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SADDLE BROOK, M.]. — The
buttle for shoppers is playing out in
this New York sub\u!b. i"-%‘Mm'l:
versus everyone clse.

Doltur stores beckon, their small
size idead for guick shopping, T~
rot offers 59 off if you pay with its
5 you pay
store-hranded card. Costew tpmpls
with high-end, hrand-nane food
und designer clothes at conopeti-
tive prices.

Bernadette Clask used to visit
Wal-Mart here tovice 2 wock, Now
il's twice « menth. She got fod up
lagt yenar when Wal-Mart stoppcjd
stocking some of her favorite
hrands and she couldu't count oo
Towe preus,

“It gave me the opporlunity to
look elsewhere,” she said, *T shop
around more.”

Three years ago, Wal-Murt ruled
for convenience, selection and
price. But today, it is lesing cus-
lomers and revenue, and smuting
from decisions that backfived.

Wal-Maut is nol in danger of ced-
ing its place atop the retnil world,
But competitors have begun to
chip wway at its dominance.

Over the past year, revenue at
Wal-Mart siores apen at least o
year has Gillen by an awerage 0.75%
cach guarter, ucrzurding{ to the
Internalional Council of Shoppiog
Centers. Revenue Tose by i aver-
uge of nearly 1.7% at "Target, $% ut
Costeo and 5.9% al Family Dollax.

Ta fight back, Wal-Mart is agnin
emphasizing low prices and ads in;i(
back thousands of products it kac
culled in an overzealous bid to
cleun up stares, Its also plolting an
sxpansion into cities, even neigh-
batliends where others dare not go,

“$e are running a better business
becaose our competitors cause s
to raise our own game,” Wal-Mart
CREC Mike Dule told The Associ-
ated Press in an interview. Wal-
Mart expeets to halt the decline In
revenue when it reports resulls
from its fowrth quarter this month,

Unlike most stores, Wal-Marl
Uirived ufler the recent recession
struck in late 2007, [ty core cus-
tomers — households making less
than $70,000 a year — bought
moze, For many, it became the
ouly place they shopped, Alffluent
shoppers beeame price couscious
nncjl :ﬁisuwm‘cd Wal-Murt’s prices
were havd 1o heat.

All of Wal-Mart's $27 billion in
revenue growth for the year ending
it Jaouary #09 came [tom greater
dewand Tor basic items — food,
pharmacy and heusehold goods.

Shoppers spent 13% more on

basics at Wal-Murt that year
Shoppors also liked that Wal-Mat's
stores ijoakcd aeater, The company
was fiishiug @ major renovalion to
address complaints that its stares
were massy. Wal-Murt widened
aisles, climinated cluttes, improved
Hglstimyz and lowered shelvos.
Family Doltur and Doliar Gen-
erul posed ile threat, Their stores
generolly were dingy, and their
shelves wore [illed witl Jow-gualily
clothing and honsewares. The gro-

TransportTopics

art, Humbled
Plots a Rebound After

ceries weren't major brands,

Taurget, meanwhile, struggled
with the pereeption that its prices
were higt. And stores filled with
nonessential items — think
brightly coloved, decorative itlows
an litehen arcessories — didn't
appeal tu shoppers [ocused an
making euds meet,

Se Wal-Murt had a compatitive
edge, Tt Insted until fune 2009, the
month that cconemists would later
determine was the end of the
Creat Beceysion,

Around that time, Wal-Mart's
renovation stavted to backlre. As
part ol its stove overbanl, it had
removed thonsands of products
from its shelves, Gone wore top-
relling toothbrushes and other
things that peaple counted ou Wal-
Mart to stock, like handkerchicfs.
Wal-Mart got sid of 20% of its gro-
ceries, about 10,000 items in that
area ol the store, said Burt
Flickinger, who runs the consuliing
fivin Strutegry Resource Croup,

Shopyers hegn compluining that
Wal-Marct no langer bad items they
wanted, even some of their bworite
rands, Revenue began to decline.

“We cleaned the stoves up, but
we cleaned them up too muek,”
satd Duke, whe bad become
CEO just moaths before, in Feb-
ruary 2009,

Wil-Mauts nast nristake was pric-
ing. Over (he past year, it had
strayed from ils “everyday low
prices” sogan, the hedrodk philos-
ophy of louader and namesalke
Sam Walton, Wal-Mart was Jess

ing of Retail
issieps

slocked them at all,

Wal-Mart’s mistukes have bad a
lasting sting,

Shoppers are no longer conlident
that they can “lake cure of their
Shu]p ing list on one trip and get
rock-hotlom prices,” said Robert
Buchanag, an independent retuil
stock unalyst,

Revenue al Wal-Maurt stores open
at leust n year, a lccy ncasurement
of any refailer's health, hays [allen
for six struight quariers, Fhat is the
longest Sll(ﬁl stretel sinee at feast
1980, when IGSG chief economist
Michael Niemira began tracking
the B

Lres,
Wal-Mart  executives have
acknowledged that fewer people

red into its stores every
quarter for the past year, eompared
with the correspoading period a
yeur earicn,

While Wal-Mart has fost shop-
pers, competitors huve gained.

B Dolfar stoves wve winning over
customers with convenience, Their
parking lots and stores afe less dian
[ !'cni-ﬂ the size of those at most
Wal-Marts. They stack epgs and
milk in eoofers up front neay the
registers, Bread is on a nearby
shelf. Thal makes it easiey for shop-
pers to gelb in and out guickiy.
They're carrying more major
rands, especially food.

Shoppers spend about the same
as they did a year ago at Family
Lioltar — about $10 a trip on aver-
age — but they're coming in more
elten, the company satd,

Combined, Family Dollar and

A Wal-Mart wig travels on the Yoterstate 5 side road ear Albany, Ove. The company thrived alter the

recent recession slruclc in late 2007,

nggressive ahout being the low-
price leades, Instead, the conapn?’
slashed prices on only select prod-
acts, and the deafs were lemporary:
The idew was to deaw customers
into stores for the bargains and
hope they would also pick up other,
maore proftable items,

Last Memorial Day weekend,
Wal-Mart advertised dramutic
price cuts on 22 items, inchuding a
40-punce bottle of Meinz ketchup
(o1 $1, less thau half price.

But the strategy failed,

The economy was still weal,
Customers were serntinizing
prices as many had never belore.
They discavered thal ¥Wal-Mart
couldnt be counted on Lo have the
lowest price oo some items, it

Dollar Cenceral took in about 520
billion iu the latest fiscal yeu, just
3% of Wal-Marls 8408 billion in
revenue. But together, they have
thousards more stores than Wal-
Mart, nnd their revenue is growing
ut an eoviable mte.

“Fhe number of openings of dol-
Lt stores, and just the sheer den-
sity and convenience, has heen a
[eompetitive] faetor” for Wal-Mart,
Duke said. “These’s uo doubt the
customer wants vilue, hut they also
want convenience,”

Family Dollar's strategy is to
blanket a vegion with stores, clus-
tering them sometimes less than a
mile apart and along fus youtes,
rollar General has more than
9,000 stores and said it sces 12,000

Wal-Mart CEO Michael Duke spolee at the Werld Economie Forwn

in Davos, Switzevland, on Jan, 28.

more in its future, including plans
for 623 this year.

in Saddle Brook, Cindy Collins,
50, and her wmother, Winnie, 71,
could go Lo Wal-Mart for everything
they need. But they favor the newdhy
Dollar General, which epened a
year ago, for their weekly shopping,

“We'can get coredl, paper prod-
uets, cat food or whatever we need
here. It's alsy easy to get fn and

out,” seid Cindy, who lives in
nearhy Elmwood Pack.

Target scored o win against
Wal-Mart with its 3% discount Jor
purcases paid with a Target eredit
or debit card. The incentive,
launclied in Qetober, applies to
everything sold in its sloves, [rom
toys to fastseliing IPads.

Wal-Mart won't match the dis-
count, even tiough s fosing cus-
tomers like Tomacinia Curlez, She
lives closer to the Wal-Murt in Sad-
dle Brook but chose Lo shap a T
ret in Paramus hecause of the

iscount. She saved §4.60 on a
rocent trip, “It does add up over
timie,” she said.

“¥hat is hammesing Wal-Mart,”
snid Craig Johnson, who rans the

consulting, flom Customer Growth
Parlners,

Encke said Joyalty and eredit casd
pmi;mms are expensive to rum, anl
WakMart wants to give low prices
to ol shoppers.

Tavget s Wal-Mart’s lugest rival,
thaugh its revenue of $65 billion
for its lutest Fscul year was only
one-sixth of Wal-Mart’s, Taget has
rauintained ity repuiation for stylish
clothes at fow prices, It’s also added
fresl: [ruits and vegetables to an
expanded grocery section.

Bl Wholesale clubs, particularly
Costen, weathered the recession
and are picking up Wal-Murt cos-
tomers, o, Shoppers are drawn by
such products as premium beof at
competitiva prices and well-known
heands, sueke ag coats from designer
Michael Kors that are offeved at
steep discomzts and in lmited quan-
Lities, Wall Street Stratepies analyst
Brinn Soxzi described siﬂupping ab
Cosley as o "tremsure hunt.”

Costeo's membership, which
ineludes small businesses, grow
by 2 million to 58 million last fis-
cal year, Customers shopped il
warehouses more often and spent
wboul 2.5% more on each visit
than they did in 2009, the cont-
pany suid.

Wal-Mart hopes the holiday season
matked the end of the declining rev-
enue. Analysty surveyed by Thsmson
Rewters expect Wal-Mart to report a
0.9% fnereaso in revenue [or Lhe
November-through-January quarter.
Wal-Muart will release its quarterly
aud year-end results Tek, 22,

Ttsastwt.

Wal-Murt expects other changes
to fuel growth. They include:

H Going beyond the return to
“everyday fow prices.” Wal-Mart
raised the ante in the fll by pledg-
ing o matceh competitors’ prices,
The company is also pressing its
supplios to give it Lthe Ilowc. prices
o goods inchuding clothes, lood
and cosmetics, said Cameron Smith,
a recruitey for Wal-Mart vendors.

(See wat-Matet, p. 17)
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Wal-Mart Plots Rebound

(Continued from p. 15)

Restocking thousauds of gro-
coxy jtems. It plans L finish adding
ek products to all its depart-
ments by spring,

Revamping its elothing
department to focus on basies like
soeks, undorwear and no-frills
jeans, which are selling better

than other clathes.

Collaborating with suppliers to
offer products in smaller sizes,
st for under n dolli:

& Opening move smuller stores,
Some will ii\e [ess than, 30,000
styuare feat, about a sixth of the size
of the nverage Wal-Mart store.
Theso will be in towns the com-
pany figures can’t suppurta big-bex

store, in on eflort to go head-ta-
liead with daliar stores.

The company i also loeking to fol-
Tow the suecoss of FHome Depot and
Tavget by moving lato whan prews.

It's already moving il Chicage,
and Jg loaking at sitos in Washing-
ton. Duke snid Wal-Mart bas ils
eva on New York, too, where Wal-
Mt cafeulates that city dwellers
using credit eads spent $163 mil-
lion at Wal-Mzarts in the suburbs
lust year.

And Wai-iart plaos to tp mae-
kots where no one clse goes.
Puke culls them “fopd deserts,”
eity neighborhoeds whore the few
places fo shiop have limited prod-
uets, Tow healthy eptions and
Ligh prices.

e hnve an opportunily here to
wiow our husiness, to serve more
customers, ko open stoves, anel that
is somethiog we are posilive
about,” Thike said,

Wal-Mart still Faces ohstacles.
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Rising gas prices und high unem-
ployment hurt Wal-Marts working-
class custoners, Soaving prices fov
("Onnﬂﬁ[‘htics ]'ﬂll)f l'ﬂ‘dkf} gl‘() wins
mare epensive [0 the retaer.

Bt the company has vightod
itself bulore. Underestimating
Wal-Mart would be a mistuke,
Toseph Feldman, a muavaging
divector at ‘Telsoy Advisery Group,
n research compiny, warned,

“The company a}ways figures it
out,” he saﬁr}.




