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'I just live around the cor~r, so I'm in here all the time,', says Joyce 
Powers of New Hyde Park, who kJ?,Ows exczctly what she wants in 

• her Loehmann's forays. 

By Anne Anable 

ffi Time was when discounting was a ! dirty word. Retail stores, then as now, 
~ sold clothes at double the price their 
0 buyers paid at wholesale. Anything 
- the consumer bought cheaper was 
~ likely .to be damaged goods, excepting 
[fl things found at the traditional mark-
~ down sales. The customer, it was 

thought, wanted to select from brand 
~ new, fresh merchandise, attractively 
~ display~d: buttressed by considerable 
ii:i back-up stock and aided by helpful 
z salespeople, one-day, door-to-door de-

livery, charge accounts and a host ·of 
other services. 

While many of those theories still, 
hold, at least in some quarters, a 
large number of shoppers are becom­
ing more willing to forego the tradi-

c tional services in order to buy 
.2 virtually the same merchanise at re­
.c duced cost from a continually growing 
fl> assortment of discount and off-price 

J!! establishments. 

·= --co 
I 

Surprisingly, it was way back in 
1921 when Frieda Loehmann con-

ceived the idea of trudging off to Sev­
enth Avenue daily, paying cash on 
the spot for designer overruns, and. 
bringing them back, minus the labels, 
to her opulent store in Brooklyn for 
the knowledgable woman to buy at a 
bargain price. Loehmann's has grown 
by leaps and bounds since then, but it 
is perhaps the only discount company 
that has built and maintained a spe­
cial mystique that has some of the 
·best-dressed woman in the country tioned in a story, for fear of being 
exclaiming with pride, "I got my dress barred from showrooms in the future. 
at Loehmann's." li"lt's one thing if a customer comes in 

It's probable that Loehmann's de- here and sees she can get the same 
veloped the first Discount Mavens, garment she saw last week at a regu­
those ladies who count a week (some- lar retail store, and pay 30 per cent 
times a day) as lost if they haven't less," said Mort Fagenson of Clothes­
cased the territo~J for any new bar- ut. \'But you can't blame a designer 
gains. "They are very professional in for not wanting that fact publicized." 
their shopping, rn tell you," sa~-JI Loehmann's still cuts out labels 
thur Versachelli, manager ofi ym.s ,t;md proudly proclaims it's customers 
as he greeted one·ofhis Regula , o are so expert they can recognize. 
in turn complimented him on the tie the designer, label or not. In truth, 
sets he was putting on the counter. the manufacturer names can often be 

While most discounters leave labels • discerned from a code on the left side 
and tags on the clothing, they look of the blue tag, and gray market 
nervous and tt.a reporters they'd just copies of that code are highly prized, 
as soon no designer names were men- among habitual discount enthusiasts. 

~ 
Loehmann's officials will have no part ~ 
of any public decifering. I 

And in spite of the plethora of dis­
count establishments on Long Island, I 
Loehmann's still seems to offer the 
highest discounts on a regular basis; 
in the area of quality clothing, it is 
Sym.s-an off-price rather than dis­
count establishment-that comes 
closest to matching Loehmann's price 
record. (The difference between dis­
counting and offering off-price mer­
chandise is in the method of buying at 
wholesale. The discounter pays the \ 
regular wholesale rate, but being 
blessed with lower _rents, immediatt. 
payment by customers, and no deco­
rating costs, can take a lower mark­
up. In the case of off-price I' 
merchandise, buyers purchase their 
clothing at below wholesale costs, 



SYMS 
An Educated Consumer ls Our Best Cusmer 

Dear Consumer, 

Thank you for making our first eight years 

in Woodbridge so successful. Through your patronage, 

we are now able to move next door where we will 

double the size of our store, double the parking, 

and double our selection. 

The new facility on Rt. 9 South and King Georges 

Road will open this Thursday, May 1, 1980 at 10:00a.m. 

Thanks to you Syms will continue to represent, 

at off-price, over 200 world famous designer and 

brand names in ladies and mens clothing. Thanks 

to you Syms now carries other items such as luggage, 

domestics, and children's wear. 

, 
Thank you prices start this Thursday, May 1, 

at Syms new Woodbridge store on Rt. 9 South and 

King Georges Road. 

SS:mm 

. , 
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~ASSAULT (battery not included). Up to ten players, adults 
children. "Victims" must try to reach home safely. "Muggers" may 
move about freely. Each player is supplied with a piece. Game pro­
ceeds from squares or doorways marked "Dark" and player may 
come from behind.to win. Game ends when one player or more has 
best score or is busted. 

FETISH. An adult game for two or more players. Playing pieces: 
shoe, garter belt, cattle prod, Halston chemisette, umbrella, rubber 
dress. Play proceeds until one player quits or is mutilated beyond 
usefulness. Game ends when one or more players reach "Therapy."• ... 

Above, games people play. Competitors are invited to provide the name and 
a brief description of a board or other game suitable for life in 1980. 

Results of Competition 391, in which you And Honorable Mention to: 
were asked for titles of books soon not to 
appear on fall publishers' lists. 

Repor1: Another surefire non-best-seller: 
DUPLICATE TITLES FROM COMPETITION 391. 
Here, notworthstanding, are some excerpts 
from the table of contents. Cookbooks: 
THE ANORECTIC CHEF. THE CANNIBAL (or 
MISSIONARY) COOKBOOK. MCDONALD'S GOUR• 

MET·PLUS HOSPITAL AND AIRLINE RECIPES. 
INSECT PREPARATION. HIGH· PROTEIN VER· 

MIN. Others: BRAIN SURGERY AT HOME. 
PUNK ZEN. THE BOOK OF LISPS. INDIFFER· 

ENT PROCTOLOGISTS OF NORTH AMERICA, 
THE CONDO GUIDE TO PRIMAL SCREAMING, 

BILLY CARTER FOR FUN & PROFIT. ACUPUNC· 
TURE AT THE OFFICE. And so on. 

First Prizes of two-year subscriptions 
"New York" to: 

MURDER AT TEN DOWNING STREET, by Sarah 
Churchill 

George /ochnowitz, NYC 

THE LITTLE GOLDEN BOOK OF BONDAGE 

Pam Bergin, Maspeth, N. Y. 

TO MAKE THE SUN GOD LAUGH-FOUR CEN· 
TURIES OF AZTEC HUMOR 

Michael E. Levin, NYC 

Runner-up Prizes of one-year subscriptions 
to "New York" to: 

HOW TO SELL YOUR UNWANTED CHILD 

Janice Lohr, Milford, N.J. 

THE OIL-SPILL COLORING BOOK 

Louis f. Borelli, Princeton, N.J. 

HI! 
Jennifer Dent, NYC 
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THE BIG BOOK Of GONADS 
Mark G. Levin, NYC 

WHAT SHALL I CHANT?-1,000 COMMON 

MANTRAS 
David English, W. Somerville, Mass. 

THE AL FRANKEN DECADE AND YOU, by Al 
Franken 

Brian Plante, Staten Island 

RICHARD NIXON'S BOOK OF LISTS 
Melanie Gissen, NYC 

SO YOU WANT TO BE A SHARECROPPER 

foseph Horowitz, NYC 

HANK KISSI NGER: THE GUY 

Fred Sahner, Bayside, N. 

THE BERLITZ LATIN PHRASE BOOK FOR 

TRAVELERS 

Richard Fried, Brooklyn 

THE COMPLEAT MOHEL 

Herb Trazenfeld, Los Angeles, Calif. 

FIRE ISLAND FOLK TALES 
Stephanie Walters, Moreland Hills, Ohio 

MORE JOY OF HOLISTIC JOGGING WITH YOUR 
CAT 

Mark Greenberg, the Bronx 

THE ILLUSTRATED PROTOCOLS OF. THE EL· 
DERS OF ZION 

Eric Lynne, NYC 

DON'T LAND ON PARK PLACE: WINNING 
MONOPOLY 

Candy Wolfson, NYC 

BY MARY ANN MADDEN 

A PRIMER FOR THROWING BAGS OF WATER 

ON PEOPLE 
F. C. St. Aubyn . .Desmet, Idaho 

HOW TO CARE FOR YOUR CUBAN REFUGEE 

Andy Warnes, Flossmoor, Ill. 

FAT, FAT PEOPLE AND HOW THEY REVOLT ME 
Margaret D. Dale, Longmeadow, Mass. 

THE ANNOTATED MA PERKINS RADIO 

SCRIPTS 
H. Morgan, NYC 

BETTER TENNIS THROUGH LONG HOURS OF 
PRACTICE 

Anthony Gray, Closter, N.J. 

WELCOME STRANGER! by A. Khomeini 
Agnes Hirsch, Scarsdale, N.Y. 

GREAT PUBLICITY THROUGH GREAT TIMING, 

by David Merrick 
Jack Rose, NYC 

THE HISTORY OF ROCK-Vo/ I: The Cen­
ozoic Era 

Len Elliott, Auburn, Wash. 

BUYING STATIONERY ON A BUDGET 

Steve Feldman, NYC 

THE CHILD'S BOOK OF INDIGESTION 

Hans Kaufmann, Baton Rouge, La. 

KNEELING BUSES-FACT OR FANTASY? 

Kathy Hakim, Flushing, N.Y. 

PETER LEMONGELLO: MY STORY 
Alan Rintel, NYC 

IN'T IT THE TRUTH! by John Simon 
Louise Kuhns, Riverside, Conn. 

THE TOY OF CUCKOLDRY 
Mark J. Markowitz, Poughkeepsie, N.Y. 

THE SPLENDOR OF THE PEACOCK THRONE 

Elizabeth Fleming, Upper Montclair, N.J. 

1 NEVER KNEW BOGEY, by J. H. Lieberman 
Jeffrey H. Lieberman, Philadelphia, Pa. 

HOW TO LOSE WEIGHT IN THE COMING 
DEPRESSION 

K. B. Robinson, NYC 

STORIES FOR GAY CHILDREN 

Alan L. Gansberg, Los Angeles, Calif. 

THE COFFEE-TABLE BOOK OF TOILET SEATS 

Dr. Bob Romano, Austin, Tex. 

EVERYTHING YOU ALWAYS WANTED TO 
KNOW ABOUT NECROPHILIA BUT COULD 

NEVER GET A RESPONSE 

Andrew Mezzetti, Flushing Meadows, N.Y. 

'. 

-,_ 





2 5 W E;ST 39TH STREET o NEW YORK, N.Y.10018 
c212) a~:0-0735 

..,,,,, 

l 



J 
ffjii ·· Tl t- - -

HIP HIP HOORAY IT'S YOUR BIRTHDAY 
THIS SINGING MESSAGE WAS COMPOSED TO WISH YOU WELL 
YOU'RE GROWING OLDER EVERY DAY BUT WHAT THE HELL 
YOU'VE GOT A LOT OF LIFE TO LIVE 
FROM HERE IT'S ALL SUPERLATIVE 
HOORAY IT'S YOUR BIRTHDAY 
ISN'T IT FUN TO BE GROWN UP 

AND PAY YOUR TAXES EVERY YEAR 
AND FIND IN SPITE OF ALL CONFUSION 
YOU WILL SOMEHOW PERSEVERE 
YOU'VE GOT THE KNACK FOR BOUNCING BACK 
YOU ARE A REAL SURVIVOR 
SO TAKE TODAY TO DO DELIGHTFUL DEEDS 
AND LET YOUR DUTIES DROP 
YOU'VE LUGGED THE WORLD AROUND FOR LONG ENOUGH 
NOW SIT UP ON THE TOP 
TODAY'S THE- DAY HANG OUT AND PLAY 
'CAUSE IT'S YOUR BIRTHDAY HIP HOORAY 

National Toll Free Number 800-227-4702; from California 800-622-0910; from San Francisco Bay Area (415) 495-6116. Worldwide telephone 
delivery. In-person delivery in Manhattan, Philadelphia, Washington D.C., Chicago, Minneapolis/St. Paul, Portland, Sacramento, San Francisco, 
San Jose, Monterey/Carmel & Los Angeles. National Singing Telegrams Ltd. 101 Townsend, San Francisco, Calif. 94107 © National Onion 1979. 
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NATIONAL EXECUTIVES 

OFFICERS 

Gary Erlbaum 
David Kosoy 

National Chairmen 
Marvin Tanner 

Canadian Chairman 
Stephen Klein 

Chairman 
Commerce and Industry 

James Kravitz 
Chairman 
International Delegation 

Marvin Hamlisch 
President, Sabra Society 

Dan Korn 
National Director 

Lewis Cohen 
Boston 

Alan Garfinkle 
Baltimore 

Bruce Magazine 
Washington, D.C. 

Morris Saffer 
Toronto 

Harvey Siegel J 
Cleveland 

Marcy Syms 
New York City.._ 

Howard Teich 
New York City 

Martin Deutch 
Detroit 

Robert Wertheimer 
Chicago 

Henry Casden 
Los Angeles 

Brian Greenspun 
Las Vegas 

Ronald Hecker 
San J)iego 

Dr. Peter Pollat 
San Francisco 

William Hess 
New Orleans 

Ronald Krongold 
Miami 

Charles Lowenstein 
Atlanta 

Joel Reinstein 
Fort Lauderdale 

Lee Rosenthal 
Dallas 

State of Israel Bonds 
215 PARK AVENUE SOUTH, NEW YORK, N. Y. 10003 • ( 212) 677-9650 EXT. 500 

SUITE 1500 
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0 UNITED CEREBRAli ~ 

CALL 
NEW YORK CITY 

212·985·9940 
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Hine·ni's 1th Annual Dinner 

* * * ·Pierre Hotel, Tuesday, June 10 
On Wednesday evening, April 30, Selma and Sidney Milgrim, Associate chairmen 

of tlie Hineni Dinner Journal, hosted a pre-dinner warm up at the Sky Terrace of the 
Galleria in New York City. 

Sy Syms is chairman of this year's 
Dinner. His motto: "In Hineni,an edu­
cated Jew is the best participant!" 

Michael T. Kellerman, Honorary Dinner 
Chairman, and Mrs. Milgrim, Associate 
Chairman of the Journal, greet guests. 

Rebbetzin Jungreis presents Hineni award to Selma and Sidney 
Milgrim in recognition of their gracious hospitality and commit­
ment. 

Allan Green, center, Associate Chairman of the Dinner, 
discusses plans with Committee memhers Eddie Antar and 

./ 
Jesse Salem. 

•••••••••••••••• Be sure to make your reservation now! ••• ••••••••••••• 
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DEVORKIN 

THE PROVING GROUND 
15 Enterprise Ave: 
Secaucus. N.J. 07094 
201-348-8000 

- - VP & GM: Jon Devorkin 
VP: Paul Weisenbach 

(II DMM: Mike Gutzler 
911

0 
DMM: Barbara Truncellito 
Units: 61 J: Volume: $25 million 

:I= Targeting the 18-40-year-old customer 
who is looking for fashion. The Proving 
Ground has opened six new stores: five 
in Texas and one in Seattle. This is the 
first westward expansion of this New 
Jersey-based young men's chain. West 
Coast expansion is expected to continue 
with an ultimate goal of some 150 units. 

ROOT 
ROOTS 
401 Springfield Ave. 
Summit, N.J. 07901 
201-277-1234 

Pres.: Perry Root 
GMM: Barry Kole 
Units: 4 
Volume: $7 million 

This updated traditional store features nat­
ural shoulder clothing from makers like 
Hickey-Freeman, Southwick and Hart 
Schaffner & Marx (owner of the store 
since 1965), in addition to private-label. 
The shoe department which used to be 
leased is back under the store's control 
and concentrates on traditional footwear 
to complement the clothing assortment. A 
new mall location is planned. 

32 MEN'S WEAR 

SILVERMAN'S 
150 Thornhill Drive 

J. SILVERMAN 

Warrensville, Pa. 15086 
412-776-4857 

Pres.: Jerry Silverman 
Exec. VP: Mark Silverman 
Units: 113 
Volume: $48 million 

Silverman's has pared down to 113 stores 
from a high of 144, by ridding itself of 
its unprofitable locations. In addition, one 
Silverman's unit has been converted to an 
American Eagle Outfitters, bringing the 
total of these to 18. They feature family 
outdoor footwear and apparel. Both the 
Silverman's and the Eagle units are locat­
ed primarily in malls and cater to younger­
teens to 35--<ustomers. 

SYMS 
45 Park Place 
New York, NY 10012 
212-791-9894 

Pre,s.: Sy Syms 
DMM: Ira Weiser 
Units: 8 
Volume: $21 million 

Since mention of the designer names car-
• ried at this off-price store is verboten in 
its ads, an extensive campaign that in­
cludes radio and television focuses on es­
tablishing the store's image. Syms now 
spends nearly 2 percent of its gross on 
advertising. Its inventory has been ex­
panded to include a large selection of 
outsizes for the hard-to-fit customer. Total 
IK>lume exceeds $60 million. 

THE SPECIALISTS 

WALLACHS 
3f36 47th Ave. 

LEW 

Long Island City, NY 11101 
212-361-7500 

Pres.: Larry Levy 
Exec. VP: Joseph Checkon 
Units: 28 
Volume: $5 7 million 

Wallachs has opened two new stores in 
New Jersey-one in Monmouth and one 
in Quakerbridge. The chain has also 
opened a new department that features -
rugged outdoor looks from resources like 
Woolrich and Pendleton, called Wallachs 
Wilderness Shop. Active sportswear con­
tinues to grow with Fila, Catalina, Adidas 
and Paul Sullivan as the anchors of the 
department. 

MILT BERMAN 
YALE GENTON CLOTHES 
400 Riverdale St. 
West Springfield, Mass. 01089 
413-781 -1834 

Pres.: Milton Berman 
GMM: Mark Berman 
Units: 1 
Volume: $3.5 million 

At this 30,000-square-foot store tailored 
clothing remains an impressive 65 perce·nt 
of the total 1K>lume. It is merchandised on 
a shop basis, with a London shop fea­
turing Walter Morton, Cardin and others, 
a New Englander shop that features 
Brookfield, Botany '500' and Palm Beach 
and a Berkeley Shop for natural shoulder. 
In the works is an active department that 
will highlight spectator looks. 



J. JOSEPHS 
THE COACH HOUSE 
631 Liberty Ave. 
Pittsburgh, Pa. 15222 
412-471-6200 

Chrmh.: Marvin Josephs 
Pres.: Jerome Josephs 
VP: Ronald Josephs 
Units: 5 
MW volume: Over $3 million 

Women's tailored clothing recently made 
its debut in this store, with a new depart­
ment at one location. Plans for 1981 in­
clude expanding women's tailored cloth­
ing departments to all five of the store's 
locations. In addition, The Coach House 
devotes both space and resources to a 
sizable big and tall man's department. 

____ __,ABRAMSON 

HERMANS WORLD OF 
SPORTING GOODS 
2 Germak Drive 
Carteret, N.J. 07008 
201-541-1550 

Pres.: Norman Abramson 
Sr. VP & GMM: Don Tattenbaum 
Merch. VP: Norman Thier, Robert 
McLaughlin 
VP Apparel Merch: Robert ROVJan 
Units: 91 
MW Volume: $53 million 

Indicative of the increasing importance of 
apparel at this sporting goods chain is a 
newly created executive position-vice­
president of apparel merchandising. Ex­
pansion continues with openings sched­
uled in Virginia and Illinois. Total volume 
exceeds $250 million. 

• M. Pearlstein 
LOUIS 
470 Boylston St. 
Boston, Mass. 02116. 
617-965-6100 

Pres.: Murray Pearlstein 
VP & Treas.: Jerome Pearlstein 
VP: Louis Pearlstein 
Units: 4 
Volume: $9.5 million 

At a time of soft sales in some areas and 
the proliferation of discounters, Louis has 
steadfastly stuck to its credo of quality 
despite the cost. Newest emphasis is on 
activewear and leisurewear. In Louis/Out­
door department the upscale philosophy is 
adhered to by featuring outerwear and 
survival looks from European makers. 

B. MITCHELL 
ED MITCHELL INC. 
670 Post Rd. East 
Westport, Conn. 06880 
203-227-5165 

Owners: Jack & Bill Mitchell 
MW Buyer: Bob Norton 
Units: 1 ' 
Volume: Over $2 million 

This family-oriented store has recently 
moved into new quarters providing 
17,000 square feet, nearly double the 
space at this old locale. Featuring both 
men's and women's clothing, names like 
Oxxford, Hickey-Freeman, J. Schoene­
·man, Southwick and YSL make up the 
merchandise mix. In sportswear, Bert 
Pulitzer, Hathaway, ArrOVJ, Damon and 
Lord Jeff anchor the department. lzod and 
Adidas are featured in active sportswear. 

THE SPECIALISTS 

MORVILLE 
1428 Walnut St. 
Philadelphia, Pa. 19102 
215-735-5400 

Pres.: Mario Di Carlo 
VP: Myron Lazar 
Units: 8 
Volume: $10.5 million 

Morville' s has reopened a traditional 
clothing department called the Executive 
Shop, stocked mostly with private-label 
merchandise. They have also unveiled an 
Italian department dubbed Angelo of 
Rome that features expensive imports. 
Striving to be the fashion store of Phil­
adelphia, the store now has both fashion­
forward apparel and traditional. 

C GRODD 
PAUL STUART 
Madison Avenue & 45th St. 
New York, N.Y. 10017 
212-682-0320 

Pres.: Cliff Grodd 
VP: Paul Ostrove 
GM: Arthur Grodd 
Units: 1 
MW Volume: $18 million 

At this trend-setting updated traditional 
store, women's wear is becoming an ever­
important factor. Expansion of the depart­
ment has doubled the space to 1,600 
square feet. In addition, emphasis has 
been placed on active sportswear with 
natural fabric apparel. Expansion is in the 
offing for 1981 to increase the overall 
selling space of this store knOVJn for its 
classic taste level. 

NOVEMBER 24, 1980 31 



~ 1 orourier :_ACTION 
Lady Puts Out an SOS For People After Bargain~ 

I 

By HARLAN C. ABBEY 
Cow'-"'lxpreu Staff leporter 

FOR MOST women, shop­
ping is a hobby - a serious 
one. For Mrs. Iris Ellis of 
Jacksonville, Fla., it has be­
come an occupation. 

From word-of-mouth news 
about bargain stores, she put 
together her "S.O.S. (Save on 
Shopping) Directory," which 
comes out in a new edition ev­
ery two years and is updated 
by a monthly "bargain hunter 
newsletter." 

Mrs. Ellis will be in Buffalo 
Monday to be interviewed on 
Ch. 7's "AM Buffalo" and on 
Ch . . 2's "Midday," to inspect 
the nine local stores that' are 
included in the "S.O.S. Direc­
tory" and to check over some 
other stores in the area. Then 
she will go to the new Charles 
Town Shopping Center in Uti­
ca, which contains only dis­
counted merchandise. 

MOST OF the 7,000 stores in 
her handbook are clothing 
stores. In the Buffalo area 
they are Sym's in Amherst, 
the Champion Products Inc. 
stores in Clarence and West 
Seneca, and the Darien Knit­
ting Co. in Darien. Also listed 
in her book are Black & Deck­
er Inc. in J3uffalo, for tools; 
Watkins for Spices, also in 
Buffalo; and the Glass Facto­
ry Outlets in Hamburg, Clar­
ence a'nd Buffalo . .J 

"I find I have to check up on 
stores every two or three 
years," she said in a telephone 
interview. 

'
1When you deperid on volun­

teers, at times they become so 

• a leather store that she's which can save up to 30-35 per­
heard good reports about, and cent on staples. Bakery 'thrift 
also to look for retail clear, spops offer 40 percent dis­
ance or warehouse clearance counts. "Freeze what you 
stores_ for which her current don't need immediately," she 
directory has no listings in advises, adding: "The crea­
Buffalo. tive approach makes meal­

SUCH STORES, she said, 
"sell the same quality of goods 
sold on 'Main Street,' but they 
seldom advertise. It's where 
merchandise goes after it's 
hung on the sales rack in the 
department store." 

Mrs. Ellis claims a super 
shopper can save up to 50 per­
cent on what he or she buys. 
"Most people will go ta two or 
three different stores to com­
pare prices on a refrigerator, 
for example,'' she explained. 
"You spend as much on cloth­
ing in one year as you do on 
the 'frig,' but few people will 
shop around before buying 
clothes." 

She explains that the best . 
bargains are found late in the 

' season or out-of-season, if 
available at all. For 'instance, 
boots and coats in late winter, 
bathing suits in late summer 
or fall, adding: 1 

planning more interesting." 

Although she says most men 
kre not goo4 shoppers -
"They buy for convenience" -
they can become the best 
shop~,rs because they are bet­
ter organized and keep better 
records. 

"MOST OF the letters I get 
about planning a vacation to 
take advantage of a Special 
discount store or a ,discount 
shopping center (a relatively 
new development) come from 
men,'' she admitted. ' 

' 
The biggest bargain 

around? She says it's her 
newsletters, which are offered 
free to anyone sending a 
stamped, self-addressed en­
velope to: S.O.S., Box 10482, 
Jacksonville, Fla. 32207. And 
the "S.O.S. Directory" comes 
with a money-back guarantee. 

SHE ESTIMATES refunds 
run only one per 1,000 copies 
sold, and she sells about 30,000 
per year. 

Mrs. Iris Ellis cheeks clothing quality 
• ... 'super shopper' to visit Buffalo area 

"CHAIN STORE clearances 
are the best bets for savings on 
hard goods. There are greater 
savings at the 'bump and dent' 
stores, but there are too many 
differnt models at those stores 
for the average consumer to 
compare pri~ elsewhere." 

"I'm not the best shopper in 
the world," she points out, 
"but the people who write to 
me are!" She also adds that 
although she buy~ clothes, 
food and furniture at special 
sales or discount rates, "I've 
made my husband promise to 

pl.-eoccupied with lower prices 
that they overlook the impor­
tance of quality. 

"I WOULD rate Sym's as 
the best bargain store in the 
Buffalo area because it buys 

high-quality merchandise and 
discounts it sharply. Finding 
high-quality merchandise 
marked down is not that 
easy." 

Mrs. Ellis also plans to visit 

When it comes to food sho(r 
ping; she advocates buying in , 
"box" or "no frills" stores, bury me retail." 





SYMS 
An f.dncafedOnmarrlsO.rBesrC-.., 

Dear Consumer, 

Thank you for making our first eight years 

in Woodbridge so successful. Through your patronage, 

we are now able to move next door where we will 

double the size of our store, double the parking, 

and double our selection. 

The new facility on Rt. 9 South and King Georges 

Road will open this Thursday, May 1, 1980 at 10:00 a.m. -



Thanks to you Syms will continue to represent, 

at off-price, over 200 world famous designer .and 
' 

brand names ~n ladies and mens clbthing. Thanks 
,/ 

· to , you Syrns -now carries other i terns such as luggage, 

domestics, and childrenis wear. 

Thank you prices start this Thurs~ay, May 1, 
. , 

at Syms new Woodbridge store on Rt. 9 Sou~h and 

King Georges Road. 

SS:rnm 
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CROWD PLEASER: Oleg Cassini capti­
vated the crowd with his charm and wit 
Tuesday night in accepting the Associat­
ed Men's Wear Retailers of New York's 

. 1980 Man of the Year Award. Among the 
Cassini-isms: "I was a renegade lover 50 
years ago when I was 17. I became Mr. 
Clean when I met Jackie Kennedy." Con­
tinuing his comments alxmt his early ca­
reer Cassini added: "It's tough in New 
York being an unknown designer, but in 
Hollywood, it's zero-zero." And he relates 
a tale about he was once fired in Tinsel 
Town because a dress he designed for 
starlet Rita Hayworth made the actress 
appear to. have only "one bosom." His au­
dience consisted of many of the 32 past 
winners of the award, including last year's 
recipient, Paul Wattenberg of Leon of 
Paris, who told BTL he was celebrating 
his49th birthday. 
Pt,oto, by Nd Moc~olaba 

BILL BRICK 

L•R: B1111M BibaB' ~ Zifflt8, Wallach6' Larry Levy and Evans 
Ariatocroi.' Si Kntt 

L-R: William B. KeBBkr'11 Che11ur Kuskr; Burma BibaB' Sam Klaus and 
AMRNY's Isidore Immerman 

WESTWARD BOUND: "In the 
last few months, I have been to· 
China, Hong Kong, Europe, Miami 
and Kansas City - and I can assure 
you, Les, Ball, had no second 
thoughts about his new assignment 
as executive vice-president of 
Macy's Missouri-Kansas. The set­
ting was a well attended farwell par­
ty for Ball at the Penn Plaza Club in 
Madison Square Garden. Ball told 
the crowd: "I know you don't want 
to hear me make a long speech. Be­
sides, it's almost 8 p.m. and, in 
keeping with my new lifestyle in 
Kansas City, I have to be in bed in 
45 minutes." 

S.J. 

POLISH-HUNGARIAN BASH: 
When Erwin Herling, long known as 
the godfather of the Polish-Ameri­
can textile and apparel connection 
(he's now also involved in U.S.­
H~_ng~~n _de~ls), decided to throw 



UM&M's Morton Weill 

MAN OF fflE YEAR: F'or 1980, the 
Textile Salesmen's Association (TSA) 
picked United Merchants & Manufactur­
ers vice-chairman Morton D. Weill to 
honor as man of the year. Industry execu­
tives turned out for dinner and dancing at 
New York's Tavern on the Green last 
weekend to honor Morty, as everyone was · 
calling him. 

Weill joined Cohn Hall Marx in 1930 
after graduation from Cornell University, 
first as a salesman, then assistant depart­
ment head and department head of the 
firm's men's wear division. Since that 
time, he's served a number of corporate 
posts at UM&M, reaching vice-president 
m 1977. A number of current and former 
UM&M executives showed up, "including 
a few of my former bosses," Weill poin_ted 
out. 
Photos by Corritt Boretz. 

MICHAEL LUTHER 

Eastman's Wylw Bourne Alice's Don Reed 

Charter's Howard Cole UM&M'sMartin Schµx,b 

Loomte:,;'s Carl Rosen 

LoomskiU's Joe Brodw 

"....,_.., • .: "'• "' ...,...,.., .... '"'"" ..,.,&£ .. er-, .. ..... 'J.1_ ... ...,.., ... , 
of sunshine into the hearts ·of our 
business associates and friends," he 
and his wife, Madelaine, did it in 
grand style at Regine's. 

Sitting fraternally, shoulder to 
shoulder, at a dinner including the 
best in music, champagne, wine, 
and food, were Polish dignitaries in­
cluding the Consul General and 
CoIQniercial Attache, plus the Hun­
garian Ambassador and Commer­
cial Attache, and a host of other 
government notables from both 
countries. 

Also present among the more 
than 150 guests were financiers, dip­
lomats, and men's and women's 
wear manufacturers who work in 
Poland • or Hungary through Her­
ling's firm, Getex. George Wein­
traub of George Weintraub & Sons, 
talked shop with competitor Don 
Cohen of The Aries Group. Other 
men's wear manufacturers who ate 
and drank face to face were Ed 
Wachtel, Europecraft; Seymour 
Birnbaum, Jaguar 4/40; Maurice 
Ottinger, now in his own business; 
E. Goo<U'riend of Gruner Rainwear, 
and Julius Hertling, who now heads , 
his own clothing business out of his 
factory in Brooklyn. 

Said host Herling, who used his 
60th birthday as an excuse to throw 
• the party, "I thought of doing a big 
fashion show ... but who wants to 
see Polish fashions? So I decided to 
bring everybody together for a little 
fun and fraternity instead ... It cost 
me a fortune," he said happily, as 
everyone, of every nationality, got 
up to dance an Israeli hora. 

C.H. 



35 Discounting old 
definitions 
We're not discounters, says Sy Syms 
of Syms, one of New York's best 
known discount stores. So begins a 
fresh perspective on what makes an 
off-price store. 

What is your estimate of the size of the 
discount clothing business at retail in 
New York? 

Here we are in a megapolis called New 
York, an area servicing 18-million peo­
ple. And, in this area of 18-million peo­
ple, I can think of only one discounter. 

One discounter? That's a surprising an­
swer. Who is this one discounter? 

The only one I know of in New York is 
Barney's, a legitimate discounter. 

But Barney's does not have a reputa-

Sy Sy ms has been described as having a dual 
personality, first as a leading off price merchant 
and second, as an effective television pitchman. 
He operates eight stores and has been retailing 
urukr the Syms banner for 20 y ears. His present 
title is president. 

tion as a discounter. In fact, it bills it­
self as a fashion store. 

True. The amount of discount given by 
· Barney's is nominal. Barney's may even 
discount merchandise where the public 
doesn't realize it. Most customers don't 
know, for example, what a Hickey-Free­
man suit sells for, or should sell for, or 
what any number of different designer 
suits should theoretically sell for. So this . 
customer probably won't know the dif­
ference if he sees a suit for $265 in Bar­
ney's, which most other stores are retail­
ing at $275. But that $10 is a legitimate 
discount. However, since suits aren't a 
known commodity, in the sense of a bot• 
tle of ketchup, consumers may not even. 
recognize a valid discount. 

Maybe we should have begun by askin& 
what, in your opinion, constitutes a le­
gitimate discounter. What does? 



Ah, just from the word "discounter," it 
would imply that this type of merchan­
dising involves the purchase of clothing, 
for instance, at the same factory price as 
would be paid by any fine department 
store or clothier. But then, this clothing 
would be retailed to the public at less 
money than by the competition. On the 
other hand, those retailers who don't pay 
the regular wholesale price aren't dis­
counters. They simply buy off-price and 
sell off-price. 

If this is how you define a discounter, 
what then is Syms? What type of oper­
ation? 

We buy off-price and sell off-price. As a 
rule, I don't discount. What Syms is, is 
an off-price operation. We represent the 
brands on their off-price goods, if they 
are willing to "break" their price. Oth­
erwise, we don't buy from them. We 
don't pay regular wholesale prices. If we 
did that, and then turned around and 
sold at a discount, then we would be dis­
counters. But we don't, and we're not. 

You said that you don't discount as a 
rule. Are there any areas where you do 
discount? 

Yes. But only in two areas: cologne and 
underwear. 

Do you think that customers know the 
difference between a legitimate dis­
count operation and an off-price one? 

Not yet, maybe. But in the future, this 
is a possibility. Remember, 25 years ago, 
when an average customer walked into 
a supermarket, she was basically un­
aware of what was going on, of cost com­
parisons and so forth. Today, however, 
you see that average customer looking at 
price, at contents and at value. She 
knows, for instance, that if she sees a bot­
tle of Heinz ketchup at $5 that she is see­
ing an unreasonable price. She may not 
know exactly what it should cost her but 
she knows what she won't pay. She is 
aware of market value. Actually, super­
markets are one of the most advanced 
forms of consumerism in our society. 

Based on what criteria, do you make 
that statement? 

Because supermarkets deal mainly in 
brands, but they also offer generic prod­
ucts as an option. 

Would you say that similar standards 
apply to your own business? 

Well, I often say that we don't carry 
men's suits; we carry names. The con­
sumer makes a "name" judgment in our 
store. So if a suit doesn't have a name, 
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we don't carry it. No, let me put that an­
other way. If a suit doesn't have a name 
the customer recognizes, we don't carry 
it at Syms. 

But don't the off-price operations hurt 
the regular price business? 

Not if the products have an inherent 
quality. Certain products can live with 
all sorts-of things going on around them. 
Let's assume [manufacturer A] makes a 
$400 suit for fall. And this is a legitimate 
$400 suit in every way: the tailoring, the 
fabric, everything. For the $400 custom­
er, the suit is definitely worth the price. 
Let's also assume that the wholesale tag 
is $200. Now wouldn't it be nice if [man­
ufacturer A] could sell a million of these 
suits-at $200 a suit? 

But some manufacturers are so busy 
fighting to protect price, they lose sight 
of business. They worry that some sharp­
ie will try to sell this $200-at-cost suit for 
$259. What if this happens? If the man-

, , There were far 
more discounters 
. . . 30 years ago 
than there are 
today.,, 

ufacturer has a high quality product, it 
will stand up to $400 tags. Either way, 
I certainly believe such a situation won't 
hmt the manufacturer. 

But what happens when the customer 
sees this suit for $400 uptown and 
$259 downtown? 

If that sufr can't be sold at $400, then 
the manufacturer has done a poor job of 
establishing his image. Remember also 
that not everyone can carry all sizes and 
all colors. 

Then you believe that competitive pric­
ing could be very good for the clothing 
industry? 

Well, I will say that operations such as 
Syms have been tremendous assets to 
manufacturers. 

Do you think that a growth of off-price 
stores and/or discounters could save 

the domestic clothing industry? 

There is more dimension to that question 
than a "yes" or "no" to the expediency 
of having Syms and Loehmann's-type 
operations in men's. That's not the an­
swer by a long shot. I would say that all . 
the Syms-type operations around the 
country, if put together, will not make 
the industry or break it. What does make 
or break the clothing industry are the in­
dividual managements. It all comes 
down to a very basic thought: business 
in America, any business in America, is 
only as good as its management. You 
can't blame an entire industry for those 
managements which failed to do the cor­
rect things to protect their businesses. 
The biggest danger to the manufacturer 
is mismanagement. And anyone who 
thinks his business is affected by the 
stock market or by a war in Cuba is 
wrong. Unless we're talking about a pub­
lic company, you're not affected by any­
thing, not if your business is being run 
properly. 

Sure, we can blame imports if we 
wanted to take a stand on something, or 
the fact that the government has done 
nothing to protect our textile industry. 
But plenty of manufacturers are surviv­
ing in spite of imports and some of these 
are relatively new. I would say that there 
are a number of successful conglomer­
ates, such as Harts, but there are also a 
lot of independents who are doing well 
today. Don't forget, too, there were a lot 
of manufacturers who went bankrupt 20 
years ago, before the onslaught of im­
ports in this country. 

But look what happened to the brands. 
Many didn't survive. What about that? 

You know, today, we no longer have 
brand names as we used to know brand 
names in men's clothing. But today, we 
have something new: designers. These 
are the successive branded generation, 
and something consumers evidently 
identify with. These labels have become 
indicative of certain types of products. 

Wasn't it these designer labels replac­
ing the branded ethic, plus the break­
down of dual distributions, which 
birthed a lot of discount and off-price 
clothing operations? 

How old are you? Obviously, you don't 
have a good recollection of the men's 
wear off-price operations of 30 years ago. 
You don't have any idea of the numbers. 
There were far more discounters, if that's 
what you want to call them, or factory 
outlets or whatever, 30 years ago than 
there are today. There. That throws a 
kink in your premise. Thirty years ago, 
I used to walk down the street and there 
were 22 stores in three blocks. One guy 
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was selling McGregor; another, Interwo­
ven and so on. Everyplace you went, 
there was a discounter. 

What happened to all these operations? 

Many things have changed. The auto­
mobile changed a lot of things about life. 
Also many operations consolidated. Oth­
ers just grew and grew. 

Yes, but most people tend to think of 
off-price men's wear as a growing phe­
nomenon, not a shrinking one or even 
one which is staying the same. 

Pick up a telephone and call a brand 
name in men's clothing, someone who 
has been in business 30 years or so, and 
ask him how many calls he used to get 
in one week from discounters looking for 
goods. Then ask him how many he gets 
now. If he's honest with you, I'll bet you 
those calls are down to one-tenth of what 
they were. 

So you don't think this type of retailing 
is on an up curve? 

No way. 

Do you think the men's market could 
support rapid growth in off-price mer­
chandising? 

Support it? I would say that would be 
dangerous. In soft goods, that's danger­
ous. It's another story in hard goods. 
There, the marketplace has millions. 

I'll answer that question with an ex­
ample. Let's take Korvettes. It is a true 
discounter in hard goods, and was from 
the inception-and a very important dis­
counter, too. Then, it went into soft 
goods. Well, the man who ran it, the way 
he was a discounter in hard goods was 
that he'd get hold of two-ton trucks full 
of Zenith televisions, or whatever, and 
he'd get terrific deals. But, if he wanted 
to get hold of Hickey-Freeman suits, fig­
uratively, he couldn't get such a terrific 
deal on a two-ton truck, as it were. And 
he later learned this. The same man who 
was such a success at hard goods dis­
counting tried to get into designer 
clothes at off-price and lost a lot of mon­
ey in the attempt. 

What happened? What made the differ­
ence? 

In hard goods, there is some protection 
of the name. Clothing manufacturers are 
not so lucky._ See RCA and Zenith didn't 
care who discounted their goods, not as 
long as they were paid their wholesales. 
Afterwards, a retailer could go hit his 
head against a wall making a dollar bill, 
a five-dollar bill or whatever, on a tele­
vision set. Or he could lose $10 on every 
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set. The RCAs and Zeniths didn't care. 
They got their full profit on the trans­
action. They got their wholesale price. 

Do you think this sort of thing will ever 
be possible in apparel? After all, Levi 
lived through price wars. 

An advent of this in apparel? As soon as 
a gigantic, powerful name leads off. And 
it may be a very profitable thing. 

Why do you think this didn't happen 
more frequently after the FTC struck 
down fair trade? 

Well, this legislation couldn't lead to too 
much of breakdown in soft goods. In the 
case of branded apparel, you have: to talk 
department stores, and large department 
stores are basically congolomerates. 
They have to have their percentage 
markups. They won't deviate from that, 
and they feel they can't. 

, , Supermarkets 
are one of the 
most advanced 
forms of 

. . 
consumensm 1n 
our society. , , 

Do you think that FTC watchdogging has 
been beneficial to consumers? 

Absolutely. The example of Levi's price 
footballing is a case in point. Retailers 
may pay $7 or whatever for a jean and 
then want to sell it for $8.99. Now they 
have the right to do that and the right 
to advertise it as such. Fine. This is a pro­
tection for the consumer: the establishing 
of fair market price. 

But you don't advertise brands. 

We are an off-price operation, not a dis­
counter. 

Do you think that fair market price 
should be the standard for all types of 
products? 

As a consumer myself, and not from a 
point of view of industry knowledge, but 
as a consumer, I think that one of the 
biggest rip-offs is colognes and perfumes. 

Somebody puts a mixture in a bottle, a 
few chemicals or something, and they get 
$10 for two oz. 

But I think these companies should be 
required to sell to anyone who can pay • 
their bills; to any retailer who wants to 
sell the product regardless of price. I 
don't think that will hurt the strong 
names. As we know, discounting didn't 
hurt RCA and Zenith back in the late 
40s. Let the retailer and customer eval­
uate whether or not the two oz. in the 
bottle are worth the $ 10. Let it become 
more of a consumer evaluation. I'm not 
against customers paying $125 an oz. for 
Jean Patou's "Joy." That's the going 
market price, and if they feel it's worth 
it, then it's their decision. But I don't feel 
that manufacturers should have the right 
to pick their accounts. Products should 
be on the open market. 

But isn't this discrimination of another 
sort? 

Maybe to a degree, but sometimes you 
have to put a sense of values up front. 
I'm thinking in terms of the consumer. 

But wouldn't this sort of seesawing 
price, which would certainly result, un­
dermine the credibility of a product? 

I don't think it would hurt anyone. First 
of all, it might be a small hardship to the 
manufacturer, but I believe that the con­
sumer has to win out overall. Even so, 
I don't think it would hurt manufactur­
ers all that much. Take that perfume 
again as an example. I don't think there 
are many retailers who would want to in­
vest $60 in one oz. of perfume only to 
turn around and sell it for $70. And ob­
viously, no one is going to sell it on a 
steady basis for under $60. In the end, 
this manufacturer would probably sell 
many more units. 

Or conversely, as a way to escape vac­
illating retails, wouldn't stores tum 
back to private labels for protection if 
this scenario occurred? 

Very few can accomplish that. Anyway, 
that depends on management and on 
how effective they are. I can think of 
only one operation that is an exemplar: 
Brooks Brothers. Brooks Brothers cijdn't 
bring in designers, didn't go the way of 
most other stores in the 70s. Yet, today, 
Brooks Brothers is a retailer who is to 
be highly respected. It is, in fact, a brand 
name. And they did it themselves. 
Brooks management must have spent 
five or six years of horror sticki11g to 
their guns. It wasn't easy. They probably 
lost in their receipts a few years back, but 
these gentlemen knew what they were 
doing. They hung in. They stuck to their 
image, and today, they are a great brand 
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name even though they are a retailer. 

Couldn't more stores go the way of 
Brooks Brothers? 

You know, every time you change your 
image, you lose years. It's going to take 
a lot more years than you know. One 
store, for instance, kept advertising that 
it was getting better all the time. Of 
course, we can look back to the start of 
that and see that first you actually have 
to make the store better and then adver­
tise the fact. But you can't tell people, 
"Hey, come to me because I'm better to­
day than I was yesterday," only to have 
them, indeed, come to you and you are 
the same as you always were. That's a 
case where the advertising was running 
ahead of fact, but that's a common prob­
lem when a store tries to change image. 
It's not so easy. 

What image would you say Syms pro­
jects to the customer? 

Number one, we try to be very good 
storekeepers. We try to make life a little 
bit easier for the customer. We don't give 
much service per se, minimal actually. 
But we do color-coordinate sizes, so once 
a customer shops here he knows exactly 
where to look for his size. For instance, 
whenever you see a green tag, you auto­
matically know that the garment is a 40 
regular. 

But being an off-price branded oper­
ation, how do you ensure style or label 
continuity? Doesn't your image suffer 
in tight markets? 

We represent, off-price, SO men's cloth­
ing manufacturers. That's SO names. If 
the market is tight and six or seven don't 
have anything for you, you still have 40 
or more. Now, if all 40 or SO should dry 
up for one reason or another, and there 
is nothing to replace them, then there 
would be a hardship. Unlikely but even 
so, I suppose I would have to go to Can­
ada or elsewhere. But there isn't much 
chance of that happening. 

You mentioned earlier that imports 
have hurt the American clothing indus­
try. Yet, Syms has imports. 

We carry a lot of clothing which is made 
in Europe because we carry names. The 
two are sometimes inseparable. 

Do you ever buy from companies which 
have set up separate divisions and la­
bels for off-price or mass merchandis­
ing operations? 

Not generally. I prefer to buy strictly off­
price for my own markup. I will carry 
the so-called unbranded, but these buys 
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have to be in proportion pricewise. 

What about irregulars? 

I was weaned on haberdashery. Original­
ly, in Syms, my main thrust was having 
the contacts to get irregulars, and to this 
day, we carry irregulars in shirts, socks 
and things of that nature, but from better 
makers. 

Could you give a ball park percentage 
for the amount of off-price men's busi­
ness in this country? 

I would take a wild guess and say about 
8%. Let's see. Back in the earlier days, 
men's haberdashery makers ran about 
2% irregulars. Figuring about the same 
today, and including that 2% in the per­
centage of national off-price business, I'd 
say 8% as a ball park percentage. 

,,1 think 
these companies 
should be 
required to sell 
anyone who 
can pay their 
bills.'' 

Y(ho are some of the larger off-price op­
erations in the country? 

Probably some of the largest, unless I 
miss my guess, are the manufacturer­
owned operations. Some have large num­
bers of stores, but in the long run, some 
of these might be a mistake. It is very 
tough being good at both manufacturing 
and retailing, not that it can't be done. 
Some ):i.appen to be very fortunate in hav­
ing managements who are trained in re­
tail. These are exceptions, though. But 
running these types of stores is not like 
running private ones. Managers some­
times just keep grabbing goods and the 
windup is, the o-t-c operations get stuck 
with more dead stock than if manufac­
turers had simply sold it off from the fac­
tories. 

Yet, these stores are profitable from a 
bookkeeping end, aren't they? 

You may see the day, maybe not soo:;i, 
but there may eventually be some sort of 
vertical antitrust against these types of 
manufacturing/retail operations. 

What about the type of manufacturer 
outlet stores where one vendor barters 
with another? 

Oh yes, there is one such individual who 
went to big manufacturing firms and 
said, "Okay, you give me some shirts," 
for example, "and tell me what you want 
to get at retail." Then this individual 
would take 30%. But, if the shirts didn't 
move, he'd call up the manufacturer and 
say, "Look, I have to drop them down 
from $10 to $8." And then, the vendor 
wasn't getting $7 a shirt; he was getting 
$6 or less. But, you know, this concept 
has been successful, and as far as I know, 
it is still in existence. But a lot of man­
ufacturers I know became disenchanted 
with it. 

What about manufacturers who gener­
ally sell "on memo" to their accounts? 
What do you think of the practice? 

I think this is silly. The whole premise 
is silly and I think the only ones who 
would enter into rubber-band selling are 
those who do not feel as though they 
have a strong position in the market­
place. Recently, I read where the FrC is 
looking into the possibility that depart­
ment stores are regulating prices through 
collusion. This is unfair to the consumer 
and unfair to the manufacturer. But both 
are examples of the types of pressures in. 
the apparel market. For instance, a de­
partment store will say to a manufactur­
er, "Okay, I am going to give you a big 
break and carry your goods, but if I see 
them anywhere else in the area, that's it 
for your line." 

In other words, you don't believe in ex­
clusivity? 

That's not what I said. There are in­
stances where new manufacturers or 
names need a showcase, and then exclu­
sivity becomes a matter of business judg­
ment: whether or not to agree to a store's 
terms, temporarily, for future sales po­
sition. 

Do you think that large exposures help 
a product? 

Yes. But to promote certain lines, I 
would go directly to the consumer. 

Through what means? 

Advertising. I've often thought that ap­
parel manufacturers do not advertise di­
rectly to the consumer enough. Some 
have, and it's been successful. 
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There are ways of promoting and show­
casing; I'm not downplaying that. It all 
depends on the individual product, the 
image of that product. But I do think 
that demand t:an be created. 

The more advertising directly to a con­
sumer, the more it reflects back on off­
price branded operations. Right? 

First, a product has to be at a fair mar­
ketable price. But the type of outlet 
counts. Everybody doesn't automatically 
take a free ride. 

Let's go back to the televisions. When 
RCA and Zenith advertise, the discount­
er benefits, sometimes at the expense 
of regular price outlets. Isn't that so in 
the case of televisions? • 

The product benefits. But let's look at 
regular price stores. Take a Blooming­
dale's type of department store. They 
have other assets. A customer isn't lost 
when he pays regular price for a televi­
sion set because Bloomingdale'~• or simi­
lar, will back up that sale with service. 
Look at Sears. They created their own 
brands, did not discount, and look at the 
success they've made on reliability and 
service. Sure, you can buy a set from a 
guy down the street who has big signs 
in the window and cheap prices inside, 
but if something goes wrong with that 
television, you're on your own. The cus­
tomer has to tie aware of this. Some are, 
and that's why discounters haven't 
knocked department stores out of hard 
goods. They sell service as much as they 
sell televisions. 

But discounters have nearly knocked 
department stores out of the hard 
goods business. 

.Maybe in appliances, but look at Bloom­
ingdale's. They're basically a soft goodi; 
operation, yet they are very big in this 
market with home furnishings. 

Still, they lost appliance business. Can't 
the same result happen if apparel 
prices football? 

Theoretically, yes. But it hasn't in wom­
en's wear. 

What you're saying is that stores still 
have to hit certain markups. What 
markup does or should an off-price op­
eration hit? 

I don't think that there can be too much 
fluctuation in this type of operation ei­
ther. If a good merchant is operating the 
business, he has to get rid of goods. But, 
in this type of store, there are more in• 
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ventory problems than you have in a reg­
ular type of operation. There, you buy 
exactly what you want right from the 
start. There aren't too many surprises. 

I would say that a range of typical 
markups in off-price stores would have 
to be from 30% to 38%. 

When you say inventory problems, what 
are you talking about? 

We always get surprises: just today, for 
instance, we bought several thousand 
jeans from one of the top jeans names, 
fashion jeans. We were originally told 
that the reason we're getting them is be­
cause the ones which are marked size 30 
are really 32, and so on. And, rather than 
reticket and repack the whole lot, the 
manufacturer would rather dump them 
and get them out of the line. So we took 
them. And what happened? The reverse 
was true. Yes, they were mismarked, but 
instead of up, down. The size 30s were 
really 28s. So, where we thought that the 
largest was size 33, which would actually 

, , I often say, we 
don't carry men's 
suits; we carry 
names.,, 

have been a 35 or 36, what we really 
wound up with was a top size of 31. 
That's a problem. We had to measure 
them all today, have them tried on and 
everything. That's the kind of problem 
you get. You buy 100 dozen sport shirts 
and the vendor forgets to tell you that 
60 dozen are orange. 

What do you do? If it's a vendor you 
work with, you just ticket them the same 
as the others. But it's hard to move or­
ange. These are the kinds of problems 
you work with in this kind of business. 

Do you buy from, or sell to, jobbers? 

No, and no. We especially don't use 
them to sell off inventory. We use the 
consumer. 

Throughout the interview, you have 
shown a lot of interest in the consumer. 
The same is true of your commercials. 
Who evolved this point of view for you? 

We do all our own advertising, from in­
ception to execution. We don't use any 

outsiders-no freelance writers, no free­
lance anything. 

No advertising agency? 

I worked in my store for 17 years before 
I started to advertise. I knew my con­
sumer because I waited on him for 17 
years. Well, if I had 17-years experience , 
and I hired an agency who would then 
send a guy in to do a little research, 
should I then say, "Hey, you're the pro­
fessional; what do you think?" This guy 
may be sensational, but I would feel, and 
did feel, more comfortable doing it my­
self. 

Are the effects of this advertising mea­
surable? 

Over the years, yes. 

What dictates which m·arkets you 
choose for expansion? . 

Our overhead is pretty standard. What 
dictates? Our suppliers, we check with 
them about certain markets, that's num­
ber one. Number two, we are a private 
company, and opening stores is easy. It's 
running them that's difficult. 

Actually, we haven't opened that 
many stores. We have five in metropol­
itan New York, serving those 18-million 
people I told you about. Most of them 
can, in fact, reach one of our stores in 
30-min. time. We have a store in Buffalo, 
about nine years old. 

Then we have a store in Florida. This 
one is going on 11 years. We have it so 
that we can sell short-sleeve shirts for 12 
months a year. It's the only place you 
can do that. So if one of our suppliers 
has a lot of short-sleeve shirts for August 
I delivery, we're in a position to take 
them. 

Finally, we have a store in Washing­
ton, D.C. Here is a store where we care­
fully chose the site. There was a lot to 
this decision. We checked with our sup­
pliers. We carefully read the demograph­
ic stats. During this, we discovered two 
things. Number one, the highest per cap­
ita income county in the United States 
is Montgomery, Md. Number two, the 
number two, per capita income county 
in the United States is Fairfax, Va. The 
one thing that both of these have in com­
mon is that they are suburbs of Wash­
ington, D.C. So we said, "that's for us." 

Has there ever been an instance of a 
manufacturer offering an incentive for 
you to open a store in a particular area, 
or trying to discourage you? 

No. Well, just the fear that I might lose 
a line if I didn't open a stO!'e in a certain 
location. But that was years ago, and it 
has never happened since. ■ 
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Reporters• Notebook 

Faces & Places-
OLAF FUB sez: Norb, the tax 

accountant, muses, "Wonder 
what Patrick Henry would have 
said about today's tagation -
WITH representation= .. : 

> * • * * ' 
NOW IT'S Lewis and Lewis 

Corp., as son Allan becom~ a 
full partner with dad Norman.in 
their Liberty Bank Building law 
firm . . . 

* * ON THIS DATE in 1970, dark­
ness spread from southern 
Mexico to the maritime prov­
inces of Canada as the moon 
eclipsed the sun , . . 

* * * 
READER REPORTS that 

Hens & Kelly's Northtown Plaza 
store display of cooking utensils 
included items listed as "Chic 
Fryer." Wonders, "Is this a Col. 
Sanders protege all gussied up 
for the Easter parade?" ... 

REUNION: West Seneca Cen­
tral class of '68; contacts: Ma­
ryann Lo Bue Swieczkowski, 
649-6459; Michael Flynn, 882-
1896; •Sheila PeITy Pancia, 649-
6720 .•. 

* * * 
filGH BROW Sabres fan has 

this bumper sticker: Cogitate 
Stanley Cup . . . 

... * * 
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SUSANNAH BOCHENEK, 10-
year-old 5th grader in Small­
wood Drive School, Amherst, 
won an award from Cricket 
magazine for ' this drawing 
featured in the publication's 
March issue. Susannah is the 
daughter of Mr. and Mrs. 
Chester F. Bochenek of 45 
Thomas Jefferson La ne, 
Snyder. 

IF YOU have cfifficulty under~ 
standing George Bernard 
Shaw's directions in life, this 
quote might help: "My only 
policr, is to profess evil and do 
good ... 

* * 11< 

school category at the 27th Na­
tional Model Plane Show in 
Cleveland . .. 

BOit KERSTEN, a member· of , * * * 
the "Flying Knights of Ham- THAT MISUNDERSTANDING 
burg" and a South P-..rk High between Mayor Jim Griffin and 
School student, took first place the Downtown YMCA has been 

;n t~ Mdio ~I ge,=I ba:;Jp;;/;;;: ;, 

taking to the courts here this­
week to .play-- nr the Western 
New York Singles Handball 
championship tournament .•. 

• • * 
METRO BOS driver on Main 

Street route got plenty of laughs 
from his passengers one day re­
cently by announcing loudly, 
"Summer is here." What he 
really meant, of course, was 
that the bus -Was approaching 
the Summer Street stop . . . .. . ·• 

FOR A study in contrasts, 
catch the soft-spoken and sedate 
Sy Syms and the boisterous 
Barry Lillis doing their respec­
tive things in consecutive TV 
commercials . . . 

... -- . 
DAN KELLER of 301 Kehr be­

came the first Burfalo high 
school student ever certified as 
a .parachute rigger. He took his 
course at Burgard Vocational 
but had to wait until his 18th 
birthday to take the test . • . 

• • * 
IIAPPY BIR'l'JllfAY - Rode• 

na Washington, Romeo DiPirro, 
Florence Wantuch, 'Harold T. 
Bihr, Delia J. Kleinfelder, Clint 
Van Slyke, John Saintcross Jr., 
John Thomas Warner, Terry 
Plummer, David Zaleski, Laura 
McCormick, Laura Latona, 
Geraldine Bereziuk, Sheri Sen­
fleder, Tom Sufalatto, Joyce 
King, Cass Rasins, Heather 
Halasz, Joanne Thompson, Ruth 
Lietz, George Bushley, Thomas 
A. Kaminski, Tom Ritchie, Bill 
Margel, Stella Storck, Lod Ann 
Wahl, Charlotte Ann Wahl, 
Ch.arles Trautman, Liz Pietr7,ak. 
Max Senft Jr., Paul Rybak, Jeff 
Dombrowski. 
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OUR NOT-GUITIE-FAMOUS FACES 

•■y .... A WOODS 
anti RICKI fULMAN 

, VIRGINIA, there Is a Rula 
Lenski; she's not just a creation 
of the Alberto-VO hair commer­

ials. And the woman behind Cooky the 
teak pub maven on TV really is his wife 

nny, who supervises the soup-and-salad 
bar Just as the ads indicate. 

But Mariette Hartley Is Mt really Mrs. 
anaes Garnet:, although she plays that 
le In the Polaroid COR\mercials. And 

Marcy Syms, New York's newest advertis­
ing celebrity, really ':ts a private persen 
behind her public face. 

Like us, you may have wondered who 
are tile people behind the faces that pop 

p in television commercials. After a 
ittle research and a few long-distance 
lephone calls, we found four of these 

not-quite-famous faces: two New Yorkers, 
a Californian and a Londoner. 

MARCYSYMS •r•,,_,,,,,.,. .,.,...., 
E,'<ERYONE HAS been asking Marcy 

Syms the same question lately. Has 
starring in a TV commercial 

ehan,ed her life? "No," she says with ·a 
frown. "I hoped it would, but not so far." 

Marcy bas been Syms' public face 
ainee January, when a series of 30-second 
cemmerclals went oa the air several 
lrilhtt a month. Marcy, who is 28 and the 

re•• advertising manager, has replaced 
• father Sy; the 1tore's president and 
•fl!kr, u -T-V representative. - . 
«we are known as a men's atore,"-she 
lained, "but we have been sellio, 

n's clothes, too, since 1970. It's 30'Yo 
1>ur business, so we thoueht it might be 
ectlve to have a lady talk about a lady's 
ld." 
Although Marcy has been Introduced 
luncheons II America's answer to Rula 

Leuu, she is 'not likely to stir up as 
eh of a following. She ls shy.- so shy 

thatdurinl a recen rview she Insisted 
that lier assistant e 1tore treasurer 
,it la to live het upport. She wore 

no makeup or jewelry, and looked uneasy. 
She got the TV jolt because her family 

and the store's other c,fficers saw a test 
commercial and decided that Marcy pro­
jected "friendliness and a belief in what 
she was sayine." 

All the commercials were filmed in 
one morning last fall. "I was so nervous," 
Marey recalled, "I memorized every ward. 
That meant I could do them all in two 
takes - usually it takes all day." Now the 
guys in the studio call her "two-take 
Marey." 

Syms has eight stores that offer a mix 
of half-price merchandise from such de­
signers as Ralph Lauren and Kasper as 
well as bargain-basement items. Although 
Marcy's two younger brothers are in the 
business, she never planned a career in 
retailing. She says she absorbed a lot of 
store lore while growing up in Westches­
ter. After getting a degree in English 
from Finch College and a master's in 
commun·ications from Boston University, 
she worked as an assistant to R. Peter 
Strauss at WMCA. When he left for 
Washington, she quit, and began plannin& 
advertising on a free-lance basis for Sym's 
store in Falls Church, Va., near the 
capital. 

"I loved it," she says. "My roots came 
to surface, I guess, and so I joined the 
company when I returned to New York." 

Her job involves planning the advertis­
ing, buying the. time and working on the 
copy. She and Sy write the commercials 
together . . 
• "Many people called up asking if I was 
his wife when the comercials first aired," 
she said. • At first he said no, then he 
decided It's good if people think he has a 
young wife. . 

"I was hoping," Marcy confessed, "that 
certain boys I had ccushes on when I was 
erowine up would see me on television 
and say to themselves, 'She looks so good, 
I should call up and ask her out.'" 

Instead, kids on her block or in the 
. subway ask her if she'• the woman in tbe 
cornmereial. Or aome just yell, "Marcy 
Syms, Marcy Syms" whenever she walks 
by. 

One customer walked Into the store 
recently aad told Marcy she had come 
"just because ·of me, and in fact, she 
wanted to buy the outfit I wear on TV. 
That's unusual, but° she naade my day." • 

r 

. MarcySyme Ken Korolkln/0.IIY Nawl 
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MARCYSYMS 
Sy's Oldest Daughter 

Please tell me if -the woman 1 

- in the Sym 's commercial is his 
wife or his daughter'! How old 
is she, she bas such an ageless 
lacer"- S.J., Amherst. 

Marcy is the ever-loving 
daughter of Sy and Ruth Syms. 

Ms. Syms, 29, is the oldest of 
, six Syms children and began 
I> working with the ram1ly compa­
r -ny in March 1978, when the 
a Syms chain opened a new store 
a in Washington, D.C. 

"I planned the firm's media 
' blitz campaign to inform our 

new Washington customers 
, about our off-price buying." 

Marcy says from her office in 
New York City. 
, "Along with doing the radio I 
and TV commercials with my ' 
dad, I'm executi.ve director or 
marketing and advertising.'' 

1 
Marcy bas a BA in English 

i literature from Finch College in 

l 
/ New York -and a masters In 
communication from Boston 
University. After college she 
WOl'ked as a research assistant 
to the president of WMCA radio 
in New York. 

She also worked as a para­
legal with the State Prosecu­
tor's Office and coordinated the I 
fund-raising auction for the 1 
PBS station in New York. 

Marcy got some voice coach­
ing ·tor the commercials from 
her dad, who was a play~by-, 

t pla_y football and baseball an-
' nouncer- before be went into the 
: - clothing business 19 years ago. 

i

. "We cut the three commer­
c~ in two days of studio tap­
ing," Marcy says. "Three of 
my brothers also work in the 
company and one o( them may 
be doing some commercials in 
the near future." 

"He's great at doing imita­
tions and is the real ham of the 
f •ytt ~'If}/_~ 
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anted something sensational for a wedding in March,' said Pat 
:esky, left, of Mill Neck. She's not a Leohmann's regular, but was 
i,sed with her purchase. According to Mina Asserson, below, a 
: maven from Mill Neck, 'When I ha,d to ha,ve a foot operation, 
: my Dpctor, "You're infringing on my shopping time.'' My 
band figured the operation actually saved hjm money.' 

'I've done well here, but you ha,ve to know what you're looking for:' said Joe 
Alessandria, a Syms regular. 'I'm trying to find something for [my d ghter] Brooke. 

I like to browse,' Michelle Estren of Atlantic Beach said at at arshall's. 

MIiien T■ llar 
The following list of major discount stores 

on Long Island is meant as a guide to the nov­
ice bargain hunter. There are a number of 
other stores, large and small, on the Island 
that offer merchandise below retail cost. 

Burlington Coat Factory Warehouse: 
Tl).ere are two stores oµ Long Island, one in 
C<5piague and one in Lake Grove, with an 
enormous selection of coats and suits for men 
and women. A full line of sportswear for wom­
en is carried, while men and children can se­
lect everything from socks to nightclothes as 
well. Prices are at least 25 per cent below re­
tail stores, and, with periodic sales, can be as 
great a~ 60 _per c~nt: M~ter _Card and Visa 

women's department (to s· 44). Prices are 
usually discounted 30 per cent off retail, with 
some racks devoted to savinizs of up to 60 per 
cent. The stores carry shoe$ and lingerie at 
discount, and will take Visa 'and Master Card. 
Normally, returns are accepted for two weeks, 
but that has been extendedi for Christmas. 

Loehmann's-The dowager dutchess of dis- r 
count stores with stores open until 5:30 PM , 
every day but Wednesday, when they're open 
until 9 PM. The chain's five area stores are in 
Hewlett, Bay Shore, New Hyde Park, Hun­
tington and Queens. Still unbeatable for de­
signer merchandise, the store claims its prices 
are at least 30 per cent less than regular re-
.L - !, --- - - - .1 ... - . I 1 • 1 • 1 1 • 
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available when manufacturers are 
anxious ta be rid of excess stock, and 
pass on those savings.) 

Generally speaking, the barer the 
setting, the greater the bargains. 
Syms claims a rule of thumb of 40 per 
cent lowei; prices, but can go as low as 
50 per cent off. Loehmann's may also 
go as low as 50 per cent. Each store 
prefers a continuing markdown policy 
to having ·sales. Syms tantalizes with 
a further technique of posting mark­
down prices on garments the minute 
they come into stock, but the prices 
are to take effect at a future date. 
Customers must dec.ide if they are 
willing to take the risk of the gar­
ment's being sold while they wait for 
the markdown to go into effect. 

Syms has the added advantage of 
its depth of quality menswear stock. 
NBO (National Brands Outlet) has_an 
exclusively menswear stock, but at 
Syms, a woman can shop for herself 
upstairs while a man shops for him­
self below. 1 

Whether '6ff-price or discount, es­
sentially the establishments can offer 
savings t.o consumers because they 

buy manufacturer "overruns" r odd 
lots. Manufacturers must pla their 
fabric orders well in advance of the 
season, and a miscalculation of the 
degree of enthusiasm at the rei'l lev­
el for a texture or color could ult in 
unused bolts of material or a mber 
of finished garments the disco ter is 
happy to take off their hand! for a 
lower price. The conventional ftitailer 
wants a depth of st.ock, knowi g cus­
tomers expect to find a giyen i m in 
a range of sizes and colors, but the 
discounter will take broken si~s and 
incomplete color ranges , 1 

"We're opportunists," said Loeh­
mann's group manager Gene ~albert. 
"We stand ready to absorb i11dustry 
overage." Not only does ·Loe~ann's 
(and hundreds of more rec,e~t dis­
count and off-price arrivals) absorb 
the overage, but it pays p~

1
mptly, 

picks up the goods in its own cks, 
and endeavors to have the g . ents 

-Continued on age 9 

on Long Island is meant as ·a guide t.o the nov- usually discounted 30 per cent off retail, with 
ice bargain hunter. There are a number of some racks devoted to savings of up to 60 per 
other stores, large and small, on the Island cent. The stores carry shoes and lingerie at 
that offer merchandise below retail cost. discount, and will take Visa•and Master Card. 

Burlington Coat Factory Warehouse: Normally, returns are acce~d for two weeks, 
There are two stores on Long Island, one in but that has been extended for Christmas. 
Copiague and one in Lake Grove, with an IA>ehmann's-The dowager dutchess of dis- ' 
enormous selection of coats and suits for men count stores with stores open until 5:30 PM , 
and women. A full line of sportswear for worn- every day but Wednesday, when they're open 
en is carried, while men and children can se- until 9 PM. The chain's fivel.~ea stores are in 
lect everything from socks to nightclothes as Hewlett, Bay Shore, New nyde Park, Hun­
well. Prices are at least 25 per cent below re- tington and Queens. Still unbeatable for de­
tail st.ores, and, with periodic sales, can be as signer merchandise, the store claims its prices 
great as 60 per cent. Master Card and Visa are at least 30 per cent less than regular re­
accepted; only credit is given for returns. The • tailer and 25 per cent less than other dis­
return policy is usually stringent, but Christ- counters. No sales, as such, are held, but stock 
mas goods can be exhanged until Dec. 31. A is marked down if it remains in· stock more 
seamstress on the premises can advise. Stores than a few weeks. Accessories and a smatter­
open daily and Saturday from 10 AM to 9 PM; ing of cosmetics are now a:vailable. Labels are 
Sunday from 11 AM to 5:30 PM. removed, but a del!igner name~y show up 

Clothes-Outs: . With branches in Hewlett, on the tag now and then, particularly in the 
Lynbrook, Rockville Centre and Huntington, top designer Back Room merchandise. No re-
h 

turns; checlt.s only. • 
• t e chain keeps its turnover high by weekly Marshall'.s; One of the largest discount 

markdown racks for slow moving merchan- chains, Marshall's has four Long Island stores 
dise that can run as much as 80 per cent off (Carle Place, Huntington, East Islip and 
listed price of name brands. All stores are Stony Brook). All are open from 9:30 AM un­
open from 10 AM to 6 PM Monday through 
Saturday, with Huntington and Rockville til· 9:30 PM six days a week, plus Sunday 

afternoons. Along with casual men's, women's 
open Sunday afternoon. Stock is largely a d hildr n' th fi ·1 • ted ch • 
name-brand separates, geared to the young or hn 1~ e swear, ~ amt y-otieq , am 
working woman, sizes ranging from 516 to . as mens and _acceBSOnes, plus a womens de-
15/16. No credit cards· credit given for re- partmeJ?,t, Savin~s range from, ~O to. 60 per 
turn ' cent, with some UTegulars, but identified as 

s. . . such on the han~-tag. Shopping carts make 
The Coat Company: With three stores, m carrying purchases (and small children) ehsi­

_New Hyde Park (women's s~ck only), Hew- er, but it's rash to look for help from sales per­
le~t and Syosset, no attempt is ~ade to be all sonnel. Master Card and Visa accepted and 
thmgs to all peop~e. The stoc~ 1s coats, ~ats refunds given within two weeks. • 
and 'fllore c_oats, with a few suits on the side A Syms: Only one of the eight-store chain is 
mens section was added three monthJI ago, located on Long Island in Roslyn Heights 
·a.nd there are desi~er shirts and ties in l;lddi- The store is open . from' 10 AM to 9:30 PM 
tion to co~ts and s~1ts. Each store has a differ- weekdays, and from 9 AM to 6 PM Saturdays. 
ent evening opening; all are open Sunday The family reputation is built on quality 
afternoon.. Stock is priced between 20 and 60 menswear but the women's area has been 
pe~ cent· off retail price~, dressing r~ms are rapidly eJq>anding for the past nine years, 
private, comfortable chairs are P!acea for the with cocktail and evening wear the newest 
weary, and Maste~ C!lrd and Visa accepted. addition. Linens, luggage and children's wear. 
Money refunded w1thm tv..J weeks. have been added within the past two years. 

Jeffrey's: Four stores on Long Island (Syos- Certain selected merchandise is sold at a low-
set, Port Jefferson Station, Comniack, South- er than normal discount for one hour each ::::s 
ampton). Most stores are open daily, Sunday. evening. Alterations are possible. Purchases -
afternoons and evenings. The store has cloth- can be returned for credit within two weeks; : 
in~ and accessories, with an unusual depth of Only Syms chai,ge is accepted. The store's -::r 
stock for a discount house. The bulk of the popularity is one of its biggest problems be- S' 
stock is geared to juniors, although there is a cause parking is very difficult. 1m ::::S ;;:, 
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,,,lnristmas ~hopping Outlook: .High Q~lzty, High· Pricf 
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• but you can't always afCord to buy 
It," she said. • 

BUT EVEN IF enough support Is 
gained to boost the Interest ceWngs, It 
may not happen In time for Chrfst. 
mas, especlally for credit cards. Un­
der carey•s bill (and there has been 
no agreement reached on It), credit 
card rates would not rise untll 30 days 
after an Increase Is signed Into law. 

Western New York Retailers Associa­
tion. IT USED TO BE, says Pat Hever• 

on, that she was able to find some 
pretty good Christmas presents at a 
decently low price. But now, the 
prices on everything have gone up so 
high even these bargains aren't bar· 
gains. 

So, the Cheektowaga resident ex­
plains, when It comes to deciding be-

• tween clothing that's well-made and 
expensive or clothing that's not as 
well-made, but almost as expensive, 
she buys the better brand. 
• Pat, who was Interviewed while 
shopping with her husband Norman 
and 2½-year-old son Chuckle, Is .ex• 
actly \he type of shopper retailers are 
expecting this Christmas shopping 
season. ' • 
• .. People are buying quality or brand• 
name products, said Joseph D. LoTur· 
co, vice president of the Western New 
York Retailers Association. 
. Part ot the reason, as shoppers like 
Mrs. Heveron already have found out, 
Is that prices have been zooming, Lo­
Turco said. And, while two years ago, 
·a consumer could choo6e between 
cheaper Imported shoes selling at $10 
or better-made shoes selling at $29.95, 
now the imported, cheaper model 
may be only $5 or $10 less than the 
better shoes. The consumer figures 
the extra money Is worth It . . • 

But how many shoppers let the lack 
of money stand In the way of a pur­
chase? 

• The credit crunch, retailers and 
bankers agree, Is over. Consumers, 
who last spring pulled back on charg­
ing Items, have returned to using the 

• plastlc cards again. 
Neither the banks nor the retailers 

seem to mind. With a few exceptions, 
credit card limits are being raised 
and new credit cards are being Is­
sued. 

The lawmakers could take up the 
measure, however, when they are set 
to meet In special session starting 
Wednesday. 

The 16-member group Is co-chaired 
by Louis L. Berger Jr. ot L.L. Berger 
stores and Harry W. Whitney Jr., ex• 
ecutlve vice president of Kleinhans. 

Not pnly Is the group working to­
ward the usual promotions, such as 
Downtown Day on Dec. 4 and free 
buses, but it Is trying to do a lot of 

. behind-the-scene work to make sbop­
plng e~er. 

Retailers· say they are looking for- · • 
0

FOR EXAMPLE, Stroh said, the 
ward to a good Olrlstmas season de- • group Is talking to the Niagara Fron­
spite all this talk about the area's tier Transportation Authority to try SEVEN MONTHS AGO, only two ot high unemployment rates and prob- to cut down on light raU rapid transit every seven loan applications to fi. !ems of ln!latl,on. .. construction in December. nance a new organ were approved,· . sui;e tbere s unemployment, but And the group Is workJng with the said John L. McNally, manager of theres a heck of a lot ol people w~- city on various Ideas. 

Taylor Music Center in the Thruway Ing, and ~~ are the guys we re 1· . Mayor James D. Griffin said be will Mall in Cheektowaga. Now six out of looking for, said John Murphy, pre- urge the parking patrol to ease up on seven are generally approved, he sldent of the Western New York Re- ! ticketing of shoppers again this year. said. . tallers ~!atlon and bead of the • He said he doesn't want people shop-The only major effect of President He~ s st0re chain. I ping downtown ti, find a $3 ticket on Caner's request for more credit con- II s not going to be an easy time for . the willdow wben they return lo their trols last March seems to be that all retailers, mainly because competition cars. • 
the major department stores now among stores Is expected to be hot He ·said Police Commissioner charge interest on their own charge this year• he said. James CUnnlngham plans on having 
accounts from the date of purchase. A even more police officers on the year ago, Interest charges wouldn't AND THE FINAL· push for the streets and in the parking lots and begin adding up until after the first • shopper's Christmas dollar will be stores dtlrlng the shopping season. billing. more Intense because the official The usual street decorations are And now that elections are over, Christmas shopping season Is shorter scheduled to begin going up Nov. 25. the State Legislature appears to be this year. · • And the Downtown Council Is already getting ready to allow big Increases In Last year, the annual Christmas planning for a new lavish display next Interest rates on credit cards, car spree started Nov. 23, the day after . year, Strob said. TBE CONSUMER ALSO comes loans and other loans. Thanksgiving. But the turkey holiday i . inlo stores knowing what he or she In (act, If Gov. Hugh L. carey has falls later this year, so five days are wants, Lo Turco said. Television has his way, the Legislature may end up chopped of1 the holiday shopping sea- FINALLY, TBE confidence that helped direct consumer. to brand• completely eliminating -interest cell• son. people ~e going to shop downtown name products. "The sell ls so subtle, lngs on unpaid credit-card balances Murphy Is convinced that down- shows lip in the store hours planned. you don't even know It Is happening to and most consumer loans. That could town Buffalo will do even better this Last year, the stores generally stuck you," he said. , ·' mean Interest rates of 20 percent or Christmas se:ison. Last year, !fiore _ to their usual closing hours of 5:30 For example, when Twin Fair re- more for consumers. , than 10,000 children sat on Santa s lap ; p.m. until Dec. 17 . .This year longer cently ran a sale for designer jeans, Interest rates for Master Charge in Hengerer's downtown store. Mur- store hours start Dec. 1, when most the supply was sold out within a few and Visa credit cards are now 18 per- phy's betting that ol<t.'Santa will be stores will stay open until 7 p.m. 00 'hours, said LoTurco, who Is also pre- . cent annually for the first $500 and 12 even busier this year., . most nights. . • , sident ot Twin Fair Distribution Inc. · percen\ for anything more. The rates A new downtown merchant group, Beginning Dec. 15, most stores are • When she begins shopping for for auto loans average about l4. per• the .Downtown 'Council, has been scheduled to remain open until 9 p.m. Christmas, Mrs. Alvira Rosenberg of fonned to plan special events this ho- 11>e stores and some restaurants will . Depew said she knows what she wants cent and for home Improvement liday season downtown, said H. Mi- be open Sundays from noon to 5 p.m. to buy. "You know what you want, loans, approximately 13 percent. chael Stroh, executive director of the beginning Dec. 14. · • • . 

. I 
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Credit card ase rlse9 u Chrtstmu shopping gears a.p 

,, ... using the cards also expected to cost mr 
' / • ,/ , .. 
So that's the shopping preview. shoppers may be able to-escape p· 

Stores will be stocking higher quality Ing tickets as they shop during 
stuff at the usual higher prices. Credit lengthened hours. . , 
Is available. The season Is starting ' _...-- ~ • ' .- _.. 
later, so expect the competition to be One itnai word. Let.us be the fir!' 
·more intense. Downtown shopping Is . tell you: Only 38 shopping days 

, expected· to !Je -up. And '!<>wntown "'·,Christmas.,, ·; i -·;; ·, 

,· .. 

·I 
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"• High Quality, High Prices 
Western New York Retailers Assoda· 
Uon. 

The 11>-member group Is co-chaired 
by Louis L. Berger Jr. of L.L. Berger 
stores and Harry W. Whitney Jr., ex­
ecutive vice president of Kleinhans. 

Not ()nly is the group working to­
ward the usual promotions, such as 
Downtown Day on Dec. 4 and free 
buses, but it ls trying to do a lot of 
behind-the-scene work to make shop­

ping ea!Jier. 

FOR EXAMPLE, Stroh said, the 
group is talking to the Niagara Fron­
tier Transportation Authority to try 

\ to cut down on light rail rapid transit 
construction in December. 

And the group ls working with the 
city on various ideas. 

Mayor James D. Griffin said be will 
urge the parking patrol to ease up on 
ticketing of shoppers again this year. 
He said he doesn't want people sho~ 
ping downtown to find a $3 ticket on 
the window when they return to their 
cars. 

He said Police Commissioner 
James Cunningham plans on having 
even more police officers on the 
streets and in the parking lots and 
stores during the shopping season. 

The usual street decorations are 
scheduled to begin going up Nov. 25. 
And the Downtown Council is already 
planning for a new lavish display next 
year, Stroh said. 

FINALLY, THE confidence that 
people are going to shop downtown 
shows up in the store hours planned. 
Last year, the stores generally stuck 
to their usual closing hours of 5:30 
p.m. until Dec. 17. This year longer 
store hours start Dec. 1, when most 

stores will stay open until 7 p.m. on 
most nights. 

Beginning Dec. 15, most stores are 
scheduled to remain open until 9 p.m. 
The stores and some restaurants will 
be open SUndays from noon to 5 p.m. 
beginning Dec. 14. 

-
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Credit card use rises as Christmas shopping gears ap 
... using the cards also expected to cost more 

So that's the shopping preview. 
Stores will be stocking higher quality 
stuff at the usual higher prices. Credit 
is available. The season is starting 
later, so expect the competition to be 
more intense. Downtown shopping ls 

expected to !le up. And downtown 

shoppers may be able to escape park­
ing tickets as they shop during new 
lengthened hours. 

One final word. Let us be the first to 
tell you: Only 38 shopping days 'tll 
Christmas. 
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Christmas Shopping Outloo 
BUT EVEN IF enough support ls 

gained to boost the interest ceilings, it 
may not happen in time for Christ· 
mas, especially for credit cards. Un­
der carey•s bill (and there bas been 
no agreement reached on it), credit 
card rates would not rise untll 30 days 
after an increase is signed into law. 

ByANNPODD 
~•Steffi_.. 

but you can't always afford to buy 
it," she said. 

But bow many shoppers let the lack 
of money stand in the way of a pur­

chase? 
IT USED TO BE, says Pat Hever­

on, that she was able to find some 
pretty good Christmas presents at a 
decently low price. But now, the 
prices on everything have gone up so 
high even these bargains aren't bar· 

gains. 
So, the Cheektowaga resident ex-

The credit crunch, retailers and 
bankers agree, is over. Consumers, 
who last spring pulled back on charg· 
ing items, have returned to using the 

• plastic cards again. 
Neither the banks nor the retailers 

seem to mind. With a few exceptions, 
credit card limits are being raised 
and new credit cards· are being is­

plains, when it comes to deciding be­
tween clothing that's well-made and 
expensive or clothing that's not as 
weU,made, but..alm~t as expensive, 
she buys the better brand. 

Pat, who was interviewed while 
shopping with her husband Norman 
and 2½,-year-<>ld son Cbuckie, is ex­
actly lbe type of shopper retailers are 
expecting this Christmas shopping 
season. ' 

People are buying quality or brand­
name products, said Joseph D. LoTur· 
co, vice president of the Western New 
York Retailers Association. 

Part of the reason, as shoppers like 
Mrs. Heveron already have found out, 
is that prices have been zooming, Lo­
Turco said. And, while two years ago, 
a consumer could choose between 
cheaper imported shoes selling at $10 
or better-made shoes selling at $29.95, 
now the imported, cheaper model 
may be only $5 or $10 less than the 
better shoes. The consumer figures 
the extra money is worth it. 

THE CONSUMER A~O comes 
into stores knowing what he or she 
wants, LoTurco said. Television has 
helped direct consumer to brand• 
name products. "The sell is so subtle, 
you don't even know it is happening to 
you," he said. 

For example, when Twin Fair re­
cently ran a sale for designer jeans, 
the supply was sold out within a few 
bours, said LoTurco, who is also pre­
sident of Twin Fair Distribution Inc. 

When she begins shopping for 
Christmas, Mrs. Alvira Rosenberg of 
Depew said she knows what she wants 
to buy. "You know what you want, 

sued. 

SEVEN MONTHS AGO, only two of 
every seven loan applications to fi. 
nance a new organ were approved, 
said John L McNally, manager of 
Taylor Music Center in the Thruway 
Mall In Cheektowaga. Now six out of 
seven are generally approved, be 
said. 

The only major effect of President 
Carter's request for more credit con­
trols last March seems to be that all 
the major department stores now 
charge interest on their own charge 
accounts from the date of purchase. A 
year ago, interest charges wouldn't 
begin adding up until after the first 

billing. 
And now that elections are over, 

the State Legislature appears to be 
getting ready to allow big increases in 
interest rates on credit cards, car 
loans and other loans. 

In fact, if Gov. Hugh L. Carey has 
his way, the Legislature may end up 
completely eliminating .interest ceil­
ings on unpaid credit-card balances 
and most consumer loans. That could 
mean interest rates of 20 percent or 
more for consumers. 

Interest rates for Master Charge 
and Visa credit cards are now 18 per­
cent annually for the first $500 and 12 
percen\ for anything more. The rates 

for auto loans average about 14 per­
cent and for home improvement 
loans, approximately 13 percent. 

The lawmakers could take up the 
measure, however, when they are set 
to meet In special session starting 
Wednesday. 

Retailers say they are looking for­
ward to a good Christmas season de­
spite all this talk about the area's 
high unemployment rates and prot>­
lems of Inflation. 

Sure there's unemployment, "but 
there's a beck of a lot of people work­
ing, and those are the guys we're 
looking for," said John Murphy,~ 
sident of the Western New York Re­
tailers Association and bead of the 
Hengerer's store chain. 

It's not going to be an easy time for 
retailers, mainly because competition 
among stores is expected to be bot 
this year, he said. 

AND THE FINAL push for the 
shopper's Christmas dollar will be 
more intense because the official 
Christmas shopping season is shorter 
this year. 

Last year, the annual Christmas 
spree started Nov. 23, the daf after 
Thanksgiving. But the turkey holiday 
falls later this year, so five days are 
chopped off the holiday shopping sea­

son. 
Murphy is convinced that down­

town Buffalo will do even better this 
Christmas season. Last year, more 
than 10,000 children sat on Santa's lap 
in Hengerer's downtown store. Mur• 
phy's betting that old Santa will be 

even busier this year. 
A new downtown merchant group, 

the Downtown Council, has been 
formed to plan special events this ho­

liday season downtown, said H. Mi­
chael Stroh, executive director of the 
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taking defensive driving course along and add name of Or . George with others who use town cars. "Learn- Glick ... ! ! ! 
ed quite a bit," remarked Ken who says MORE next week ... ! ! ! 
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'I just liue around the comer, so I'm in here all the time,', says Joyce 
Powers of New HJ(k Park, who knows exactly what she wants in 

her Loehmann's forays. 

By Anne Anable 

Time was when discounting was a 
dirty word. Retail stores, then as now, 
sold clothes at double the price their 
buyers paid at wholesale. Anything 
the consumer bought cheaper was 
likely .to be damaged goods, excepting 
things found at the traditional mark­
down sales. The customer, it was 
thought, wanted to select from brand 
new, fresh merchandise, attractively 
displayed, buttressed by considerable 
back-up stock and aided by helpful 
salespeople, one-day, door-to-door de­
livery, chaxge accounts and a host of 
other services. 

While many of those theories still, 
hold, at least in some quarters, a 
large number of shoppers are becom­
ing more willing to forego the tradi­
tional services in order to buy 
virtually the same merchanise at re­
duced cost from a continually growing 
assortment of discount and off-price 
establishments. 

Surprisingly, it was way back in 
1921 when Frieda Loehmann con-

ceived the idea of trudging off to Sev­
enth Avenue daily, paying cash on 
the spot for designer overruns, and. 
bringing them back, minus the labels, 
to her opulent store in Brooklyn for 
the knowledgable woman to buy at a 
bargain price. Loehmann's has grown 
by leaps and bounds since then, but it 
is pethaps the only discount company 
that has built and maintained a spe­
cial mystique that has some of the 
best-dressed woman in the country 
exclaiming with pride, "I got my dress 
at Loehmann's." 

It's probable that Loehmann's de­
veloped the first Discount Mavens, 
those ladies who count a week (some­
times a day) as lost if they haven't 
cased the territory for any new ~ar­
gains. "They are very professional in 
their shopping, I'll tell you," said Ar­
thur Versachelli, manager of Syms, 
as he greeted one of his Regulars, who 
in turn complimented him on the tie 
sets he was putting on the counter. 

While most discounters leave labels 
. and tags on the clothing, they look 
nervous and tt.:a reporters they'd just 
as soon no designer names were men-

tioned in a story, for fear of being 
barred from showrooms in the future. 
"It's one thing if a customer comes in 
here and sees she can get the same 
garment she saw last week at a regu­
lar retail store, and pay 30 per cent 
less," said Mort Fagenson of Clothes­
Out. "But you can't blame a designer 
for not wanting that fact publicized." 

Loehmann's still cuts out labels 
and proudly proclaims it's customers 
are so expert they ,;an recogniz~ 
the designer, label or not. In truth, 
the manufacturer names can often be 
discerned from a code on the left side 
of the blue tag, and gray market 
copies of that code are highly prized, 
among habitual discount enthusiasts. 

Loehmann's officials will have no part 
of any public decifering. 

And in spite of the plethora of dis­
count establishments on Long Island, 
Loehmann's still seems to offer the 
highest discounts on a regular basis; 
in the area of quality clothing, it is 
Syms-an off-price rather than dis­
count establishment-that comes 
closest to matching Loehmann's price 
record. (The difference between dis­
counting and offering off-price mer­
chandise is in the method of buying at 
wholesale. The discounter pays the 
regular wholesale rate, but being 
blessed with lower rents, immediatt­
payment by customers, and no deco­
rating costs, can take a lower mark­
up. In the case of qff-price 
merchandise, buyers purchase their 
clothing at below wholesale costs, 



'I wanted 'something sensational for a wedding in March,' said Pat 
Molesky, left, o-f Mill Neck. She's not a Leohmann's regular, but was 
pleased with her purchase. According to Mina Asserson, below, a 
real maven from Mill Neck, 'When I had to have a foot operation, I 
told my Doctor, "You're infringing on my shopping time." My • 
husband: figured the operation actually saved him money.' 

'I've done well herf!, but you have to know what you're looking for,' said Joe 
. Alessandria, a Syms regular. 'I'm trying to find something for [my daughter] Brooke. 

I like t(i browse,' Michelle Estren of Atlantic Beach said at at Marshall's. 

•ere T1 llarl 
The following list of major discount stores 

on Long Island is meant as a guide to the nov­
ice bar~ain hunter. There are a number of 
other stores, large and small, on the Island 
that offer mer·chandise below retail cost. 

Burlington Coat Factory Warehouse: 
There are two stores on Long Island, one in 
Copiague and one in Lake Grove, with an 
enormous selection of coats and suits for men 
and women. A full line of sportswear for wom­
en ~ carried, while men and children can se­
lect "1'erything from socks to nightclothes as 
we~ces are at least 25 per cent below re­
tail stores, and, with periodic sales, can be as 

,..,.., ---~ .. _,__ 

women's department (to size 44). Prices are 
usually discoµnted 30 per cent off retail, with 
some racks devoted to savings of up to 60 per 
cent. The stores carry shoes and lingerie at 
discount, and will take Visa and Master Card. 
Normally, returns are accepted for two w.eeks, 
but that has been extended for Christmas. 

Loehmann's-The dowager-dutchess of dis­
count stores with stores open until 5:30 PM 
every day but Wednesday, when they're open 
until 9 PM. The chain's fiv~ stores are in 
Hewlett, Bay Shore, New e Park, Hun-
tington and Queens. Still beatable for de-
signer merchandise, the store ~laims its_prices 



available.1 when manufacturers are 
anxious tp be rid of excess stock, and 
pass on tµose savings.) 

Generally speaking, the barer the 
setting, the greater the bargains. 
Syms claipis a rule of thumb of 40 per 
cent lowet prices, but can go as low as 
50 per cent off. Loehmann's may also 
go as loWf as 50 per cent. Each store 
prefers a continuing markdown policy 
to havin~ sales. Syms tantalizes with 
a further technique of posting mark­
down priqes on garments the minute 
they come into stock, but the prices 
are to ta,lte effect at a future date. 
CustomeJia must decide if they are 
willing tEj, take the risk of the gar­
ment's being sold while they wait for 
the markdown to go into effect. 

Syms qas the added advantage of 
its depth of quality menswear stock. 
NBO (National Brands Outlet) has an 
exclusively menswear stock, but at 
Syms, a woman can shop for herself 
upstairs while a man shops for him­
self below. 

WhethE!l" off-price or discount, es­
sentially the establishments can offer 
savings ;o consumers because they 

buy manufacturer "overruns" or odd 
lots. Manufacturers must place their 
fabric orders well in advance of the 
season, and a miscalculation of the 
degree of enthusiasm at the retail lev­
el for a texture or color could result in 
unused bolts of material or a number 
of finished garments the discounter is 
happy to take off their hands for a 
lower price. The !)onventional retailer 
wants a depth of fltock, knowing cus­
tomers expect to find a given item in 
a range' of sizes and colors, but the 
discounter will take broken sizes and 
incomplete color ranges 

"We're opportunists," said Loeh­
mann's group manager Gene Zalbert. 
"We stand ready to absorb industry 
overage." Not only does Loehmann's 
(and hundreds of more recent dis­
count and off-price arrivals) absorb 
the overage, but it pays promptly, 
picks up the goods in its own trucks, 
and endeavors to have the garments 

-Continued on Page 9 
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accepted; only credit is given for returns. The 
ret.um policy is usually stringent, but Christ­
ma~ood!i can be exhanged until Dec. 31. A 
seamstress on the premises can advise. Stores 
open daily a11;d Saturday from 10 AM to 9 PM; 
Sunday from 11 AM to 5:30 PM. 

Clothes-Outs: With branches m Hewlett, 
Lynbrook, Rockville Centre and Huntingto:ii, 
the chain keeps its turnover high by weekly 
markdown racks for slow moving merchan­
dise that can run as much as 80 per cent off 
listed • price of name brands. All stores are 
open from 10 AM to 6 PM Monday through 
Saturday, with Huntington and Rockville 
open Sunday afternoon. Stock is largely 
name-brand separates, geared to the young or 
working woman, sizes ranging from 5/6 to 
l5/16. No credit cards; credit given for re­
turns. 

The Coat Company: With three stores, in 
,New Hyde Park (women's stock only), Hew­
lett and Syosset, no attempt is made to be all 
. things to all people. The stock is coats, coats 
and more coats, with a few suits on the side A 
men's section was added three months ago, 
and there are designer shirts and ties in addi­
tion to coats and suits. Each store has a differ-

- ent evening opening; all are open Sunday 
afternoon. Stock is prk.ed between 20 and 60 
per cent off retail prices, dressing rooms are 
private, comfortable chairs are placed for the 
weary, and Maste.r Card and Visa accepted. 
Money refunded within tv. J weeks. 

Jeffrey's: Four stores on Long Island (Syos­
set, Port Jefferson Station, Comm.ack, South­
ampton). Most stores are open daily, Sunday 
afternoons and evenings. The store has cloth­
ing and accessories, with an unusual depth of 
stock for a discount house. The bulk of the 
stock is geared to juniors, although tliere. i,s a 
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' tailer and 25 per cent less than other dis­
counters. No sales, as such, 11e held, but stock 
is marked' down if it rematqs in stock more 
than a few weeks. Accessories and a Slllatter­
ing of cosmetics are now a:vailable. Labels are 
removed, but a designer name may show: up 
on the tag now: and then, particularly in the 
top designer Back Room merchandise. No re-
turns; checks only. . 

Marshall's; One of the largest discount 
chains, Marshall's has four Long Island stores 
(Carle Place, Huntington, East Islip and 
Stony Brook). All are open from 9:30 AM un­
til 9:30 PM six days a week, plus Sunday 
afternoons. Along with casual men's, women's 
and children's wear, the family-oriented chain 
has linens and accessories, plus a women's de­
partment. Savings range from 20 to· 60 per 
cent, with some irregulars, but identified as 
such on the hang-tag. Shopping carts make 
carrying purchases (and small children) easi­
er; but it's rash to look for help from sales per­
sonnel. Master · Card and Visa accepted and 
refunds given within two weeks. • 

Syms: Only one of the eight-store chain is 
located on Long Island, in Roslyn Heights. 
The store is open from 10 AM to _9:30 PM 
weekdays, and from 9 AM to 6 PM Saturdays. 
The family reputation is built on quality 
menswear, but the women's area has ·been 
rapidly expanding for the past nine years, 
with cocktail and evening wear the newest 
addition. Linens, luggage and children's wear 
have been added within the past two years. 
Certain selected merchandise is sold at a low­
er than normal discount for one hour each 
evening. Alterations are possible. Purchases 
can be returned for credit within two weeks; 
Only Syms charge is accepted. The store's 
popularity is one of its biggest problems be­
cause parking is very difficult. 1m 



Fashion at a price 
-Continued from Page 7 
collected; examined, priced and ticketed and out to 
one of its 52 stores within 48 hours. A persistent 
rumor maintains that deliveries of choice merchan­
dise are made only on certain days of the week, but 
Loehmann's spokesmen insist fresh merchandise 
arrives daily. It moves out just as fast. Zalbert, in 
fact, doesn't even need to leave his office to know 
just how fast. "I can tell how busy we are by the 
click of the hangers," he said. Loehmann's 12-to-13-
times yearly turnovers are the envy of many a con­
ventional retailer, who often must be content with 
six turnovers. 

The other side of the savings picture is a no-frills 
policy, which keeps floors bare, pipe stem racks 
standard "decor" and often a no-charge, limited re­
turn policy that reaches its z.enith with Loehmann's, 
which accepts no returns at all, and offers no charge 
opportunities. Communal dressing rooms keep pil­
ferage to a minimum, another savings c~-price mer­
chants are happy to pass on to their customers. 

Bent is another money-saving factor. The smart 
diac.unter usually prefers an out-of-the-mainsteam 
shopping center far from the conventional prime lo­
cation of retail stores. Recently, though, discount­
ers have taken to dressing up their establishments. 
Jeffrey's, for example, is a tastefully designed store 

with posters and carpeting, as well as helpful sales 
personnel. Clothing is grouped by type, color and 
style, with a depth of stock a small specialty shop 
might envy. The average saving is 30 per cent. 
While Marshall's hasn't gone as far as carpetingr 
the presence of shopping carts is a big drawing card 
for those who must shop with babies and children. 

Smaller store chains, such as Clothes-Out, witt 
four outlets, although adhering to the no-frills poli­
cy, pick locations on "the wrong side of town," yet 
in an area where they'll get a certain amount of 
foot traffic. In Huntington, it is located at the quiet­
er end of the bustling main street. 

Wherever the store is located, the dedicated dis­
count shopper is bound to find it. Some have be.­
come so involved with their avocation that bargain 
hunting becomes more of a career than a way to 
spend an afternoon. And se_rious shoppers really re­
sent anything that keeps them from their appoint­
ed rounds. Mina Asserson of Bayside, a Loehmann's 
maven who visits the store several times a week, is 
a case in point. She had to have foot 8Ul'gery recen 
ly and she says she really balled out her doetor fo 
"infringing on my shopping time." But not every 
one was unhappy about the tum of events, she 
calls. "My husband figwec;I the operation actuall 
saved him money because I was out of shopp' 
commission for four days." ,m 
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Nal{ed Truih 
She Proves lnnnocence 
By Stripping in -Store 

FALLS CHURCH, Va. - (UPI) - Employes of a discount· 
clothing store questioning a woman they believed had stuffed a 1M 
leather jacket under h~r skirt weren't prepared for her reaction. ~ 

"'All right, damn It. I'll prove it ,to you," said the incensed 
woman when clerks asked her to open her hand bag and step to the 
side of the store. 

With employes ·and some shoppers at the Symms clothing 
store looking on, the woman, described as heavyset and In her 40s, 
proceeded to remove her clothes in the middle of the store, proving 
her innocence. • 

One shopper Susan Kalla, 26, said, "I was at the cashier writ­
ing a check. She ' started to undo her dress; then she just reached 
down and pulled the dress· over her head. People were aghast. She 
took off everything except her bra. Nobody could believe it." 

Kalla said when the woman began to strip, shoppers began 
grabbing comfortable seats. . • . ' • 

Area stores have had a rash of shoplifting recently, so few 
customers were shocked when employes stopped the woman. 

Store manager Tom LaMotta was not amused by the Incident. 
"She made a spectacle," he said. "I told her it wasn't necessary." 

Bare facts 
prove her 
innocence 
FALLS CHURCH, Va. 
(AP) - When a woman 
suspected of stuffing a 
leather jacket under her 
skirt was stopped near the 
dJOr of a discount clothing 
store, she said she wasn't a 
shoplifter. And to prove it, 
she took off her clothes. 

The unidentified woman, 
aboUt 40, was stopped by 
store employes in this 
Washington subl,U'b and 
was asked to open her 
handbag, according to ~t­
nesses. 

She refused and repor­
tedly said, "All rigllt, damn 
it. I'll prove lt to you." 

With that, and with CUB• 
tomers and clerks staring, 
she proceeded to take off 
her dress and everything 
else except a bra, said the 
witnesses. 

She then dressed and left 
the store. ., 

"She made a spectacle, 
said store manager TOf!l 
LaMotta. "I told her lt 
wasn't necessary." 





We, the Management of Syms, 

cordially invite you to our 

BIRTHDAY BASH 

Because of you we have attained a successful 21st Birthday. 
We would like you to share in this occasion. 

- Saturday, December 20th, 1980 from 8:00 p.m. 

Casino on the Park 

Essex House 

160 Central Park South, New York, N. Y. 

Regrets only SYms 1- 1194 
Black Tie 
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November 11, 1983 

SYMS CORPORATION -- William M. Batten, (left) Chairman and Chief 
I 

Executive Officer of the New York Stock Exchange and Sy Syms Merns, 

(right) Chairman and Chief Executive Officer of Syms , listen . to 

NYSE specialist Edwards . White, (center) of H.L. Goldberg & Co. 

explain the specialist book during listing ceremonies on the 

Exchange trading floor. The company was listed under ticker symbol 

SYM. The stock opened at 15 3/4 on September 23 , 1983. 

The company is headquartered in Lyndhurst , New Jersey and oper~tes 

a chain of "off-price " apparel stores located throughout the 

northeastern and middle Atlantic regions and in florida. 
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