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HoLIDAY ANTICIPATION

The start of the holiday season was not as
spectacular as most retailers and
economists had wished. The exceptional
performance by Gasoline Stations (25.9%),
Building Material and Garden Equipment
Stores (19.6%), and Non-store Retailers
(18.1%) boosted All Stores by 9.0% over
last November. However, GAFO-type
retailers under-performed compared to
their year-to-date growth rates.

The most striking news was Wal-Mart’s
unexpectedly poor performance over the
Thanksgiving weekend and the
downgrading of its growth forecast.
General Merchandise Stores gained 4.6%
compared to 7.0% for year-to-date. Within
this category, sales at Department Stores,
(which includes traditional and discount
department stores) fell by 0.6%. This is
also due to store closures. Warehouse
Clubs and Superstores remain relatively
strong.

Clothing and Accessories Stores overall
are doing well this year. Throughout the
whole year, the brighter product lines
resonated with shoppers, which resulted
in sales hitting growth rates not seen in a
long time. While 4.7% growth for
Clothing and Accessories Stores was
relatively good, it was almost 2 points off
their year-to-date growth. The mild
November contributed to poor winter
wear sales particularly in the footwear
industry.

Bigger ticket items in Furniture, Home
Furnishings, Electronics, and Appliance
Stores gained 6.2% in November, but was
off their year-to-date growth. Typically,
consumers who plan to buy more
expensive items for the holidays will buy
them early on. While the Furniture and
Home Furnishings Stores held sales growth
at slightly less than year-to-date growth;
Electronics and Appliance Stores only
gained 5.6% in November compared to
8.3% year-to-date. While there have been a
few major game releases, it is not the same
as other years.

Sporting Goods, Hobby, Book, and Music
Stores, normally holiday favorites, gained
only 1.0% in November. The category
overall has been unable to make strong
inroads in terms of growth partly due to
pricing pressures and the Internet.

Consumer Confidence has been falling
since reaching a high of 105.7 in July. The
Index has lost over 15 points in the past
four months and now stands at 90.5. While
overall, November’s retail growth statistics

are reasonably good in comparison to other
years, they are lower than anticipated.

One other factor to take into consideration
is the impact of gift cards. The holiday

season now stretches from November until
January when gift cards will be redeemed.

STORE INTEGRATION FRAMEWORK
An integrated store infrastructure that
supports real-time delivery of
information and services to your
customers is essential today. Learn
more in this executive brief.
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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.
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