
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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Two things have made that possible, one is the growing 

affluence in the United States, where people want not 

just mass-produced goods but they want specialised 

niche goods, something to make them look a little bit 

different than their neighbour. And although most of 

these are mass markets, now they're segmented and more 

differentiated than they used to be, and therefore that 

allows a smaller store that is is specialising in 

something to sort of find its own market niche, that is 

more difficult for the bigger department store or er 

discounter like Wall-Mart to have. And the economics 

were made possible by these large shopping malls which 

had huge parking lots and would be able to attract the 

volume of customers that stores need to be to 

successful. 

GRAHAME THOMPSON: 

But does increased competition and segmentation 

guarantee success? 

ROBERT SAMUELSON: 

Well there's an awful lot of segmentation and there's 

an awful lot of competition and what is happening now 

is that we're going through a major shake out in the 

retail industry. And the reason we're going through a 

major shake out is that in the 19 er 80s there was a 

huge expansion of retailing in malls. I've forgotten 

the figures exactly but my recollection is that during 

the 1980s there was something like a forty percent 

increase in the floor space of shopping malls in the 

United States and that's a huge increase. It got out 

of hand, it was became excessive at the end and there 

was an awful lot of overexpansion and overexpansion of 

chains. And er it was based on an enormous boom in 

consumer spending in the 1980s which people thought was 

going to go as they think all booms are going to go on 

for ever and they don't and this came to an end and 

when it came to an end we discovered we had more stores 

and more chains than we needed and the high cost chains 
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or the chains like Macy's that had taken on too much 

debt, either went out of business or went into 

bankruptcy and or or closing a lot of their outlets, so 

that if even we're now talking from downtown Washington 

DC, it's a very prosperous metropolitan area in the 

United States, the seat of national government, 

arguably the most important city in the world, and yet 

if you walk around downtown Washington you will see now 

empty store fronts were there were stores that 

basically have just gone out of business. These are 

within ten, fifteen minutes, five minutes of the White 

House. Sooner or later somebody is gonna go back into 

that space, but even in these very good locations, the 

over-expansion of retailing had its conseguences, that 

some stores simply couldn't survive. Er and if you go 

out to some of the malls you will see areas where there 

are lots of stores that are empty. And some of our 

biggest chains have either gone out of business or gone 

into bankruptcy and reorganisation. 

GRAHAME THOMPSON: 

So even an institution like Macy's has been confronted 

with severe financial difficulties. Why was this? 

GLORIA KRIESMAN: 

Well I think in many ways we were the victim of the er 

tone of the 1980s, when expansion was uppermost in 

everyone's mind, including our own. We not only went 

private in that the management of Macy's purchased the 

company from the stockholders, but in addition to that 

we took on added debt by purchasing the I Magnum and 

Bullocks chains. That was fine while the economy was 

expanding and growing, and as soon as there was 

constriction and a down turn, the debt service became 

overwhelming and that led not only to our difficulties 

but to the disappearance from the American scene of 

some names that we thought would be here for ever. 

B Altman, Bonwit-Teller, Garfinkles - these were all 

fine department stores which were the hubs of their 
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communities and are now gone. In many ways Macy's 

problems were the same as those that erm that were 

experienced by the stores I've named, but we are 

restructuring, we are changing, we are er cutting 

expenses, we are expanding on the areas that we do 

best, eliminating the areas in which we were 

comparatively weak, and most people see a bright future 

for Macy's. 

GRAHAME THOMPSON: 

But not only are city centre department stores facing 

difficulties, the suburban malls are also under 

increasing competitive pressures. 

ROBERT SAMUELSON: 

Well they're facing new competitive pressures, but 

that's not the reason that you have empty stores. You 

have empty stores because you got, you had 

over-expansion. There were too many malls built, there 

were too many stores built and it simply isn't 

economical for all of them to stay in business. Now er 

some of these stores will probably never be filled 

again if they're very small malls, at some point some 

of them may be actually torn down and replaced with 

something else. But some of them will fill up very 

gradually now as the population expands and you have a 

need, and as rents go down, are depressed by the glut 

on the market. Having said that, there are new 

technological changes ih the way retailing is done that 

will threaten all retailers. There's always been an 

awful lot of catalogue and mail order buying in the 

United States and there remains er an awful lot of 

that. But now we're gonna have, already have home 

shopping which is done over cable television. I don't 

do it, er but others do it, others will do it and erm 

er who knows what other kinds of new technologies will 

change retailing. We just simply don't know the nature 

of the beast. We do know that some new shopping malls 

that basically feature warehouse type operations, these 
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are huge stores erm, not very many sales people in 

them, er built again further out of a metropolitan area 

where costs are lower, with huge parking lots, are able 

to discount in the way that Sears once was a 

discounter, and the way Wall-Mart was once a 

discounter, and the way K-Mart was once a discounter 

and that. So the presence of some of these new types 

of warehouse stores and new kinds of shopping malls 

further out threaten some of the older stores at the 

older malls. But I don't think that the shopping mall 

is obsolete. I don't think most of them are going to 

disappear, I don't think most department stores will 

disappear. 

GRAHAME THOMPSON: 

So there are new forms of retailing being developed, 

like TV shopping, which don't rely upon the traditional 

network of outlets. Don't these present a marketing 

challenge to a store like Macy's? 

GLORIA KRIESMAN: 

I should think so because there is er one pie and 

everyone is taking pieces, but we are urn interestingly, 

taking some steps to compete with ourselves almost, in 

that area. We have announced the formation of TV 

Macy's, which will be our own 2 4 hour a day er shopping 

network on cable, and that is scheduled to start in 

August of 1994. We're very excited about that because 

we have not ever had that kind of presence. It seems 

like a natural for Macy's which is very much a 

household name in the United States in almost every 

part of the United States, and so we have a natural 

franchise which would lend credibility to our presence 

on television. 

GRAHAME THOMPSON: 

Another competitor for the American shopping dollar is 

the increasingly fashionable 'market type' area found 

in many US cities, often occupying refurbished older 
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character buildings near ports and at the water's edge. 

One of these is Boston's Quincy Market, near its old 

port, which attracts customers by offering a different 

kind of shopping experience - and music, with the now 

almost obligatory Inca band. 

MUSIC 

GRAHAME THOMPSON: 

Ok, can you just describe this place, Quincy market? 

TOURIST INFORMATION WORKER: 

It's three buildings consisting of 200 shops and 

restaurants. Some of the shops are ins, inside, others 

are just bull market carts which are just under the 

glassway on either side of the restaurants. 

GRAHAME THOMPSON: 

And how long has it been open? 

TOURIST INFORMATION WORKER: 

I believe since ooh, I think 1826 it was dedicated. 

The shops didn't start opening until late in the 19th, 

in the mid-19 hundreds. 

GRAHAME THOMPSON: 

And what do you do here? 

TOURIST INFORMATION WORKER: 

I just give out general information for Boston, the 

marketplace, where to go, what to eat. 

MUSIC 

TOURIST INFORMATION WORKER: 

There's probably at least like over five hundred 

tourists a day. 
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FEMALE SHOPPER: 

Well I brought my daughters down here for instance and 

they spent all their live in the seven storey Limited 

store, and I think they bought a lot of clothing out of 

there, and we spend money in restaurants here. 

MUSIC 

GRAHAME THOMPSON: 

Where are we then, with all these potential shopping 

experiences available to the American consumer? Are we 

about to see the demise of the traditional shopping 

trip as people adjust to a new electronic age of TV 

shopping and the like? 

ROBERT SAMUELSON: 

People said twenty or thirty years ago that erm 

television would basically put movie theatres out of 

business. And especially then when you got VCR 

cassettes, people said movie theaters are dead. Well 

they're not dead. People like to go out to movie 

theatres cos they like to get out of the house. It's 

not, it's the experience of going to the movie theatre. 

Now I'm not an avid shopper myself, but there's some 

people who like to shop. Now I suppose you can enjoy 

it by just sitting you know in front of your TV set and 

pressing a couple of buttons, but there's some people 

who actually like to go out and shop and like to have 

the experience of the store and you know feel something 

or whatever. I don't think shopping's going to go out 

of business. You know there'll be changes as there 

always have been, but I think that we'll have shopping 

malls for the rest of my lifetime, and probably even 

longer than that. 

End of Side One 
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