


























out. of it, and then it will stop.”

So how do you take the “profit”
out of shoplifting?

First step is strong internal security
measures by store owners.

Second is their determination and
legal right to prosecute offenders.

And third is state legislation severe
enough to serve as a deterrent.

Let’s look at the first step.

The neighborhood grocer can install
one of those convex mirrors that en-
ables him to keep an eye on all the
aisles—if he isnt preoccupied with
waiting on a customer. Larger stores
have TV cameras that focus an un-
blinking eye on obscure corners and
aisles. Still larger stores have security
personnel constantly on the prowl—
which of course is another cost that is
added to the price tag of the mer-
chandise you buy.

“These security people are rarely uni-
formed. One might be a teenage girl
casually dressed in levis and parka,
another an older man who appears to

one kid snaffling the goods while the
others act as lookouts. Our worst times
are the month before school opens, and
of course the Christmas season, when
a lot of people figure to do their
Christmas shopping by ripping off the
merchants.

“We get so we aren’t surprised by
anything. We've had ’em all the way
from a five-year-old to a guy in a
wheelchair!”

And a school superintendent. He al-
so was a deacon in his church, and
prominent in a local service club, but
it all went down the drain, and his
career was ruined. All for a dozen golf
balls that he stuffed into a coat pocket
when he mistakenly thought no one
was looking.

So tight store security is -one step,
but to be effective it has to be follow-
ed through. In many states, store
owners are reluctant to prosecute ap-
prehended shoplifters because they are
fearful of the backlash. This usually is
the case in states that have no legisla-

“If you want to bring anything to a screaming halt,
you have to take the profit out of it. And that goes

double for shoplifting.”

be a logger or an auto mechanic
with his open collar shirt and baggy
trousers, still another a husky young
fellow who would look more at home
driving a delivery truck. They roam
the aisles all day long, indistinguish-
able from the shoppers with whom
they mingle. And in Jones’s store, they
average one apprehension a day.

“You get so you can spot ‘em nine
times out of ten,” says the store’s se-
curity chief. “And once we do, we
usually follow them out, then stop them
and ask if they would come back into
the store with us. We always try to
be polite, but you get so you know
what the reaction will be. First they
deny taking anything, and try to bluff
it out by getting mad at us for sus-
pecting them. Or theyre in a big

tion to protect a store owner from a
charge of false arrest if the shoplifter,
say, has been able to ditch the stolen
merchandise before being taken into
custody. That can be cured by protec-
tive legislation, as will be seen.

The other problem in follow through
is reimbursement of the store owner’s
time. ’

“So we nab a guy who swiped a ten
dollar shirt,” says a chain store mana-
ger. “I have to go down and wait
around in court with our lawyer till
his case comes up, and by the time I
get back to the store we've used up
fifty or sixty bucks worth of my time
and the lawyer’s time to get back a
ten dollar item. It isn’t worth it. So we
give ’em a scare—and let 'em go.”

That issue can be solved by legisla-

hurry, and ‘don’t have time’ to come - tion that “takes the profit out of it.”

back with us. In fact one guy a few
weeks ago was in such a hurry that he
took off, and I had to bring him down
with a flying tackle. He turned out to
be an ex-con and that shoplift put
him back behind bars.

“The first time a newcomer on our
staff nabs someone, theyre apt to be
pretty sympathetic, especially the
younger security people. But after
they’ve heard the same story a couple
dozen times, they get pretty hardened
to it.

“Kids give us the worst time, but
that’s mainly because they’re clumsy at
it, and more apt to be caught. They
usually work in pairs, or a trio, with

8

Nevada has a new law which has been
held up as a model for other states in
doing just that. Upon conviction for
shoplifting, this law requires the de-
fendant not only to pay a substantial
fine, but the merchant’s court costs, re-
stitution of the value of the merchan-
dise—and, punitive damages of from
$100 to $250 paid to the merchant to
compensate him for his loss of time
and merchandise. If the defendant is
a juvenile, the law requires these cases
to be borne by his parents.

“Believe me, when parents get sock-
ed by these costs, they suddenly get
interested in finding out what their kids
are up to,” says McCurdy. It’s no
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coincidence that in Nevada, shoplifting
is now on the decrease,

Many states have come to the con-
sumer’s rescue (remember: shoplifting
is a cost borne by the consumer, not
just by the retailer) by enacting legis-
lation protecting the merchant from
lawsuits charging false arrest, false im-
prisonment, or slander, specifically
granting him immunity from such har-
assment if he has reasonable grounds to
believe a suspect has stolen merchan-
dise in his possession. Nevada grants
this inmunity only on condition that the
merchant has posted prominent warn-
ing in his store advising would-be
shoplifters of the penalties, and the
certainty of prosecution if they are ap-
prehended.

“When someone comes into a store
and sees a sign like that he’s apt to
think twice before he tries to shoplift
something,” Jones says.

Finally, the profit is taken out of
shoplifting by making the penalty so
severe that it’s not worth it. In Wash-
ington state, for example, the fine used
to be $10. Now it's a minimum of
$50 for the first conviction and $500
for any subsequent conviction, to a
maximum of $1,000. It would be a
desperate person who would run the
chance of a second offense as against
that kind of risk. The professionals
who move from store to store and
town to town are further discouraged
by the fact that their depredations are
immediately publicized on the State
Patrol’s statewide computerized net-
work, so other store owners are alerted
as soon as they make their first snatch.

Besides such tough legislation on the
books, there is one more weapon in
the retailers’ arsenal against shoplifting.
And that’s prevention—a weapon they
would far rather use than arrest and
prosecution.

Juveniles especially need to be im-
pressed that shoplifting is not just a
fun thing to do. It’s a crime, a crime
that will be a blot on their records for
the rest of their lives, affecting their
chances.of a job, of a scholarship, per-
haps ruining their lives in return for a
stolen article that they really didn’t
need or could have paid for if they did.

To get this message across, the
National Retail Merchants Association
distributes films to its members which
then can be shown to school classes.
Merchants particularly like to get this
20-minute film shown in elementary
schools, for that’s where the impression
has to be made.

“By the time they’re in high school,
it’s too late,” says one retailer.

Still another preventive measure is
better training of store personnel to be
aware of how to detect shoplifters. The
Colorado Retail Council last year de-
veloped a powerfully effective presen-

































































































































