SURVEY FINDINGS: ABOUT THE STUDY
about the study

ABOUT THE STUDY

N

ow in its ninth year, the Retail Horizons study

The data collection period ran from September to October

is the retail industry’s most authoritative source

2010. The primary research instrument was an extensive

for benchmarks and trends. The study encom-

online questionnaire consisting of nine sections and more

passes in-depth primary research, based on a detailed

than 75,000 individual data points.

survey of hundreds of retail executives and interviews with
industry executives and thought leaders. Survey results are

The survey sections include:

reported on an aggregate basis; individual company results

UÊ General/Financial

are confidential.

UÊ Store and Field Operations
UÊ eCommerce

PROFILE OF PARTICIPATING COMPANIES
This year’s edition of Retail Horizons includes responses
from 135 North American retail companies and more than
318 individuals responding on their behalf.
The companies vary in terms of size, offering, and type

UÊ Supply Chain Management
UÊ Merchandising
UÊ Marketing and Advertising
UÊ Customer Insight
UÊ Human Capital
UÊ Information Technology

of retail business. Participants represent a range of busi-

Over the nine years of Retail Horizons research, modifica-

ness classifications from general retailing segments, such

tions have been made to the online survey instrument to

as department and specialty, to supermarkets, restaurants,

reflect new developments and trends in the retail industry.

and online companies.

The researchers have done so with careful attention to the
study’s role in providing rich benchmarking and trend data

PURPOSE AND METHODOLOGY
The Retail Horizons study was initiated in 2002 to identify
key benchmarks for the industry, report retailers’ key business priorities and plans, and track established and emerging retail trends.

enhanced by a long-term perspective.
Where still relevant to retailers’ activities and plans, the
scope of the study’s subject matter has remained substantially the same throughout the nine years of data collection
and analysis. The resulting reservoir of data provides a

The study’s audience includes retail executives, suppliers

rich source for analysis. Where applicable, the researchers

to the industry, consultants, analysts, and all who wish to

cite not only data from the current study year, but also

monitor the retail sector’s performance.

comparable data from across the nine years of the study.
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Exhibit 1: Respondents by Business Classification

Exhibit 3: Respondents by Number of Stores

Big Box
Department Store

10%

Discounter
2%
4%
2%
3%
1%

38%

20%

Drug Store

13%

28%

<50

8%
9%

201-500

Grocery Store
Oline/Direct Marketing

51-200
501-1,000

21%

20%

Other

1,001-2,000
>2,000

Restaurant

23%

Specialty
Specialty Apparel

Exhibit 2: Respondents by Net Sales, in $ Millions

2%

Exhibit 4: Respondents by Number of Employees

<50
13%

1-100

7% 7%
2%

51-500

22%

9%

22%

5%

1,001-5,000

25%

5,001-10,000
10,001-50,000

5,001-10,000
34%

>10,000

22%
16%

101-1,000
1,001-5,000

501-1,000

>50,000

18%

Analyses do not represent true longitudinal studies since

Questions concerning any of the data are welcome, and

respondents may vary by year. For illustrative purposes, we

may be addressed to Kathy Mance, Executive Director,

chose 2005 (five years ago) and 2009 (last year) as the basis

NRF Foundation.

for most data comparisons.
In addition to the set of functional reports that form the
core of the study, individual survey questions and data are
included in the appendix for those interested in exploring
the collected data in greater depth.
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