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In the spring of 1968, the top executives of J. L. 
Brandeis and Sons were considering increasing the hours 
of their retail stores to include Sunday opening. The 
competitive pressure applied by the opening of several 
discount chains in the area had prompted this decision. 
However, there was a great deal of organized local oppo
sition to Sunday retailing, and similar local retailers 
had decided to keep their doors closed on Sunday. These 
and other factors raised serious questions as to whether 
or not Brandeis should open its retail outlets on Sunday.

J. L. Brandeis and Sons has been the leading retailer 
in the Omaha, Nebraska area for over 86 years. Categorized 
as a traditional department store operation, Brandeis of
fers a wide variety of goods and services to the buying 
public. Its products, ranging from men's, women's, and 
children's clothing, household goods, furniture, sporting 
goods, toys, and drugs, to low budget apparel and goods, 
give Brandeis the ability to compete not only with depart
ment store chains, but also with local specialty shops 
and discount houses.

Throughout its history, Brandeis has remained a 
family-owned and controlled business. E. John Brandeis, 
its current president, has been head of the company since 
1948, and under his leadership, Brandeis has experienced 
its greatest growth. When he assumed the presidency,
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Brandeis consisted o£ an eight-story building in downtown 
Omaha from which it served the entire Omaha community. 
Representing one of the largest facilities of its type 
in the Midwest, the eight-story structure stood as a 
symbol of the Brandéis tradition for over 60 years, and 
from within its walls, offered the widest selection to 
be found in the region.

By 1960, Brandéis began to expand its operation to 
include four additional branches located in major shop
ping centers scattered throughout the city. (See Exhibit 
I) With the coming of several large industries to the 
Omaha area in the late 1950's and early 1960's and the 
consequent migration of the population to outlying areas, 
Brandéis intended these new outlets to better serve the 
growing suburban communities.

The Crossroads and Southroads locations were pat
terned after the downtown store in the type of goods and 
services they provided. As parts of the two largest 
shopping centers in the Omaha area, these outlets com
bined the advantages of the large Brandéis selection with 
the convenience of location. Although competing with major 
Sears outlets at each center, Brandéis remained the prime 
attraction. Brandéis at Westgate became the first Brandéis 
outlet to feature self-service retailing. From its func
tional decor to its selection of strictly low-budget
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apparel and goods, the Westgate location gives all appear
ances of being a discount operation. The Brandeis outlet 
at Ames Plaza is the smallest of the expansion stores and 
deals primarily in men's and women's ready-to-wear apparel 
Although offering mostly second-line clothing, the Ames 
Plaza location has remained a full-service outlet.

Over the years, Brandeis has been able to maintain 
a relatively large portion of the Omaha retail sales mar
ket, with its market share remaining consistently higher 
than any retailer of its type in the area. This is re
flected in the Brandeis sales figures which have continued 
to grow, resulting in current annual sales which surpass 
the $65 million mark. The Brandeis success has been attri 
buted to its long-standing policy of selling quality pro
ducts at fair and reasonable prices, while backing that 
policy with friendly service. Brandeis has also continued 
to be a respected community leader by supporting and finan 
cing many worthwhile civic and community projects for the 
benefit of the entire Omaha area.

Discount Shopping Begins
Until the early 1960's, the discount house was an 

unknown to the Omaha consumer. In 1961, GEM, a member
ship discount chain, was the first of its type to appear 
in the Omaha area. GEM introduced the new concepts of
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sel£-service retailing and Sunday shopping, innovations 
that began what was to become a revolution in the retail 
practices of the community. Although offering consider
able price advantages to the consumer, GEM's appeal was 
limited by the low quality of merchandise it offered and 
the membership requirements it maintained. Within the 
same year, Skagway, a locally-backed discount house, was 
established near the GEM location. Skagway also offered 
lower prices and Sunday retailing in its self-service 
operation as it hoped to offset the competitive advantage 
then enjoyed by GEM. However, neither GEM nor Skagway 
had any significant effect on the sales of Brandeis.
Even with the opening of the self-service outlet at West- 
gate in 1962, the Brandeis operation felt little pressure 
from the discount centers.

During the next few years, however, discount buying 
was becoming a more popular means of shopping. The Omaha 
consumer was beginning to sacrifice service and quality 
for greater purchasing power and began to frequent the 
discount centers at a greater pace. Sundays were becom
ing the biggest sales day of the week for the discount 
houses as that practice was also gaining some public 
acceptance. By 1965, two additional discount operations 
established themselves in the Omaha area. Richman Gord- 
man, a local retailer that traditionally dealt in low-
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budget merchandise, expanded its facilities to include two 
large, self-service outlets that were designed to compete 
more directly with the discount houses while also offer
ing Sunday shopping. In October of the same year, Inter
national Super Stores, a regional discount chain, opened 
the doors of its discount outlet and offered essentially 
the same competitive advantages as the established dis
count operations.

Although increasing in number and popularity, the 
discount houses continued to offer little competition to 
the Brandeis organization. With a smaller selection of 
generally low quality merchandise, the discounters were 
able to compete with only a small portion of the Brandeis 
location directed primarily toward the lower income mar
ket segment, they still were unable to compete directly 
with Brandeis for the same consumer dollar.

Late in 1967, the competitive picture began to change. 
Gulf Mart, a national discount chain, opened an outlet in 
close proximity to the Brandeis location at the Crossroads 
Shopping Center. Gulf Mart also announced plans to open 
another discount center near the Southroads Shopping Center 
that was to be completed in the summer of 1968. K Mart, 
an even larger discount chain, also revealed plans to open 
two new outlets in the Omaha area during the spring of 1968.
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K Mart's discount centers were to be located so as to ser
vice both the northern and southern areas of Omaha. And 
finally, Arlans, a third discount chain, announced that 
it would open a huge discount center in the summer of 1968 
that would compete with both the Crossroads and downtown 
locations.

There were several important considerations concern
ing the above plans. First of all, Gulf Mart, K Mart, and 
Arlans brought with them a higher quality product than 
those found in previous discount houses. These centers 
were the first national discount chains to establish in 
the Omaha area, and through their volume buying, they were 
able to offer price advantages to the consumer while retain
ing higher quality merchandise. They also provided a wider 
selection of merchandise, especially in clothing and house
hold goods, than currently found in the other local dis
count centers. Secondly, as established organizations, 
they brought with them well-trained and experienced per
sonnel in advertising and promotion work, merchandising, 
and management skills which afforded them the ability to 
compete more effectively with the larger retail outlets 
in the area, especially in the low-budget items. A third 
consideration was the proposed locations of these discount 
outlets. With several of these centers to be located in 
close proximity to Brandeis outlets, Brandeis would be
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competing face to face with the discounters for the first 
time. And finally, each of the proposed discount locations 
was to offer Sunday shopping as a further competitive device. 
(See Exhibit II) With the growing acceptance of Sunday 
retailing reflected in the discount operations' sales fig
ures for that day, this competitive advantage represented 
a growing threat to the Brandeis position.

The competitive pressure mounting on Brandeis was not 
coming strictly from the discount operations. Westroads, 
a new shopping center under construction in the spring of 
1967, when opened, would become the eighth largest shop
ping center in the country. Utilizing a part of its over 
1,000,000 square feet of available retail space, would be 
major Montgomery Ward's, J. C. Penney, and Kilpatricks 
outlets, with all three to be in operation by the spring 
of 1968. In all, over 1,750,000 square feet of retail 
floor space was to open in the Omaha area during the 1967- 
68 period, with this total representing more available 
sales space than the entire combined Brandeis operation.

In March of 1968, as several of the discount houses 
and other outlets began to open their doors, the Brandeis 
sales figures began to reflect this competitive influence.
The decline in sales revenue prompted the Brandeis manage
ment to consider the alternatives available to meet this 
new form of competition. The primary concern remained the
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growing market saturation by the discount houses. As Vice- 
President J. D. Diesing stated, "There are only so many 
consumer dollars to be spent in the Omaha area. As each 
of the discount houses are opened, they siphon off a cer
tain percent of those dollars from other retailers in the 
area. Although Brandeis competes with the discount house 
only in a few areas, we must match the discount house 
competitively to prevent them from gaining at our expense. 
And matching them competitively would include opening on 
Sunday."

Sunday Shopping: A Controversial Issue
GEM and Skagway, the first discount centers to locate 

in the Omaha area, became the first major retail outlets 
in the Omaha community to be open on Sunday. This Sunday 
opening aroused considerable concern in the community and 
eventually led to litigation to test a long-standing Sun
day closing law then in effect. In a 1964 decision, the 
Nebraska State Supreme Court overruled the existing law 
stating that the law was class discrimination and there
fore unconstitutional. In the majority opinion, Justice 
Edward Carter stated, "we can see no reason why one day 
of rest in seven days or the togetherness of families, 
relates to health, safety, peace, and good order of society 
as to those named in the ordinance...when a multitude of 
others in the same class...are not affected. The ordi
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nances are discriminatory to those included in the ordi
nances as against those not included.

After this ruling, Brandeis became a major proponent 
in backing a law that would pass a legal test in prohibi
ting Sunday openings. However, their attempts failed in 
1967 when the proposed law was again deemed unconstitu
tional because of its discriminatory nature. Reflecting 
the Court's opinion on the purpose of a Sunday closing 
law, Justice Carter stated, "The real purpose of Sunday 
closing laws is not to protect religious worship or to 
provide a uniform day of rest or to provide family unity. 
Its real purpose is to enlist the power of the state to 
protect narrow commercial interests, influenced by the 
fierce competition between the discount store and the 
downtown merchants."2 Mr. Diesing stated that with the 
present mood of the Nebraska Supreme Court, any law short 
of closing all businesses on Sunday would, in all proba
bility, be considered unconstitutional.

Even though legal attempts had failed in prohibiting 
Sunday openings, the controversy over this issue continued. 
Many local retailers joined together in publicly denounc
ing Sunday openings. Through newspaper advertisements,

1. Omaha World-Herald, Omaha, Nebraska, January 31,
1968.

2 . Ibid.
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store window displays, and public statements, they tried 
to arouse public sentiment against Sunday openings. Their 
opposition was based primarily on moral grounds, with the 
following an example of their arguments as they appeared in 
one of their newspaper advertisements.

1. Sunday should be preserved as the traditional day of 
rest...a day for going to church and a day for family 
togetherness.
2. As a result of an extra day's operation, the un
avoidable increase in expense could cause prices to 
rise. Ultimately the consumer would have to pay for 
these increases, and we all are consumers.
3. Those of us who bring you this message are service 
stores. Our success is due, in a large measure, to 
the high quality of our customer services. The back
bone of that service is well-trained and experienced 
salespeople. Sunday openings would make it impossible 
for us to maintain the kind of quality service we feel 
you deserve.
4. As more stores stay open on Sunday, competition 
will cause still others to submit by opening their 
doors. This, in turn, would force other businesses 
which service these stores to remain open, also. The 
boomerang could turn upon those who shop on Sundays 
and they might find themselves-- their husbands and



-11-

wives, or their children working on Sunday.
The opposing groups were composed primarily of the small retail
ers in the Omaha area. In most cases, each was struggling 
to keep costs at a minimum in order to sustain the profits 
that had been slowly eroding over the years. With the 
possibility of Sunday opening becoming a city-wide practice, 
these retailers faced the prospects of a burdening increase 
in costs due to the extra operating day, or the loss of a 
portion of their weekly sales to the Sunday retailers. In 
either case, they faced a difficult situation, with the 
hopes of a Sunday closing law providing their only recourse.

As the Sunday retailing issue came to a head with the 
opening of some of the discount houses early in 1968, 
several organized church and civic groups joined in the 
opposition to Sunday retailing. The Reverand Robert S.
Alward, pastor of one of the local churches, formulated 
a letter which he sent to all the clergymen in the city 
asking them to help support a Sunday closing law. He 
stated that such a law is "sympathetic to the plight of 
the retail stores that are forced to open on Sundays."
In addition he stated, "The law would also have a favor
able effect on family life, especially concerning those 
who would be forced to work on Sundays.Similar endorse-

3

3. Omaha World-Herald, Omaha, Nebraska, February 11,
1968 .

4. Omaha World-Herald, Omaha, Nebraska, February 7,
1968.
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men ts were soon forthcoming from community business 
organizations such as the Kiwanis Club, in publicly 
demanding a Sunday closing law. As the pressure mounted, 
the Omaha City Government, attempting to pacify the more 
vocal opposition, again pressed toward a Sunday closing 
ordinance. But as before, their efforts failed to answer 
the constitutional and procedural questions raised by 
previous legislative attempts.

Meanwhile, a large sector of the community continued 
to cast their dollar vote in favor of Sunday shopping.
As the discount houses continued to flourish, with Sundays 
among their biggest revenue days, the larger department 
store chains in the area began to analyze their policies 
regarding the Sunday opening controversy. Sears, Wards, 
and J. C. Penney were all tied to nationally established 
policies concerning this issue. J. C. Penney took the 
strongest stand against Sunday retailing as it flatly 
stated that under no circumstances would it open its doors 
on Sunday. Sears was also opposed to Sunday retailing, 
keeping its outlets across the country closed on that day. 
Ward's had a more qualified policy toward Sunday hours. It 
was on record as being opposed to Sunday shopping, but as 
it stated, "Store hours are a competitive element which 
cannot be ignored and retailers such as Wards must tailor 
store hours according to customer buying habits...and



-13-

where competition warrants, stores will remain open on 
Sunday."^

Although privately continuing to favor Sunday closing, 
the executives at Brandeis remained outside the latest 
controversy over the Sunday retailing issue. With the 
increasing competition from the discount houses and the 
futile attempts at obtaining a workable solution to Sun
day closings, Brandeis began to consider the possibility 
and feasibility of opening on Sunday.

Sunday Opening: A Consideration
In gauging the problems involved in going to Sunday 

opening, the costs of operating the Brandeis organization 
for an additional day became the prime consideration.
With Brandeis currently employing approximately 3,200 
people, wage expenses represented the bulk of these oper
ating costs. Of the 3,200 employees, over 60% were work
ing only on a part time basis. The part time employee 
was generally scheduled 16 hours per week, 4 hours each, 
two nights a week, and a full eight hour day on Saturday. 
The full time help were scheduled in most cases on a 40 
hour week, with these employees consisting of both hourly 
and supervisory personnel. The working schedule within 
this group was rotated so that excessive nighttime or

5. E. B. Weiss, "Sunday Retailing Forges Ahead," 
Advertizing Age, September 28, 1964, p. 90-92.
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Saturday hours could be avoided. None of the employees 
were union members, so Sunday wages could be paid on a 
straight-pay basis, thus avoiding any time and a half 
costs, usually a common union requirement for Sunday 
work. Overtime wages currently were allowed only in 
times of emergency or excessive seasonal demands and 
did not remain a standard practice.

It was obvious to the Brandeis executives that the 
Sunday worker would have to come from their part time 
employees. By adding 6 or 8 hours to the hours the part 
time people currently work, extraordinary wages, caused 
by the Sunday opening, could be avoided. However, there 
were some questions as to the willingness of these em
ployees to work the Sunday hours. In reply, Mr. Diesing 
pointed out that the majority of the people now working 
part time are composed primarily of college students, 
housewives, moonlighters, and bootstrappers who are able 
or willing to work only the evening and weekend hours.
He felt that these people had sought employment to 
supplement their current income, to add a second wage 
earner to the family income or to support themselves 
while in school and thought that they would welcome the 
availability of additional working hours. He also stated 
that there appeared to be an ample supply of part time 
help available in the community if the Sunday employee



could not be obtained from the current part time work 
force. As a result, all indications were that Brandeis 
could remain open on Sunday with labor costs remaining 
at the normal daily levels.

A more difficult situation was faced with the 
management personnel, especially concerning the super
visory level. As Mr. Diesing stated, "The greatest strain 
of Sunday opening would fall upon our middle and lower 
management people. With our operation currently open 
up to 66 hours per week, an additional 6 to 8 hours per 
week could either over-burden our current management 
strength or stretch it dangerously thin during certain 
periods of the week." He felt that possibly more manage
ment personnel would have to be hired to handle the in
creased load, and this could add considerably to the 
operating costs of the business. However, the general 
attitude of the management employees toward Sunday work was 
favorable. Most of the supervisory personnel were loyal 
and long time Brandeis employees and were willing to go 
along with the company's decision.

Other operating costs would increase, but would be 
no greater than normal daily expenses. Many of the fixed 
charges would be reduced on a per day basis as these 
costs would be spread over a 7-day, rather than a 6-day, 
week. This reduction in expense, however, would appear

-15-



-16-

only on paper.
The big question remained whether or not the sales 

Brandeis could achieve on Sunday would justify its re
maining open on that day. Brandeis was the first of the 
traditional type outlets in the area to consider Sunday 
opening. Unable to obtain any historical sales figures 
from similar ventures, Brandeis had little information 
on which to project its probable Sunday sales levels. 
Also, because of the nature of the Brandeis organiza
tion, it offered a wider variety of high quality mer
chandise not sold by the discount houses. If the Bran
deis outlets were to remain open on Sunday, there was 
some question whether the Sunday shopper would purchase 
these non-discount items.

This question raised considerable concern among 
several of the Brandeis executives about the worth of 
Sunday opening. They pointed out that the majority of 
the Brandeis operation, especially at the downtown lo
cation, dealt in big-ticket and specialty items, mer
chandise that had never been available to the Omaha 
Sunday shopper. With the stores open on Sunday, these 
departments must also be fully staffed and ready to 
sell to the consumer. If the Sunday shopper was look
ing primarily for convenience goods, or a quick bargain, 
Brandeis would be unable to sustain sufficient sales
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levels to cover these departments. Secondly, they stated 
that if open on Sunday, Brandeis would be the only re
tail outlet open in the downtown, Crossroads, and South- 
roads locations. With the desire of most consumers to 
shop at more than one outlet for the majority of their 
goods, they questioned the company's ability to attract 
the needed number of consumers, especially at the down
town location. These executives also stated that the 
Westgate self-service location and Ames Plaza outlet 
could, in all probability, be justified in staying open 
on Sunday. This would be due to the nature of merchan
dise that was offered and their close proximity to the 
discount centers. However, they felt that the added 
expense of advertising and promotion work necessary to 
inform and remind the public of the Sunday hours at 
these locations would not be justified because of the 
small role these outlets play in the Brandeis operation. 
And finally, these executives felt that by opening on 
Sunday, especially with the heated controversy that 
was currently raging over this issue, such a measure 
might damage the respected position Brandeis holds in 
the community and have a negative long-run effect.

However, others within the Brandeis organization 
remained optimistic about the volume of sales that 
could be achieved on Sunday. In parts of the country
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where Sunday retailing had become a commonplace occur
rence, several trends appeared to verify this optimism. 
First of all, the buying habits of the consumer in these 
areas were changing. Shopping was becoming a family 
affair, including the husbands who haven't seen the in
side of a variety or department store for years. Secondly, 
high-priced merchandise had begun to sell well on Sundays 
in these areas. With the family shopping as a unit, big- 
ticket decisions were made much more quickly as this mer
chandise had become a valuable part of Sunday promotions. 
Also, impulse shopping was reaching a tremendous scale on 
Sunday, involving practically every classification of mer
chandise. And finally, many department stores that had 
edged into Sunday retailing predicted that within the next 
few years their Sunday volume would reach upwards to 20% 
of their weekly volume.^

Although Sunday shopping had not gained such wide 
acceptance in the Omaha area, those executives favoring 
Sunday opening felt that these trends in consumer buying 
habits could not be ignored. They did agree that opening 
the downtown location on Sunday would prove too costly and 
would probably end in poor results. However, they felt 
that opening of the remaining outlets had become a neces
sity because of the growing pressure applied by the dis-

6. "Sunday Retailing: Agency Study Forecasts its 
Future," Printer's Ink, July, 1964, pp. 58-59.



count houses. Mr. Diesing stated that the Wards and 
possibly the Sears outlets were also closely analyzing 
the possibilities of Sunday opening and felt that they 
were about to reach an affirmative decision on this 
matter.

Community opposition to Sunday openings continued 
to run high, as there were fears that the opening of 
major outlets other than discount houses on Sunday would 
force others in the area to follow because of the compe
titive pressures. Sunday shopping appeared as inevitable 
as nighttime retailing, but should Brandeis risk its 
competitive and community position to take the lead in 
this controversial move? This made Sunday opening a 
difficult decision.

-19-
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Exhibit II
Store Hours 1968

Store Hours
Type Location Mon. Tues . Wed. Thur. Fri . Sat. Sun. Total

Discount Centers
1

1. GEM 65th and "L" 10-9 10-9 10-9 10-9 10-9 10-9 12-9 69 hrs .
2. Skagway 72nd and "L" 9:30-

9:30
9 : 30- 
9 : 30

9:30-
9:30

9 : 30- 
9:30

9:30- 
9 : 30

9:30- 
9 : 30

9 : 30- 
6:30

81 hrs .

3. Arlans 350 No. Saddle Cr. Rd. 10-10 10-10 10-10 10-10 10-10 10-10 .12-6 78 hrs .
4. Gulf Mart 75th and Dodge 10-9 10-9 10-9 10-9 10-9 10-9 12-6 72 hrs .
5. K Mart 72nd and Ames 10-10 10-10 10-10 10-10 10-10 10-10 11-7 80 hrs .

50th and "LM 10-10 10-10 10-10 10-10 10-10 10-10 11-7 80 hrs .

6. Richman
Gordman

South Omaha 10-9 10-9 10-9 10-9 10-9 10-9 10-6 84 hrs.
Northwest Omaha 10-9 10-9 10-9 10-9 10-9 10-9 10-6 84 hrs .
West Omaha 10-9 10-9 10-9 10-9 10-9 10-9 10-6 ! 84 hrs .



Exhibit III
Store Hours 1968

Store Hours _______... J
Type Location Mon. Tues . Wed. Thurs. Fri. Sat. Sun. Total

Department Stores
1. Sears Roebuck Crossroads 10-9 10-9 10-9 10-9 10-9 10-9 xxxx 66 hrs.

Southroads 10-9 10-9 10-9 10-9 10-9 10-9 xxxx 66 hrs.

2. Brandéis Downtown 9 : 30- 
8:30

9:30- 
5 : 30

9 : 30- 
5 : 30

9:30-
8:30

9 : 30- 
5 : 30

9 : 30- 
5:00

xxxx 54 hrs.

Crossroads 10-9 10-9 10-9 10-9 10-9 10-9 xxxx 66 hrs.
Southroads 10-9 10-9 10-9 10-9 10-9 10-9 xxxx 66 hrs.

Westgate 10-9 10-9 10-9 10-9 10-9 9 : 30- 
6:00

xxxx 63%hrs.

Ames Plaza 10-9 10-9 10-9 10-9 10-9 10- 
5 : 30

xxxx 62%hrs.

3. Montgomery Wards Westroads 10-9 10-9 10-9 10-9 10-9 10-9 xxxx 66 hrs.
4. Kilpatricks Downtown 10- 

8 : 30
10-
5:30

10- 
5 : 30

10-
8:30

10- 
5 : 30

10-
5:00

xxxx 5 5%hrs.

Westroads 10-9 10-9 10-9 10-9 10-9 10-9 xxxx 66 hrs.

5 . J. C. Penney Downtown 9:00-
8:30

9:00-
5:30

9:00-
5:30

9:00-
8:30

9:00- 
5 : 30

9:00- 
5 : 30

xxxx 57 hrs.

Westroads 10-9 10-9
— ----

10-9
—

10-9 10-9 10-9 xxxx 66 hrs.
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Central Issue

The major issue in this case is to determine if 
J. L. Brandéis and Sons should open its retail outlets on 
Sunday. In resolving this question, the student should 
consider the effects on both the Brandéis organization as 
a whole and each individual outlet as they relate to Sun
day opening. In this way, the student will be able to 
reach a more workable solution to the major problems in
volved in this decision.
Discussion of Important Areas

There are three primary areas that should be con
sidered in this case. The first of these is the effect 
that Brandéis's competition has had in forcing Brandéis 
to consider Sunday opening. This discussion should in
clude :

(1) the growing influence of the discount house 
in the Omaha area,

(2) the increasing market saturation by both 
the discount houses and other traditional 
retail outlets,

(3) the attitudes and policies of the major non
discount retailers toward Sunday shopping,

(4) and the increasing competition in the type 
of goods and services provided by the 
national discount chains.

Secondly, the feasibility of opening the Brandéis 
outlets on Sunday should be considered. This would in
clude :

(1) the additional costs involved in Sunday open-



ing, ie. wages, operating costs, etc.,
(2) the effect Sunday hours would have on the 

hourly and managerial personnel,
(3) changes needed in the Brandeis advertising 

and promotional requirements,
(4) and the projected sales levels on Sunday, 

indicating probable success of such a 
venture.

The final consideration would be the possible 
community reaction toward Sunday hours at the Brandeis 
outlets. Important points here would be:

(1) a discussion of the legal questions involved in this issue,
(2) consideration of the influence and impact 

of the groups opposing Sunday retailing,
(3) and the possible impact that the Brandeis 

opening could have on this controversy and 
its possible effect on the position of 
Brandeis in the community.

Solution
The Brandeis organization did decide to open some 

of its outlets on Sunday. The outlets that were opened 
included the Crossroads, Southroads, Westgate, and Ames 
Plaza locations, with the downtown outlet remaining closed. 
Each was open for 6 hours on Sunday, from 12 noon to 
6 P.M., as each experienced greater sales levels than pre
viously expected. The sales volume that was achieved 
during the Sunday hours was second only to that achieved 
on Saturday, if figured on a per hour basis. Also, sales 
of the non-discount items, particularly big-ticket and 
specialty items, were above expectations and appeared to



verify the growing need and acceptance of Sunday shopping.
In most cases, the Brandeis opening did not force 

the opening of other retail outlets in the Omaha area. The 
retailers that had opposed Sunday hours remained closed, 
with Wards, the only major non-discount outlet to follow 
the Brandeis lead.

There also was little effect on the costs of oper
ating the Brandeis organization for the additional day. 
Brandeis surprisingly found an ample number of its part 
time help willing to work the Sunday hours, with all those 
working on Sunday doing so on a voluntary basis. Brandeis 
was also able to reschedule its managerial personnel in 
such a manner that no significant increase in the number 
of middle and lower management people was' needed.

And finally, Brandeis experienced little negative 
community reaction to its Sunday hours. With the Brandeis 
opening, the controversy over this began to subside, and 
if anything, the Brandeis position had improved because of 
Sunday opening. The apparent success of this venture had 
proved that Sunday retailing in the Omaha area had become 
a way of life.
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