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“Department stores are favored for the ability to buy
items in many different categories in one location.
However, after sales declines during the recession, stores
are making changes to regain shoppers who may have
traded down to alternate channels or reduced their
spending on categories sold at department stores.”

— Ali Lipson, Senior Retail & Apparel Analyst

In this report we answer the key questions:

BUY THIS

= How are department stores staying relevant in a crowded retail marketplace? REPORT NOW
< How are department stores reacting to growth of online and mobile shopping?

= How are department stores reacting to ongoing suppressed consumer confidence?
- How can department stores encourage consumers to shop more often? VISIT:

store.mintel.com

Total department store sales reached $64.9 billion in 2011 and an estimated $65.5 billion in 2012.
Despite suffering steep sales declines throughout the recession, the department store industry is set to

rebound over the next few years. Total department store sales are expected to reach $70.5 billion in CALL

2017, increasing by 7.7% between 2012 and 2017. This will be boosted by increased consumer EMEA

confidence, innovations among department stores, and growth of online and mobile shopping in this +44 (O) 20 7606 4533
channel.

This report focuses on department stores and offers sales trends, profiles of major players in the U.S. Brazil

market, as well as a detailed exploration of consumers’ attitudes, usage, and shopping behaviors in this 0800 095 9094
category.

This report will build on the analysis presented in Mintel's Department Store Retailing—U.S., August Americas

2010 . +1 (312) 943 5250
For the purposes of this report,

department store APAC

is defined as a retail establishment, usually part of a chain that sells a broad range of non-food items. +61 (0) 2 8284 8100
Department stores usually sell products including apparel, footwear, furniture, home appliances and

home decor, electronics, and select other lines of products such as paint, hardware, toiletries, EMA' L:

cosmetics, photographic equipment, jewelry, toys, and sporting goods. Oxygen@minte| .com

Examples of department stores that would be covered in this report are: Saks Fifth Avenue, Neiman

Marcus, Barneys New York , Bergdorf Goodman, Bloomingdale’s , Nordstrom , Lord & Taylor , Macy’s ,
Dillard’s , JCPenney , Kohl's , Carson Pirie Scott, and Sears .

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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JCPenney
Kohl's
Sears

Market threats and opportunities for value department stores

Innovations and Innovators

Neiman Marcus and Target partner for holiday collection
Macy’s hosts Toys“R”Us pop-up shops
Department stores select items from aspiring designers on Fashion Star

Neiman Marcus app connects shoppers with store associates

Social Media—Department Store Retailing

Key points
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Figure 11: Key performance indicators, January 2013
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Figure 13: Interaction with department store brands, November 2012
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Figure 14: Select department store brands’ share of conversations, Dec. 15, 2012, to Jan. 16, 2013
Figure 15: Conversations by brand by day, Dec. 15, 2012, to Jan. 16, 2013
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Figure 19: Types of conversation regarding selected department store brands, by type of website, Dec. 15, 2012, to Jan. 16, 2013

Analysis by brand
Macy’s
Figure 20: Macy’s—key social media indicators, Jan. 16, 2013
Key online campaigns
What we think
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Figure 21: Sears—key social media indicators, Jan. 16, 2013
Key online campaigns
What we think
Kohl's
Figure 22: Kohl’'s—key social media indicators, Jan. 16, 2013

Key online campaigns
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What we think
JCPenney

Figure 23: JCPenney—key social media indicators, Jan. 16, 2013
Key online campaigns
What we think
Nordstrom

Figure 24: Nordstrom—key social media indicators, Jan. 16, 2013
Key online campaigns
What we think
Bloomingdale’s

Figure 25: Bloomingdale’s—key social media indicators, Jan. 16, 2013
Key online campaigns

What we think

Marketing Strategies

Television advertising
Belk
Figure 26: Belk TV ad, “The Biggest Sale,” December 2012

Boscov’s
Figure 27: Boscov’s TV ad, “Holiday Gift Specials,” December 2012

JCPenney
Figure 28: JCPenney TV ad, “Merry,” December 2012

Kohl’s
Figure 29: Kohl's TV ad, “Holiday Products,” December 2012

Macy’s
Figure 30: Macy’s TV ad, “One Day Sale,” December 2012

Sears
Figure 31: Sears TV ad, “Great Fashion,” December 2012

Print advertising
Figure 32: Bergdorf Goodman Holiday Catalog, November 2012

Other marketing activity
Figure 33: Nordstrom “Anniversary Sale” email ad, July 2012
Figure 34: Kohl’'s email ad, January 2013
Figure 35: Neiman Marcus email ad, January 2013
Figure 36: Bloomingdale’'s email ad, January 2013

Figure 37: Saks fifth avenue’s trendcaster email, January 2013

Department Stores Shopped

Key points

Kohl’'s, JCPenney, Macy’s most visited department stores
Figure 38: Department stores shopped, online vs. in store, November 2012
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In-store shopping
Men more likely than women to shop at Sears
Figure 39: Department stores shopped—In store, by gender, November 2012

Younger shoppers prefer Macy'’s, older adults visit Kohl’'s
Figure 40: Department stores shopped—In store, by age, November 2012

Highest-income earners shop a variety of department stores

Figure 41: Department stores shopped—In store, by household income, November 2012
Online shopping
Value and mid-tier retailers see most online visits

Figure 42: Department stores shopped—Online, by gender, November 2012

Younger shoppers more likely to visit online department stores than are older adults
Figure 43: Department stores shopped—Online, by age, November 2012

Online department store shopping occurs across all household income levels
Figure 44: Department stores shopped—Online, by household income, November 2012

Reasons for Not Shopping at Department Stores

Key points
Price is a deterrent among department store shopping
Figure 45: Reasons for not shopping at department stores, November 2012

Women are more likely to shy away from department stores on price
Figure 46: Reasons for not shopping at department stores, by gender, November 2012

Young adults avoid department stores due to high prices, inconvenient locations
Figure 47: Reasons for not shopping at department stores, by age, November 2012

Price a detractor among both high and low household income groups
Figure 48: Reasons for not shopping at department stores, by household income, November 2012

Shopping Frequency at Department Stores

Key points
Most shop at department stores less than once a month
Figure 49: Shopping frequency at department stores, November 2012

Men and women likely to shop at department stores less than once a month
Figure 50: Shopping frequency at department stores, by gender, November 2012

Younger adults most likely to visit department stores several times per month
Figure 51: Shopping frequency at department stores, by age, November 2012

Similar patterns observed among all household income groups
Figure 52: Shopping frequency at department stores, by household income, November 2012

Items Purchased at Department Stores

Key points

Women'’s clothing most likely to be purchased at all types of department store
Figure 53: Items purchased at department stores, November 2012
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Purchases made at upscale department stores
Women more likely than men to purchase accessories and cosmetics at upscale department stores

Figure 54: Items purchased at upscale department stores, by gender, November 2012

Highest-income earners most likely to purchase women'’s clothing at upscale department stores
Figure 55: Items purchased at upscale department stores, by household income, November 2012

Purchases made at mid-tier department stores

Women and men likely to buy clothing for the opposite sex at mid-tier department stores

Figure 56: Items purchased at mid-tier department stores, by gender, November 2012

35-44s shopping across variety of categories at mid-tier stores
Figure 57: Items purchased at mid-tier department stores, by age, November 2012

Similar shopping behaviors seen across all household income groups

Figure 58: Items purchased at mid-tier department stores, by household income, November 2012
Purchases made at value department stores
Women more likely than men to buy accessories, children’s clothing, jewelry at value department stores

Figure 59: Items purchased at value department stores, by gender, November 2012

Clothing/accessories purchased most, Sears shoppers buy hard goods
Figure 60: Items purchased at value department stores, by selected retailers, April 2011-June 2012

Older shoppers less likely than younger to buy accessories and footwear
Figure 61: Items purchased at value department stores, by age, November 2012

Lower-income earners less likely to buy footwear and accessories, more likely than others to buy jewelry at value department stores
Figure 62: Items purchased at value department stores, by household income, November 2012

Attitudes Toward Department Stores

Key points
Most wait for sales to shop at department stores

Figure 63: Attitudes toward department stores, November 2012

Women more likely than men to wait for sales, use coupons at department stores
Figure 64: Attitudes toward department stores, by gender, November 2012

Older shoppers more price sensitive, less engaged than younger adults
Figure 65: Attitudes toward department stores, by age, November 2012

Highest-income earners most likely to use coupons when shopping at department stores
Figure 66: Attitudes toward department stores, by household income, November 2012

Innovations/Improvements Desired at Department Stores

Key points
Complimentary alterations, more sizes would encourage more department store shopping

Figure 67: Innovations/improvements desired at department stores, November 2012

Women would like better range of sizes, complimentary personal shoppers
Figure 68: Innovations/improvements desired at department stores, by gender, November 2012

Younger consumers interested in technology, in-store events
Figure 69: Innovations/improvements desired at department stores, by age, November 2012
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Complimentary alterations, personal shoppers desired at all income levels
Figure 70: Innovations/improvements desired at department stores, by household income, November 2012

Impact of Race and Hispanic Origin

Key points
In-store shopping
Hispanics prefer JCPenney and Sears compared to non-Hispanics

Figure 71: Department stores shopped—In store, by race/Hispanic origin, November 2012

Higher-earning non-Hispanics most likely to shop at Kohl’s, lower-earning Hispanics shop at Sears

Figure 72: Department stores shopped—In store, by Hispanic origin and household income, November 2012
Online shopping
Hispanic shoppers likely to shop at department stores’ websites

Figure 73: Department stores shopped—Online, by race/Hispanic origin, November 2012

Hispanic shoppers most likely to visit department stores four or more times per month
Figure 74: Shopping frequency at department stores, by race/Hispanic origin, November 2012

Hispanics have similar shopping patterns across different department store types
Figure 75: Items purchased at upscale department stores, by race/Hispanic origin, November 2012
Figure 76: Items purchased at mid-tier department stores, by race/Hispanic origin, November 2012
Figure 77: Items purchased at value department stores, by race/Hispanic origin, November 2012

Hispanics more likely than non-Hispanics to research prices online before shopping at department stores
Figure 78: Attitudes toward department stores, by race/Hispanic origin, November 2012

Hispanics and blacks would like more complimentary alterations, wider range of sizes
Figure 79: Innovations/improvements desired at department stores, by race/Hispanic origin, November 2012

Appendix — Other Useful Consumer Tables

Department store sales—including leased departments
Figure 80: Total U.S. Department store retail sales and forecast (including leased departments), at current prices, 2007-12

Department stores shopped—In store

Figure 81: Department stores shopped—In store, by marital/relationship status, November 2012

Figure 82: Department stores shopped—In store, by number of people in the household, November 2012

Figure 83: Department stores shopped—In store, by employment, November 2012

Figure 84: Department stores shopped—In store, by generation, November 2012

Figure 85: Department stores shopped—In store, by gender and marital status, November 2012

Figure 86: Department stores shopped—In store, by marital status and presence of children in household, November 2012
Department stores shopped—Online

Figure 87: Department stores shopped—Online, by marital/relationship status, November 2012

Figure 88: Department stores shopped—Online, by number of people in the household, November 2012

Figure 89: Department stores shopped—Online, by generation, November 2012

Figure 90: Department stores shopped—Online, by gender and marital status, November 2012

Figure 91: Department stores shopped—Online, by marital status and presence of children in household, November 2012

Figure 92: Department stores shopped—-Online, by Hispanic origin and household income, November 2012
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Reasons for not shopping at department stores
Figure 93: Reasons for not shopping at department stores, by employment, November 2012

Shopping frequency at department stores

Figure 94: Shopping frequency at department stores, by martial/relationship status, November 2012

Figure 95: Shopping frequency at department stores, by number of people in the household, November 2012

Figure 96: Shopping frequency at department stores, by employment, November 2012

Figure 97: Shopping frequency at department stores, by generation, November 2012

Figure 98: Shopping frequency at department stores, by gender and marital status, November 2012

Figure 99: Shopping frequency at department stores, by marital status and presence of children in household, November 2012

Figure 100: Shopping frequency at department stores, by department stores shopped, November 2012

Figure 101: Shopping frequency at department stores, by department stores shopped, November 2012 (continued)
Purchases made at upscale department stores

Figure 102: Items purchased at upscale department stores, by age, November 2012

Figure 103: Items purchased at upscale department stores, by marital status, November 2012

Figure 104: Items purchased at upscale department stores, by number of people in the household, November 2012

Figure 105: Items purchased at upscale department stores, by employment, November 2012

Figure 106: Items purchased at upscale department stores, by generation, November 2012

Figure 107: Items purchased at upscale department stores, by gender and marital status, November 2012

Figure 108: Items purchased at upscale department stores, by marital status and presence of children in household, November 2012
Purchases made at mid-tier department stores

Figure 109: Items purchased at mid-tier department stores, by marital/relationship status, November 2012

Figure 110: Items purchased at mid-tier department stores, by number of people in the household, November 2012

Figure 111: Items purchased at mid-tier department stores, by employment, November 2012

Figure 112: Items purchased at mid-tier department stores, by generation, November 2012

Figure 113: Items purchased at mid-tier department stores, by gender and marital status, November 2012

Figure 114: Items purchased at mid-tier department stores, by marital status and presence of children in household, November 2012
Purchases made at value department stores

Figure 115: Items purchased at value department stores, by marital/relationship status, November 2012

Figure 116: Items purchased at value department stores, by number of people in the household, November 2012

Figure 117: Items purchased at value department stores, by employment, November 2012

Figure 118: Items purchased at value department stores, by generation, November 2012

Figure 119: Items purchased at value department stores, by gender and marital status, November 2012

Figure 120: lItems purchased at value department stores, by marital status and presence of children in household, November 2012
Attitudes toward department stores

Figure 121: Attitudes toward department stores, by marital/relationship status, November 2012

Figure 122: Attitudes toward department stores, by number of people in the household, November 2012

Figure 123: Attitudes toward department stores, by employment, November 2012

Figure 124: Attitudes toward department stores, by generation, November 2012

Figure 125: Attitudes toward department stores, by gender and marital status, November 2012
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Figure 126: Attitudes toward department stores, by marital status and presence of children in household, November 2012

Figure 127: Attitudes toward department stores, by department stores shopped—part 1, November 2012

Figure 128: Attitudes toward department stores, by department stores shopped—part 2, November 2012
Innovations/improvements desired at department stores

Figure 129: Innovations/improvements desired at department stores, by marital/relationship status, November 2012

Figure 130: Innovations/improvements desired at department stores, by number of people in the household, November 2012

Figure 131: Innovations/improvements desired at department stores, by employment, November 2012

Figure 132: Innovations/improvements desired at department stores, by generation, November 2012

Figure 133: Innovations/improvements desired at department stores, by gender and marital status, November 2012

Figure 134: Innovations/improvements desired at department stores, by marital status and presence of children in household,

November 2012
Figure 135: Innovations/improvements desired at department stores, by Hispanic origin and household income, November 2012

Appendix — Social Media: Department Store Retailing

Online conversations
Figure 136: Select department store brands’ share of conversations, Dec. 15, 2012, to Jan. 16, 2013

Figure 137: Conversations by brand by day, Dec. 15, 2012, to Jan. 16, 2013

Where are people talking about department store brands?
Figure 138: Selected department store brands’ share of brand conversations, by page type, Dec. 15, 2012, to Jan. 16, 2013

What are people talking about?
Figure 139: Types of conversation concerning selected department store brands, Dec. 15, 2012, to Jan. 16, 2013
Figure 140: Types of conversation regarding selected department store brands, by day, Dec. 15, 2012, to Jan. 16, 2013
Figure 141: Types of conversation regarding selected department store brands, by type of website, Dec. 15, 2012, to Jan. 16, 2013
Brand usage or awareness
Figure 142: Brand usage or awareness, November 2012
Figure 143: Bloomingdale's usage or awareness, by demographics, November 2012
Figure 144: Nordstrom usage or awareness, by demographics, November 2012
Figure 145: Macy’s usage or awareness, by demographics, November 2012
Figure 146: JCPenney usage or awareness, by demographics, November 2012
Figure 147: Kohl’s usage or awareness, by demographics, November 2012
Figure 148: Sears usage or awareness, by demographics, November 2012
Activities done
Figure 149: Activities done, November 2012
Figure 150: Bloomingdale's—Activities done, by demographics, November 2012
Figure 151: Bloomingdale's—Activities done, by demographics, November 2012
Figure 152: Nordstrom—Activities done, by demographics, November 2012
Figure 153: Nordstrom—Activities done, by demographics, November 2012
Figure 154: Macy’s—Activities done, by demographics, November 2012
Figure 155: Macy’s—Activities done, by demographics, November 2012
Figure 156: JCPenney—Activities done, by demographics, November 2012
Figure 157: JCPenney—Activities done, by demographics, November 2012
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Figure 158: Kohl’'s—Activities done, by demographics, November 2012
Figure 159: Kohl’'s—Activities done, by demographics, November 2012
Figure 160: Sears—Activities done, by demographics, November 2012

Figure 161: Sears—Activities done, by demographics, November 2012

Appendix — Trade Associations
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