BY THE NUMBERS

Home for the holidays The most developed retail markets in the U.S.
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New York 11% L Nevada 11% If toy sales in Germany don’t outpace other European nations, it's not because German children don’t have
the spending money. German parents give their children allowances at a much younger age than parents in
neighboring nations, most noticeably France.
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Weekly grocery hill by household size Inside the head of the dollar store shopper
Dollar store chains such as 99 Cents Only and Family Dollar aren’t just for the poorest
Five or more $136.40 shoppers. About 29 percent of dollar store patrons in the past six months reported annual

household income of $100,000 or more.

What are consumers buying?

Three or four
Dollar store penetration

(by household income, over past six
months)

Less than $20,000 59%

Candy/gum 24 _

$30,000-$39,999

Greeting cards or gift wrap/bags 34

U.S. average

$50 $100 $150

Dollar for dollar, families eat more cheaply than singles. The
average U.S. household spends $92.50 per week on groceries.
Single-person households fork over $60.10 weekly, while house- Htow mﬁlnv slh[){J mors at dollar 329% 100.000 29
holds of five or more spend roughly $136 — about $27 per person. Stores than last year: 0 $100,000 or more
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How much are they spending? | $17 $50,000-$74,999

Trophy homes Cool Black Friday ahead

The most valuable homes in the U.S. are in California. The state boasts the
highest percentage of homes worth $1 million or more. But Eastern states domi-
nate as a region, occupying six places on this top 10 list.
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Y Rhode Island 1.05 190,745 when the month was relatively warm. The last cold November was in 2000, which
10 - 1 - prompted a 4 percent jump in sales. That bodes well for this year, which will be similarly
W 0.95 88,643 cold. Not only will the all-important start to the holiday shopping season around Black
U.S. AVERAGE 1.02% $139,759 Friday get off to a cold start, but it will be much drier nationally too, which also helps
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