Retailers Who Are Moving Ahead

Not everyone’s closing up shop — these retailers and restavrants have made strides in 2009,
and are planning expansions in 2010, and beyond.

s the holidays approach, the re-

tail industry is showing signs of

1ew life. Buoyed by 3.5 percent
third-quarter growth of the gross domestic
product, the retail sector may have seen
the worst.

Always important to the rebound are
plans for store expansion. In fact, 2009
shows more than 250 individual retailers
who had plans to expand by more than
a total 10,000 units. A summary by mer-
chandise class is given below:

TYPE COMPANIES  UNITS
Food and Beverage 113 4,258
Apparel 63 1,506
Discount Stores 7 1,263
Department Stores 4 78
Apparel — Cosmetics 4 184
Other 69 2,932

Announced plans for 2010 mclude
more than 49 different retailers with plans
for more than 3,500 new locations. While
not all of the aforementioned expansions
are 1n the United States, the sheer volume
signals better times for the retail sector.

THE Top 50 1N 2009

A list of the top 50 expanding com-
panies by number of units is shown in
Chart 1. As can be seen, the most ex-
pansive include McDonalds at 1,000 new
units; Walgreens at 554 units; Dollar
General at 500; Subway at 484; Zara at
450 (through 2011) ; GameStop at 400;
Family Dollar at 385; Dollar Tree at 235;
7-Eleven at 200; and O’Reilly Automotive
at 150. Obviously, the lower end of the
retail spectrum 1s gaining the most in this
recession.

But that 1s not the whole story. Some
of the more interesting of the retail sto-
ries are discussed below, after the discus-
sion of retail expansion by merchandise
category.
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CHART 1: U.S. RETAILERS EXPANDING IN 2009

TOP 50 COMPANIES
# | NAME #S#T%ZES # | NAME #S#T%T?ES
1 McDoNALD's 1,000 26 PANERA BREAD 80
2 WALGREENS 554 27 BurraLo WiLo WinGs 75
3 DoLLAR GENERAL 500 28 IHOP 75
4 Susway 484 29 ALDI SUPERMARKETS 75
5 ZARA (THROUGH ZOLL WORLDWIDE) 450 30 GYMBOREE 75
6 GameSToP 400 31 TARGET 75
7 Famiy DoLLar 385 32 FASTENAL 73
8 DoLLar TrRee 235 33 DARDEN 70
9 7-ELevEN 200 34 WENDY's 70
10 | O'RewLLy AuTomoTIVE 150 35 SEPHORA 69
1 Papa JoHN's 140 36 CHIck-FiL-A 64
12 | Prav N TraDE 140 37 SMASHBURGER 60
13 | CHipoTLE MEXICAN GRILL 120 38 PET SmaART 60
14| WaL-Marr 12 39 Bep Bath & BevonD 57
15 | Popeve's (AFC ENTERPRISES) 10 40 Brown SHoe Co. 56
16 | WiReLESS ZONE 102 41 KoHL's 56
17 | Go GREEN STATION 100 42 Famous FooTweaR 55
18 | Papa MurrHY's 100 43 VapianO 55
19 | YosHiNoYA 100 44 SUPERVALU 53
20 | AunTiE ANNE'S 94 45 HiBBETT SPORTS 52
21 | AFC ENTERPRISES 90 46 Ross DREess FOR LEss 50
22 | FresHi 90 47 CVS Beauty 50
23 TJX Stores (TJ Maxx, MARSHALLS, 85 48 JACK-IN-THE-BoX 50
HomeGoobs, A.J. WRIGHT)
24 | Lowe's 85 49 Bic Lots 50
25 | Auto Zone 84 50 SPRINT BoosT MoBiLe 50

This article contains data from an article, “Recession Expansion: Complete List of 2009 U.S. Retail
Industry Store Openings” by Barbara Farfan that appears at http://www.about.com. Numbers cited
in this article were for future stores planned as of 2009 (expansion in 2009 and beyond).




THE Top 50 BY MERCHANDISE
CLass

As the saying goes, the devil is in the
details. A look at some of the more expan-
sive retailers in each merchandise class
provides a picture of what is happening
now and what the outlook holds.

Food and beverage operators, as shown
in Chart 2, comprise the majority of new
locations, accounting for more than 4,200
new units. Some of the most prolific in-
clude McDonalds, Subway, 7-Eleven,
Papa John’s, Chipotle Mexican Grill,
Popeye’s, Go Green Station, Papa Mur-
phy’s, Yoshinoya, and Auntie Anne’s.

In the apparel and accessory category,
the top 50 companies’ number of units is Walgreens has the second largest number of stores planned in 2009,

shown in Chart 3. second only to McDonalds.
Zara, a fast-fashion Spanish retailer, is

the most expansive, although their 450- CHART 2: U.S. RETAILERS EXPANDING IN 2009

unit expansion iIlClUdGS stores Worldwide Top 50 Foon ANn BEVEHAGE chPANIEs
through 2011. TJX Stores’ expansion

indicates the public’s thirst for discount

o # OF # OF
fashion. Brown Shoe Company, Famous # | NAME STORES # | NAME STORES
Footwear, and Ross Dr?ss for Le?s makt?- 1 MeDowD's 1,000 % | Arors 20
up the number three, four, and five posi-
tions. Forever 21’s new format larger store |2 | Suswa 484 27 | EcevaTion BureER 40
will account fo.r th§ mgjority of the 44 new |3 7-ELEVEN 200 8 MARCO's Pizza 40
stores and again highlights the public’s de-
1 . 4 Papa JoHN's 140 29 Rep Manco 40
mand for current fashion at a low price
brought to market ASAP. Aeropostale, |5 CHIPOTLE MEXICAN GRILL 120 30 | CHu's 37
with .its ine).(pensive teen clothing, is ex- g [ popeyess (AFC ENTERPRISES) 110 31 NoopLes & Company 35
panding while many in the genre are los- . p— oS o — o
ing market share. Fashion Metro, Urban O SREEN STATON Ay
Outfitters and Dress Barn finish out the |8 [ PapaMureny's 100 33 | SwootHie Kine 32
top 10 and continue the trend of reason- |9 | Yosumova 100 34 | TastiD-Lme 30
ably prlced fashion-forward “cheap-chic 10 | Auntie Ame's 94 35 | Teavaw 30
clothing.
11 | AFC ENTERPRISES 90 36 FRresH & Easy 26
10 RETAILERS/RESTAURANTS TO 12 | Frest 90 37 | Taco Maxer 25
Warch IN 2010 13 | PaNERA BREAD 80 38 PusLix 24
Many of Athe .expandlng ret;ulers‘are 14 | BurraLo WiLo WiNGs 75 39 SHEETZ 23
unexpected n this downturn. Ten of the
more interesting and prolific brands are [ 15 | IHOP 5 40 | Rep Rosin GourveT Bureers [ 21
highlighted below. 16 | ALDI SUPERMARKETS 75 41 GHenais GRILL 20
. 17 | D 70 42 Texas R 17
Acropostale —With 40 new stores planned AROEN EXS TORDHOUSE
for 2009, this teen apparel retailer is grow- | 18| Wenoy's 70 43 | Fauous FamicLia 16
ing while most competitors in its category 49 | Chiok-Fi-A 64 44 | LONGHORN STEAKHOUSE 16
lagging. Inventory 2 (W
are lgglng. fven Or}( managermen ‘l‘new 20 | SMASHBURGER 60 45 NRGize LiFestyLE CAFE 15
brand serving 7- to 12-year-olds (P S from
Aero), and double-digit sales increases in 21 | Vapiano 55 46 WHoLe Foops MARKET 15
2009 back Aeropostale’s success. The |99 | sypervay 53 47 | Rowov's 13
brand is poised to exceed earnings pro-
S . 23 | Jack-IN-THE-Box 50 48 HARRIS TEETER 12
jections through year-end.
24 | EinsTEIN BRoOS. 43 49 BuRrGER KiNG WHOPPER BAr 12
Go Green Stations — This new alternative
. . . . . 25 | APPLEBEE'S 40 50 FanNiE MAY CoNFECTIONS 12
fuel distributor 1s planning approximately
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100 convenience stores in 2009 and 1,000
in 2010, located on the eastern seaboard.
The company is a subsidiary of Alterna-
tive Fuel Distributors, organized in 2007
to develop, construct, own and operate
convenience stores offering alternative fu-
els and convenience goods to retail cus-
tomers. Fuel available will include E-85,
which 1s a grade of fuel comprised of 85
percent ethanol. The company currently
operates 1,500 stations i the United
States.

Ulta Salon Cosmetics and Fragrances
— One sector that always does well in a
recession 1s moderately priced cosmet-
ics, and Ulta 1s one of the best. Offering
an extensive cosmetics line and beauty
products as well as a store brand, this
retailer also has a salon. Visit any store
and you will observe women of all ages
primping and experimenting with beauty
products of all kinds. With 35 new stores
announced 1n 2009, Ulta will be one to
watch as the economy improves.

Smashburger — This cook-to-order An-
gus beef burger is “smashed,” seared and
seasoned on the grill and topped with a
variety of cheeses, fresh produce and
condiments. The food is served quickly
and on a plate — not in a bag. Smash-
burger offers online, telephone orders or
in-store dining. Smashchicken sandwich-
es, salads, veggie frites, haystack onions,
Haagen-Dazs shakes, beer and wine are
also offered.

Buckle — With a shopping cart of more
than 75 brands, this retail giant owns
Guess, Lucky, Billabong, Hurley and
Converse, making it one of the premium
brands excelling in a down economy. The
company also owns a less expensive line
of private-label apparel. About 370 retail
stores have thrived in the past 24 months,
and 20 new stores are planned for 2009.
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CHART 3: U.S. RETAILERS EXPANDING IN 2009

TOP 50 APPAREL COMPANIES

# | NAME gT%':?ES # | NAME #S#T%T?ES
1 ZARA (THROUGH ) 450 26 CLARRE'S 17
2 TJX Stores (TJ Maxx, MARSHALLS, 85 27 Caro 15

Howme Goops, A.J. WRIGHT)
3 BRrown SHoe Co. 56 28 Goopy's 14
4 Famous Footwear 55 29 AJ WRIGHT (TJ Maxx) 13
5 Ross DREsS FoR LEss 50 30 J. Crew 12
6 Forever 21 44 31 LiLLIANS SHoPPES 12
7 AEROPOSTALE 40 32 ConcH "
8 FasHion MeTRO 40 33 CoLpwaTER CREEK 10
9 URrsaN OUTFITTERS 85 34 DSW 10
10 | Dress Barn 31 35 NorbsTROM RACK 10
1 AMERICAN APPAREL 30 36 P.S. FRoM AEROPOSTALE 10
12 STAGE SToRES (BEALLS, PALAIS 30 37 SHOE CARNIVAL 10
RovaL, PeBBLES)
13 | Averican EacLe 28 38 ABERCROMBIE & FITCH 10
14 | Limrep Branps 28 39 STRIDE RITE 7
15 | Foor Locker 25 40 Bese 6
16 | Gap 25 41 CHILDREN'S PLACE 6
17 | TRUE REeLIGION APPAREL 25 42 CoLE Haan 6
18 | BeaLLs 22 43 HENRI BENDEL 6
19 | EspriT (U.S. & worLDWIDE) 22 44 10 MeTro 6
20 | CHaroTTE Russe 20 45 LANE BRYanT 6
21 | Herwes (Asia & US) 20 46 FiNisH LiNE 5
22 | Jmmy Jazz 20 47 Guess 5
23 | WeT SEAL 20 48 Juicy CouTuRE 5
24 | THe BuckLe 20 49 Saks OFF 5TH 4
25 | Tawgor's UpscaLe OuTLET 18 50 TaNDY LEATHER 4

Red Mango — While most premium food
operators are suffering in these slim eco-
nomic times, this premium yogurt opera-
tor from Korea is planning 40 new units
m 2009. With only one operator as its
true competitor (Pinkberry), Red Mango
offers a delicious brand of yogurt offered
i limited flavors including Green Tea,
Pomegranate by POM Wonderful, and
Tangomonium. Also offered are fresh
fruit toppings, dry cereal and Ghirardell
chocolate sprinkles.

Buckle 1s a brand on the rise; it’s one

Freshit — With fresh and natural food
products as its overriding concepts, Freshii
1s one of the most prodigious food opera-
tors in 2009, with plans to open 90 new
units. The brand focuses on healthy, fresh
meals and snacks served quickly. Freshi
offers build-your-own salads, wraps, rice
bowls and soups. As of July, the chain
had 15 units open in Chicago and To-
ronto, with restaurants under construction
i Illinois, Washington D.C., California,
Pennsylvania, Colorado and Wyoming.

of the few apparel retailers who are

expanding. The company had 20 stores planned i 2009.

64 + SHOPPING CENTER BUSINESS < DECEMBER 2009



The Dollar Segment Stores — Once the
domain of the lowest consumer economic
sector, this retail category 1s thriving in to-
day’s economy. The three major players
are planning more than 1,000 stores by
year-end 2009, as shown below:

Family Dollar 385 units
Dollar General 500 units
Dollar Tree 235 units

Even when the economy recovers, this
segment 1s poised to keep doing brisk
sales, as the growing Boomer demograph-
ic reaches retirement age and must cope
with fixed incomes.

Vapiano — This chain offers casual din-
ing serving hand tossed pizzas, fresh pasta
and gourmet salads. With 30 locations,
another 100 are under development, and
55 are coming online in 2009. Custom-
ers use a “chip card” to order food and
drinks with their own individual choices
of ingredients.

Chipotle Mexican Grill — This chain spe-
cializes in burritos and tacos using high-
quality raw ingredients and classic cooking
methods. With 830 restaurants, this fast-
casual operator was bought by McDon-
alds, who has since sold the chain in 2006.
The restaurant design adopts simple ma-
terials in a distinctive way, offering venues
more architectural and less standardized
than other fast casual restaurants. In 2009,
Chipotle will build 120 new units.

!

Panera Bread — Panera Bread sells fresh
food and warm bread at full price, encour-
aging customers to linger in the store and
use the Wi-I1 or visit with friends. The St.
Louis based company had sales increases
of 16.2 percent in 2008 and profits were
up 33 percent in the first half of 2009.
Annualized growth has been more than
31 percent. Panera Bread is opening 80
new units in 2009. SCB

Jill Bensley is president of Ojai,
California-based |JB Research
Co. She can be reached by email
at jill@jbresearchco.com. Erica
Barton is an independent research
consultant based in California.

This article originally appeared in Shopping Center Business, December 2009. ©2010 France Publications, Inc.
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