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PRI 40 2014 Ret ail Economic Outl ook
Hol i day 2014, Commentary on
January Retail Sal es and 20

ver al |, 2014 holiday retail sal es wer

retai.l sal es, along with good but no

ar e, on the surface, concerning. Yet ,
GDP continues to hold up well Much of t
the one hand, and consumer spending, on
and reduced gas prices, rather than a sl
strength in the | abor market As di scuss:
the range of 2.5 to 2.8 percent. I n addi f
gas, and building supplies, to increase |
Hol i day 2014
The results for the 2014 holiday sel i N
4 percent, according to both the Nationa
me nt of CloTnhnee rdaet.i onal Ret ai l Federation
November and December (excluding autjos,
increase by 4.1 percent. PRI took a more
an increase in holiday spending of 3.8 pe¢
Looking at retai.l sales activity during
increased by 0.4 percent during November
supplies, and food service rose 0.6 perc
resul ts, with overall retail sales decl i
gas, buil ding supplies, and food service
1B bel ow, which compare Real Retail and
December 2013 to November and Decembefr 2
Chart 1A Re al Retail and Food Service $ [Sal e
FRED g == Real Retail and Food Services Sales

182,880

182,840

182,800
. 182,760
ﬁ‘ 182,720
a
B 182,680
2132,640
=

182,600

182,560

182,520

182,480

Nov 2013 Dec 2013
Source: Federal Reserve Bank of St. Louis
Shaded areas indicate US recessions - 2015 research.stlouisfed.org

Source: Feder al Reserve Bank of St. Loui s
'Overall retail sales increased around 4 percent; 3 per
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Cbakt 1B. Re al Ret ail and Food Service $
FREQE =— Real Retail and Food Services Sales
188,700
188,600
188,500
188,400
w
£ 188,300
[=]
(o]
5 188,200
[%)]
s
= 188,100
£
188,000
187,900
187,800
187,700
Nov 2014 Dec 2014
Source: Federal Reserve Bank of St. Louis
Shaded areas indicate US recessions - 2015 research.stlouisfed.org
Sour ce: Feder al Reserve Bank of St. Loui s
For all of 2014, retail sales increas
2013, and the 5.1 percent i ncrease 1in
Chart 2. Ret ail Sal es, Excluding Aut o, Ga
Retail Sales Excl. Auto, Gas Stations & Bldg Materials
3-month %Change-ann  SA, Mil.$
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Source: Census Bureau/Haver Analytics

Sour ce: Haver Analytics

Sal e
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POJLKE Outl ook
Real GDP growth in the fourth quarter of
very strong 5.0 percent in the third quece
influenced by a decrease in exports, sl c
government spending. Overall, the economy
sus 2.2 percent in 2013, and 2.3 percent
Clearly the economy is continuing to i mp
i ncome gr owt h, solid consumer confi denc
household net worth and falling energy pt
growth in the U.S. economy in 2015 range
ing in a more conservative range of 2.5 t
Chart 3. Real Gross Domestic Product.
Real Gross Domestic Product
% Change - Annual Rate SAAR, Bil.Chn.2009%

5.01 - 5.0

- | III I |I I I II ||I- )

0.0 l I " I = I - 0.0

2.5 - 2.5

5.0 - -5.0

-7.54 - 7.5

-10.0 [N | N | I_-'":I'cI

o8 09 10 11 12 13 14
Source: Bureau of Economic Analysis

Source: Haver Analytics

Personal spending increased in the fourt
3.2 percent in the third quarter. For al
percent, versus 2.4 percent in 2013, and
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.CLh;%E\t 4 . Real Personal Consumption Expendjtur

Real Personal Consumgtlon ExBenditures

% Change - Year to Year SAAR, Bil.Chn.2009%

Real Disposable Personal Income

% Change - Year to Year SAAR, Bil.Chn.2009%
7.5 - 7.5
5.01 - 5.0
2.5 vw/\?wd['2-5
0.0 ‘;A”-‘v /\ 0.0
2.5 - -2.5
-5'0-.""l"l'|"|"I'l"|"|"i"l'|"l"-"|"|'I""l'|"I'""|"I'l"l"|'l"I'I"._.5'0

07 08 o9 10 1M 12 13 14
Source: Bureau of Economic Analysis

Source: Haver Analytics
As noted, overall retail sales increased
cent gain in 2013 and the 5.1 percent i n
retai.l sales grew, on aver&2d@dd,2 mlmywd5 .55 8p g
duri ng2 ®0&O.2 For 2015, the National Ret ai
excluding automobil es, gas stations, and
sus 3.5 percent in 2014. The U. S. Depart
reportedatuthat hess gasoline and building
2014 versus 3.1 percent in 2013. Fol®&l owi
reporting method, we | ook for 2015 retail
I n regard to the December and January di |
increase in personal spending in the fo
questions. The first i s, wha't are th di f
spending? The second i s, with consumer s
and retail sales falling by 0.9 percent
the other hand, is it possible to hit the
get in 201572
This can best be understood by considerirt
sales and consumer spending. Ret ail sal e
such as heal t h car e, housi ng, transport
things, which actbhumtdsf of mneamlycobwsumpt.
This divergence between retail sal es |and
sales of autos andAse@baeret BHasl pusteates
topped out at a 17.9 million wunit run r a
December and 17.0 million units in Januar
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Chak t 5. Tot al Vehicle Sal es.

Source: Feder al Reserve Bank of St. Loui s

As Chart 6 il lustrates, sales of gaso
December and January.

Char't 6 . Ret ail Trade: Gasoline Stations.
Source: Feder al Reserve Bank of St. Loui s

I n summary, we bel i eve t hat t he rece
falling wunit auto sales and reduced
economy. Overall, job growth is stron
sal ari es, and thus fuel consumer spen
some -heam support

nt
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g
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