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PRI Members

PRI 6s mi ssi
ate and secure the
funding of studies on
specific retail business
issues. PRI functions
as a conduit, bringing
together retail execu-
tives with leading re-
searchers. The genesis
of the Retall Institute is
the recognition of the
wealth of knowledge
being produced at the
university level on one
hand, and the need for
advanced yet practical
business research and
insight at the retail
level, on the other.

We are grateful to the
members of the Platt
Retail Institute for their
support.

This report is not to be

reproduced or published,

in any form or by any
means, without the ex-
press written permission

of the Platt
Retail Institute. This mate-
rial is protected by copy-

right pursuant to Title 17

of the U.S. Code.

Copyright ©PLATT RETAIL
INSTITUTE, LLC 2009. All
rights reserved.

pW P"'! V'l‘!
A4 LJ A4

platt | retail | institute

t

(0]

ni ti -

Alchemy

A\va LAN

R: E L.E &5

( | ) buyD'S content.com

Content for digital signage

NIl
CISCO.

©DSE

DIGITAL SIGNAGE EXPO

DIVERSIFIED

MEDIA GROUP

Connect easler. Communicate better.

)

mAc~NETICS]D

NEC



http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/
http://www.divmedia.net/
http://www.cisco.com/
http://www.digitalsignageexpo.net/

PRI Me mber s

Although the information
in this report has been
obtained from sources
that the Platt Retail Insti-
tute believes to be reliable,
we do not guarantee its
accuracy, and such infor-
mation may be incomplete
or condensed. All opinions
and estimates included in
this report constitute our
judgment as of this date
and are subject to change
without notice.

This report is for informa-
tion purposes only. Copy-
right © PLATT RETAIL
INSTITUTE, LLC 2009. All
rights reserved.
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Retail Sector Performance

(month/month % change)

Nov. Oct. Sept .

Retail Sales 1.3 1.1 -2.0

Ex. Autos 1.2 0.0 0.7

Ex. Autos, Gas 0.6 0.1 0.6
Building Materials 15 -1.8 0.0
Furniture -0.7 -1.5 0.8
Autos 1.6 7.1 -14.1
General Merchandise 0.8 0.9 0.7
Food Stores 1.0 0.0 0.6
Apparel -0.7 -0.2 0.9
Gasoline 6.0 -0.5 1.3

Source: U.S. Department of Commerce
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Holiday Retail Sales Better Than Anticipated,
but Still No Cause for Celebration
by Steven Keith Platt, Director and Research Fellow, PRI

marginally improving U.S. economy (see Chart 1) is leading to a slight up-
ward revision to our 2009 and 2010 GDP estimates. We anticipate full year
2009 GDP at -2.0 percent to -2.25 percent, and look for a weak 2010 recovery of
+/-2.0 percent.! Recent comments from the Federal Reserve Open Market Com-
mittee (Aeconomic activity has contin

Commentary on Current Economic Conditi]i

ally improved modestlyodo) support this
spending and intervention will spark consumer spending and corporate invest-
ment. However, this recovery will be slow and painful, as the overhanging con-
cerns surrounding employment, housing, and credit availability will continue to
depress overall growth and, in particular, consumer spending.

Chart 1.

Quarter-to-Quarter Growth in Real GDP
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Real GOP growth is measwred at seasonally adjusted annual rates.

U5, Bureau of Economic Analysis

A slightly negative bias in various leading indicators has tempered our view of the
strength of this recovery. The Index of Leading Economic Indicators rose 0.3 per-
cent in October, after a 1.0 percent increase in the prior month (see Chart 2).
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Chart 2.

Index of Leading Economic Indicators (LEI) vs. Real GDP
year-to-year percent change
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As wel | | the Chicago Fedodéds National A
side (-1.08 in October from -1.01 in September; as well, the three-month moving
average dipped to -0.91 in October from -0.67 in September), which indicates be-
low trend growth (see Charts 3A and 3B).

Chart 3A.

Chicago Fed Nalional Activily Index, Three-Month Moving Average (CFNAI-MAS3)
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Chart 3B.

Finall vy, t he National Federation of [
mism Index also declined in November to 88.3 after two monthly increases (see
Chart 4). For the past 10 years, there has been an 85 percent correlation between
this Index and the two-quarter change in real GDP.

Chart 4.

We continue to adhere to our view that a structural change in consumer behavior
could result in a $400 billion decrease in consumer spending per annum in the
future, resulting in a major impact on the retail landscape. Easy credit, rising
home and equity values, zero savings, and stable employment, among other
things, that led consumer spending to ratchet up at unprecedented levels over the
past 30 or so years are no longer sustainable, and today these trends are revers-
ing themselves.

Uu. S. Ret ai l Sales rose by 1.3 percent
cent increase (see Chart 5). Retail sales increased 1.9 percent versus November
2008. Excluding autos, gasoline, and building materials, retail sales increased by
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