington hair stylist, stopped by Nei-

— Continued on next page

Newsday / Christopher Hatch

In his salon, Robin Weir, Nanc\j Reagan’s Washington hairdresser, attends to an inaugural ball guest.

—Continued . i
man-Marcus yesterday and bought a reversible
ranch mink jacket. “Not bad,” said Weir, as he fin-
ished setting the hair of Bootsie Galbraith, the wife
of the U.S. ambassador to France. “I get $200 back
for my parade ticket and I spend $6,000 on a coat.”

But if Weir’s wallet was feeling the pinch, he was
hardly complaining. As Washington’s hottest hair
stylist, Weir has seen his pink and black salon on P
Street jammed since Wednesday. (About the only
one missing was Nancy Reagan, whose hairstyling
needs for the inaugural festivities have been attend-
ed to at the White House by her Los Angeles hair-
dresser, Julius Bengtsson.)

“You could have wrapped the shop in black mink
today,” said Weir, who said he would wear his old

Blackglama mink coat and a designer tuxedo from
§% for last night’s ball.

ack to the business of hair, Weir said, “Every-
thing is gala, a little more volume with lots of chi-
gnons and ornaments.” His most extravagant style,
he said, was for the woman who asked to have a
Cartier necklace with “too many diamonds to count”
braided into her chignon. “Are they real?” Weir said
he asked the client. “And she said, ‘Yes, but we don’t
tell anyone.’” —Michele Ingrassia
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ART EXHIBIT

Cheryl Hudson - Watercolor and Acrylics
Stephen Tyson - Mixed Media
Dynecourt Mahon - Photography

Sunday, January 27 at 3p.m. at Town Hall
A CAB CALLOWAY CELEBRATION

The noted jazz artist will be honored by Supervisor Anthony Veteran
with a proclamation designating this date as Cab Calloway Day.
Ernest J. Smith, jazz scholar, will present highlights of Mr. Calloway's
international show business career through slides and vintage film
clips. Rain date, February 3.

Sunday, February 3  2:30-4:00 p.m.

MEET THE ARTISTS RECEPTION

Thursday, February 7 at 7:45p.m.

LUTHER R. GATLING, PRESIDENT, BUDGET AND CREDIT COUNSEL-
ING SERVICES, INC.

Mr. Gatling will discuss how Black Americans can succeed financially
in today's economy. He will emphasize spending trends and financial
management. Mr. Gatling is the commentator on WBLS' program
"The Credit Doctor."

Sunday, February 10 at2:30p.m.

AUTHOR CLAUDE BROWN - "BLACK PROGRESS IN THE 80's"

Mr. Brown, Visiting Professor in the English Department at City
College, is the author of the classic Manchild in the Promised Land
and The Children of Ham. He is currently working on a new book
and will include in his talk insights on being a Black writer today.

Thursday, February 14 at 7=45p.m.

PATRICIA DUNCANSON, PRESIDENT OF DUNCANSON ELECTRIC
COMPANY—"OUR LEGACY AS BLACK AMERICANS"

The company, located in Long Island City, has grossed over three
million dollars in special projects. Mrs. Duncanson is well qualified
to discuss the Black American's responsibilities in business and
society. She has been featured in Essence and Black Enterprise
magazines.

Thursday, February 21 at 7:45p.m. at Town Hall

THE CHARLES I. WILLIAMS QUARTET - JAZZ CONCERT

Mr. Williams performs on the alto saxophone and has played with such
bands as Frank Foster, Panama Francis and Mercer Ellington. He will
discuss the history of jazz. Mr. Williams has taught orchestral music
in the Queens Public Schools for 22 years.

Sunday, February 24 at2:30p.m.

THE BLACK FAMILY, HISTORICAL STRENGTHS FOR THE FUTURE—A
ROUNDTABLE

Focus will be on role models and the correlation between mental health
and physical well-being. Practical suggestions will be given. This program
is co-sponsored by the White Plains-Greenburgh Branch of the NAACP

and the Westchester Branch of the Association for the Study of Afro-
American Life and History.

Thursday, February 28 at 7:45p.m.

DR. IVAN VAN SERTIMA, AUTHOR OF THEY CAME BEFORE COLUMBUS

Dr Van Sertima will speak on "The African Presence in America Before
Columbus." Dr. Van Sertima is associate professor of Africana Studies

at Rutgers University. He will discuss his research as described in his book.

His most recent book is Blacks in Science.

1985



CHILDREN'S LIBRARY PROGRAM

I Love Africa
Created and produced by Emerson Washington & Darlenedea Mills.
UMOJA "Everyone working together"

The zawadie (gifts) of Africa will be revealed as we tour four
of her countries, Liberia, Zambia, Ethiopia and Uganda.

Join with us in Celebration: hear the music of Africa; listen to
her history, poetry and folk lore; see and make her art and taste
the goodness of her food.

Tuesday Evenings, 7:15 to 8:15, February 5, 19, 26 and March 5

Registration will begin January 2
Ages K and up

Harambee, Harambee! "Let's all pull together!"
Contributors
The Bank of New York The Reader's Digest Assoc.,
Chemical Bank Inc.
Con Edison Syms
Hartsdale Rotary Club “Union Carbide Corp.
Waldenbooks

GREENBURGH PUBLIC LIBRARY NON-PROFIT ORG.
300 Tarrytown Road, Elmsford, N.Y. 10523 / oS D
(9]4)682'5265 & PERMIT NO. 23
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By REGINA WARD

Everyone loves a bargain. But not
everyone has the time to track down
good deals.

However, Gretchen Moore, fashion
designer and former retailer, makes it
her business to locate discount stores
and warehouses and share her findings
via lectures and seminars.

For year-round discounts on designer
clothing for children, Moore suggests
Chocolate Soup, 602 Greenbay Rd., Win-
netka. Discounts are from 10 to 309, off
regular prices.

Niles is the home of many a good
bargain, according to Moore.

The Warehouse Club, 7420 N. Lehigh,
Niles, has nine different departments.
“IU’s the wave of the future. You-pay
$25 to join and get discounts on food, li-
quor, paper products, games, and some
‘basic clothing such as men’s and chil-
dren’s underwear, socks and gloves,”
said Moore.

Two examples of good deals: Trivial
Pursuit, retailing for $30 was $11.25 at
The Warehouse Club, and a 19-inch elec-
tronically tuned Sony, retailing for $399,
was $299, said Moore.

WISH I lived next door to Syms,”
said the bargain hunter. Syms, 9840 N.
Milwaukee Av., Niles, is a discount
warehouse specializing in designer
clothes. Here, Moore paid $17.50 for the
identical Schrader beaded sweater that
was retailing for $155.

“Every Saturday, between 9 a.m.
and 10 a.m., Syms has several racks of
clothing, discounted to $17.50 and ‘“‘all
quality clothing,” said Moore. Another
find for the expert shopper was a pair
of Ralph Lauren pants, retailing at $165.
She paid $32 at Syms.

m==*Aparacor Warehouse, 6412 Vapor
Ln., Niles, discounts dresses, blazers,

\blouses, skirts, and shoes. Prices vary
according to season. In-season clothes
are marked down 25 to 30%,; off-season
discounts are greater.

Pepperidge Farm Thrift Shops, 312
Lawrencewood Shopping Center, Niles
and 1290 Deerfield Rd., Highland Park,
offers specials on bakery goods that be-
gin at 10% off and go up to 50% off for

specials of the day.
IF YOU’RE in Morton Grove, try

Entenmann’s Thrift Bakery, 6947
Dempster St., where the mark-downs
are much the same as at Pepperidge
Farm.

If you-want to branch out on bargain
hunting, Moore teaches ‘‘Shopping Tips
Chicago Style,” offered through Roo-
sevelt University’s non-credit division
(341-3637), for $32.

The syllabus is a list of Moore’s 57
varieties of discount outlets for shoes,
clothing, furniture, cosmetics, food,
vacations, and even automobiles. The
first session, which begins Monday,
meets in a Roosevelt classroom where
Moore will provide background infor-
mation on which companies take credit,
which prefer cash, which prefer ap-

Buy Lines

pointments or have limited hours, which
supply decorating services, installation
and delivery and which have policies of
no returns.

THE SECOND session of the class,
beginning April 24, takes to the streets
aboard a university van.

First stop will be the second floor
studio of Giovanni Calvoretti, at 3811 N.
Broadway, Chicago. Inventory and at-
mosphere are international and eclectic
at the studio, where Calvoretti sells
hand-made clothing of his own design.

A particularly big draw is the jewel-
ry and accessories Calvoretti has hand-
selected: antique and reproduction art
deco pieces from Finland and France,
starting at $15; marquesite from
Holland and Portugal, starting at $30;
Chinese hand-made enamels, from $15
to $60; a bone necklace from Nairobi,
$30; and a Moroccan brass belt, $50. On
special recently were feather boas, re-
duced from $20 to $5. Calvoretti recom-
mends appointments by calling 929-2334.

Second stop will be Billy Hork Out-
let, 3035 N. Clark St., Chicago, where
paper- art and posters are channeled
from the Billy Hork Galleries and sold
framed and discounted for final sale.
Custom framing of either their art or
yours is below market price.

Moore goes from frames to furs. The
Chicago Fur Outlet, 445 W. Diversey,
Chicago, deals in used furs on consign-
ment and new furs left over from fur
and department stores. There’s a wide
selection in quality and price. For ex-
ample, raccoon coats sell from $400-
$2700, mink coats from $700-$6000 and a
possum-lined leather jacket for $895.

APPEALING TO a broader market
is Lori’s, which sells up-scale women’s
designer shoes at down-scale prices.
The formula has proven so successful at
the Halsted St. and Armitage Av., Chi-
cago store that it has generated a new
location at 19 E. Chestnut St., Chicago.

Although not on the itinerary, Moore
suggests the following as good bets for
independent study:

Glover Shade Co., 617 North Wells,
Chicago: shades and blinds for 15 to
709, off.

Bill Blass Down Coat Outlet, 1205 S.
7th, La Crosse, Wis.,: coats, comforters,
men’s scarves, sweaters. Off-season dis-
counts are best. You could find sales of
70 to 75%, off at this time of year, said
Moore.

Ray Oldsmobile, Park Ridge: cars
$50 more than dealer cost, according to
Moore.

Helene Curtis, 325 N. Wells, Chicago:
free haircut, permanent, color. While
this is a year-round offer, an individual
can take advantage of this service only
twice a year. Call seven weeks in ad-
vance for an appointment, Monday
through Friday, at 661-0222.

Bargains

.Y Bargains
I Bargains

Bargain hunter
shares her expertise




Staft photo by Carmme Galasso

vSy Syms second from left with daughter
Marcy and sons Robbie, left, and Steve.

Staﬂ photo by Al Paq(mne

“ The Lipari chzldren at the sausage plant:
1mmy, left ‘Annie, and Joey Jr.

lived at home with his parents in Montclair until the *
“end of last year, when he married his high school

sweetheart. The couple bought a home in nearby

Glen Ridge. Out on his own now, yet working under. .
his father’s wing on a team that is always expected .
 to excel, will he not feel some additional pressure to

perform well and to prove he belongs? ©
When the Yankees acquired the youngest of Yo~

- gi's three sons from the Pittsburgh Pirates in De--
* cember, principal owner George Steinbrenner wen!

to his manager and asked 'if there would be any
problems.

- “If he can play, ﬁne If he can’t, he sits,” Yogx
told him. -
That may be the company line over at 161st.

Street, but will it really be that sunple once the
season starts?

. Suppose Dale Boots one in Baltxmore, and it .
costs the Yankees a game. Will his dad go to bat for
 him if “Boss” Steinbrenner throws a tantrum, as he

has done so often in the past? Or will Yogi have to
close his eyes to family ties and defer to his boss?

Maybe he should talk to Sy Syms haberdasher to
’the educated consumer, a frustrated catcher him-
self, onetime sports announcer, and ruler of a fam-
ily clothing empire that employs 1,200 workers, in-
cluding nine members of the Syms famﬂy Four of
them are his own children.
"~ Marcy, the oldest (she declined to tell her age), i
president of Syms Inc. and heir apparent to her
father’s post as chairman and chief executive offi~

< cer of the highly successful discount clothing chain.
* Stephen, 31, is described by his dad as “probably the

best shoe merchandiser in the country.” Richard,
27, is in operations. A former store manager he
supervises all the stores. ;
# < And then there’s Robert.-. P
Robert Syms, or Robbxe as his fathe calls lnm,

See SONS, Page F 7




 Afew rules of thumb can mak
' hanging pictures an artistic -
& gcpievement. Page F-2 [
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 Making room for hicen n the famiy business

it is in the history of commerce. Finding a place . :

in the business for junior has been a rite of passage
for ‘countless generations of merchants, lawyers.
~ farmers, corporate executives — and generally a

BB S R e e © * pleasant and fulfilling one, at that. But the dynam-
Relaxing in the carpeted lounge of his Fairfield  ics of families working together can be complexand -
f;acquetball club, Yankees manager Yogi Berra pon- ‘thorny. How will Yogi and Dale fare? .
“ders the fast-approaching baseball season and the = We consulted several prominent families in
‘teamn’s chances for success in the highly competi-  business together, from discount clothier Sy Syms
tive American League East. .~ - and his offspring; to Passaic Mayor Frank Lipari,
Yogi leans forward to put out his cigarette, then . who operates a sausage factory with three of his
slowly, dispassionately, sizes up one of the new em- children. Drawing on their years of experience,
ployees, a recently acquired journeyman infielder: each offered valuable advice to the Berras — in- .
Our scouts said he could help us. They said his best deed, to any family working under the same roof.
position is third, but he could play short for us also.. ~ For Yogi and Dale, the experiment begins this
_ He never hit for high average, but he drives in a lot eck with the advent of spring training. Their mood
" of runs. He's got power if he uses it right. 2 isupbeat. wiamfad Tl s

‘“P]1 take anybody who can help us,” Yogi says . Dale is elated about being a Yankee. “I wanted ~
th an impish wink..© R S to play here,” he says. “1 wanted to play for my
Dale Berra, squirming uncomfortably on the father, be with my brothers, my family. It's just .
couch next to his father, doesn’t quite say it, but the ‘perfect.” T iGN g aen el
awkward grin on his face says it for him: “Thanks,
Dad. Thanks a lot.” GH e e :
:The Yankees’ father and son act is a first for
ajor league baseball. While the legendary Connie
Mack of the Philadelphia Athletics managed his son

By Elliot Pinsley
Staff Writer =

1y

- Still, he is very much aware that all eyes will be
“on him and his dad this spring — watching to see
s nd and his less accomplished progeny can
employer and employee in the “Bronx

“Pm just going to approach itas if there are not
ing to be any problems,” Dale says, with a hint of
annoyance. “If he feels I'm not hitting the ball, he’s-
not going to hesitate to put a pinch hitter- in. And
after the game, I'm not going to call him up.and ask.
why he took me out. I'm just going to be a player,
“ that’s all. ‘And he’s the manager: They say he’s.a
* good manager to play for —as long as-you hit.”*

A six-year veteran of the big leagues, Dale, 28,

aiready being-penciled into the opening day lineup.
gi expects to platoon him at third base and is ~
counting on'him to produce plenty of ruos. =
. Unique as the situation is, going to work for Da
ia obill o traditinn as firmly ingrained in family life




Of sons and daughters
in the family business

FROM PAGE F-1

is the family’s prodigal son. Now 29,
Robbie was a men’s clothing buyer
for the company until 1980, when
Dad got wind of his son’s growing
disaffection at work. Sy Syms, 58,
who founded the firm in lower Man-
hattan 25 years ago and expanded it
into seven markets between New
York and Chicago, had one philos-
ophy about taking his kids into the
business. g
“I told them that if you ever come
to work with me and you transmit
unhappiness with that job, I'll let you
out,” he says.
Robert was unhappy. And Sy let
; him out.
“Ifired him,” Sy recalls. “I said he
couldn’t come to work anymore. I

... think he just had some growing up to-

do.... It was a tough task. But it
was for his own good.”
Robert spent six months wander-
ing in the wilderness of the garment
 industry before he returned to the
fold. “I gave him a second chance,”
Sy says. “You can’t disassociate the
fact that an employee is a member
of the family.”

Robert was given his old job
again, which also included responsi-
bilities in the company’s advertising
agency. Marcy was in charge of that
division, but she stayed out of it. “I
left it between my father and Rob-
ert,” she says. “I really felt that it
was something that needed to be re-
solved between father and son.”

“l fired him. | said he
couldn’t come to work
anymore. He just had
some growing up to do.”
— Sy Syms
T e e W AT T e e

Robert says his father did what he
had to do when he fired him four
years ago. “I needed to get my head

straight,” he says. *“My -father s~

compassionate but firm. He’s a
tough boss, but he’s the best. I came
back after I realized this is what I
really love.”

Marcy Syms, hard-nosed and
blunt, defined the challenge of navi-
gating a successful business where
family is working for family. “Clar-

ity is necessary,” she says. “You
need to know what is family and
what is business. To make a good
business decision, it is often neces-
sary to clear your head of family
considerations.”

Good advice for Yogi, perhaps,
and she has some that might be use-
ful to Dale as well. As the boss’s
daughter, “there’s more focus on

you,” she says. “You're scrutinized [

and evaluated every day, by every-
one you work with. If you mess up,
it’s much more important than if
someone else messes up.”

Dale, of course, has only his own
performance to worry about; no one
works under him. “Yogi’s going to be
dealing with a different element,”
Sy says. “I think there’s going to be
many more emotions coming into
play. Besides, Yogi may not be the
one who has to fire Dale. I would
have to fire one of my own chil-
dren.” . ;

“If Steinbrenner says get rid of
him, I say he’ll do it,” says Joe Li-
pari, mayor of Passaic and head of a
family sausage concern that em-
ploys two sons, Jimmy and Joey Jr.,
and daughter Annie.

Lipari has watched his own off-

Frank Lucianna with his daughters Diane, left, and Nancy.

spring struggle and stumble. “And in
the meat business, when you make
mistakes it’s always costly,” he says.
“But I don’t get rid of them.”
Lipari, whose booming temper is
legendary around Passaic City Hall,

S 15
has been known to throw a few tan-
trums himself. And though it’s clear
the kids have felt his wrath when
they’ve fallen short of his exacting
standards, they quite literally idolize
him. Annie, 25, an aspiring sales-

Staff photo by Steve Auchard

woman who handles the company’s
. bookkeeping chores, calls him “our
best teacher.” (The teacher’s pet
drives a lipstick-red Mercedes
380SL, with plates that read “IOU
DAD”). il :

“My dad is an idol to me,” says
Jimmy, 22, the plant manager.

“He’s the best in the business,”
says Joey Jr., 26, who was set up by
his father in a subsidiary of the par-
ent firm that distributes meat to
area hotels and restaurants.

Joey Jr. does recall a rainy day a
few years back, however, when the
delivery truck broke down while he
was making his runs. He called in to
Dad and suggested that perhaps they
might forego deliveries till tomor-

i row. The request was met by a bar-
{ rage of furious expletives and a
| slamming of the receiver at the oth-
{ er end. s ‘

i AR TR Aot NG B S0 A el o i




B end ghys ¥ Emys i p -y
. +Joey got the message
meat’s gotta go,” as they say in the
business.
And it did. With considerable help
from;a tow truck Joey completed v
all his deliverlw that day

“Things to learn

““He was tough because there were
things to learn,” Joey says in de-
;| fense of his father. “Whatever hap-

_pened was for the best.”

. The elder Lipari says Yogi would
be wise to adopt the same approach
‘toward Dale. “Yogi is a street guy,”

he says. “He’s a disciplinarian in his
own way. I would guarantee you, if
his son doesn’t cut the mustard, he’s
going to tell him. That’s it.”

Attorney Frank Lucianna em-
ploys two of his three daughters in
his Hackensack law office. Diane,
28, is a junior partner; Nancy, 23,
will be one someday after she is
graduated from Fordham Universi-
ty Law School. She clerks for him
two days a week.

As a boss, Lucianna is decidedly
paternalistic, doting on his daugh-
ters the way fathers do. And even if
he plays favorites a little bit —
Diane made junior partner in less
than three years, whereas Lucian-
na’s closest associate, Kevin Roe,
did it in five — he insists he de-
mands the same of all his employ-
ees. '

“I'don’t favor her in the work
here,” Lucianna says. “I give her
hard cases, like I give Kevin hard
cases. And I criticize her, like I criti-
cize him.” )

Both daughters are aware that
their father has given them special
opportunities. “But if I thought they
weren’t any good at this, if they
couldn’t do the work, they’d know
about it,” Lucianna says.

“I would advise Yogi to just treat
his son the same as he treats anyone
else who’s got to produce. His son
will understand it. I don’t think you
can play favorites in his business.”

Lucianna says some lawyers he
knows don’t get along well with their
sons at the office. “Fathers compete
with their sons,” he says. “I have a
feeling it works out better with a
father and daughter.”

“Working for someone else is
hard. Working for your father is
harder,” says Nancy. “You don’t
want to disappoint him. You want to
live up to his reputation. I want peo-
ple to say that Diane and I are just
as good — if not better than my fa-
ther.”

The dotted line e i

That’s asking a little much of Dale
Berra — his father is a Hall of
Famer, after all — but he does have
a couple of things up on his dad, no
matter how he does this season. And
he has them on the dotted line.

For one thing, Dale earns consid-
erably more than his father. At
$670,000, his annual wages are re-
portedly more than three times
higher than Yogi'’s.

And' then there’s job security, al-
ways .a sensitive issue when you

_work for the Yankees. . |

“My job’s more on the line than
his,” Yogi says with a chuckle. “He’s
got four years left on his contract. I
don’t.”




COVER STQRY :
Firms thrive
on mistakes
of others

No-frills outlets B Costance Mitchen |

are havens s
: DALLAS — By 7: '
for bargains Mol

morning, a line should have |
med on the stairs outside a
warehouse in north Dal-
las. At 8 a.m., when the doors open, shoppers will scramble
among cardboard boxaland gray metal shelving to get
their hands on Mikasa dinnerware, Wamsutta linens and
dozens of other.bmnd-name products at prices half what

the‘lyh would gay in department stores, R T
€ warehouse is Tuesday Morning Inc. — one of an esti-
mated 350 USA surplus stores, which are becoming major
ﬁgendexs in the fast-growing deep-discount retail busi-

,Tc;day marks the start of something that makes Tuesda

Morning unusual even among surplus stores: It is open ro¥
business for just four periods a year — four to seven weeks
- at Easter, Chnstmas and in the summer and fall — at five

Please see COVER STORY next page >

COVER STORY

Turning leftovers
into megabucks

outlets here near company headquarters, and 52 other outlets
in cities from Los Angeles to St. Louis to Washington.

“Business is going to be fabulous,” predicts Lloyd Ross, Tues-
day Morning’s founder and chairman. “Manufacturers pro-
duced too many goods last year. That creates great opportuni-
ties for us.” : ;

Surplus merchants like Ross make millions on the mistakes
of other companies. The stores thrive by selling — at near-
wholesale prices, well below prices at other stores — products
that other merchants don’t want or can't sell.

Surplus stores, once small one-person businesses operating
out of back rooms and basements, are proliferating: By 1992 |
there will be about 1,100 chains, estimates Fred Wintzer, a re-
tail industry analyst with Shearson Lehman Bros. Inc. ' ™

New York-based Job Lot Trading Inc., for example, began in
1949 as a mom and pop store taking in $300 a day. Now with
five stores and five more scheduled to open this year, the hard-
ware products peddler is doing $15 million per store. The busi-
ness has grown “from a pushcart to Fifth Avenue,” where one
of the stores is, says Chairman Phillip Cohen.

-The surplus store industry has two distinct groups: firms
such as Job Lot that deal mainly in salvage goods with mer-
chandise recovered from fires, floods and other disasters; and
stores, such as Tuesday Morning, that handle closeouts, over-
runs and odd lots from manufacturers, importers and other
retailers. »

Surplus and salvage stores differ from ordinary discounters
because their merchandise is bought at prices far below
wholesale.

. Other discounters often buy merchandise at wholesale
prices but mark it up less than department stores and other
retailers. Because surplus and salvage stores buy so cheaply,
they can mark up merchandise 100%, and still sell items for
less.

- Surplus and salvage stores keep expenses down by running
np-frills operations. Tuesday Morning’s setup, with merchan-
dise piled on wooden tables and metal shelves, is typical.

-In some ways, the stores are similar to the giant off-price
apparel chains such as Syms and Loehmann’s, which sell de-
signer-label clothing at a discount. What Syms is to the apparel
business, Tuesday Morning is to housewares.

But the firm stands out among surplus stores because it is
open just four times a year and because it is the most upscale
of the surplus stores, selling American Tourister luggage,
Swedish crystal and British-made stainlesssteel flatware.

. But the key to Tuesday Morning’s success is, of course, price
— 50% to 80% below department store prices.

-Tuesday Morning typically pays 25 cents on the dollar for
merchandise that it marks up 100%,. For example, a 45-piece
set of dinnerware that has a manufacturer’s suggested retail
price of $150 might be bought by Tuesday Morning for $37.50.
The store's markup would raise the retail price for that prod-
uct to $75, a $37.50 profit for the company and savings of $75
for the consumer.

* The supplier “is happy because he’s getting rid of his dribs
and drabs, and the consumer gets a good price,” says Ross.

 What does Ross get? One of the fattest profit margins in the
retail business.

According to Wintzer, stores like Tuesday Morning have
gross profit margins that average 50%, compared with 40%
for department stores and 30%, for discount stores such as K
mart Corp. and Zayre Inc. Net after-tax profit margins (gross
profits minus operating costs and taxes) average 5%, com-
pared with 3.5% for department stores.

.In the off-price business, getting merchandise is often as im-
portant as selling it, so companies like Tuesday Morning con-
stantly court suppliers. “Manufacturers would not sell to us if
they thought we would compete with their department store
business,” Gould says. .

.As surplus stores boorn, they are becoming increasingly im-
portant to suppliers as an outlet to move merchandise they
overproduce. Last year, for example, Bloomingdale’s in New
York contracted with a manufacturer to produce wineglass
and carafe sets. Once they were finished, Bloomingdale’s de-
cided the products weren't exactly what it wanted. “But they
were hot sellers in our stores,” Gould says. T

~Tuesday Morning'’s formula has worked well for the 10-year-
old chain. The company said sales were $43 million in 1984, up .
13.2% from $38 million in 1983.

Though Tuesday Morning would not release its 1984 income,
analysts estimate earnings were up slightly from 1983's $1.8
million. Because 1984 was a sluggish year for traditional retail-
ers, analysts expect stores like Tuesday Morning to outperform
the industry in 1985 by selling all those products that manufac- .
turers couldn’t move. %

.On Wall Street, the company gets mixed reviews.

“As long as manufacturers overproduce, surplus stores have

. a bright future,” says Charles Glovsky, securities analyst at

Eppler, Guerin & Turner Inc.
Contributing: Darcy Trick
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Where the Buys Are:
A Cross-Country Guide
to Discount Shopping

Who wants to pay
full price? Not you!
Right here is MLLE's
nationwide guide to
factory outlets,
chains and
warehouses that
offer irresistible
savings on name-

brand merchandise

Boston

® Artisan Outlet Village, 72 Mirona Road,
Portsmouth, NH, 603-436-0022

One day when you have time on your
hands and money to spend, head north
along Route 1 to this charming cluster of fac-
tory outlet stores. There are literally rooms
upon rooms of brand-name and designer
clothes, shoes, menswear, activewear,
housewares and more for 20-50 percent off
regular retail prices. And New Hampshire's
no-sales-tax policy makes savings even
greater. You can easily while away hours
bargain-hunting here, breaking for lunch
at the village’s charming restaurant. And if
you have any energy left, you can continue
north: From Boston to Maine, Route 1 is
known for its abundance of outlet shops.
Store hours—M-—F: 10-9; Sat, Sun: 10-6;
Sun in winter: 12-6.

® Filene’s Basement, Washington St., Bos-
ton, MA, 617-357-2644

As traditionally Boston as baked beans, Fi-
lene’s Basement is more than just a shop-
ping place—it's an experience. Only die-
hard shoppers should venture here. Several
floors, zillions of racks and countless bins
and counters are brimming with goodies—
and the crowds never thin. It’s best to hone
in on what you're looking for—designer
wear, underwear, menswear and so on—
and stick to that department. (Don’t worry,

there’s enough picking and choosing fc
keep you busy for hours.) Price tags are dat
ed and the discounts increase with time: Ev
erything’s initially marked down 25 per
cent; after 18 days it's reduced by 50 per
cent; after 24 days it goes down 75 percen
and if it’s not sold after 30 days it's given tc
charity. (If you find an item mistakenly lef
on the floor for more than 30 days, you! -
payment goes to the charity of your choice.

If your eye is sharp and your timing’s good

you could walk off with top designer look:
for a fraction of their cost.

In keeping with the casual atmosphere
trying-on is in the aisles. Nobody’s shy here
One Filene’s Basement veteran offers het
special try-on tip: “| wear only a leotard and
pull-on skirt. That way | can stay fully
dressed and still get a perfect fit.” Other Fi-
lene’s Basements are located around Bos-
ton, in Connecticut, New Hampshire and on
Long Island. Store hours—M-Sat: 9:30-7;
Sun: 12-6.
® Frugal Fannie’s, 24 Wilson Way,
Westwood, MA, 617-329-8990
Word of mouth has made Frugal Fannie's
one of the most popular discount ware-
house operations in the Boston area. It's lo-
cated in an industrial park about ten miles
outside the city and only open Friday nights
and weekends—which means that you
may have to make a bit of an extra effort tc
shop here. Is it worth it? Just walk in anc
see for yourself. An ocean of racks greet:
you, overflowing with such labels as Henry
Grethel, Richard Evans and Villager. Dis-
counts are never less than 30 percent, anc
special clearance sales are events to look
forward to. Despite the unembellished en-
vironment, you'll find pleasant shopping
conditions, including two oversized dress-
ing areas. You can return anything within
two weeks. The refund policy is neatly
summed up by the store’s slogan: “Cash
back, no flak.” Store hours—F: 5-9:30; Sat:
8—6; Sun: 12-6.
® Designer Shoe Outlet, 1935 Revere Beact
Pkwy. (Rte. 16), Everett, MA, 617-389-8655
It's a bit hard to find, but if you're a Joan ¢
David shoe fan, you won’t mind that thi
outlet is slightly off the beaten path, locatec
behind the Joan & David distribution cente
on a small side street about 20 minutes out
side of Boston. (Call for directions if you'r:
not familiar with the area.)

Inside, you'll find first-quality, in-seaso!
shoes from Joan (continued on page 272
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The power of Sheer Energy®
pantyhose comes from special
springy fibers that massage and
soothe your legs. Sheer Energy’s
all day massage makes your
legs feel lively, energized...and
you feel ready to light up your
days—and nights. So put on
the power of Sheer Energy. In
Control Top, too.

Nothing beats a great pair of Leggs®

SHEER ENERGY and All Day Massage are registered trademarks
of Consolidated Foods Corporation, for pantyhose.
© leggs Products, Inc. 198.4
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® Syms

An educated consumer is our best custom-
er,” says this 14-store chain’s advertising
siogan. And it's true—a smart shopper
knows that the buys here are terrific. If you
like to borrow from the boys, this is the place
to go. While the stock changes constantly,
the men’s departments are always well
supplied with terrific designer basics—
blazers, sweaters, polo shirts, button-
downs, ties, etc—for 40-60 percent off.
With racks upon racks of clothes and gener-
ally crowded communal try-on areas, the |
atmosphere in the women's sections is often
frenzied, but the bargains are just as worth-
while as the ones in the men'’s departments.
Syms stores are located in New York, Chica-
go, Philadelphia, Washington, Boston and
Florida. For the store nearest you, call: 201-
935-7500.
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Boston

9 Artisan Outlet Village, 72 Mironc Roud,
Portsmouth, NH,‘bO3-436-0022

One day when you have time on your
hands and money fo spend, head north

along Route 1 to thischarming clusterof fac-,

tory outlet stores. There are literally rooms
uoon rooms of brand-name ond designer
clothes, shoes, menswear, activewear,
housewares and more for 20-50 percent off
regular retail prices. And New Hamoshire’s
no-sales-tax policy makes savings even
greater. You can easily while oway hours
bargain-hunting here, breaking for lunch
af the village's charming restaurant. And if
you have any energy left, you can continue
~- +h: From Boston to Maine, Route 1 is
known for its abundance of outlet shoos.
Store hours—M-F: 10-9; Sat, Sun: 10-6;
Sun in winter: 12-6.

© Filene's Basement, Washington St., Bos-
ton, MA, 617-357-2644

As traditionaily Boston os baked beans, Fi-
iene’s Bosement is more than just d shoo-
ping place—it's an experience. Only die-
hord shoppers should venture here. Several
floors, zillions of racks and countless bins
and counters are brimming with goodies—
ond ihe crowds never thin. It's best 10 hore
in on what you're looking for-—desigrer
wear, underwear, menswear and so on—
and stick to that department. (Don’t worry,

there's enough picking and choosing to
keep you busy for hours.) Price tags are dat-
ec and the discounts increase with time: Ev-
erything's inihally marked down 25 per-
cent; after 18 days i's reduced by 50 per-
cent; after 24 days it goes down 75 percent
and £ it's not sold after 30 days it's givento
charity. (i you find on item mistakenly left
on the foo- for more than 30 days, your
payment goes 1o the charity of your choice.)
1 your eye 1s sharp and your liming’s good,
with top designer iooks

vy could wa'k
for a fraction of their cost.

In keeoing with the casual atmosphere,
trying-onisin the aisles. Nobody's shy here.
One Filene's Basement veieron offers her
special try-ontip:“l wear only a leotard and
pull-an skirt. That way | can stay fully
dressec ard still get a perfect fit” Other Fi-
lone's Dasements are located arourd Bos-
ton, in Connecticut, New Hompshire and on
Llong lsiand. Store hours—M-5at: 9:30-7;
Sun: 12-6.

@ frugal Fannie’s, 24 Wilson Way,
Wesrwood, MA, 617-329-8990 i
Word of mou'h has mode Frugal Fannie’s
one of the most popular discount wore-
house operations in the Boston area. it's lo-
cated in an industrial park about fen miles
outsicie tha city and only open Friday nights
ond weekends—which mecns that you
may hove to make o bit of an extra effort to
shop kere. I it worth it? Just walk in and
see for yourseli. An occan of racks greets
vou, averflowing with such labels as Henry
Grethal, Richard Evans and Villager. Dis-
counts are never less than 30 percent, and
specic! cleararce sales are events fo look
forward to. Despite the unembellished en-
vironment, you'll find pleasant shopping
conditions, including two oversized dress- «
ing areas. You can return anything within
two weeks. The refund policy is neatly
summed up by the store’s slogon: “Cash
back, no fiok.” Store hours—F: 5-9:30; Sat:
&-6: Sun: 12-6.

@ Designer Shoe Outlet, 1935 Revere Beach
Pkwy. {Rte. 16), Everett, MA, 617-389-8655
Ve o bit hard to find, but if you're a Joon &
Dovid shoe fan, you won't mind that this
outiet is slightly off the beaten path, located
behind the Joon & David distribution center
on a small side street about 20 minutes outs
side of Boston. (Call for directions if you're
not familiar with the area.)

inside, you'll find first-quaiity, in-season
shoes from Joan  (continued on page 272)
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CONTINUED FROM PAGE 270
ever | was, and she would work to keep it
that way.

Four months later, she wrote me that
. she was coming to the United States for o
0 visit. | took time off to be with her. We
played, we went out with my friends ond
we lived in my cpartment together. She
madz no demands on my time ond ac-
cepted my odd work scheduie without
complaint. Most American women
would not have been so compliant. They
cre more dedicated to calendars and they
like having specific plons.

| loved Jeanne more in the United
States thon | did in France. But there was
still something missing. | kept looking for
commitment to o purpose or to a career. |
‘appreciated the foct thot Jeanne might
be more devoted to a husband and fam-
ily thon an American woman, more for-
" giving of a man’s transgressions and less
likely to bolt and run. But deeo inside |
yearned for the ambition of American
wemen and their brocder outiook.

Finally, when the time came to decide
whether Jeanne would live with me per-
manently, | bowed cut. | did not thirk the
relationship would maoke it through the
yeors. In so mony ways, Jeanne was my
ideal—a combiration of Bardot, Loren
and Anouk Aimee that | could cali my
own.'But | knew *hat the bond between
us wouldn't hold for o lifetime. The fruth
was, | wanted a partner more than o
mgte.

When | told Jeanne. she resconded
iust os | thought she might. She apoecred
scd, but she was haughty and elusive
cbout how she feit. She did not fight the
decision.

In the months that followed, | thought
often obout her sensuaiity and her allure.
Wherever | was with an 2 merican wom-
an whose aggressiveness became irritc?-
ing, | wished she was more like Jeanne.

But | had mode my decision.

About a year later, | heard from an ac-
Guaintance in Paris that Jeanne was ge:-
ting married. The grocm was a French
lowyer, a “nice guy” who knew exactly
whot he wanted from a woman—unlike
me.

I was wistful then, and a bit envious.
When i'd sent Jeanne back to Fronce, had
I octed with my head rother than my
haart? To thisday, I'm not cbsolutely cor-
tain whether | made the right decision.
It'sabittooelusive. Butthen cgain, soare
Dietrich and Garbo, loren and Bardot,
Deneuve cnd Kinski. @

Wiiliom Sherman is a Pulitzer Prize—winning
journalist who lives in New York.

Do you have something to say cbout what
-ou've read? Send your comments to Made-
moiselle, Letters to the Eciitor, 350 Madison
Ave., New York, NY 10G17. We'il pay 310
for every letter we publish.

-~
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CONTINUED FROM PAGE 118

& David, Joan Halpern and Harvard
Squore. The best news: They're 3016 75 per-
cent below retail cost. Ali sizes are well rep-
resented and everything’s displayed on
shoe racks for easy self-service. There some-
times are Joan & David belts and leather
.accessories for 25-50 percent off. Store
hours—M-Sot: 10-4.

® John Barry, 75 Kneelond St., 10th fl., Bos-
ton, MA, 617-426-4291

John Barry opened more than 20 vears ago

in the hub of Boston’s garment district as o -

wholesaler for retaii stores tha! were oo
small to meet monufacturers’ buying re-
quirements. Today there’s a whole floor
open to the public, full of misses and junior
sportswear and dresses for 20 to 80 percent
off. Come here if you're looking for good
silk dresses—the selection runs the goamut.
Also, you're cpt to catch top-name sepa-
rates from Anne Klein or Nancy Heller for o
slight reduction. Recently opened: o bridal
department, with gowns for the bride and
atendanis availoble at great discounts.
Weich for the warehouse scles in June
ond December. Store hours—T—F: 10-6;
Sat: 9-5.

Chicauo

" duyer’s Qutlet Designer Mart, 9 W.
Waoshington St., Chicago, IL, 312-750-1025
Whoat's lacking in organization is more than
made up for in bargains. Here you'll find
racks ond tables overflowing with up-to-
date merchandise. I you've got the time—
and the potience—you're likely 1o turn up
items by Tohari, Harvé Benard and Sasson
for as much os 85 percent below retail. The
store has an interesting pricing policy: On
any given doy, aii sweaters, no matter
what their value, might be $3.99, all skirts
might be $6.99, eic. (Some labels are
clipped outand you will find irregulers.) For
higher-auality, batter-displayed inventory,
be sure o check out their across-the-street,
ground-floor shop at 16 W. Washington. In
both, dressing rooms are communal. (Since
the stores are right in the Loop, they do get
crowded during lunchtime.) Store hours—
M—-W: 930—030, Th, F: 9:30~7,‘ SO?: 0—6
@ Coats Coats Coats, Plyza del Prade. 2715
Pfingsten Rd., Glenview, IL, 312-291-0333
Recommended by several Chicogoans not
only for coats but for sportswear and ac-
tivewear as well, this store moved from its
old downtown quorters three years ago to
an expanded suburban space. You may not
find @il the popular names you would ot
other places, but don't let that stop you. “|
used to be a coat manufacturer,” says own-
er Harold tepp. "l know quality and won't
let my customers pay without getting it."”
Some of the best buys include Horve Ben-
ard ceats and suits, lile Wacs coats, Nipon
biouses. Bonnie and Bill swecters crnd
more. Discounts range from 25 to 50 per-
cent, sizes go from 4 to 18. The atmosphere
is pleasant, with helpful salespeople and
individual dressing rooms. “We're the oniy

- hours—M—F: 10-9; Sat- 10-6; Sun: 1225,

discounter in the area with a person w
does olterations on the premises,” od
Leop. Store hours—M, T, W, F: 10-6. s &
10-9;Sun: 11-4. 3
© Handmoor, 300 N. Michigan Ave
Chicago, IL, 312-726-5600

In the Midwest, Hondmoor is one of these
things, like good china and Grandme,
brooch. thatl mothnrs pass down io daggh
ters. After 2G years, the store has built uo
following that spans several generc:
and reaches io cities as far away os Detro;
This is ton fashion of rock-bottom pricee
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Look for clothing from the latest Americgs *
and Eurcpean desicners for a minimymg |
20 percent o gshio store (thery ’(’
another Handmoor in Deerfield, Hinoiy) L
vou'll also find Ecco shoes and Mapie fure k
pius weli-informed salespeople ond o i
vatedressing rooms. Stare hou Ts—M,T,WF
10-6; Th: 10-7; Sat: 10-5; Sun: 12-5,

@ T.H. Mandy, 55 N. Waukegan Rd.
Deerfield, IL, 312.9240-8400

The big difference hore. service. Walk T
seloct a few ey, enter one of the semip
vate dressivg rooms and the action stary :
Saleswomen ct the try-on areas work dey,

CAarthis £

. e

ble-time, exchangirg wrong sizes, auGge
ing and iocating alternate items, coming s
with stylish ways to pol! fogether one pies
unye from 2016 %

withanother. Disoounte
percent on too-brand designer clothe
While the store doesn’t advertise Srand;,
you'll find such nomes as Bill Blass, Chris.
tan Dior, Harvé Berard ord Perry &l
With merchandise coming in two o thee +
times a week, it's worth a few re*urn Visity 4 3
the first donsn't yield whot you wart Thers 4
are four other T H. Mandy's in the Chiceg
area, as well as branches in Dh:ioc:‘ei';h; |
Washington, Datios and Houston. Store

Los Angeles
® M. Fredric & Co., 225! So. Sepulved,
Evd., Los Argcles, CA, 213-477-3002 :
Sandwiched tatween warehouses, thisouyt. A
let is—surprisel—about as polished gng |
put-together as any store you'd hope f §
find. Everything's weli dispicved on glags
shelves and chrome rocks, which adds by
the pleasure of discovering maorkdowns of i )
up o 80 vercant cn French Cornection, Jeq ‘
Reminiscence and more. Oressirg rooﬁ:s
are private and the service is top-nofch
Store hours—M -6, Sun: 12-5,

® Pure Sweat, 2225 So. Seoulveda, West [
Angeles, CA, 213-478-3472
Greot busic sweatclothes are what you!
find here—in so many gorgeous colors tha
even Miss Piggy might be inspired o wer
out! Everytning goes for 40-50 percent ofi

1 M i S

reguiar retai! prices-—sweatshirts, for ey
ample, sell for ahout $5.90. Most of the
clothes are unisex and private dressing
rooms are provided. Store hours—M-Sg
©:30-8; Sun: 11-5.

F i S e

'@ Shoes by Shirley, 17037 Vznturo g, :

Encinc, CA, 8i8-7858-1195
{continued on page 274

i
MADEVOISELLE-APRIT 1as. 1




best i

UEC FOC N PAGE 227

Vednesday
BREAKFAST
1 iruit selection
LUNCH
Chicken Kabobs; 372-0z. skinless, bone-
iess chicken breast, cubed and alternate-
ly skewered with unlimited zucchini,
peppers, mushrooms, brushed with Gar-
lic Vinaigre!te, then broiied
1 bread selection
SNACK
1 fruit selection
DINNER
3'-0z. lobster or frocen crab, steamed
and served over 5-7 kinds of veqetables
tossed with Garlic Vinaigrette or lemon
juice
1 breod selection

Thuesday

BREAKFAST

¥ hard-cocked egg

1 bread selection

LUNCH

Shrim or Crab/Egg Salad (see Monday)
1 bread selection

SNACK i

1 fruit selection

DINNER

Chicken on a Bed of Vegetables: 3Vs-cz.
skinless, boneless chicken breast sea-
soned with garlic powder, then broiled
onicpof 1 cupspinachand 4 thinly sliced
mushrooms sorinkled with nutmeg

i fruit selection

Friceay
BREAKFAST
Herb Omelette: 1 ega, chopped frash ba-

sil, oregano and chives, cocked in a non-
stick skillet or one misted with vegetable
cooking spray

1 bread selection

LUNCH

2'/2-0z. halibut, seasoned with a dash of
apple-cider viregar, lemon and orega-
ro, then broiled

5-7 kinds of vegetables tossed with Gar-
lic Vinaigrette or lemon juice

SNACK

1 fruit selection

DINNER

Chicken Soup: 3Y5-0z. skinless, boneless
chicken breast, simmered in 3 cuns wa
ter, seasored with oregano, basil, thyme,
qorlic powder. When (lelmn is cookad,

add 1 cup row veaetables (i y colery

spm sch, cabbage) ond 2 Tbs. choored
eonion; simmer until vegeta L,(; are
tender

1 bread selection

1 fruit selection

Suturday

BREAKFAST

1 fruit selection

LUNCH

2V9-0z. skinless, boneless chicken breas!,
seasoned with lemon juice, ginger ona
aarlic powders and scallions, then bakad
5-7 kinds of vegetobles tossed with Gar-
lic Viraigrette or lemon juice

1 bread selection

SNACK

i fruit selection

DINNER

Shrimp/Vegetabie Kabobs: 3%-0z.
shrimp alternately skewered with uniim-
‘tted zucchini, peooers, mushrooms, sea-

soned with femon juice, curry powaeef

and cumin, then broiled
1 bread selection

Sunday

PREAKFAST

Vegatanle Omeletie: 1 egg
chopped green vepuver ond 4 slice
mushrooms, cooked in a norstick ckiile
or one misted with vegetable cooking

o:\}/\..

1 frunt selection
DINNER
Roked
trout or sole drizsle
ted with g rrixture

Yreoded Fish: 372-07. haddock
J w“H lemon juice,
?m(‘ly crushed |

&)

9
I cup fresh fruit solad

melon, contaloupe, tangerines)

mincea

nole-cider vinegar

Vocup water

ibs. dry musterd

tond freshly ground pepper, folas's

g
e ol 1

.5 tmeovture sitotieastons

ed for ue to 3 weaks
~y can be odded

CONTINUED FROM PAGE 272

Lines loon arourid the block for this store’s
onnual end-of-season cleorance sale. And
no wonder: With $150 shoes seliing for
310, the borgains are impossible to ignore.
"You just want to get in there ard load up,”
says Leigh Chuarlten, one of the authors of
Chic on a Shoestrirg (Doubleday, 1984) ond
aregular customer. Selections are excellent
cll year round as weil. Featured lines in-
clude Charles Jourdon, Poopogalio, An-
drew Geller, Beene Bag, YSL and more;
even when it’s not sale time, the prices are
reasonable. Note: The store carries plenty of
sizes for narrow feet. Store hours—M-Th:
10-6; F, Sat: 10--5.

® The Cooper Buiiding. 360 So. Los Angeles,
Los Angeles, CA, 213-622-1139

This 11-story building, located in the hub of
the Los Angeles garment center, houses 66
stores exclusively dedicoted to discount-
ing—along with restourants to stop in
when you read refusiing. Room At the Top
(11th flcor) carries better New York design-
er clothes; Stevie Brooks (Sth floor) offers
bodywear ond exercise gear; 860 Ciub-

274

Saint Tronez Wast (5th tlocr) has 45--70 per-
cent reductiors on Carole Little silks. The
whole retail siructure is simply unpara
leled-—a shopper’s paradise. Store hours--
M--Sat: 9:30-5.

@ The Place, 8820 So. Sepulvedo Bivd., Los
Angeles, CA, 213-645-1539

Rumors have it that Diahann Carroll and
Joan Coliins bath discard their old Dynarty
duds here. True or not, The Place is o grea!
place to find gently-worn clothing. The store

sporiswear, eveningwear and forward
fashion sportswear; you'll also find lingorie
and accessories. Owners Maureen ond
Joyce are rore than wiliing to help you ou
together o totai iock. Everything’s top quoli-
ty ond generally marked 50-75 porcent be-
low original prices. Store hours-—M-Sat.
10-5:30.

Mew Vork

@ haron's, 627 Fifth Ave.,
718-768-5400

A gquick subway ride from Manhatian puts
you at the doorstep of the legendary Aar-

Brooklyn, NY,

5. Kingly saleswomen greet you o the

Mramum savings of 25 percent. 15 not yn.

common to walk out po
‘wss for such braonds as Caivin Kiein, Co.
charen, Henry Grethel and Finity. Seasoro!
cear-outs offer orices as low as $5-$15 %
separaies. Dressing rooms ors

rop-quality

ommunal. Take the RR train to Prospect Av. -
cnd walk one bleck up to Fifth and -}
17tk avenues. Or drive—there’s free pork.

e

&

ing aeross the street, Store hours—M, T W7

Sat: 9:30-6; Th: 9:30-9

9 Boiton’s, 225 £. 57th 5t.,
12-247-4950 {main store)

Boitor’s has been busvy upgrading its mer.

chendise and its image. A visit is likely 1

New York, NY,

turn wo cothing from Bill Blass, 3ells

Lrance, Fern Wright & Manson and moreqt
discounts of 20-50 percent. Nestled among
the better-known labels
trendy pieces—fabuious buys for the mon.
ey. Dressing rooms are communal, but the

"‘:Opplﬂg 15 sane and easyg OIP(J I”HS man

branch is in the heort of midtown, but thera &

{continued 01 page 274
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CONTINUED FROM PAGE 229

onxieties. “I'm o self-confident person,
and independent. Exercising is my woy
of exoressing what is important fo me,”
wrote one woman, and indeed, 60 oer-
cent of those who work out daily said
your feelings about your bodies had im-
proved cver the past five years. i feei es-
poy when I'm exercising and

peciaily ha
" observed another wom-

physicaliy fit,
an. “i love to be in shope.”

Loving to be in shope is perhops the
best antidote when we feel ourselves

coming down with a case ot body-hate.
Exercise lends us a sense of power that tar
surpasses the essentially passive pre'ii

ness of the past: We value our bedies for
their accomplishmenis rather than princi-
pally for their appedrance. Wheneverwe
run faster, stretch farther, bold o balarce
longer, we feel proud, agile, efiective.
When we chanae in the locker rcom o
the gym, we se2 other wamen's pocies
that are as imperfect—aond as uniguely
lovely—aos our own. When we leave the
health ciub after a class or swim, when

we make our way home cfterarun, thee
is a spiendor in the woy we walk: Our
spines seem straighter; instead of worrv-
inG about our sweat, we glory in it. We
have settied down with our bodies. They
are no longer like traccherous lovers,
who may sweep us off our feet one doy,
turn on us the next. They ore reliable,
thay are vital, they are powerful, they are
beautiful. Like friends. @

g

Kathy Brown is an exccutive editor at Made-

moisel'e.
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cre 17 Ralten’s in and around the Manlat-
1an area. Store hours—M-F: 10-9, Sat:
10-6: Sur: 12-5. (Specific branch hours
may vary.)

@ Encore, 1137 Modison Ave., New York,
NY, 212-¢79-2850

Come here and vou migh! find somathing a
New York scciety lady once wore to a pre-
miere reception or clegant ball. Discover
the coat or dress vou were 2ving for last
year——shil in fochion but cesting a guarter
of ‘what it did then. This delightful resale
shoo features never- ta slightly-worn cou-

tu-e, designer ond off-orice clothing—ait ot
a fraction of the original orices. Everything
Hy inspected, cleaned and condi-

is carefy
tioned. before being cocepted on consign-
ment. You'il also see a terrific seleciion of
accessories—including shoes. be'ts, hand-
bags and jeweiry. Store hours M, T. W, F,
Sat: 10:30-6: Th: 10:30-7; Sun: 1 2:30-6.
© Fire & Klein, 119 Orchard St., New York,
NY, 212-674-6720
Orchard Street is one G'¢
ioaded with bargain hunters that it's closed
1o tratic. There are far, far too many places

Jantic bozoar, soO

to name here, but this better leather 000l
emporiumr merits special mention. On two
flcors there's an enormous selection of de-
signer belts and bags at more thon 40 per-
cent sevirgs, Occanionally you'll find oieces
rvice is first ciass. If

feam Ferdr wnd Gueai. S
there’s something special you warnd, just
ask. They'ii order it for ycur, sell it with their
dizcourt ard shio anywhere in the U.S. Up-
ciairs from Fine & Klein is Sole of taly, a vir-
| fpast of talion and Srench shoes ot dis-

a8l

counts starting ¢! 23 percent. Store hours—
fv"-’:. SU-".: 5:‘55——5‘::‘\7.

@ New Store, 287 Seventh Ave., New York,
NV, 2:2-741-1G77

I's st co ncidonce that this smart shoo, cor-

rring ciothes from many young designess,

7 o
treat from the Fashion

15 locoted across the s
Inshitute of Technology. Super buys are kiter-

ery corner of this two-sto-
easily discover 33-50

allv pecked intoev

Ve ey
> 0 ea

v 5o

pe-cent saings on the lotest icoks from
Cathy Hardwick, Norma Kamali, Mary Ann
Restivo and Carol Horn. Speciol sales occur
raquiarly end the newest arrivals are put in
the front. Given the clientele (budding de-

27
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sioners). the communal fitting room s @
great place to oick up some worthwhila
fashion tips. Store hours—M-F: 10-8; Sat,
Sun: 10-6.

philadelphia
» Corner House, Lawrence Pork Shopping
Center, Biroomall, PA, 215-353-4140

This is the olace lo shop if vou're off
clothes on the conservative side. Located
iust outside of center-city Philadelphia, tHis
outlet carries a well-rounded suoply of
Etienne Aigrer along with o vorying assar-
ment of the lotest from Calvin Klein, Serc it
Valente, Sasson, Liz Claiborne ond others
ir aadition to the sportswear, suils, ;
ond dresses. there’s a large
shoes, ncluding Aigner and Nic
counts begin ot 15-25 percent; st
such as $10 off every biczer—oi

ticnal savings. The otmaosohere is mo

ond friendly and the try-on areas are pri-
vate. Store hours—M=F: 10-9; Sc*:
10-5:3G; Sun: 12-5.

© Fashion Direct Qutlet, 2313 Chestriut Ot
Philadelpkia. PA, 215-569-41C1

Eashion Direct Outlet maoved to fashionanble
Chestnut Street & year ogo, and while e

¥

rminders of its warehouse origins remo
the cormmunal dressing room, for instan
—it's now about s close as you con tom 1
a boutique with discount prices. The rmer-

chandise is as well orgonized and stylisily
o to find

i os you cou'd hope = 8

coordine
Wall-dispiayed outfits are evar
keyed to their iccation in the snoo, 50
woman on the run can spet the style b
, try it on ond leave in recond

A
LI e

looking for
tire. Inventory consists of morutaciure

5 R o o
v for AG-0

seasono! samoies ond overry ,

oercent below retard prices. Typica! fints 0
good supply of Fenn Wright & Maorsor,
Paule Ssicerand Alka Boker soartswes, i
cola blouses and Cosablanca parts Thrre'

a'so an assortment of farnous-nase uccer

sories. Cormments one loyol shoroer, “ve
sootied greot Caivin Klein belts for next 1o
nothing. And I'm still wearing the limer wy
| bought saverc! szosons Ggo for L7007
con’t beat that.” Store hours—M—5at: 10-6;
Sun: 12-5.

© Post Horn, 2130 Arch St., Philadelphia, PA,
215-567-0361

R IRE I AR T

Walk inside and you'll think you've entered
pie heaven—you'il find all the crew-

o
meck sweaters, exford shirts and other bo-
sic, traditional gear ¢ preppie could ever
o gl for 30-60 percent off. It's o

el
50 in addition *o Post

manufocturer’s outl
Horn ciothes, you'll find J.G. Hook cnd
Searrs coliections—ail owned by the Post
Horn company. The shopping is wonderfyl-
Iy civilized. Not only are the individual
Jresairg rooms mirrored, but each one has
o inck or the door plus a pincushion toaidia
the uncloing of the folded and pinned shirs,
O)her Post Forn, J.G. Heok and Sparrs cut-

i all over the Eastern see-
beard, Store hours—-rA-bat: 10-6; Sun:

1225, (5pecific branch hours may vory )

ity caer Loy

son Froncisco
o Athietic Shoe Factory, 132¢ Ninth Ave,,
“an Franaisco, CA, 415-664-8776

i

Much more thon 115 name implies, this dis-
count establishment hos everything for the
axercise lover. In addition to nome-brand
termmnar that rurs the ranae from Nika i

O

15 to Keds. it olso cr-

Now Dalance fo A
ries plenty of sweots and assorted workout
sereasorios for bath women and men. And,
ror, there cre the can'i-be-beot prices:

20U

.40 percent below retail. Store hours—

‘ o 12-5.

& Cisthes Encounter, 2348 Mission S, Son
Erancco, CA, 415-225-1313

Yk prices that are 20-60 percent off, this
ping spot is right on the mark for
-y inaks that vou know you'll love this

wenson (hut micht never weor aaain). The

G.50--6. Sur

clothes tend to be either casual chicor porty-
ressy with fobels including ¥/ild
e Borbaro Borbara, Made in the Shada

w5 ranre. Marchand sa is wall disployed

drassing ronms cre private. Storn |"ourf,—l
PT =6, Th, B 1127, Sat 10-6.
@ Esprit Factory, !4th & lllinois, San
Seinee, CA, A15.957- 250
Aryone farmbiar with the Esprit name will
enwy the lucky San Fronciscans whorenvs.
siha Lrtnny st wihere Biprit goodies o
it ot AT percont beicew cetail The sheg,
ping cort self-service (befitting the youthfyl
soirit of Esprit) lets you whiz down the
aisles, select your stuff and check outintrue
{continued on page 273)
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supermarket style. Given the adoptability
of Esprit ciothes, i* dossn’t matter tha! the
merchandise is 14 seasons beh ind. Store
10-9; Sat: 10-6; Sun: 1 1=5.

G e oH

hours—M-F

rotional Chains

& Lochmann's

“Lloehmann’s” and
come practically synonymaous. Shonping
here 1s, to out it nukily, a challenge, but

“disceunts” hove be

anyone whe sursives—-and succeeds—can

maider herseif well equipped 1o approach
any other discount cslablishment with
case. What you'il find irside: nonsioo
clathes of every vanety, from every ma
top designer or not. New arrivals appeur

every day, which means that several trivs

raaht be necessary f vou're looking for
G y

something 1n particuiar. With savings of 50
t or more, the bargains are sensa-
tioncl, especially mn “The Bock Room”
where you'li find unbeiievable buys on
nl"lﬂ C;Uﬂ‘u‘/ r"'ethO\J"(‘ Cf 7’7'!{"’5 store
mecrest you, coll 212-409-2000

@ Marshall’s
taarshall’s s one of the
store chamns in the nation, wi

perc

largest off-price de-
|
i

partment
qrores in mails and major cities in 35 stotes.
The stock includes just about everything for
wonren, men ond children, with recluctions
ranging from 20 to 60 percent :,ev\m"*
vears ago you'd have been like: 'y to fing @
iair amount of irreguiars and unknown
brands, but the quality has improved. Goto
dventure—and

i
.
Marshaii’s with ¢

comeone o push : up your shop-
ping cart. For the store nearest you, call 617-
©35-8200.

@ Syms ——

" An educated consumer 5 our best custom-
er.” soys this 1d-store chain's acdvertising
siogon. And it's true—a smart shopper
knews that the buys here are terrific, ¥ you
like o borrow from the boys, thisis the place
to go. While the stock changes constanty.
the menr’s departments are always weli
supolied with terrific designer basics—
blaze-s, sweaters. polo shirts, button-
downs, ties, etc.—for 40-60 percent i

With racks uoor racks of clothes ond gener-

aliv crowded communal try-on oreas, the

atmosphere in the women's sechions is often
frenzied, butthe bcmfvmsormuﬁ'cswor?h
whiie as the onas in the men's depariment
Syms stores are located in New Yark, Chica-
go. Philade!phia, Washington, Bosion ard
Florice. Sor the store nearest you, cali: 207 -

935-7500.

S.

Where Else to Go?

Werd of mouth 1s probably the bast way !
locate othar grscounters in your ared. In oc‘-
ditian, check out one of the national guice-
booxs. Two thot we recommend ore SOS.
Seve an Shopoing by Iris Elfis (Perigee’Put-
nam, 1983) and Chic on o Shoestring by An-
nette Swarberg cnd Leigh Charlton (Dou-
bleday, 1984). @

(/"‘Kj' h_,‘b;fi»;\"
surrendar 'hn-r parts at the nearest cou-
ture ch + After o moment's con-

(perhcos of the mon's linen

suit s"t»:'c: recontly bought), she tred to
i we're both weoring
unss we'll just have to toss @
‘ 5 rurs for the taxi.”

:,..\n cihe hadn't been amused; she kad
and that made me won-

\Gl/;,
S"I"‘u S

coin

rJ

o -~
weet

dor whether her s'om froma

fears didn't
deepe: source. What other figure i 6ur
lives both commands authority and
; Maother, of course. And so, if
pod bemng men”™ - put on fo

v wouldn't they turn into

mole gormen
something cangerously rescmbling thot
woman o ‘.,\"".'""' W Were $O ,)()\FJPHU“ (
drawn and by whom we were, at the

came time, so oowertully threatened?
Men ~ts may te cur last line of

dete ainst our mothers-—and we
on' o rea 1t fali. That, of any

rote. minht e ore exolanation for wor-
nrs eeoe for men do hold the fort of
¢ ecercms in their stuffy old suits
Gnatoncaly correct jeans. It sim-

iy frels sate
i aeems to fee! safer 1o « lot of men,
106, Wi | ravsed the subject of men ord
the other night, the

cny—at lecist ona

P

assemb e MG
Lo o Baraand - 8 ~ox shirt
of wnom nao gone 50 far os 10 mix sniri-
didn’t even seem
f } n

‘orns-—cC

other timas «

nine oss0CIc!h ]

it =5 where the two sexes
scoted, and they can't
n a very different so-
West,

WGITors

strictly

waere

agexirt inthe
man woving o flag os he

~tor beavily mined with ta-

v tNn g
v maie-dominatec f.fmefy,
lifs wicins esteem™,

iend, esprcio

where w
T b
whiig ' ¢

as @ woman su "@'ﬂ(*‘f- rs
amor want the comfort, t, mobil-
<'s clothes reore-
sent,” says lolg =0 '\"‘3 gesigner of skirts

"Men wont @ chance to dress

cower that

for men.

even THVO}OLH’\ ¥, \‘\h"\OL,f

which men ore we taikine
und ~v dinrer tcble

~ernssariy 0pPO

4
. ners
qeirs, but they gssumed these
Iy

to ne males vory different irom

g, ~ ! ‘4 - .-~ , ~ - $ia I '
theniseives Ew- vans (who, gt their gin-

ner poertos, often weor o XINd of native

sarong) OF SCots Or Gays or eccent
rmers A2 ”\py right that skirts won't
appesi o ‘real” men, to regulor guys?
I'm rat sure. But they probably are right
that the first men to cross that frontier

won't be ord
Some of the
impu'se to use
5ic or words——
tended to shc
them may be
individualism
ready qiven u
the mohawke
necessarily b(
oreference.
sistently in lhr
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Einstein’s, ©
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... Syms Looking for a Second Qutlet in Philadelphia Area . . .

Business/NEWS

| Jet Crgo: Fly in the Ointment

Journal of Commerce

OS ANGELES — Despite the thousands of tons of

dangerous cargo shipped around the world as

air cargo, hazard managers agree that there is
an even greater cargo menace on commercial air
flights: What’s brought aboard by passengers.

Walter G. Greiner, of the FAA, and Kaye Warner,
head of the Dangerous Goods Section of the United
Kingdom’s Civil Aviation Authority, spoke before dele-
gates to the Los Angeles Air Cargo Conference.

Both the FAA and the CAA have strict controls on the
commercial shipment of dangerous goods. Passengers
bring aboard the same kinds of hazards that industry
does, but are nowhere near as conscious of the poten-
tial safety hazards, Greiner said.

He recounted how one passenger on his way to
Jamaica carried aboard a popular long-life automobile
battery for a friend. To keep it out of sight, he stowed it,
on its side, in an overhead compartment. The hazard

was discovered by other passengers who complained
about the drip of battery acid on their heads.

Even some commercial shippers forget themselves
when they become passengers. Greiner said that one
doctor went to great lengths to make sure hazardous
drugs were safely shipped, then became outraged when
an airline insisted on confiscating propane cylinders
he had carried aboard to use on his boat.

Another doctor brought along apparently innocent §

medical samples. Closer inspection revealed them to be
vials of viruses from research into the cause of AIDS.

One of the most troublesome hazards during recent
months, Warner said, has been the popularity of giving
fireworks as a parting gift to students who have been
studying in exchange programs. More than 1,200 pieces
of fireworks were collected on a single flight, she said.

“I'd rather fly with a load of high explosives than
with some of the things passengers have,” said pilot
Jim Carey of Flying Tigers Line.

Clothes Li

No-frills chain wants
to add an outlet
in the suburbs

By ROBIN PALLEY
Daily News Staff Writer

yms, the clothing discounter,
is looking for a site for a sec-

ond Philadelphia-area store,
probably in the northern or western
suburbs.

The chain, which has 14 stores,
opened its first outlet in this area
last May on Route 70 in Cherry Hill,
and investor relations director Da-
vid Bernard said the company has
been seeking a-second store here
since then.

Syms sells in the suburbs because
suppliers don’t want to see their
clothes selling at a discount next to a
department store that’s selling them
at a much higher price.

Brand-name merchandise takes up
95 percent of the store’s selling
space. Prices run 40 percent to 60
percent below those in department
stores.

Analysts call the track record of
the no-frills Syms stores “impressi-
ve,” saying they are among the most
profitable in the industry.

nes




In only a few years
they have grabbed a
sizable share of sales in
soft goods, accessories,
and footwear—
and the share is still growing | SRR

Jack G. Kaikati

L me—— B — . - - B s

The face of retailing is continually being In the current decade, off-price retailing
changed by somebody who gets a “‘bright is being widely heralded as a phenomenon that 1s alter-
new idea,” as one sage of the industry put it ing the face of the industry. Occupying the gray area
long ago. The lutest aiieration comes in between full-service stores and discounters, off-price

this decade from the phenomenal expan- retailers carry nationally recognized brand names
(mostly 1n soft goods) in no-frilis, pipe-rack stvle stores.
'ndications of the strength of this group include the
ivllowing:

sicn Of L1C Gff-price AL,LuII
tion of nationdily known brai
low prices has earned them a niche ia
industry, especially in apparel, accessories,
and rootwear. Some of the traditional

retailers have decided to fight; more fre- 1 According to industry analysts, some

quent sales promotions are one weapon. 10,000 stores nationwide sell off-price clothing, acces-
xS hav chosen to join the enemy with sories, and footwear, and ring up about 5% of all sales
ff-price operations of their own. While it is in these categories. By 1990, their volume will amournt
still too early to teil whether this develop- to about $16.8 billion, or 9.2% of total apparel and foot-
ment Is a temporary W“’fkk’ or a perma- wear sales, according to one authority.'
nent crease in the face of retailing, the = Annual sales per square foot, the indus-

Ny sk S e . i
industry remains very unsettled try’s productivity standard, are an estimated $200 for

OP retailers—about twice that of conventional retail-
ers. In addition, off-price inventory is turning over

9 times a year, compared with 3.3 times for an avelagc
department store.

Mr. Kaikati is professor of marketing at

Southern Illinois University at Edwards-
ville. He has written a number of articles
concerning strategic marketing manage-

ment and international marketing in vari- [0  Several of the most successful retail
ous business journals. This is his third operations have decided to co-opt the competition by
contribution to HBR, the last being “Mar- going into off-price merchandising themselves. Asso-
keting Without Exchange of Money”inthe  ciated Dry Goods, owner of Lord & Taylor, acquired
November-December 1982 issue. Loehmann’s, the grandmama of off-price retailers. K

mart has opened 29-0P-outicts called Desigier Pepor.
ﬂme of the independent off-price retail-.
/c‘rs such as the Dress Barn, Burlington Coat Factory
/" Warehouse, and Syms—became public corporations in
/1983, often at prices more than 30 times earnings >

Burlington Coat, a chain of 31 better quality appar cl
outlets, sold 1.5 million shares and the family of

/‘-——.» X
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Daniel |. Sweeney, Branded Merchandise, -
““Manufacturers and the New ed. Linda N
Environment,” in
Off-Price Retailing:
Current Issues and Trends
i Markering of




"hairman Monroe Milstein another 2.5 million at

528 per share. {To be sure, the market price has dropped
considerably since.) Early this year the company was
iisted on the New York Stock Exchange.

[0  The heightened interest in the concept
has led to the inception of a monthly newsletter
devored exclusively to topics in the outlet/off-price
field. Its name is Value Retail News.

What makes the trend

- OP retailers often buy goods at below-
wholesale prices (even below those paid by discount-
:rs). Unlike department stores, they rarely ask for
-uch perks as promotional allowances, markdown
noney, return privileges, and extended payment terms.
As a result, they have had little difficulty obtaining
merchandise.

Capitalizing on other merchants’ mis-
~akes is another way for off-pricers to buy goods at
selow-normal wholesale prices. A department store
mnay have overstocked a certain dress and returned a
arge share of its order to the manufacturer. Rather

han let the inventory pile up, the manufacturer sells it
-5 an off-price operator at cost or even less. Off-pricers
11so absorb goods from bankrupt stores and from
nanufacturers with irregular merchandise, production
sverruns, or unsold end-ot-season output. Neverthe-
ess, industry analysts categorize 85% of OP retailers’
roods overall as being of first quality, and 60% as cur-
‘ent goods.?

There are at least three types of off-
sricers: factory outlet stores or direct manufacturer’s
~yutlets, independents, and club or members-only
yperations.

Factory outlets are owned and operated
»y manufacturers. They normally carry one line of
merchandise —usually their own closeouts, discontin-
1ed items, irregulars, and cancelled orders. Through
‘hem, manufacturers can regulate where their surplus
s sold and avoid the lower profit margin realized by
lisposal of the goods through independent distributors
iobbers). These stores usually feature pipe-rack fix-

ures, wooden tables, linoleum flooring, and an austere
‘ecor, and their assortments may lack continuity. For
‘ears manufacturers like Carter’s, Levi Strauss, and
ship ‘n Shore have operated retail shops in out-of-the-
wvay (but not always rural) locations to dispose of sur-
slus goods.

Independent OP retailers are owned
:nd run by entrepreneurs or are full-scale divisions of
traditional retail operations. They normally carry a
broader array of merchandise than the factory outlets,

Harvard Business Review Mav-june 1985

consisting of branded and designer-labeled merchan-
dise that includes manufacturer’s overruns, closeouts, E
or damaged goods. The independents buy merchandise

at steep discounts and sell it 20% to 60% below

department stores’ markups. A bare-bones shopping ).
environment, distinguished by an abundance of inele-
gant, functional displays and a dearth of sales help and
service, reduces their operating costs.

Members-only outlets were common
in the 1950s and 1960s. Sol Price put the off-price
members-only concept on a systematic basis when he
formed the Price Company in 1976 in San Diego. The
company’s success has been startling; the Price Clubs,
as they are called, had grown to 20 outlets by the end of
1984, and the company had plans for 9 more in 1985.

The Price Company began as a cut-rate
wholesaler to small retailers and other businesses,
charging a $25 annual admission fee. Later the compa-
ny broadened membership to individuals on a group ba-
sis, including government employees and members of
selected credit unions and financial institutions. These
members pay no membership fee but are charged 5%
over the marked wholesale price of merchandise. This
membership policy reduces the incidence of bad checks
ard shrinikage, thereby keeping costs down. Other
contributors to the low-expense structure are small
acvertising budgets and out-of-the-way store sites.

The Price Clubs sell a limited selection
of brand-name appliances, household items, and gro-
ceries in warehouse outlets on a cash-and-carry basis.
Merchandise is generally offered in bulk quantity,
dispiayed and siacked in packing cartons on pallere
and steel racks. Traditional retail store amenities such
as paper bags and restrooms are unavailable. Price by-
passes the need for a central warehouse by purchasing
almost all its goods from the manufacturers, who ship
directly to each outlet.

Price’s success has inspired imitators.
Sam Walton, chairman of Wal-Mart Stores, had opened
11 Sam’s Wholesale Clubs in the Midwest and South-
west at this writing and had laid plans for 11 more
by -the end of this year. The Zayre Corporation has
launched three BJ’'s Wholesale Club membership ware-
houses, two in the Northeast and one in Miami. In
1934 the Seattle-based Pay 'n Save Corporation opened
four buying clubs in three cities.

Other newcomers represent companies
founded by entrepreneurs seeking to capitalize on this
trend, in some cases managed by persons formerly
employed by Price Company or with a background in
retailing. These include wholesale clubs in Seattle,
Denver, and Chicago. By the end of 1984 the eight larg-
est club companies operated a total of 64 outlets. One L

2 Pat Sloan,

“Gloves Off in Off-Price Battle,”
Advertising Age,
October 17,1983, p. 3.



Off-price retailers

Exhibit The wheel of retailing
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estimate predicted there would be 111 outlets by the
end of 1985 with a sales volume of $4 billion.*

Favorable factors

Although off-price outlets have existed
on the fringe of retailing for nearly three generations,
they represented a negligible force in the industry until
a few years ago. The impetus for their recent phenome-
nal growth came from the demise of fair-trade laws,
adverse economic conditions, strong demand for wide-
ly recognized brands, and continuing consumer disen-
chantment with traditional retailers.

Demise of fair-trade laws. The decline
and then repeal of resale price maintenance laws—
commonly known as fair-trade laws—facilitated the
growth of the OP phenomenon. From 1931 till the
1960s, a series of state and federal laws permitted man-
ufacturers to determine the minimum retail prices at
which their products could be sold to consumers.
Stores selling the designated products below the speci-
fied minimum price were subject to prosecution and
fines. The intent of the legislation was twofold: to pro-
tect the right of manufacturers to maintain the pres-
tige of their brands against retailers’ price cutting, and
to protect small retailers from being overwhelmed by
lower prices set by larger retailers, especially chain
stores. Over the years, fair-trade laws declined in impor-
tance as price competition became a more important
marketing strategy. Their ultimate demise came in
March 1976 with the passage by Congress of an act
abolishing the use of fair-trade pricing in interstate
commerce.

Economic conditions. As the economic
vise has tightened on both manufacturers and consum-
ers, OP chains have grown. Consumers, looking for
value for their shrinking dollar, have turned to retailers
who can offer brand-name goods and the quality they
imply at lower prices. Shrewd off-price operators have
capitalized on the squeeze applied to manufacturers by
higher costs coupled with consumers’search for value.
The original off-pricers, such as Loehmann’s and Mar-
shalls, profited by buying manufacturers’ closeouts,
overruns or irregular goods, and retailers’ leftovers,
then slashing prices to consumers.

When the recession of 1982 left many
producers with idle capacity and big inventories, off-
pricers urged the manufacturers to sell them in-season,
first-quality goods. At that time the manufacturers,
hampered by traditional retailers’ increasingly trouble-
some late-ordering and late-paying habits, were eager

3 Joseph H. Ellis,

4 Malcolm P McNair,
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to reduce inventories that they had to maintain at
crushingly high interest rates. Selling to off-pricers
helped ease the burdens of excess goods on hand and
underused capacity.

While the economy has improved great-
ly since 1982, the off-pricers continue to take advantage
of manufacturers’ cost problems and consumers’ will-
ingness to look hard for bargains in goods with recog-
nized names.

Demand for name brands. American
consumers have developed a strong predilection for
nationally recognized brands and designer-name mer-
chandise because to them these goods denote higher
quality and (often) status. Name brands once exclusive
to stores such as Saks Fifth Avenue, Neiman-Marcus,
and Bloomingdale’s now appear in thousands of off-
price stores around the country.

Not long ago a consumer, after finding
and paying for a bargain, might conceal it in a shopping
bag bearing the logo of a prestigious store. Now that
shopper buys at a designer discount store, uses its bag,
and boasts about having discovered a great bargain.

It’s a mark of status to be able to say “I got it on sale,”
thereby demonstrating that the shopper is discriminat-
ing and has avoided paying the usual retail price.

Disenchantment with traditional
-etailers. Department store policies also have contrib-
ated importantly to the success of off-price retailers
because of their diminishing customer service, too-

- right inventory controls, and to many, unacceptably

large markups.

Many department stores and specialty
retailers have quietly adopted a new pricing strategy.
To determine the regular price of an item, they nor-
mally double the wholesale price. This is called key-
stoning. Now some stores are introducing merchandise
at keystone plus 15%, which means that when items
go on sale they are marked down only to the keystone
price. Many price-wise consumers, discouraged by the
sales tickets they see, have switched their patronage to
off-price retailers.

Consumers have been antagonized by
other policies too. Poor service, too-frequent sales, and
a lack of distinctive merchandise have eroded shop-
pers’ loyalty. For example, post-recession sales promo-
tions, designed to generate store traffic, often have
backfired. They taught consumers to wait for “sales.”

Competitive Distribution in
a Free, High-Level Economy
and Its Implications for

the University,

ed. A.B.Smith

(Pittsburgh, Penn.:
University of Pittsburgh
Press, 1958), p. 1.

“The Warehouse Club Industry:
An Update,”
Goldman, Sachs & Co.
(New York: January 17,1985).

“Significant Trends and
Developments in the
Postwar Period,” in
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Evolution of the trend

The development of off-price retailing
adheres very well to the ““wheel of retailing’”” hypothe-
sis originated by Malcolm P McNair in a 1958 article
that became a classic in the marketing literature.* The
theory states that institutional change in the industry
takes the shape of a “‘more or less definite cycle.” Each
cycle has three phases, entry, trading up, and vulner-
ability. The Exhibit illustrates how the small, specialty
retailer was displaced by the department store, which
subsequently became vulnerable to the discount re-
tailer, then to OP retailers.

Entry phase

“The cycle frequently begins with a bold
new concept, the innovation,” McNair wrote. ““Some-
body got a bright new idea”” The innovator ““attracts
the public on the basis of the price appeal made possi-
ble by the low operating costs inherent in his innova-
tion/” The innovators of off-price retailing were Edward
Filene and Frieda Loehmann, who started their busi-
nesses early in this century.

In 1909 Edward Filene, son of the
founder of Filene’s, got the idea of using the basement
of his Boston establishment as an outlet for leftover
goods from manufacturers and other retailers. He sold
this merchandise at low prices, reduced at regular
intervals. In 1920 Frieda Loehmann opened a clothing
store under her Brooklyn apartment. She paid cash to
top makers for garment overruns and sold them at deep
discounts for cash. By the time she died at age 88 in
1962, “Momma’’ Loehmann was a force in retailing

women'’s wear; now the chain has 61 stores in 25 states.

Filene’s Basement and Loehmann’s
stores feature a bare-bones shopping environment dis-
tinguished by pipe-rack displays and communal dress-
ing rooms. Salesclerks are more interested in ringing
up sales on a cash-and-carry basis than offering advice.
To please their suppliers, in the early days convention-
al off-pricers scissored manufacturer’s labels from their
merchandise so that customers could not be sure what
brands they were buying. But astute shoppers deci-
phered the thinly disguised codes on price tags.

Trading-up phase

““As he [the innovator] goes along, he
trades up, improves the quality of his merchandize, im-
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proves the appearance and standing of his store, attains
greater respectability,” McNair wrote. As their opera-
tions have matured, even the off-price veterans have
changed their marketing policies—somewhat. While
Loehmann’s still specializes in closeouts, excess appar-
el, and samples from manufacturers, it is also filling its
racks with private-label merchandise, thus ensuring
continuity of merchandise. The largest off-price chain
retailer, Marshalls, is also trading up. Its new stores in
Denver, Colorado feature a more opulent look. They
have no pipe-racks and their product mix has been
expanded to include jewelry.

Off-price apparel stores have also
changed the way they merchandise and advertise their
goods. While once they seldom advertised by brand
and put their wares on the floor without the labels,
now some off-price outlets are touting brand names
through the media. The Dress Barn piques consumers’
interest by asking: “Why shop at Macy’s or Blooming-
dale’s when you can get the same thing for less?”” Most
OP soft goods sellers still refrain from advertising by
brand, although most do leave the labels in clothes
destined for the selling floor.

Factory units such as Warnaco Outlet
Store and Manhattan’s Brand Name Fashion Outlet
have altered their identity as they matured. Factory
outlets historically were located adjacent to the mills,
thus providing a means for producers to sell their irreg-
ulars and overruns. Warnaco’s and Manhattan’s have
expanded their product mix by carrying brands in addi-
tion to their own.

Off-price establishments are also mov-
ing. Just as freestanding retail operations first located
in downtown districts, off-price and factory outlet
stores began as separate operations. It was only a mat-
ter of time before off-price and factory outlet operators
grouped together in much the same way as the earliest
shopping centers developed. In the OP field there are
now two types of shopping centers: mall outlets domi-
nated by manufacturers and off-price centers domi-
nated by retailers. The tenant mix in a typical mall
stresses soft goods. A fairly typical proportion is 20%
men’s apparel, 35% women’s apparel, 20% children’s
apparel, 10% shoes, 10% housewares, and 5% gifts and
miscellaneous.

The phenomenon of grouped off-price
stores is proliferating; an estimated 75 to 90 are now
operating in the United States, and at least 100 are in
development. To date, most have been conversions
either of existing shopping centers or of real estate
once designated for other purposes.

Some of the titans in the shopping
center industry are becoming involved in the off-price
phenomenon. Their approach is to build from scratch,
investing in prime real estate and adopting the typical
mall architecture and construction. Factory Outlet
Mall in Orlando, Florida, with 67 shops and 13 kiosks
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in 350,000 square feet, is claimed to be the nation’s
largest—at least for now. Willow Chase Center, under
construction in Houston, will be a 360,000-square-foot
installation. With its Williamsburg-style architecture,
colorful awnings, and landscaped walkways, it looks
on paper as plush as any of the best suburban or
regional malls.

Vulnerability phase

According to McNair, as the innovative
institution matures it enters a stage characterized by
“topheaviness, too great conservatism, a decline in the
rate of return on investment and eventual vulnerabil-
ity. Vulnerability to what? Vulnerability to the next
revolution of the wheel, to the next fellow who has a
bright idea and who starts his business on a low-cost
basis, slipping in under the umbrella that old-line
institutions have hoisted.”

The phenomenal growth of off-pricers
has inspired imitators—including some started by
retailing giants. In 1983 Dayton Hudson opened four
stores in California called Plums—The Elegant Dis-
counter. In the scramble for a foothold in off-price
retailing, Plums tried to create its own niche in the
upscale market with a store design aimed at making
the department and specialty store shopper feel com-
fortable. After operating Plums for slightly less than a
year, Dayton Hudson sold the four-store chain to Ross
Stores, Inc. because Plums failed to meet performance
goals. Even while Dayton Hudson licked its wounds,
headquarters in Minneapolis maintained that the mer-
chandising concept has considerable potential. Sure
enough, in late 1984 the chain announced it would test
in the Miami market an OP home accessories store
dubbed R.G. Branden’s. Dayton Hudson said the outlet
twill emphasize dominant assortments of value-
priced, high-quality merchandise.”

Ross Stores in California is considered a
competitor in the moderate-to-better merchandise por-
tion of the business, selling high-quality merchandise
and catering to the affluent customer. Three retail
magnates have joined forces to turn Ross Stores into
one of the nation’s most aggressive off-price opera-
tions. Stuart Moldaw, founder of the Pic-A-Dilly retail
chain; Mervyn Morris, a founder of Mervyn’s Depart-
ment Store (now a unit of Dayton Hudson), and Donald
Rowlett, formerly president of J. Brannam, an off-price
retailer owned by Woolworth, bought the chain in mid-
1982 from owner William Isackson. At the time of
writing, Ross had a chain of 66 stores in California and
planned to open 20 new units in the West.

As a representative of the emerging off-
price store, Ross foreshadows problems to come. Oft-
pricers have heretofore bought for less and sold for less,

Harvard Business Review May-june 1985
and stocked closeouts and overruns. What distinguishes
Ross from other off-pricers is its policy of buying 90%
of its merchandise directly from manufacturers, which
enables its stores to sell more current fashions. Ross
also has abandoned the no-frills look. The carpeted,
contemporary interiors feature extensive graphic dis-
plays to help shoppers locate merchandise (a substitute
for sales help). The trading-up process pursued by Ross
may eventually be reflected in higher prices —which, in
another turn of McNair’s wheel of retailing, will open
the field to a new innovator.
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The establishment
fights back

Lawrence Phillips, president of Phillips-
Van Heusen Corporation, began a speech to the Mens-
wear Retailers of America in 1983 with, “I know of no
subject commanding as much attention of top manage-
ment as the question of off-price retailers and how one
should compete against therm.” Traditional department
stores and discount chains are challenging the success
o off-pricers with several strategems. A few have
chosen to compete tooth-and-nail; some have opted to
aroid conflict and have withdrawn from competition;
and others have decided to diversify by starting their
own similar outlets.

Competitive strategies. Some depart-
ment stores and mass merchandisers have joined in
the off-price game by trying to match their competi-
tors’ low prices, which is a switch from the 1970s
when the economy was generally robust and competi-
tion less intense. Such big chains as Carter Hawley
Hale, The Broadway, Federated Department Stores,
Bullock’s, and May Company of California have at one
time or another recently featured drastic price reduc-
tions on brand-name merchandise. Coupled with this
policy is seemingly endless promotion. Traditional
retailers do not like to admit that off-pricers are affect-
ing their business; nevertheless, an upsurge in news-
paper advertising indicates that they are putting on
more sales.

The proliferation of designer brands at
the off-price level, the search for uniqueness of mer-
chandise, and the strain for better profit margins have
led many specialty stores, department stores, and mass
merchandisers to put new stress on private labels. Pri-
vate labels not only guarantee exclusivity for whoever
sells them but they also give retail stores more flexibil-
ity in setting prices. In this trend the retailers are fol-
lowing some organizations that have long relied on
private branding. One of them is J.C. Penney Company,
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which has fashion labels like Fox, Hunt Club, Stafford,
a young men’s line called Gentry, and an infant’s group-
ing called Nana’s Pet. In 1983 Penney’s introduced a
women’s wear collection created by Halston, a designer.
Called Halston III, the line is an all-encompassing, re-
lated assortment of sportswear, career clothes, evening
wear, active apparel, and accessories.

Among the traditional department
stores, Lord & Taylor is a leading user of private labels,
with such goods accounting for some 30% of sales. In
menswear, in-house merchandise represents more than
50% of sales. Carter Hawley Hale and Macy’s each de-
rive about 15% of sales from private-label goods, which
is double the level of a few years ago.

In addition to more active promotion
and a move toward the private label, department stores
and some manufacturers have pursued combative
strategies to halt the off-pricers. To keep their high-
fashion image, some department stores have threatened
to cease ordering from designers who sell to outlets
they consider to be less desirable. Bergdorf Goodman in
New York City stopped carrying Halston clothes after
the designer had created the line of clothing for ].C.
Penney. The line included $ 100 dresses, compared with
$1,000-$2,000 for a typical Halston dress at Bergdorf.

Full-price department stores have also
applied pressure to manufacturers that sell their goods
to both conventional and off-price outlets. In June 1983
several executives of Federated Department Stores
announced at a New York retail seminar that their
chain would not do business with manufacturers that
sell “fresh merchandise” to both department and OP
retailers in the same trading area. Likewise, some man-
ufacturers have publicly vowed to cease doing business
with cut-rate retailers. General Mill’s Izod Lacoste unit
has done so, and Phillips-Van Heusen placed an ad in
Women’s Wear Daily stating, “If you cheapen our
brand, we won'’t sell to you.” In a variant on this attack,
the Jack and Jill Shop in Mempbhis dropped the Health-
Tex line of children’s clothing after 23 years because
the supplier opened a mall outlet store and was selling
the same merchandise at sizable discounts.

Fearful of losing their merchandise
sources, some off-price stores have resorted to the
courts. Burlington Coat Factory Warehouse filed suits
against Interco, R.H. Macy, and Charlotte, North
Carolina-based Belk Stores and several of its suppliers,
charging collusion in price setting. Burlington also
filed suits against Federated Department Stores and
Esprit. These lawsuits accuse the Ohio-based retailer
and California-based sportswear marketer of conspiring
to prevent Burlington from doing business with Esprit.
Later, Toys “R’’ Us, Inc. charged Federated and General
Mills’ Izod Lacoste with price fixing. The lawsuit
alleged that the companies conspired to prevent Izod
apparel from being sold by the Toys “R” Us children’s
clothing division. The suit was eventually dropped.
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Avoidance strategy. Retailers who have
low stakes in the market segment invaded by off-
pricers may take the approach of conceding the mar-
ket. Then the particular retailer concentrates on more
lucrative segments while trying to keep costs low.
Likewise, Allied Stores has expressed determination to
retain the high-quality and high-fashion segments of
the retail business. Its top executives believe that
despite the increasing number of people shopping at
off-price establishments, there will always be shoppers
who want the service, status, and security they find in
a traditional department store.

Diversification strategy. Several of the
most successful retail companies have diversified and
entered the off-price merchandising field themselves.
As I mentioned, Associated Dry Goods, owner of Lord
& Taylor, acquired Loehmann’s in 1983. Federated,
which Filene’s joined in 1929, has started a new off-
price chain called Filene’s Basement after the original.
It now has 15 stores. I have already recounted the fate
of Plums, Dayton Hudson’s venture.

K mart is another retailer trying to pro-
tect its integrity while enthusiastically entering the
oii-price market. It has opened 29 off-price outlets
called Designer Depot, which carry prestigious labels
such as Gloria Vanderbilt and Calvin Klein at large
discounts. It plans to be operating 100 stores by 1986.
K mart also is experimenting with an off-price gift and
housewares store called Accents.

One of the most aggressive entrants is
Zayre, a Massachusetts-based discount chain. Off-price
sales are the fastest growing part of its business. In
1984 it added 49 outlets to its chain of women’s Hit or
Miss stores, which now number 401, and expanded its
TJ. Maxx family clothiers from 118 to 156 stores. In
early 1984 Zayre started distributing the Chadwick’s of
Boston, Ltd. off-price catalog, offering women’s fash-
ions at discounts up to 50% below retail. Zayre
stressed that the brand-name merchandise featured in
this catalog was entirely the current season’s as well as
its own exclusive labels.

Ten of the 23 apparel merchants ranked
by rortune among the 50 largest U.S. retailing compa-
nies control off-price chains. This is the first time that
retail titans have diversified into stores that sell name-
brand and designer-label apparel at large reductions
from the “retail” price on a daily basis.

Turn of the wheel

Although off-price retailing has been
heralded in some quarters as the greatest retailing phe-



nomenon of this decade, the blossom of the early 1980s
nay already have begun to shed some petals. Industry
analysts indicate that the rapid growth of off-pricers in
the first part of this decade has slowed. The appearance
o: a few casualties among the newcomers, such as
Piums and Gap Stores’ Taggs, indicates that the field
may be getting crowded and the concept more difficult
tc adopt. Apart from the upswing in the economy, a
Jarge part of the deceleration in growth rate of off-
riicers can be attributed to better attacking and coun-
terpunching by conventional retailers.

Even so, the retailing arena has been
radically changed by the influx of off-pricers. While no
form of retailing has ever put another form out of busi-
ness, the rest of this decade is likely to witness stiffer
competition among off-pricers and more effective
retaliation from conventional retailers.

Stiffer competition will bring a shakeout
in the off-price arena. The main casualties are likely to
-2 small, undercapitalized, independent companies. To
survive the shakeout, off-pricers will have to pay close
attention to market positioning. One of the small com-
panies that is trying to carve out a market niche is
Titus MacDuff, a subsidiary of Minneapolis-based
Tuster Bros. that carries men’s and women’s dress and
pusiness apparel. Titus MacDulff stores’ tactic is to
offer more services and stay open at times that best suit
the clientele. The hours are from 5 p.m. to 9 p.m. week-
days, 9 a.m. to 5 p.m. Saturdays, and noon to 5 p.m.
Sundays. To meet their pledge to offer more customer
service than most off-pricers, Titus MacDuff stores
i a tailor on hand for alterations and sales help to

As the wheel of retailing continues to
turn, itis likely that the sturdiest, most innovative,
and financially healthiest off-pricers will survive and
continue to keep the traditional retailers on their toes.
On their part, the established retailers will take advan-
tage of intrinsic weaknesses of many OP organizations
—such as weak service and noncontinuity of assort-
ment—to keep competitive as the battle for market
niches goes on. !
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Automation aliers
refailing

Retail institutional change shows a mixture of direct
and indirect responses to trends in the environ-
ment. Such trends are interwoveh with economic,
technological, demographic, attitudinal, and other
shifts, with the threads of accelerated rates of
change running through the whole fabric. One sig-
nificant combination of these influences produced
the “automobile age.” characterized by marked
expansion of suburban living and the domination of
suburban shopping centers. Since that time the
emphasis has swung from transportation to infor-
mation processing and communications. and the
computer is replacing the automobile as the domi-
nant factor that is affecting retailing.

At the same time, on a parallel track, a dichotomy of
even earlier origin has been developing in con-
sumer motives, attitudes, and habits. The world of
routinely purchased, staple, everyday merchandise
is splitting off from the world of more specialized
goods and services which involve an element of
ego-enhancement. This dichotomy in consumer
purchasing is closely related to the greater pre-
mium placed on time. Increasingly consumers seek
to accomplish routine buying as expeditiously as
possible, leaving themselves more time for inter-
ests and activities and for the specialized purchas-
ing which these activities require. An important part
of the evidence for this dichotomy is the increase in
recent years i’ nonstore retailing. mail order and
in-home buying, and the coricomitant growth of
specialty store retailing....

With an automated telecommunication system of
shopping for routine household supplies, not only
could goods be selected from wider assortments
than any one siore curiently offers, but the time and
energy required would be enormously reduced. As
consumers gain more time and greater freedom to
pursue interests and activities, many trends that are
not only apparent today, but will also gain fresh
momentum, hasten the development of new ones.
There will be a chain reaction of secondary effects,
from shifts in family living styles to alterations in the
demand for services.

The transition will be difficult. Though the details of
the end results are aimost impossible to anticipate,
it seems clear that it will be consumers who benefit.
The challenge to retailing is to think and plan for this
result.

From
Malcoim P. McNair and
Eleanor G. May,

“The Next Revolution of the

Retailing Wheel,”
HBR September-October
1978, p. 91.
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Career Network

Installation Set

Beverly Halperin of Maplewoodl
will be installed as president of
Women’s Career Network at its
installation of new officers and final
membership meeting of the year,
Thursday, June 6 at 6 P.M. at La
Provence Restaurant,
Bloomingdale’s Short Hills.

Other officers to be installed by
Margaret Jacobs, supervisor of
counseling and psychological
services for Jewish Vocational
Services and original sponsor of the
Network, are Gloria Brot of West
Orange, program vice-president;
Sandra Brown of Short Hills,
membership vice-president; Evelyn
Levine of West Orange, treasurer;
Beverly Friedman of Maplewood,
recording secretary; and Rita
Marshall of Maplewood,
corresponding secretary.

Marcy Syms, president and chief
operating officer of Syms Corp. and
Syms Inc., will speak to the group
about ‘‘off-price’’ retailing and about
the opportunities available to women
in the field of retailing in general.

Syms Inc. operates 14 ‘off-price”
retail stores.

Information and reservations for
the dinner meeting can be obtained
by calling Mrs. Brot, president of
Women’s Career Network, at
736-0820. Members and guests are

invited.
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Finance

Where to Invest
Your Moneyin
Uneasy Times

The stock market soars and then sinks in early
August. Interest rates go down and then up. What is
an investor to do in such turbulent times? Some adyvis-
ers urge that you go slow on new commitments until
the air clears. But others take an optimistic view.
Despite the clouded future, all money managers see
some good buys both now and later. What’s the out-
look, what to look for and what to avoid—those are
some of the questions put to three investment advis-
ers by U.S.News & World Report editor: :

“Stocks and Bonds Have a
Greater Probahility of
Performing Well Than
Alternative Investments”

Robert Nurock, Publisher,
The Astute Investor,
Paoli, Pa.

Q Mr. Nurock, where do you recommend that investors put
their money these days?

A I am bullish about appreciation of stocks, so I would
put the bulk of my funds into equities. If I were looking for
income, I would probably have a fairly high degree of
bonds in my portfolio. But along with the bonds, I would
want some sort of growth potential, so I would also be
looking for equity equivalents such as convertible bonds or
convertible preferred stocks. In any case, I would be close
to fully invested, with no more than 10 percent of my
portfolio in cash or similar short-term investments.

Q Why are you so bullish on stocks?

A Once this recent period of digestion is over, stock
prices should continue to advance again, with further
strength, until near the end of the year. Then we may see a
small downturn, followed by stronger gains starting in early
1986. The Dow Jones industrial average could top the 1,500
level before a correction late this year and then probably
approach or exceed 1,600 early next year.

Helping stock prices will be higher profits as business
activity picks up. A big plus is the degree to which firms in
recent years have become concerned with holding down
costs. That resulted from low inflation that made it hard to
raise prices. Now I see a period in which prices will be
somewhat more easily raised and thus the potential for
profit margins to increase by leaps and bounds.

This will be a step toward increased inflation, but the
Federal Reserve Board will step in with a tighter monetary

Copyright © 1985, U.S.News & World Report, Inc.
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control. Though that may cause interest rates to rise, I think
it will be viewed as positive for business.

In that type of environment, financial instruments such
as stocks and bonds have a greater probability of perform-
ing well than alternative investments. Real estate, for ex-
ample, has historically done well during periods of high
inflation, which isn’t the prospect today.

Q What stocks would you consider buying?

A My emphasis would be on small-to-medium-size com-
panies that have been undervalued but are now starting to
show emerging growth. These include firms that could ben-
efit from the improved pricing power that I see coming, as
well as increased capital spending further down the road.

Q Can you give some recommendations?

A One idea that I find attractive is Measurex Corpora-
tion, a leading producer of process-control systems. A re-
covery in the economy will create more demand from its
principal market, the paper industry. But the company has -
also expanded recently to serve other industries as well.

A second issue I like is Whitehall Corporation, a diversi-
fied supplier of electronics, principally to the defense in-
dustry. It’s selling at less than half its price of a few years
ago, but recently depressed earnings have recovered sharp-
ly and are continuing to grow.

Among larger companies, I like RCA, which is a perfect ex-
ample of a major corporation that has restructured itself for a

oTe competitive environment. A consumer-related name |
that is on my recommended list is Syms Corporation, an ag-
gressive discounter of men’s and women’s name-brand cloth-
ing. I like it because it’s an unusual company from a market-
ing point of view| Another company with an interesting
ing angle is Guest Supply. It is the prime distributor of
small packages of toiletries such as shampoo and soap that are
widely used in hotels. It has had a terrific record of growth.

“Hold Off Gommitting
New Money to Stocks
Uniess You're a
Nimble Trader”

Alfred Goldman,
Chief Investment Strategist,
A.G. Edwards & Sons, St. Louis

Q Mr. Goldman, is the stock market running out of steam?

A Yes, the market has shown signs of losing momentum.
Important stocks are unable to sustain gains and are declin-
ing. Rallies in the industrials have been feeble; utilities are
weak. Transportation issues were saved by the perception
that fuel costs would drop dramatically. However, that news
is probably already reflected in the price of these stocks.

Q Are you wary over the economic outlook?

A Yes. I believe there has been too much enthusiasm
that the economy is ready to warm up again—and soon.
The recent darlings in the market have been companies
which are most closely tied to the future growth of the
economy, yet I see no evidence that the economy has
broken out of its malaise. Rather than relying on computer
printouts, you have to kick the tires and talk to executives.
The response I get is, “Hey, business isn’t very good.”

Q So you are pretty bearish on stocks?
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A I would tone that down to say my approach to this
market is one of great caution and selectivity. Most institu-
tional investors are bullish long term, and thus they have
placed their bets by investing most of their cash. So where
does the big money come from to push stocks substantially
higher? Margin debt has risen to record levels—a sign that
more investors want to own stocks. But it also reflects
excesses in the marketplace and increases the risk that
margin calls will grease the slide during corrections.

Q How much of a market downturn do you think is likely?

A I'm looking for a trading-range market, one that fluc-
tuates sharply between about 1,250 and 1,350 in the Dow
Jones industrial average. But the potential slide is much
greater for many individual stocks. I expect interest rates to
work higher, and thus there’s risk in the interest-sensitive
group—which would be banks, insurers and savings and
loans. Airlines have been way overdone on the upside.
Other cyclicals are also vulnerable as the economy sputters.

Q What would you advise investors to do at this point?

A I would generally hold off committing new money to
stocks unless you're a nimble trader who wants to try and
play the quick up-and-down movements we have been
having lately. Longer term, you should see better buying
opportunities—maybe toward the end of the year.

The most promising areas will be among the stocks that
were early leaders of the market advance. Those include
drug, food and other companies that can grow even in a
sluggish economy. Keep a good-sized cash reserve for bet-
ter buys later on—perhaps 25 percent of your portfolio
assets—and take a hard look at the earnings prospects of
each company that you already hold.

Q What about putting more money into bonds?

A Not right now. But I believe there will be a time to
buy bonds in three to six months. Today, general-obligation
tax exempts yield around 8.5 to 9 percent, but I think we’ll
see 10 percent. Long-term corporates are returning about
11.5 percent, but we may see 12.5 percent in six months.
Long-term governments pay about 10.7 percent, but it’s
not unrealistic to look for 12 percent in the months ahead.

Q Are there any stocks that look good now?

A You might do some selective buying on price dips.
One idea is AT&T. Drug and hospital-management issues,
such as Johnson & Johnson and Humana, are worth a nib-
ble. A high-risk but valid speculation would be National
Semiconductor, while Hewlett-Packard is a firm that should
do well even in a sluggish economy.

“I Would Look at
Basic-Industry Stocks—
Groups an Expanding
Economy Will Help”

John Connolly, Cochairman,
Investment Policy Committee,
Dean Witter Reynolds

Q Mr. Connolly, should an investor change strategy in to-
day’s economy?

A Investors should consider lightening up on bonds and
increasing the share of their portfolios in stocks. We at
Dean Witter no longer feel that stocks and bonds will
perform in tandem as they have over the past six months or
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so. The total investment returns from stocks will now out-
perform those from bonds. You certainly want to hold
down short-term investments in cash equivalents, such as
money-market funds and Treasury bills. Returns are just
too low.

Q What do you expect will fuel higher stock prices?

A A stronger economy, which we see occurring later this
year and carrying over into 1986 with a good deal of mo-
mentum. We think the stock market is thus going to go
higher, but the reason this time around will be somewhat
different than in the past. Stock gains recently have been
driven by falling interest rates. Now they will be driven by
higher corporate profits. Interest rates are no longer going
to decline much, but company earnings, which have been
anemic, will start looking a lot better. As a result, we've
been motivated to call it quits on the bond market and raise
our enthusiasm for stocks.

Q What could change your enthusiasm for stocks?

A If the economy doesn’t strengthen as expected, that
would be a major disappointment. A negative that already
exists, despite the budget compromise enacted by Con-
gress, is the poor outlook for serious, long-term action to
reduce the federal deficit. The fiscal thrust from the deficit
will help boost growth in the economy but at a higher level
of interest rates than would otherwise be the case. We will
have to live with the impact of a strong dollar and a big
trade deficit. There won’t be as much growth in business
activity. Instead of a whole loaf, we will have to settle for
maybe two thirds. The best of all worlds for stocks is declin-
ing interest rates and expanding economic activity. We will
have economic expansion, but not falling rates.

Q. In this climate, what kinds of stocks do you suggest?

A I would look at basic-industry stocks—the chemicals,
papers, metals—and the capital-goods sector, which in-
cludes technology. These are groups that an expanding
economy will help. I would tilt away from financial and oth-
er firms that benefit under falling interest rates and, to some
extent, also away from consumer nondurables and services.
The market’s focus for the next six months, at least, will like-
ly be on basic industries and capital goods/technology.

Q Which firms stand out in these groups?

A One basic industry I would emphasize is chemicals.
Dow Chemical stands out. But more interesting are some of
the specialty companies related to chemicals. One example
is Pall Corporation, which is a filtration company that gets
involved in various product-purification processes. Two
others are Nalco Chemical and Betz Laboratories, both of
which have a primary interest in the water-treatment field.

In the paper group, the highest-quality company may be
Union Camp. An issue beginning to get recognition is Stone
Container. It is a manufacturer of packaging material for
shipping boxes. The demand for boxes is very sensitive to
the economy, so this is a way to bet on a stronger economy.
Stone may also benefit from higher prices.

Q What about technology?

A The raw material for computers is circuit chips, and a
low-risk way to invest in computers is through a firm such
as Avnet, a distributor of chips. You don’t have to worry
about the risk of big technological change, just about the
demand for chips themselves, and that is picking up a bit.

Another lower-risk choice is AMP, a leader in making
electronic connectors. It’s an important high-tech area that
is not particularly high-tech itself. In the same category is
Veeco Instruments, which makes power supplies for elec-
tronic products, a necessary item in high tech.

In technology, though, the key to the whole business is
IBM. It is a cheap stock in view of its projected earnings.
IBM is a superior company, and if it can’t do it for you, it’s
unlikely that any technology company will.

U.S.NEWS & WORLD REPORT, Aug. 19, 1985
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Syms
(Continued from Page 8)

Once focused on six small New York
metropolitan stores, Syms now has
shifted to large, high visibilty sub-
urban locations. Its first such store
was a 16,000-square-foot unit opened
in Paramus, NJ, in 1971.

Today, Syms’ no-frills stores in north-
eastern and middle Atlantic regions
and in Florida offer brand name or
designer goods at a discount of ap-
proximately 50 per cent below nation-
ally advertised retail prices.

Syms purchases its goods from
about 500 manufacturers, but it pro-
tects the suppliers by omitting brand
names and specific prices in corporate
advertising.

Good reputation

Ikenson points out some reasons
for Syms’ good reputation among sup-
pliers: promptness in payments, refusal
to gouge, and loyalty to commit-
ments.

“As a result,” Ikenson reports,
“while some off-price firms are having
difficulty acquiring enough first-
quality branded merchandise, Syms
is finding it easier than ever before, to
the extent that some manufacturers
have approached Syms to handle all
of their off-price merchandise.”

The off-price chain does not main-
tain large out-of-season inventory but
occasionally it purchases apparel that
does not change in style from year to
year, warehousing it until the fol-
lowing year.

Price tags

According to Ikenson, Syms’ pricing
policy is to tag each item with a ticket
displaying Syms’ selling price and
the traditional full retail price. Brand-
name labels are removed from men’s
tailored clothing at time of purchase;
all other merchandise is sold with
labels intact.

To promote quick movement in
the women’s apparel department, Syms
has a 10-day automatic markdown
policy on about half of all items. The
date of placement on the selling floor
is stamped on the back of the sales
ticket; the front of the ticket reveals

full retail price, initial Syms price and
three reduced prices. Each reduced
price becomes effective after 10 days
have elapsed.

Special “dividend” prices and twice-

Educated Consumer is Our Best
Customer” is presented on TV and
radio through use of Syms family mem-
bers including Sy Syms, company
president, and Marcy Syms, chief op-

Syms has maintained a good
reputation among suppliers
through prompt payments,
refusal to gouge and

loyalty to commitments,

analyst says

yearly “holiday bashes” help move
the previous season’s merchandise,
resulting in a turnover of inventory
about six times a year.

Using television and radio, Syms
chooses an “institutional approach”
to advertising, rather than a promo-
tional one. The theme “At Syms, an

erating officer.
Marketing costs for the Syms chain
are about two per cent of sales. [

Syms headquarters is at 300 Chubb
Avenue, Lyndhurst, NJ; (201)
935-7500.

Syms, Burlington face bright future

Off-price retailing is one of four
formats predicted to flourish during
the next decade, says a Baltimore
investment banking firm in a report
to its clients.

Fred E. Wintzer Jr. and Franklin
L. Morton, in a report on “Emerging
Growth Retailers” for Alex. Brown &
Sons, Inc., state that retailers em-
phasizing value, convenience, and
fashion/information “will have the best
growth potential in the coming de-
cade.”

Successful retailing formats, in ad-
dition to off-price, will include full
markup specialty stores, specialized
supermarkets, and warehouse stores.

Citing Burlington Coat Factory as
a good example of off-price retailing,
Wintzer and Morton single out op-
portunistic buying and supermarket

operating format as key characteris-
tics of off-price format.

The report projects a successful
future for value retailing because
“value retailers focus on providing
and being perceived as providing, a
‘package’ with better value than that
of competitors; they emphasize the
strong benefits-to-costs ratios of their
products/stores . .. At the present
time, deep-discount stores of all types
are the fastest growing major segment
of retailing.”

As specific examples of off-price
chains in the growth mode, the report
points to Burlington Coat Factory
and Syms for significant five-year aver-
ages in annual growth in sales and
earnings, as well as the latest two-
year average in return on assets and
return on net worth. O
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Syms: a
survivor of
shakeout, says
NY report

When the “shakeout” in off-price
retailing is over, Syms, a 14-store off-
price apparel chain, won’t be one of
the casualties.

That’s one of the conclusions in a
comprehensive profile of the Lynd-
hurst, NJ-based company by Harry
A. Tkenson of Rothschild, Inc.

Ikenson, a vice president in the
corporate finance department for the
New York City investment banking
firm, believes that Syms’ sales perfor-
mance in a “heightened competitive
environment bodes well for future
growth, especially as the weaker off-
price companies fall by the wayside
and department stores return to more
normal pricing practices.”

Net sales

Syms’ net sales for the fourth quar-
ter of 1984 were $67,080,000 (a 15.2
per cent increase), compared to
$58,237,000 in the fourth quarter of
1983. Ikenson attributes the increase
to new store openings.

Syms’ sales for the year ending De-
cember 31, 1984, rose 14 per cent to
$204.3 million; same store sales for
1984 registered only a 4.5 per cent
increase but, as Ikenson reports,
“relative to the heightened com-
petitive industry environment, Syms

“fared quite well.”

Spot survey

The Rothschild Inc. report on Syms
includes a spot survey of three siz-
able, established off-price chains:
Burlington Coat Factory, Dress Barn
and Marshalls.

Burlington Coat’s revenue increase
was 41 per cent for the fiscal year
ending October 31, 1984, with a same
store sales decline to $198.5 million
from $201.1 million in 1983.

Dress Barn reported a sales in-
crease of 41 per cent to $61.6 million
for the fiscal year ending July 28,
1984, compared to $43.7 million for
1983. However, the report adds, Dress
Barn did add 30 new stores, which
would contribute to increased sales.

Marshalls’ increase in revenue was
12.1 per cent, or $1.189 billion for the
year ending December 31, 1984, com-
pared to the 1983 total of $1.061
billion.

Strong position
Ikenson credits Syms with streng-
thening its competitive position through
a number of measures: addition of
several new top quality brand name
suppliers, a limit on the amount of
purchases from “middle-of-the-road
suppliers”, an increase in the level of
customer service, and successful expan-
sion into two new trading areas (Phila-
delphia and Chicago).
Syms keeps its customer away from
a competitive environment (such as a
mall), through locating away from tra-
ditional retailers. The apparel chain
looks for markets with a population
of a minimum three million, allowing
for two stores, or one store per 1.5
million people. Site location is usually
near a major traffic artery or thorough-
fare in suburban areas with ample
parking facilities.
(See SYMS, Page 14)



BARGAIN from B1

for two-thirds or even half the price
of the identical items in regular
stores. Some of these discount
houses cut the big-name labels out of
their merchandise, but many don'’t.
Some of the merchandise may be
second quality or damaged, but are
usually appropriately marked,

How can these discount stores sell
the same clothing for so much less
than regular retailers? There are
many ways to cut the cost of running
a business, and each of these dis-
counters incorporates some if not all
of these cost-~utters.

- Loehmann's doesn’t accept any
credit card charges, and Syms will
accept only their own credit card or
cash. Few of the discount stores I've
visited have individual dressing
rooms. Loehmann’s will not accept
returns of their merchandise, a poli-
¢y which is clearly printed and at-
tached to every article they sell.

- Mandy's has a limited return policy,
as does S
funds, only merchandise credits.

A no-return policy is probably the
most effective cost-reducing mea-
sure an operation can adopt. High
accounting costs and over-buying
are nearly eliminated when the store
knows that what it sells won’t come

s, which never gives re-

back next week to haunt them.

The use of communal dressing
rooms is another budget-saving item
that can’t be beat for reducing “over-
head” costs.

Merchandise credits rather than
refunds also help to keep those
bookkeeping costs down. Items may

be returned at Syms, but only in ex-

change for others at the store, and
only with a store receipt. They will
not make refunds . . . another cash-
flow supersaver.

Except for Mandy’s, where there
are a few salespeople on the floor
and in the dressing rooms, the only
personnel visible in most discount
operations are at the cash registers.
The savings in salaries are passed on
to the consumer in the form of lower
price tags on the merchandise.

Of course, many of us would pre-
fer that our not-so-perfect bodies
and not-so-new underwear not be
put on public view while we're trying
on clothes. And there are those of us
who would feel more free to buy that

kinky blouse if we knew we could re-

turn it after it's been exposed to the
.clear light of day and our husband’s
critical eye.

There are, in fact, many men and
women who will gladly pay more for
their clothes for the luxury of a pri-
vate dressing room, individualized
service, and carte blanche to return
their purchases with few if any ques-

ills shopping yields great

tions asked. Many would sooner part
with their pet dog than with their
right to use their major credit cards.

But for those of us who'll gladly
shed our modesty for the together-
ness of one large fitting roo-
m. ..and hapnilv heln ourselves in
our search for our own perfect bar-
gains . . . and are willing to shop
more carefully or live with our mista-
kes . . . the discount stores are our
cup of tea.

What could be more inspiring than
spotting a pair of designer jeans for
$11.99 or a silk name-brand blouse
for $13.99? We know we've bought
bargains because we've seen the
same jeans and blouse elsewhere for
more than twice the price.

There are also discount stores like
Shoe Town and Helen's Handbags
for top quality shoes and handb
at bargain prices. All it takes is a little
patience, determination, and a
knowledge of what’s being offered at
regular stores to return for your bar-
gain hunting with gratifying success.

Of course, it must be understood
at the outset that not every trip will
result in $1.98 shirts or $3.98 slacks.
But it's possible to dress oneself well
and inexpensively if one is willing to
sacrifice a little in the way of ameni-
ties to save money.

There are other discounters in the
Washington area that are worth

buys

checking out. The few mentioned
here are merely tried and true per-
sonal favorites.

Today on my lunch hour I think I'll
put on my $29 designer suede jack-
et, change to my $14.99 name-brand
walking shoes, and take a turn
around . Who know what chic
little bargain might be waiting on the
rack, just ripe for plucking?
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W\ ..y we buy bargain desig

ByLOISR.GLASSER 0V RWAL S’[v%l
Spedial 1o The Joumal

Yesterday I wore an outfit to work that cost a grand
total of $16.96 plus tax. It consisted of a designer name
long-sleeve turtleneck cottor/polyester pullover, a lin-
en/cotton/polyester skirt, and a cotton long-sleeve knit
sweater. Today I'm wearing designer slacks for which I
paid $3.98 plus tax.

Is this a clip from a 1945 newspaper? Were these
second-hand garments gleaned from the leavings of a
church bazaar? No, on both counts.

All the above items were brand-new and in perfect
condition, except for the turtleneck pullover which had
a tiny extra tab of material in an outside seam. I careful-
ly cut off the tab and the shirt is as good as its twin
which sells for $23 in the finest stores. I purchased this
little treasure in Loehmann’s. The cotton sweater was
also unearthed at Loehmann’s, as were the slacks. 1

“bought the skirt, identical to one I saw elsewhere for
$34, at Mandy's.

My husband’s outfit of the day cost $60 and is com-

Are we a destitute

couple forced by poverty
to shop at inferior

stores? Or are we
congenital

cheapskates . . . ? Neither.

prised of a designer name sport jacket of wool and poly-
ester, wool/poly trousers, and a designer name short-
sleeve white dress shirt. Again, all are new, in perfect
condition, and all were bought at discount stores. The
$37 jacket came from Filene’s basement in Boston
(bought on a recent visit there), and the pants at $13
and shirt at $10 were purchased at Syms.

ner clothes

Are we a destitute couple forced by poverty to shop
at inferior stores? Or are we congenital cheapskates, re-
duced by our compulsive penny-pinching tendencies to
wearing last year’s dregs?

Neither. We're addicted to saving money and hunting
out bargains. And we're not alone. Ever-increasing
numbers of shoppers are rebelling at the prices of
clothing offered in our department and specialty stores.
A simple cotton shirtwaist dress can cost $100. A cot-
ton/polyester skirt of good quality can go for as much
as $50 and cotton blouses bring prices as high as $60
or more. Men’s “better’’ shirts are selling for $35.

Granted, one can buy clothing cheaper when these
stores have their “‘sales,” but often the selection is lim-
ited to what didn’t sell the first time around.

Walk into any of our local discount stores and it’s like
a breath of fresh air. Here clothing is priced within the
limits of what many of us would term ‘‘reasonable.” We
can buy dresses, suits, blouses, shirts, pants and jackets

Please see BARGAIN, B3
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Lifestyles change

high-volume days

By CHERYL KOSTURKO
Special to the Press

s hopping is a great way to satisfy
our daily needs, as well as our
materialistic yens. How nice it is to kill
a few hours on a Wednesday afternoon
by leisurely meandering through aisles
and aisles of clothes, shoes, decorative
items, etc. If you don’t fancy the goods,
you can always take another stroll to-
MOrrow . ...

Let’s be realistic. The money for
pleasures and necessities is frequently
unavailable in the same week. But
more importantly, if you happen to be
one of the countless Americans who
reports to an employer from 9 a.m. to 5
p.m., Monday through Friday, such
shopping is an idle dream.

Changing lifestyles during the past
decade have bred a new phenomenon
in the retail business — the weekend
shopper. It’s the answer to holding a
full-time job, being home with the kids
weekday evenings and still having the
time to purchase all those things so
necessary to comfortable existence.

Stores almost everywhere have
made efforts to accommodate the con-
sumer. Most major department stores
in this state, with the exception of those
in Bergen and Hudson counties, are
open for at least six hours on Saturdays
and five hours on Sundays. The most

recent convert is the Syms chain, which
jESI !ast mont[j foﬁE}Eﬁ iis ﬂongai
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going over well, she added. .
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people who (hanked us,~ she said
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It's a new thing, so many people don’t

Annie Sez, Shrewsbury, does “extre

kaew_we're open, but the stores have
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been busy,

Sears, in the Ocean County Mall,
has been open Sundays since the coun-
ty voted to give stores the option seven
years ago, said Robert Buzbee, a com-
pany spokesperson. Sunday has be-
come the store’s second-largest volume
day, Saturday being the first.

“It was brought about by demands
of the customer. If there are two people
working (in a household), Saturdays
and Sundays become important for all
phases of shopping,” Buzbee said.

Annie Sez, Shrewsbury, was an-
other store to join the Sunday shopping
campaign as soon as county laws per-,
mitted. For nearly a decade, the store
has been open from noon to 5 p.m.
Sundays and has expanded hours dur-
ing the holidays.

“It’s always worth staying open.
We’ve very busy on the weekends,”
said Dagmar Hartmann, store manager.
“We do extremely well (Sundays) be-
cause we get fresh merchandise every-
day and the store looks completely dif-
ferent from Sunday to Sunday.”

But remaining open on Sundays
isn’t a rule of thumb, especially for
smaller specialty. shops. Some owners

of small shops along the main streets of

towns such as Spring Lake, Red Bank
and Deal have found it impractical or
impossible to be open nights and/or
weekends.

For one thing, these stores don’t
have the luxury of a large pool of em-
ployees, said Harriet Gieser, owner and
operator of Youngland of Shoes, Spring
Lake.

“I ‘operate the store alone. These
days, it’s difficult to find help for the
small store,” she said. “Nobody wants
to work in a small store for $4 an
hour.”

And even the most dedicated en-
trepreneur needs a break.

 *“T want that:day off ... T’'m here
every day and I find it a good day to do
my own shopping,” she said, adding, “I
don’t think the town really calls for it; I
don’t think this town is that busy on
Sunday.”
Marianne Pederson of Great Dane

See WEEKEND, page B10

mely well’” on Sunday, says manager

Dagmar Hartman. It has been open Sundays for seven years.

i DAVID T. GAMBLE/Asbu Park Press
Patricia Battle, a New Jersey Network News reporter, relegates most shopping to weekends.

| _ y 4 ﬂ ‘ e .
Women, long recognized for their dominant role as shoppers, are entering the work force in increasing
numbers. Rather than viewing shopping as a leisure-time activity, they now “‘schedule” it-for evenings and
weekends. At left, successful shoppers and (at right) those still looking at Annie Sez.
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MELBA EDLING — for good times

Back in the limelight

Professional age-guessers have
estimated Melba Edling’s age to be
58 or 60, but the statuesque redhead
is 78 and proud of it.

Mrs. Edling, a retired dancer,
said she thinks a life of moderation
helped her keep her looks.

“l never smoked and I only
drink a little. I have no real ex-
cesses,” she said.

Mrs. Edling, Manchester
Township, is the eldest of five area
women who will compete in the
Mrs. New Jersey American Pageant
Jan. 12 at the Hilton hotel in Som-
erset.

The other women are Kristin
Gramando, Neptune, Janet Knud-
sen, Red Bank, Cindy Fox, Manala-
pan Township, and Christiana Cos-
ta, Toms River. A total of 53
women submitted applications to
enter the contest, state pageant di-

rector Lillian Lehman said last
week. Mrs. Lehman is the owner of
Lillian Lehman Productions, a
self-improvement school in East
Brunswick Township.

Mrs. Edling raised $410 of the
$500 pageant entry fee by soliciting
sponsors from businesses she pa-
tronizes. Her husband Julius paid
the remaining $90.

Mrs. Edling said she doesn’t
expect to win the pageant, because
the other contestants will be much
younger than she is, but she plans
on having a good time.

The contestants will model
evening gowns and one-piece bath-
ing suits before changing into busi-
ness suits to answer judges’ inter-
view questions.

“My evening gown has a top
with beads and sequins on it. It
looks kind of sexy when I walk,”
Mrs. Edling said. Her bathing suit is
black and violet.

“I think I have the courage to
do it because of my background in
show business,” she said. During the
1930s and ’40s, Mrs. Edling and a
male partner performed Latin
dances in the U.S., Cuba and South
America. She performed as a solo
act before hanging up her dancing
shoes for good in 1953.

“I married a man who didn’t
dance, so I stopped cold turkey,”
she explained.

She later worked as a cashier in
two New York restaurants.

The deadline for entering the
pageant is Dec. 15. Entrants must be
no younger than 18. Information is
available from Lillian Lehman Pro-
ductions, 190 Route 18, East Bruns-
wick, N.J. 08816.

In from the cold
Registered nurse Judy Will-

bergh’s job as hospice coordinator
at Brick and Point Pleasant hospi-
tals calls for her to help terminally
ill patients cope with dying, but she
recently turned the tables on death
by saving two small lives.

Sitting in her office at Point
Pleasant Hospital after a heavy rain,
Mrs. Willbergh heard cries of dis-
tress coming from the undergrowth
by the Point Pleasant Canal. Ac-
companied by Ruth Coggon and

~ Noel Bechtold from the communi-

cations and marketing department,
she ventured into the dripping
bushes to find the source of the
noise.

They found two bedraggled kit-
tens barely six inches long. Almost

too weak to stand, they were shiver-
ing and soaked to the skin.

The trio wrapped the kittens
snugly in an old sweater and
brought them inside the hospital.
The kittens quickly recovered and
spent the rest of the day in a card-
board box, playing with scraps of
newspaper.

The story of the abandoned kit-
tens has a happy ending. One found
a loving home with Mrs. Willbergh’s
10-year-old son Kurt and the other
was adopted by Mrs. Coggon’s 5-
year-old daughter Caitlin.

— Jill Hand

JUDY WILLBERGH — the heroine
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wh;n she can apply for gupp,m

Social Security. 1 would also ke to
know if it is necessary for her to
come into your office to do so?

A. Applications for Social Security
and Supplemental Social Security can
be made up to three months prior to
your mother’s 65th birthday. A home
visit can be arranged if your mother is
disabled or homebound.

Following is a list of Social’ Secu-
rity Offices and the towns they serv-
ice: |

B Toms River Branch — 8 Rob-
bins St., Times-Observer Building,
Toms River, N.J. 08753

Mon.-Fri., 9 a.m. to 5 p.m.
1-800-272-1111

Servicing: Berkeley Township.
Beachwood, Dover Township, Island
Heights, Lakehurst, Lavallette, Man-
chester Township, New Egypt, Ocear
Gate, Pine Beach, Seaside Heights
Seaside Park and South-Toms River.

B Brick Township Branch — 53(
Brick Blvd., Brick Township, N.J.
08723

Mon.-Fri., 9 a.m. to 5 p.m,
Servicing: Brick Township, Jack-
son Township, Lakewood, Mantolok-

ing, Point Pleasant and Point Pleasant
Beach.

B Southern Ocean County Re-
source Center, Recovery Road, Staff-
ord Township, N.J. 08050

Mon. and Thurs., 9:30 a.m. to 3
p.m.

Servicing: Barnegat Township, La-
cey Township, Long Beach Island,

Two 8x10 e Three 5x7
15 Wallet Size

GUARANTEED.

BRICK TOWN

RY. 7 & CHAMBERIDGE RD.

MYSTERY DISCOUNT
save 10%, 20%, 30%... @

1 5O0% OFF

¥ On Your Studio Quality
20 Portrait Collection

51 95

® Reg.

The perfect gift for Mom, Dad, relatives & friends!

*See our photographer for details and to receive Santa’s Mystery Discount card.
You could save up to 50% on your 20-portrait package. Also, PHOTOGRAPHER
BONUS: One lucky customer can save 100%.

BABIES » CHILDREN ¢ ADULTS » FAMILIES

95¢ deposit. Poses our selection. Special effects poses extra. Limit: One package
per subject. $1.50 each additional subject in portrait. Minors must be accom-
panied by an adult. Satin-textured finish at no extra charge. SATISFACTION

LAST VISIT BEFORE CHRISTMAS
5 DAYS ONLY!
Wed. thru Sun., Oct. 30, 31, Nov. 1,2, 3
Daily 10-8, Sun. 11-4
EATONTOWN
MONMOUTH MALL SHOP. CTH,

»A . RY. 35 & WYCKOFF RD. i
Portraits guaranteed in time for Christmas giving

TOM’S RIVER

33 HIGHWAY 37 WEST

YOUR
WEDDI B
SAYE

Whether plainning a guiei, intimate

affair or a lavish celebration vaur ~iwas

‘ 9
)

OOLENS

i ies
solids & Fanc
polyester & wool Blends,

Its! 60" Wide,
Rl Bhine washable

REG. $5.77 YARD

a4.77.

e
BRUSH FLEECE
Full Boits;. ;Jrr‘bdc&ggu:ll €
fﬁgz?ﬂne washable
REG. $3.44 YARD!

244

eda.
c e 100% cotton and

blen‘ds ¢ashion lengths,
REG. $1 .99 YARD

Mon. 10/28 | Tues. 1029 | wed. 1030 |

The "Mi

Save |
Your !
*Seams,

InCredible
Simplicity
sergers

Deluxe gt
Overiock g
Sewing g0
Machine Your s
AT R o
INCREDIBLE B bk o

RAG SHOP
Y\V/ [\ [eJB Deluxe
3 Reg. $4

Come In For A FREE D

machine washable-.
vd.

14

HALLOWEEN
FABRICS [

251,

4=

Mon - Fri 10am - 2pm - b7

Hawthorne New City Wayne
Parsippany West Orange Hamllt!m Sa.
Totowa Howell

&

T
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.&‘m

! ka“ i:ﬂflreSelé&'t’ilCtn Of
Craft Ribbon

Over 2000 natrarne em ~— -




Weekend

From page B1

Imports in Deal has played with the
idea of opening and closing her cloth-
ing shop on Sundays for the past three
years. She said it all comes down to
two things: how business is doing and
whether or not you can get good help.

“In the beginning, we were open
on Sundays, but we stopped for a
while,” said Ms. Pederson, owner of
the three-year-old business. “It was

hard to get someone to work Sundays
from 12 to 5 p.m. and I didn’t want to
work seven days a week.”

This May, Ms. Pederson re-opened
the store on Sundays.

Despite the obvious benefits for
store owners and consumers, Sunday
shopping has created a certain pres-
sure for both groups, Ms. Pederson
said. ,

“There’s a lot of pressure on stores
to open and family life diminishes,”
she said. “Most stores are open simply
because the pressure is on. The days
of sitting around on a Sunday, listen-
ing to classical music and reading are
cltanging.

Ms.
agreed. g !
“You can survive, but I think it’s
a question of accommodating the cus-
tomer,” she said. “If you want to
make the sales, you have to be open.”

Nonetheless, Sunday shopping has
become an expected convenience for
some and a necessity for others. Most
shopping malls are filled on any given
Sunday with people who work during
the week, as well as some of the store
owners themselves. ] :

“We just don’t have time to shop
other days,” said Ms. Pederson.

“I find it a good (shopping) day
myself,” Ms. Gieser said.

Hartmann of Annie Sez
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‘“Educated
Consumers’’
Do Well By Syms

‘‘An educated consumer is our
best customer.”” So says Syms, an
off-price apparel retailer, on its TV
and radio commercials. These cus-
tomers are rewarding the New Jer-
sey-based company with record
net sales: $204.2 million in 1954 at
a net income of over $12.7 million,
or 6.2 percent of sales. This com-
pares with the 2.5 percent net
earnings for the discount industry
in 1984-1985.

The typical Syms store offers a
generous selection of apparel and
accessories for the entire family.
Men's clothes and haberdashery
account for between 60 and 65
percent of the company’s total
sales. Women'’s suits, dresses, sep-
arates, and accessories generate
between 30 and 35 percent of
Syms' total sales. The difference is
made up by sales of children’s
wear, luggage, domestics, and fra-
grances. Shoe sales are included in
the figures for men and women;
the selection encompasses a range
of styles, from current fashion to
sport, including sneakers.

The merchandise, which covers
a broad range of first-quality, in-
season goods, is offered to cus-
tomers at savings between 40 and
60 percent off traditional retail
prices, says David Bernard, a
spokesman for the off-price re-
tailer. Assortment, however, may
be somewhat limited, due to Syms’
buying strategy. ‘“We don’t re-or-
der merchandise,”’” Bernard ex-
plains to DM. ‘“We are opportunis-
tic buyers and as such rarely get
the opportunity to re-order.”

Its automatic
markdown policy

It is the policy of the company

| never to discuss brand names, al-

though they do say that the major-
ity of the stock is in nationally rec-
ognized name-brand goods. Name
brands not withstanding, Syms
also offers its customers it’s own
private label, *‘S,”” which may be
found on a small portion of its ap-
parel assortment. No special em-
phasis is given to one label over
another; all merchandise is inter-
mixed as far as display purposes
go. Buying is done by Syms’ staff
of six merchandise managers and
six buyers; overall supervision is

62 DM NOVEMBER 1985

by the vice president/merchandise.

Syms is known to its customers
for its automatic markdown policy
on seasonally vulnerable women'’s
apparel. This policy, which man-
dates a ten-day automatic mark-
down of the merchandise, is read-
ily apparent on the ticket and eas-
ily understandable.

Simply put, the ticket is stamped
with the date that the item is ini-
tially placed on the selling floor,
what the company believes to be
the nationally advertised price, the
discounted Syms price, and three
reduced prices. Each reduction be-
comes effective after the lapse of
ten selling days.

The off-pricer has trained its cus-
tomers to understand that *‘there’s
never a reason for a sale at Syms."
In keeping with that, radio and tel-
evision advertising is run at a con-
sistent level throughout the year. It
does not wax and wane with the
seasons and/or holidays. All adver-
tising is done through its own
company, Syms Advertising Inc.
Ad costs generally range between 2
and 2.5 percent. However, they
rose slightly during the last year
owing to costs related to the open-
ing of three stores.

The 26-year-old company just
opened its fifteenth store in Octo-
ber, outside King of Prussia, Penn-
sylvania. This marks the first en-
try for the off-price apparel chain
into the Keystone State. This latest

addition is a 69,000 square foot
unit, with 60,000 of those feet de-
voted to selling space. True to the
Syms prototype, it is a single-story
free-standing building. ‘“We don’t
look to go into malls or shopping
centers,” says Bernard.

K mart Opens
More Designer

Depots In Texas

By the end of 1985, K mart ex-
pects to open 12 additional De-
signer Depots across the U.S., for a
total of approximately 70 stores.
Part of these will come from the
acquisition of three J. Brannam
stores in Beaumont, Mesquite and
Houston Texas.

“These additional sites will help
expand our existing Texas market
and will enable us to provide con-
sumers with quality, name-brand
merchandise for the lowest price,”
commented Robert A. Mulligan,
Designer Depot director. He added
that the company’s ‘‘Fashion for
Less’’ advertising and marketing
strategies were designed to appeal
to the value-conscious customer
who looks for stylish clothing at af-
fordable prices.

A subsidiary of K mart Corpora-
tion, Designer Depot currently op-
erates 59 stores in 15 states and
carries men’s, women’s and chil-
dren’s brand-name apparel fash-
ions and famous labels.

Designer Depots will total about 70 units by year-end. This K mart divisior
features stylish family apparel ‘‘at affordable prices.”
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America not only loves Red
Heart® more than any other yamn,
but the love story keeps growing. And
more so than ever with retailers who love
volume business.
What keeps it growing are many things. Like
the steady stream of innovative products— such as
the newest additions fo our Red Heart
family —Mistelle, Sofspun, Caress, Bulky
and 100% Cotton Sport yarn. Like the consis-
fent fine quality and outstanding value of Red —
Heart yarns. And the endless array of helpful leaf- Yl
lets and Instruction Books. Plus more publicity and |
advertising than any other brand. Any wonder Red
Heart yarns are being sold across
more and more retail counters. -
Red Heart—a greaf love story ... a great /OBEB\
sales story.. .. and a growing and growing one. ik A

America loves Red @ Heart. e

Coats & Clark Sales Corp., 72 Cummings Pt. Road, Stamford, CT 06902
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Stores’ interest rates deplored

By HUGH WYATT

Daily News Staff Writer

Advising “ 'Tis the season
to be jolly, not to engage in
greedy folly,” the state Con-
sumer Protection Board yes-
terday released a “Scrooge”
list of 12 major department
stores that charge what the
board called “excessive
rates” on charge cards.

Richard Kessel, executive

director, said a study by the

board reveals that interest
- rates between 14% and 15%

would be both adequate and
profitable for the dozen, and
other retail stores, rather
than the 19.8% to 21.6% now
being charged.

“When stores insist on
keeping their rates at these
outrageous levels, they are
not acting in the holiday spir-

it,” he declared. “Although
we want to see retailers do
well this year, there is no
justification for these in-
terest rates. Even banks have
begun to lower their rates.”
He said rates for bank-issued
cards now range from 15.8%
to 19.9% statewide.

The stores named on the
“Scrooge list” are Montgom-
ery Ward, whose rate “is

21.6%; J.C. Penney, Caldor

and Sears, all 21%; and
Macy’s, Syms, Gimbels,
Bloomingdale’s, Lord &

Taylor, Saks Fifth Avenue,
A&S and Filene’s, which all
charge 19.8%.

James Quaremba, presi-
dent of the Retail Council of
New York State, which repre-
sents about 5,000 stores, said
the hst 1s a “great d1sserv1ce

to many consumers who may

" be misled by the implication

that they will be served bet-
ter with bank cards as
opposed to retail credit
cards.”

_“If purchases are paid for
promptly after billing,” he
continued, “retail credit is
unbeatable in terms of costs,
and compares favorably to
alternatlve credlt methods.”
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Exposing Our Secret Passion for Failure

Management literature is always ad-
dressed to those with high levels of aspira-
tion. But surprisingly, a great many peo-
ple, to judge from their behavior, really
don’t want to succeed. Executives and su-
pervisors—subconsciously, to be sure—of-
ten seem to choose the one road on which
the sigriposts point to defeat. Such way-
farers may even be in the majority.

Sigmund Freud was among the first to
recognize that many able people have a se-
cret passion for failure. Sooner or.later
they turn their triumphs into disasters.
When things go well they consider them-
selves unworthy of their good fortune and
therefore strive to undo it. Frequently they

Manager’s Journal

by Mortimer R. Feinberg
and Aaron Levenstein

accomplish their purpose by deliberately
taking big risks for the most insignificant
rewards.

We recently interviewed a cross section
of executives who were willing, under
cover of anonymity, to describe their own
most serious failures. Viewed in one con-
text, their revelations add up to a manual
on how to fail. Even those who are still in-
tent on succeeding may find the following
accounts useful on the theory that pathol-
ogy provides material for instruction.

A surprising number of our respondents
reported that their worst errors involved
clinging too long to a product or service
that obviously had seen its finest hour.
Their infatuation with their product
seemed to originate in a need to vindicate
their past judgments. They would rather
be right than successful. No matter how
well they understood the excellent litera-
ture on ‘“the life cycle” of products and
services, they considered their own prod-
ucts to be immortal and immune to the vi-
cissitudes of the marketplace. However, no
executive can afford to put his love of a
product above the mandate of his mar-
ket.

Product infatuation takes another form.
One executive recalled ruefully how often
his enthusiasm had led him to release a
product before it was really ready. Some-
where along the line he had refused to look
at problems of production flow and distri-
bution—for instance, market research,
packaging, planning an advertising cam-
paign, and so on. The end result was an in-
ventory that was completely out of control
without sales to back it up.

Similar is the recent case of a computer
company that went broke because it an-
nounced an improved model prematurely.
Result: Potential customers passed up the

current product and waited for what they
knew would be a fine product, which, un-
fortunately, was not on line until long after
the expected delivery date. Collapse was
inevitable as cash flow slowed to a trickle
and finally to nought.

Ignoring competitors is another sure
road to failure. No matter how powerful a
company, it is deliberately courting failure
if it refuses to look over its shoulder to see
who may be creeping up. And playing
catch-up in the race is difficult even for the
swift once they are off their pace. East-
man Kodak Co.’s too-snug executives fi-
nally learned that coasting is a down-hill
process and that they need new products.
Breathlessly they are now chasing the
coattails of Polaroid Corp., Xerox Corp.
and a score of floppy disk manufac-
turers.

Judging by the frequency with which
executives raised the subject, the area in
which failure can-most easily be accom-
plished is personal relationships. You can
demotivate people, cripple their effective-
ness, and make enemies out of friends
without really exerting yourself.

On reaching the top, self-destructive
people coriclude that they no longer need
anybody else. One executive, confident
that a healthy bottom line was an impene-
trable shield, gave no thought to his rela-
tions with others. He acknowledges now
that it was not wise to keep his board of
directors waiting on occasion rather than
interrupt what he considered an important
chore. Also he says he erred in fajling ei-
ther to win the trust of his subordinates or
get rid of them. Finally, he was forced to
step down despite his record of achieve-
ments.

One method of ensuring failure, used by
a surprisingly large number of executives,
is to organize the opposition. The logic
seems to be that once you've defeated an
opponent, make sure he remains an oppo-
nent. Former major league baseball man-
ager Leo Durocher, an expert on the un-
derworld of human relations, avoided this
mistake. He once said of his team: “I
never let the four guys who hate me get to-
gether with the five who are undecided.”

Lyndon Johnson, on the other hand, had
a more affirmative approach. If he lost to
an adversary, he harbored no grudges and
sought reconciliation. That’s why, after
contesting with John Kennedy for the pres-
idential nomination, he could take second
place on the ticket and eventually become
president himself. When he was victorious,
he knew the importance of bringing the de-
feated rival into camp. As he said of a po-
tential adversary, “‘I'd rather have him in-
side the tent micturating out, than outside

DO NOT MARK REPRINTS

micturating in.”” (Of course, Johnson didn’t
use the polysyllabic term we’ve substituted
for his; he had more colorful words at his
disposal.)

Many executives have learned that one
sure way to undermine their power is to
refuse to share it with others. By insisting
on exclusive control, the decision maker,
no matter how experienced and brilliant,
endangers his success.

A former chief executive officer in a
food-distributing company, now in semi-re-
tirement, cites his worst flop as a young-
plant superintendent. His superior had
given him full authority to make all key
decisions. Enamored of a new product that
he called Nut Yogurt, he did not bother to
get the reactions of his sales staff before
producing carloads. He found his staff
wouldn’t touch it with a 10-foot spoon, and
he and his family were eating ‘it for
years.

Another executive says his worst fail-
ures have been with people who didn’t
make the grade but who lingered on. He
knew they would have to be let go but he
kept deferring the moment of truth. Unfor-
tunately, the incompetent don’t quit, and
the painful decision is not made until a ma-
jor disaster occurs. .

He says he has found a solution to this
problem of ‘‘judgment inertia” by follow-
ing what he calls the ‘‘Sy Syms theoa o§

T who systematically reduces the
price of his wares in direct proportion to
how long they have stayed on the rack. He
describes his method as follows: “If a sub-
ordinate disappoints you once, you dis-
count his credibility by 10%; if he disap-
points you twice, it goes down by 30%. The
third time you sell out at any price.”

Even the best and the brightest are
likely to invite some failures. To be sure,
the boundary between success and failure
is not clearly drawn. It is not fixed like a
Maginot line, and in any case it is easily
outflanked. What is worse, the overconfi-
dent wayfarer may suddenly find he has
wandered into the treacherous wastelands.
And when that happens, the public is usu-
ally delighted. The Children of Israel must
have cheered as the prophet pronounced
the phrase, “How are the mighty
fallen.”

Mr. Feinberg is chairman of the New
York-based BFS Psychological Associates.
Mr. Levenstein is professor emeritus of
management at Baruch College.
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October 4, 1985

Mr. Sy Syms
300 Chubb Avenue
Lyndhurst, NY 07071

Dear Mr. Syms:
Let me introduce myself. I am an Industrial Psychologist
and a consultant as well as a regular columnist for the
Wall Street Journal. You inspired me, as you can tell,
from reading the enclosed piece. I thought you would
like to have a copy for your files.
By the way, I met you many years ago when I was having
lunch with Jack Field of Warnaco. David Rappaport in-
troduced the both of us to you.
My best wishes for your continued success.

Sincerely,

Mortimer R. Feinberg, Ph.D.

MRF :ha
Enc.



clothier eyes

‘tailer based in Lyndhurst; N.J.,
has been edging westward in re-

business in the New York area for
25 years, Fia ARG ERE S CGL
According to Syms Advertising

among the markets the chain is

the next year, . ¢ ]
With 15 stores in the 50,000 to
60,000-square-foot range, Syms
dominates the, market/in brand
name men’s,: women's’ and chil-

went public at the end of 1983,
The chain’s advertising empha-

is our best' customer,” and the
company has recently introduced
an innovative Sunday-open, Mon-
day-closed policy in New York.

ed merchandise. Pernard says the
.company doesn’t'enter more than
.one or two new markets a year, but
felt that Detroit would fit the bill
because, “Syms hds good potential

‘brand name market,”’

‘. Syms already does business in
‘New York, New Jersey, Massachu-
setts, Washington, Virginia,
:Maryland, ‘Pennsylvania and Illi-
‘nois. And industry observers credit
‘the company with expertise in
" tailoring the merchandise to the

b operation.

Metro Detroit

¥ f'Syms, an off—pfice apparel re- |

cent years after doing a land-office

Director David Bernard, Detroit is’

eyeing for pgssible _expansion in.

dren’s off-pri¢e apparel. The chain

sizes that, “An educated consumer

Syms carries 95 percent brand- |

in any market that's basically a

R o T m—

- market, noting a particularly up~<’
- scale selection in its Washington |
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AVAERICAN COMMERCIAL-INDUSTRIAL REALTY CO

LOU WEBER / BEN GORDON / RUDI STRAUS

November 4, 1985

Mr. Richard Syms F} Tap :
Syms P b 2 /
300 Chubb Avenue [/» ‘ /ﬂ
Lindhurst, N. J. 07071

Re: Metro Detroit Locations {/\Y{KVX

Dear Richard:

m
)

Enclosed you will find a copy of an article which appeared in Sunday's Detroit

News and I am sending it to you because I have had a few calls from people to

whom I had spoken regarding your interest. They more or less wanted to know if

you were going to make an offer and I told them we are looking at many possibilities
but have not finalized our choices; however, we are open to offers from them.

Undoubtedly, you will be getting calls from other brokers about your intentions.
This makes it difficult because everybody makes promises. I was told today that
you would go for a build-to-lease near Oakland Mall, and I will be getting other
calls similar to this; therefore, I need your cooperation regarding any calls con-
cerning this area, so we do not go around "chasing our tails".

If you have any questions, please contact me.
Sincergly,
7
A~ /4

Lou%s Weber %/éi4gl/féé?7

Li/s1 § 2y 2

Enclosure

XC: Marcie Syms o~

P.S. I just spoke to you on the telephone. all about Wednesday or Thursday.

MEMBER OF
INTERNATIONAL COUNCIL OF SHOPPING CENTERS
26500 NORTHWESTERN HWY., SUITE 403, SOUTHFIELD, MICHIGAN 48076 / TELEPHONE (313) 354-6200
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| COMMERCIAL-
INDUSTRIAL
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Ms. Marcie Syms

Syms

300 Chubb Avenue
Lindhurst, N. J. 07071
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SYMS

An Educated Consumer
Is Our Best Customer

CORPORATE SPONSOR
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CYSTIC FIBROSIS

Cystic fibrosis, one of the most common inherited diseases, is the
number one genetic killer of children. With advances these past twenty plus
years, children who would previously have died in the first five years of life, are
now living with early diagnosis and treatment, to an average of 18-20 years and
a small growing number to productive young adulthood. There is as yet,
however, no cure or long-term control.

Approximately one child in every 1,800 is born with CE. One in every 20
Americans — nearly 10,000,000 persons, are the unknowing carriers of the
gene for cystic fibrosis.

Cystic fibrosis, though present at birth, is, unfortunately, not always
diagnosed until later in life. This tragic disorder causes a thickening of the
bodily mucous which clogs the lungs and airways and creates breathing
difficulties, high susceptibility to infection and progressive lung damage. The
heavy mucous also interferes with the adequate necessary digestion of food by
preventing the normal flow of enzymes from the pancreas.

CF patients undergo a rigorous home regime of bronchial hygiene treat-
ments including twice daily sessions of postural drainage involving vigorous
clapping of the chest areas designed to dislodge and help the patient cough up
the life-threatening secretions. The afflicted child may take as many as 60
pills per day: vitamins, enzymes and antibiotics —to ward off and to fight
infection.

The many medications and respiratory treatments required continuously
throughout life, as well as the necessary larger amounts of high quality food
consumed daily, results in huge expenditures of money. The average annual
cost of providing these needs is approaching $10,000. Hospitalizations
needed periodically for more intensive treatments, are now averaging

$13,000-$15,000 for a two week period.

Individuals with more advanced disease requiring the use of an intensive
care unit and more prolonged hospital stays can easily run up bills in excess of
$70,000, and since CF is a genetic disease, there may be more than one child
affected in a family. The physical and emotional drains are enormous.

As the struggle for a cure through research goes on, we battle, too, to
prolong the years and enhance the quality of life for our cystic fibrosis young.
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Top entrepreneurs

From Page 1F.

Slymouth, Mass. Owns and operates

restaurants and hotels and runs a trading

stamp business and other operations.
®Frank L. Carney: Pizza Hut, Inc,,

Wichita, Kan. 5

MAlexander V. d’Arbeloff and Nicholas
De Wolf: Terad¢ne, Inc., Boston. Manufac-
tures automatic test equipment for the
semiconductor, the printed circuit board
and telecommunications industries.

B Cecil B. Day and Richard C. Kessler:

< Inns of America, Inc., Atlanta.

= (. Norman Dion: Dysan Corp., Santa
Clara, Calif. Develops, produces and mar-
kets floppy discs used as memory storage in
computer 5)’5‘(’"15.

B Richard Dotts: Pedus International,
Inc., Los Angeles. Provides cleaning, mainte-
nance and security personnel for office
buildings in West and Southwest.

@ William Francis Farley: Farley Indus-
tries, Inc., Chicago. A conglomerate of man-
ufacturing companies.

B Tom J. Fatjo, Jr.: Browning Ferris
Industries, Inc., Houston. Provides solid and
liquid waste collection, processing, recovery
and disposal services.

B William Arthur Fickling, Jr.: Charter

Medical Corp., Macon, Ga.

B Debbi Fields: Mrs. Fields Cookies, Inc.,
Park City, Utah.

Aryeh Finegold: Daisy Systems Corp.,
Mountain View, Calif. Manufactures com-
puter systems.

& Or. Thomas F. Frisi, Sr.; and Br.
Thomas F. Frist, Jr.: Hospital Corporation
of America, Nashville, Tenn.

H John Brooks Fuqua: Fuqua Industries,
Inc., Atlanta. Manufactures and distributes
lawn and garden equipment, recreation
products and photofinishing services.

M \William Gates and Paul Allen: Micro-
soft Corp., Bellevue, Wash.

B Fred Gibbons: Software Publishing

v m——
Corp., Mountain View, Calif
B Robert L. Green: Community Psychi-

atric Centers, San Francisco

B William Hambrecht: Hambrecht and
Quist, Inc., San Francisco. Investment bank-
ing firm.

B John K. Hanson: Winnebago Indus-
tries, Inc., Forest City, lowa.

B Neil S. Hirsch: Telerate, Inc., New
York.

B8 Soichiro Honda: Honda Motor Co.,
Tokyo.

Roger Horchow: Horclow Collection,
Dallas.

® K. Philip Hwang: TeleVideo Systems,
Inc., Sunnyvale, Calif.

B Masaru Ibuka and Akio Morita: Sony
Corp., Tokyo. Manufactures electronics
products.

@ David Jackson: Altos Computer Sys-
tems, San Jose, Calif.

B Claude and Donna Jeanloz: Renova-
tors Supply, Inc., Millers Fails, Mass. -Pub-
lishes mail order catalog of electrical and
plumbing fixtures

B Steven P. Jobs and Steven Wozniak:
Apple Computer, Inc., Cupertino, Calif.

B Ewing Marion Kauffman: Marion
I_aboratories, Kansas City, Mo. Markets dis-
enyveries of

other pharmaceutical

_Data Group, Inc., Framingham, Mass.

companies.

B Thomas L. Kelly, Jr.: TIECommunica-
tions Inc., Shelton, Conn.

B Amin J. Khoury: Delmed Inc., Canton,
Mass. Manufactures such products as plas-
tic blood banking disposables, intravenous
devices and dialysis products.

M Raphael Klein: Xicor Inc., Milpitas,
Calif. Manufactures non-volatile repro-
grammable semiconductor memory
products.

B Philip H. Knight: NIKE Inc., Bea-
verton, Ore.

B David I. Kosowsky: Damon Corp.,
Needham Heights, Mass. s

B Raymond A. Kroc: McDonald’s Corp.,
Northbrook, Il

B Sandra L. Kurtzig: ASK Computer
Systems, Inc., Los Altos, Calif.

B Francis Labrecque: American Dis-
count Auto Parts, Avon, Mass.

B Charles Lazarus: Toys 'R’ Us, Inc,,
Rochelie Park, N.J.

Lawrence F. Levy: Levy Organization,
Chicago.

B Sydney Lewis: Best Products Co.,
Richmond, Va.

® Royal Little: Textron Inc., Providence,
R A conglomerate that operates dozens of
unrelated companies.

B George Lucas: Lucasfilms Inc., Lucas
Valley, Calif.

@ Alex Manoogian: Masco Corp., Taylor,
Mich. Manufactures plumbing supplies.

v, Bryk

bl s "
e iatifie a¥

}
Mar-
k&ing research and publishing.

B William G. McGowan: MCI Communi-
cations Corp., Washington.

B Malcolm P. McLean: Sea-Land Ser-
vices, Inc., Port Elizabeth, N.J. Container
shipping company.

@ Sy Syms Merns: Syms Corp., Lynd-
hurst. N.J. —

@ William H. Millard: ComputerLand
Corp., Ozkland, Calif.

B Phillip Moffit and Christopher Whit-
tle: 13-30 Corp., Knoxville, Tenn. Magazine
publishing company — publications include
Esquire.

B Parker G. Montgomery: Cooper
Laboratories, Inc., Palo Alto, Calif. '

M Thomas S. Murphy: Capital Cities
Communications, Inc., New York.

Lane Nemeth: Discovery Toys, Pleas-
ant Hill, Calif. e

@ William C. Norris: Control Data Corp.,
Minneapolis, Minn.

M Kenneth H. Olsen: Digital Equipment
Corp., Lincoln, Mass.

Elisabeth Claiborne Ortenberg: Liz
Claiborne, Inc., New York.

@ M. Kenneth Oshman and Robert R.
Maxfield: Rolm Corp., Santa Clara, Calif.
Manufactures computer controlled business
telephone switching systems.

B David Packard and William R. Hew-
lett: Hewlett-Packard Co., Palo Alto, Calif.

Roy Hampton Park: Park Communi-
cations Inc., Ithaca, N.Y. ® Joseph C. Par-
kinson and Ward Parkinson: Micron Tech-
nology, Inc., Boise, Idaho.

B Allen E. Paulson: Gulfstream Aero-
space Corp., Savannah, Ga.
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Musical journalism

REMEMBER Zev Bufman? That semi-attractive,
curlyhaired, grayhaired producer who lost his be-
hind when he presented Elizabeth Taylor and Rich-
ard Burton in Private Lives a few flops ago?

Well, Zev's off and running again. He's bringing
us the new show, The News. He says: “It's based on
a daily mythical tabloid which has six daily edi-
tions plus a ‘Super Zingo’ game.’ "

Bufman'’s rock musical uses guitars to simulate
the sound of typewriters, has Jeff Conaway playing
the role of editor, and opens at the Helen Hayes on
Nov. 17.

Says Bufman: “Workmg with Elizabeth Taylor
created a financial loss
that was like living with
a sick relative.

“Elizabeth has since
entered Betty Ford’s
clinic, but in those days
we couldn’t discuss the
problem. We were all
lying and hiding. I had
the tail end of the worst
10 months of Elizabeth
Taylor’s life.

“Now I'm back. I have

gether again.”

* *§ *
ROBIN STRASSER
ROBIN STRASSER of One Life to Live is a
volunteer cook once a
month at her church’s shelter for homeless women
.. Top pop singer Shannon and beau, bassist Rusty
Taylor, are stronger together than ever. They just
made a single together called Stronger Together . ..
Entertainment Tonight's Mary Hart has started
her own video company. For some oddball reason
it's called “Custom's Last Stand” . . . Fran and
rry Welssler will produce a revival of Sweet Bird
of\Youth. Lauren Bacall will star}:l-l?y:ld 5‘;“'"

1direct.

* K &

RALPH LAUREN was in Milan for a fashion
show. P-r man Morty Wax was in Milan hyping the
film The Flaxfield. They met. The designer compli-
mented Morty, who was inside a complete Ralph
Lauren ensemble — tie, shirt, pants, jacket.

Said Morty: “I got the stuff at Syms.”

e g

JEFF GOLDBLUM and Carol Kane’s comin
vampire movie, Transylvania 6-5000, is having a
. Transylvanian snack tomorrow at Limelight. New
" World Pictures has organized a menu of lung ra-
gout, brain sausage, kidney goulash, braised sni
and boar leg.

About beverages I don’t
know. Probably ghoul-aid and
Bloody Marys.

* K &

SPEAKING of food brings
us to New Milford, Conn. Ear-
tha Kitt, who's at Carnegie
Hall tonight, is giving chums
like her agent Stan Scotland
gifts of fresh homegrown
zucchini, potatoes, cukes,
tomatoes, and stringbeans
from her 88-acre farm. Ear-
tha, who is a child of the
cotton plantations, and
who loves to scrabble in the
eartha, planted the seeds and
swears she picked the crop
personally.

* Kk K

DARREN and Kathy
McGavin, whose new 6-room
Park Avenue co-op is being
gutted for remodeling, were
at China Bowl ... Taxt Driver .
director Martin Scorsese is in EARTHA KITY
the new flick Round About
Midnight. He plays a taxi driver . .. Skinny Susan
Anton's judging a Weight Watcher's contest in
Paris . . . Int'l] Women's Writing Guild founder
Hannelore Hahn is throwing a very hightoned,
strictly literati soiree at her home Nov. 8. Don't fret
if you weren't invited. I wasn't either.

* Photo: Kenn Duncan

* * %

THE SCENE was Marvin Davis’s place:

On one side sat the California contingent — Mor-
gan Fairchild and the gorgeous-to-die TV super-
stud, Dack Rambo. Realtor Lew Rudin of the New
York contingent lumbers over, pins a golden apple
on the celadon suede lapel of the handsome hear-
throb of millions, says: “And who are you?"”

Dack, who has russet brown hair the color of a
maple leaf and a tan the color of the tree orunk,
says: “I'm from Dallas.”

“Yeah?” says Rudin, who never watches TV,
“Well, I'm from New York.”

to get my business to- .
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IIlL;stration by Jennifer Sko'p'p'

market

By ELLEN TUMPOSKY

A PRICE IN a New

York department
store is ‘like the
weather in Maine —if you
don't like it, wait a minute.
Want that Perry Ellis
sweater at Saks, but don’t
feel like shelling out $300?
Come back in a few weeks
and it will be marked down to
$250. Come back in a month,
and it will probably be going
for less than $100. Sofas at
Bloomingdale’s, dresses at
Alexander’s, linens at A&S,
men's shirts at Macy’s and
shoes at Gimbels —all will

be on sale soooner or later.

It’s getting so that unless you
have to have that particular
item now, it makes little
sense to pay full price.

For a variety of reasons,

the city’s big stores are lock-
ed into a never-ending cycle

Bargain-hunting shoppers
don’t have to look very far

of price-cutting. It's a situa-
tion that is bad for the retail-
ing business, but good for
consumers who can take
advantage of what is in-
disputably a buyers’ market.

For example: on a recent
Monday in Macy’s, with no
special sale on, a shopper
found these bargains: a blue
velvet loveseat, originally
$900, now $450; a 20-piece set
of dishes, originally $263,
now $99.99; a Liz Claiborne
polka-dot dress, originally
$140, now $79.99; a Cannon
Royal Family comforter,
from $120 to $79.99, selected
men’s watches in the $100

range, 50% off.

Over at Lord & Taylor, a
“having a wonderful sum-
mer” sale featured Riviera
sunglasses, originally $16,
now $7.99; a Gant silk rep tie,
normally $21.50, at $14.99;
Villager short-sleeved
women’s sweaters, reduced
from $46 to $22.99; and in the
designer department, Ralph
Lauren linen culottes,
normally $210, “cheap” at
$139.99.

Take your time

Sure, there have always
been lots of sales in the city’s
fiercely competitive 7 retail

market. But recently there
have been more and more —
pre-holiday sales where
there used to be only post-,
holiday markdowns, one-day
sales, and sales for no reason
at all.

“I'm not a very practical
shopper,” said one Manhat-
tan resident as she was brow-
sing through Bloomingdale’s
on a recent weekend. “I don’t
have the time to schlepp
around town and do compari-
son shopping, and I hate the
crowds at the discount:
stores. But even I've learned
that it makes no-sense to to
pay full price. Everything
goes on sale nowadays.”

“You don’t have to wait
long for a markdown — you
can wait 10 days,” says Jo-
seph Schienies of Kurt Sal-
mon - Associates, a manage-

See SHOPPING Page 10.
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ment consulting firm. /A
study by the National Rétail
Merchants Associgtion
shows that from 1979 to 1983,
#narkdown sales in depart-
ment stores rose 24%- in
women’s wear, 23% in me\w’s
wear and 38% in shoes.

Of course,
stimulate shopping. But i
the long run, they hurt the
stores because they reduce
profits and undermine store

markdowns’

images. Consumers go to de-

partment stores because they
want service not available in
discount © stores —but as
Louis Powell, president of
Alexander’s, points out,
£You can’t add services if
your (profit) margin is hur-
ting. It’s a catch-22
situation.”

Schienies thinks the price-
cutting trend is tied to two
factors: competition and ex-
cessive inventory.

the off-price stores — Syms,

‘BFO, Crazy Eddie, and many
known.

others —that sell
labels at low prices. Depart-
ment stores are forced to
compete, and “they can’t win
that game,” says Schienies.
Then there’s the inventory
factor. “They buy too much;
says Schienies. “Every
gets choked on ~ this
inventory.”

Great expectations

What happened, according
to Fabian Linden, executive
director of the Consumer Re-

search Center of the Confer-,

ence Board, is that retail
buyers were over-optimistic
early last year when the eco-
nomy was booming. They
bought a lot of imported

goods and then “got stuck”:
with the goods already on the

boats when consumers cut
back on their buying last
summer.

Department Stores
% of MARKDOWNS-TO-SALES

22%

24%

WOMEN'S WEAR

22%

20%

18%

20%

18%

| 16%

14%

CI;IILDRJEN'S WEAR

16%

12%

10%

14%

1

MEN'S WEAR

12%

1978

1976

1975 1977

1979

, 110%
1980 | 1982

1981 1983
C

_ Source: MOR/NRMA

Competition comes from,

/

“Merchandise is not as
perishable as grapefruit, but
styles do change,” says Lin-
den. And certain items are -
seasonal: ski boots left un-
1d in the fall of '84 can't be
sold again for a year. That
inventory, Linden says, is
“money sitting in the
store” — money that retail-
ers\are paying for at high -
.intg)rest rates. So they sell at
reduced prices.

/" How can the shopper

“profit from the stores’ woes?

Obviously, by reading the ads
and shopping around. In this
retailing environment, the
consumer who doesn’t want
the hassle of crowds and
long lines at discount shops
can find terrific buys even in
the most ritzy department
stores.

But bargains are not al-
ways what they seem. The
shopper must watch out for
“double pricing,” when an
item is tagged with an artifi-
cially high price initially to
persuade the buyer that a
markdown is a bargain.
Powell's advice: “Shop —
that’s the best way. Don’t let
a label determine that it’s a
value.” :

One effect of the blitz of
price-cutting has been a
tendency on the part of shop-
pers to wait for a good deal.
“The consumers feel they
should wait because every-
thing is going down,” says
George Hanley, sales promo-
tion director of B. Altman.

Uncertain future

Should the shopper keep
on waiting, or is the price-
cutting dying down?

Hanley of Altman’s says
high rents, high interest
rates, and pressure for
publicly held companies to
perform will keep things as
they are in the foreseeable
future.

On the other hand, Powell
says, “I don’t think the stores
will sit still for this too much
longer.”

Retail analyst Stuart Rob-
bins of the investment firm
Donaldson Lufkin & Jenrette
believes special sales will
continue, but “extreme” in-
ventory liquidations will
decline.

Meanwhile, the good buys
are out there—so keep
shopping.



Weather

Today: Partly sunny. High 33-39.
Low 13-19. Wind NW 15-25 mph.
Sunday: Clear and cold. High in the
30s. Light winds.

Yesterday: AQL: 20. Temp. range
38-48. Details on Page C2.
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Reagan Sets
New Appeal

On Tax Bill

50 GOP Votes Needed
Or Measure Is Dead,
Rostenkowski Says

By Anne Swardson
and Dale Russakoff

Washington Post Staff Writers

House Ways and Means Commit-
tee Chairman Dan Rostenkowski
(D-IIL.) said yesterday he would de-
clare his panel’s tax-revision pro-
posal dead on Monday unless Pres-
ident Reagan can produce 50 GOP
votes. Officials later said the pres-
ident would make an unusual per-
sonal appeal for tax overhaul in a
meeting with House Republicans.

Reagan’s decision to go to Cap-
itol Hill on Monday came as Repub-
lican rebels continued to work
against the Democratic tax-over-
haul measure, which they torpe-
doed in a surprise attack Wednes-
day on the House floor.

One official said Reagan’s last-
ditch plea to all GOP House mem-
bers signals that the president
“wants the opportunity to put to
rest any misunderstandings” arising
from the defection of all but 14 Re-
publicans on the crucial vote that
blocked consideration of the bill,

Rostenkowski said in an inter-
view that he would not allow a vote
to amend the Democratic tax bill on
the House floor—a condition set by
House Republican leaders for re-
laxing their opposition. Only a sub-
stitute GOP tax package could be
subject to amendment, he said.

Meanwhile, GOP leaders called a
meeting of House Republicans and
passed out statements to be used
over the weekend to defend their
vote on Wednesday to block the tax
bill. The meeting had the approval
of Minority Leader Robert H. Mi-
chel (R-IIl.), leaders said.

' Reagan, who has made no public
appearances on tax overhaul in the
two days since the bill was blocked
on the House floor, will devote part
of his weekly radio address to the
issue today. Aides said the speech
will make general references to the
impasse in the House.

Several business lobbyists who
have worked with the White House
to support the bill yesterday ques-
tioned the administration’s commit-
ment to moving the package.

“If this is a full-court press for the
major domestic-policy initiative of

See TAXES, A8, Col. 1

m Conference agrees to ban tests
of antisatellite arms. Page All

ASSOCIATED PRI

OMB Recommends
Metro Fund Cutoff

Some Planned Rail Extensions Jeopardized |

By Stephen J. Lynton -

Washington Post Staff Writer

The Office of Management and
Budget has recommended halting
all federal spending for Metro sub-
way construction, raising prospects
that the long-delayed Green Line
and other proposed rail extensions
may never be completed, according
to congressional and other sources.

The proposal, now being re-
viewed by federal transportation
officials, would represent one of the
most dramatic setbacks for the
Washington area to result from

Workers lay out the remains of 101st Airborne troops and Arrow Ailjrcrerw who died in cra;h of chartered DC8.

® ° ® ° °
Crash Victims’ Bodies Retrieved
Damaged Recorders From Troop Plane Providing Few Clues

The operations, maintenance and personnel

By Herbert H. Dentoﬁ

Washington Post Foreign Service
GANDER, Newfoundland, Dec. 13—Workers
labored throughout the day to rctrieve bodies of

American paratroops from the rolling, snow-dusted
. forest near the airport runway here, as investiga-

tors disclosed that they had encountered a major’

obstacle in trying to determine the cause of the sud-
den crash here yesterday morning.

The two black box flight recorders were so badly
damaged when the Arrow Air DC8 ca?rying 101st
Airborne Division troops home from Cairo exploded
into thousands of pieces after takeoff that it is un-
likely that they will provide any useful information,
according to the chief Canadian investigator, Petéer
Boag.

He also confirmed that the pilot of the Miami-
based chartered airline had failed to have the air-
craft de-iced before he took off in a light, grainy
snow.

records of the charter company were to be exam-
ined carefully, Boag said.

By nightfall, fewer than two dozen of the bodies
of the 248 soldiers and eight-member crew re-
mained on the three-quarter-mile-long trail of
wreckage strewn along a rolling hill south of the
runway. But U.S. military officers said they were
unable to say precisely when autopsies by Canadian
pathologists here would be completed and the re-
mains could be flown home.

Maj. Gen. John S. Crosby, deputy chief of staff for
planning at the Pentagon, who is here to supervise
the return of the bodies, said that an accurate man-
ifest obtained today indicated that there were 248
soldiers aboard the plane, not 250 as initially re-
ported. He said three women were among the 101st
Airborne troops.

At the duty-free shop in the airport, salesclerks

See CRASH, A18, Col, 3

Crash Kills Family’s Holiday Joy

By Chris Spolar

Washington Post Staff Writer

Peter and Mary Thornton knew the season of
Christmas would come to their home when Chris,
the sixth in a family of eight children, looking proud
in his Army uniform, walked through the door.

He was the one who liked the little touches, the
spindly strand of blue tinsel above the fireplace and
the statues of two little angels on a side table. He
was the son who, with a wry sense of humor and
wide-open wallet, turned shopping trips into mar-
athon sprees. And he was the man who became a
boy every Christmas and insisted on looking as far
as Baltimore for the perfect tree to sit in the corner

diers, including their son and seven other men from
Maryland and Virginia, crashed into the rocky
woods of Newfoundland. ?

“We're ‘left with disbelief, horror,” said Peter
Thornton, a 58-year-old retired federal employe. At
the end of a day full of questions and telephone
calls, he told of the family’s struggle to come to
terms with its loss.

“We’re not only asking why is this happening,” he
said. “We're still saying to ourselves: What is hap-
pening?”

Sgt. Christopher Thornton, 24, a 1979 graduate
of Montgomery Blair High School, had served al-
most four years in the Army when he boarded the
plane to leave what had been a peace-keeping mis-

of the living room.

Those traditions ended without cause or reason
for the Thornton family of Takoma Park éarly
Thursday when a plane carrying 250 American sol-

sion in the Middle East. Seven other soldiers from
Maryland and Virginia were believed to be among
the dead. They are Pvt. 2 Alexander Stearn of Lu-

See THORNTON, A18, Col. 1

landmark balanced-budget legisla-
tion approved by Congress and
signed by President Reagan this
week.

The federal budget agency pro-
posed that federal appropriations
for Metro construction be “zeroed
out” in the next fiscal year as part of
a wide-ranging effort to reduce the
federal deficit to $144 billion, the
level set as a target for fiscal 1987
under the Gramm-Rudman-Hollings
measure, the sources said.

Under the OMB proposal, the
transit authority would likely have
only enough federal money to ex-
pand the rail system to slightly
more than 70 miles, far short of the
103-mile plan advocated by Metro
and other local officials.

The proposal would not endanger
the opening of a nine-mile Northern
Virginia extension of the Orange
Line to a Vienna terminus, sched-
uled for June 7,'because construc-
tion work there is virtually finished,
officials said.

But, officials said, it is unclear
whether the proposal would allow
the authority to complete any part
of the Green Line, Metro’s only

“unopened route. Delays in building
" the Green Line have stirred con-

cern among local and federal offi-
cials because the route was de-
signed to serve low-income neigh-
borhoods where residents depend
heavily on public transportation.
One transit a(nalyst said it ap-

peared possible that-a-short Green |

Line segment between Anacostia
and Northwest Washington might
be completed with existing funds.
Portions of the Green Line stretch-
ing into Prince George’s County
probably could not be constructed,
the analyst said.

A proposed Red Line extension
from Silver Spring to Glenmont in
Montgomery County and a Yellow
Line branch from King Street in

See METRO, A10, Col. 5

u OMB seeks additional cuts in
Medicare, Medicaid. ~ Page A9

GOV. HARRY HUGHES
... $118 million available

Md. Surplus
To Help Ease
S&L Crisis

By Michel McQueen

Washington Post Staff Writer

ANNAPOLIS, Dec. 13—
Maryland  Gov.  Harry
Hughes, coming up against a
self-imposed deadline for
submitting plans to resolve
the state’s savings and loan
crisis, said today that an
unexpected $118 million
budget surplus will help him
ease the crisis and maintain
current programs.

Hughes pledged flatly
that no taxes will be in-
creased next year.

The surplus, which was
announced in a report today
at the annual Board of Rev-
enue Estimates meeting
here, is about $70.8 million
more than earlier estimated,
and Hughes said he will re-
serve “at minimum” $50
million to pay off any losses
resulting from resolving the
savings and loan problem.

The state’s liability in the
crisis could be far greater
than $50 million. The com-
bined debt at the three larg-
est thrifts under state con-
trol is now estimated to be
as much as $300 million.

See MARYLAND, A13, Col. 1

a Md. takes over fifth
S&L since May. Page Cl1

‘Spain Holds 4 Cuban Aides
After Attack on Defector

By Tom Burns
Special to The Washington Post

MADRID, Dec. 13—A vice con-
sul at the Cuban Embassy in Madrid
and three other embassy employes
were arrested and ordered expelled
from Spain today after a foiled at-
tempt to kidnap at gunpoint an ap-
parent defector described as a high-
ranking former Cuban official.

Police rescued the kidnaping tar-
get and identified him' as Manuel
Antonio Sanchez Perez. They said
he recently had been granted pro-
visional asylum by Spanish author-
ities.

An Interior Ministry statement
called him a senior member of Cu-
ba’s Central Planning Board who

arrived in Spain on Nov. 18 and ap-
plied for asylum. Police said San-
chez Perez, 41, had been deputy
planning minister until two weeks
ago.

But Cuban exile sources said that
Sanchez Perez had not registered
as a refugee with any agency here.
They alleged that he was a top-
ranking Cuban intelligence officer
whose principal role was to act as
paymaster for Cuban spies in Spain
and elsewhere in Western Europe.
The exile sources said that Sanchez
Perez apparently intended to de-
fect.

Western diplomatic sources said
Sanchez Perez was understood to

See MADRID, A17, Col. 1

Soviet, U.S. Museums Plan

Exchange of Exhibitions

By Gary Lee

Washington Post Foreign Service

MOSCOW, Dec. 13—In the first
Soviet-American cultural exchange
arranged under an accord signed at
the Geneva summit, the National
Gallery of Art and two major Soviet
museums will swap exhibits of mas-
terpieces by impressionist, post-
impressionist and other painters,
American  industrialist Armand
Hammer announced today.

Hammer, chief executive of Oc-
cidental Petroleum, completed
plans for the exchange of paintings
by such masters as Pablo Picasso,
Claude Monet and Vincent van
Gogh in meetings with Soviet offi-
cials this week. '

g,

Forty works by seven painters
from Leningrad’s Hermitage mu-
seum and Moscow’s Pushkin Mu-
seum of Fine Arts will be exhibited
at the National Gallery next May
and June, Hammer said at a news
conference. The exhibit also will be
shown in the Frances and Armand
Hammer Wing of the Los Angeles
County Museum of Art,

“It is the greatest collection of
impressionists and postimpression-
ists to ever leave the Soviet Union,”
Hammer said today. The American
businessman has nurtured contacts
with Soviet leaders for decades and
pioneered trade between the two
countries.

See PAINTINGS, A20, Col. 3

INSIDE

Security Boards Eyed

m The Office of Personnel
Management asked the mil-
itary for nominations to “Se-
curity Hearing Boards” that
could lead to firings in se-
curity cases. Page A4

Israel Probe Pressed

m Federal officials, following
a series of surprise raids,
are pressing an investigation
into the possible illegal sale
of military technology to
Israel. Page A15

3 Convicted in Cyprus

m Two Palestinians and a
Briton were found guilty of
killing three Israelis on a
yacht in Cyprus last Septem-
ber and were sentenced to

SEN. PETER K. BABALAS
... controlled key votes

By M“fﬂ Moore
and Donald P. Baker

Washington Post Staff Writers

NORFOLK, Dec. 13—Three
days after Virginia state Sen. Peter
K. Babalas helped kill legislation
putting new restrictions on mort-
gage loan interest rates, officials of
a major mortgage company author-
ized a $3,000 payment to the senior
Democratic legislator.

“This was one we agreed to pay
after he stopped legislation in Rich-
mond,” said a handwritten note on a
check voucher thatappears to carry
the initials of a vice president of
Landbank Equity Corp. of Virginia
Beach.

Babalas, 63, a Norfolk lawyer and
the Senate’s fourth-ranking mem-
ber, received $61,480 in legal fees

Lawmaker Got Fee After Bill Died

from the now-bankrupt Landbank.
Most of the fees came while he was
serving as the firm’s general coun-
sel and as a member of a legislative
subcommittee responsible for re-
writing some of Virginia’s interest
rate laws, according to records filed
in U.S. Bankruptcy Court here.

On Feb. 11, Babalas cast his vote
and the proxies of two other sen-
ators against a measure that would
have limited the amount of interest
that lending institutions, such as
Landbank, could charge on second-
mortgage loans in Virginia. The bill
died in a 7-to-5 vote in the Senate
commerce committee,

Details of the voucher, dated
three days later and authorizing
payment of $3,000 to Babalas’ law
firm, were reported today by The

See BABALAS, A12, Col. 1

life in prison. Page A15

Wholesale Prices Jump

m Wholesale prices rose 0.8
percent in November, on top
of a steeper rise in October.
But economists said that
does not indicate quickening

inflation. Page B1

Fuller Jury Locked Up

m The jury was sequestered
in the Fuller murder case
yesterday following a flap
over a juror’s daughter’s
connection to some of the
defendants, Page C1

Sen. Kasten Arrested

m Sen. Robert W. Kasten
(R-Wis.) was charged with
driving while . intoxicated
after allegedly running a red
light and driving on the
wrong side. Page C1

By Leah Y. Latimer

Washington Post Staff Writer

The gold emblem on the front and the crest and se-
rial number on the inside identified the handbag as a
Gucci. And for $125 at a Washington area off-price
store, $51 less than the retail price, it seemed a great

Off-Price Stores: Good Deal of Risk
You May Not Get What You Don’t Pay For, Area Survey Shows

“I’s a hit-or-miss proposition,” said Susie Tobias,
who often shops at the new Potomac Mills mall in
Woodbridge, Va., which bills itself as the world’s larg-
est collection of off-price stores.

A panel of professional buyers, retailers, jewelers,
and tailoring and textile experts assembled by The Post
found that quality does not always measure up to that of

buy. comparably priced goods from conventional retailers. In

It wasn’t. It was counterfeit, according to Gucci of-
ficials.

The handbag was purchased as part of a Washington
Post survey that found that off-price shopping—the
retailing phenomenon that has brought factory outlets,
bargain warehouses and designer discounters to the
Washington area in ever-increasing numbers—can be
risky business for consumers.

In a survey of more than 50 stores, the off-price mar-
ket was found to be one where bad buys can be had
along with bona fide bargains.

the findings.

13
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a market where claims of sensational savings abound,
consumers also risk spending large sums on items that
often may not be what the labels indicate, according to

In addition, stores often make exaggerated savings
claims by inflating what they say are the comparable
retail prices, the findings indicate.

“They’re making the savings look astronomical,” said
Montgomery County consumer specialist Susan Cohen.
“No one knows what a legitimate savings is anymore.”

See OFF-PRICE, A14, Col. 1
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WOMEN'S CLOTHING 4

his off-price
sweater coat, %
top left, should

sell for no more
than $79, experts |
said. The coat, of low-
quality wool, was
advertised as selling
elsewhere for $239 but was
discounted to $39.75. The

top right, as selling for $150.

experts correctly estimated the department store sweater coat,

These two sweaters, bottom, were both originally priced at $40._ But
the off-price sweater, bottom left, is made of a scratchy, low-quality
wool and only worth its $11.99 discounted price, experts said.

TuE WASHINGTON POST

HOW THE SURVEY WAS CONDUCTED

ceptional values.

item.

throughout the area.

In conducting the shopping survey at more fchan 50 off-price
stores in the District, Maryland and Northern Virginia, a reporter for
The Washington Post did what most shoppers do—Ilooked for ex-

Purchases were made at 12 of the stores. In considering what to
buy, The Post looked at brand names and designer labels, typg of
item, comparable price and value claims and the discounted price.
The Post then purchased from conventional retail stores. smplar
goods with regular retail prices near the comparable retail prices
claimed by the off-price stores conventional retail stores.

All goods were removed from their original packages, and tags
and labels were either removed or covered. .

Professional menswear and womenswear buyers, jewelers, texple
experts and shoe merchandising experts, with thg understanding
that they would not be identified in this story, individually evaluated
specific merchandise purchased from off-price stores gnd compared
it with similar goods purchased from conventional retail stores. They
judged the merchandise on quality of materials, §tyle‘ and crafts-
manship, and also were asked to estimate a retail price for each

In most cases, the comparisons were double-blind tests, in wh!ch
neither those making the comparisons nor the person administering
the test were told where individual items were bought.

A variety of merchandise, such as jewelry, clothing and shoes,
was selected to represent goods available in off-price stores

WOMEN'S
ACCESSORIES

from an off-price store. Listed as selling elsewhere

for $176, it was bought for $125. Specifically, Gucci officials
said a poorer quality pigskin was used, the inner lining was badly
crafted, the Gucci emblem and crest were flawed, and the zipper
color was not the usual perfect match.

A sophisticated counterfeit, said Gucci officials of this purse

MEN’S CLOTHING

'xperts cited the plain-
E front trousers and six

buttons on the double-
breasted jacket in saying this

off-price Bill Blass suit, top right,
was at least two years old and out of

fashion. Another Bill Blass suit, bottom

left, from a department store, was
called “current” and its retail value

elsewhere for $240.

correctly estimated at $275. The off-price
shetland sport coat, top left, was
considered a good, fashionable garment
that should sell for up to $175. It was
bought for $119, but the store said it was comparable to those selling

PHOTOS BY ELLSWORTH DAVIS—THE WASHINGTON POST
DESIGNS BY TOBEY—THE WASHINGTON POST

You May Not Get What You Don’t Pay For |

OFF-PRICE, From A1

Based on comparisons of mer-
chandise from off-price stores and
similar goods from conventional
retailers, the findings illustrate con-
cerns that some claims by the off-
price industry, which is expected to
sell $13 billion in apparel alone next
year, are at least questionable and
may violate federal and state adver-
tising guidelines.

The issue is a growing concern to
consumer agencies because of the
impact the industry is having on the
way people spend their money.

“I never shop full-price,” said Lin-
da Meegan, a shopper who recently
pulled into the Potomac Mills park-
ing lot in a station wagon bearing
the bumper sticker ‘Born to Shop.’
“It’s a waste of money.”

Some of the Washington area’s
best known off-price stores are
Syms, Loehmann’s, NBO and T.H.

andy. Those and similar mer-
chants typically offer few customer
services and stock their shelves
with large quantities of merchan-
dise bought directly from manufac-
turers. The wares available in the
booming off;price market include
everything from toys to toiletries,

“ shoes to sheets.

The Post’s random survey did

not include all of the area’s off-price
stores. The shopping examples il-
lustrate the difficulty for the con-
sumer in making choices at any re-
tail store and the gamble of getting
good quality for the lowest price.
The items cited do not necessarily
represent the overall quality or
pricing of goods at the particular
store or type of store. .
. James Abbott, Maryland’s assist-
ant attorney general for consumer
affairs, suggested that shoppers be
cautior”” about off-price savings
claims,  suspect that there are
serious ‘questions to be raised”
about the claims, he said.

But caution may be necessary at
convengional stores, too. Maryland
recent’ ued The Hecht Co. for
using fedtious prices in sales ad-
vertisements for mattresses “to
create an illusion of dramatic sav-
ings and significant bargains which,
in fact, do not exist.” The company
has denied the charges. -

The issue is whether sensational
savings claims really are deceptive

and harmful to consumers, said
Mark Silbergeld of Consumers
Union. “If the claim is not techni-
cally accurate, then at least it
shouldn’t lead people to shop where
they wouldn’t ordinarily shop, or
buy what they wouldn’t ordinarily
buy,” he said. :

Federal Trade Commission
guidelines define deceptive prac-
tices, such as false savings claims,
as those that are likely to mislead
consumers, affecting what products
they buy.

In recent years, however, the
FTC has maintained a hands-off pol-
icy on comparative ads, leaving the
challenge of monitoring them to local
governments. State and county con-
sumer offices in the Washington area
maintain that they do not have the
resources to do such monitoring.

In its survey, The Washington
Post found numerous examples of
off-price merchandise selling for 50
to 85 percent less than what sellers
listed as “comparable” price and
value. And, in several cases, The
Post’s panel of professionals said
the goods were worth just about
what they actually sold for—not the
comparable price.

For example, a crew neck wool
sweater that was advertised by New
England Trading Co. at Potomac
Mills as a $40 value was purchased
off-price for $11.95—ijust what a
textile expert and a fashion merchan-
ding expert said it was worth.

“In order for [comparable price
claims] to mean anything, it has to be
sold at a major outlet in the Wash-
ington area at that regular price,”
said Montgomery County consumer
specialist Cohen, citing local and fed-
eral advertising guidelines.

The sweater and others like it
had.been sitting in a warehouse for
four years and probably the original
seller never was able to sell it for
$40, store manager Barbara Weh-
ber said recently. “It’s probably
what they tried to sell it for, and it
probably took a markdown right
away,” she said. :

Dennis Marr, manager of Price
Jewelers, noted that because con-
ventional retail store prices vary for
the same merchandise, there is a
wide range for setting comparative
prices and determining savings. “It
falls back to the old phrase, ‘What is
retail?” ” he said.

During the survey, The Post
found numerous items that the pan-
elists considered good buys, partic-

UNRAVELING THE LINGO OF THE OFF-PRICE INDUSTRY

ularly at those off-price stores that
deal only in first-quality, current
merchandise. In many instances,
merchandise in off-price specialty
stores, particularly some women’s
clothing shops, can be found at the
same time hanging on racks in con-
ventional retail stores. »

But these items often sell for
moderate savings of only about 20
percent off regular prices. For ex-
ample, a woman’s angora sweater
sold for $52 at Cohoes, a top-
quality, brand name off-pricer at
Potomac Mills, The same sweater
was found at several conventional
department stores selling for $62,
which Cohoes had listed as the com-
parable price.

The Post used independent pro-

fessionals, who looked at merchan-
dise without knowing where it was
from, to determine how goods at
off-price and conventional retail
stores stack up. Here are some of
their findings:
m Sweaters: A woman’s sweater
coat purchased from Burlington
Coat Factory in Prince George’s
County for $39.75 sold elsewhere
for $239, according to its ticket.

A great value? .

The coat—in heavy red, white and
black unlined wool with a double
neck button closing—was worth
about $79, according to two textile
and merchandising experts. The pan-
elists said the off-price coat was a
low-quality, “scratchy” wool that had
been machine processed to try to
soften it and create a furry effect, a
technique used by manufacturers
who cannot afford to use more ex-
pensive lamb’s wool or angora.

The $239 price tag was based on
the typical 100 percent markup
over the wholesale price that con-
ventional retailers generally use,
said Gary Graham, Burlington’s re-
gional manager.

“We’ve very, very sensitive about
our ¢ 5 [comparable prices),” he
addedy=Ve try to remain realistic.”

The coat was among thousands
purchased from a manufacturer
who ¥ 't out of business, Graham
said, 1l has been in off-price
stores since last year.,

The panel correctly estimated
that a sweater coat from Gar-
finckel’s, a beige and white checked
garment of angora and lamb’s wool,
retailed for $150.

The Post purchased two crew
neck sweaters, one from the off-
price New England Trading Compa-

merchandise quality.

T.H. Mandy and Kids R Us.

The off-price industry exists in a variety of forms.
The differences among off-price businesses gen-
erally are based on how they operate, who owns
them, how they acquire their merchandise, and the

m Factory Outlets: Stores operated as outlets by
manufacturers in order to sell factory overruns,
surplus or flawed merchandise to the public at
prices that are sometimes close to wholesale. An
example is the Hanes Factory Outlet.

m Manufacturer’'s Outlets: Free-standing stores,
often far from the factory, offering the manufac- -
turer's merchandise at discounts: The bakery thrift
stores operated by Pepperidge Farm and Wonder
Bread are manufacturer’s outlets.

m Captive Brand Stores: Outlets selling brands
that are not traded anywhere except their own
store, such as the Kuppenheimer Factory Store.

m Brand Name Discounters: These stores’ mer-

chandise is almost exclusively current season, first-
quality with full selection. Examples are Marshall’s,

nicks.

irregulars.

m Off-Price Stores: Stores that buy very large
quantities of merchandise directly from the man-
ufacturers at below wholesale prices. Often these
items are brand name. Some off-price stores may
sell surplus stock, closeouts -and overruns. Wacca-
maw Pottery is such a store.

m Liquidators: These merchandisers sell bankrupt-
cy buy-outs, clearance and discontinued goods.

m First Quality: Without flaws.

m lrregulars: Slightly flawed merchandise with ap-
pearance and function usually unaffected. Gener-
ally these flaws are pulled threads, scratches,

m Seconds: Flaws are more serious than those of
Product may be misshaped, mis-

matched, stained, dented. s

‘m Closeout: An incomplete assortment of goods

being sold out of season or being discontinued be-

cause they are no longer fashionable.

m Overstocks, overruns or overcuts: Surplus
goods after factories sell to regular retailers.

Source: “The Complete Dictionary of Buying and Merchandising,” National Retail
Merchants Association; “The Qutlet Shopper,” by Carolyn Vogel Benson.
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ny, the other from Woodward &
Lothrop, both priced at $40. But the
one purchased from the off-price
store for the discount price of
$11.95 was of a scratchy, low-quality

wool, according to the professionals, -

who said it was probably made inex-
pensively in the Far East. The label
said it was made in Sri Lanka.

The long-sleeved  sweater was
among the least expensive items in a
store with much top-quality, current
merchandise. It was “obviously
something we wanted to get rid of,”
explained manager Wehber. Many
shoppers are looking for merchan-
dise at that price and quality, she

 said.

m Menswear: The panelists said a
suit purchased in November from
Syms was out of fashion, but that a
Fort coat from the same store was
a current, good-quality garment.

“I don’t even think this is last
year’s,” a panelist said of the dark
gray Bill Blass suit, noting that it
had a plain-front trouser and six
buttons on its double-breasted jack-
et, both out-of-fashion details.

The professionals estimated its
retail value as $175 to $200 and
said it was at least two years old.
The suit was purchased at Syms for
$125, but was advertised as selling
regularly for $260.

“It’s possible that any given suit
could be out of date,” said Syms ad-
vertising director David Bernard,

“who said the suit purchased by The
Post could have been an isolated ex-
ample. Syms, which quotes “nation-
ally “advertised” prices, bases its
comparable prices on those set by
manufacturers and _competing con-
vemmfrreﬁfm‘argm
A charcoal gray shetland sports
coat purchased from $ was con-
sidered by the panelists to be a
good, fashionable garment that
should sell for up to $175. It was
bought during a “special sale” at
$20 off the regular discount price of
$139; The store said the jacket was

ycomparable to those selling else-

where for $240.

The panelists evaluated another

Bill Blass designer suit, a dark biue
pinstripe  purchased from Hecht’s
department store. “It has the new
look, lower lapels. I'd say this is
very current,” one said. They es-
timated its retail value at $275, its
exact selling price.
s Jewelry: The original retail
prices of four 14-karat gold chains
purchased from a conventional re-
tail store and two off-price jewelry
outlets were found to be much high-
er than professional jewelers said
they were worth. The jewelers
weighed and . then examined the
pieces through a jeweler’s loupe.

A flat herringbone bracelet from
Price Jewelers at Potomac Mills
should sell for $12.75, according to
the panelists’ estimate. The store
said the bracelet’s comparable re-
tail price was $33 and sold it off-
price for $10.97.

Marr, Price’s manager, said he
disagreed with the price estimate.

The store, owned by a manufac-
turer who sells jewelry to regular
retail stores, establishes compara-
ble value by looking at prices
charged by conventional retailers it
sells to, as well as prices listed in
shopping catalogs for similar goods,
according to Marr. Some merchan-
dise is priced based on the typical
300 percent markup most jewelers
use and then discounted, Marr said.

“He’s saying it’s worth $12 in
materials. That may be true,” Marr
said of the evaluation done for The
Post. “But we’re selling it for
'$10.97.”

11 Ba sophisticated counterfeit, said (Guccl otficidis or tris purse

A cobra link bracelet that regu-
larly sold for $40 at Woodward &
Lothrop was purchased during a
50-percent-off sale for $20. The
panelists’ estimate of the chain’s
retail value was $20 to $25. Offi-
cials of the department store de-
clined to comment on the store’s
pricing policy.

Both bracelets eventually
broke—one after being worn three
days and the other after being worn
two weeks under normal conditions.

“This one is going to rip and

break; it’s starting to crack al-
ready,” one panelist said of a com-
parably priced $24 gold chain sold
by Manufacturers Jewelry Outlet
for $8. The clasp was considered
“hard to handle and susceptible to
breakage.”
m Leather goods: Linda Morrison, a
legal representative of Gucci’s in
New York, called the “Gucci” hand-
bag purchased for $125 at an off-
price store “a very strange piece of
merchandise.” According to the
price tag at Just Accessories at Po-
tomac Mills, it was discounted to
$51 less than its regular price.

The bag, a medium-sized blue
camera case model, was made of
poorer quality pigskin than the gen-
uine Gucci bag and its inner lining
was badly crafted, “horrible,” offi-
cials of the Italian specialty store
said. The Gucci emblem and crest
were flawed and its zipper color was
not matched, they said. The serial
number used to identify genuine
bags was not embossed, but
printed—upside down.

Yet some details, like the zipper
pull and metal clasps, were identical
to a genuine Gucci, they said.

“At first glance, you'd say it's

definitely a'Gucci,” Morrison said.
“But when you obviously get a bag
that falls apart after a while . . . .”

The buyer for Just Accessories,
Bonnie Flag, said two accessory
buyers at different conventional
department stores examined a re-
cent shipment of Gucci bags the
store received and judged them
ger—~ She said the store had pur-

chi hem through a middleman
whe  The bought them as surplus
go! sctly from the Italian mak-

er. it counterfeit, Flagg said, “they
aren’t your typical imitation Gucci.”
The store owners plan to fully in-
vestigate the matter, Flagg said.

m Shoes: A pair of women’s black
patent leather pumps bearing a
Bandolino label and purchased from
a shoe outlet were found to be of
the highest quality of four pairs of

shoes obtained from conventional -

retailers and off-price stores. How-

TIPS ON COMPARING QUALITY, PRICES

ever, a pair of shoes bearing the
same label and purchased from an-
other off-price store was found to
be of lower quality and of less value
than the comparable price the dis-
counter advertised.

Specifically, the panelists raved
about the quality of the pumps, pur-
chased from Bannister Shoes at Po-
tomac Mills, and estimated their
retail value at $65. The comparable
price advertised for the shoes, pur-
chased at the outlet for $35, was
$60. “If you paid $35 for those
shoes you got an outstanding val-
ue,” one panelist said after the test.

The other shoes were a pair of
pink spike heels with a bow on the '
toe. They were made of a low-grade
calfskin or synthetic material, and
the poor construction almost guar-
anteed a bad fit, according to the
panelists, who set the price at $49.
That pair of Bandolinos, advertised
at Burlington Coat Factory as also
selling regularly for $65, was pur-
chased during a special sale there
for $29.99.

Burlington’s Graham said “com-
parative value means those goods
had to be sold somewhere for that
price.”

With the increase in the number
of stores vying for off-price mer-
chandise, some suggest there may
be a shortage of high-quality goods
that can be sold at discount.

“There’s not enough of the first-
quality goods to fill these stores so
they’re starting to fill them with
junk, which gives off-price a bad
name,” said Ellenann Walsh,
spokeswoman for Marshall’s de-
partment store, the nation’s largest
off-price chain.

Others say manufacturers them-
selves have already begun produc-
ing specifically for off-pricers who
can buy in large volumes, pay cash
and are willing to take merchandise
that is difficult to sell otherwise.

Judith Barnes of Cohoes dis-
agrees that there may be a lack of
merchandise. “There’s always last
season’s,” she said. “I can’t see
there ever being a lack of merchan-
dise for an off-price store.”

Some consumer advocates say
that the off-price phenomenon can
be nothing but good news for con-
sumers, despite what may be some
questionable practices.

“Even if some of the prices are
inflated, they’re engendering price
competition,” says Ann Brown, head
of the Consumer Protection Com-
mittee of the Greater Washington
chapter of Americans for Demo-
cratic Action. “Price competition is
the name of the game.”

well, they say.

The key to successful off-price shopping is comparing quality,
not just prices, say consumer officials. Brand names usually are
good indicators of quality, but there are other things to look for as

m Clothing: Exterior stitching should be even, straight with no
seams coming apart and no loose threads. Thread color should
match exactly and buttons should be bone, leather or fabric-
covered. Hems should hang straight and stitches should not be
visible on the outside of the garment.

Inside seams should be at least 5/8 of an inch wide and finished
with zigzag or straight stitching. Patterns and plaid fabrics should
match. Seams and pockets should not pull or wrinkle. '

m Jewelry: Regardless of the materials used—fine gemstones,
precious metals or costume pieces—durable jewelry should have
securely soldered chain links and fasteners with double-duty
catches. Stones should be set firmly rather than glued and there
should be knots between each bead in a strand. Parts should be
strong enough to withstand ordinary wear.

m Shoes: Some shoes made for European markets find their way
into some off-price stores. Because these shoes are sized differ-
ently than those made for the American market, consumers should
make certain of proper fit even when buying their usual size. High-
quality shoes have leather uppers and soles, with heels that are
part of the sole rather than merely stuck on.
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