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Retail Sales Growth Freezes 

Up as Winter Approaches 

 
As consumer confidence dipped to 
105.4, October retail sales growth 
slowed to 4.3% compared to 2005.  
This is 2.1 percentage points behind 
year-to-date growth, and a sobering 
harbinger for the holiday season. 
 
General Merchandise Stores saw a 
disappointing 1.7% growth in 
October, down from 5.4% year-to-
date.  Department Stores proved 
particularly vulnerable as their sales 
dropped -4.3% over 2005.  With 
Health and Personal Care Stores 
enjoying strong 9.0% growth, it is 
likely that their broadened assortment 
has stolen market share from General 
Merchandise Stores. 
 
Even discounters like Wal-Mart 
showed their exposure to slowed 
spending as they announced 1.5% 
comp sales growth and pledged price 
cuts in order to stimulate holiday 
sales. 
 
With electronics a likely target for 
such price reductions, Electronics and 
Appliance Stores will be subject to 
increasing pressure in defending their 
share of the marketplace.  These 
retailers are already facing the 
challenge of a depressed housing 
market, and experienced 2.9% growth 
in October, falling 2.7 percentage 
points behind year-to-date. 
 

Following up on September’s new 
home prices experiencing their 
sharpest decline since 1970, October 
hammered sales growth amongst 
Building Material and Garden 
Equipment Stores, which saw an 
increase of 3.9% over 2005.  This 
figure pales in comparison to the 
10.6% growth seen by these retailers 
year-to-date.  Home Depot recently 
announced that its third quarter profit 
would be the lowest it’s seen since 
2003. 
 
Non-store Retailers showed great 
resilience as sales grew 10.5%. With 
Fuel Dealers suffering from falling oil 
prices, this category’s momentum is 
largely thanks to consistently strong 
Electronic Shopping and Mail-Order 
House performance.  With 13.6% 
growth in the first nine months of 
2006, it’s clear that more shoppers are 
choosing their mouse over the mall. 

With holiday windows lining the 
streets, many wonder about the 
outlook for this season’s retail sales.  
Projections cover a wide range, from 
2.5% to 7.5%, with most analysts 
expecting 5.0% growth.  
 
An Ode to Holiday Shopping 

As stockings hang by the checkout, 
stores simply must wait, 
to see what’s ahead, 
for their sales growth rate. 
 
Can we expect a season that’s grim, 
thanks to the housing price pinch, 
which hoards shopper spending, 
like a thieving green Grinch? 
 
Or will the holidays be saved, 
if gas reaches new lows, 
and leads shoppers to the mall, 
like Rudolph’s shiny red nose? 
 
Release Date of the Next 

National Retail Bulletin: 

December 13, 2006 

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. 

U.S. Data Advance October 2006 Retail Sales i Released November 14, 2006 




