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PRI and Northwestern University Partner to Create 
the Retail Analytics Council 

T 
he Retail Analytics Council is a global initiative between the Medill School, 
Integrated Marketing Communications department, Northwestern University, 
and the Platt Retail Institute.  

 

Established in August 2014, the mission of the Council is the study of consumer  
behavior across shopping platforms to provide an understanding of how these im-
pact retailers, particularly as new technologies are introduced. The RAC unites in-
dustry, faculty, students, and its Advisory Board members for the study and ex-
change of ideas. 
  

The Retail Analytics Councilôs research focus is in the following areas:  

¶ Omni-channel marketing (focusing on the integration of data and analytics 

across multiple customer purchase/acquisition channels). 

¶ In-store analytics; e-commerce analytics; digital media analytics. 

¶ Customer-driven marketing (the use of customer data to segment, target, 

and personalize offerings). 

¶ Marketing mix modeling. 

¶ Predictive analytics (including developing methods to leverage existing in-

formation systems with new data approaches).  

¶ Determining which are the most effective marketing investments and which 

are less effective, to enable retailers to optimize their spending levels. 

 

Announcing the First Retail Analytics Council  
Executive Development Program 

C 
utting-edge technologies. Innovative management approaches. Domestic 
and international case studies. All rolled into one-and-a-half days  
at the Retail Analytics Council Executive Development Program. Learn 

about the newest research and retail analytics techniques from the professors and 
professionals who are thought leaders in the omni-channel environment.  

Sessions are planned on current best practices, use of new research tools, how to 
develop a customer-driven marketing communications framework, how to bring  
digital metrics to retail environments, how to capture insights from historical data, 
and how to create an organizational structure to support an omni-channel  
marketing approach. Experienced professionals and academics will conduct all 
sessions.  

Venue:  Northwestern University in Evanston, Illinois 

Dates:  June 10-11, 2015 

 

Do not miss this great opportunity to interact with retailers, researchers, and 
thought leaders from around the world. For more information, fees, and  
registration, please visit the Retail Analytics Council website. 

http://www.plattretailinstitute.org/
http://rac.medill.northwestern.edu/events/
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ñRetail Analytics That Drive Store Performanceò 

Date: March 10, 2015 

Time: 9 a.m. - 5 p.m. 

Location: Las Vegas Convention Center 

In conjunction with Digital Signage Expo 

#PRIRetailForum 
 

 
 

 
Forum Presenters Include: 

¶ Dr. Martin Block, Executive Director, Retail Analytics Council, Northwestern 
University. 

¶ Ryan Craver, former SVP, Strategy, Hudson's Bay Companies | Lord & Taylor. 

¶ Julia Fitzgerald, CMO, Sylvan Learning. 

¶ Jagdish Girimaji, Director, Product Management, Mobility Services, Cisco. 

¶ Dan Gutwein, Director of Retail Analytics, Intel. 

¶ Slava Sambu, Director, Web Analytics, Office Depot. 

¶ Tom Schuetz, Senior VP/CTO  ╖  Americas/Asia, Luxottica Group.  

¶ Matt Shafer, VP, Strategic Alliances, Cedar Fair Entertainment Company. 

¶ Bill Shaw, Director, Concept Development and Implementation, AT&T Retail 
Stores. 

¶ Ken Silay, Director, Technology Research and Innovation, Chico's FAS, Inc. 

 
 
 

 
 

Diamond Sponsors: 
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Click Here to Register! 
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PRI 4Q 2014 Retail Economic Outlook 

Holiday 2014, Commentary on Weak December and 
January Retail Sales, and 2015 Outlook  

O 
verall, 2014 holiday retail sales were solid. Weak December and January 
retail sales, along with good but not great growth in fourth quarter GDP 
are, on the surface, concerning. Yet, the consumer spending component of 

GDP continues to hold up well. Much of this divergence between retail sales, on 
the one hand, and consumer spending, on the other, is due to slowing auto sales 
and reduced gas prices, rather than a slowing of the economy as evidenced by 
strength in the labor market. As discussed below, we look for 2015 GDP growth in 
the range of 2.5 to 2.8 percent. In addition, we look for 2015 retail sales, less auto, 
gas, and building supplies, to increase by 3.9 percent. 

Holiday 2014 

The results for the 2014 holiday selling season were good. Sales increased by  
4 percent, according to both the National Retail Federation and the U.S. Depart-
ment of Commerce.1 The National Retail Federation had projected that sales for  
November and December (excluding autos, gas, and restaurant sales) would  
increase by 4.1 percent. PRI took a more conservative approach, and looked for 
an increase in holiday spending of 3.8 percent. 

Looking at retail sales activity during the two holiday months, overall retail sales 
increased by 0.4 percent during November. Sales excluding autos, gas, building 
supplies, and food service rose 0.6 percent. This was offset by poor December  
results, with overall retail sales declining by 0.9 percent. Sales excluding autos, 
gas, building supplies, and food service declined 0.3 percent. (See Charts 1A and 
1B below, which compare Real Retail and Food Services Sales for November and  
December 2013 to November and December 2014.) 

Chart 1A. Real Retail and Food Service $ Sales, November and December 2013. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Federal Reserve Bank of St. Louis 

 

_________________________________ 

1 Overall retail sales increased around 4 percent; 3 percent excluding auto sales.  

http://www.plattretailinstitute.org/


6  

 

 

 

 

 

 

 

 

 

 
 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

 Chart 1B. Real Retail and Food Service $ Sales, November and December 2014. 
 
 
 
 

 

 

 

 

 
 

 

 

Source: Federal Reserve Bank of St. Louis 

For all of 2014, retail sales increased by 4.0 percent, trailing the 4.2 percent gain in 
2013, and the 5.1 percent increase in 2012 (see Chart 2).  

Chart 2. Retail Sales, Excluding Auto, Gas Stations, and Building Materials. 

Source: Haver Analytics 

 

Economic Outlook 

(contôd.) 

http://www.plattretailinstitute.org/
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 2015 Outlook 

Real GDP growth in the fourth quarter of 2014 moderated to 2.6 percent, versus a 
very strong 5.0 percent in the third quarter. In general, fourth quarter GDP was  
influenced by a decrease in exports, slowing business investment, and reduced  
government spending. Overall, the economy grew by 2.4 percent during 2014, ver-
sus 2.2 percent in 2013, and 2.3 percent in 2012 (see Chart 3). 

Clearly the economy is continuing to improve. Positive trends in the job market, 
income growth, solid consumer confidence and spending, plus increasing  
household net worth and falling energy prices are all positive factors. Estimates for 
growth in the U.S. economy in 2015 range from 2.6 to 3.2 percent. We are trend-
ing in a more conservative range of 2.5 to 2.8 percent.  

 

Chart 3. Real Gross Domestic Product. 

Source: Haver Analytics 

 

Personal spending increased in the fourth quarter by a solid 4.3 percent, versus 

3.2 percent in the third quarter. For all of 2014, personal spending grew by 2.5  

percent, versus 2.4 percent in 2013, and 1.8 percent in 2012 (see Chart 4).  

Economic Outlook 

(contôd.) 

http://www.plattretailinstitute.org/
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Chart 4. Real Personal Consumption Expenditures. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Source: Haver Analytics 

As noted, overall retail sales increased by 4.0 percent in 2014, trailing the 4.2 per-
cent gain in 2013 and the 5.1 percent increase in 2012. According to GE Capital, 
retail sales grew, on average, by 5.5 percent during 2010-2012 and 5.8 percent 
during 2002-2006. For 2015, the National Retail Federation expects retail sales, 
excluding automobiles, gas stations, and restaurants, to grow by 4.1 percent ver-
sus 3.5 percent in 2014. The U.S. Department of Commerce, on the other hand, 
reported that non-auto, less gasoline and building supplies, rose by 3.7 percent in 
2014 versus 3.1 percent in 2013. Following the U.S. Department of Commerceôs 
reporting method, we look for 2015 retail sales to rise by 3.9 percent. 

 

In regard to the December and January dip in retail sales, as contrasted to a solid 
increase in personal spending in the fourth quarter, this dichotomy raises two 
questions. The first is, what are the differences between retail sales and consumer 
spending? The second is, with consumer spending doing well, on the one hand, 
and retail sales falling by 0.9 percent in December and 0.8 percent in January, on 
the other hand, is it possible to hit that projected 3.9 percent retail sales growth tar-
get in 2015?  

This can best be understood by considering the differences between reported retail 
sales and consumer spending. Retail sales do not include spending on services, 
such as health care, housing, transportation, and entertainment, among other 
things, which account for nearly two-thirds of total consumption expenditures.  

This divergence between retail sales and consumer spending is due to slowing 
sales of autos and reduced gas prices. As Chart 5 illustrates, unit vehicle sales 
topped out at a 17.9 million unit run rate in August, falling to 17.2 million units in 
December and 17.0 million units in January 2015.  

Economic Outlook

(contôd.) 

http://www.plattretailinstitute.org/
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 Chart 5. Total Vehicle Sales. 

Source: Federal Reserve Bank of St. Louis 

As Chart 6 illustrates, sales of gasoline sold at retail had their steepest decline in 

December and January. 

Chart 6. Retail Trade: Gasoline Stations. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Federal Reserve Bank of St. Louis 

In summary, we believe that the recent decline in retail sales is attributable to  

falling unit auto sales and reduced gas prices, and not due to weakness in the 

economy. Overall, job growth is strong enough to support increases in wages and 

salaries, and thus fuel consumer spending. Lower gasoline prices will also provide 

some near-term support.   

Economic Outlook

(contôd.) 
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