rl
By Judy Mir

iche

Specialty store, boutique; the.

Jabels no longer really describe
the smaller shops trying to sur-

vive in a world of rising prices, |

rising wages, talented
shoplifters, and the shrinking
- dollar. ,

Many have not made it; Up
and down Newbury Street, in
and out of Cambridge, on both
sides. of Charles Street—if you
have & good memory you can do
a slow film in your head of signs
going up and down, fresh paint,
hopeful flowers in the window,
and shortly thereafter, “space for
rent.”

What makes-one store make it
snd the next sink? Since the
endless string of Boston’s fade-
outs seemed rather pointedly
one-shop. shiops, we began our in-
vestigation with smaller multi-
store speciaity shops, suspecting
there is strength in numbérs.

Talking to the ones who have ',
found “the knowledge” as they '
say, another secret of longevity"

seems to be in éach shop finding
its own niche, its own price
range, and its own brand of
customer. Retailers have twrned
from specializing in one kind of
clothing, to specializing in one
kind of worcan (or man).-
Mark Cochen, long-time
successful Boston retailer, owner

of Leeds and the leased clothing |
departments of Pappagallo’s 3.

Boston and Chestnut Hill,

believes strongly in the “divide | .-

and conguer”’ theory. Multi-
store diversity, be feels, offers

power and strength to the . | "
retailer astute enough te take ad- |
vantage of it. “One big store canp |~

make or break you, several

smaller stores can support each -

other.” Also, dividing one’s
energies between town and the
suburbs can enable the shop
owner 'to take advantage of the

-sophistication...of . the _in-town ;¢ .
buyer, as well as the loyalty and - |

doHars of the suburban buyer
who will not, hassle downtown.

Having more than one shop at
his disposal means he can shift
merchandise from one storg to
anothet, to wherever it will sell
the best. It means being able to
“rressup’” one store with end-of-
season sales, while the next store

_is neatly stocking fall merchan-
dise as it comes in. it means be-
ing able to buy in quantity and
offer more variety to the
customier,

Mark’s second prejudice {(or
pride) has to do with finding the
best merchandise for bhis
customer at reasonable prices,
no easy task today. Where he
once turned to small European

lines for variety and style, 3

egonomic conditions are now so
difficult, and Euwropean prices 80
kigh, the retailer is thrown back
on American yesources.
With the goal of reasonable
sericing for the working girl with
sophisticated taste, Leeds stocks
deep in pants and shirts, cool
contemporary dresses by Clovis

Ruffin, sexy lingerie, and well-
priced furs, all under the

jurisdiction of helpful sales per-
sonnel. Leeds alsc keeps its
customers seasonably happy by
running some of the best rock
bottom sales in the city.

Appeéaling to the same age
group, bui not really the same
girl, Pappagalio caters to a
diverse crowd of young
collegiates and young suburbans
with more fasual sporty styling.

Joe Brooker, general manager
of the Adam & Eve stores, feels
the strength of these shops is in
serving up the right mix of funky
and traditional to the hip
customer;
female, locking for quality and
variety.

Started by one Jerold Rutberg,
the two A & E shops in Danvers
andBrookline .(there are more
planned)}, are -attempting fto
come in .under the wire at
“moderate priced.” Their com-
mittment to in-depth stock in
jeans helps out there. Mr.
Brooker justifies whatever price
increases are necessary by trying

- to give the customer “more for .

his money”. That is, by being

very selective of manufacturers, -

and pushing them hard onm the

‘subject of quality control. “The
gustomer may have.to spend a

18-34 male and !

- Clothware —- o unique shop run

i 2L i

clothing.

i

hit more, but we give them more
quality and wear for the meney.”
In general, Adam & Eve expects
its’"#gustomer to be still looking
for Guality, to.ante up and pay .
more, but buy less. :
A & E stores are also counting
on their instore policies to keep
the -customers coming. The
relaxed atmosphere of jean-piled

.bins and saloonidoor dressing

rooms is compounded by friend-
ly, chatty sales people that are
hard to tell from the customers.
Also on tap: a very sympathetic

-, return policy that works, and a

very accomodating invisible
tailor who will take in the back of
your jeans for a token sum.

A & E is putting its’ money on

by‘ four women who moke the

their brand of rather indepen-
dent self-assured customers,
with do-it-yourself separates,
rather than ouifits. In both
advertising and buying, Adam &

telligence of their custormers.

Bonwit’s “Twig” has had its
ups and downs in its 1870-built
Brave-New World style up-and-
down Newbury Street shop.
Originally called Rive Gauche
and devoted to St. Laurent
merchandise, it was designed by
New York architect Harry Han-
son. The original shopy was so
darkly chic.and elegant, it scared
Boston customers away.

Now managed by Pam John-
son, the new look for the “Twig”
gs it is called, has successfully
ehunged from the avani-garde 1o
the casual, from high-priced to
reasonably priced, from missy o
junior. With brighter lighting,
moveahble displays, and a more
youthful atmosphere, the shop is
quite a departure from Mother
Bonwit's across the street.

.Ms. Johnson describes the
merchandise as having a
““contemporary American
Sportswear look” provided by
ssuch houses as Ellen Tracy and

Company
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With distinctive fabric from Fabrica-
tions and a little creativity, you can
make window shades, draperies,
directors’ chair seats, lamp ‘shades,
slipcovers, ‘wall hangings (we have
the stretching frames), table cloths,
bedspreads, dust ruffles, aprons,
pillows, bookcovers, placemats and
napkins, neckties, baby clothes, kid
clothes, clothes for yourself, stuffed
animals, pot holders, quilts or near-
Iy anything to make you and your
apartment even more beas |

44 Brattle Street, Cambridge
114 Newbury Street, Boston
1335 Beacon Street, Brookline
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Hang Ups. The clothing is
definitely not top priced, geared
to the young career woman who
can probably only afford to buy 2
little at a time. Thus the Twig's
committment to eolor co-
ordination that works through an
entire season. The customer can
buy one thing, and month by
month find new things to go with
it, even from different manufac-
turers. '
The Twig is into classics, mov-
ing with the trend toward the
weil-kept, well put together look
of outfits, while keeping pricesin
reachable bounds. Downstairs at
“Pearl’s Place” there will be less
expensive junior clothes for the
younger girl. The Twig is now
thriving on a younger, more

price-comscious sportswear
customer.
Ann Taylor, a privately

owned twenty-two store complex
out of New Haven, by Richard
Liebeskind, is moving into a new
era. Leaving behind its easual
suburban past, it is fully com-

. mitted to a new Buropean kind
of elegance with prices to mateh.
The shop describes its fall look.

as ranging from “‘thoroughbred

tweeds, sweaters and roufflers, to

. Ms.

the “French chic” of finely
tailored jackets, pleated skirts,
tissue wools, and fine leather
cluteh bags. Items are displayed
on easily accessible center-floor
open racks.

While still carrying the
American look of Jones, Benson
and Clovis Ruffin merchandise
in a range of prices, Ann Taylor
is forging a special look of its own
based on restyled European
couture sportswear. Suzanpne
DeMont, manager of the Boston
store, feels the shop is moving
toward a more original, exclusive
kind of merchandise. As well as

_its own European finds, the shop

carries Cacheral pants at $68,
and shirts at $34. So far, no one
has fainted, and the mercharn-
dise is walking out.

. Re-Educating Customers

DeMont attributes the
success of the new philosophy to
the re-education of their

customers. They think different-

ly and are buying differently:
“more the way cur mothers used
to buy—carefully.” They buy
less, want high quality, and are
willing to pay for it, almost
mirroring the typical Eumpean
girl who would rather have oneor
two of the best. “Now its style
and look--not price—that
count.”

Palmira and Steve Giglia of

Settebello Elegantia {Copley
Square and Cambridge) have
always followed that philosophy
in their eight years of running
the most authentically Buropean
shops in Boston, Their elegant
family-run stores were created
by John Vaccarro, organizer and
primary buyer who is in Europe
every three months to find the
best of everything.

nn Taylor — g group of stores servmg fashionably minded

young women.

them in Italy. Years ahead in
styling,- they are fine quality
leathers lined omly in leather or
suede.

Their clothing stock runs from
gaberdine pants, handsome

leathers and sueded from
Belgium, to. bins stacked with
chic “little imported tops, and
their own special turtleneck with
- just the right rib. Also well.

Their own brand ¢f Italianate
originality and artistry is seen in
their bags ($39-85) and luggage
($125-300), made especially for

known are their deceptively sim-
ple, long, beautifully printed
banlen “nothing”, dresses at

820, And they are predicting lots.

e

Dresses, shirts, skirts and pants.
Afghani, Chinese and Russian Cotton.
i Antique Hand Embroidered Turkoman
Tapestries, Bags, Gallams,

Carpets and other treasures.

27 Mt, Auburn St.
Cambridge
4911393

.Ophthalmic
Eyewear

' 229'893‘&@ fey" St
358 Boylsten St.
Bosten Mass. 62116

=

Contact

Gumlersen Eye Chis

?20 Harrison Ave.:
Bastm Mass. 02118

of metallics for fall.
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A sharp contrast to the muith“ \

unit shops.is provided by a very:

thriving little workshop we |

stumbled into in Cambridge,
Only one shop exists.

Clothwear is on the second

level above Boylston Street: in
Cambridge, which meahs

‘hopscotching the crowded out-

door cafe tables, finding the

right door, the right stairway,

and asking someone sitting in a
pile of fabric' and measuring
tapes, eating a sandwich,‘do you

. sell things here?”

In this particularly -Cam-
bridgean working arrangement,
four young women work loosely
together, each designing and
‘sewing her own things, splitting

rent, shop time, and-headaches. -

Started by Donna Southwell,
gradually adding Peggy Weber

and Jeanie Danow:ttz, and finally

Janet Speers, -they..are able to
claim almost one of's kind styl-
ing because of their hunt and
peck fabrie buying of five to.ten
yards at a time (Jonathan
Logan, are you listening?)

Fey, casual styles, done in a
vague size range (“after we finish
a dress, we sort of guess”), they
are yeung, uncomplicated, sur-
prisingly figure flattering, and
startlingly priced at $10-25.
They lean to lightweight fabries,
low-key'gsolors and patterns.

- The fnerchandise-customer
marriage works here, and it is in
shops like these that you will
find the customers that reject
the current craze for “the right
thing at any price.”” The
Clothwear women say their stu-

. dent and working girl customers

simply won’t pay outreageous
prices, don’t put & high priority
on clothes, and insist on comfor-
table, wearable clothes.

Gwen the non-monetary value
of the dollar these days, will the

customer pay more and buy less? .

Or pay iess-and buy less? Tt will
be interesting to see, ope year
i< fromenow; i€ dnn- Taylor ds still
sellmg 368 pants, and Clothwear
is still putting out $1(I dresses
~Tune in same time <'Same sta-
tion. That is, if we'rs

business. S

,,”a,sﬁq about

!

...it’s 2 and soon to be 3 storesful of
dynamite dress-ups and casuals with
ﬁf‘lﬂ'@ aﬁd fashion always: in mmd,,.
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Getting Around

By SUE MITTENTHAL

LADIES OF THE CLOTH
“We're women sewing for women. Usually cloth-
ing buyers and designers are men. We feel we're
more in touch with what women our age want,
and want to pay,” says Donna Southwell, who is,
like partners Peggy Weber, Janet Speers and
Diana Vanderbeck, an all-in-one fabric buyer,
designer, seamstress and saleswoman in their
cozy Harvard Square shop, Clothware. Each of
the women, who learned to sew from their moth-
ers — making doll's clothes before they were old
enough to make theirs — use only their own
original designs. Friends of the shop can look at
the dresses and point out “a Peggy” or “a
Donna.” Designs are rarely made out of the
same fabric more than once, a policy that ruies
out, thank God, the department-store anonymity
of carbon-copy clothing racks.

The women take pains to search out fabric that
“feels good and hangs nicely,” and that they can
afford. “We put a lot of time and energy into se-
lecting fabric,” says Donna, “and we usuaily end
up traveling to New York, and mills in Western
Mass. and Framingham. We use corduroy, wool,
velour, acrylic knits and matte jersey — in a lot
of floral prints, though we're trying to get some
geometric. We don’t use double-knits or textu-
rized polyester — that old lady stuff.”

Each dress, skirt, top and smock meets certain
requirements: it must be comfortabie, hand-
washable, geared to the late teens-early 30s set,
not “super-formal, frilly or gaudy,” and afforda-
ble — most tops are $8-$10, dresses and skirts
are in the $12-$25 range.

Clothware, 56 Boyiston st. (second floor), Har-
vard Square, 354-8913/Mon.-Fri. 11-6, Sat. 10-6.

Pajj.j,panr\a,l Diama., Tanet.
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“These are the clothes I've been
looking for!" **This store is the kind of
thing I've always wanted to do!”’
Such comments typify women's reac-
tions to Clothware, a women'’s cloth-
ing store in Cambridge, Mass. Small
wonder women are delighted when
they find such beautifully designed,
handmade dresses, skirts and tops, at
eminently reasonable prices, in a
store owned and run by the women
who make and design the clothes.

Clothware began almost three
years ago, when Danna Southwell,
Peggy Weber, and Janet Speers
rented a small space on the second
story of a building in Harvard Square.
The space had previously been an
office, but with a little help from
friends, they converted it into an
attractive storefront and workshop.
Wooden floors, white walls, plants,
chairs, and display racks bordering
the room make the store seem spa-
cious and comfortable.

As the business grew, Peggy, Don-
na and Janet were joinied by another
seamstress, Diana Vanderbeck. All
four, now in their twenties, have
years of sewing experience, from
dolt's clothes on up. Business exper-
ience is another matter. Going to New
York to buy fabric in quantity has
been an education in itself.

The finances of the business are
simple: each woman chooses and
buys her own fabric, sews her own
designs, and collects the money from
the sales of the clothing she makes.
(This is an arrangemerit known ds in-

[ ] New Age Journal

dividual proprietorship in a shared
space.) They attribute much of their
financial success to low overhead. A
loan of a couple of hundred dollars
was enough to get them started., and
they do whatevet they can them-
selves — for example, they designed
and constructed the wooden sign
which hangs on the front of their
building. They do little advertising,
relying mostly on word-of-mouth to
bring in customers.

Though they haven't time to make
clothes to order, free alterations are
included in the price of each garment.
The work pace varies — in the fall
and up until Christmas they can hard-
ly sew enough to keep up with the
demand. In February and March,
business is much slower.

The good feelings they have about
the business are reflected in their
creations. The clothes, made. from
fabrics such as corduroy, cotton ve-
lour, challis and jersey, are primarily
comfortable and practical, but also
exciting in terms of design.

“Our clothes don't distort women's
bodies to fit some idea of fashion or
beauty. We think women's bodies are
naturally beautiful, and we design
clothes to fit them naturally.”

Linas Levine



Loose threads

After window-shopping for spring
clothes you might have wondered how you
would ever move in one of those crea-
tions, let alone pay for it. And if the ex-
perience almost drove you to pulling out
the old Singer, except vou can’t remem-
ber what a bobbin is, there is yet another
alternative. Clothware in Cambridge is
run by four women who design and make
women's clothes at very reasonable prices.

They make most of the clothes from soft
and natural fabrics — cotton and wool —
that are comfortable, practical and easy
to wash. The women think that their de-
signs are, by definition, better suited tor
women’s needs than those of male de-
signers. “How can you expect a man to
design women’s clothes when they don't
wear them?"’ asks Janet Speers. ‘“They
don't know what's comfortable. I couldn’t
design men’s clothes.” Pebby Weber
adds, “Women have been hung-up on the
idea that a design by a man is what men
will find attractive on women. And that’s
the wrong reason to wear anything.”

Clothware’'s designs are simple but
creative. Each of the women has her own
style — Weber likes tucks and Louise Ci-
ampi likes ribbing — and her own source
of inspiration. Weber prefers the fashions
in old movies. Many of the creations are
combinations of popular designs. If you've
ever wanted the sleeves of one shirt with
the collar of another, you will probably
appreciate the clothes at Clothware,

And surprisingly enough, these well-
made clothes are less expensive than the
mass-produced wares in department

stores. The shop has cordurny jackets for
826, velour dresses for $24, pants for 817
and shirts for $13. The most expensive
item is a heautiful smock-like cotton dress
with a tie on the side and a square neck
for $33. Alterations on any purchase are
done gratis. In addition to low prices, the
store gives away scraps and has a bargain
hox of unfinished or discarded dresses, at
%5 each.

The four-year-old store ig a collective.
“Everyhody dogs evervthing,” says Web-
er. And the women, with the help of
friends, have done everything in the store,
from sanding the hardwood floors and
building racks and dressing :ooms 1o
painting signs. Speers even assembled the
surveillance camera from a kit. (*'It said it
could be done in a day,” she said. “but it
took me a week.”) The roomy store, with
plenty of windows decorated with hang-
ing greenery, is ideal for unhassied shop-
ping.

The key to their success, they say, is
that they started with a low overhead. I
think we started the husiness with less
than $1000,” said Donna Southwell, one
of the founding members. “We operate on
the basis of trust. We don’t have any con-
tract with each other. Everyone is an
equal partner.”

If vou would like reasonably priced,
comfortable clothing which you will not
see on 10 other women on the subway, vis-
it Clothware, 56 Boylston St., Harvard
Square, open Monday through Saturday
from 10 to 6; from May I open on Thurs-
days until 9.

Women of the cloth at Cambridge's Clothware: From lett, Donna Southwell, Louise Ciam-
pi, Janet Speers and Peggy Weber.
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Designer-Run Boutiques:

Creativity and Common Sense
‘Breed Success For Small Businesses

v fash for busy
women interested in slyle at 4 moderate
price. The attractive dual print dress
332, is a fownsasson stvie for office oe
Ll

The growe of designers at Clothware s
d te

Starting a retail operation is
never easy work, and the task is
compounded when designers go
into business for themselves. In
addition to establishing a fashion
image, the designer in charge of
a shop must contend with finan-
cing, Maintenance and empioy-
ees. Three such boutiques in
Cambnidge, Massachusetts —Cloth-
ware, Adornments and Khoka=
are all successiul smalil businesses
run by designers and partners.
By giving customers special
services not available in larger
stores and by keeping prices at a
moderate lavel, these stores have
survived in the highly comgetitive
retail  atmosphere of Marvard
Square. None of the partners n-
volved in these stores had pre-
vious retail experience, and ail

began their enterprises with
little outside heip.

Clathware is the longest-estab-
lished of the shops, Located on
the second floor of an oid build-
ing in Harvard Square, Cloth-
ware came nto existence in 1972,
The store is operated by four
women who share in the work
and profits as well as in the
design. “We try to make originai
designs and not charge riport
prices for them,” says Louise
Ciampi, one of the partners.
The styles, many in soft fabrics
like velour and corduroy, are
touchable and natural.

Clothware was undertaken as
a shoestring operation. The four

original partners pooled their
savings, which amounted to
$1000, and started their busi-

ness. “None of us had anvthing
to lose,” says Janet Speers, one
of Clothware’'s founders. The
store’s second-floor location
heiped keep rent down, and part
of their space was originaily rented
out as an apartment. Although
Clothware was operated by wo-
men with no previous experience
in business management, the
partners learned to fend for
themseives. “We refinished the
floors, and buiit the racks and
dressing rooms ourseives,” says
Speers. “Recently | put in an
alarm system-=and before that
| didn’t know much about etec-
tricity.”

All four partners share tho
design and business responsibilities,
Last May, the women reorgan-
ized their system 0 allow for a
more effective method of dividing
profit and meeting expenses.
Common expenses are paid out
of a general fund, and the part-
ners are paid a small commission
for each garment they seil in
addition to an hourly rate for
sales work, fabric shopping and
other tasks. “In the beginning,
none of us got wages,” Ciamp:
explains. ""Now, we're paid for

everything we do, and it we
don’t do something we're not
paid forit.”

Clothware fashions appeal
ta women in thewr twenties and
thirties who want fasmons that
are comfortabie anc reason-
ably priced. The mos: expensive
item in the store reraiis for 333,
with the exception of some cys-
tom items. Dual printed dresses
for dav and eveming and ;porty
corduroy jumpers to pair with
cowi-neck sweaters are popular
items for fall and winter, in
addition to roomy velour tops
and pants. According to Ciamo,
much of the store’s fasnion gdi-
rection is a result of customer
input. “Customers are willing to
tell us what they like and dis-
like,” she savs. “And vou can teil
what's selling and what s noc
by the number of times an item
is tried on and put back on :he
rack.”

Clotiweare desigrers favor cotten velour
for ity soitness and comiort. Thew clasuc
Asline dress, 325, is simoly stvied with
scoop neck, C20 sieeves and tiw beit.

Clothware’s partners go to
New York each season to shop
for fabrc, ahd also buv from
mill outlets. In addition, some of



WHO MADE IT

By Susan Klein

. When Donna Southwell, Peggy Weber.

Janet Speers and Louise Ciampi opened
Clothware in March of 1972, none of
them had any small-business experience.
though they had all been designing and
sewing clothes independently for several
years.

Donna had been selling her clothes
through a crafts store, and when it went
out of business she decided to take over.
She advertised for partners who could de-
sign and make clothes, and she found
Peggy and Janet. Together, they made
the kind of clothes they liked to wear

Own-business women Louise
Ciampi, left, Peggy Weber,
center, and Donna Southwell,

MAGAZINE

themselves. comfortable things that were
attractive. and not too expensive, Four
days before they were scheduled 10 open,
after months of preparation. the store
burned down. Clothware hadn't even
been insured. but fortunately the clothes
hadn’t been in the store. Undaunted. the
women borrowed money from friends
and relatives and opened the store on
Boylston Street with less than $1000.
They did all their own labor— knocking
out walls. sanding floors. building an
arch. painting. Again thev opened with
no insurance.

“See. we were working on the principle
that if you have nothing. vou've got noth-
ing to lose.” Janet explained. “We talked
to the Small Business Administration.”
said Peggy. “and they told us all the or-
thodox things. They're pretty helpful ac-
tuallv—but we couldn't afford any of
those things. so we just did it anyhow.”

They had almost no money for adver-
tising. but word of mouth carried them
for the first two vears. In the beginning
the four worked as individuals. making
their clothes at home and deciding what
to charge for them. then collecting the
whole retail price. They shared the over-
head. and they used to buy the cloth to-
gether and then divide the cost on a per-
yard basis. But recently they've reorgan-
ized themselves into a collective. Now.
they pay themselves an hourly wage for
any work they do for the store. like shop-
ping or selling, as well as a per-piece fee
for sewing and a small designer’s royalty
every time one of their items is sold. The
rest of the money goes into the till. One
person minds the store each week. while
the other sew in workrooms in the back.
They don’t have much paperwork. as

each partner does her own taxes. They've,

found the new arrangement much more
efficient.

When they first opened. Donna had a
friend in the Harvard Business School
who chose them as a case study for his
thesis. He used to come around and ask
all kinds of questions: eventually he pre-
dicted they would fail within six months.
That was four years ago. Today. Cloth-
ware is still in business.

“We're surviving.” Peggy says. “l
wouldn’t consider any of us capitalists by
any stretch of the word. But | do want to
make a decent living. And that’s what
we're doing—we're all making a living.”

Actually. thev're doing better than that.
Not only do they never have to worry
about paying the rent. but they've ex-
panded to three rooms and have bought
equipment such as a felling machine for
quick hems. electric cutters that slice
through as many as 10 layers of fabric at
at one time. three sewing machines. a
couple of air conditioners. a cash register
and a large stock of fabrics. They esti-
mate thev're worth at least $10.000 now.
Jjust in capital assets and stock on hand.

And they’re having a pretty good time.
“Even when I get bored or discouraged.”
says Janet. “I think about what it was like
out in the real world, with a boss breath-
ing down my neck and 10-minute coffee
breaks.”

“1 don’t work well in that kind of situa-
tion.” Louise agreed. I always feel over-
worked and underpaid. Actually. | tend
to work best all bv myself. but this way
you divide the headaches—when some-
thing goes wrong. you have three shoul-
ders to cry on.”

The owners of Clothware aren’t sure
where they’ll go from here. but they're
ready for some changes. Perhaps they'll
open another outlet or set up a special
rack of one-of-a-kind designer clothes.
But they don’t think about getting very
big. “Customers like to come in and see
that we’re just like themselves,” said Ja-
net. “It’s a personal kind of business.”

BOSTON OCTOBER 1976
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354-8913

Clothware

56 BOYLSTON STREET
HARVARD SQUARE

DONNA SOUTHWELL JEANNIE DANOWITZ
PEGGY WEBER JANET SPEERS
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