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across the chain this spring. “We see it as an 
advantage … [Convenience is] part of our core 
DNA, so having someone be able to place an 
order and then just drive in and pick it up — 
we’ve seen very positive reactions from our 
customers,” says Krista Berry, executive vice 
president and chief digital officer for Kohl’s.

Another benefit 
is a sales boost in 
stores where that 
merchandise is 
picked up. “Al-
though it’s early, 
we’re extremely 
pleased with initial 
volumes and at-
tachment sales,” 
Kohl’s CEO Kevin 
Mansell said on a 
conference call to 
discuss first-quar-
ter performance.

The buy online, pick up in-store program 
was initially limited to desktop and laptop 
computer users; the service is expected to go 
mobile this fall, reaching the more than 7 mil-
lion shoppers who have already downloaded 
the Kohl’s app.

Mansell said that Kohl’s can use the app’s 
wallet function to deliver personalized mes-
sages and offers that can be scanned and re-
deemed in stores. The Wisconsin-based retailer 
also launched voice-based search on Android 
and image-based search on both Android and 
iOS. “The pace of development will actually 
accelerate in the second and third quarters 
across the mobile platform,” he said.

The buy online, pick up in-store method is 
not without complications.

“Omnichannel retailers run the risk of over-
burdening their bricks-and-mortar locations 
in a few key ways,” says Dick Seesel, principal 
at Retailing in Focus. At the top of the list, he 

The biggest news in women’s apparel is a deal 

expected to close later this year — Ascena Retail 

Group’s acquisition of Ann Taylor and Loft par-

ent Ann Inc. Ascena is paying approximately $2 

billion to bring Ann into a stable that already 

includes Lane Bryant, Dress Barn, maurices and 

Justice. “Ascena will be by far the most domi-

nant retailer in women’s apparel. The problem is 

that traditional women’s apparel is flatlining, if 

not shrinking,” observes Craig Johnson, a part-

ner in consulting firm Custom Growth Partners.

Ann brings higher-priced merchandise and a 

different type of shopper to Ascena. Manage-

ment seems to think that “this upper moderate 

range will 

help them 

sustain 

themselves,” says Jeff Toohig, analyst with ITG Investment 

Research.

Ascena CEO David Jaffe proclaims, “I’m very bullish on wom-

en’s fashion. While we’ve been in a bit of a slump, I’m hopeful 

we’ll start coming out of it.” Jaffe points out that Ann’s 

brands, with about 20 percent of total sales coming online, 

have a bigger e-commerce presence than Ascena’s brands. In 

addition, he anticipates cost savings of at least $150 million 

once integration takes hold in about three years.

L Brands $7,208,000 $6,400 4.0% 1,127

Ascena Retail Group 4,713,000 1,200 -1.9 3,834

Chico’s FAS 2,691,000 1,700 0.0 1,538

Ann Inc. 2,603,000 2,600 -1.9 1,012

Forever 21 2,194,000 4,500 N.A. 489

The Talbots 1,103,000 2,300 N.A. 470

Kate Spade & Co. 1,038,000 6,300 24.4 166

The Cato Corp. 969,000 700 4.4 1,346

Charlotte Russe 953,000 1,800 N.A. 518

New York & Co. 950,000 1,800 -0.9 515

Source: Kantar Retail

Includes retailers with women as a primary target audience.
Includes online sales related to apparel segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
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Category leader Foot Locker opened 37 new stores, remodeled or relocated 55 others and closed 

41 locations in the first three months of this year. The company started this fiscal year off strongly 

with higher sales, improved gross margin and a 1 percentage point decline in selling, general and 

administrative expenses, and is betting big on new space in New York City’s Times Square. The 

showpiece store, which is hoped to be ready for 2016’s holiday selling season, is three levels and 

36,000 square feet and features a 35-foot-high glass facade and 4,500 square feet of LED exterior 

signage.

DSW’s first quarter performance was nothing to sneeze at 

either, with net income jumping 22.6 percent, sales up 9.4 per-

cent and comparable sales rising 5.1 percent. But the big news 

was the company’s jump into e-commerce.

“We are making significant strides in expanding our custom-

er’s access to the full breadth of our assortment throughout the 

chain,” says Mike MacDonald, president and CEO. “Following 

the successful rollout of our ship-from-store program last year, 

we are piloting new technology to provide in-store customers 

access to additional styles, colors and size.”

Advance Auto Parts, now the largest operator of auto aftermarket stores in the country, has been 

digesting the takeover of General Parts International since early last year. Comparable-store sales in 

the first quarter rose just 0.7 percent and should remain depressed for the rest of this year.

“Turning to the balance of the year, we do expect to see some continued short-term business 

volatility from our integration activities,” says Michael Norona, Advance Auto Parts chief financial 

officer. “It is prudent to build in the earnings miss we experienced in our first quarter and also 

factor in some continued integration headwinds into our results, primarily impacting commercial 

sales.”

AutoZone has been a Wall Street darling over the last two 

decades with the price of a share of its common stock rising 

93 times over. In a recent review of fiscal third quarter perfor-

mance, the company reported its 35th consecutive quarter of 

double-digit earnings-per-share growth as well as revenue and 

income gains and a same-store sales advance of 2.3 percent.

AutoZone has had some challenges keeping merchandise in 

stock, which chief executive Bill Rhodes addressed: “We contin-

ued to diligently work on our inventory availability initiatives, 

including expanding our multi-deliveries per week to test stores 

and opening two additional mega hub store locations.” 

Foot Locker $5,239,000 $2,200 8.0% 2,369

DSW 2,496,000 5,800 1.8 429

Collective Brands 2,270,000 600 N.A. 3,790

Genesco 2,211,000 900 N.A. 2,508

Brown Shoe Co. 1,671,000 1,500 -3.6 1,119
 
Source: Kantar Retail

Includes online sales related to Footwear segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

AutoZone $7,523,000 $1,500 2.8% 4,947

O’Reilly Automotive 7,216,000 1,700 6.0 4,366

Advance Auto Parts 4,379,000 1,100 2.0 4,098

Pep Boys 2,043,000 2,400 N.A. 864

Source: Kantar Retail

Includes online sales related to Automotive Aftermarket segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Includes online sales related to Automotive Aftermarket segment. 
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high-engagement fidel-
ity that only the in-
store experience can 
deliver. Offline-only 
retailers don’t deliver 
the comfortable and 
information-browsing 
experience that con-
sumers utilize to make 
their shopping itiner-
aries.”

The omnichannel 
successes of Nord-
strom and Macy’s 
come as no surprise 

to Scott Galloway, professor of brand strategy 
and digital marketing at New York University 
and founder and chairman of digital bench-
marking and education firm L2. “Frequently 
dismissed as dinosaurs and outmaneuvered by 
digital players, department stores can not only 
survive the dramatic fall-off in foot traffic seen 
over the past few years, but will ultimately fare 
better than pure play e-commerce,” he says.

Macy’s is so committed to pushing beyond 
bricks-and-mortar — where it has been down-
sizing of late — that it opened an Idea Lab in 

San Francisco and is building another fulfill-
ment center in Tulsa, Okla. The retailer also 
recently introduced an image-search extension 
to its mobile application, and Macy’s 300,000 
followers can shop directly via Instagram.

Robert Harrison, Macy’s chief omnichannel 
officer, says consumers are at different stages 
of adoption; more than half the time, they will 
research before buying something, frequently 
using different channels along the way.

The key, Harrison says, is “the convergence 
of digital and store, particularly for informa-
tion acquisition.”

The whole process is “an evolution,” he 
says. “We hope that with one single view of 
the inventory, we have one single view of the 
truth. [Omnichannel] will enable the collective 
merchant teams and marketers to make better 
decisions because there will not be artificial 
demarcations” among channels.

CONNECTING CHANNELS

D igital is the connective tissue between on-
line and in-store,” says Claude de Jocas, 

intelligence group director for L2. “Stores have 
been cast as a liability in an Amazon era, but 

Descended from open air markets on one side and 

general stores on the other, department stores have 

survived the rise of catalog retailers and chains and sec-

tors specializing in narrower ranges of products. Then 

there were the challenges of discount stores and other 

off-price retailers, and finally the march of e-commerce. 

Once again, department stores are rising to the occasion.

“Physicality matters in the Internet age,” says Gerald 

Storch, chief executive of Hudson’s Bay, parent of Saks 

Fifth Avenue and Lord & Taylor. “Stores make money, 

even in the Internet age. The Internet is absolutely 

growing much more 

rapidly, and most of that 

growth is inextricably 

linked to the bricks-and-

mortar stores.”

Addressing the notion 

of omnichannel retail-

ing, Storch observes, “Increasingly, consumers don’t think about 

stores as physical locations, they think about stores as brands they 

interact with.” For department stores, he adds, “The opportunity 

is to start customizing that on a mass scale so you simulate the 

personal selling experience on a mobile device. I believe that’s a 

big opportunity down the line.”

Macy’s $28,027,000 $34,100 0.7% 821

Kohl’s 19,023,000 16,400 -0.3 1,162

Sears Holdings 14,486,000 20,500 -4.4 708

Nordstrom 13,259,000 46,900 4.0 283

J.C. Penney Co. 12,184,000 11,500 4.4 1,063

Dillard’s 6,490,000 21,900 1.0 297

Hudson’s Bay 5,174,000 31,400 7.5 165

Neiman Marcus 4,823,000 55,400 5.5 87

Belk 4,110,000 13,800 1.5 297

Source: Kantar Retail

Includes online sales related to Department segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail
Includes online sales related to Drug Store segment. 
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: DRUG STORES

Sporting goods may be part of Dick’s name, but technology is a major part of its game. E-com-

merce business has been growing 30 percent annually over the last five years and accounted for 8.5 

percent of sales during the fiscal first quarter. Web sales reached double-digit heights during last 

year’s fourth-quarter holiday selling season. In addition, in-store technology now includes next-

generation mobile devices which sales associates can use to 

“enhance store operations and as a customer assistance tool, 

providing an endless aisle and additional product info,” says 

Rafeh Masood, vice president of customer innovation technol-

ogy at Dick’s.

Not many stores open in a space that once was home to 

a professional basketball team and now features pistol and 

archery ranges, a swamp with alligators, a duck aviary and 

a 103-room hotel. This is Bass Pro Shops in the Memphis 

landmark known as the Pyramid, where 535,000 square feet 

of space was vacant for 10 years. The company’s not saying 

how much it cost to build, but did allow that it represents the 

single largest investment in size and scope Bass Pro Shops has 

made on a store.

Dick’s Sporting Goods $6,811,000 $9,800 2.4% 695

Academy Ltd. 3,616,000 19,000 N.A. 190

Sports Authority 3,539,000 7,600 N.A. 468

Cabela’s 3,085,000 54,100 -12.3 57

Bass Pro Shops 2,774,000 41,400 N.A. 67

The Finish Line 1,821,000 2,600 3.2 708

Recreational Equipment Inc. 1,607,000 11,600 4.2 138

Gander Mountain Co. 1,322,000 8,800 N.A. 150

Big 5 Sporting Goods 978,000 2,200 -2.9 439

Hibbett Sports 913,000 900 2.9 988

Modell’s Sporting Goods 788,000 5,200 N.A. 151

Source: Kantar Retail

Includes online sales related to Sporting Goods and outdoor segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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National health care questions, both settled and unsettled, have been driving a lot of what has 

been going on in the drug store industry. CVS is moving on several fronts: This spring the company 

broadened its pharmacy reach with the acquisition of Omnicare, whose business involves distribut-

ing prescription drugs to nursing homes, assisted living facilities and similar institutions. More re-

cently, CVS unveiled the makeover of the Navarro Discount Pharmacy locations it acquired last year. 

Carrying the banner “CVS pharmacy y mas,” the South Florida stores feature bilingual associates 

and more than 1,500 “trusted Hispanic products.” And just last month came word of its acquisition 

of Target’s pharmacy and clinic businesses for approximately $1.9 billion,

Rite Aid’s acquisition of Envision Pharmaceutical Services provides the retailer with more chan-

nels of distribution, giving it a bigger footprint in specialty pharmacy and mail-order business. The 

purchase of EnvisionRx, which is expected to generate about $5 

billion in business this year, has been viewed positively. Rite Aid 

sold a similar business, PCS Health Systems, in 2000 after restat-

ing corporate earnings for the two previous years.

Walgreen has announced plans to close 200 stores as part of 

a three-year, $1 billion cost-cutting campaign. The underper-

forming stores will be replaced, at least numerically, by 200 

new stores set to open this year in a case of “getting the right 

stores in the right places,” says Alex Gourlay, Walgreens Boots 

Alliance executive vice president.

Walgreen $72,671,000 $8,900 4.9% 8,157

CVS Caremark 67,974,000 8,700 2.1 7,808

Rite Aid 26,528,000 5,800 4.3 4,570

Health Mart Systems 7,623,000 2,200 N.A. 3,419

Source: Kantar Retail

Includes online sales related to Drug Store segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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be easily tracked.
The Home Depot, whose quarterly online 

sales were estimated by Internet Retailer as 
topping $1 billion for the first time during the 
first three months of the current fiscal year, 
is growing into omnichannel. “We not only 
offered more spring season product online, 
but also leveraged digital media channels to 
highlight local in-store assortments,” CEO 
Craig Menear told investors and analysts on a 
conference call, referring to the mobile app’s 
in-store product location capabilities.

Neiman Marcus uses its strong print catalog 
experience to drive omnichannel efforts. “Cat-
alogs such as The Book for Neiman Marcus 
and BG Magazine for Bergdorf Goodman have 
a very important role of bringing the brand 
to life in a very tactile way,” says John Koryl, 
president of stores and online at Neiman Mar-
cus. “There is a niche in the market that the 
catalog services, and it’s not like the customer 
is aging out. It’s really across the … demo-
graphic spectrum that catalogs play a role.”

Koryl maintains that catalogs have played 

a significant role in the retailer’s e-commerce, 
and thus omnichannel. “With catalogs, you 
have a data or insight mindset. In 1999, when 
Neiman Marcus started its web business — 
which is now 24 percent of our total business 
— the only way we were able to get such a 
jump start on everyone is that we already had 
a different relationship with all our vendor 
partners. We had this entire [fulfillment] infra-
structure,” he says.

EASING INTO DIGITAL

O ther retailers are spending on technology 
in different areas. Wal-Mart and Best 

Buy began testing buy online, pick up in-store 
about five years ago; today supermarkets and 
grocery-oriented supercenter operators use 
the model to ease into digital and avoid the 
delivery problems inherent in selling perish-
ables. Meijer began testing a curbside pick-up 
program in its home market of Grand Rapids, 
Mich., this spring.

Kohl’s began testing buy online, pick up 
in-store last year; the program was rolled out 

Things are not good for traditional consumer electronics retailers. Even Best Buy, which has 

been rejuvenated under the direction of CEO Hubert Joly, saw a relatively slow start to the year 

with flat overall and comparable-store sales and a major drop in earnings.

GameStop, which straddles both parts of this category, is acquiring more than 160 RadioShack 

locations. GameStop already sells hardware in partnership with both Apple and AT&T — mobile 

and consumer electronics accounted for 6 percent of the company’s sales last year, 36 percent of 

gross income. Used goods, including both games and devices on which to play them, generated 

26 percent of overall sales and 48 percent of gross profit.

In the first quarter of the fiscal year ended in May, GameStop enjoyed a sales increase of 3.2 

percent and a net earnings boost of 8.5 percent. Sales of mobile phones and other electronics 

led the way, sporting a 33.9 percent year-over-year increase. 

In reporting the results, the company noted that it was now 

AT&T’s second-largest authorized reseller in the country.

Best Buy $35,576,000 $25,100 1% 1,416

Apple Store / iTunes 28,380,000 64,800 N.A. 259

AT&T Wireless 12,960,000 6,000 N.A. 2,156

Verizon Wireless 10,959,000 1,600 N.A. 7,024

Toys “R” Us 7,450,000 6,600 -1 1,132

GameStop 6,225,000 1,500 3 4,198

Barnes & Noble 5,790,000 4,200 -6 1,364

Source: Kantar Retail

Includes online sales related to Electronics and Entertainment segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
Apple totals include e-commerce but sales per store reflect the Apple Store business only.
Best Buy sales exclude sales from Pacific Kitchen business.
Barnes & Noble comparable store sales exclude College division, but include e-reader and 
media sales.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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but include e-reader and media sales.
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Source: Kantar Retail
Includes online sales related to Footwear segment. 
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: FOOTWEAR

Category leader Foot Locker opened 37 new stores, remodeled or relocated 55 others and closed 

41 locations in the first three months of this year. The company started this fiscal year off strongly 

with higher sales, improved gross margin and a 1 percentage point decline in selling, general and 

administrative expenses, and is betting big on new space in New York City’s Times Square. The 

showpiece store, which is hoped to be ready for 2016’s holiday selling season, is three levels and 

36,000 square feet and features a 35-foot-high glass facade and 4,500 square feet of LED exterior 

signage.

DSW’s first quarter performance was nothing to sneeze at 

either, with net income jumping 22.6 percent, sales up 9.4 per-

cent and comparable sales rising 5.1 percent. But the big news 

was the company’s jump into e-commerce.

“We are making significant strides in expanding our custom-

er’s access to the full breadth of our assortment throughout the 

chain,” says Mike MacDonald, president and CEO. “Following 

the successful rollout of our ship-from-store program last year, 

we are piloting new technology to provide in-store customers 

access to additional styles, colors and size.”

Advance Auto Parts, now the largest operator of auto aftermarket stores in the country, has been 

digesting the takeover of General Parts International since early last year. Comparable-store sales in 

the first quarter rose just 0.7 percent and should remain depressed for the rest of this year.

“Turning to the balance of the year, we do expect to see some continued short-term business 

volatility from our integration activities,” says Michael Norona, Advance Auto Parts chief financial 

officer. “It is prudent to build in the earnings miss we experienced in our first quarter and also 

factor in some continued integration headwinds into our results, primarily impacting commercial 

sales.”

AutoZone has been a Wall Street darling over the last two 

decades with the price of a share of its common stock rising 

93 times over. In a recent review of fiscal third quarter perfor-

mance, the company reported its 35th consecutive quarter of 

double-digit earnings-per-share growth as well as revenue and 

income gains and a same-store sales advance of 2.3 percent.

AutoZone has had some challenges keeping merchandise in 

stock, which chief executive Bill Rhodes addressed: “We contin-

ued to diligently work on our inventory availability initiatives, 

including expanding our multi-deliveries per week to test stores 

and opening two additional mega hub store locations.” 

Foot Locker $5,239,000 $2,200 8.0% 2,369

DSW 2,496,000 5,800 1.8 429

Collective Brands 2,270,000 600 N.A. 3,790

Genesco 2,211,000 900 N.A. 2,508

Brown Shoe Co. 1,671,000 1,500 -3.6 1,119
 
Source: Kantar Retail

Includes online sales related to Footwear segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

AutoZone $7,523,000 $1,500 2.8% 4,947

O’Reilly Automotive 7,216,000 1,700 6.0 4,366

Advance Auto Parts 4,379,000 1,100 2.0 4,098

Pep Boys 2,043,000 2,400 N.A. 864

Source: Kantar Retail

Includes online sales related to Automotive Aftermarket segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail 
Includes online sales related to Apparel segment. 
Comparable store sales listed for relevant and/or U.S. segments, where reported. * Excludes Home Goods.

POWER PLAYERS: GENERAL APPAREL

Michaels plans to open about 

50 stores this year, 10 of which 

will be relocations. The company 

is also in the process of expand-

ing omnichannel offerings after 

2014 technology investments 

that included adding Wi-Fi and 

price-checkers in all stores and 

providing new handheld devices 

to associates to make it easier to 

monitor stock levels and displays.

Ares Management was Guitar 

Center’s largest bondholder when it purchased a controlling stake from Bain Capital last summer. 

The transition has been less than harmonious: Late last year, Ares installed Darrell Webb as chief ex-

ecutive. Webb had executive stints at Jo-Ann Stores and Sports Authority but doesn’t have much of 

a background in the music business. There have been two waves of layoffs since the new manage-

ment team took charge.

One published account described the company’s headquarters as “a madhouse” and financial 

analyst Eric Garland wrote a report earlier this year called “The End of Guitar Center.” At the cus-

tomer level, Guitar Center keeps engaging the public with promotions like its event last month that 

invited people to its Times Square store to play classic Les Paul guitars on the 100th anniversary of 

Paul’s birth.

Fast fashion has been rising among 

the ranks of apparel retailers. “There 

is an underlying sense of rebel-

lion that comes through in today’s 

fashion,” notes Marshal Cohen, chief 

industry analyst with NPD Group. 

“The fashion industry has undergone 

one of the most dramatic makeovers 

in recent history, no doubt influenced 

by the Millennial consumer.”

Many reasons have been proffered 

for the poor performance of so-called 

teen retailers, from the decline of 

mall traffic overall to younger shop-

pers eschewing logo-laden togs in 

favor of “athleisure” wear from the 

likes of Under Armour, Nike and 

Lululemon.

Gap is somewhere in the middle. Gap and Banana Republic units posted same-store sales declines 

of 6 and 5 percent, respectively, as recently as May, though Old Navy saw a 6 percent increase. Even 

e-commerce efforts suffered: After enjoying double-digit gains in online sales for five years, the 

company’s web sales dropped 2.1 percent in the first quarter of this year.

Old Navy posted a 3 percent same-store increase in the first three months of the current fiscal 

year. Part of the reason can be attributed to a change in the way Old Navy does business. The brand 

poweR plAyeRS  

hobby and 

crafts

poweR plAyeRS  

general 

apparel TJX * $18,802,000 $9,100 1.0% 2,071

Gap 13,071,000 5,300 N.A. 2,465

Ross Stores 11,032,000 8,100 3.0 1,361

Burlington Coat Factory 4,707,000 8,900 -0.2 530

Abercrombie & Fitch 3,283,000 4,100 -8.0 798

American Eagle Outfitters 2,895,000 3,100 -5.0 920

The Men’s Warehouse 2,790,000 1,700 3.9 1,623

H&M 2,670,000 7,500 N.A. 356

Ralph Lauren 2,665,000 10,600 N.A. 252

Urban Outfitters 2,624,000 5,600 2.0 465

J.Crew Group 2,509,000 5,200 -0.7 480

Express 2,162,000 3,500 -5.0 624

Source: Kantar Retail

Includes online sales related to Apparel segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
* excludes Home Goods.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

Michaels Stores $4,277,000 $3,700 1.7 1,170

Guitar Center 2,773,000 6,900 N.A. 403

Hobby Lobby Stores 2,563,000 4,000 N.A. 638

Jo-Ann Stores 2,436,000 2,900 N.A. 833

A.C Moore Arts & Crafts 446,000 3,300 N.A. 135

Source: Kantar Retail

Includes online sales related to Hobby and Craft supplies segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail
Includes online sales related to Health and Beauty segments. 
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: HEALTH AND BEAUTY

This is the year that the floor dropped 

out for home improvement and hard-

ware retailers. First it was hardwood 

laminate flooring said to emit formalde-

hyde in excess of California state stan-

dards. A few weeks later came a study 

of vinyl floor tiles, which found that 58.4 

percent of the vinyl floor samples pur-

chased from large home improvement 

dealers contained phthalates, several 

forms of which have been banned from children’s products since 2009.

True Value was left out of the study in which tiles were purchased from Ace Hardware, build.com, 

Lowe’s, Lumber Liquidators and Menards in six different states; The Home Depot was given a pass 

because the group conducting the research found the retailer was “far ahead of its competitors by 

requiring that its suppliers to eliminate ortho-phthalates in all virgin vinyl flooring by the end of 

2015.”

The Home Depot has been clicking on several fronts, demonstrating that consumers are not pun-

ishing it for last year’s revelation that hackers had breached its systems and compromised as many 

as 56 million payment card accounts. In this year’s first quarter, sales outperformed expectations 

with 6.1 percent growth spread across an array of merchandise categories including tools, garden, 

décor, appliances, lighting and plumbing.

Not all of the activity was in stores; online sales in the period increased by 30 percent as con-

sumers embraced The Home Depot’s buy online, pickup in store and buy online, return in store 

programs.

The face of specialty 

beauty care retail is chang-

ing. Long-time players Ulta 

and Sally Beauty are being 

challenged by retailers with 

deep-pocketed connections, 

like L Brands’ Bath & Body 

Works and Sephora, part of 

the European conglomer-

ate LVMH Moet Hennessey 

Louis Vuitton. Waiting in the wings is Bluemercury, destined for greater things now that Macy’s 

plunked down $210 million to buy it for its growth potential.

Ulta has tripled its store count to nearly 800 over the past seven years, while Sephora operates 

360 North American stores in addition to its 500 in-store J.C. Penney locations.

“Sephora and Ulta have tapped into every little girl’s dream of being able to open her mother’s 

makeup bag and just play,” says Stephanie Wissink, senior research analyst at Piper Jaffray. Consum-

ers come into stores well-grounded in the possibilities and what they want to do with them, sug-

gests Karen Grant, beauty industry analyst at NPD Group. “With the explosion of the web [consum-

ers have] more access, and the consumer can do much more research. They don’t have to go to a 

counter to get that education,” she says.

Websites provide more than just an education — e-commerce sales of beauty products reached 

$4.3 billion last year, according to a study by A.T. Kearney, which represents 6.5 percent of the $34 

billion beauty and personal care market.

poweR plAyeRS
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The Home Depot $74,203,000 $37,800 6.1% 1,965

Lowe’s Companies 54,805,000 30,600 4.3 1,793

Ace Hardware 14,299,000 3,400 N.A. 4,251

Menard 9,689,000 33,800 N.A. 287

Source: Kantar Retail

Includes online sales related to Home Improvement segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

Ulta Salon, Cosmetics & Fragrance $3,066,000 $4,000 9.9% 774

L Brands (Bath & Body Works) 3,095,000 2,000 N.A. 1,558

Sally Beauty Holdings 2,732,000 700 2.0 3,887

Sephora (LVMH) 1,561,000 5,100 N.A. 304

Source: Kantar Retail

Includes online sales related to Health and Beauty segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail
Includes online sales related to Hobby and Craft supplies segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: HOBBY AND CRAFT
Michaels plans to open about 

50 stores this year, 10 of which 

will be relocations. The company 

is also in the process of expand-

ing omnichannel offerings after 

2014 technology investments 

that included adding Wi-Fi and 

price-checkers in all stores and 

providing new handheld devices 

to associates to make it easier to 

monitor stock levels and displays.

Ares Management was Guitar 

Center’s largest bondholder when it purchased a controlling stake from Bain Capital last summer. 

The transition has been less than harmonious: Late last year, Ares installed Darrell Webb as chief ex-

ecutive. Webb had executive stints at Jo-Ann Stores and Sports Authority but doesn’t have much of 

a background in the music business. There have been two waves of layoffs since the new manage-

ment team took charge.

One published account described the company’s headquarters as “a madhouse” and financial 

analyst Eric Garland wrote a report earlier this year called “The End of Guitar Center.” At the cus-

tomer level, Guitar Center keeps engaging the public with promotions like its event last month that 

invited people to its Times Square store to play classic Les Paul guitars on the 100th anniversary of 

Paul’s birth.

Fast fashion has been rising among 

the ranks of apparel retailers. “There 

is an underlying sense of rebel-

lion that comes through in today’s 

fashion,” notes Marshal Cohen, chief 

industry analyst with NPD Group. 

“The fashion industry has undergone 

one of the most dramatic makeovers 

in recent history, no doubt influenced 

by the Millennial consumer.”

Many reasons have been proffered 

for the poor performance of so-called 

teen retailers, from the decline of 

mall traffic overall to younger shop-

pers eschewing logo-laden togs in 

favor of “athleisure” wear from the 

likes of Under Armour, Nike and 

Lululemon.

Gap is somewhere in the middle. Gap and Banana Republic units posted same-store sales declines 

of 6 and 5 percent, respectively, as recently as May, though Old Navy saw a 6 percent increase. Even 

e-commerce efforts suffered: After enjoying double-digit gains in online sales for five years, the 

company’s web sales dropped 2.1 percent in the first quarter of this year.

Old Navy posted a 3 percent same-store increase in the first three months of the current fiscal 

year. Part of the reason can be attributed to a change in the way Old Navy does business. The brand 

poweR plAyeRS  

hobby and 

crafts

poweR plAyeRS  

general 

apparel TJX * $18,802,000 $9,100 1.0% 2,071

Gap 13,071,000 5,300 N.A. 2,465

Ross Stores 11,032,000 8,100 3.0 1,361

Burlington Coat Factory 4,707,000 8,900 -0.2 530

Abercrombie & Fitch 3,283,000 4,100 -8.0 798

American Eagle Outfitters 2,895,000 3,100 -5.0 920

The Men’s Warehouse 2,790,000 1,700 3.9 1,623

H&M 2,670,000 7,500 N.A. 356

Ralph Lauren 2,665,000 10,600 N.A. 252

Urban Outfitters 2,624,000 5,600 2.0 465

J.Crew Group 2,509,000 5,200 -0.7 480

Express 2,162,000 3,500 -5.0 624

Source: Kantar Retail

Includes online sales related to Apparel segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
* excludes Home Goods.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

Michaels Stores $4,277,000 $3,700 1.7 1,170

Guitar Center 2,773,000 6,900 N.A. 403

Hobby Lobby Stores 2,563,000 4,000 N.A. 638

Jo-Ann Stores 2,436,000 2,900 N.A. 833

A.C Moore Arts & Crafts 446,000 3,300 N.A. 135

Source: Kantar Retail

Includes online sales related to Hobby and Craft supplies segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail
Includes online sales related to Home Goods segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: HOME GOODS

Sales of house-branded merchandise 

grew 2.5 percent last year across all 

retail segments, according to the Private 

Label Manufacturers Association. Retail-

ers have taken note, developing their 

own private label wares and seeking out 

manufacturers to create exclusive store 

lines.

Each retailer has a different take but 

most often value is a common theme, 

suggests Christopher Durham, vice president of retail brands at retail consultancy Theory House. For 

a retailer like Williams-Sonoma, “You may not need an entry label as much as you need entry-label 

price points,” Durham says. “After all, you are trying to get people to aspirationally trade up.” 

Williams-Sonoma’s brands include Pottery Barn, where upholstering is handled by the company’s 

Sutter Street Manufacturing subsidiary, with all the work being done domestically.

Bed Bath and Beyond is innovating in an entirely different direction, unveiling plans for food sec-

tions in its stores carrying a banner based on its Cost Plus World Market brand acquired in 2012. Its 

store in Aventura, Fla., has already received approval to sell beer and wine when its grocery section 

opens this fall.

Belated as its entry into e-commerce was, Pier 1 Imports is making up ground quickly; online sales 

accounted for 11 percent of total sales last year after the company optimized its website for mobile 

devices and added a second e-commerce fulfillment center.

Bed Bath & Beyond $11,781,000 $8,100 2.4% 1,463

Ikea North America Svcs. 4,611,000 115,300 N.A. 40

Williams-Sonoma 4,591,000 7,700 7.1 594

TJX (Home Goods) 3,372,000 7,000 N.A. 481

Pier 1 Imports 1,722,000 1,800 4.7 984

Source: Kantar Retail

Includes online sales related to home goods segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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home goods

Chipotle Mexican Grill is past the novelty stage; the company enjoyed sales of $1.09 billion in the 

first quarter — 20.4 percent higher than the same period last year, boosted in part by a 10.4 percent 

jump in same-store sales.

It is described as a fast-casual restaurant, but Chipotle’s point of differentiation is the food, rather 

than a novel theme décor or clever promotions. Food costs amount to about 35 percent of sales, a 

level more associated with white tablecloth restaurants and one which has drawn expressions of 

concern among some investors.

Each day though, prior to opening, associates chop onions by hand because machine chopping 

makes them watery, the company 

says. Cheese is shredded; cilantro, let-

tuce and peppers are chopped. Some 

items, such as tomatoes, are chopped 

by machine as a cost-saving measure, 

for which CEO Steve Ells apologizes, 

saying, “Is it as good as cutting with 

a knife on a cutting board? No.” But 

hand chopping could push prices up 

beyond some customers’ budgets, the 

explanation goes.

Employees spend four hours a day 

preparing ingredients, including 

making salsa and shredding meat 

slow-cooked off site. Guacamole is 

made from scratch; tortilla chips fried 

and seasoned with lime juice and salt. 

The result has been a revolution in 

the way consumers think of fast food 

and how it should be prepared and 

served.

McDonald’s $35,447,000 $2,500 -2% 14,350

YUM! Brands 19,727,000 1,100 N.A. 17,326

Doctor’s Assoc. / Subway 13,389,000 500 N.A. 27,062

Starbucks 10,604,000 800 6 12,560

Wendy’s 8,886,000 1,500 2 5,750

Burger King Worldwide 8,517,000 1,200 2 7,128

Dunkin’ Brands Group 7,720,000 700 2 3,419

DineEquity 7,137,000 2,100 N.A. 3,449

Darden Restaurants 6,259,000 2,900 N.A. 2,174

Chick-fil-A 5,936,000 3,100 N.A. 1,890

Jack in the Box 4,781,000 1,700 N.A. 2,888

Panera Bread Company 4,487,000 2,400 1 1,880

Domino’s Pizza 4,116,000 800 8 5,067

Chipotle Mexican Grill 4,069,000 2,300 17 1,766

Sonic 4,033,000 1,100 4 3,518

Bloomin’ Brands 3,833,000 3,000 2 1,288

Brinker International 3,596,000 2,700 1 1,308

Source: Kantar Retail

Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail
Includes online sales related to Home Improvement segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: HOME IMPROVEMENT
This is the year that the floor dropped 

out for home improvement and hard-

ware retailers. First it was hardwood 

laminate flooring said to emit formalde-

hyde in excess of California state stan-

dards. A few weeks later came a study 

of vinyl floor tiles, which found that 58.4 

percent of the vinyl floor samples pur-

chased from large home improvement 

dealers contained phthalates, several 

forms of which have been banned from children’s products since 2009.

True Value was left out of the study in which tiles were purchased from Ace Hardware, build.com, 

Lowe’s, Lumber Liquidators and Menards in six different states; The Home Depot was given a pass 

because the group conducting the research found the retailer was “far ahead of its competitors by 

requiring that its suppliers to eliminate ortho-phthalates in all virgin vinyl flooring by the end of 

2015.”

The Home Depot has been clicking on several fronts, demonstrating that consumers are not pun-

ishing it for last year’s revelation that hackers had breached its systems and compromised as many 

as 56 million payment card accounts. In this year’s first quarter, sales outperformed expectations 

with 6.1 percent growth spread across an array of merchandise categories including tools, garden, 

décor, appliances, lighting and plumbing.

Not all of the activity was in stores; online sales in the period increased by 30 percent as con-

sumers embraced The Home Depot’s buy online, pickup in store and buy online, return in store 

programs.

The face of specialty 

beauty care retail is chang-

ing. Long-time players Ulta 

and Sally Beauty are being 

challenged by retailers with 

deep-pocketed connections, 

like L Brands’ Bath & Body 

Works and Sephora, part of 

the European conglomer-

ate LVMH Moet Hennessey 

Louis Vuitton. Waiting in the wings is Bluemercury, destined for greater things now that Macy’s 

plunked down $210 million to buy it for its growth potential.

Ulta has tripled its store count to nearly 800 over the past seven years, while Sephora operates 

360 North American stores in addition to its 500 in-store J.C. Penney locations.

“Sephora and Ulta have tapped into every little girl’s dream of being able to open her mother’s 

makeup bag and just play,” says Stephanie Wissink, senior research analyst at Piper Jaffray. Consum-

ers come into stores well-grounded in the possibilities and what they want to do with them, sug-

gests Karen Grant, beauty industry analyst at NPD Group. “With the explosion of the web [consum-

ers have] more access, and the consumer can do much more research. They don’t have to go to a 

counter to get that education,” she says.

Websites provide more than just an education — e-commerce sales of beauty products reached 

$4.3 billion last year, according to a study by A.T. Kearney, which represents 6.5 percent of the $34 

billion beauty and personal care market.
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The Home Depot $74,203,000 $37,800 6.1% 1,965

Lowe’s Companies 54,805,000 30,600 4.3 1,793

Ace Hardware 14,299,000 3,400 N.A. 4,251

Menard 9,689,000 33,800 N.A. 287

Source: Kantar Retail

Includes online sales related to Home Improvement segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

Ulta Salon, Cosmetics & Fragrance $3,066,000 $4,000 9.9% 774

L Brands (Bath & Body Works) 3,095,000 2,000 N.A. 1,558

Sally Beauty Holdings 2,732,000 700 2.0 3,887

Sephora (LVMH) 1,561,000 5,100 N.A. 304

Source: Kantar Retail

Includes online sales related to Health and Beauty segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Source: Kantar Retail
Includes online sales related to Jewelry segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: JEWELRY AND ACCESSORIES

Signet, which bills itself as the world’s largest retailer of diamond jewelry, added to its base last 

year with the acquisition of Zale Corp. The company now operates stores and kiosks under a variety 

of banners including Kay, Jared and a number of regional brands in its Sterling division, along with 

Zale, Peoples and Piercing Pagoda in its Zale division. The Zale operations have been growing same-

store sales faster than the company as a whole, and Signet expects that trend to continue.

Coach promoted Victor Luis to chief executive at the beginning of last year in an attempt to turn 

things around. In addition to fighting cheap knockoffs and counterfeit merchandise, Coach has 

been competing with itself, offering off-price merchandise 

at factory outlets while still trying to sell goods at full-price 

locations.

In an effort to diversity its offerings, Coach this spring closed 

its $530 million purchase of footwear brand Stuart Weitzman. 

Like Coach, Stuart Weitzman luxury products are sold through 

department and specialty stores as well as its own retail loca-

tions. Coach said it expects the acquisition to be accretive to 

earnings per share.

Signet Jewelers $5,251,000 $1,800 4.8% 2,868

Coach 2,674,000 4,900 -15.0 542

Tiffany & Co. 1,828,000 19,200 5.0 95

Claire’s Stores 1,015,000 600 -2.2 1,708

Helzberg’s Diamond Shops 824,000 3,500 N.A. 233

Source: Kantar Retail

Includes online sales related to Jewelry segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Sponsored by

Amazon has joined the ranks of mass merchant Power Players, selling everything from digital 

downloads and streaming content to consumer electronics, toilet paper, books and groceries. Its 

limited face-to-face interaction with consumers belies Amazon’s vast physical 

presence around the country, where a growing network of fulfillment centers 

puts it in close proximity to customers.

Amazon’s mass market tactics include spreading same-day delivery to more 

segments of the population. The primary beneficiaries of Amazon’s growth-

before-profit strategy are the estimated 41 million members of Prime who 

pay $99 a year to get ever-shorter delivery times on an ever-expanding list of 

goods, not to mention free downloads and streams of music, movies, TV shows, 

videos and pretty much anything that can be digitized.

In contrast, Wal-Mart is no longer looking to conquer the world. The com-

pany has almost 

as many “green” 

initiatives as the Environmental 

Protection Agency as it endeavors to 

reduce its carbon footprint, and it is 

raising the wages of its lowest-paid 

workers. Wal-Mart is spending $1 

billion on the wage hikes and more 

training for its associates.

Wal-Mart Stores $334,470,000 $74,400 0.5% 4,496

Costco 79,694,000 171,800 5.0 464

Target 72,618,000 40,600 1.3 1,790

Amazon.com 49,353,000 N.A. N.A. N.A.

Source: Kantar Retail

Includes online sales related to Mass, Club and Supercenter segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
All comparable store sales exclude fuel.
Wal-Mart figures exclude their supermarket businesses (Neighborhood Market, Marketside 
and Supermercado).

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 

POWER PLAYERS  

MASS MERCHANTS

Wal-Mart 1

EVOLVING PROCESSES

M any successful omnichannel retailers are 
broadline general merchandise sellers 

such as Macy’s, Nordstrom and Wal-Mart, 
though Zybowski says that specialists such as 
The Home Depot have made great omnichan-
nel strides.

Tom Cole, a partner at Kurt Salmon Associ-
ates, observes that mobile is a major driver of 
omnichannel’s push toward seamless consumer 

experiences, though the volume of transactions 
conducted via mobile is still low. He says the 
challenge for retailers is building toward om-
nichannel via legacy systems already in place.

“Omnichannel is the new reality for all re-
tailers whether they engage or not. If you’re 
available where and when consumers look 
for you, great. If not, you lose to someone 
who is,” says Marge Laney, president of Alert 
Technologies. “Online-only retailers lack the 

QVC 70

5

STORES_S1,S3-S14.indd   5 6/24/15   2:52 PM

See more from STORES Magazine’s Top 100 Retailers 2015: nrf.com/top100.

Source: Kantar Retail
Includes online sales related to Mass, Club and Supercenter segments. Comparable store sales listed for 
relevant and/or U.S. segments, where reported. All comparable store sales exclude fuel. Wal-Mart figures 
exclude their supermarket businesses (Neighborhood Market, Marketside and Supermercado).
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Source: Kantar Retail
Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: RESTAURANTS

Sales of house-branded merchandise 

grew 2.5 percent last year across all 

retail segments, according to the Private 

Label Manufacturers Association. Retail-

ers have taken note, developing their 

own private label wares and seeking out 

manufacturers to create exclusive store 

lines.

Each retailer has a different take but 

most often value is a common theme, 

suggests Christopher Durham, vice president of retail brands at retail consultancy Theory House. For 

a retailer like Williams-Sonoma, “You may not need an entry label as much as you need entry-label 

price points,” Durham says. “After all, you are trying to get people to aspirationally trade up.” 

Williams-Sonoma’s brands include Pottery Barn, where upholstering is handled by the company’s 

Sutter Street Manufacturing subsidiary, with all the work being done domestically.

Bed Bath and Beyond is innovating in an entirely different direction, unveiling plans for food sec-

tions in its stores carrying a banner based on its Cost Plus World Market brand acquired in 2012. Its 

store in Aventura, Fla., has already received approval to sell beer and wine when its grocery section 

opens this fall.

Belated as its entry into e-commerce was, Pier 1 Imports is making up ground quickly; online sales 

accounted for 11 percent of total sales last year after the company optimized its website for mobile 

devices and added a second e-commerce fulfillment center.

Bed Bath & Beyond $11,781,000 $8,100 2.4% 1,463

Ikea North America Svcs. 4,611,000 115,300 N.A. 40

Williams-Sonoma 4,591,000 7,700 7.1 594

TJX (Home Goods) 3,372,000 7,000 N.A. 481

Pier 1 Imports 1,722,000 1,800 4.7 984

Source: Kantar Retail

Includes online sales related to home goods segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
  (000) (000) Sales 
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Chipotle Mexican Grill is past the novelty stage; the company enjoyed sales of $1.09 billion in the 

first quarter — 20.4 percent higher than the same period last year, boosted in part by a 10.4 percent 

jump in same-store sales.

It is described as a fast-casual restaurant, but Chipotle’s point of differentiation is the food, rather 

than a novel theme décor or clever promotions. Food costs amount to about 35 percent of sales, a 

level more associated with white tablecloth restaurants and one which has drawn expressions of 

concern among some investors.

Each day though, prior to opening, associates chop onions by hand because machine chopping 

makes them watery, the company 

says. Cheese is shredded; cilantro, let-

tuce and peppers are chopped. Some 

items, such as tomatoes, are chopped 

by machine as a cost-saving measure, 

for which CEO Steve Ells apologizes, 

saying, “Is it as good as cutting with 

a knife on a cutting board? No.” But 

hand chopping could push prices up 

beyond some customers’ budgets, the 

explanation goes.

Employees spend four hours a day 

preparing ingredients, including 

making salsa and shredding meat 

slow-cooked off site. Guacamole is 

made from scratch; tortilla chips fried 

and seasoned with lime juice and salt. 

The result has been a revolution in 

the way consumers think of fast food 

and how it should be prepared and 

served.

McDonald’s $35,447,000 $2,500 -2% 14,350

YUM! Brands 19,727,000 1,100 N.A. 17,326

Doctor’s Assoc. / Subway 13,389,000 500 N.A. 27,062

Starbucks 10,604,000 800 6 12,560

Wendy’s 8,886,000 1,500 2 5,750

Burger King Worldwide 8,517,000 1,200 2 7,128

Dunkin’ Brands Group 7,720,000 700 2 3,419

DineEquity 7,137,000 2,100 N.A. 3,449

Darden Restaurants 6,259,000 2,900 N.A. 2,174

Chick-fil-A 5,936,000 3,100 N.A. 1,890

Jack in the Box 4,781,000 1,700 N.A. 2,888

Panera Bread Company 4,487,000 2,400 1 1,880

Domino’s Pizza 4,116,000 800 8 5,067

Chipotle Mexican Grill 4,069,000 2,300 17 1,766

Sonic 4,033,000 1,100 4 3,518

Bloomin’ Brands 3,833,000 3,000 2 1,288

Brinker International 3,596,000 2,700 1 1,308

Source: Kantar Retail

Comparable store sales listed for relevant and/or U.S. segments, where reported.
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says, is a concern that staffing must be “ad-
equate to take care of customers who have ac-
tually driven to the store to buy something, on 
top of processing e-commerce goods.”

The size of the retail operation is an impor-
tant factor, says Paul McFarren of PD McFar-
ren Consulting. “While some big-box retailers 
may be able to make this work, the idea that a 
majority of retailers could efficiently make use 
of in-store fulfillment of online orders is pretty 
far-fetched,” he says. “Training a distributed 
workforce, paying for additional on-site 
storage and the ongoing management of the 
exceptions make this model very difficult to 
support.”

Buy online, pick up in-store, says Zybowski, 
“is designed for the retailer’s model, not the 
shoppers.”

CONSUMER FOCUS

T he difference between multichannel and 
omnichannel retailing is one of focus. In 

the early days, multichannel meant operating 
in two worlds, often with discrete manage-
ment, inventories and pricing. Omnichannel 
brings it all together.

The consumer focus is so integral to the es-

Sponsored by

sence of omnichannel that one industry observ-
er traces the origins back more than a decade, 
to a time when Best Buy was under heavy pres-
sure from rivals such as Walmart.

“I think a lot of people forget or lose sight of 
the fact that omnichannel didn’t begin as om-
nichannel or even cross-channel,” says Nikki 
Baird, managing partner at RSR Research. “It 
began as customer centricity, and the retailer 
who should get credit for putting customer 
centricity on the map is Best Buy.”

Baird says that by focusing on the cus-
tomer experience at a time when e-commerce 
was just beginning to find itself — in 2003, 
the iPhone was four years in the future and 
Amazon’s retail sales in North America were 
about $879 million — Best Buy emphasized 
the essential components of what has become 
omnichannel.

“That’s where customer centricity was born 
— in a cradle of cross-channel commerce,” she 
says. “At the heart of omnichannel is customer 
centricity. You can’t have one without the 
other.” 

David P. Schulz has been writing for STORES since 1982 

and is the author of several non-fiction books.

(continued from page S12)

The world of deep-discount retailing has un-

dergone a seismic shift with the combination 

of Dollar Tree and Family Dollar Stores. Dollar 

General, a belated and ultimately rejected 

suitor for Family Dollar Stores, is drawing a 

new blueprint for itself now that it will be No. 

2 in the category when compared with the 

13,199 combined Dollar Tree and Family Dollar 

locations.

Dollar Tree/Family Dollar is in the process of 

shedding approximately 340 stores — mostly 

Family Dollar units — and plans to operate 

stores under both banners. Each will retain its 

distinctive approach to value retailing.

Dollar General didn’t make an acquisition proposal until well after Dollar Tree’s bid. Though 

Dollar General’s offer was more generous, shareholders ac-

cepted Dollar Tree’s lower offer largely over concerns that the 

FTC might give a thumbs-down on a merger with Dollar Gen-

eral — or exact too large a price for securing its imprimatur.

Dollar General could still emerge as category sales leader 

based on its $18.9 billion volume last year. To placate share-

holders who might be disappointed in the turn of events, 

Dollar General added $1 billion to its stock re-purchasing 

program and declared its first dividend.

Dollar General $18,910,00 $1,600 2.8% 11,789

Family Dollar Stores 10,489,000 1,300 -2.1 8,042

Dollar Tree 8,390,000 1,600 4.4 5,157

Big Lots 5,177,000 3,500 1.8 1,460

Source: Kantar Retail

Includes online sales related to value segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
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Includes online sales related to value segments.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
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Comparable store sales listed for relevant and/or U.S. segments, where reported.

POWER PLAYERS: SPORTING GOODS

Sporting goods may be part of Dick’s name, but technology is a major part of its game. E-com-

merce business has been growing 30 percent annually over the last five years and accounted for 8.5 

percent of sales during the fiscal first quarter. Web sales reached double-digit heights during last 

year’s fourth-quarter holiday selling season. In addition, in-store technology now includes next-

generation mobile devices which sales associates can use to 

“enhance store operations and as a customer assistance tool, 

providing an endless aisle and additional product info,” says 

Rafeh Masood, vice president of customer innovation technol-

ogy at Dick’s.

Not many stores open in a space that once was home to 

a professional basketball team and now features pistol and 

archery ranges, a swamp with alligators, a duck aviary and 

a 103-room hotel. This is Bass Pro Shops in the Memphis 

landmark known as the Pyramid, where 535,000 square feet 

of space was vacant for 10 years. The company’s not saying 

how much it cost to build, but did allow that it represents the 

single largest investment in size and scope Bass Pro Shops has 

made on a store.

Dick’s Sporting Goods $6,811,000 $9,800 2.4% 695

Academy Ltd. 3,616,000 19,000 N.A. 190

Sports Authority 3,539,000 7,600 N.A. 468

Cabela’s 3,085,000 54,100 -12.3 57

Bass Pro Shops 2,774,000 41,400 N.A. 67

The Finish Line 1,821,000 2,600 3.2 708

Recreational Equipment Inc. 1,607,000 11,600 4.2 138

Gander Mountain Co. 1,322,000 8,800 N.A. 150

Big 5 Sporting Goods 978,000 2,200 -2.9 439

Hibbett Sports 913,000 900 2.9 988

Modell’s Sporting Goods 788,000 5,200 N.A. 151

Source: Kantar Retail

Includes online sales related to Sporting Goods and outdoor segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.

  Company 2014 USA Sales per Comp-store USA 
  Retail Sales Store Change %  Stores 
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National health care questions, both settled and unsettled, have been driving a lot of what has 

been going on in the drug store industry. CVS is moving on several fronts: This spring the company 

broadened its pharmacy reach with the acquisition of Omnicare, whose business involves distribut-

ing prescription drugs to nursing homes, assisted living facilities and similar institutions. More re-

cently, CVS unveiled the makeover of the Navarro Discount Pharmacy locations it acquired last year. 

Carrying the banner “CVS pharmacy y mas,” the South Florida stores feature bilingual associates 

and more than 1,500 “trusted Hispanic products.” And just last month came word of its acquisition 

of Target’s pharmacy and clinic businesses for approximately $1.9 billion,

Rite Aid’s acquisition of Envision Pharmaceutical Services provides the retailer with more chan-

nels of distribution, giving it a bigger footprint in specialty pharmacy and mail-order business. The 

purchase of EnvisionRx, which is expected to generate about $5 

billion in business this year, has been viewed positively. Rite Aid 

sold a similar business, PCS Health Systems, in 2000 after restat-

ing corporate earnings for the two previous years.

Walgreen has announced plans to close 200 stores as part of 

a three-year, $1 billion cost-cutting campaign. The underper-

forming stores will be replaced, at least numerically, by 200 

new stores set to open this year in a case of “getting the right 

stores in the right places,” says Alex Gourlay, Walgreens Boots 

Alliance executive vice president.

Walgreen $72,671,000 $8,900 4.9% 8,157

CVS Caremark 67,974,000 8,700 2.1 7,808

Rite Aid 26,528,000 5,800 4.3 4,570

Health Mart Systems 7,623,000 2,200 N.A. 3,419

Source: Kantar Retail

Includes online sales related to Drug Store segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
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they’ve been making a comeback as something 
that’s critical to a retail strategy.”

Nordstrom is advanced in all facets of its 
omnichannel approach. The retailer has nearly 
1 million followers who can shop via Insta-
gram and, like Macy’s, its network of fulfill-
ment centers is growing, the latest opening this 
summer in eastern Pennsylvania. Nordstrom 

has also launched a “scan-and-shop” feature 
within its catalog app that links readers of the 
print catalog to e- and m-commerce sites.

“We work hard to see our business through 
the eyes of the customer, and we hope scan and 
shop creates a more seamless shopping experi-
ence for our customers who enjoy browsing 
our catalogs but also enjoy the many benefits 
technology affords the experience to make it 
more personal,” says spokesman Dan Evans Jr.

Nordstrom is connecting with teen shoppers 
through digital mall Wanelo, and this spring 
unveiled a test of a “click-and-collect” service 
that includes curbside pick-up. This comple-
ments a more traditional buy online, pick up 
in-store program that Nordstrom has had in 
place since 2008.

A third service, TextStyle, was launched in 
late May and involves all 116 full-line stores; it 
allows customers to make purchases from their 
personal stylist or sales associate using text 
messages.

Both Macy’s and Nordstrom have invested 
significantly to upgrade and digitize point-of-
sale systems so that customer orders — wheth-
er made online, in-store or via mobile — can 

AAFES 52

Even though mergers and acquisitions have been a 

way of life for the better part of the last decade, gro-

cery remains the most fragmented segment of retail-

ing. Most recently, Albertsons took over the remnants 

of Safeway’s once far-flung network covering much of 

North America, and 

Kroger just complet-

ed its first full year 

with Harris Teeter 

stores under its wing.

There is no consen-

sus as to what it takes to be a successful grocery chain. Start 

with Kroger, the largest and perhaps the personification of a 

traditional supermarket operator. More than half the compa-

ny’s sales are classified as non-perishable, described as grocery, 

general merchandise, health and beauty products and natural 

foods; 22.3 percent are perishables: produce, meat, dairy, etc.

For Aldi, being a supermarket means private label boxes 

on the shelves, putting customers to work bagging their own 

purchases and charging deposits on shopping carts. At Whole 

Foods Market, natural and organic fare has been the calling 

card. Now that most competitors have stocked up on similar 

goods, Whole Foods sees the future in a new chain of stores 

dubbed 365 by Whole Foods Market that the company says 

will be a “quality-meets-value experience” in a space smaller 

than the typical 38,000-square-foot Whole Foods.

The Kroger Co. $93,324,000 $37,400 5.2% 2,493

Safeway 36,330,000 27,400 2.8 1,326

Publix Super Markets 30,560,000 23,600 5.4 1,296

Ahold USA / Royal Ahold 25,976,000 33,800 0.1 768

H-E-B Grocery 19,819,000 62,500 N.A. 317

Albertsons 19,458,000 17,600 N.A. 1,108

Delhaize America 17,069,000 12,500 4.4 1,361

WakeFern / ShopRite 14,985,000 45,400 N.A. 330

Whole Foods Market 13,642,000 35,800 4.3 381

Aldi 11,728,000 8,500 N.A. 1,376

SUPERVALU 11,499,000 7,400 3.3 1,557

Bi-Lo 10,362,000 13,000 N.A. 800

Trader Joe’s 9,388,000 21,000 N.A. 447

Source: Kantar Retail

Includes online sales related to Grocery segment.
Comparable store sales listed for relevant and/or U.S. segments, where reported.
Comparable store sales exclude fuel where available.
Sales exclude any wholesale businesses.
This segment includes “value” supermarkets such as Aldi, Trader Joe’s, Save-A-Lot, Bottom 
Dollar and Price Rite.
Some retailers have convenience store businesses; in those instances, fuel sales have been 
removed.
Kroger’s sales exclude sales from Supercenter (Fred Meyer) and Jewelry.
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