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DOES INSENSITIVITY UNDERLIE CONTINUING
DISCRIMINATION AGAINST WOMEN

Two faculty members from Northeast Louisiana University
sent questionnaires to 1200 business graduates (1966 to 1981)
and got replies from more than 330 (38%), not a high
percentage. Most are employed in the South.

They asked questions about the respondents’ perception of
relative salaries for men and women, relative promotion
opportunities and hiring discrimination.

The table below summarizes their responses:
Salary Promotion Hiring
Male Female Male Female Male _Female

Male benefit 35.4% 58.0% 38.3% 61.6% 22.3% 36.5%
Female benefit 06% 19% 8.6% 3.8% 13.1% 12.8%
No difference 64.0% 40.1% 53.1% 34.6% 64.6% 50.6%
TOTAL 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

Akron Business and Economic Review, 302 E. Buchtel Avenue,
AKRON OH 44325 Summer 1983 $6/yr1.)

RThought: I am not sure how valid the sample is as a basis of
judging the total universe of men and women employed in
business, but it certainly raises a difficult point. Males control
most of the top jobs. If a substantial majority of males feel
that there is no difference in these three areas, then obviously
there will be little action to correct differences that do exist.

Those larger retailers who have the capability to survey their
own executives might very well wish to survey on this point.
To avoid.having people answer the way they think manage-
ment wants them to answer, it probably should be done by an
outside firm and not identified with the employer firm.

RThought: The problem of salary, promotion and hiring of
females may be the result of actions by people who really
think there is no problem in this area. In light of the costly
experience of Federated Department Stores, it might be well
to include a question about discrimination on the basis of age.

THE CHANGING POPULATION CHARACTERISTICS

Current Population Reports P-23 No. 128, “America in
Transition: An Aging Society” (Government Printing Office,
WASHINGTON, DC 20402 $3.50) points out a number of
interesting factors involved in our changing population mix,

First, the life expectancy at birth has increased greatly since
1900—for white males from the late 40s to late 60s, for white
‘emales from 50s to late 70s; but more interestingly for black
.emales the increase was from the mid-30s to the early 70s
(now expected to live longer than white males) and black
males increased from the mid-30s to early 60s.

Second, there was a dramatic change in the support pattern—
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WHY NORDSTROM’S MUST FAIL

The Thursday December 8, 1983 Los Angeles TIMES was
one of the heaviest weekday newspapers I have ever seen. I
was fascinated by the amount of advertising by the major
stores. One could study the wisdom that has made
Federated, May Department Stores, Associated Dry Goods
and Carter Hawley Hale so great—and also one could find a
clue why Nordstrom’s is bound to fail. Certainly Federated,
May, Associated and CHH, when they all do the same thing,
must be right. Any independent who does something
different must be wrong.

The table below shows the nature of the advertising—indi-
cating the number and percentage of items advertised in
each category:

Reduced Special Regular
Store Price Purchase Price
Bullock’s 122 (84%) 13 ( 9%) 11 ( 7%
(Federated)
May Co. 187 (92%) 14 ( 7%) 3( 1%
(May Dept. Stores)
Robinson’s 113 (67%) 3( 2%) 52 ( 31%)
(Associated)
Broadway (CHH) 166 (84%) 21 (11%) 11 ( 5%)
Nordstrom’s 0- ( 0%) -0-( 0%) 41 (100%)

RThought: Ohrbach is also scheduled for failure—its 11
items were all at regular price.

that is, the number of people over 65 or under 18 per 100
people from 19 to 64 (generally the active labor force).

Number per 100 ages 19 to 64

Year Under 18 Over 65 Combined
1900 76.30 735 83.65
1940 51.94 10.90 62.84
1980 45.80 18.59 64.39
2000 projected 40.70 21.16 61.86
2050 projected 36.61 37 .85 74.46

Great concern is expressed about the ratio of persons 65 and
over to the working force population, but little attention is
paid to the declining ratio of children. This happens because
support of the children is largely provided within the family
while support of those 65 and over is provided largely by
society as a whole. There is less resentment of support for
children than of support for the old (and if present trends
continue, a growing percentage of people 65 and over will not
be parents).

At the same time, a higher percentage of the 65 and over
population could be classified as feeble or unable to care for
themselves—largely a reflection of improved medical care
which preserves life, often after the person is able to enjoy life
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or be active. I see this in the bed and wheelchair residents in
long-term convalescent hospitals. My Mother is one.

RThought: As the number of children supported per 100
persons in the work force declines, the parents look forward to
spending that money on themselves, not in taxes to support
the aged. More and more feel no obligation to provide
financial support for their own parents.

WHO ARE THE MARKET-VALUE
LEADERS IN RETAILING?

I am prompted to update the information that Stu Robbins
(top retail analyst for Paine Webber Miller Hutchins) included
in his massive compendium on retail stocks. Market value is
the price per share times the number of shares outstanding.
Can you guess the top 4 retail firms as of December 23, 19837 1
will give you a hint. The No. 1 firm'is Sears. (For answer see
page 4, just above “Words”—but first fill in the lines below:

1. Sears

POLICIES ON GIFTS TO EMPLOYEES

This year RT received only 3 letters from retailers to suppliers
advising them of the corporate policy on gifts to employees—
from Jamesway (signed by Herb Fisher, Chairman, and Arlie
Lazarus, President), from Montgomery Ward on Stephen
Pistner—President letterhead (signed by Pistner and Arnold
Suval, Chairman of Jefferson Ward Stores), and from Hub
Distributing (Millers’ Outpost—signed by Harry Greenberg,
President).

We wish we had received more.

Harry Greenberg at Hub Distributing has a very simple policy:

“No Hub Distributing, Inc., employee is allowed to receive any gift
or gratuity.”

He then makes the following point:

“Our employees are well paid, professional people. Please do not
jeopardize their position, or yours, by violating this policy. Their
decisions are influenced by your service, quality and price ... not
by g'f ”»

The Pistner/Suval letter from Wards makes the following

points:
“Some individuals and business entities believe that it is necessary to
offer gifts or services to employees of companies with whom they
do business to maintain a satisfactory business relationship. We
believe offerings between business associates are unnecessary and
counterproductive to a mutually beneficial, unencumbered and
cordial relationship. In addition, such conduct raises serious legal
issues.

“We seek to continue business with firms who respect our position
on business ethics.”

They attached a copy of Montgomery Ward & Co. “Conflict of
Interest Policy.” It goes beyond the question of Christmas
gifts, but it does except from the policy ‘“normal and
reasonable business lunch and necessary dinner meetings as a
guest or a resource” and “‘gifts of nominal value (no more than
$50 cost, annual per source).” The policy sets up a Conflict of
Interest Committee to which employees can take questions.
Pistner/Suval in their letter invite resources to contact them
directly if there are “any attempts to violate our strict policy.”
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In the Fisher/Lazarus letter the key paragraph includes:

“Nevertheless, of all good will that is brought on at Christmas, the
desire to express your appreciation can sometimes lead to a practice
we consider undesirable within the framework of business relation-
ships; namely, the excessive exchange of Christmas gifts. We
convinced that the tradition of gift giving at Christmas is misappli
when certain types of gifts are given to any member of o
organization by a representative of a company with whom we do
business. In fact, we regard the acceptance of such gifts, however
well intended, by someone in Jamesway to be a serious invasion of
our corporate policy.”

Later in the letter token gifts are defined as having a value of
less than $50.

RThought: I like the way Harry Greenberg puts it. There can
be no misunderstanding.

It is like the story of the company that had to sign up every
employee in order to qualify for a particularly good insurance
program. One man held out. Each successive supervisor was
unable to move him. Finally the boss came down to his
department, gave him the form to fill out and demanded,
“Sign it or else you are fired.”” After the employee completed
and signed the form, the boss asked, “Why didn’t you do this
when the others brought this to you?”” to which the employee
replied, “Nobody explained it so clearly to me.” Harry
certainly explained their policy clearly.

SHORT SHORTS

If you thought variety stores were a dying (dead?) form of
retailing, you had better send $4.00 (my guess at single copy
price) for the October 1983 issue of Chain Store Age
Executive Edition (425 Park Avenue, NEW YORK NY
10022). It may change your mind.

Stockholders can express displeasure with retail managemen
that is so insecure they resort to 3 classes of directors, each
class serving a staggered 3-year term. First National Super-
markets was afraid—and did change to 3 classes. At the 1983
annual meeting there were 2 shareholder proposals. One was to
elect all directors annually, and it got 12.0% support.
RThought: Being over 10%, the proposal can be brought up
next year and every year as long as it gets 10% of the votes
cast.

Retailers return to advertising in EBONY. The September issue
had the following ads:

WALGREEN — 1 pg. color — hairspray with a coupon.

SEARS — 1 pg. color — big sizes, men and women; 1 pg. color
— credit card, no application but telephone with special
extension (may indicate EBONY response and thus proba-
bly black).

K MART - 1 pg. color — Classy Curl, mail order coupon.

RADIO SHACK — 1 pg. color — cordless phone.

FINGERHUT — 1 pg. colote— Cannon towels with mail order
coupon.

REVCO — 1 pg. color — hair care items with coupon.

BAKER-LEEDS — 1 pg. B & W — on shoes.

Did the airlines learn from department stores? Or was it vice
versa? The announcement-program for the 73rd Annual
Convention of the National Retail Merchants Association
contained a bold coupon from American Airlines saying 30%
DISCOUNT. That sounded interesting. The back explained the
“Special Meeting Saver Fare” which was applicable only fi
January 6-13 (the convention is January 8-11). It could {
35% if the ticket was obtained prior to November 24. I calle
to get the price and found that is was 35% off $852.00 or
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A FEATURE REPORT

THE 1984 OUTLOOK
FOR SMALL STORES AS WELL AS BIG STORES

T

Y
.+his is the time of year when everyone with access to the

printed word makes projections for 1984. RT is no different,
if for no other reason than to see that at least one sensible
forecast is made.

As I read the statements of retail leaders about what will
happen in 1984, I am certain that none will steal ideas from
RT.

Let’s start by looking back at what was said for 1983. The first
paragraph could be a standing head:
It almost seems a waste of space to put out a forecast for 1983. It is
essentially the same as the one made in 1982 and 1981 and
1980.. ..

Later I quoted from my 1974 forecast:

1. Retail volume, for apparel and general merchandise stores, will
be very good, thank you. In fact, the national figures will show a
new record.

2. Profit levels may not be at record levels for all stores, but it will
be for many, if not most, well-managed businesses or businesses
now in a significant growth pattern.

My friend, Professor Pete Bucklin at the University of
California at Berkeley, admonishes those that forecast to
forecast often. He doesn’t have any rule about forecasting the
same very year. I wish he would think about that one.

Retailing is a big glob that moves slowly and somewhat
irregularly. Forecasters argue about whether real growth will
be 5% or 5%%—a difference that means little to thee and me

“vho are an infinitesimal part of that mass. Only firms that do

‘nore than $10 billion a year (you can count them on the
fingers of one hand- K mart, Kroger, Penney’s, Safeway and
Sears) need worry about the impact of the national economy
on their volume.

Virtually all other retailers are impacted more by the specific
economies in which they operate—which may be as small as
the north side of town or whether the auto or steel plant one
mile away is open or closed.

But there are generalizations that can be made.

Contrary to the hope of most of the religions of the world,
bodies that proclaim that virtue will bring its own reward, the
dishonest retailers seem, in too many cases, to be operating
more profitably than the honest retailers. I refer specifically to
the standard of advertising.

Of course, those who do not have large advertising budgets
because they are not large retail organizations are suffering.
They don’t even have a chance to find out if they could be
more profitable if they were dishonest. They don’t have any
money to spend on advertising.

There is a salvation for the small retailers which will work in
some cases. You could post the dishonest ads of your major
competitors showing that only when the major competitor
takes 20% or 30% off during sales do they reach your regular
price. A few stores are doing that in their ads. Be specific on
the item, have your facts, and clearly identify your competitor

n that perfect ‘‘I-didn’t-mention-your-name-but-they-
scan-guess’” method. When a local Scandinavian furniture store
mentioned ‘““a local furniture chain,” it was easy to check—
there are only three groups that would be worth identifying as

chains. I guessed right the first time (but checked the other
two)—a subsidiary of that giant tobacco and retail firm, British
American Tobacco identified in the U.S. as BATUS.

Another generalization can be made about mall vs. non-mall
locations. Those who are not in malls have tremendously lower
expenses (rent, common area, merchants association, etc.) and
less traffic. If management is competent, then success can
come either place. But if management is not competent, it
becomes a question of whether you would rather go broke
with low expenses or with high traffic.

My friend Bob Bearson (try 213-439-8725), who works with
small retailers and helps shopping centers make better per-
formers out of small tenants, was quoted in the Los Angeles
TIMES for December 13, 1983 on the subject of small retailers
trying to beat the malls.

“Individual retailers are trying to beat the malls by specializing in a
certain type of merchandise, carrying expensive goods at competi-
tive prices, keeping a flow of fresh merchandise, having regular sales
and being personally involved in the business. The merchants who
do all of those things reasonably well ... will succeed no matter
where they are located.”

I couldn’t express the thought better than Bob did.

But let’s look at some segments of retailing:

Home Improvement/Hardware: I think new building will pick up
and sales of used homes will increase. Combined with improved
consumer confidence this segment should do well. Warehouse type
operations will probably do best—perhaps because they have
attracted some of the top managers. The volunteer chains (ACE, Tru
Value, etc.) will come in second because someone beats the
independent into being a better merchant. (I always wonder about
volunteer chain members who do not join the local advertising
program.)

Price Club and emulators: This should be a great year—for one
simple reason. I don’t think any town will have stores run by two
different operators. Like hypermarchds, this kind of store will
thrive when there is no competition. But when there are two such
stores in the same town, competition will center on non-price
factors (how much business can you gain by operating on a 9%%
gross margin instead of 10%) such as drop ceilings, a little decor on
the walls, vinyl tile on the floor.

Off-Price Retailing: A great year for the well-managed ones. How do
you tell a well-managed one? If it goes in Chapter 11 or is sold off,
it was not a well-managed one. There are just three dark clouds on
the horizon that could seriously impact the success of off-price
stores: department stores might start advertising honest everyday
prices, thus eliminating the basis of claimed savings at the 50% to
70% level; department stores might begin to provide the service that
they charge for in their prices; and state laws might require the
retailer to prove the claimed savings against “‘like merchandise sold
in the same trading area in substantial quantity at the comparison
price.”

Men’s stores: The crystal ball doesn’t flash a big plus sign. Suits are
not likely to come back dramatically—and in furnishings the stores
compete with everyone from the department store through the
off-price store to the local supermarket and superdrug store. Those
that remember that you can run a PT list, keep names of customers
and telephone them when new goods come in are likely to do
well—but then they did well last year and the year before.

Department stores: It is harder to develop an image—establish a
position in the market—when you have lots of departments than it is
if you are going to open a store carrying the widest assortment of
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junior sweaters. Bullock’s could not do it in Northern California
(but Nordstrom’s could and will soon do it in Bullock’s old stores).
Stix Baer and Fuller could not do it in St. Louis, but Dillard’s
probably will-working out of the same buildings. Department
stores are particularly helped by the recent low number of openings
of major malls. Some builders are even looking at the decline in the
rate of population growth in major areas—and are delaying plans;
and the smaller towns that have good population growth usually
cannot support a 4-department store mall.

Furniture stores: I believe my fellow newsletter writers—Joe
McNichols and Jack Brandwein (Box 584, PALOS HEIGHTS IL
60463 and 4731 El Camino, CARMICHAEL CA 95608, respective-
ly), who write newsletters for the furniture stores. Joe concentrates
on operating efficiency and budgeting; Jack on merchandise
selection and promotion. Those independent stores that read both

should do well. As for the furniture chains, they will be helped by
the same general factors boosting the home improvement/hardware
store group.

{
Jewelry stores: Performance should look better against 1983 sale,,
because gold and silver prices should notdecline so much. When
jewelry sales were flat, we forgot that the price of gold dropping
from $800 to $400 an ounce had an impact two ways: the same
number of items sold totaled fewer dollars; and with the gold price
not rising dramatically, people are no longer kidding themselves that
they might make money on the 14K gold they buy over the counter
in the local stores.

RThought: For my projection, please re-read the quotation
from the January 1974 RT appearing in the fourth paragraph
above. It has been right for ten years. Why change a winner?

SHORT SHORTS

Would you lay off people if you had to pay severance pay of 6
weeks’ pay for the first year and 2 weeks’ pay for each
additional year? That level was reported as applying to some
stores in the 1982 Annual Report of the New Zealand
Retailers’ Federation.

What happens when you buy American—buy an Arrow shirt?
You have to do the trimming that Arrow used to do. I bought
an Arrow Dover, made in USA, for $20 and had to trim 36
threads. Having lost weight, I am now using some Arrow
Fenway Club Duro-Neat shirts from years ago, cost then $6,
and have to cut zero threads. When shirts cost $6, Arrow had
quality standards.

How much paper is there? Walter Kleinschrod, in his editorial
in the June 1983 issue of Office Administration and Automa-
tion offers the following:

Lehman Brothers Kuhn Loeb, the brokerage firm, estimates
in a recent study that U.S. business generates 600-million
pages of computer output every working day. That’s in
addition to a daily outpouring of 235-million photocopies
and 76-million letters. Already in the files, from countless
previous busy days, are an estimated 75-trillion pages of
paper.
He suggests and RThought concurs: Are you distributing
information or throwaways? is there someone or some staff
that reviews whether the information is needed and used?
Remember when we used to test the need for a report by not
distributing it and seeing if anyone complained?

Dillards is extending their P.0O.S. Mark (Point-of-Sale Marking)
security program to their entire central division. Specially
trained clerks etch with an electric pen the customer’s driver
license number or a special ID number on burglar-sensitive
items such as TV, stereo, small appliances, computers.

Equivocating Mercedes-style The statement that “The 300SD
is $38,000* worth of automotive enlightenment” is footnoted
to say ‘“*Approximate suggested advertised delivered price at
port of entry.”” Approximate? Suggested? Maybe? ? ?

For years Florence Glynn was the Financial Aid Officer at
Harvard Business School—where, naturally, she was known as
Cash Flo!

Stiff and profitable layaway rules are applied at Dimensions,
an off-price retailer in Los Angeles. Must be $39 or more, 30%
down, no cash refund after 7 days, maximum 30 days.

Shoptheft is a problem around the world. I think the New
Zealand Retailers’ Federation does a much better job of
warning people about the penalities for shoptheft than do
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campaigns in the United States. If you want to see more of
their ads, write Barry Purdy, Executive Director, Box 12086,
WELLINGTON NEW ZEALAND.

= -

Did you hear about
the lady who paid $260 for
a pair of sunglasses...

She picked them up ca Moaday. She paid for them on Tharsday. She
should have paid for them on Monday, oo, but she dida't.

You see, she dida’t intead tc pay for them. Shoplifting is THEFT. So
oa Thursday she paid. In court. The fine was $150. Court costs were
$10. Lawyer fees $104.

That's a total of $260 for an $11.75 pair of sunglasses ... 17d the
darndest thing about it is . . . she stil] doesa’t have any sunglasses.

Presented 252 b service by

New Zealand Times
#'s nice to be wanted - but not for theft!

Does the public use the Better Business Bureau? Yes! The
number of inquiries about firms outnumbers the number of
complaints roughly 4 to 1 (6 million to 1.65 million). Store
retailers do not appear among the top 15 types of inquiry —but
when it comes to complaints, home furnishing stores are 5th,
department stores 7th and apparel and accessory stores 14th.

The S.E.C. will be shooting down golden parachutes if they
adopt the recommendationg of the Advisory Committee on
Tender Offers. Once a takeover starts the target company
could not establish “golden parachute” arrangements. Firms
would have to disclose such protective arrangements annual-
ly—and submit the provisions to shareholder approval. Raiders
could not acquire more than 20% on the open market before
making a tender offer to all shareholders (this latter works well
in other countries).

Waldenbooks is now Waldentapes, mail order at $6.95 each, o:d
subjects such as “How to Manage Stress,” “How to Delegate,”
“Creating Wealth” and all the other things managers and
prospective managers need to know.
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$553.80. I asked if I could stop in Chicago on the return and
was told “No’—BUT I could use the Super Saver Fare and stop
in Chicago—all for $547.50 or $6.30 less. JUST LIKE A SALE
IN A DEPARTMENT STORE THESE DAYS—THE DIS-
"OUNT IS OFF A PRICE AT WHICH LITTLE IS REGULAR-

Y SOLD. (P.S. My wife will join me in New York and her
rare (SF-NYC-SF) will be $458.00.) .

Some businesses survive a long time—the back of the truck said
FRESCOBALDI-Vine Growers since 1300,

We think of Marines in fatigues and battle garb, in Lebanon
and Grenada—but Isaw officers and non-commissioned officers
in the Marriott Hotel in Santa Ana, each with an attache case.
They have room for a few good men—with a wide variety of
skills.

If I ever saw an ad for gold jewelry at list price instead of “Our
entire stock of 14K gold __ % (enter number from 40% to
70%) off,” I would know I had found an honest merchant. But
I haven’t seen that ad.

Dart Drug-Thrifty Corp—Arthur Andersen—Prudential/Bache’s
abuse of general concepts of accounting (although not
formally violating Generally Accepted Accounting Principles
because GAAP is silent) in reporting financial data on
underwriting of Crown Books and Trak Auto has led the
S.E.C. to promptly issue Staff Accounting Bulletin No. 55 to
insure full information on the true cost of operating com-
panies going public. RT considers that Arthur Andersen failed
to fulfill an ethical obligation in signing off on both financials
(AA also serves both parent corporations) by showing abnor-
mal and unsustainable (on a free-standing basis) operating
results resulting from charging only “incremental costs” and
no imputed interest on massive interest-free loans. The four

svise figures on Crown Books. THIS IS PROOF THAT THE
ACCOUNTING PROFESSION IS NOT CAPABLE OF SELF-
REGULATION AND THAT THE S.E.C. IS ABSOLUTELY
NECESSARY FOR THE PROTECTION OF THE PUBLIC.

‘warties slipped Trak Auto past the S.E.C. but were forced to

If K mart advertising people could spell, they would not be
item-ized by San Francisco’s favorite columnist, Herb Caen,
who merely reprinted the following: “Attention K-Mart
Shoppers! Our AM-FM digital clock radio sale priced at
$14.88 may likely be unavailable due to unpresidented
(emphasis added) demand.” RThought: In theory all ads are
checked by the advertising department and the merchandise
department. I don’t publish equally bad (stupid) mistakes by
clients because they don’t get sent to newspaper columnists.

For years I have told retailers they should thank their good
charge customers as regularly as they dun their poor charge
customers. A retailer finally did it—our local drug store which,
because it does things like this, has grown into a $50 million
chain over the past 15 years.

“THANK YOU”

You're the kind of customer Bill’s Drugs is proud
to have. We appreciate the fine manner in which
you've handled your account.

May we have the privilege of continuing to be
your personal Pharmacist.

Sincerely,
k./a\é/ é;yru-

Bill Eames

qq a chart save 1,000 words in putting the deficit in

perspective. The chart below shows the deficit as a percentage

of the Gross National Product—and the solid line shows that
by 1984 it will be at a level not attained since World War II

The deficit will equal $1 for each $16 of everything produced f,(CL

in the United States this year. Part of the problem is that
business is no longer taxed—$520 billion (85%) of the 1982
federal government total receipts of $614 onsist of
personal income taxes and Social Security contnbutlo
cluding the half paid by the employer). The rema1n1ng&
&consmts of corporate income taxes, windfall taxes,
excise taxes, customs duties, gasoline taxes, etc., etc.
RThought: In our local communities the United Way asks each
of us (including corporations) to give our fair share; the federal
government does not. Mr. Reagan has accomplished what
Messrs. Truman, Eisenhower, Kennedy, Johnson, Nixon, Ford
and Carter were unable to do—adopt policies that wipe out
gains since WWII.
Federal Deficits as a Percent of Gross National Product
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Confusion within a conglomerate! In the Los Angeles TIMES
for December 8 there was a double-truck headlined “COUNT
ON LUCKY FOR A LOWER TOTAL” (Part VIII pages 30-31)
and later a full page ad headlined “GEMCO WIDENS THE
GAP” (Part VIII page 49) with the first copy line reading,
“Week after week, Vector Consumer Shopping Guide ...
shows Gemco to be the lowest priced supermarket.” Of
course, Lucky Stores owns both operations. RThought: Both
cannot be true—unless the two pages for Lucky presumes the
readers will shop at Gemco to get that lower total.

On the matter of formal management education, Sterling
Livingston, a former professor at Harvard Business School and
historian of our class (1940), now a consultant and philoso-
pher to the current business scene, has observed that an MBA
degree, for example, can hurt management skill. It overdevel-
ops analytical ability and fails to develop the ability to
identify the real problems. When you have a chance to observe
at close range an outstanding manager who has never gone to
B-School, you will understand what Sterling is saying.

Remember when Xerox was going to out-Computerland
Computerland? They did open 54 stores although you may
not have noticed; Computerland has passed 500. Now Xerox is
selling 43 stores—they do not indicate whether at a profit or a
loss. Can DEC be far behind?

7-Eleven will take more businegs from other retailers now that
they are honoring Visa and MasterCard in more than 500 Los
Angeles area stores as a test covering 4 western divisions. (The
Nilson Report, No. 318, Box 49936, LOS ANGELES CA
90049 $306/yr.)

Stanley Marcus has modified his writings on ‘“Quest for the
Best.” In the November 20, 1983 Dallas Life section of the
Dallas Times in an article about the new Bloomingdale store in
Dallas, Marcus is quoted.
“First: Bloomingdale’s is patronized by rich hippies, a rebellious
group who buy very way-out avant-garde things regardless of cost in
order to demonstrate a sense of difference. You don’t see the same
numbers of those people down here that you do in New York.
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(Stanley—have you noticed the boots under expensive tailored suits
in Dallas?) Second: I don’t think Bloomingdale’s will put anybody
out of business. The things they have had success with in New York
we’ve never felt were appropriate outside of New York.”

I. Magnin (Stanford Shopping Center, Stanford, CA) promised
a pre-reopening party in the remodeled store on November 12,
1983, so completion was rushed. In the cosmetics department
the following was on a fixture, not yet painted over:

Here Lies John Burley’s Rest in
Glue Bottle Peace

He forgot to take it out before putting up the panel!

Judgment spoils point scoring, according to a survey made by
Fair lsaacs of finance companies that allow branch office
managers to grant loans when the applicant is below the
cut-off point score. Of the companies that tracked perform-
ance of approvals when below minimum level, 86% reported
unsatisfactory performance. Yet the companies continue to
grant this authority to managers. What is your policy?

British poet Sir Stephen Spender reported on visiting the grand
opening of the Town Center Mall in Charleston, WV, “It’s like
suddenly being taken to a zoo in which the inhabitants happen
to be human beings, very excited about their new cage.”

Now even Best Products cannot cover the cover item, as shown

CONTRA COSTA TIMES October 23| 198;

below:

Panasonic VHS Video Recorder Model PV1220
(Catalog #392332RPA)

Due to a limited supply, we cannot provide this
item to our customers at this time. The Panasonic
VCR PV1220 is featured on the cover and on
page 33 of our “GREAT BUYS FOR FALL” Sale
Catalog which is being distributed this week. We
apologize for any inconvenience this may cause.

Best Products Co., Inc.

Plosuant Hil, 685 Contra Corto Bivd., Adjocent to Sunvalley Moll 798.4210 Pimele, Vista Shopping Center
¥ Springdole Ave . In Best Plza agocen to Stoneridge Moll, 462.0400 Newark, 5500 Newpark Moll

Behind the Newpork Mall, 794-8300. Sen Refoel, 2650 Norhgate Moll, 472.3647. Seuth Son Francisco, Westborough Exitoff
Freaway 280, 2245 Gellet Bivd., 6785606, Sam Jose, 1845 Aborn Sauore, Coprol Expresswoy of Aborn Savare. 274.6100.

Campbell 550 W. Homiton Ave., 663 iow, 2535 Coliforna . Son
Antonio Center focing California St 941-5600. Shewreem Hewrs: Mon.F11 10om-9pm, Sof 100m-6pm. Sun 1 2pm. Spm

In view of Federated’s lack of success with Gold Key (closed),
Gold Triangle (closed), Gold Circle West (closed), Bullocks
North (closing) and Fedway (long gone), Federated might find
it wise to check the design and location of their new chain (8
to 10 stores by 1985) in Chicago with Mervyn’s so that if their
imitation fails they will find it easier to sell the stores than
they did in the other startups.

Let’s hope Beneficial Corporation checks credit references
better than they check on new directors. In the Third Quarter
(Sept. 1983) report they announced that Sigfried Weis,
president of Weis Markets, (the highest profit margin food
retailer in the country) was ‘“a member and former director of
Supermarket Institute”’—SMI became part of FMI years ago.
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A lifetime warranty was offered by Garden of Eden Comput-
ers in their 1st Anniversary Sale!

Things I never thought I would ever see:

1. Brass turn into gold. (
2. Nunn Bush shoes sold in a Gallenkamp store.

Now where did I put that old brass tray?

How good is research at Fairchild Publications? Consider that
their Sport Style calendar for 1983 had 31 days in November. I
always did feel that newspaper people should take a course in
Poetry—now all together—“Thirty days hath ...”

Proof that offering what the customer wants pays off.
Nordstrom’s entered the California market at South Coast
Plaza with a 120,000 sq. ft. store—at about the same time that
Neiman-Marcus entered that market with a store the same size.
First year sales at Nordstrom was about twice N-M. Now
Nordstrom’s is getting a new building in the same center—
225,000 sq. ft. RThought: I can recall when Nordstrom’s was
planning to enter the California market with a series of
30-50,000 sq. ft. stores in the San Francisco area. Consider
how fortuitous it was that the original plan did not go into
operation—for now Nordstrom’s is taking over 3 large Bullock
stores in that territory to add to the one they built.

Here are the top retailers by market value:

1. Sears Roebuck
2. Wal-Mart Stores
3. Tandy Corporation $ 4,527,000,000
4. K mart $ 4,193,000,000

Remember when looking at prices per share that Wal-Mart has
9% more shares outstanding then K mart and 29% more than
Tandy.

WORDS THAT ARE MAILED (

You probably sent out Christmas cards to dozens, even
hundreds of people. Some even send cards addressed to
business firms! There appears to be a competition to send
cards that are more elaborate, more expensive and that makes
them less of a message and more of an advertisement.

$13,201,000,000
$ 5,231,000,000

Some arrive at RT in typed envelopes and some are obviously
addressed by a secretary or an assistant. A few have a single
name written at the bottom of the message—Joe or Jim or
Henry. Those can be signed at the rate of 30 or 40 a minute.

I send cards for a different purpose. Each is important to me
and each contains a note, perhaps as long as 200 words, to the
person at the other end. I always have a goal of getting them
out by December 15 which becomes the 20th and then the
25th—the last one is usually sent New Year’s Eve.

Many go to people who have served with me around the world
in the Air Force—Abadan, Iran; Leyte; Yokota AFB, Japan;
Nouasseur, Morocco. They also get the annual letter telling
what has happened to our family during the past year. This is
supposed to be corny, blasé, lower middle class—but I hope
each enjoys reading our letter as much as Patty and I enjoy
reading theirs. Some are to friends from Stanford or the
B-School who are spread to the four winds.

As I write, a little of me and Patty goes to them. As I write, I
think back to the days together. In recent years I have too
often been writing to widows, and I try to tell them agair
what fine men their husbands were and a story or two th(
may not know that confirms my statement.

It is my way of being my brother’s friend.
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THE 73RD ANNUAL NRMA CONVENTION

One of the pleasures of attending the National Retail
Merchants Association’s 73rd Annual Meeting, beyond the fact
that there was a break in the New York winter weather for
those days, was being with a new CEO of a client, a smaller
department store in California, who attended for the first
time. I savored the stimulus he got from the sessions and the
business show. Immediately on his return, and in time to apply
part of his registration fee, his management committee
approved joining NRMA.

But there were dozens of old-timers who attended more for a
chance to see old friends (and in a few cases look for new jobs)
with the idea (partially true) that there was nothing new to be
learned, at least for their large firm.

I was struck by the increased number of displays professing to
have the answer to internal and external theft. If a store
adopted all of the ideas, it would operate with a siege
mentality and utilize only those people who would agree to a
monthly lie detector test (or the written equivalent). I think
the security booths exceeded the ones professing dramatic
productivity increases although not by much.

The Annual Retail Industry Luncheon still has one of the
largest “head tables” in captivity—some 111 names listed
although, as always, there were some no-shows. It was
wonderful to see that Professor Malcolm McNair, now in his
90s, (not a young man when I studied under him more than 40
years ago) can still make it from Lead, New Hampshire in the
middle of winter. Mac was the 1952 Gold Medalist and was
seated next to Emeritus Dean of the Business School at NYU,
Dr. Charles Edwards, who was the 1958 winner.

But I was disappointed in the comments of the 1984 Gold
Medalist, Allan R. Johnson of Saks Fifth Avenue and BATUS,
and the International Medalist, Georges Meyer of Galeries
Lafayette. Neither gave credit to the people working with and
for them. This was in marked contrast to the remarks of
Donald Seibert of J. C. Penney and Lord Sieff of Marks &
Spencer, who won medals in 1983. Both graciously gave much
of the credit for their accomplishments to the people in the
organizations with which they were associated for almost all of
their business careers.

I remember the sign behind the desk of one of my three retail
employers, Sherwood Swan, which read: “No man builds a
business; first he builds an organization and the organization
builds the business.”

RThought: Soon the NRMA will have its first discounter/
off-price retailer as chairman. Sumner Feldberg of Zayre
appears next in line.
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DO WE WANT ALL GOVERNMENT OFF OUR BACK?

RT has warned about potential dangers of reduced inspec-
tion of airlines during periods of extreme operating losses, a
matter that should concern frequent flyers. Now comes the
report that since national standards for manufactured
(mobile) homes were established in 1976 the number of fire
related fatalities has declined by 75%. The free enterprise
approach of not buying another home from the manufac-
turer of the one that killed you or your family is hardly a
restraint on manufacturing economies that endanger life.

RThought: There are many areas where government and
bureaucracy unreasonably restrict progress and/or create
unnecessary additional expenses, but the answer is not to
remove all government functions. Top executives in retail-
ing should have the intelligence not to make sweeping
statements about removing all government control; should
specifically identify those that should be removed; and
should be able to support with facts the basis of their
recommendation.

MONTGOMERY WARD ANSWERS BACK

Normally unsigned letters bother me—no reader of RT should
ever feel it necessary to send something without identification.
If you want the correspondence to be private, it will be. If you
want your name withheld, it will be.

But this is an exception. In the October 1983 RT under the
heading ‘“Bragging in an apology’’ we reproduced an ad run by
MW explaining that they were out of two special refrigerators
included in the tabloid in the same paper because the sale
pulled 250% more than any refrigerators they had sold
previously.

I closed with the RThought: “I hope this ad is giving us the
cold dope.”

In a plain brown envelope without return address or signature
(no pornographic material) postmarked in Chicago came an
item that appears to be from a MW internal publication headed
“Refrigerators sell out, Admiral pitches in.” It traces the
history of the joint development of the promotion with
Admiral, projecting 100% over the previous best promotion,
But the timing was right and the product was sold out while
pre-printed tabs were beyond change. The ad reproduced by
RT was the solution. But beyond that, Admiral went so far as
to open the plant a week early from the vacation shutdown
period to try to produce enough to cover the rain checks.




RThought: In too many cases store-vendor cooperation is not
working these days. It is good to see it did at MW. Now if the
anonymous writer will just identify himself, I would like to
thank him for the material he sent.

DO YOU WANT TO CUT
TURNOVER AND ABSENTEEISM?

I think the answer is yes.

Let’s look at some facts:

1. A higher percentage of women with children under 13 are
working.

2. A higher percentage of women with children under 6 are
working.

3. In many cases this means both parents are working.
4. Many of these women are employed in retailing.

5. Our society is not providing adequate day care for children
under 13.

6. Problems that mothers have in providing care for their
children under 13 (more specially those under 6 and very
specially those under 1) cause mothers to quit jobs (after you
have spent considerable money training them).

7. Unavailability of day care often means absenteeism and
extra cost to you.

Now let’s look closer at the situation:

1. Approximately 13 million children 13 and under are in
households where the parent(s) work full time.

2. There are roughly 1 million slots in child care centers.

3. Approximately 6.8 million children 13 and under are cared
for in another person’s home or in the parent’s home by
relatives or non-relatives.

4. Approximately 7 million children 13 or under care for
themselves when they are not in school.

5. Subsidies for full-day care for low income families under
Title XX of the Social Security Act were cut from $800
million in 1977 to $650 million in 1980 and even more since
then despite inflation. This cut the number of children served
from 800,000 to 650,000.

6. More parents are taking advantage of tax credits. These
allow 30% of the first $2,400 ($720) in expenditures for 1
child or $4,800 ($1,440) for 2 or more if adjusted gross
income is less than $10,000. This drops to 20% of the same
limits as adjusted gross income rises to $20,000 or more. For
many people at the $10,000 or less level, the cash benefit is
much less than the amount allowed—taxes on a single person
with 1 child would be $787 and with 2 children would be only
$637; for a married couple with 1 child taxes are only $423
and with 2 children only $293.

7. Food stamp and free or low cost lunch programs have been
cut.

8. Non-governmental child care facilities have not picked up
the reduction due to the government actions.

The surveys that have been conducted confirm what you, as
employers of these parents, already know—care for children 13
and under is a problem when a single parent works or when
both parents work:

1. A Family Circle magazine survey showed this to be true for
30% of working mothers who had to change arrangements in
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the prior two years and another 30% who let children under
13 stay home alone after school.

2. A National Survey of Working Women (80,000 sample of
which one-third had children 13 or under) reported a need fo
child care facilities in the case of 36% of those employed i
professional, managerial, and technical fields and 29% of those
employed in clerical, sales, service and blue collar fields.

3. An increasing number of conferences are being held on the
question of child care arrangements for working women. One
consultant reported that she could find a record of only 2
conferences on employer-related child care services in the
1968-78 period while she, alone, spoke at over 50 such
conferences in 1981-82.

4. Hospitals have been especially active in providing day care
facilities, partially because the service fits in with the kind of
service they provide, partially because they employ a high
percentage of women and partially because shift work creates
special problems. They already have feeding facilities in place.

5. The military services operate more than 500 facilities with
a total rated capacity of about 70,000. In recent years
attention has been given to upgrading the quality which, in the
past, was mainly custodial.

6. In 1982 only about 170 centers were known to be operated
by industries, labor unions, federal agencies (for their own
employees) and hospitals, a slight increase from the 105
identified in a 1978 survey.

What are the services that are needed?

1. Actual day care centers with special emphasis on those that
take pre-school children or infants. Hours must match working
hours.

2. Flex hours to allow employees to fit work schedule to
existing day care center hours. (

3. Sick leave allowed when a child is sick.

4. Direct subsidies, either through vouchers to the employee
or employer operated facilities.

5. Modification of work rules so that both parents can work
at the same facility.

6. Seminars on how to select and evaluate day care centers.

7. Information and referral services.

What measurable benefits have been shown?

1. The 292-capacity center operated by Intermedics in Free-
port, Texas in the first two years of operation reduced
turnover 23% the first year and 37% the second and reduced
absenteeism by 15,000 hours for a total estimated savings of
more than $2 million.

2. A Minnesota survey, where there has been more activity
than in most areas to operate industrial supported centers, of
473 businesses reported that in each of the categories—
improved productivity, reduced absenteeism, recruitment of
new employees, reduced tardiness, and employee morale—67%
to 85% reported a positive impact.

RThought: You know and I know that this is a serious
problem for every major retail firm. For some reason we seem
to close our eyes to it.

We provide and subsidize employee lunch rooms, employee
parking and employee purchases. We provide hospital an
medical benefits. We support the United Way which provid(
some funds for day care centers but far less than we know is
needed.



FEATURE REPORT

STRATEGIC PLANNING-TO FAILURE

‘he headline said, “Liberty House Stores on Block™ and the

article reported that Amfac wants to sell its 10 ailing Liberty
House of California stores. Myron Du Bain, president and
CEOQ, said they could have been profitable in about five years
but that was too long to wait.

1 immediately thought back on the history of Amfac retailing
on the mainland. Amfac always throught they were master
merchants because they were successful in Hawaii, not
recognizing that there were special factors that permitted them
to establish their Hawaiian position against lesser competition.

My connection with their mainland efforts come on several
fronts. The 375,000 sq. ft. Oakland Liberty House was
originally Kahn’s, opened by my granduncle and Father in
1914. At one time Amfac had RhodesWAY discount stores,
which included a location from Simon Stores (then in Chapter
11 and a company on whose board I served). And I have, of
course, watched the rise and fall of J. Magnin from their
acquisition to their disposal (and since then).

Let’s go back to the beginning—from data in a file about ten
inches thick on Amfac.

JM—the November 25, 1968 article was headlined ‘“Amfac
deal for Magnin a puzzler.” There was a whirlwind courtship and
a price Cyril Magnin could not refuse—$3 1 million, half cash and
half 5% debentures—for a 31-store chain doing $50 million and
netting $1 million.

JM was run by Cyril, his sons Don and Jerry, his daughter
Zllen Newman and her husband Walter. I can recall a talk by
‘Don Magnin— he said, “We cater to a JM customer. We will put
a branch only where there are enough JM types to support a
store.”” But that policy waivered while still controlled by the
family. They opened up an eminently unsuccessful store on
the Hayward strip—the wrong town and on the wrong side of
the street—because they were rumored to have been given (or
sold cheaply) an interest in the building.

In 1970 Amfac acquired Rhodes Western Department Stores—
probably the worst structured chain in the United States.
Started by Ben Schlessinger in the mid-1920s after he had
been at The Emporium and partially owned the City of Paris
(both in San Francisco), Schlessinger bought Kahn’s in
Oakland (which he renamed Schlessinger’s), Olds, Worthman
and King in Portland and Rhodes in Tacoma—one store for
each son. The depression was not kind and the firm went
through a reorganization with control passing to the bond
holders with Herbert Clayburg and John Reilly, Sr. ending up
with a majority position.

After World War II, Rhodes Western undertook expansion of
an unusual kind. They did not try to become a major store in
any area. But they opened cold in places like Fresno and
Sacramento, followed by tertiary or worse positions in
Phoenix, Albuquerque and San Antonio. At the time of the
acquisition by Amfac, Rhodes Western was doing about $65
million in 13 stores stretching from Tacoma, Washington to
San Antonio, Texas and was not dominant or even number
two in any market.

but the miracle of Liberty House Hawaii was supposed to
correct everything.

In fact, the Amfac annual report for the year ending January
1971 said that the Liberty House name would be introduced
in the U.S. in 1971 in the Eastridge Center in San Jose and in
1972 in Sacramento and Hayward, hardly the propitious
places for what Amfac described as a name ‘‘synonymous with
quality merchandising.”

So the San Francisco Bay Area soon had a hodgepodge of
Liberty House and Rhodes department stores operating
independently.

In 1971 Amfac also wanted to prove again that they were
miracle retailers and acquired four failing discount stores
under the name of Baza’r—and quickly added three more
stores, two of which they built.

But something was happening to JM—sales were off in 1970
“owing in part to the general decline in U.S. retail activity and
in part to the fashion controversy over whether and by how
much women’s skirt lengths should drop” (remember the
battle?). In 1971 JM opened in Hawaii and was later to open
oneofa s..cheduled 11 stores in Japan (the others did not follow).

In April 1971 Women’s Wear reported that prospects for JM
were good and Amfac was looking for Rhodes locations in El
Paso and Corpus Christi! JM branches were to be opened in
Amfac hotels.

Amfac spent $31 million for JM, $17,250,000 for Rhodes
(Series B Preferred), $3 million for the Baza’r Stores and
something for the Wolff & Marx store in San Antonio.

In 1972 there was more expansion and acquisition. Amfac
bought the failing City of Paris in San Francisco and the
Gano-Downs chain in Denver which stores were converted to
JM, but 2 Gano-Downs men’s stores were open. In the Bay
Area 4 Rhodes stores were converted to Liberty House even
though they did not cater to the middle to upper income
Liberty House prospective customer.

As a result of all these acquisitions, Henry Walker, CEO of
Amfac, was selected as Man of the Year by the Hawaii
Business magazine—and reprints of the glowing article about
him were sent out as part of the Amfac annual report for the
year ending December 1973.

By 1974 things were really falling apart. The 5 RhodesWAY
discount stores were sold at a loss of $3.2 million, with one
converted to Liberty House (did you ever see a 100,000 sq. ft.
discount store, all on one floor, convert to a better quality
department store when located in a middle to lower-middle
income area?) and another changed back to a Simon hardware
store. They lost money on that store because of a peculiar
provision of the concession agreement that Simon’s had as a
result of selling the master-lease to Amfac.

In 1974 there were additional losses of $1.4 million from
RhodesWAY, and people from Liberty House-Hawaii were sent
to the mainland to help Liberty House-California and the
Rhodes Southwest division. An extra 1% shrinkage was
reported for 1973.

At this time Amfac was emphasizing something called
RONA —return on net assets. Everything, they said, was going
to be fine.
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FEATURE REPORT continued

By 1977 things were difficult although the Amfac shareholders
did not know that the LibertyHouse-California and JM stores
were operating at a loss and would continue to do so at least
until 1979.

Rhodes stores in Arizona, Texas and New Mexico were merged
into Liberty House-Mainland and bought for out of Oakland.
In August 1977 the liquidation started—all for the purpose of
making a stronger company. The first Liberty House store
opened on the mainland, in the Eastridge Shopping Center,
was sold to Emporium (Carter Hawley Hale). Agreement in
principle was reached to sell the 5 stores in Oregon and
Washington to Marshall Field as part of Angelo Arena’s plan to
spread into competition with all major retail chains that might
want to acquire Fields (having been frightened by the CHH
takeover attempt). Expanding the Frederick & Nelson opera-
tions into Portland would put Marshall Field in competition
with May Department Stores for the first time.

The Gano-Downs stores in Denver were sold—and on the last
day of the year JM was sold at a loss of $21.3 million (later to
be greater when that deal fell apart).

As an aside, JM was finally taken over by Hillman family
interests (the largest single venture capital investors) in‘partner-
ship with a 30-year J. C. Penney man, just the formula for a
successful high-style specialty store for women.

On November 22, 1977 Women’s Wear Daily quoted Henry
Walker as saying, “This is probably our last chance.” But it
took six years to finally face up to the facts—and a new CEO
at Amfac (who left on short notice from his position as CEO
of Fireman’s Fund Insurance Company just before disclosure
of losses of some $140 million).

In 1978 Amfac sold the two Phoenix and one El Paso stores to
Allied Stores—now operating them under the Joske name
(after converting Titche’s in Dallas to Joske’s). Plans were
made to sell the Albuquerque and 2 San Antonio stores.

The announced loss on the northwest and southwest stores was
$1 million each.

Starting with the first quarterly report of 1979, we find that
LH-California showed a minor loss and was believed to be
moving ‘““into a positive earnings position.” The second quarter
reported it was ‘“moving steadily closer to profitability.” In
the third quarter the “results were 57% better than last year
(without indicating whether the loss was cut or the profit
increased). The annual report disclosed the first profitable year
since 1972.

In 1980 they said the success ‘“‘continued into 1980.”

In the 1981 report, Amfac said “in 1982 ... (we will have) a
very attractive highly competitive Northern California chain.”

In the 1982 10-K they reported that in 1983 the “highly
competitive chain” would be merged into LH-Hawaii and
virtually all the mainland merchandising staff eliminated. I

In January 1984, in time to carry back the write-off into 1983
which would have been a terrible year anyway (now a $68
million or larger loss), Amfac announced the sale of Liberty
House-Mainland; and by the time you get this newsletter,
many of the stores will have been acquired by Macy’s for
separate Home Center stores, particularly the downtown San
Francisco store which is across Stockton Street from the main
Macy store. Macy’s California will thus move well past $1
billien in sales and be comfortably ahead of Macy’s NY.

What has Amfac gotten for all this well-planned invasion of the
mainland? Let’s add up the known items:

$4.6 million loss of Baza’r stores
$21.3 million loss on sales of JM
$2.0 million loss on sale of NW and SW stores
$10.0 million loss on sale of Liberty House-California

This does not include the operating losses year after year and
charges for interest which are not included in operating costs.
Probably the entire venture cost $60 to $100 million.

RThought: I was struck by the fact that all the annual reports
showed a big picture of Henry Walker smiling. I had the feeling
the pictures were taken before the mainland invasion.

The entire 14 years should be made into a case study on how
not to plan retail expansion. It is apparent they did not know
their markets on the mainland. There were frequent changes of
CEOs—JM had 3 different presidents in one 2-year period, and(
the last two remade the business in the image of what they had
been running before they went to JM.

Rhodes/Liberty House had somewhat fewer changes.

But we must put a $60-$100 million loss in perspective. Amfac
carries tremendous Hawaii acreage on their balance sheet at
absurd figures. In some transactions they sold shopping center
land in 4-8 acre parcels for $3-$4 million an acre. Their assets
could tolerate this type of mistakes for a long time to come.

But it is a wise decision to stop the losses and reconcile one’s
self to being the leading retailer in Hawaii where, at the
present time, Sears is the main competition, although one
wonders about the purchase of an off-price chain in Pennsyl-
vania.

At Press Deadline: As expected, Amfac is selling a little more
real estate to offset retail and nursery losses. On January 25
they announced the sale of 100 acres in San Diego at a gain of
$6.7 million followed by the sale of their Silverado Resort in
Napa, California at a gain of $5 million.

SHORT SHORTS

Robinson’s does it honestly. They sent out an ‘“After
Christmas Clearance and Sale” mailing with 10% extra
discount for “JWR Charge Customers Only. December 26-31
Only.” A reader of RT called and asked if he could get 10%
off—but he did not have an account. The salesperson said,
“NO, but if you come in, you can open an account and then
you can get the discount.”
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Did WWD report the Abraham & Straus change correctly? Five
budget departments averaging 15,000 sq. ft. (total 75,000 sq.
ft.) are being closed with the remark that they “accounted for
less than 5% of $650 million sales.” If that means $30 million.
it is $400/sq. ft.; if that means $25 million (4%), it is $330/s¢
ft. I don’t think operations with sales in the $300-$400 per sq.
ft. range should be unprofitable.
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We somehow feel that we can close our eyes to the problems
of working mothers with children 13 or younger—and then we
complain about the turnover, lateness and absenteeism (as well
s the decline of the American family).

&.We know that our employees are willing to pay a substantial

amount for child care, so they are not looking for a free ride,
just some help.

Many of our stores are clustered, either in a downtown area or
a shopping center. In a 1,000,000 sq. ft. shopping center there
ought to be someone—probably the center developer—who
takes the lead in building a day care center into the center. He
should do this if for no other reason than pure, simple greed.
If the developer can use this means to reduce the labor
turnover in his tenant stores, the better 'sales and service that
will result will pay him back in incremental rent income.

But the responsibility still rests most heavily on the employer
(and his greed) to want a lower turnover rate and thus retain
more experienced and better qualified people.

It is easy to start organizing your thinking on this. Read, as I
did, “Employers and Child Care: Establishing Services
Through the Workplace” prepared by the Women’s Bureau,
Department of Labor. Write the Bureau at WASHINGTON DC
20210 for your copy. It even contains the questions you can
put in a questionnaire to your employees to find out the
seriousness of your problem.

HOW BALONEY FIGURES ARE CREATED
The article in Chain Store Age—General Merchandise Edition

lone by Arthur Young for the National Mass Retailing
Institute:

( for January 1984 made the following statement about a study

“Retailers attribute 50% of shrinkage to employee theft,
30% to shoplifting and the remainder to sloppy paperwork”
(emphasis added).

By the time it got into the February 1984 issue of Changing
Times the statement was:

“But store employees account for half of all pilferage
losses, concludes a study by the accounting firm of Arthur
Young ”’ (emphasis added).

RThought: There is a great deal of difference between Arthur
Young reporting that “retailers attribute’ 50% of shrinkage to
employee theft (retailers have absolutely no facts upon which
to base this, but they have heard so many other retailers,
accounting firms and security specialists report this as a fact
that they accept it) and having Arthur Young “conclude” that
employees account for half of all pilferage losses.

This silly survey conducted every year adds little to the
knowledge of retailing and certainly doesn’t assist in making
any operating decisions. It is sort of like the forecasts of the
economy by months or quarters for the next five years—a
wasted effort.

I don’t object to Arthur Young collecting this information; I
just object to its being included in a study that professes to be
quality research.

‘ /But then, again, Arthur Young does have services to sell based

on the fear that half of the shrinkage is attributable to
employee theft.

FOOLING WITH FIGURES

Recently I received a solicitation from Mike Farrell, better
known as B.J. Hunnicutt of M*A*S*H fame, asking for a
contribution to the National Coalition to Ban Handguns. He
said, “22,000 Americans now die from handgun wounds every
year, and it is getting worse.”

I wondered how much worse, so I did a little delving. Between
the “1982-3 Statistical Abstract of the United States’ and the
““Historical Statistics of the U.S. from Colonial Times to
1970 1 had some numbers to work with. Information is
available for homicides and suicides by means of firearms
(both handguns and long guns).

My first discovery was that we did not have figures from all
states until 1933. The frequency of homicides and suicides is
cited in terms of the number per 100,000 population. The
most recent figures available (from these sources) for homi-
cides were for 1981 and for suicides 1979. I then compared
the rates for the most recent available three years and the first
three years of figures for all states. This information is set
forth below:

Homicides
Year Rate/100,000 Population
1981 5.47
1980 6.01 Average 5.77
1979 5.82
1935 )
1934 6.09 Average 5.82
1933 6.26

The homicide rate for 1933-35 includes firearms and explo-
sives, but I feel that explosives were a very mifior factor.

It appears that over the past 40-50 years the homicide rate by
firearms has changed very little—the decline in average for the
two periods was less than 1%.

Now let’s look at suicides, again remembering that the
1933-35 figures include suicides by explosives (again, I think
explosives were not significant):

Suicides
Year Rate/100,000 Population
1979 6.95
1978 6.95 Average 7.08
1977 7.34
1935 5:37
1934 597 Average 5.78
1933 6.21

From these figures it is apparent that there has been a
significant increase (more than 22% between the averages for
the two periods). More important, the rate of suicides by
firearms is now greater than the rate of homicides by firearms.
It may well be the case that a lack of firearms may not deter
one bent on suicide—there are other means readily available.

RThought: We are more conscious of murders by firearms
because today both newspapers and TV report cases from
areas further from where we live. A murder in New York City
can make the front page in Palm Springs, California today —but
did not 40 years ago.

The efforts of groups such as the Coalition to Ban Handguns is
spotlighting this problem so we are all more conscious of it.
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Those retailers that sell all kinds of guns, but particularly
handguns, are under increasing pressure from groups that
would make the possession of all handguns illegal.

Many call the National Rifle Association the strongest lobby in
Washington and certainly they have spent much money on
their position.

But the basic question of whether the rate of murders
committed with firearms has increased must be answered NO;
in the case of suicides the answer is YES. During the same
period the death rates from many other causes under
individual control (heart disease, lung cancer) have increased
dramatically and are higher than deaths from firearms.

Information back to the 1933-35 period is not available for
accidental deaths from firearms but recent figures show that
this is moderately declining—and is minor (well under 10% of
all firearm deaths).

All homicides are crimes against society and should be
punished; and all suicides, in one way or another, are an
indication of failure within our society to meet the problems
of individuals. But the crimes (homicides) committed by
firearms are not radically increasing when expressed in relation
to our population. To say otherwise distorts the figures.

RThought: The purpose in discussing these emotional statistics
is not to take sides but to make readers conscious of the
problems of using a single number for a single period, I am
reminded of the football coach who diverted a player from
another school by pointing out to the prospect’s mother, with
appropriate emphasis, that the other school was co-
educational, the boys and girls shared the same curriculum and
they matriculated together.

WHAT IS THE PURPOSE OF A TRADE ASSOCIATION?

I am fortunate in receiving material from a number of retail
trade associations around the world—in addition to ones like
National Retail Merchants Association, National Mass Retail-
ing Institute, Menswear Retailers of America, Association of
General Merchandise Chains, National Association of Conven-
ience Stores and others. I receive the mailings from the New
Zealand Retailers’ Association, Retail Council of Canada and
indirectly (through publications), the New South Wales and
Victoria Retailers’ Federations in Australia plus various groups
in South Africa.

In the United States we have a mixture between national and
state associations with the national being, in most cases, the
service-providing association while the state associations are
primarily lobbying. Providing training on a national basis
presents a problem for a country the size of the United States.
Most of the national meetings are what I would call informa-
tional rather than instructional; they give a glimpse of the
many facets of retailing such as advertising, promotion, EDP,
control, transportation, credit, etc., without providing train-
ing.

It is for that reason that I am particularly struck by the work
being done by the Retail Council of Canada; they emphasize
training people within the industry. Consider these three
recent mailings:

1. Negotiating Skills for Retailers. This 2-day seminar was
aimed at negotiating with suppliers, service specialists and
landlords, but also included how to make an effective
management job offer and how to get support from your
bank.
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2. Professional Buying Workshop dealt with the customer in
the ’80s, selecting a supplier, the buyer as promoter and
advertiser, key problems facing buyers, types of buying,
negotiations, inventory control, merchandise plan, plannin
net sales, planning stocks, planning assortments, managi
markdowns, open-to-buy budgets, turnover, the retail methow
of inventory and management of time. I do not believe such a
course is offered by a major retail trade association in the
United States.

3. Store Management Skills started with cases and then moved
through merchandising in the ’80s, staffing/motivation, man-
aging your inventory, report-outs, selling/service skill training,
management styles, handling problem employees, appraising
subordinates, generating sales, effective use of time and the
action plan, The only thing that I know comparable to this in
the United States is the correspondence courses developed by
Cornell with SMI (and now FMI) for supermarket managers
and now used increasingly by discount and drug chains for
their store managers.

RThought: The cost for each seminar was $380 for members,
$450 for non-members (plus, of course, transportation to
Toronto, hotel and meals other than lunches). To get on their
mailing list write Ms. Judy Johnson, Assistant Director
Member Services, Retail Council of Canada, 214 King Street
W, Suite 212, Toronto, Ontario M5H 1K4 Canada or call
416-598-4684,

RThought: Although your senior management might go to
your own trade association’s informational meetings, I think
you could make a good investment by sending your middle
management to the Canadian educational meetings.

SHORT SHORTS

Once a loser, always a loser. The Jefferson Ward division ha(
closed the 3 outlets in Knoxville that were purchased as J. B.
Hunter (formerly Almart) stores in 1979 and have never
shown a profit. These were part of Allied Stores’ brave effort
to show that they, too, could operate discount stores.

WORDS DRAWN FROM A CAREER OF 43 YEARS

James C. Walton of Touche Ross in Jackson, Mississippi was
kind enough tosend me what Charles Brower wrote as his
lessons of 43 years up to the time he retired as chairman of
Batten, Barton, Durstine & Osborn:

1. Honesty is not only the best policy, it is rare enough today
to make you pleasantly conspicuous.

2. The expedient thing and the right thing are seldom the
same thing.

3. The best way to get credit is to try to give it away.

4. You cannot sink someone else’s end of the boat and still
keep your end afloat.

5. If you get a kick out of your job, others will get a kick out
of working for you.

6. It is not important that you come in early and work late.
The important thing is why?

7. Chicken Little acted before research was complete.

8. A man of stature has no need of status.

9. Many people know how to make a good living. Few kn(('
what to do with it when they have it made.

RThought: I have nothing to add to such a complete list.



Mr. Daniel P. Bpalka
Assistant Vice President
Human Resource Policy
Crocker National Bank
79 New Montgomery Street
San Francisco, CA 94105

Dear Mr. Opalka---

I am pleased to enclose a copy of my newsletter, RETAILING TODAY,
for February 1984 and have marked the article that was referred to
in the May 1984 issue of Executives' Digest.

I do not know whether or not you are already providing child care
for your employees, but I hope that you will consider it.

Now that you have a shopping center, The Galleria, the comments that
I have made about shopping centers might be applicable.

Many thanks for your inquiry.
Sincerely,

Robert Kahn, CMC



May 24, 1984

Ms. Mary Anne Chaney
Director of Marketing

HUMANA
P. 0. Box 1438
Louisville, KY 40201

Dear Ms. Chaney---

Becky Bryant was kind enough to call and ask for a copy of the marked
artét¢le -- which was quoted in Executives' Digest under the heading
of '"Child Care Pays Off."

I am so pleased to get this response because I know your organiza-
tion and know that it is an area where your skills could bring great
benefit.

I have some comments about the application of this service to shop-
piog centers -- and your organization would certainly be one that
could provide it on a contract basis.

Once again, thanks for asking for the full article and I would be
interested in anything that you do in this area. I would be hpppy
to report it to my readers -- who are the top management, usually
the chief executive officer, of firms doing more than half the
retail volume in the country if one excludes car dealers, service
stations and restaurants.

Sincerely,

Robert Kahn, CMC



May, 1984

- Executives’ Digest
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A Convention Worth Remembering

Peter A. Turia and Kathleen L. Hawkins, Success,
February 1984, p. 50.
Life at a convention is often dizzying.
Your purpose may be to mix business
with pleasure but it’s all too easy to
mix confusion with diversion. With
a bit of simple organization,
however, you’ll be able to make the
most of your next convention. Go with goals. Familiarize
yourself in advance with convention materials. Ask to be
sent agendas and a list of evening events. Then, pinpoint
goals. Do you want to make business contacts, become
acquainted with new technologies, or buy and sell equip-
ment? Write down your goals and refer to the list each
day. This will allow you to focus on what’s happening
instead of trying to remember what your plan was. Bring
along a generous supply of business cards. Make it a goal
to establish a designated number of business contacts. On
the back of each card you obtain, jot a quick note to
yourself regarding the topics you discussed with that per-
son. After the convention, a mini-presentation for those
who remained behind will promote the impression that
your fellow workers are part of the reason you attended.
Remember the people you met at the convention. Send
follow-up notes and cards on special occasions. Keep your
network up to date.

Know Your Prospect’s Body Signals
Gerhard Gschwandtner, Personal Selling Power,
January/February 1984, p. 18. Reprinted by permission.

Unfortunately, most salespeople aren’t
trained in non-verbal communication,
so they miss precious opportunities to
make a sale. In fact, research suggests
people communicate just 7 percent of
their feelings and attitudes with words,
38 percent with tone of voice, and a whopping 55 percent
through non-verbal signals. Salespeople who are sensitive
to non-verbal cues can read those signals almost like a
traffic light. Green signals tell them that the prospect is
open. Yellow signals indicate the seller is losing the pro-
spect and it’s time to ask questions about his interests

and needs. Red signals warn the seller to stop and redirect
because the buyer has just about been lost. To identify
the buyer’s attitude, the seller must examine channels such
as hands, body angle and eye contact.

Open, relaxed hands and a body angle directed toward
the salesperson are important green signals. A buyer’s
closed or clasped hands are a yellow signal, as is a body
angle turned away from the salesperson. The salesperson
must use ‘‘open questions’’ to draw out the buyer’s real
feelings. One might ask the buyer: ‘‘I’d like to get your
objective opinion on this; how do you think our product
will help with your production?’’ The salesperson’s open
posture, a green signal, combined with the open question,
can bring the presentation on track. Once salespeople
become aware that it’s their own ability to communicate
green signals to the buyer which will lead to the order,
they’ll have a more positive attitude toward their jobs and
themselves.

Cultures at Work
Training, January 1984, p. 37.
Within the last few years, four books on

business culture have become nonfiction

best-sellers: In Search of Excellence,

Corporate Cultures, Theory Z and The Art
of Japanese Management. Each hammers home the idea
of strong corporate culture leading to strong financial
performance.

The perception of corporate culture has two sets of
roots. The first is the American Studies movement of the
’60s and ’70s. But there is an even older grandparent—
the climate/attitude movement of the 1940s and ’50s. In
Corporate Cultures, authors Kennedy and Deal talk of
the characteristics of companies with strong, clear
cultures. These are companies that have cultivated their
own identities by value-shaping, hero-making and the
spelling out of rites and rituals.

The companies have acknowledged they are human
institutions that provide practical meaning for people.
People who work in groups create something that is both
bigger than, and independent from, the sum of its parts.
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Take Care When Shifting Schedules

Karen E. Debats, Personnel Journal, February 1984, p. 6.

Much research has been conducted on the
” social effects of shift work, especially the
i o alienation from family and friends. Since
the problem can’t be solved by eliminating
shift work, the best course is to improve those aspects
of shift work over which we do have some control. That’s
where biologist Charles F. Ehret comes in. He has studied
the effects of shift rotations and feeding schedules on
natural body rhythms. He says that many companies
unknowingly use shift schedules that undermine employee
health and performance. An example is the 1-1-1 schedule,
where workers rotate to an earlier or later shift on each
successive workday. When body rhythms are upset, he
says, one is more likely to become ill or to make mistakes.
He suggests a schedule that keeps workers on the same
shift for at least five days, with one or two days off before
rotation to a later shift. Ehret found that laboratory rats
adjusted -quickly to this sort of schedule. And changing
meal times to anticipate a new schedule made adjustment
even faster. Timing of meals and types of food eaten are
important to help the body maintain natural rhythms. For
a new Monday afternoon shift, a worker should go to
sleep at 7 a.m. that Monday and then wake up to a high-
protein breakfast at 3 p.m. before leaving for work that
starts at 4 p.m.

0,0

Do Trend-Watchers Have the Facts?
Bryant Robey, Barron’s, February 13, 1984, p. 22.

‘“‘Half of all women work’’ ‘‘America is
growing older)’ As more investors follow
demographics to see how America is chang-
ing, some trends are becoming familiar—
so familiar that they may not even be true. And, as astute
investors know, the obvious is usually misleading, if not
completely wrong. Myth: ‘““We have become a nation of
elders!” Americans are living longer. The number of
people aged 85 and over will grow by over 50 percent
between 1980 and 1990. But their numbers are small in
relation to the baby-boom generation. America is still a
nation of young adults, but fast on its way to becoming
a nation of the middle aged.

Myth: ‘““The family is dead’’ Fewer than one family
in five consists of a married couple in which only the
husband is employed. The family lives on; it just looks
different. People marry later, have fewer children,
divorce more readily, and mothers and fathers raise their
children alone. Nevertheless, over 90 percent of all
Americans marry. Myth: ¢‘Singles are young and swing-
ing’’ In fact, more than half of the 19 million Americans
who live alone are not young folks, but people 55 or
older.

Myth: ‘“Half of all women are in the labor force!’ In
fact, almost two-thirds of women of working age are in
the labor force, a much more dramatic figure.

Myth: “The SunBelt is growing at the expense of the
FrostBelt!” The SunBelt boom could even turn to bust
as corporations look to the population-rich countries in

F o

Asia and Latin America for the cheap labor they once
sought south of the Mason-Dixon Line.

Demographic trends carry so much momentum that
they can alter the course of history. Careful study of their
direction can provide a window into the future. It’s a wise
investor who makes an effort to discover the facts.

““If a man has a talent and cannot use it, he has failed. If he has a talent
and uses one half of it, he has partly failed. If he has a talent and learns
somehow to use the whole of it, he had gloriously succeeded and won
a satisfaction and triumph few men ever know.’—Thomas Wolfe

Computers: Fear Not
Larry Stessin, Miami Review, February 14, 1984, p. 5.

How does a businessman spell ‘‘fear?’’
C-O-M-P-U-T-E-R. A soothsayer who has
been a ‘“‘phobia’’ watcher for several years

: is Dr. Stanley Kaden, a consulting
psychologist who has distilled the causes of managerial
skittishness to basic fears, all of which can be overcome
by a simple prescription called common business sense.
There is the fear of making a wrong purchasing decision.
There is the fear of looking dumb. The jargon part of
computer technology has intimidated many businessmen.
Kaden suggests that if the businessman looks upon the
computer as just another machine designed to do a
specific job, he will overcome the feeling that he is dealing
with some planetary unknown.

The fear of confrontation, says Kaden, is the least(

recognized fear of all. It is the fear that computerizing
will reveal serious weaknesses in the company’s opera-
tions. No one likes bad news and the computer could
unfold embarrassing data. But the function of a good
executive, says Kaden, is to shoulder the bad news and
take steps to correct the broadening seams of un-
profitability. Dr. Kaden mentions another area of
resistance—rationalization that the state of the art is
changing so quickly that it is foolhardy for a company
to purchase the current generation when in a short time
another system will become the thing to buy. Ob-
solescence of equipment is a constant in all business
activities and the time will never come when this or that
technique will be the ‘‘final word?’

Gentle Persuasion Works Best
Reprinted with special permission from Infosystems Magazine
(January 1984 issue, p. 26, copyright 1984) by Hitchcock
Publishing Co., Wheaton, IL 60187. All rights reserved.

The time-tested principles for getting people to
cooperate have not changed, says Luvain Bue of Dale
Carnegie & Assoc. Inc. There is an effective way to
change someone’s ideas without arousing resentment.
““‘Computer professionals sometimes get right to the point
in an abrupt fashion that puts off management and
subordinates alike)” says Bue. Preliminary pleasantries
are needed to get in step mentally with the person one
is trying to talk to.

Note: The material summarized on these pages represents a cross section of current
comment and opinion. We do not necessarily concur in the opinions herein presented.
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Data processing managers who flaunt their computer
knowledge make listeners resentful if they don’t under-
stand. It is the fastest route to failure in selling a project
or an idea. In the seminars, Bue tells would-be salesmen
to remember the three P’s when trying to persuade
someone to buy a product or a plan. Understand the
person to whom you are trying to sell. What are his goals?
Understand the product you are trying to sell. And
understand the payoff. What will the product or plan do
for someone who decides to accept it?

How To Set Deadlines

Supervisor’s Bulletin, National Foremen’s Institute and Bureau of
Business Practice, February 15, 1984, p. 5.

| Meeting department deadlines is
' all-important. You know this, and
you stress the importance to your
people of performing on schedule.
But you probably have to do more
than meet deadlines—you also
have to set them. The best
managers are those who leave enough time for planning.
It’s often hard to set that time aside. You may hardly
have enough time to finish what needs to be done today,
let alone schedule for tomorrow. But if you set a deadline
for yourself for each of your projects, you’re more likely
to get them done. Without a deadline, it’s easy to put
off important things indefinitely.

You must define your goals. Do you know what you
want to accomplish in the next six months? In the next
week? With goals, you can judge progress by accomplish-
ment. Without goals, you may confuse progress with
filling up time. A project schedule needs more than just
dates of beginning and completion. You need to put into
writing what materials and equipment will be needed. You
need to decide which employees will be involved.

Then draw up an informal timetable. Include dates
when each person’s task is to be completed. See that each
person gets a copy. Parkinson’s Law is sad but true:
‘““Work expands so as to fill the time available’’ Let your
people know that you don’t have all the time in the world
to get each job done.

Next, to meet those deadlines, budget your time.
Classify what you do in order of importance. You might
classify under daily essentials; essentials that occur at
intervals; unpredictable essentials; duties that are impor-
tant but unessential; emergencies, and things that need
extra planning time. On careful analysis, you might find
that some of your tasks were originally the responsibility
of your employees anyway. Reassign such work back
where it belongs. An assistant, too, can help you stay on
schedule. And study those emergencies. Could they be
eliminated by more careful planning in the future? Once
the schedule is completed, it’s ready to be put to the test.
Make revisions as needed; more may be delegated to
others later.

Child Care Pays Off

Robert Kahn, Retailing Today, February 1984, p. 2.

Do you want to cut turnover and
absenteeism? I think the answer is yes.
Let’s look at some facts. A higher percen-
tage of women with children under 13 are

 working. Problems that mothers have in providing care

for their children under 13 cause mothers to quit jobs;

- unavailability of day care often means absenteeism and

extra cost to the employer. Surveys conducted confirm

' what employers already know. Care for children 13 and

under is a problem when a single parent works or when
both parents work. A national survey of working women
reported a need for childcare facilities in the case of 36
percent of those employed in professional, managerial
and technical fields, and 29 percent of those in clerical,
sales, service and blue-collar fields. In 1982 only about
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