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The Stylish Stylist 

And while some people celebrated the inaugural 

by picking up co=emorative 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 

-Continued / 
man-Marcus yesterday and bougnt 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 ja=ed 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.) 
'"{ ou 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, 

AYJ!fi,s for last night's ball. 
ac!t 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 Hal I 
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= 45 p.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 at 2 =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= 45 p. 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 qu,dified 
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 OUARTET - 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 at 2 =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 West chester Branch of the Association for the Study of Afro­
American Life and History. 

Thursday, February 2 8 at 7= 45 p.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. 
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CHILDREN'S LIBRARY PROGRAM 

I Love Africa 
Created and produced by Emerson Washington & Darlenedea Mills. 
UMOJ A "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 Januar y 2 

Harambe e, Harambee! 

Contributors 
The Ba nk of New York 
Chem ical Bank 
Con Edison 
Hartsdale Rotary Club 

Ages K a nd up 

"Let's a ll pull togethe r! " 

The Reader 's Digest Asso c ., 
Inc . 
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W a ldenbooks 

GREENBURGH PUBLIC LIBRARY NO N-PROFIT ORG. 

300 Tarrytown Road, 
(914)682-5265 

~ 

Elmsford, N. Y. 10523 u.s. ;~(oTAGE 
~.J~v B,, PERMIT NO. 23 

~ -ELMSFORD, NY 10523 

C/Y~ 

ADDRESS CORRECTION REQUESTED 





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 
c_Iothing for children, Moore suggests 
Chocolate Soup, 602 Greenbay Rd., Win­
netka. Discounts are from IOlo 30% 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. 
" It's the wave of the future. You pay 
$25 to join and get discounts on food, Ii­

. quor, paper products, games, and some 
basic clothing such as men's and chil-
dr~n·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. r--"! 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 JO 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 . 

...-Aparacor Warehouse, 6412 Vapor 
Ln., Niles, discounts dresses, blazers, 

uses, 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 
[awrencewood 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 yo1.1-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-

~Xlines 
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 ec lectic 
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 fro~ 
Holland and Portugal, start1ng 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 
70% 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. 
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'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 bis son's growing 
disaffection at work. Sy Syms, 58, 

• who founded the firm in lower Man-

Robert was given bis 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." 

hattan 25 years ago and expanded it • ____________ _ 
into seven markets between New 

_ York and Chicago, had one philos-
ophy about taking bis kids into the 

, business. 
"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. 
"I fired him," Sy recalls. "I said he 

couldn't come to work anymore. I 
,.,.'.JhJnkJ1e just had S!)me 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 th~ family." 

"I fired him. I said he 
couldn't come to work 
anymore. He just had -
some growing up to do. " 

- Sy Syms 

Robert says his father did what he 
bad to do when be fired him four 
years ago. "I needed to get my head 
straight," he says. '''My· --fatlie'r· is'•-· 
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. 40You'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," be says. 
"But I don't get rid of them." 

Lipari, whose booming temper is 
legendary around Passaic City Hall, 

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 
bim. Annie, 25, an ~piring sales-_ 

_, ,...., 

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"). ·< • 

"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
row. The request was met by a bar­i rage of furious expletives and a 

! slamming of the receiver_ at the otb-
l er end. 



1
pr ena. 
- Joey got the message: • "The 

meat's gotta go," as they say in the 
business. .. .. 

And il.'dld. With considerable t,elp 
from· a 'tow truck,,.Joey completed 
all his deliveries that day.1,.~,. • • . .- ,, 
'Tblol s 'to Jeai~• l "',1 ~l i -~, -~l~~;, ~ , ·, 
t • I 114~ ) t} >t & ' 

, "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 lo adop.t 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 live - 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 
1 cases. And I criticize her, like I crili­
, 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 ~et alone well .with their 
sons at the office. "Fathers compete 
with their sons," he says. "I have a 
feeling it works out belier with a 
father and daughter," 

1 "Working for someone- else is 
hard. Working for yoirr father is 
harder," says Nancy. "You don't 
want to disappoint him. You want lo 
live up to his reputa tion. I want peo­
ple to say that Diane and I are just 
as good - if not better than my fa­
ther." 

l. 
The dotted line , 

That's asking a little much of Dale 
Berra - his father is a ·Hall of 
Farner, 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 dolled line. 

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

And· theri ;there's job security, al­
ways ,a · ,sensitive issue when you 
work for the Yankees . .. I\ 

• "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." 
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Firffls thrive -
on mistakes 

. . 

of.others 
No-frills outlets 
are havens 
_for bargains 

By Car.stance Mitchell 
USA TODAY 

DALLAS - By 7:30 this 
morning. a line should have 
formed on the stairs outside a 
drab warehouse in north Dal­

las. At 8 am., when the doors open, shoppers will scramble 
am~ng cardboard_ boxes . and gray metal shelving to get 
their hands on Mikasa dinnerware, Wamsutta linens and 
dozens of other _brand-name products at prices half what 
_they would pay m department stores. . . . • 
• The warehouse is Tuesday Morning Inc. - orie of an esti­
mated 350 {!SA surplus stores, which are becoming major 
contenders m the fast-growing deep-discount retail busi-
ness. • 

_T~ay marks the start of something that makes Tuesday 
Mornmg unusual even among surplus stores: It is open for 
busmess for Just four periods a year - four to seven weeks 

• at Easter, Christmas and in the summer and fall - at live 
. , . 

• • ·-:· Please see COVER STORY next page ► 

COVER STORY 

Turning. leftovers_ 
µIto megabucks,·:,. 
<;ontlnued from 1B 

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 chalrman. "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 chalns, estimates Fred Wintzer, a re-
tail lndusiry analyst with Shearson Lehman Bros. Inc. '' ' •'• 

New York-based Job Lot Trading Inc., for example, began In 
1949 as a mom and pop store taldng In $300 a day. Now with­
live stores and live 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 lndusiry has two distlnct groups: llrms 
such as Job Lot that deal malnly In salvage goods with mer­
chandise recovered from llres, lloods 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 
nt>-frlils operatloris. 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 chalns such ~ and Loehmann's, which sell de­
signer-label clothing at a discount What Syms Ls to the a11pare1 
buslness,.Tuesday.Momlng.Js..tn_hQ_usewares. 

But the llrm stands out among surpiiissiores because It Is 
open Just four times a year and because It Is the most upscale 
of the surplus stores, selling American Tourtster luggage, 
Swedish crystal and British-made stalnless-steel llatware. 

: 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-plece 
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 prollt for the company and savlng5 or $75 
for the consumer. • 

: The supplier "Is happy because he's getting rid or his dribs 
and drabs, and the consumer gets a good price," says Ross. 

: What does Ross get? One of the fattest prollt margins In the 
retail business. 

• According to Wlntzer, stores like Tuesday Morning have 
gross prollt 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 prollt margins (gross 
prollts 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 boom, they are becoming Increasingly im­
portant to suppliers as an outlet to move merchandise they 
overproduce. Last year, for example, Bloomlngdale's In New . 
York contracted with a manufacturer to produce wineglass 
and carafe sets. Once they were llnlshed, Bloomlngdale's de­
cided the products weren't exactly what It wanted. "But they 
were hot sellers In our stores," Gould says. • 

• Tuesday Morning's formula has worked well for the 10-year­
old chain. The company sald 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 earnlng5 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 lndusiry In 1985 by selling all those products that manufae; \ 
turers couldn't move. .. . •t 

: On Wall Street, the company gets mixed reviews. 
"As long as manufacturers overproduce, surplus stores have 

1 a bright future," says Charles GlovskY, securities analyst et 
Eppler, Guerin & Turner Inc. • • • 

Contributing: Darcy Trick 



l 18 

Ellen Breslow Jef#fvv 

-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 Mirono Road, 
Portsmouth, NH, 603-436-0022 
One day when you hove time on your 
hands and money to spend, head north 

along Route 1 to this chormi ng 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 brimm ing with goodies­
and the crowds never th in. 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 tc 
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; ofter 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, you1 
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 he1 

special try-on tip: " I wear only a leotard and 
pull-on skirt. That way I 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. 
• Fr ugal Fan nie's, 24 Wilson Woy , 
Westwood, MA, 617-329-8990 
Word of mouth has made Frugal Fannie'i 
one of the most popular discount ware­
house operations in the Boston area. It's lo­
cated in an industrial park about ten mile! 

outside the city and only open Friday night! 
and weekends- which means that yoL 
may have to make a bit of an extra effort tc 
shop here. ls it worth it? Just walk in one 
see for yourself. An ocean of racks greet: 
you , overflowing with such labels as Henr} 
Grethel , Richard Evans and Villager. Dis­
counts are never less than 30 percent, one 
special clearance sales are events to look 
forward to. Despite the unembellished en­
vironment, you' ll find pleasant shopping 
cond itions, incl ud ing two oversized dress­
ing areas . You can return anything w ithin 
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 Beocl 
Pkwy. (Rte . 16), Everett, MA, 617-389-8655 
It's a bit hard to find, but if you 're a Joan t 
David shoe fan , you won 't mind that thi 
outlet is slightly off the beaten path , loca tec 
behind the Joan & David distribution cente 
on a small side street about 20 minutes out 
side of Boston. (Call for d irections if you 'r, 
not familiar with the area .) 

Inside, you' ll find f i rst-quality, in-seaso1 
shoes from J n continued on a e 





r 
• Syms 
An educated consumer is our best custom­

er," says this 14-store chain 's advertising 
fogan. And it's true--o smart shopper 

knows that the buys here are terrific. If you 
Ii ke to borrow from the boys, th is is the place 
to go. While the stock changes constantly, 
the men's departments ore always well 
supplied with terrific des igner bosics­
blazers , sweaters, polo shirts , button­
downs, ties, etc.-for 40-60 percent off. 
With rocks upon rocks of clothes and gener­
ally crowded communa l 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 deportments. 
Syms stores ore located in New York, Chica­
go, Philadelph ia , Wash ington, Boston and 
Florida. For the store nearest you, coll : 201-
935-7500. 
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regular retail pri,ces. And New Ha mp:;h ire's 

no -so les-fox policy makes sav in~; s eve n 

g reater. You co n easily whi le owoy hou rs 

ba rga in-hunting here, break ing for lu r,cr. 

al the vi l lc19e's charminq restouranl. And ii 

you have any energy left, you con continue 

•. ·•:, , From Boston fo Ma ine, Rou te l is 

known for its obundance of outlet sliops. 

Store hours-M-F: l 0-9; Sat, Sun : l 0-6; 

Sun in winfer: 1<2-6. 

Cl Filenc's Bose.ment, Washington St ., Bos ­

ton, MA, 617-357-264'/ 

A s trad :tionolly Boston as ba ked beon s. Fi ­

lene's Bc sement is more than just o shof)­

pi ng place--it's an experience . On ly d ie­

hard shoppers should ventu re here . Severo I 

floors , zil lions of rocks and countless bins 

ond COUPiers ore b rimm ing w ith goodies­

a nd ihc crowds never thin . It's oesl to hone 

in on who f you 're looking for-desigPer 

wear, underwear, mensweor and so on ­

and stick lo that deportment. (Don't worry, 

1/wre's ('110 ll'J h pick ing nnd choosing to 

k0c-p you bu~y for hours.) Price logs a re dat­

ed ,, nd the .:!1scounts increa se wi th time: Ev­

eryth ing's 1n it1ot /y marked clow n 25 per­

cen:; af ter : 8 days d's reduced by 50 pcr­

cenl; ofter 2.1 rlcys it 9ocs down 75 percent 

encl :{ :!':; ":,' sr;,ld ofter 30 days it's given to 

c!1o r. ty . (ii 'iOU find o n i te m mista kenly lefl 

on tl·.c· f !oo · for more tha n 30 doys, your 

pcryme ,1: : JO•?S :o :he charily of your choice.) 

I! your eye 1s sho,p ond you r ti:-ni ng's 900d, 

'/C•u cou ld 'Ne/~ i)ff wi!h top designer looks 

fo :- o froc~ion of :heir cos! . 

In kee:.~,ing w ith the co sua l cr fmosphere, 

:ry i119-011 1s in :he ais les. Nobod y's shy here . 

One Filene·s Bose•n enf ve teran offers her 

spec ,o i try-on tip . '' I w ecr r only CJ leotorc! ond 

p ui ! -o"' sl: ,, t. Thor WCJ \' ! can stav f u ll y 

drE:sser! c,rd std I ge l o pc:·frc: fi: ." Other Fi ­

l,: ,1e's [:,osemen •s o re locoled mound Bos­

ton , in Con:1ec ticut, New Ha mp sh ire ond or, 

Long lsiond. Store hours-M--Sat : 9:30-7; 

Sun: 12- 6. 

ia Fru g al Fannie ' s , 24 Wil son Way, 

Wcs ,\vcod, /v'1A, 6 17-329-8990 

Word of mou'h hos mode Frugal Fannie's 

one oi 1'.e mos: oopulcr r d iscount wore­

hou:e opPro!,ons 1~ the Boston a rea. It's lo- ' 

co led ,non 11~dust•1a l park o baut ten miles 

outsice the ci:·1 o nd only open Fr iday nights 

one! w':?ekencis- w h ich means that you 

mcv hcve !o make a bit o f an exlro effort tp . 

shop f-.erc. Is i i w orth ii? Jus! wa lk in and 

see for you •:,c!f. A n ocean of rocks g reets 

'/OU, c.vernow,ng with such la be ls os Henry 

G rethel, 1-: ichord Evans ond Villager. Dis­

counts ore n,iver less than 30 percent, and 

specro i clecrrrJr·ce so !es o re eve: n ts to look 

fo rwwc: :0 . Despite the unemSellished en­

v ironmr:n!, you 'll find p leasant shopping 

cond1tio11s, incl ud ing two oversized dress­

ing area s. You can return anything within 

two week s. The refund pol icy is neofly 

sum rr,ed up by the sto•e's slogan: "Cash 

bock, no fi o k." Store hours-F: 5-9:30; Sat: 

f:--6: Su:-1 ; 2 - 6 . 

O Oes i9ncr Shoe Outlet, 193.5 Revere Beach 

Pkv.r/ (Rre 16), Everett, MA, 617-389-8655 

It's G bi t ho rel to find, but if you're o Joan & 

Da vid shoe fa n, you won't mind f~of rhis 

curie: 1s ,l;ghtly off the bea ten poth, located 

behind the Joan & David d istr ibut ion center 

0:-1 a smn ll s'de st reet obou! 20 minutes out, 

si de of Boston . (Cal l for directions if you're 

not fr11ni l ior wit h !he area .) 

Inside, you' ll fine! first-quo i ity, in-season' 

shoes fron, Joan (continued on page 272) 
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ever I wos, and she would work to keep it 
thotwoy. 

Four months later, she wrote me 1hot 
she was cominq to the Un ited Stoles for o 

• visit. I took tiri{e off :o be with her. We 
ployed, we went out w.ith my friends ond 
•.ve lived in my ooortment_ together. She 
mod~ no demand:; on my time ond ac­
cepted my odd wo,k. schedu ie ·.vithou1 
comoloint. Most American wome,, 
wou ld not hove been so cor;-1pl iont. They 
ere more dedicated to colendors and they 
like having sped ic p lons. 

I loved Jeanne more in the United 
States than I did in t'ronce . Sut there wos 
still something m issing. I kept lookiniJ for 
commitme;,t too ouroose o, too career. I 

·appreciated the foct
0

1hot .Jeo •rnc ·n ight 
be more devo1ed to a husl:-ond and fam­
ily than on American wor-ion, more for­
giving of o man's transgressions and less 
likely to bolt and run . But deeo inside I 
yearned for the ombilion of .A.mcricon 
wt~mcn and their br=der out iook. 

Finally. when th e time come to decide 
wl-.e1he, Jecnne would live with me pcr­
monentlv, I bowed cul. I die not th ir.k the 
relot ion,hip would make it through the 
·,,ears. In so many w ays, Jeanne was my 
idcol-o comb;r.ot ion of Bordot, Loren 
end Anolrk Aimee tnot I cou ld rnli my 
own:au: I knew •,o: the bvisd l)e 'ween 
us wouldn't hoid faro lifetime. The truth 
wos, I wanted a por1ner more !hon a 
mote. 

When I told Jeanne. she resoonded 
just as I thought she might. She opoeored 
scd, but she was haughty and elusive 
about how she felt. She did not fight the 
decision . 

In the months tho: fellowed , I thought 
often about her sensuoii tv ond her o ll u,e. 
\Vhenever I was wilh o..., ,~.merica n wom­
en whose a ggressiveness become irrifo:­
ino, I wist->ed she wos ro1o re iike Jeanne. 

-But I hod mode my dec ision . 
About a year :ater, I heard from on oc­

quoi n1once in Paris that Jea nne wos 91:'­
ting married. The grcom was o French 
lov,,yer, o "nice 9uy" who knew exactly 
what he wonted from o woman-unlike 
me. 

I was wistful then, ond o bit envious. 
When i'd sent Jeanne bock to Fronce. hod 
I acted with rny heod rather t~~in my 
l~eort? To :~is dov. I'm not obsoiut:~l y cer­
loin wfiether I mode trie ri g ht decisi-:>n. 
lt'so bit too elusive. Bu:thenogo in. ~oore 
Dietri ch or.cJ Garbo, Lnren and oordot, 
Deneuve end Kinski. Cl 

\Nii/ior., Shcrmcm is o P,_,/i t-.:er Prize-winning 
iournolist w ho lives in New Y erk. 

Jo )/OU hove something to soy cbout whot 
. ou 've reod? Send yot ·.r com men ts to A/lade­
:-r.oisel le. Le~ters to the Eciito r, 350 1\/,c:dison 
t,,✓e . , Ne,.vYork, NY 10J 17. Vve' ,'fpoy:i-iO 
'orcver1 letter we publish . 
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& David, Joan Halpern ond Harvard 
Square. The best news: They're 30 to 75 per­
cent be:ow retail cost. Ali sizes are well rep­
resented and everything's displayed on 
shoe rocks for eosy sel f-service. There some­
ti mes ore Joan c', David belts and lealher 

.accessories for 25-50 percent off. Store 
hours--M-5o:: 10-4. 
• john Barry, 75 Kr1eclon_d St., 10rh fl ., Bos­
ton, MA, 6 17-426-4291 
John Sorry OOAned rr.ore than 20 years ago 
in the h,Jb of Boston's gcrrment distr ict as a• 
wholesaler for reta il stores tho: were too 
small to meet ma nufacturers' buying re­
quirements. Tod,Jy there's o whole floor 
open to the public . ful! of misses o'1d jun ior 
spor:sweor ond dresses for 20 to 80 percent 
off. Come here if you're looking for g=d 
~ilk dresses-the selecrion runs the gcrmut. 
Al so, you're cpt to catch' top-name sepa­
rates from Anne Klein or Nancy Heller for o 
slighr red uction. Recently opened , o bridal 
deportment, with gowns for the bride and 
alfendo:-its ovoiloble at great discounts. ' 
Watch for the warehouse soles in June 
and December. Slore hours-T-F: 10-6; 
Sot: 9-5. 

Chicago 
,i uyer's Out l,,t Designer Mori, 9 '/✓ . . 

'v'ioshington Sr., Ch icago, IL , 312-750- i 025 
What's !ocJ<.ing in organization 1s more thon 
mode up for in borgoins. Here you' ll find 
rocks and tabl es overflowing with up-to­
do!e merchc,ndi,e . If you've gof the time-- · 
one! !he potience--you're likely to turn up 
items by Toho ri. Horve Be,ord and Sos:;on 
foros much as 85 oercent below retail. The 
store hos on interes ting pricing policy, On 
any given dov, o ii sweate rs, no matter 
what their va lue. mi9ht be :i,3.99, a:1 skirts 
m i•jht be $6.99. clc. (Some labels ore 
cl ioped out and /OU will find i rregula rs.) For 
higher-ouo!itv. better-displayed invento~y. 
be sure to check out their ocros'.,-the-street, 
9round-floor shop of 16 W. Washington. In 
both, dressing rooms o re communal. (Since 
the stores ore righ t in the Loop, they do get 
crowded during lu nchtime.) Store hours-­
M--W: 9:30-6:30; Th, F, 9,30-7; So!: 9-6. 
g Coots Coots Coots, Pl,uo dP.' Prado. ;!715 
Pfingsten Rd., Gfonview, IL, 312-291-0333 
Recommended by several Chicagoans not 
on ly for coats but for sportswear and oc­
tiv!!weor as well, ln is store moved from i:s 
old downtown quorters three years ego to 
on expanded suburbon space. You moy not 
f ir,d oil the ;..xipulor r.ornes you would of 
other plc,,:es, but don't let thot stop you. " I 
used to be o coot manufacturer," soys own ­
er Horoid Lepp. "I know quality ond won 'I 
let my customers pay without getting it. " 
Some of the best buys indude Horve Bcn­
ord cccts orid surt:; , lile Woe; cools, Nipon 
b louses . Bonnie and Bi l : sweo:ers c ,,d 
more. Di:,counts ra nge from 25 lo 50 per­
cent, sizes go from ,i to 18. The atmosphere 
is p leos,:,nt , with he lp ful so iespco~,le a nd 
individuol dressing rooms. "We're the on iy 

1 , I, 
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Ch icken Kabobs; 3½-oz. skinless, bo ne- 2 1/1-oz . halibut, seasoned with er ck,:;h of [\ ,:E:AKFl, ST ,., 
less chick en brcost, cubed ond oiternc te- o•_Jple-cider v iregar, lemon c;nd oreuo - 1/"c'n•a :..- 'e 0 ~ 0 1,,t ·e ' c, g ~ 1/ sm "j:,1li\!~i , ~ ~., .. . u l • " 'C, , ' : I -' ';j, ] • Oi t •(,'t"\ •C,' 
Iv sk e·N ert' d w ith unl im iteci ,: ucch ini, r,o, then broiled choopc d g ree n pe µ :·Jcr o r. d .1 sl iced~-~:::'"': 

' b 1 • 1 G ,. 7 ' d ' • 1 d • c· 1 .. ·J , .. .. pe ppers , rn\ 1s ,1r(x,rri s. - rv s ,co wit 1 or- J- ,,;i :1 ,so , veg eto t, cs tosse witn ,er- rr ushroom s, cooked i r. n r or slick sk i:iei i):::-.rl 
lie Vino i9ret!2, !hen Gro i ied lie Vi noi~Fctlc or lemon iu ice or one m isted w ith vcge:obie cook ing l;~iW'.4-
1 breo d selection SNACK , • fi'"'1·, 

f i~~~;;;;:,◊;~i;o:;';~s'~~,'.,';;~,:~ 2 :~{~i3£::~~~:.i;1: '. ~,;~; ~~' ·:i_::1:,i .:.11~r:•:_~Ri~: : : ::'JU 5o!od I,,, Moedoyl !_: _ •. l.1.;·l·'._~ .•. :'.:·•.:::_;_;_l_;_._·.:.:_~.i.~.:,:_: 

tos sed with Garlic Vina igrette or· lemon 9o rlic powd,~r. W'ric n chicken i:, CCA"li<.,:d , , , ' " ' " - .. !:, ·· .. 
juice o dd l cup rev,; vcrJeto blcs (:ry CL' ic cy .. f'.o~ cc! Breockd Fish · J '/1-01 . hoddc.d. J :i:l •·, 
l b rea d sc :ection spinach, ccbbage) c r d 2 Tbs . chocucd tr,,'J' nr '..oie d ri z.:l c,! w: :h !,-,•non juic~ l='~i·'!,,i 

o nio n; simmer until vegcto bie s o -c c,c: t ,-,c1 ,.,✓ r : hc rr i :-::uccof ) f inc lycrusred}.'.·l \ 
Th,H"S(foy 

13R[i'\KFA_ST 
1 hor·d -·: ooked CcJg 
1 br~od se ieci ion 
I.UN CH 
Shr imp or Crc, b 1Egg Solod (see Monday) 
I b c•2od s~ !e: t i0n 
sr<ACK ' 
1 fru it ~:elec1ion 
[)l ,\JN[R 
o ,;cken oc, o Bed o f Ve~ietobie~., J 'lo>-oL. 
sl.; iniess , bone less chicken breast sea­
soned witri 9or !i c pcwder, then b ro i led 
on top of l cup sµ i11och and ,t th inl y sli ced 
mlrs nrcxxns sorinkied with nutmeg 
i fru it selection 

Friday 

BREAK" .uST 
Herb O rnck~Hc , e•JCJ , c/-ioppeci fresh bo -

C()., ;i:NU[ O FR.OM PAC:, [ 272 

Lines looo n rour,:i ihc block for this store's 
.o nr. uo! end-0f-,P.o so11 cleorcnce sol e. A nd 
no w onder: W i th '.i, 1.'iO shoes se l l ,ny h r 
$10, the borgo ins ore iri possi ble to 1~1nore. 
''You iust w on: to get in the re cmd load up," 
scys Le rg h Ch o cltc n, one of the o u!hors of 
Ch,c on n Sh~:c ' r'r •J ('.:>n vHedoy, 19f;4) and 
o resu !or cus tomer. Se lec tion s o:c excel lent 

ell yec r round as we :1. footurcd lines in­
clude Charles J..::>urdo n, Poopagollo, ;\n­
drcw Geller. accne Gog, YSI. ond more; 
even when i:'s not '.,olc time, the prices ore 
reasonable . Note , The s:ore cc,rries plenty of 
sizes for narrow feet. Store hour1r---M-Th : 
i 0--6 ; F. Sat: l 0-5. 

e The Cooper 3u i iding, 1360 So. Los Anyc/cs, 
Los Angeles, CA, 213-622-1 I 39 
This 11-story build ing , located in the hub of 
rhe Los Angeles si orrnen t center, houses 66 
sfores exclus ive ly dedicated to discoun:­
in9-o !ong w i th re stournnfs tv sl op in 
when you need ref-Jeii r.g. Room /1t ihc Top 
( l l th fk--or) ca rr ies better New York desig n­
er clothes; Stevie Brooks (5th floor) offers 
body\',eor and exercise gear; 860 Club-
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if·· ;\- N.1 
ter.ocr '1\'r_::.,·; 3 re,:1 d , pc p r1k0 , 9a r1ic and onion ~<(1~;L 1 
i b read select ion puv/ \fr~r :;, 1f-:en hc~cd • ~~:}:_::~~/ 
1 fruit selection , ,: ,_, p s:eorT'. cJ spi '.1ach sea soned with -:/. '.° /~','. 

•~ u ·~ '.~9 . , l\tt~ Sotun:Joy 

IWEAKF6ST 
l fru it se lection 
l. LJ ,'\JCH 
2'/,-oz. skinlP.ss, bomi /ess ch icken bn, , ,,i , 
seo soncd ,v ith !ernor~ juici:! , g tn~y~ r c r. (1 
qarl ic powcfors on e! scallions , the.i bc:i<,,d 
5- 7 kin d s of vo,;Jcfo b ics toss-~J wi th Go r­
lic \/i noi'.J re tfe o r lemon iuice 
l hrcod seiec1ion 
Si'i ACK 
1 fru it selection 
o :~1~ER 

Shrimp/Ve(ietab :e Ko b ob s: 3 'h-01. . 

sit ri n1p o lterno~~~ly skewered ,.v i~h un i i rr i­
·i icd zucchini , p P. opcrs. m u s.~i"OOr~iS . ,; ~•~1-

SrJr nt Trooez W•~st {5:h fl oe,,) ho, 4G- -/ (j per­
cc n l rc!dur.: ior. s on Ct.Jro fe Lit :le ~,i!~ , . Thr! 
,vho fc r-:;t o i! sin).:: tu :-c is simply c n p..-;r(d~ 

le icd--<J shopper's po roclise. Store r.ovr s-­
M--Sot: 9 :30-.'i. 

(l The Place, 8820 So. Srpulveda iJ/vcl. , Lrn 
Angeles, CA. 213-645- I SJ'? 
Rumors hove: it :ho t Diohonn Co rro l l nnd 
Joon Col;i ns both d 1:;corc/ their ol d Oyno: :y 
duds here. True or n,:,t, The Place is a 0 reci 
place to find c,en:l'/ -worn c!oth,ng . The store 
is separated into three oreo~-cor•ce' 
spoctsweor, eve n in q weor and forwo rd 
fashion soorlsweor; you'I I ol:,o find Ii ngr!ri c 
and accessories . Owners Mou-c c~n o r d 
Joyce o re more than w ill ing to he! .o you r.,u: 
:O\_;e ther o tot o i look. Everythin<J's !op quo i ,_ 
ty and gcncroli y '11orkcd 50-7.'i perce nt be­
low original prices. Store hours----M - So t 
i0-5:30. 

N~wYork 

O> Aaron's , 627 Fifth Ave., Brooklyn, N I', 
718-768-5400 
A qu ick subway ride from Monho::on p, ,ts 
you of the doorstep of the legendary Aor-

,, ,. , . 

~\,. s-t ;/_,i;~~jl }~.d~\i~~: :].:,, :---c.> 

I cu p t ccsh frrJ' t so !od 1try honeyd~w 1~;i;:;;-,;; 
rne!on , ca n ta lo upe, tonce rines) ~!i\\·_:"~: 

C, m · !i C Vi r. a i 9 ,· '~ f ~ C _, ::_:_:,:_~.~_:,:.~.:_.:_:_;;:_;'.~,•:·-·.~ ..• :._._·;,.:.:,._:.:,_,:_:_:.:::::··i: 
/ !(lr ~_; r-: '. J( Jr! ,c cl O \/ ( 'S, :11 ,nced ~ r ·r: \ 

l -:up o ;J_o !e-c id e t v: n,:,go r 
/_, n; o vvo tcr 1

18 ,'II' •. ,~; 

! I L :, _ d r '/ r-ri u :, to rd ~
1
!_~_'. __ :_:_:,-~_:_·,t.•.·:_:::,: .. • 

':c ' t o nJ fr']s h ly qround peppe, , to !c,; 'c . _ 
( c.,,~ ·.';:,,: ·· r; ci/ 1 in~:,:-~cJienis i ri o jor v: ::h c 
t ,~.J~1

. ' ~ :, ,...1,3 i • d . L e:~ m , x~ u rc ::, 1 o! ieosf on~ 
r-ou r bc:fc,rc- :, i;r•.,1 :i ,.·1. f./•.:) K8s about 1/A cvo 
ur.rJ cur: be rcf r i:~c:--;ted fo r up to 3 v-1P0~~ 
:\; ,~-.~ 7f:: ?. t:1p . o :! ry : r cj.·-- , , con be oddeci !o 

c~rc~:.: n~,l. ;{ C:c:, trec: . G 

· {~~i}il 
on \ . K, .., dl 1,1 ~.o ic :, ,,vorr,cn q iCCI yo 1J o? !hr: f:t·:P 

:; :'., 1 ,::•:~~: ~C:~, ~;;; f;;: t ~,\;;:.~:~:t ~ ~I ~~o~: t;::f;i 
un, n on :o w-:ilk. ou: po y ' ng SO .:icrccn:c, i •J'.' • 
\ -'. $'., for ~~ ~,ch bro nds o~. Co.:vi n Kiein, ( 0 . flt:;:}.-

' 1 1 
1
~v\·~~ \ cr·,c,ce ,, r~enr't G :c'. ,,e and Finity . Sea~r-ol , -
·/l ·}rr:· 

c :em-011t, offer pwcs as !ow os $5- $15 'or f;1J\-t-
' ( ip -quo l i ~y sc porG~c s. D:-1:? :,sing rooms or~ ·l.1~ ;;..;; 
:o,,, ,rn,.,o l. Toke :hr: R~ :rc rn to Pro'.,pect /\-.•. /j \./; 

~•;~~ o~~:~~:~l~~:i ~~~\1'~f:e:~f~~f~~~~ j _~_:_!_f.:,,_:,!,·:,i 
in(: ccr-:iss the street . Store hours-M,T,W,r, .-. , 
~)o 1 9 ::J0-·6 ; Th : 9:30-9. ~~··:·•.:,., ,.f :~ 

~1~<}:[!t;II\9,;;~~f ;;~: . ·1,:.i.,,i,:.!.~_:_._:,:_;_:_'.,l_•.l.t,: 

r·,o ncc, Fenn \~/ri g ht ?, Mo nson ond moreo·1 v _ 

c.i1 ;,co 11nt;, of 20-50 pc:-cr~nt. Nestled amono } .I! 

th e be t ter -kn own labels or ,-, new and '·, .. 
l··,.:ndy ,oi cccs-•fo b u lou :- buys fo r the n"1 r)n. 

cy. D,"'ss,ng rcx,ms cr ,r, com m una l, but !,"l<? 

shopping 11, :;o ne •:J r, c/ CGS'f~Jo ing. This mo·, 
branc h is in :he heort of -,, =dtow n. but theri 

( contin ued o, page 276) 
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anx ieti es . 'Tm o self-confident person , 

o ,id m deocndent. Exercisi ng is my w o y 

cf c·,prc :,s1r.9 wh a t is important lo me, " 

w rote one wom a n , and indeed, (,(j per­

cen t of thosc w ho w ork o u t do i ly soi ci 

your fee :inq s ob0 ut you r bodies hod im­

proved ove r :he po:,! f ive years.": feei es­

pcc io il y ho ;)py w iw n I'm exercisinq and 

phys ico li y f i t, " observed ano ther wom­

an. "i love to be in sha pe ." 

Lov ing to t~ i "'l sho pe is perhaps the 

b est o n•idote whe:1 we fee l ou rsel ves 

(0'\J":{f\lLJ ~"D .C ,(?0 .'~" P~\G E 274 

ere 17 R-:)l !, •" 's in and around the Monho l-

1·.:in oreo . Sto,e hmH:;-M-F: 10-9, Sci •: 

1 () -6: Sun, 12- 5 . (Specific b ra nch hours 

mc:y va ry .) 

~ Encore, 11.;; M adison Ave., N ew York, 

NY , ; 12-,J9-2850 

Coni c "1e--e ond you ;rig ~! f ind :,011,:• thinq o 

Ne·.v York scciety Jody once wore lo CJ prr: ­

rn ;ert' recc pt'on or elcson: bo l l. Di scover 

:he CCXJ i or d ress you were -:: ·;i ng for lost 

ycJr---stil l ir' fo:.h ion but cc :;t 1n\1 o q uarter 

of 'w ha : d did !hen. This del;ghtfu l resole 

sho~ 'eat:; rc~ nc·, er- to :- li s; hlly-w orn cou­

!u rc, dc5igner ond ou -nrice clo~hin~;--.:1i! o f 

0 frac~ion ot f~.c or !~;;i nol price ~. t ve~rthing 

is corcL, !ly inspected, c.! coned and rnnd i­

:,oreci. ~ f,J;c bei ng occe;.:,t12G on co n5ig n­

mcn:. YOli'ii o lso sec a lerrif ic sP.lec.:on of 

occe:;sorie;,--1ncl ud in9 shoes. be:t!'.t, hc: nrl­

b,,9s o r> d ;ew e, ,y. Storr; ~-o~.m-M, T. W , F, 

!:.--.:ii : i 0 ,30 -6 : Th : 10 ,30-7; '.iun : 12 :30-6. 

~ Fine & Klein. 1 r9 Orchard St., New York, 

NY, 2 12-t.,7J -o720 

corn ing down with a ca se o+ body-ho'" 

Exercise lend~ us o se nse o f power that fo r 

su rpa sses the es,.en t io li y pass ive !=J re·:;. 

ness of the po st: We value our bcdi c s for 

the irc,cco cn pl ishm c ~-:-:, ra ther thc,n p ~inci­

pa llyfor thei r opp0(; ronce . Whencvnr w e 

ru n foste r, stretch forth er, r o ld o ix:i 1o r r•? 

lon9er, we fee l p roud , o s:1 ile , e ' fr ct iv,, . 

\A/hen w e cho :, g e in the loc~e :- rc,clm ol 

the gym, w e se·::i other w c,,11en's ;x,ci ies 

thot a re a s im perfect-- -o nd a s t; n iq uc 1y 

love ly-as our o w n. When we leave the 

hea lth ciub a fte r a cla ss or sw im , when 

sis-iner~). the commu ne/ f:rr ir: g rex,rr, 1s c, 

g reat p lace 10 oick up sonic w orthw hi ',, 

fash ion tips. Store hour5--M-- F, 10-3; '.,at, 

Sun: i 0-6. 

Phi la delphia 

!i' Corner Houst:?, Lav1rence Pork Shoppin~j· 

Center_. 8 momol/, PA , 2 15-353-,1/ 40 

Thi~ is ihe a !oce lo shop if '.'C',/~e 1,f ·t: ~ 

clothes on the conservat ive ~1 cic . Lor.r;~cd 

iust outside of center-city Philoclelpho, :i· '., 

out ie; conies o w e ll-rou nded su c,plv ("' f 

Eti enn,~ A ,gr,er oion9 wi th o vo ryi :19 o~s.x: ­

n1er.t of ihc !cte si fron1 Co iv1n Kle in , Sc:r1+; 1r, 

Vc lente, Sasson , Liz Clo; l)() --,C ord ri l i, , ., ,, 

ir , o.:id· :ion to :·he s porisv✓eor , sv ;:~ .. '. / ,:-;/,.:: =":-. 

o nd d resses . therr:':; o large se icc.! :or o' 

shoc,, 1ncl ud1ng A igner anci f'.i icKe ::.. ):;­

cou nts beg in ct 15-25 ocrccn t; so1cc::1h-­

'.,uch os S 10 off '::Very b ;ozer--0ffc , 0 •1-:! 1-

tic no l ~ovirigs . The o tn1 \)SJl-: e ;s i: .. rr.c..:!r-,.·~ 

end fri end ly and the tr·1-on ori~ :,s e re r,,, ­

v c, •e. Str.r e h o u rs- M - F: 10- CJ. Sc '. , 

10-5,JC; Sun: 12--5. 

'" fo shion Dir,;-ct O ut let, 23 i 3 c:heo :r,t,: ::, : 

;:­

vie make our w ay home a her a run , tbc·e i;. 
is o sp iendor in the w a y we wa lk: O.ir 

sp :nes :,ecm stro iohter; instea d of wor~,- t . 
,r e, abou1 o ur sw~ o t, w e g lory in ii. vVe j 

ho •1c set1 ied down w ith our bod ies. They ~­

o re no !onc_,e r fikc tr':!o cherous !overs, ,-~, 

·.•; J,o r:i a ·; ~weep us oh ou r feet or,e day, 

lurrs o n us !he next. They o re rt'! l ioble. 

•hev c, re v ito i , they ore powerful, they ore 

bccutdui. Like fr :cnds . 0 

( , 

Ko rhy Brow,., is an executive editor at Mode- I' 
n1o isr. !1c. 1 

r 

\Vo! ~ ins'de ond ·1ou'II n·.ir- k yo, ,-vc enrcce;J ,. ·, 

p-epp ie hcoven- •you'll f ind all rhe crew- :·:··. 
~-' . 

neck sw e.:i :ers, c:x~ord shirts and other bo- \.} 

\'c. lrcdi :,ono ! g lcr.·r c; P'P. ()p1e cou ld ever , 
r 

.,,,. ,,..,,. . cli i or ]0--60 percent off. 11'1 o '· , 

r·: .. •c nv foc~urer'~ ou:lc!, :-,o in oc!diti ~n ·o Pas: , . 

He-en c1othc s. you 'l i find j_(, . Hoo~ r.~d ; • 

~uc; rrs co!ie \. fions-c: il 0 \-\' ;1 c d by the Pas! 
: .. i. 

Horn compc n·; . The shoppin<.; is wcnderful-

l'.1 ci 01i ii zec: . Net on ly o re the individua: ·,".• 
.. ' 

J -,:s ,,r q <O?rns rnir rorr.c!. bu t eoch one ho1 , · 

! o ,,xk or> :he door p lu~ CJ pi ncushion loa ·d i., 

•he undo,nq of the folded ond pir-necl 1~.i:-t1. 

(Y,w 0 o'..: 1--,xn. J.G . 1-icv k ond Soo rrs cl,: -

I 0 - 6; Sun: 

'2-5. (Specif ic b ru nch hours may very.) 

5o r. Frc,nci sco 

c Ath:e:ic Shoe fo ctory , 7J2G N inth A·~ -, 

.',, ,., Fm ~nsr:o, CA, ,i i .',.{.✓,4-8716 

' ,, 

lv\ur:h more tha n :::; rio .-:ic i:-nph~s, :hsdis­

CO•Jnt ci-lo b li~.h rr:e n! f'.0 1 everything for :he 

exer: i:,e lover. In addi tion to nome- brord 

lc.-:1;·Nr:!cr iho: rur s ~f-. ( ! ro n':JC from N ik ~ :a .;: 

>;c·N !':,o'.o.:cA ·o i\didc ~ to Kcr!!, ._ i! ol !.o :c;r. f 
rir::~ p le nty of :-, •1✓cot s a nd assorted wor~ovt 

or:r:r:-.'.\S(;r;c, s f:;.r bc,i:1 ,,..,omen ond men. ,\nd, 

t: : :v· .... rJc , ~here c;rc ~he c~ r. ·i-be-l-;eo r pricct ,. 

: .'.J- .a ('; pcrccn l be/0·1✓ rc!o d. StC"Jre hourr- ·,· 

' / ,. F-: 9 - i 0 : $nt : 9<,·: (,-..(). ~~1.ir · l 2-5. 

n C!'.J tlv~s EncountN , 2J,18 11,i.,sion St , Son 'i 

,C , r. rt( j ( G, C/l , 4 15-)rJ')-i,J }J ( 

'.,' ',·, - c, -ic~, t~ut ore 20 - 60 percent off, tli is r: 

shr:, _:)p1ng spot is ri gh t o n th e mark for , 

'-,-, ·· :'·., !00k~ : L,r, : ·10•.; know yoL' 'l l lm e th,1 ·i_ 

:.,: :.r,r; .1 (bu .. rr,iqht n~·,;c: r \ V~!o r a ga in). i he 

clo~hes •r.: ;. ,i to be cith t~ r (o5uo! chi(or oorty. 

0 .. -:ho:d Stree t is one giqo n•ic bozoor, :)o 

loocif::d w, th b::irgo,n hu nte rs tha t i t'~ closed 

to : .-c; ffic. The:-e e re fo r, fo; f'X) t·nonv t) l.:,:c~l 

to non"c here, but 1:-l i;; bette r 1cc: he,~ .:oods 

en' = riurr merits ,pec,a i mention. On two 

flcors the:-e ·s on e0o;n-•O 1..1s sP. lectio r: o f Ce­

s,~:1er b,-~i'.s o r>d be-:), ;:,: nlO'e thor 40 c:;c r­

rent s.,-·\·ir,:;:,. Ocro:. :onnlry you' // f ind ::i1eccs 

fr-0 r:"' Fend1 :_:r.d Gucci. :--e r-vice is f ir- ~; : c.i as.) _ If 

there 's s-o ,,.1ethi'ns :.p,2-!:1c l you w o r·.t, ju st 

mk. Thev 'i l orC1 !:r 1t for yc :r. se t! i t w it !-- the ir 

ci:c.cm :r t o r c1 sh ,o anywhere in the U.S. Up­

!,ra1 :-~ from Fine & l<lcin is Sole of lrolv. a vi .. _ 

~:_., GI fe<.1s: o ~ ltoi 1or: a nd ~i-e r.c}· shcoes at di s­

cou ,1f~, :-to:-4 in:;: c · 2 5 perccn~. S~ore hou.·~ 

tl·-F. Sur, : 8: ..! 5-5:3,J. 

O Nr:w S!-ore, 23? Seventh Ave ., N f?\v York, 

,yv 2;2-1.t J- ivll 

Ph,1,:iciclp/--ia. PA , 2 15 -569-Li /Cl 

Fc shion1Di rect Outlel moved to fc sh ,:,ncmie 

Chc:;:nu t Slrce: c r ea r o go, o:-id w/i 1'.e re . 

r,, indcrs of i!s 'N("J rchousc ori9 ir, ,; ( C r.""i! .-••. . 

the cor:1r.1uno l d ressing rCX)ii , fo; l;is rc:-1::e 

- it's no,.v about os d ose c s yo1.} :-:e n ·:o n- 1:,, 1\-; 

a l:.ou :;q ue w ith d iscou :-: t p r;ce:,. T!-,; r- r;e. 

d,or>d 1:;e is os -.,,e /1 orgon ,zcd a nds••, : :)c:/ 

coorcli,icted os you co'.J !d ho ;Y: re f - :J. 

Wo ll -d ;spioyed ou:·fi ts are cv,:r- nvr;:)0r­

~eyed to the ir iccol ion in the ~hc,c. sc, -:._,: 

woma n on the ru r. co n spot the s~y !c !;/-. ~· ~ 

loJking for, t ry it ori and feG,:e in "' C(:Y j 

fi1:e . ln'le r-:tory consis ts of .-.... r; rufGOt;"'i::,•r·,. 

sccsono! ~..c -np /,~s ond ov~rr 1 F "' ' :::Y ,·:,~ -(,·: 

01.:; rcen r t:-e ic,v, ret:Jd pnc•::, . T·1;:,, ,: c; ! ~, ....... ;~: ,-; 

good supo ,y c::,f Fcn r, '✓/r '9h : (, ,'/r;r •,r,r , 

;:>0 1J /(J S,::;/.< cronr! ,A '. ~:~ ~ :C:e r "',O</ ' j ' ,' / f-_- r; • , . ;, . 

(O!o b lous'?s and Co..-.Gbk:rv.n a-u :•·, T~r:"'•.~ ·~. 

n 1:..o o n o .·, :;.ortm~n r cJ fr.irr.o•J'~•f"';....,.r• l'J ,•'~ ·.­

~ori r:~s. C om ,""'i1 Cii ts onr. loyo / s}:);-- ·r.>f:~:- , .. ! . ✓ "' 

s;x;tied greo~ Co:vin Klcir: ~ it~, fo : r,~, t ~'J 

r.a•h r.9. Arid I'm ·, :,II ,, ;~r; , i,~q • f--. r; 1, - ,:;r ·,, ; r l 

• .- ,-:; ,:: ressy v ;; r.', io b<?l 1 ,nc lud i,., c 'l!dd 

L:,.,,r: , ~o r::,c -o Borb-;c,;, MGdr: ' r. lhe,::,h,; d~ 

~; : .. . :.; r"r .. t ~. /,/.1; ,chc •v:i ,~,~ ; !, v.,i ~/1 disn!o/ r::d; 

c;r r:".~inq ~f /) 'Y: ', ".':rr: pr,v,.1 :r-: S:orr! h~t;rr-

; ., 
r 

i~ ·s i l.! S: -:o ,,c iC~ ... r (e :hot :his smo r! sr'o;; , co -- • 

i',' !r"\ j c : )f ~ ,s-:- ! .. ~, r--i '7',,:; ,-i y y OU i70 des:0 10.:-s. 

1s l<xo tcd ocro:-,s the stree~ from -the Fc;sh ,on 

lnst,~u~e of i cchnology. Supe r buys ore /!tcr­

o ;/ v ;x;ckcd in •oe-vc r 10:,rn e:-of th is ~.-vo•s~o­

rv :; r.:, .. 1::. •✓ •:• ;J ,-- 1g h~ €-o:;il·r ,j,;,ec,.1er JJ.-- .50 

~-cen: .>o·.,.,r.g t; on ~he late~!' icoi<s from 

Ca:hy Hord w ,ck , Norena Ko mcdi , /..~on; ;\nn 

Rp :; : ,v ::; e nd Co ro ! ~orn . Specia l so les occ;r 

rc(;rn !a rl y end the new est arr iva ls ore ::;ut in 

the front. Given the clientele (budd,n.g de-

7 7f 

I bJught scv~rc ; :,coson.s c c;0 f::>r ~ /t1 / , ,,_., 

can't CX'CJ: tha t. " Store hour,;.-,1/ ,--So i , I 0 -(i , 

Sun : 1 ?- 5. 

0 Posf Hom , 2130 Arch St., Phi/o,jefph ia , P/. , 

2 l 5-567-036 1 

? f;pr i l Fac tory , l <,1h r, /1/ inoi .1, .) ri~ 

: :'1 n ~·~,.r) , ( / 1 , -1 15 ,.l ') / ./ ·j,) ;'1 

/V,/ Orie fumd,o r w ,:h tl1c Es prr l nrJme wi !I 

e~:1y l;'. c iuci<y YJ '1 Frc; r ciso n, v1ho ron v,1. 

' ' •··'! ~";-:·r,..J r'/ ; ti') , ,:- ·11hr.t r~ f-;r,rd (j~Y.1;':~) 'J ''! 

·,r, i --; r; t 1/J r/ :":.ent r~:1r ;- 11 :- r~~r;il Th,.: ;h,·1"r 

ping cort ~~e lf-serv •.: c (°:'x: fi~tirig rhe youthful · 
11 

sp in t o' esprit ) le ts you wh,z down :~. 

a isles, select your stuff and check ou: in :: t,; 

(continvcri on ,oogc ?78) 

,,. I· •I ' II. () I -; r I l F • < P P l l · • 9 f. \ 
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supcrrnor,:ct styl e. Giver; lhe odoprob,liry 

of tsorit c;o:hes, ;· J oL::~n· t rnnqer tho 1 th~ 

r 1erci1ond i!-'2 ·5 1 1/ ': 5Ca~ons bshind. Sto re 

hours-M-F: l 0-9; Sol : i 0-6; Sun: 11- 5. 

NrJt·iom:., ! Choins 

« Lochmann 's 

"Lochr1c nn 's" or~d '\.! isccu 11 :; " hove be 

((',n1c pro c l 1co I ly 5y nc~n yn: nus . ~:J ~onp i nq 

hC':r is . to ;)ul , : nii !d ly , n d10 1~e ,~,g c , bul 

onyanc \ -Vi' C' y.. ur•.1 :,.-~s--•··-cr.d succceds---co n 

co,cs,der hcr~eif we ll equipped lo npproc:r.h 

ony oth er d i~counf csrolJ!1shmenf w1: 1•· 

eosc . Who! you'il f111d ir.s1 d e : no n,l op 

clo:h es of- e\Je ry vv r,cl y. from every :11nkp, r , 

IL)p cle~ i9ne r or nor . New orrivo l~ n ppeur 

evcrv dnv . \v hicl~ ;~1ec n s !ho t !>e·: ero l tr ip~, · 

;--;-.,c.i~: be neces5o~y d •.1c,u're !oo ~,na for 

so,;.;er i11ng 1r; p,, r: ;c t, ;o,. \.1/i:h scv:ngs of 5G 

pt:.~rcent ()r rr.ore, :he borgoi:--1:; o :-e ~cnso­

t ionc i , especia l ly in "The Back Room ·· 

wh,~re you ':i f ind unbciievable buys o:c 

h 1q h -cuoi1:v r."'ercho·r::J i~,,., F,... r :he :; ~ore 

1,e:; rc,'1 you .' co l l 212-409-2000. 

ID' Marshall's 

i'A ::c:;ha ll 's 1s o;-,c, of the !argcjf of-f-price.de­

oo r!nren! store cha,n~ 1n the nu: 1~)n. w i :h 

s, ture!- i n :110 : 1~ 1..1nci "'"'i"\Gi\Y r: i:i es in JJ stole:> . 

The :; ;o,: k 11'c ludcs ;us: a bout evcryth1nQ fo , 

v1or:-- cri. rc:i or(; ch ildren. vl it}~ red uctior~ 

ror;g ir-g fron, 20 to 60 percen:. Sev~:-a · 

,,..eo~~ cyo you'd hove been i i~r:: ~y :o f :nc \·: 

f -;:nr o n"\QU'l~ of irreg vio 15 rJnd u n k r~O'N:"' 

b --cF .. c:~ .. b t ,: ·!-if' ( i:Jo /11 •1 hos 1rnor0ved . Go :o 

,\·\r.;sho ir 's 'N i th c 

50,-r,e r)ne :o pus:: ~-

·- ·~ ,-,f ,::dven:ure-ond 

L:P yo-ir sho;)-

p 1nq ,·cr t. For ihe :;tore ;-ieorest you, cc, 11 6 i 7-

935 -8200. 

O Syms ---. 

"Ar. ecluco 1ed com,urne, is our bcsr cu:,tor:1-

er." so ys ~h,:.-, i 4-siorc cho,:1·~ 0Cvcri 1si r.9 

sioq0 ~. And i t ' s. true-a srnor: :,hopper 

kn c~ws :her :fie- buys l-erC' c, re ;er~ ,f :c. !f ye •.; 

' i~c ·o b~r:-o\.v from the bo·.1 s. th is i s lhe p!0,.:r:· 

to go. 11'/h ;le :he stvek cho:.ges cons:on t:y. 

rhe c,,cr's CC'po rtrnc,1is o re always we ii 

~.upp i ied w 1: h terr:f,c des;gner bcsics-­

blo ;:e .. s, sv.,eofers . polo strirts , buaon­

do,vr-:s. ~ies , ctc.-for J0--6C ,ocrceni c f: 

v\-': fr1 ;,:,r l.:s u :.1or · rocks of d oth•: s or,d 9e1-,,!:-• 

o l rv c .. o"vdcd GJ r ,,nl'.J:io ; try -on o:-cos, th0 

oin:u sphf' tC ,n th e worr,cn ·s scct1O1iS 1s of :e;1 

frenzied, ::>vi :he bor901ns ore fL:S! os wo.·th­

v,, l1 iie cs the or.es in th8 men·~ dc ::;.or::-:"l enfs. 

5ym ~, s~o .. f'!s n ;e lvcnled : 'l Nev, Y:-:>r 1< . Ch ico -

qo. Phil c:de\:>'cio . \.Voshi ng:on, Boi,:on or.d 

Florie:.:; . . =o r the ,:o,e nco,e:;: you , col l: 2G i -

93.:i - 7:i00. 

Where Else to Go? 
V·/cro of ;;·,outh 1s o ~obobly the o,,st woy 10 

loco re other O,scounters in yc,u'." o , .. eo . In od­

dd r<:'iri , rheck ou: ( Jn 8 o~ t;-,c :1ot1oncl 9 u ic.c· ­

boo<s . Two rho ! we recorr, mer d 0 ,e SOS. 

Sov•2 c 1 Sf-.opp·ng by In s t l: is (Pen,9c E::'Pu~­

r:,:n, , ; 933 i and Chic on o Shoestnr:9 bv An­

ne::e Sworberg c: nd Leigh Chorl ton (Dou­

bleday, 1984). di 
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:,u r:enrJ ,~ r 11·, 0,1 r rn rt , or the neore:-, f cou­

' t ir,~ c~: ,: cK::-,r. -j-. :. A~:er o rr10 -'Tlen t' s con­

tc rnp r~1· 1\- w , (.1,., : 11c :) r; r,f : ;1 c rr cin ·~~ l inen 

:1i..1i1 ~.he' c: r-?cc n i ly bourif, ·), sh e :r.eJ to 

louq h : ' of f : · ' 1f '.vc ' re botr. V-/COiir1g 

shc;~t ... s, ; ~1u~ss vvc· :i ;us: ha,;e to toss a 

CO ! r. :o ~,-~ ... vvh:- : u,--~. fo .. :he fc; x i. " 

8 -i r :-. nc h, ,d ,c ' h0.en on.used ; she hod 

t~f'C" I~ 11•.1' :·t",u •? <~ . c ric: :~ot n--: ndc n"'0 vvon-

1:!c r v , h ,~' h t' i 11~!; ~c c,rs c!:d n't s·em f :-orn o 

cieei,p : ~1Jl tr ,. f ' \.\1h (I ! J' h f •r f i f jl 'r' t ' 1:1 r ,u r 

L vc!s ! 11 , :h ,·\, : n·11(1r) ds Clu:: 10 r i tv o n d 

v,.,ry;--~ -~~ 11 : :, ~, r\J l)!he r. ot ro lir !;t: . A nd i,o, if 

r.1r·n ··•, ! .- q)/"'·C'l L>c1nri rien" - p ul on fc~• 

mo le qc, .. ~ r :·; ' ::, v . .ruu !dn't !hey :urn in!o 

somr~!i1i nq <;01• r ;1~";-, u 5, 1y re~r.rnb ;i ,,q thot 

,vn r":i(lf~ :,:~ ·.v i -n fn , vc w e r i:· sci _:->Ov✓Crf u l ! y 

l ~--~1 •.a •:1 ~; , •~ ; i)v \ v 110·n '"'-~ \\'Cre . o : ~~ •r 

~.r:1~;-e : .n-., .... , s..:.) oow~ r~ u :· y thrca ;,?r~cd '? 

,V·.c ~. ::"I ;:-,o--: i !) ---:icy t •e O'J r ias: !ine of 

dc~·c n:::.:- c:~;o i r.~ t ( ) U r rr ,ofr·,cr :;- -o;J v ,1e 

Cc!: ·r ,v;,·~' \ ·, ~. f' •J , · !o !i. ~r-i ot. at any 

:-c~C' ;ri•~ 1t1 · :·,,; o ;-- c c x o io na :,on for 'Nor,­

r":r. \ ~·· ,·;r> : ,,r --i r: r. :-:-, ho id the fo .-- t o f 

;: 1c •nd •"r .-' (' ,·,-, .,-. , r-, s in the ir stuffy o ld su its 

~1:-.ci i;; 1l1 1' 1....1 1r ,·ccd>~· .:or:-cct icons . It s;r.i ­

p iy fc!1 .... ;~ ·,o ·• ::· 

: : :,f ~r: •r ~. ·o : l' l: l ".~-i fr!r :o c lot of men, 

:oc... \\' ;.,, , .• : •.:, · ... ,,d 'r'L· ~.;_,b;c( ~o f r."l f-~:, o r,c! 

... k i ·: ~.,; • . • 1 r .. 1•:· c o ·i y thc o •!1c rn 1qi,t,lhe 

c,s ~. i:: ·....., ;_ .. cl'.': r·-- ··: 1
,·! '. :n :--r-pc nt-ut lees~ on~ 

o~ v .·h .;y~ ,-,c::· .-;cr.e so fo:- us 'D rr ·x shir:­

ar1d- t 1 ,: r°' ~; •' ( •r '1 ~- - d id :i' • c v 0n see--r 

:e .; ~o:,·:1-: :·hr:-,, -< r.•:-V/ . of cour5e t i"'\.:;: ,n 

8 t;.,~ .. l 1r r ..-~s (;(' ' : ;I n c(~~). r: ~ i ;- f :i r n :-:1cn -• ­

o !t"c ·· ,1. · · , •. -. k -~1;")\,•;n n s kti ts, iogc s. ini~­

Cicth:. . (; ,:, .. ~-·-~ .~·- i~C>n:., ord s,J fo rtr"-werc 

c- i:•.-f 1:c :.-., c :,;,o .. oor io fP. : 1:" sc rr.e r•_:! ' :J,...~5, 

thr:y 3 ~: r ( : ··, : r:,,J · :!...-. ( : :,c si...: rr ·:, ; .... ,~ rj ·· cJ ?0r:--1i ­

n 1n,~ CJ~, :oc ic •.c r-. ~. t i ·t ( ·V \\/f):' f! \N e rn by 

v,,.,c rr .Ot "- 1r-. : c,:: ·1;1 =: s .... ,here tb: e iv1-::, se xes 

\.vc rc- ~tr1r.tlv ~·-:- ... , ,...·-:·:tc: led. o ne' ~hcv can 't 

co;·.1·(· :- •t: ; .• ' : ··r c1.- ';' .n o vc .. y d iffe:-cnt so­

:: :o : ,-c ·-··:-·:.-.· . ,-\ 1n c:1 1;; a r)~· ,rt. 111 i ~e \l\/-2st , 

in l -i:...:,5_ c; o ·1-;o r , ·:..-c v .:--: 9 o f io J c :; ~, e 

cro ~.:,c~ ci f ro:·: e r heovi iy ::; :::eci 'N1"h to ­

So0s one: ;~rf.? l l.1 -:-J ices. 

A -- .s~ ·: •• ., : !i s ·-: r-: ·r.deC"d , e ~p •; r:1 c;:: •1 1n o 

~ .... cci i t :c- c \· ~-o :1:? -d 1..J~r. 1n .:Jtec :,o ,: 1e: y, 

\.V h <:i re • .. v h i:..; · s r.-- ...::<L-1: r- ,:: ~-:,:;; :-, ::. c::;tcf?--;, , 

v✓ n· : e \ .: :i rr-:~.:; .:i~ c "vo mo:-1 sv:- :-e i"'rl ~:: rs 

s·o\.1 :::. • \ ·'·.'c-rr. .• r \V( 1n; ·ncco.-;"'\~ort. mobi i­

::v .:_:i:-c ( :1v .. ..:< ;1-- ~~ .- -: -- ~:- 's ck,·~es r~v:-e­

SC 'l\ •• :n ys c 1-:.~ y00 r-- g oe~:g rie:- vf sk;rt5 

fo r rY't~ r: . " ,\ .. e:- ,vo i: · ~ cr"lo ·-:::9 to dress 

i';ic: ~i ·r c: · !\ ,:-! ,/ e v c '1 irr vo :ou~l•; . ,,•1iho u ~ 

v sc ·;sc of t iu ri : . •• 

w on't 1Jc e re:.: 

Some of tfw 

,mru i;,t~ to u~e 

s·c or words- ­

t,~r,ded 10 she 

them may be 
ind iv idualism 

ready c1iven l• 

the n-ohowke 

n,~~esson ly be 
preference. (. , 

:,1~!rl"lt ;y 111 rh, 

lo b recl,1Pq f. 
thir- k, cornr.51 

li1l1t y 1h01 ,s ~ 

WC chO()Se tr. 

whom wech, 

Thot ~pecu 

M0r:0n c:nd I 

l:,ns fe i n 's, o 

mokr.s dress, 

ore not oo rl ·f 

cl uric s:cxkh· 

"veil o!, orti s' 

• ,: now ledges 

r: res scs, " i : 

ence . i3ur, 

that you con 

horm ndous.· 

guy be se 1f-c, 

twe nty y(XJ : 

yow, o:.d to 

urcsses for r. 

: c!c,n ·: k ~r 

t'-iot co sil,, tc 

But I do bd i(' 

i r.g ond tho l 

no'i on of me· 

ir , ~c rn1er !s , 

of!c .'1 so nc!1,. 

of exocn mc: 

W ho t w o, 

ii~e? Chong 

col :ho: SCH 

comes fact , 

thr,T.;D '-, i•s f 
wr it:J, Ar.hu, 

we :1. I sow :I 

•he other mo 

sorc li ite frc 

There he 'A'C 

:echr;olrnicc 

:his ucrierc1 

of nd: be ing 

:urewill bel 

o·woy fro:-n • 

ve,:J! r:: ~. ent i 

Ye~ . c u ~ '/::., 1c i --; m en ore v.1c to ;~ ;:--(j 

,.;l'".,•.:-;•1·? T;-: -: ~.>; Ci r0 ·Jr.d -:''I ci i .-i r cr tc..,; b !c 

: 1•-· r •~! n · · ... ,._ ,. , : J'., ri .. . ;'/ o,) r)G'., 1_(j t,:-i oth r:··s 

',' /-"'.••J r1 ... 19 ~l i,.- ; • :; , ~);., : ' ·r e,, :J !,~)' _, .~·---: e::.-c ~hr..'.'>e 

" :i ' hf!r l"j . , to ~1~ ,---- ,:;!cs ve rv ..:-: ifi crr•n: from 

:nerr ~e ~•!f'.'.'S f( , !;' \/C-, .. , ( 11✓ h r, . c : ,·~c:r d ir­

;if"> r :::c: ··f · ,--. ~- c,'· •:r- v 1~:o; o ~ 1~ cj o f ncl ive 

sc: nJ :-: ~3 ) ,1; ~co•~. -:,r ~;nys or ecccr.~:-i c pcr­

f,~ :·n-:c:s l\ : ._~ t 1--e )' r :9ht tho ~ ski rts "von' t 

o ope•.: : :o 'reo !" rr cn, lo regula r g;;y s? 

I'm r ::,: su r"'. B,;: tr. c _l proba b1y o·e , ;gri t 

that the f irs: rn en to cr0ss tha t frontier 

Judi th Thi..mr 

l ntl"! :i i~J ~:1: \ 

umn. Shcwr 

1933 for Is 
Storytel ler (.' 

Do you hc •r 

you ' vC" read: 
de rr.o i se 11 e, 

son Ave., N ( 

$ 10 far eve0 

M; 
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. Syms Looking for a Second Outlet in Philadelphia Area . 

Business/NEWS 

Jet Cargo: Fly in the Ointment 
Journal of Commerce 

L 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 
fli ghts: 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 bis 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 Lines 
No-frills chain wants 
to add an outlet 
in the suburbs 
By ROBIN PALLEY 
Daily News Staff Writer 

S 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. 



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 

Th e face of retailing is continually being 
changed by somebody who gets a "brigh t 
new idea,'' as one sage of the industq put it 
long agu. The lutesi aheration cornes in 
th i, rwr:r,rie rrnm the pnenomenc.i expan­
~.i.un o; uu..: O/J-pr1cc rCtLuicTs, T..'·..:hose prurnu­

cio11 of m.1tiou:1ilv known brand 1wmes a, 
low prices has eam::d th ,'.m a niche in the 
industr}, especianv in a;_,pa:el, cJccessories, 
,m1! roorwear. Some of cl:e trudi tional 
retailers have c!.ecided to figh t; more fre­
quent sales promotions a.re one wr,apon. 
Others have chosen :o ioin the cncw:,,· wi1h 
,Jfi-;,; ice operations of their own. WhUe it is 
still too early w tell whether this develop­
ment is a ternporarv vvrini<le or a perma­
nent crease in the foce of retailing, the 
industry remains very unsettled. 

Mr. [(aiketi is professor of mari<eting at 
Southern Illinois University at Edwards­
ville. He has written a number of articles 
concernmg strategic m arketing manage­
ment and international marketing in vari­
ous business journals. This is his third 
contribution to HBR, the last being "Mar­
keting Without Exchange of ,'vfoney·' in the 
November-December 1982 issue. 

Don't discount 
ff-price retailers 

~---~- - -~~- --­----------~~ ....... ,.... ... .....,..__,--.; 

! ack G. Kaikati 

In the cunent decade, off-price re railing 
is being widely heralded as a phenomenon chat is alter­
ing the face of the industry. Occupying the gray area 
between full-service stores and dis :oumers, off-price 
retailer:; carry nationally recognized brand !1~rne~ 
imostiy m soft goods) in no-frilis, pipe-rack style scores. 
1ndications of the strength of this group mclude the 
b1luwing: 

0 According to industry analysts, some 
)0,U0U stares nationwide sell off-price clothing, acces­
sories. and footwear, and ring up a bout 5 % of all sales 
in th:::se categories. By 1990, their volume will amount 
to about $16.8 billion, or 9.2% of total apparel and foot­
wear sales, Etccording to one auchority. 1 

D Annual sales per square foot, the indus-
uy 1s 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 average 
department store. 

D Several of the most successful retail 
operations have decided to co-opt the competition by 
going into off-price merchandising themselves. Asso­
c!ared Dry Goods, owner of .'...ord &. Taylor, :.icqeireci 
Loehmann1s, the grandmama of off-price retailers. K 
mart has o e F--outre::s called JJ'esi:gner-Q.epo, . 

LJ Some of the independent oft-price rerail-
rs - such as the Dress Barn, Burlington Coat Fact0ry 

Warehouse, and Syms-became public corpora ions m 
1983, often at prices more than 30 times earnin,;s . 
Burlington Coat, a chain of 31 better 4~1ality apparel 
omlets, sold 1.5 million shares and the family er 

I Dame:! J. Swct:ney, 
" \1anufacturers and the New 

Envtronmenc,11 in 

Off-Price Retarlln't{: 

Current l ~.rme,;; and Tn:ncis 
.:: ,\1cuki::un_~ of 

Branded J\lr.!rcharul,se. 

eJ. Li nda N:ig..:I 
tNc w York: :--.;,;w York 
UnivL'r~nv Jn~l Reui! 
Rc:,t:J z..: h :-inc:L't\', l~1•{ll, 
,,.[;, 



--- ---- ----

.=hairman Monroe Milstein another 2.5 million at 

.5 28 per share. (To be sure, the market price has dropped 

considerably since. ) Early this year the company v:as 

listed on the New York Stock Exchange. 
n The heightened interest in the concept 

l1as led to the inception of a monthly newsletter 

devoted 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, m2rkdown 

n.oney, return privileges, and extended payment terms. 

~s a result, they have had little difficulty obtaining 

'.Tlerchandise. 
Capitalizing on other merchants ' mis­

;:akes is another way for off-pricers to buy goods at 

Jelow-normal wholesale prices. A department store 

,nay 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 

:a an off-price operntor at cost or even less. Off-pricers 

!lso absorb goods from bankrupt stores and from 

nanufacturers with irregular merchandise, production 

,vern.ms, or unsold end-at-season output. Nevenhe­

ess, industry analysts categorize 85% of OP retailers ' 

;oods overall as being of first quality, and 60% as cur­

·ent goods. ' 
There are at least three types of off-

• ricers: factory outlet stares or direct manufacturer's 

·mtlets, independents, and club or members-only 

)perations. 
Factory outlets are owned and operated 

JY manufacturers. They normally carry one line of 

nerchandise-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 

;obbers). 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 

~hip 'n Shore have operated retail shops in out-of-the­

Nay (but not always rural ) locations to dispose of sur-

1lus goods. 
Independent OP retailers are owned 

'..Ild run by entrepreneurs or are full-scale divisions of 

craditional retail operations. They normally carry a 

broader array of merchandise than the factory outlets, 

Harvard Busmcss Rcvi.:w Mav-Junc 19S :'> 

consisting of branded and designer-labeled m erchan­

dise that include~ manufacturer's overruns, closeours, 

or damaged goods. The independents buy merchandi se 

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 

m.embers-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 

a1 ,d shrir-J<age, thereby keeping costs down. Other 

cr,ntributors tO the low-expense structure are small 

ac.vertisi.ng budgets and out-of-the-way score sites. 
The Price Clubs sell a limited selection 

of brand-name appliances, household items, and gro­

Cf.Ties in warehouse outlets on a cash-and-carry basis. 

Merchandise is generally offered in bulk quantity, 

dj splayeJ a 11J Sl~ck:cd. i1.l paclz~ug ~art8!~~ 8~ t'~lle:::. 

and steel racks. Traditional retail store arr.enities 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. 

Sarn 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 

1984 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 

2 Pat Sloan, 
"Gloves Off in Off-Price Battle/' 

Ad\·ercismg Aie. 
October 17, 1983, p. 3 . 
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estimate predicted there would be 111 outlets by the 

end of 1985 with a sales volum e of $4 billion.3 

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

uiacturers to determine the minimum retail prices at 

which their products could be sold to consumers. 

Stares selling the designated products below the speci­

fied minimum price were subject to prosecution and 
fines. The intent of the legislation w,1s 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 uy la1~c1 retailers, especially chain 

stares. 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 
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to reduce inventories that th ey 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 t0 say "I got i on sale," 

thereby demonstrating that ~he shopper is discriminat­

~ng and has avoided paying the usual retail price. 

Disenchmtm~! t with traditional 

:·etailers. Department store policies also have contrib­
•1ted importantiy to the success of off-price retailers 

because of their diminishing customer service, too­
~1ght ir!'tlentory c1J!!tr0J.s, !-lnd, rn m~71Y, 1n1;1cceptably 

.large markups. 
Many depar tment 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." 

3 Joseph H. Ellis, 
"The Warehouse Club Industry: 

An Update," 
Goldman, Sachs & Co. 

(New York: January 17, 1985). 

4 Malcolm P. McNair. 
"Significant Trends and 
Developments in the 
PostWar Period," in 

Competitive D1srribu uon in 

a Free, High-Level Economy 

and Its lmplicOlions for 

the University, 
ed. A.B. Smith 
!Pittsburgh, Penn.: 
Umverstty of Pittsburgh 
Press, 1958), p. 1. 
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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 con.cept, the illi,ovation,11 i\1cNair wrote. "Some­
body got a bright new idea." The in..i.~cvator "att:~::t~ 
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 rerailing were Edward 
Filene and Frieda Loehmann, who s:·arted 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. 

TI-ading-up phase 

"As he [the innovator] goes along, he 
tr;:des up, improves the quality of his merci1ar..d:::~. 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. 

F:!ctory u.'"!.its such as Wam2co 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
l!.lars and overruns. Wamaco'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 
;:.pparel, 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 ti tans 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 shghtly less than a 

year, Dayton Hudson sold the four-store chain to Ross 

Stores, Inc. beca ... se Plums failed to meet performance 

goals. Even v.rhile 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 

"will 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 tum Ross Stores into 

one of the nation's most aggressive off-price opera­

tions. Stuart Moldaw, founder of the Pie-A-Dilly retail 

chain; Mervyn Morris, a founder of Mervyn's Depart­

ment Store (now a unit of Dayton Hudson), and Donald 

Rowlett, formerly presid,ent 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. Off­

pricers have heretofore bought for less and sold for less, 
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and stocked closeouts and ovenuns. What distinguishes 

Ross from other off-pricers is its policy of buying 9Q'}u 

of its merchandise duectly from manufacturers, which 

enables its stores to sell more current fash ions. Ross 

also has abandoned the no-frills look. The carpeted, 

contemporary interiors feature extensive graphic dis­

plays to help shoppers locate merchandise (a substi rnte 

for sales help ). The trading-up process pursued by Ross 

may eventually be reflected in higher prices - which, in 

another tum of McNair 's wheel of retailing, will open 

the field to a new innovator. 

The establishment 
fights back 

Lawrence Phillips, president of Phillips­

Van Heusen Corporation, began a speech t0 the Mens­

wear Retailers of America in i983 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 themi' Traditional department 

stores and discount chains are challenging the success 

o;° off-pricers with several strategems. A few have 

chosen t0 compete t:oorh-aed-nail; some have opted to 

e ·c,id conflict and have withdrawn from competition; 

a,1d others have decided to di·1crsify 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 GentfYi 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 iine of clothing for J.C. 
Penney The line mciuded $100 dresses, compared with 
$1,000-$2,000 for a typical Halston dress at Bergdorf. 

Full-price department stores have ::ilso 
applied pressure to manufacturers th,1t 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 Memphis 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 com panies conspired to prevent Izod 
apparel from bein1; 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 entnusiastically emering the 
ofi-[:.>rice market. It has opened 29 off-price outlets 
c 11led Designer Depot, which carry prestigious labels 
such as Gloria Vanderbilt and Calvin Klein at large 
di~r:ounts. It plans to be operanng 100 stores by 1986. 
K :nart also is experimenting with an off-price gift and . 
huusewares 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 I'ortime 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. 

Tum 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 

m;iy already have begun to shed some petals. Industiy 

amlysts indicate that the rapid growth of off-pricers in 

fr:: first part of this decade has slowed. The appearance 

o, a few casualties among the newcomers, such as 

Fiums and Gap Stores' Taggs, indicates that the field 

may be getting crowded and the concept m ore difficult 

tc adopt. Apar t from the upswing in the economy, a 

large pan of the ciecelerarion in growth rate of off­
r,1cers can be attributed ro better attacking and coun­

terpunching by conventional retailers. 
Even so, the retailing arena has been 

rad~cally changed by the influx of off-pricers. While no 

iorm 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 

1n the off-price arena. The main casualties are likely to 

:-- = small, undercapitalized, independent companies. To 

survive the shakeout, off-pricers will have to pay close 

attention to market positioning. One of the small com­

~1anies that is trying to carve out a market niche is 

Titus MacDuff, a subsidiary of Minneapolis-based 

luster Bros. that carries men 's and women's dress and 

L usiness apparel. Titus MacDuff stores' tactic is to 

nifer more services and scay open at times that best suit 

che cliemele. The hours are from 5 p.m. to 9 p.m. week­

ciays, 9 a.m. to 5 p.m. Saturdays, and noon to 5 p.m. 
Sundays. To meet their pledge to offer more customer 

;;ervice than most off-pricers, Titus MacDuff stores 

1:a·,c a ,a~lc:;: on. h~l,d for alterations and sales help to 

\;;ait on sl1oppers. 
As the wheel of retailing continues to 

mm, it is 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. el 

Harvard Busrncss Review May- Jun.: 1%:', 

Automation alters 
retaiiin 
Retail institutional change shows a mixture of direct 

and indirect responses to trends In the environ­

ment. Such trends are interwoven with economic, 

technological. demographic, attitudinal. and other 

shifts, with the threads of accelerated rates of 

change runn ing 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 irom 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 :rack, 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 th is dichotomy is the increase in 

recent years ir · no,1store retailing. mail order and 

in-home buying. and the concomitant growth of 
specialty storp reta iling .... 

With .:.n automated telecommunication system of 

shoopinp for routine household supplies, not only 

could gcods be selected from wider assortments 

ihan any one slore 1.;ur I e,1tiy ofta;s , but tha 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 resu lts are almost impossible to anticipate, 

it seems clear that it will be consumers who benefit. 

The challenge to r11tailing is to think and plan for th is 

result. 

From 
Malcolm P. Mc Nair and 
Eleanor G. May, 

"The Next Revolution of the 
Retailing Wheel." 
HBR September-October 
1978, p. 91. 
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MARCYSYMS 

Career Network 
Installation Set 

Beverly Halperin of Maplewood 
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 psyc hological 
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 
M a r sh a_l l o f M a p I e w o o d , 
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. 

I 



Finance 

Where to Invest 
Your Mone, in 
Uneasy Times 

~ if necessary to keep inflation from getting out of 
control. Though that may cause interest rates to rise, I think 
it will be viewed as positive for business. 

The stock market soa.rs and then sinks in early 
August. Interest rates go down and then up. What is 
an investor to do in such turbulent times? Some advis­
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 editors-

"Stocks and Bonds Have a 
Greater Probability 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. 

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 

ore com e 1 1ve environ en . c nsumer-re ated 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 com any from a market­
ing point of view Another company w1 an m eresting 

r mg ang e 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 Committing 
New Money to Stocks 
Unless 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-lndustrv Stocks­
Groups an Expanding 
Economv 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. Intere~t 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 th.e 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. D 
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Syms -
(Continued from Page B) 

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," Ike1_1son 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 at300 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 Symsfor significant five-year aver­
ages in annual growth in sales and 
earnings, as well as the late~t two­
year average in return on assets and 
return on net worth. □ 
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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. Ikenson 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$ L 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 ' l.5 
million people. Site location is usually 
near a major 1raffic artery or thorough­
fare in suburban areas with ample 
parking facilities. • 

(See SYMS, Page 14) 



His shopping yields great buys 
BARGAIN from 81 
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 ~ 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
cy which is clearly printed and at­
tached to every article they sell. 

. Mandy's has a limited return policy, 
as does S~, which never gives re- , 
funds, onlym-erchandise 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 

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 t~e store, a~d 
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 dis~ount 
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 unJerwear 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- . 
tum 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 pria 
vate dressing room, individ~alized 
service, and carte blanche to return 
their purchases with few if any ques-

tions asked. Many would sooner part checking out. The few mentioned with their pet dog than with their here are merely tried and true per-right to use their major credit cards. sonal favorites. 
But for those of us who 'll gladly Today on my lunch hour I think I'll shed our modesty for the together- put on my $29 designer suede jack­n es s of one large fitting roo- et, change to my $14.99 name-brand m ... and hannih, hPln ourselves in walking shoes, and take a turn 

our search for our own perfect bar- around _,__ Who know what chic gains ... and are willing to shop little bargam might be waiting on the . more carefully or live with our mista- rack, just ripe for plucking? 
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 handbags 
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 litUe in the way of ameni­
ties to save mon~y. 

There are other discounters in the 
Washington area that are worth 
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Vl ~~/we buy bargain designer clothes 
f-41/lf',4.,C "~, J"L' 
.)OIJ a.i.JA-L- ~'._ ~-2>~ ~ LOIS R. GLASSER 

~t>Tha.nmal 

Yesterday I wore an outfit to work that cost a grand 
total of $16.96 plus tax. It consisted ofa designer name 
long-sleeve turtleneck cotton/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 Loehrnann's. The cotton sweater was 
also unearthed at Loehmann's, as were the slacks. I 

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

My hus~d'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
estP.r, wooVpoly 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. 

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 
~r 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, 83 
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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 Sa_turdays 
and five hours on Sundays. The most 
recent convert is the s r 1s cha1i which Jilli last month torte te4 its ondav 
business day in order ta apen'its stares 
o n Supdfil'S. 
- "It w-:: really io response to Iife­
s.tcir cltiiii ~," ,said M~rcx Syms umi­
deilt of the 15-stgre chajn. "We foiwl 
iCbec me more and more diffic or 

ka@w we're open, but the stores have 
been bu:,y." 

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- 1 

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." 
1~~,1,o1,1,w-.Yl,,.i~:.:.l~~!4llii~~- - And even the most dedicated en-
~ trepreneur needs a break. 

:- ... ur want that day off .. . l'm here 
f.ii,!~~~~~~~~~;;;~ ;;;;· every day and I find it a good day to do 
S.-v my own shopping," she said, adding, "I 
ru,•ne reven , .,......,....,..,..__,...,......, don t think the town really calls for it; I 
gomg 'O - e added. don't think this town is that busy on 

• "I • Sunday." 
people . Marianne Pederson of Great Dane 
"l!'s a new m1po many peop e Qll t See WEEKEND, page BIO 

Annie Sez, Shrewsbury, does "extremely well" on Sunday, says manager 
Dagmar Hartman. It has been open Sundays for seven years. 

, DAVID T. GAMBLE/Asbury Park Press 

Patricia Battle, a New Jersey Network News reporter, relegates most shopping to weekends. 

I 
! 
I 
. I 

.1 

I 

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 a:Jd • 
weekends. At left, successful shoppers and (at right) those still looking at Annie Sez. 

- -
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PERSONALmES 

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. 

"I 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 pageai:it 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 walic," 
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-

MYSTERY DISCOUN 
Save 10%, 20%, 30% ... 
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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
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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 

JUDY WILLBERGH - the heroin':! 

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 
I 0-year-old son Kurt. and the other 
was adopted by Mrs. Coggon's 5-
year-old daughter Caitlin. 

- Jill Hand 
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Personalities 

Sunday Soci 

With Style 

~h;n she can apply for Supp)i,hJ)!ldl 
Social Security. I would also like to 
know if it is necessary for her to 
come into your office to do so? 

A. Applications for Social Security 
and Supelemental Social Security can 
be made up to three months prior to 
your mother' 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: \ 

. ■ 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, Ocean 
Gate, Pine Beach, Seaside Heights 
Seaside Park and South·Toms River. 

■ 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 Pleasan 
Beach. 

■ 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, 
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Weekend 
From page Bl 

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, 1 but we stopped for a 
while," said Ms. Pederson, own~r of 
the three-year-old busin?ss. "It was 

hard to get someone to work Sundays 
from 12 to S 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 
ctanging. 

Ms. Hartman~ of Annie Sez 
agreed. 

"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. 

"L find it a good (shopping) day 
myself," Ms. Gieser said. 



"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 sc11es: $204.2 million in 19 4 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 
th e 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 
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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. 

Kmart 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 Kmart 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." 



America not only loves Red 
Heart® more than any other yarn, 

but the love story keeps growing. And 
more so than ever with retailers who love 

volume business. 
What keeps it growing ore many things. Like 

the steady stream of innovative products- such as 
the newest additions to our Red Heart 

fomily-Mistelle, Sofspun, Caress, Bulky 
and 100 % Cotton Sport yarn. Like the consis­

tent fine quality and outstanding value of Red 
Heart yarns. And the endless array of helpful leaf­

lets and Instruction Books. Plus more publicity and 
advertising than any other brand. Any wonder Red 

Heart yarns ore being sold across 
more and more retail counters. 
Red Heart - a great love story . . . a great 

soles story . .. and a growing and growing one. 

America loves Red. Heart. 
Coats & Clo~ Soles Corp., 72 Cummings Pt. Rood, Stamford, CT 06902 



~ "DAIi:!( -NEWS ·"'-'Wednesday, December 11, 1985 

Stores' interest ra es deplored 
By HUGH WYATT 
Daily News Slaff 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 19.9o/o statewide. 

The stores named on the 
"Scrooge list" are Mon~gom­
ery Ward, whose rate -1s 

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 list is a "great disservice 

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 
affernative credit 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 sigrtposts 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 

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 r:aised the subject, the area in 
which failure can · most easily be accom­
plished is personal relationships. You can 
demotivate people, cripple their effective-

accomplish their purpose by deliberately ness, and make enemies out of friends 
taking big risks for tl'le most insignificant without really exerting yourself. 
rewards. On reaching the top, self-destructive 

We recently interviewed a cross section people corlclude that they no longer need 
of executives who were willing, under d 
cover of anonymity, ·to describe their own anybody else. One executive, confi ent 
most serious failures. Viewed in one con- that a healthy bottom line was an impene-
text, their revelations add up to a manual trable shield, gave no thought to his rela-
on how to fail. Even those who are still in- tions with others. He acknowledges now. 
tent on succeeding may find the following that it was not wise to keep his board of 
accounts useful on the theory that pathol- directors waiting on occasion rather than 
ogy provides material for instruction. interrupt what he cons1dered an important 

A surprising number of our respondents chore. ·Also he says he erred in failing ei-
reported that their worst error;-s involved ther to win the trust of his subordinates or 
clinging too long to a product or service get rid of them. Finally, he was forced to 
that obviously had seen its finest hour. step down despite his record of achieve-
Their infatuation with their product 
seemed to originate in a need to vindicate ments. 
their past judgments. They would rather One method of ensuring failure, used by 
be right than successful. No matter how a surprisingly large number of exec11tives, 
well they understood the excellent litera- is to organize the opposition. The logic 
ture on "the life cycle" of products and seems to be that once you've defeated an 
services, they considered their own prod· opponent, make sure he remains -an oppo-
ucts to be immortal and immune to the vi- nent. Former major league baseball man-
cissitudes of the marketplace. However, no ager Leo Durocher, an expert on the un-
executive can afford to put his love of a derworld of human relations, avoided this 
product above the, mandate of his mar- mistake. He once said of his team : " I 

ketProduct infatuation takes another form. never let the four guys who hate me get to-
One executive recalled ruefully how often gether with the five who are undecided." 
his enthusiasm had led him to release a Lyndon Johnson, on the other hand, had 
product before it was really ready. Some- a more affirmative approach. If.he lost to 
where along the line he had refused to look an adversary, he harbored no grudges and 
at problems of production flow and distri- sought reconciliation. That's why, after 
bution-for instance, market research, contesting with John Kennedy for the pres-
packaging, planning an advertising cam- idential nomination, he could take second 
paign, and so on. The end result was an in- place on the ticket and eventually become 
ventory that was completely out of control 

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 exclusiv~ 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 theo6!f ~ 
mana~ement," named lif [@f th& ap Pe 

9fierc an£ wno systematicaHy 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." 

without sales to back it up. president himself. When he was victorious, 
Similar is the recent case of a computer he knew the importance of bringing the de- Mr. Feinberg is chairman of the New 

company that went broke because it an- feated rival into camp. As he said of a po- York-based BFS Psychological Associates. 
nounced an improved model prematurely. tential adversary, "I'd rather have him in- Mr. Levenstein is professor emeritus of 
Result : Potential customers passed up the side the tent micturating out, than outside management at Baruch College. 
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BFS PSYCHOLOGICAL ASSOCIATES, INC. 
666 FIFTH AVENUE, NEW YORK, NEW YORK 10103 • TELEPHONE: 212 765-7220 

MORTIMER R FEINBERG PH D 
CHAIRMAN OF THE BOARD 

Mr. Sy Syms 
300 Chubb Avenue 
Lyndhurst, NY 07071 

Dear Mr. Syms: 

October 4, 1985 

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. 

MRF:ha 
Enc. 

, Sincerely, 

)~-k+ui; e . ~,.,,t,,,r 
Mortimer R. Feinberg, Pfl. D. 

16TT6 BERNARDO CENTER DRIVE SUITE 110 8, SAN DIEGO, CA 92128 TELEPHONE 619 .CSl 1133 
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:clot~icr·.~te.s , . 
·Metro Detroit · b ' .. : ' ·H .• 

.:·. ' Syms, an off-price apparel re: . 
. ' ' tailer based in Lyndhurst, 4.N.J., 

has been edging westward" in re• 
cent years after doing a land-bfficei 
,business ii):the New .York a,,_. f9i' ~5 years. · •11- • ~- ·:

1·- i --'.:":Y :' ·•;•, i / 
According to Syms Advertising 

:Director David Bernard, Detroit is ' 
among the inarket4 the :c)Jain is 
eyeing for JXlSBible I exp~fon 1in,. ) he next year. , . • :·• . !.. f '\.;" / / ,·. 

'· With 15 stores in the ·50,000 to 
60,000-squar~Hoot ; ran_g~ ·.syms 
dominates the, marketJ in brand 
name men's,: women's.· and chil­
dren's off-prite 'appafel. The chain 
~w~nt public at the end 9f 1983. . •. 
s' • The chain's ~dvertising empha-

:, sizes that, "Arf educated consumer 
~is our bestr qustomer," • and the 
company has i'ecently introduced 

· an innovative Sunday-open, Mon- • 
-day-closed policy, in New York . 

... { • Syms carri~e 95 petce~t brand- , 
,ed merchandi~. fer'na~ says the : 

,;company doesn'fenter more than, i 
,one or two new markets a year, but i 
'felt that Detro\( -.yould' fit the bill J 
because, "Syms has good potential , i 

, n · any market thaf s·. basically ·'a 
\bfand name niarket," • k • • • \_ I 
¥ • Syms alre~dy' ddes business in t 
, New York, New Jersey, Massachu- •• ! 
.setts, Was_hingt'on·, • Virginia, . 
~Maryland, •Pennsylvania and llli- j 
7 nois. And industry observers credit ! 
i the company ' with ex~rtise in 1 ~ tailoring, the 'merchandise to · the J 
. market, 'noting a particularly up:,; : 
: scale selection in its WashingtQn· ! ' operation. • ," .\ ··: -~ ... ~~ :t t:· .'\,. ·/. ~·-~·;: . !, ... ' 



t\,v'\ERICAN COMMERCIAL-INDUSTRIAL RrALlY CO. 
LOU WEBER / BEN GORDON/ RUDI STRAUS 

November 4, 1985 

Mr. Richard Syms 
Syms 
300 Chubb Avenue 
Lindhurst, N. J. 07071 

Re: Metro Detroit Locations 

Dear Richard: 

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. 

Sincerely, 

~ 
Louis Weber 

LW/sl 
Enclosure 

XC: Marcie Syms / 

P.S. I just spoke to you on the telephone. 

MEMBER OF 

all about Wednesday or Thursday. 

INTERNATIONAL COUNCIL OF SHOPPING CENTERS 

26500 NORTHWESTERN HWY., SUITE 403, SOUTHFIELD, MICHIGAI\J 48076 / TELEPHONE (313) 354-6200 



AMERIO\N 
COMMERCIAL­

INDUSTRIAL 
REALTY CO. 

26500 NORTHWESTERN HIGHWAY 
SUITE 403 

SOUTHFIELD, MICH. 48076 

Ms. Marci e Syms 
Syms 
300 Chubb Avenue 
Lindhurst, N. J. 07071 

---
• --- --- • • ?{ -
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SYMS 
An Educated Consumer 

Is Our Best Customer 

CORPORATESPONSUH 



CORPORATE SPONSOR 



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 ofl8-20 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 CF. 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 sess ions 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. 
Plymouth, Mass. Owns and operates 

restaurants and hotels and runs a trading 

stamp business and other operations. 

■Frank i.. Carney: Pizza Hut, Inc., 

Wichita, Kan. •• 

■Alexander V d'Arbeloff and Nicholas 

De Wolf: Tera&{rie, Inc., Boston. Manufac· 

lures autmnatic-tes t equipment for the 

se miconductor, the printed circuit board 

a nd telecommunications industries. 

■ Cec il B. Day and Richard C. Kessler: 

: ) , 1.\, \ 11 :1~ nf .-\ merica , Inc .. Atlanca. 

s"l l'. Norman Dion : Dysan Corp., Santa 

Clara . Calif. Develops, produces and mar· 

kets flo ppy Jiscs used as memory storage ,n 

co n1 putcr sys1en1s. 

■ Richard Dott s: Pedus ln1 erna1ional. 

I 11c .. Los .·\ ngcks. Prm-,des clea ning, ma1111e­

n c, nee and secu rit y pe rsonnel for of fice 

huild,ngs in West and Southwest. 

■ William Francis Fa rley: Farley lnd us -

11·ics. Inc .. Chicago. A conglomerate of man· 

ul'act uring companies. 

■ Tom J . Fatjo, Jr .,~'.);.Q.ing Fer ri s 

Industries , Inc .. Houston. Provides sol1c! and 

liq uid waste collec tion, processing, recovery 

a nd disposa l services. 
■ William Arthur Fickling, Jr.: Charter 

1\ ledical Corp., Macon, Ga. --··· 

11:1 Debbi Fields: Mrs. Fields Cookies, Inc. , 

!'ark City. Utah. 
Cl Aryeh Finegold: Daisy Systems Corp. , 

\ tountain View, Calif. Manufactures corn· 

puter svsrcn1s. 
ii llr. Ti101na ~ F. Fi i.:, l, S1 ., d i H..i n.-. 

Thomas F. Frist, Jr. : Hospital Corporation 

o f America . Nashville, Tenn. 

■ John Brooks Fuqua: Fuqu!!J.i;idustries , 

Inc .. . -\ tl anta. Manufactures and distributes 

lawn and garden eq uipment , recreation 

pro<luets and photofinishing services. 

■ William Gates and Paul Allen: Micro· 

soft Corp., Belle\'Ue. Wash. 

■ Fred Gibbons: Softw are Publishing 

Corp .. \lounta in Vie\\'~~ 

■ Robert L. Green: Community Psychi · 

:.itric Centers. San Francisco. 

■ William Hambrecht : Hambrec h1 and 

Quist. Inc .. San Francisco. Im·estrnent bank­

ing fi r n1. 

■ John K. Hanson: Winnebago Indus­

tries. Inc., Forest Ci ty. Iowa. 
■ Nei l S. Hirsch: Telerate , Inc., New 

York . 
■ Soichiro Honda : Honda Mot0r Co .. 

Toh o. 
■ Roger Horchow : Horclow Collection, 

Dallas. 
■ K. Philip Hwang: TeleVideo Systems. 

lnc .. Sunnyvale, Calif. 
■ Masaru Ibuka and Akio Morita: Sony 

Co rp .. Tokyo. Manufactures electronics 

products. 
■ David Jackson: Altos Computer Sys· 

• te rns. San Jose. Calif. 

■ Claude and Donna Jeanloz: Renova­

tors Su pply. Inc., Millers Falls, Mass. -P~b­

lishes mail order catalog of elec trica l and 

plumbing fi xtures. 
■ Steven P. Jobs and Steven Wozniak: 

Apple Compu1er. Int .. Cupertino .' Calif . 

■ Ewing Mari on Kauffman : Ma rion 

I .;i ho,-amrics. Kansas Citv. Mo. Markets d is · 

t· 1) \ c rt l ' "i 11 f 1.,1 t h c r p ha r 111 ;;ace u t i c a I 

companies. 
■ Thomas L. Kelly, Jr.: TIECornmunica­

tions Inc., Shelton, Conn. 

■ Amin J. Khoury: Dclmed Inc., Canton, 

Mass. Manufactures such products as plas­

tic blood banking disposables, intravenous 

devices and dialysis products. 

■ Raphael Klein: Xicor Inc .. Milpitas, 

Calif . Manufactures non-vo lati le repro· 

gra mmable se micondu c tor memory 

products. 
■ Philip H. Knight : NIK E Inc .. Bea ­

verto n , Ore. 

■ David I. Kosowsky : Damon Corp ., 

Needham Heights. Mass. 
■ Raymond A. Kroc: McDonald's Corp., 

. Northbrook. Il l. 
■ Sand ra L. Ku rtz1g: ASK Computer 

Systems. Inc. , Los Altos, Calif. 

■ Francis Labrecque: Arr.erican Dis· 

count Auto Parts. Avon , Mass. 

■ Charles Lazarus: Toys 'R • Us, Inc ., 

Rochd le Park , N.J . 
■ Lawrence F. Levy: Levy Organization, 

Chicago. 
Ill Sydney Lewis: Best Products Co., 

Richmond, Va. 
II Royal Little: Textron Inc., Providence , 

R.l. A conglomerate that operates dozens of 

unrelated companies. 

■ George Lucas: Lucasfilms Inc., Lucas 

Valley, Calif. 
■ Alex Manoogian: Masco Corp., Taylor, 

Mich. Manufactures plumbing supplies. 

Data Group, Inc., Framingham, Mass. Mar· 

keting research and publishing. 

II William G. McGowan: MCI Comrnuni· 

cations Corp., Washington. 

■ Malcolm P. McLean: Sea-Land Ser· 

vices . In~ , Port Elizabeth, N.J . Container 

shipping com pany. 

II Sy Syms Mems: -~!!l~ Corp., Lynd· 

hurs1. N.J. -
Ill William H. Millard: ComputerLand 

Corp., Oakland, Calif. 
II Phill ip Moffi; and Christopher Whit· 

tie: 13·30 Corp., Knoxville , Tenn. Magazine 

publishing company - publications include 

Esquire. 
■ Parke r G. Mo nt go rner y:_f_oo e r 

Laboratories. Inc., Palo Alto , Calif. 

l!1 Th omas S. Murphy: Capital Cities 

Communications. Inc .. New York. 

II Lane Nemeth: Discovery Toys, Pleas· 
ant Hill, Calif. ---• • 

31 William C. Norris: Control Data Corp., 

M.inneapolis, Minn. 

■ Kenneth H. Olsen: Digital Equipment 

Corp. , Lincoln , Mass. 
!I El isabeth Claiborne Ortenberg: Liz 

Claiborne, Inc ., New York. 

a M. Kenneth Oshman and Robert R. 

Maxfield: Rolrn Corp., Sa nta Clara, Calif. 

Manufactures computer controlled business 

telephone switching systems. 

10 David Packard and William R. Hew­

lett: Hewlett-Packard Co .. Palo Alto, Calif. 

r:, Roy Hampton Park: Park Comrnuni· 

ca tions Inc., Ithaca, N.Y. ■ Joseph C. Par­

kinson and Ward Parkinson: Micron Tech· 

nology, Inc., Boise. Idaho. 

■ Allen E. Paulson : Gulfstrea m Aero­,. 
space Corp .. Sa vanna h, Ga. 
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CINDY 
ADAMS 

Musical iournalism 
REMEMBER Zev Bufman'? That semi-attractive, 
curlyhalred, grayhalred producer who lost his be­
hind when he presented Elizabeth Taylor and Rich­
ard Burton In Private Lives a few flops agof 

Well, Zev's off and running again. He's bringing 
, us the new show, The News. He says: "It's based on 

a dally mythical tabloid which has six dally 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 Bu/man: "Working 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 Eli.zabeth 
Taylor's life. 

"Now I'm back. I have 
to get my business to­
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 Han has started 
her own video company. For some oddball reason 
it's called "Custom's Last Stand" ... Fran and 

arry Wel8!1ler wlll produce a revival of Sweet Bird 
o Youth. Lauren Bacall will star..,..J!-1}-.&d elater 

ldlrect. T·7+-" · -~ 
*** RALPH LAUREN was lo Milan for a fashion 

show. P-r man Morty WaI was In Milan hyping the 
film The Fla.xfield. They met. The designer compli­
mented Morty, who was Inside a complete Ralph 
Lauren ensemble - tie, shirt, pants, jacket. ® 

Said Morty: "I got the stulf at Syms." 
• J: * • 

JEFF GOLDBLUM and Carol Kane's comln 
vampire movie, Transylvania 6-5000, Is having a 
Transylvanlan snack tomorrow at Limelight. New 
World Pictures has organized a menu of lung ra• 
gout, brain sausage, kidney goulash, braised snipe, 
and boar leg. 

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

*** 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 atrlngbeans 
from her 88-acre farm. Ear­
tha, who la a child of the 
cotton plantations, and 
who loves to scrabble In the 
eartha, planted the seeds .and 
swears she picked the crop 
personally. 

*** DARREN and Kathy 
McGavln, whose new 6-room 
Park Avenue co-op Is being 
gutted for remodeling, were 
at China Bowl ... Ta.xi Driver 
director Martin Sconese Is In 
the new flick Round About 

• Pholo: Kenn Duncan 

EARTHA KITT 

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 hlghtoned, 
strictly literati soiree at her home Nov. 8. Don't fret 
If you weren't invited. I wasn't either. 

*** 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 mllllons, 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." 
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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 
hav~ 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 
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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 tliese 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, 5<Y'lo. 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 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 IHOPPINQ Page 10: 



Shop. 
FROM PAGE ONE 

ment consulting firm. A 
study by the National R tail 
Merchants Associ ion 
shows that from 1979 to , 

arkdown sales in depart­
ment stores rose ~ o/o, in 
women's wear, 23% in men's 
wear and 38% in shoes. 

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

Competition comes from . 
the off-price stores 7 Syms, 
'BFO, Crazy Eddie, and many 
others - that sell known . 
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 muc 
says Schienfos. "Every dy 
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 

24%---...----...----...----,,---.---~-y----, 24% 

MONEY1l\lD 
"Merchandise is not as 

perishable as grapefruit, but 
styles do change," says Lin­
den. And certain items are 
seasonal: ski boots left un­
old 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 
int~ est rates. So they sell at 
'rejluced 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 J}as 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, lligh 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.'; 

1976 1978 1980 
1975 1977 1979 

1982 
1981 1983 

P.C 

Source: MOR/NRMA 

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. 
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