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STORE FRONT

V ans, an action sports
footwear company, is
now open at Destiny
USA in Syracuse.

The 3,249-square-foot Vans
store occupies the space next
to Hollister on Destiny USA’s
second level, and features
the brand’s footwear, apparel
and accessories for men and
women.

“We’re very excited to
welcome the Vans brand to
Syracuse and Destiny USA,”
said Aiden McGuire, director
of marketing. “We anticipate
that Vans will be very popular
with our style-savvy shoppers
who continue to enjoy Destiny
USA’s unparalleled retail mix.”

Vans collections include
men’s and women’s active,
performance footwear, apparel
and accessories. Child and
infant sizing are also available.
Vans supports and promotes
the action sports lifestyle
through events such as the
Vans Triple Crown of Surfing,
the Vans Pool Party and the
Vans Warped Tour.
— SarahMoses

NO-FRILLS ALDI NOW
ACCEPTS CREDIT CARDS

Aldi, the Germany-based
no-frills supermarket chain,
is now accepting credit cards
at its U.S. stores as it tries to
attract more shoppers.

Aldi customers will now be
able to use Visa, MasterCard,
Discover and American Express
at its nearly 1,500 stores. Aldi
had previously accepted just
cash and debit cards.

The step, announced
Tuesday, is part of Aldi’s
strategy to broaden its base
beyond low-income custom-
ers and make its shopping
experience more convenient.
It also creates more competi-
tion for Wal-Mart, Target and
traditional grocers like Kroger.
The announcement comes a
little more than a month after
the chain said it was adding
healthier choices at checkout.
It also agreed to get rid of
synthetic colors and partially
hydrogenated oils from Aldi’s
exclusive food brands.

Aldi is expanding quickly
and plans to open its first
group of stores in Southern
California by the end of the
month. It aims to operate
nearly 2,000 stores in the U.S.
by the end of 2018. That’s still
a fraction of Wal-Mart’s U.S.
store base of more than 5,000.

Aldi is known for its ruth-
less cost-cutting. Products
are in boxes on shelves, so it
reduces labor costs. The chain
boasts low prices every day
but with limited assortment.

“We care about being able
to make our customers’ shop-
ping experiences simpler and
better every time they come
to see us, and offering them
the convenience of using their
credit cards will help us do
just that,” said Jason Hart,
CEO of Aldi, in a statement.

He said that Aldi’s accep-
tance of credit cards will have
no impact on prices that shop-
pers pay.

In the United Kingdom,
Wal-Mart’s ASDA operations
are slugging it out with Aldi,
which is ramping up its pres-
ence there as well. ASDA is
increasing its investment to
lower prices to compete with
Aldi and has joined Europe’s
leading buying group to pool
the collective buying power of
250 supermarket chains so it
can realize the savings.
—Associated Press

STRUGGLING JOS. A. BANK
TO CLOSE ABOUT 250 STORES

Call it a hard-learned lesson
for Jos. A. Bank: Too much of
a good thing can be too much.

The struggling men’s cloth-
ing chain halted its often-
mocked “buy one, get three
free” promotion strategy late
last year, but the bleeding con-
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By RickMoriarty
rmoriarty@syracuse.com

A
fundraiser for
the Onondaga
Historical
Association on
June 4 will be the
first opportunity

for people to stay at the
Hotel Syracuse after the
92-year-old building’s $70
million renovation.

The “Forever Hotel
Syracuse” fundraiser also
will be the last major event
at which the Hotel Syracuse
name will still officially
apply to the building. On
July 4, the historic hotel
will become the Marriott
Syracuse Downtown.

“It’s kind of the last
opportunity to say farewell
to the Hotel Syracuse,
which has meant so much to
the community,” said Gregg
Tripoli, executive director of
the Historical Association.

Association officials had
planned to hold the event
on April 23, but the date
has been switched to June 4
because the hotel will not be

ready until then.
The association has been

working closely with Riley
on the restoration. It has
provided him with hundreds
of historical photographs, as
well as the original architec-
tural plans for the building.
Riley has been using them
to help guide the restora-
tion because they accurately
document the hotel’s 1924
design.

In addition, the associa-
tion is providing prints of
paintings and historical
photographs to be used as
artwork in guest rooms and
hallways. The association
also is putting together a
book on the hotel’s his-
tory. Tripoli said a copy
of the book, along with an
explanation of the hotel’s
artwork, will be placed in
every guest room.

“It will help connect
guests to the hotel and the
community,” he said.

The hotel opened in 1924
at the southwest corner

A worker finishes
installing a

chandelier in the
Persian Terrace

room of the Hotel
Syracuse last
week. A June
fundraiser for
the Onondaga

Historical
Association will be
the first big event
in the renovated

hotel. (Photos by Rick
Moriarty | rmoriarty@

syracuse.com)

Chandeliers are in place
in the lobby, above. The
Onondaga Historical
Association worked with
hotel owner Ed Riley to
make the hotel restoration
historically accurate.

This 92-year-
old light fixture,
left, was
returned to the
lobby.

This chandelier,
left, was returned
to the Persian
Terrace room.
A Connecticut
company spent six
months restoring
the fixtures.

HAIL and
FAREWELL
OHA fundraiser will send off
Hotel Syracuse, welcome
Marriott Syracuse Downtown

ByMarkWeiner
mweiner@syracuse.com

Washington — Sherrill
Manufacturing in Oneida
County, America’s only
remaining flatware maker, has
won a federal dispute over 11
companies that falsely claimed
their forks, knives and spoons
are made in the United States,
according to U.S. Sen. Charles
Schumer.

The victory is expected to
boost Sherrill Manufacturing,
which took over the Oneida Ltd.
factory in 2005 and has since
become one of the top flatware
suppliers to the U.S. military
and federal agencies that buy
American-made products.

Schumer, D-N.Y., said
Thursday he was notified by
the U.S. General Services
Administration that it com-
pleted an initial review of the
“Made in America” claims

from flatware makers who sell
to the government through the
GSA Advantage website.

As a result of the review,
11 companies will no longer
be able to claim their flatware
products are American-made
on the website, Schumer said,
because the investigation
found they are made overseas.

That leaves Sherrill
Manufacturing’s flatware
brand, Liberty Tabletop, as the
only brand made in the United

States.
“It was flat wrong for the

GSA to allow these other
companies to falsely claim
they were ‘Made in America’
and putting a stop to that lie
will help put Sherrill on a
level playing field and help
protect the valuable jobs
there,” Schumer said.

The senator filed a com-
plaint with the GSA in
January, asking for an investi-
gation into the claims from the
other manufacturers.

The federal government
buys about 500,000 utensils
a year from Sherrill, most of
them sent to military bases.
The plant in the Oneida
County city of Sherrill
employs about 40 people.

Sherrill Manufacturing
sells to the public through its
Liberty Tabletop website and
through online retailers.

CNYflatwaremaker wins ‘Made in USA’ fight

A worker puts finishing touches on forks at Sherrill
Manufacturing, the only company making flatware in the
United States. (Mike Greenlar / mgreenlar@syracuse.com, 2014 file)

“
Itwas flat
wrong ... to

allow these other
companies to falsely
claim they were
‘Made in America’...’’
U.S. SEN. CHARLES SCHUMER, D-N.Y.

HOTEL, PAGE D-5
COSTCO, PAGE D-5
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BUSINESS

TECHNOLOGY REVIEW STORE FRONT

THE COLOR OF MONEY

ByMichelle Singletary
Syndicated columnist

When you enter into financial deals
with family, be prepared for some
uncomfortable and sometimes ugly dis-
agreements. When things go wrong, it
does become personal.
Recently I weighed in on the finan-
cial situation of twin brothers. They had
bought a home together. One brother took
off after a few years of sharing the home,
leaving his twin to take complete care of
the property, physically and financially.
When the brother living in the home
got married, he refinanced and his twin
agreed to sign a “quitclaim deed,” giving
up ownership in exchange for an unspeci-
fied share of profits once the home was
sold.
No sale is pending, but the brother who
left is trying to negotiate — after the fact
— what he’s owed based on the home’s
appreciated value. So what’s fair?
I don’t think they call it “sweat equity”
for nothing. What I thought was fair was
to give the brother back his down pay-
ment of $20,000, plus a modest return.
Well, some of you thought he does
deserve more.
One reader, Valerie from Quartz Hill,
Calif., suggested that the fair thing
would be to get the home professionally
appraised and then decide on a split.
“Subtract expenses, including refinanc-
ing fees, annual real estate taxes, property
improvements, etc., and don’t forget
ongoing maintenance; and offer him half
of what is left,” she wrote.
For reader Christine, the situation hit

home. She and her sister also bought
a home together. Her sister lives in the
house but Christine does not.
She says her sister also wanted her to
sign a quitclaim deed to refinance the
property. “I didn’t trust her and did not
do it. I do not live in the town where the
building I own is located, but that does
not vacate my right to ownership. ... The
lesson might be: Don’t trust anyone to do
the right thing: Get it in writing, even if it
is your twin brother.”
One reader suggested the brothers try
mediation. There are non-profit commu-
nity-based conflict dispute centers around
the country that offer free mediation.
Nolo.com provides some good tips on
what’s involved in that process. Search
the site for “Why Consider Mediation?”
Reader Joyce Ellis, a retired California
real estate broker, said she’s seen a lot
of similar situations like the one pitting
brother against brother.
“Many important issues were neglected

between the brothers over time,” she
wrote. “However, in order to reach a fair
solution, one must treat it as an arm’s-
length transaction.”
Ellis offered some very useful ques-
tions:
■From the time the brother left, what
has been the fair-market rental value on
the property?
■What is the value of the tax advan-
tages that the remaining brother enjoyed
that the departing brother didn’t share?
■What is a fair management credit to
the remaining brother, since the absent
one didn’t have that burden?
■What is the vacancy factor for that
area?
■What is the value of the improve-
ments made by the remaining brother?
“When these matters are factored in
and then balanced against the apprecia-
tion or depreciation in value today, there
is likely to be a different picture alto-
gether,” Ellis wrote. It’s too late to try
and treat the situation as an arm’s-length
transaction. This is exactly why you
need to work out all this stuff before you
mix your money with a relative. Better
yet, perhaps you should just avoid busi-
ness deals that rely on good faith before
or after the fact. At least spell out the
arrangement formally in a written con-
tract so that family bonds don’t cloud
what’s financially fair.

Contact Michelle Singletary at TheWashington
Post, 1150 15th St. NW,Washington, D.C.,
20071, or michelle.singletary@washpost.com.

Readers weigh in on financial family feud

(iStock / Thinkstock)

A Samsung Galaxy S7, left, and S7 Edge are displayed during the Samsung Galaxy Unpacked 2016 event on the eve of
February’s Mobile World Congress wireless show, in Barcelona, Spain. (AP Photo / Manu Fernadez, File)

Hotel officially becomes
aMarriott on July 4

By Anick Jesdanun
AP technology writer

It’s difficult to justify paying for a
high-priced, top-end smartphone these
days — unless, that is, you want to take
good pictures.
In this Age of Instagram, a great cam-
era is one of the few reasons to pay $650
or more for the latest smartphone, instead
of $200 or $300 for a budget phone that
does texting, Facebook and Web surfing
just as well.
Samsung’s phone cameras have shown
tremendous improvement in just a few
years. The new Galaxy S7 and S7 Edge
phones take much better pictures than last
year’s S6 models. In fact, they’re now
basically neck and neck with Apple’s
iPhones, meaning that you no longer have
to compromise on picture quality if you
prefer Android.
I took more than 2,000 still shots
and a few videos using 10 smartphones
from Samsung, Apple, LG, Huawei
and Motorola. To make the comparison
clearer, I focused on indoor and night
settings, such as museums, bars and New
York’s Central Park at night. Even budget
phones can take great shots in good light,
but only great phones take good shots in
poor light.

BETTER LIGHTING, BETTER FOCUS
I was impressed with the S7’s ability to
capture Central Park’s unlighted Bethesda
Fountain at night. Shots from most other
phones appear pitch black, save for a
faint outline of the fountain’s statue and
some distant light from building win-
dows.

The S7 was also more likely to get the
focus right on its own, without having
to choose a focus area first by touching
the phone screen. Even with touching,
focusing sometimes takes a second or
two on other cameras. I don’t get that lag
with the S7, meaning fewer missed action
shots.
The lens and image sensors on the S7
aren’t large enough to match the capa-
bilities of full-bodied SLR cameras, but
the phones borrow some of the focus
and light-capturing technologies found
on more sophisticated shooters. These
technologies combined result in brighter,
sharper images in low light.

UPGRADING THE S6
The S7 also has a wider-angle lens
than last year’s S6 models, one that now
matches iPhone hardware. It captures
more of what’s in front of you. Among
other things, people don’t have to squeeze
together as tightly for group shots.
Samsung also corrected some design
deficiencies in earlier models. The S7’s
camera lens no longer protrudes awk-
wardly, as it did on the S6. Its screen
turns into a flash for low-light selfies, just
like the latest iPhones. (That means my
selfies now look awful because of their
subject and not the low light.)
The S7 also takes photos in a standard
4-by-3 rectangle, not the wider 16-by-9
frame of the S6. While overall megapixel
count is lower on the S7, that’s entirely
a consequence of the narrower width,
which yields a photo like an S6 shot with
its far edges chopped off.

A FEW QUIBBLES
Many indoor shots come out yellowish,
possibly reflecting the yellowish nature
of indoor lighting. On the S7, books look
as though they’ve yellowed from being
out in the sun too long. Egg whites on a
burger don’t look so white (though bacon
comes out brighter). Faces are more
orange than usual.
Odd colors can make pictures look bet-
ter, but they often don’t seem natural.
The S7 also produces a white outline
— a bit of a glow — around black text. It
isn’t noticeable when viewed on a screen,
but looks fake when enlarged.

COMPARISONS
Of all of the phones I tested, the S7 and
iPhone 6S produced the most consistent
low-light photos. The S7 shots typically
had better focus, while the iPhone pic-
tures looked more natural, with colors
typically mirroring how you see things.
The S7 has also cloned Apple’s Live
Photos feature, in which the camera
captures short video clips as it’s taking
still photos. The feature is on by default
on the iPhone, but you need to turn it on
with the S7. Unlike the iPhone version,
Samsung’s Motion Photo has no sound.
The latest Apple and Samsung phones
are comparable in many other ways. One
impressive non-camera feature is the S7’s
fast-charging capability. With the includ-
ed charger, I get a full charge in just 80
minutes, and that’s enough for nine hours
of Hulu video streaming on the S7, 10
hours on the S7 Edge.
The camera, though, is where these
phones really stand out from the pack.

Catching up
Camera on new Samsung S7 now rivals the iPhone

of South Warren and East
Onondaga streets downtown.
With its elegant ballrooms
and more than 500 guest
rooms, it was the grand lady
of Central NewYork hotels
for decades.
Financial problems started
in the 1980s and the hotel
closed in 2004. Hotel devel-
oper Ed Riley purchased it
with the city’s assistance in
2014 and is completing a
major reconstruction of its
hotel rooms and an histori-
cal restoration of its common
areas, including its ballrooms.
When the hotel reopens as
a full-service Marriott, it will
have 261 modern rooms and
will be marketed as the head-
quarters hotel for Onondaga
County’s nearby convention
center.
Tripoli said the association
is hoping to attract 1,200
people to the fundraiser.
The black tie event on
June 4 will include three lev-
els of dinner service:
■A sit-down dinner in the
hotel’s Grand Ballroom for

$350 per person.
■Food stations in the
Persian Terrace room for
$250 a person.
■A buffet in the Imperial
(soon to be renamed Finger
Lakes) Ballroom for $150 a
person.
Tickets will be sold to the
general public starting April
4 at cnyhistory.org/hotelsyra-
cuse. Before that, corporate
sponsors will be given prior-
ity for event and room reser-
vations.
Any rooms not reserved
by sponsors will go into a
“room lottery” to be held
May 6. Winners will be noti-
fied by email and will have
until May 17 to book a room.
There will be music and
dancing in all three ball-
rooms rooms, and tours of
the hotel will be offered dur-
ing the event.
Outside the hotel, bellhops
in 1920s uniforms will greet
people, and there will be vin-
tage 1920s automobiles on
display on Onondaga Street.

Contact Rick Moriarty at 470-
3148 or by email.

HOTEL, FROM PAGE D-1

This painting of the Erie Canal in Clinton Square is an
acrylic on canvas and depicts a pre-1910 scene. It was
painted by Hall Groat Sr. in the middle to late 20th century.
It will be among the artwork to hang in the renovated Hotel
Syracuse, soon to be the Marriott Syracuse Downtown.
(Onondaga Historical Association)

PHILANTHROPY

tinues.
Consequently, its parent
company, Tailored Brands,
which also owns Men’s
Wearhouse and suit brand
Joseph Abboud, is closing
hundreds of stores and work-
ing to develop a new business
model as sales
plunged 31.7
percent last year
at Jos. A Bank
alone.
The com-
pany plans to
close about 250
stores, including
80 to 90 Jos. A.
Bank locations
in oversatu-
rated markets,
and Men’s
Wearhouse and
Jos A. Bank outlet stores,
Jos. A. Bank noted in the
fall that the deep discount
of “buy one, get three free”
was “an unsustainable pro-
motional strategy.” The
once-successful promotion
was lampooned in a stinging
sketch on “Saturday Night
Live.”
And at first glance, killing
the deep discount seemed
to make things worse: After
announcing the end to “buy
one, get three free,” sales
continued to plunge. Revenue
at Jos. A. Bank plunged more
than 13 percent in the third
quarter of last year. But in
January and February, sales
figures in stores open at least
a year improved slightly — a
sign that the death of “buy
one, get three free” might
have been a good thing.
—Chicago Tribune

COSTCO RAISES MINIMUM PAY
No one who knows any-
thing about business would
accuse Costco of being a bot-
tom-feeder. The Seattle-based
bulk retailer is famously
employee-friendly, serving
as a case study for the thesis
that paying good wages leads
to good performance.
That’s why it was surpris-

ing when investors learned
that Costco hadn’t raised
its entry-level wage since
Congress last voted to raise
the federal minimum wage,
nine years ago — meaning
that it had actually declined,
when factoring in inflation.
Of course, Costco hadn’t

really had to raise that floor
to attract workers, with its
average wage for hourly
employees reportedly top-
ping $20 an hour. That’s well
above other big retailers like
Target and Walmart, who fall
more in the $10 to $13 range;
staying a little higher should
allow Costco to attract the
better-than-average employee
it wants.
But with its competitors
raising their bottom wages
as well, that was no longer
enough. Chief executive
Robert Galanti explained that
Costco reviews its payscale
every three years, and usu-
ally raises just the top end
— which right now is about
$22.50. This year, they were
boosting the floor as well, by
$1.50, to $13.
“We want to be the premi-
um at all levels. We’re a huge
premium at the top of scale.
That’s as others raise their
rates at the bottom,” Galanti
said. “And frankly in some
markets, this is a physically
challenging job. You’re on
your feet, you’re lifting cases,
you’re pushing carts at these
entry-level jobs. And so we
thought it was time to do it.”
—Washington Post

Costco looks at pay
rates, raises its
minimumwage
COSTCO, FROM PAGE D-1

“
... In somemarkets,
this is a physically

challenging job. You’re on your
feet, you’re lifting cases, you’re
pushing carts at these entry-
level jobs. And so we thought it
was time to do it.”
ROBERT GALANTI, COSTCO CHIEF EXECUTIVE


