(By thhe numbers

Biggest retailers by sales Top shopping center tenants by number of stores

The retail landscape will change a lot once the Subway
Federated-May and Sears-Kmart mergers are com-
pleted, as expected. Sears Holding Corp. will become RadioShack
the second-largest general merchandiser in the U.S.,

and Federated-May will become the fourth-largest.
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New U.S. home sales have posted a cumulative gain of
35 percent since 2000. That’s surely happy news for
home improvement and home furnishings retailers.

Source: U.S. Department of Commerce

Global GLA trends
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mperature may be the primary
climate factor influencing
retail sales, but precipitation
makes a difference too.
Warm, dry weather next month,
for instance, will probably boost
sales in the upper Midwest, as the
region saw its wettest month in 110
years last May. But a cooler, wetter
May in the South could mean severe
thunderstorms and lower sales. The
critical week before Memorial Day
weekend trends cooler and wetter than last
year in the South and East, which would
The U.S. has more shopping center space per person than M > 200% wetter mean lower demand for seasonal mer-
any other nation, and Sweden, with 3.3 square feet of 125%-200% wetter chandise. But retailers shouldn’t panic
retail space per person, is a distant second. ltaly, which About the same with early steep markdowns. Exceptional
has only 1.1 square feet per person, hqs room to grow. 50%-75% drier weather is around the corner.
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