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RETAIL SALES HOLDING UP

2005 started off well with All Stores
growing by 4.5% compared to last January.
However, excluding Gasoline Stations, All
Stores gained only 3.7%.

The Building Material and Garden
Equipment Stores category continued on a
double-digit roll, with a 10.8% growth
rate. Nonstore retailers also had a good
January, with a gain of 7.4% for the month.
Consumers are now comfortable shopping
online and more retailers have e-commerce
capabilities. From the 2004 holiday sales
patterns, the consultants at J.C. Williams
Group also noticed that online sales are
starting to resemble offline retailing in that
consumers waited until the last minute for
their Christmas shopping.

Another strong performer in January was
the General Merchandise Stores category,
which grew by 6.1%. But the Department
Stores gained only 0.7% in January,
indicating that this store format is still
struggling while consumers are shifting
towards the warehouse clubs and the
superstores.

Other retail store categories that had a slow
start in January included Clothing and
Accessories Stores, which gained 2.1%;
Furniture, Home Furnishings, Electronics
and Appliance Stores, which fell by 0.7%;
and Sporting Goods, which declined by
1.8%.

FINAL RECAP OF 2004

2004 was a banner year for retailers in
general. A deeper analysis on a more
detailed store category basis revealed a
sharp contrast of the winners and losers.
Gasoline Stations, Building Material and
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Garden Equipment Stores, and Warehouse
Clubs and Superstores were amongst some
of the strongest performers. Even more
impressive was the Men’s Clothing Stores
which grew by 10.6% in 2004 compared to
2003, considering that this sector had been
experiencing slow/negative growth rates
for the past 5-10 years. The emergence of
cheap chic apparel, the fact that men are
becoming more conscious of their
appearance, the role of the media and TV
shows in showcasing men’s fashion, and
the trend towards dressier clothing are
some of the factors that may explain the
resurgence of the men’s clothing category.

The Non-store retailers did very well in
2004, with a growth rate of 12.9%. E-
commerce is still growing faster than
offline retail sales, but at a decelerating
rate. Electronic Shopping and Mail Order
Houses now represent 3.3% of total retail
sales.

2005 PREDICTIONS

There are some issues that J.C. Williams

Group will be watching in 2005:

1. Energy prices will most likely remain
high as global demand for oil is not
expected to go down in the near future.

2. The high debt and deficit levels will
likely keep the dollar low.

3. The Federal Reserve will increase rates
in a measured manner in order not to
dampen consumer expenditure. This
may have some negative impacts on the
housing market and the home
furnishing sector.

4. Personal debt level will stay high, and
combined with an uncertain outlook on
the economy in general, consumers will
be cautious with their spending.

Based on the factors above and other
analysis, the consultants at J.C. Williams
Group, expect that retail sales in 2005 will
slow down a bit compared to the sizzling
sales that we had in 2004. This difficult
environment may encourage even more
consolidation in the retail sector, as
witnessed by the recent merger or Kmart
and Sears and the potential Federated-May
tie-up.

RELEASE DATE OF THE NEXT

NATIONAL RETAIL BULLETIN:
March 15, 2005

Please note:

The J.C. Williams Group National Retail Bulletin compares the latest monthly release of
“raw” (i.e., unadjusted for seasonality, holiday, and trading day) retail sales figures to
those in the same calendar month of the previous year. The U.S. Census Bureau also
reports seasonally adjusted sales that are compared to the previous month within the
current calendar year to measure change in Gross Domestic Product (GDP). Although
other sources use seasonally adjusted figures, J.C. Williams Group believes that using
raw figures and making comparisons to the previous year’s performance more
accurately reflects the seasonality of the retail industry, and therefore, are more useful in
analysis. Definitions can be found on the U.S. Census Website: www.census.gov.

350 West Hubbard St. Ste. 240, Chicago, Il. 60610 Tel: (312) 673-1254 Fax: (312) 822-9162 Web site: www.jcwg.com
For more information, please contact Jim Okamura at (312) 673-1254, John Archer (416) 921-4181, or e-mail info@jcwg.com



