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This report looks at the following areas:

= Downward spiral continues
= Channel-shifting is occurring
= Location and price are barriers

Consumers have a soft spot in their hearts for their favorite department stores though, but continue to
be lured by other channels and retailers who are just a little bit faster, more convenient, or more
affordable. Department stores need to accept they cannot be all things to all people and focus on what
they can do well: drive connections with omnichannel shoppers, provide superior customer service, and
offer innovative experiential reasons to shop the brands.

For the purposes of this Report, a department store is defined as a retail establishment, usually part of
a chain that sells a broad range of nonfood items. Department stores usually sell a wide range of the
following new products with no one merchandise line predominating: apparel and footwear, furniture,
appliances and home furnishings; and selected additional items, such as paint, hardware, toiletries,
cosmetics, jewelry, toys, and sporting goods. Merchandise lines are normally arranged in separate
departments.

Examples of department stores that would be covered in this Report are: Barneys New York, Bergdorf
Goodman, Bloomingdale’s, Carson Pirie Scott, Dillard’s, JCPenney, Kohl's, Lord & Taylor, Macy’s,
Neiman Marcus, Nordstrom, Saks Fifth Avenue, and Sears, Roebuck and Co.

This Report will build on the analysis presented in Mintel’s Department Store Retailing — US, February
2013 and August 2010.

DID YOU KNOW?

more holistic view of this market

change due to currency fluctuations.

"There is no doubt about it: department stores are
struggling to stay relevant in today’s retail climate — losing
sales, customers, retail space, and partner brands. Radical

change and innovation is needed in the sector and even
then, not all stores may survive."

- Diana Smith, Associate Director - Retail &

Apparel
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Core targets include young adults, men (in addition to women), and Hispanics
Figure 19: Department stores shopped, by age and household income, June 2016

Figure 20: Department stores shopped, by gender, June 2016

Figure 21: Department stores shopped, by race and Hispanic origin, June 2016

In their words

Method of Shopping

One third of shoppers choose to go online
Figure 22: Method of shopping, June 2016

Figure 23: Method of shopping, by age and household income, June 2016

Omnichannel shoppers of high value to retailers
Figure 24: Online shopping behaviors, by generation, June 2016
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Purchase rates are low but growing

Department stores experiment with social media
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Nearly three quarters shopping department stores the same or more
Figure 25: Frequency of shopping, June 2016

Men are shopping more
Figure 26: Percentage of those shopping at department stores more, by select demographics, June 2016

Over eight out of 10 more frequent shoppers have visited a value-oriented or mid-tier store recently
Figure 27: Department stores shopped, by frequency of shopping, June 2016

Consumer preference for department stores (ranking of 5 or more)

Above Average (>5)

Average (5)

What about loyalty?

Other Channels Shopped More Often

Where are all the department store shoppers going instead?
Figure 28: Other channels shopped more often, June 2016

18-34s are a coveted group that is being lured by other channels
Figure 29: Other channels shopped more often, by age, June 2016

Reasons for Not Shopping at Department Stores

Can’t please everyone
Figure 30: Reasons for not shopping department stores, June 2016

Consumer preference for other store types (ranking of 4 or less)

Shopping Behaviors

Gifting is a main reason to shop at department stores
Figure 31: Shopping motivations, by generation, June 2016
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CHAID analysis reveals young men as more likely to shop for gifts
Figure 32: Gift shopping behaviors, CHAID analysis, June 2016

Good sales come to those who wait
Figure 33: Deal-seeking actions, by household income, June 2016

Branded credit cards and mobile apps offer opportunities to engage
Figure 34: Brand engagement tactics, by gender and age, June 2016
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Brand affinity is there, but it’'s buried
Figure 35: Attitudes, June 2016

Are department stores losing their appeal?

Disagree

Agree/divided

Interest in Retail Innovations

Department stores should continue investing in technology
Figure 36: Interest in retail innovations, June 2016

Finding the right fit is a universal issue
Figure 37: Interest in select retail innovations, by gender, June 2016

Younger generations seek ways to be efficient or entertained
Figure 38: Interest in select retail innovations, by generation, June 2016

Department stores can do more to attract Blacks
Figure 39: Interest in select retail innovations, by race and Hispanic origin, June 2016

What advice do consumers have for struggling department stores?
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Store type definitions
General merchandise stores
Department stores
Traditional department stores

Discount department stores
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Select categories purchased, by select department stores, February 2015-March 2016

CHAID analysis methodology and output

Figure 51:

Gift-shopping behaviors, CHAID analysis — Table output, June 2016

Qualitative research
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