
GRAHAME THOMPSON: 

America is not only the land of the Free, it is also 

the land of the Market. If anything captures the 

essence of American economic activity, it is this 

emphasis on the virtues of market mechanisms for the 

conduct of the 'business of America' . In sides A and B 

of this cassette, and the first side of the next one, 

we enquire into this distinctive aspect of America by 

looking at how three different market situations work 

in the US. Thus the three sides are all linked under 

the general title of 'Markets in Action'. The first 

side of this cassette concerns the retail sector and 

particularly the nature of shopping. As Chapter Two of 

the Markets book indicates, this has been a major 

feature of the way Americans have engaged with their 

economy. It has been home of a range of retailing 

strategies, pioneered in the United States and then 

eagerly taken up in the UK and elsewhere. Indeed, the 

American retailing experience has been more or less 

copied wholesale in much of the rest of the world. It 

is one of those subtle ways in which the US has 

exercised its power and hegemony over the world. In 

copying what the US has done, the rest of us have 

thereby adopted some of the US's own social and 

cultural values almost unnoticed. But what exactly is 

it like 'shopping in the USA'? We explore this by 

looking at three contrasting retailing experiences: 

the Department store; the Mall, and niche or 'boutique 

style' shopping. We went to Macy's in New York, and to 

the Burlington Mall and Quincy Market area in Boston, 

to see what Americans think about their shopping 

experiences, and how those managing these kinds of 

outlets set about encouraging Americans to buy. 

The second side of this cassette moves away from 

retailing and into the world of high finance. American 

financial markets are celebrated for their dynamism and 

efficiency. 
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One of the growth areas here - again something copied 

by much of the rest of the advanced world - has been 

the development of futures markets. As indicated in 

Chapter Seven of the Markets book, futures trading 

involves very esoteric financial instruments known as 

'futures options'. These are nothing more than 

promises to buy and sell something in the future. The 

question here is whether these kinds of markets add to 

the productive capacity of the American economy, or 

whether they just result in short-term speculative 

outcomes where a few lucky people make money at the 

expense of the majority. The New York Mercantile 

Exchange is the home of one of the most developed 

futures markets and we began our investigations there. 

The final market looked at is the labour market, which 

can be heard on Cassette Four, Side A. Here we get 

into the heart of the US productive economy. But what 

is the future for American labour? The Union movement, 

never strong at the best of times, seems to be in 

terminal decline. And it is additionally threatened by 

the advent of the North American Free Trade Agreement, 

something considered in Chapter Ten of the Markets 

book. NAFTA could encourage American jobs to drift 

'south of the border' into Mexico. 

We went to the textile town of Lawrence in 

Massachusetts, and to Washington to gauge the reaction 

to NAFTA and how organized labour was responding to it. 

But first, the streets of New York City on Columbus Day 

in October 1993. What do people think about shopping 

in America? 

FEMALE SHOPPER: 

Well I personally like department stores better than 

malls. I live in New Jersey, I come all the way over 

here to New York just for this, I have a special event 

tonight, and the malls, they don't seem to have the 
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quality that the department stores have. So I do like 

the department stores better. 

GLORIA KRIESMAN: 

Macy's er is one of the great department stores of the 

United States. R H Macy, Roland H Macy, opened his 

first store in New York, a small dry goods store, in 

1857. The great flagship store that we see now at 

Herald Square actually opened in nineteen two, and the 

chain has expanded ever since. 

FEMALE SHOPPER: 

Because everything that you find in the department 

store is, is chosen and bought by that corporate buying 

structure, whereas in a mall situation you have you 

know a diversity of retailers that that make their own 

choices and do their own buying. So you probably do 

find a much greater selection in a mall, it's just that 

it's once you get to know a department store you feel 

comfortable with it. 

MALE SHOPPER: 

Personally I don't find any difference, but I come here 

to get what I need and I get out, because I hate the 

crowds, and the whole concept, so I just come to get 

what I need and I leave. But as opposed to the malls 

it's the convenience of being in the city, you don't 

have to go out in the suburbs. That's my opinion 

because I don't drive too often. Maybe you get a 

different answer from somebody else who like to go out 

of the city. 

GLORIA KRIESMAN: 

I think that Macy's is the great American department 

store. It epitomises everything that is er best about 

this genre. It's exciting, it's vibrant, and er it's 

familiar to the people who come here, it's almost like 

we're a member of their families. 
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GRAHAME THOMPSON: 

That was Gloria Kriesman, Vice President of Public 

Relations at Macy's Department Store, describing the 

kind of shopping experiences available from their 

flagship enterprise in Manhattan. But where does a 

store like Macy's fit into the evolving pattern of 

American retailing business through this century? 

Newsweek reporter, Robert Samuelson. 

ROBERT SAMUELSON: 

Well if you look at retailing in the United States 

going back to the late nineteenth century, there's been 

a constant guest to expand markets, reduce unit cost to 

consumers, and in the process of reducing unit cost to 

consumers, to expand the market and to drive out the 

pre-existing competition, whatever it might be. Erm in 

the late nineteenth century you had mail order houses 

like Sears and Montgomery Ward, who er basically drove 

out small town merchants who were specialising er not 

in, they weren't really specialising at all, they were 

sort of general stores, and you had Sears and 

Montgomery Ward who were taking advantage of the 

railroad and the mail system, who were able to order in 

huge volumes, cut prices, cut their distribution costs 

by going through the mails, and that was er a 

revolution in retailing. In the early 20th century you 

had department stores who by bringing enormous number 

of different kinds of goods under one roof and 

centralising it, were able again to cut costs and drive 

a lot of the speciality stores, selling furniture 

appliances, whatever, out of business, or at least 

reduce their markets and again the theme is the same, 

cut costs, cut prices to the consumer, expand your 

market and expand demand, and thereby have a kind of 

virtuous circle of lower cost, lower prices, rising 

demand. 
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GLORIA KRIESMAN: 

Well I'd say that in this metropolitan area, since 

Macy's is such a large store and our offerings are so 

diverse, our competition is really almost anybody who 

opens their doors to sell merchandise. Er our 

competition in like stores is probably primarily A&S 

and Bloomingdales, but there are discount operations, 

there are specialty shops that offer more narrow 

assortments than ours, but every one of those is 

competing for the same customer that Macy's is. 

GRAHAME THOMPSON: 

Why then, is Macy's still so important? 

GLORIA KRIESMAN: 

There are many reasons. Macy's has been described by 

some people as a mall in itself. Here at the Herald 

Square store there are ten selling floors; Macy's is 

famous for its theatrical quality. There's 

entertainment happening here at almost any given time. 

Celebrities, events for children, demonstrations in our 

cellar of cooking equipment and various other kinds of 

hard goods. It's really an experience to come to 

Macy's, it's more than just going somewhere to buy 

something. 

GRAHAME THOMPSON: 

So the attempt is to make shopping entertaining, and 

not just a chore. Can the same be said of the Mall? 

Why do people shop there? 

FEMALE SHOPPER: 

Well because there's more variety. If I don't find 

what I'm looking for in one store, I can go right next 

door and maybe find it there. Because in the mall also 

there are lots of places to stop and have a cup of tea, 

have something to eat. And it's a good place to meet 

friends, and it's not just a department store, it's a 

book store or a card store. 
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All sorts of things, a shoe store. For example with 

the book store and the card store I won't find that any 

more in a department store. 

RANDY LAPIDAS: 

I'm Randy Lapidas and I'm the general manager of 

Burlington Mall, in Burlington Massachusetts. 

GRAHAME THOMPSON: 

Can you describe the mall for us a bit? 

RANDY LAPIDAS: 

The mall is a 1.2 million square foot two level 

shopping centre with ongrade parking to lower level 

only, four major department stores, all of which have 

at last two levels, one of which has three levels. And 

a hundred and sixty small stores that run the full 

gamut from a shoe repair shop, a bank to fashion 

merchandise. 

GRAHAME THOMPSON: 

Do you have major competitors around here? 

RANDY LAPIDAS: 

There is no-one that close to us, we are fairly lucky 

in that the closest shopping, major shopping centre to 

us, is more than ten miles away, so we don't directly 

compete with our primary shoppers. 

GRAHAME THOMPSON: 

Presumably most people come here by car is that right? 

RANDY LAPIDAS: 

Yes, we have limited public transportation. 

GRAHAME THOMPSON: 

What sort of experience do you hope the shoppers will 

get in, in the mall here? 
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RANDY LAPIDAS: 

We hope positive, we try and offer what they want to 

buy, where they want to eat, we have a good selection 

of restaurants, we feel we have a good, well laid out 

parking area, and a well laid out mall. We try to 

offer the amenities that people want and the comfort 

that they want, and we're open the hours that they want 

and hopefully they'll enjoy being here. 

GRAHAME THOMPSON: 

Do you er, is the mall in good financial shape I mean 

in terms of er making profits and so on? 

RANDY LAPIDAS: 

Each store does their own individual businesses you 

know, and it's, the mall does very well it's a very 

profitable centre, it's as you can see by what's 

walking around today on a rainy Friday afternoon, it's 

very busy. We are very successful in this area, it's, 

but business has been tough for everybody in the last, 

you know, couple of years. 

GRAHAME THOMPSON: 

The retail sector is thus a highly competitive one. 

Each type of store and retail outlet is fighting for 

customers and the consumer dollar by cutting costs and 

increasing the range of choice. 

ROBERT SAMUELSON: 

The mall in the United States, again that's part of the 

same trend, and let me just say at at the same time 

that you have had this continuous undercutting process 

of lower costs, in the last 20 or 30 years you've had a 

growing specialisation too, and a lot more boutiques, 

and in part that was the result of modern shopping 

malls in which you would have one, two, three, four 

major department stores, or major stores anchoring it, 

and then a whole variety of smaller speciality stores 

er sprinkled throughout the er the shopping centre. 
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