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* According to the U.S. Department of

Commerce

 "Retail e-commerce sales for the first
quarter of 2019, adjusted for
seasonal variation, but not for price
changes, was $137.7 billion, an
increase of 3.6 percent (£0.7%) from
the fourth quarter of 2018”

Table 1. Estimated Quarterly U.S. Retail Sales: Total and E-commerce!
(Estimates are based on data from the Monthly Retail Trade Survey and administrative records.)

 Technology is on the rise and so is the
access to it. With constant developments
in the ease and availability of products
through the use of digital platforms, more
and more consumers are taking their
purchases online.

* By understanding the trends behind sales
and engagement, we can better manage
the way we market to our guests. _
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 Comparing the trends found in sales and
engagement levels on the social media
platforms, we can gain a better
understanding of the movement in which
the consumers are more comfortable in.
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 Target’s comp sales and percentage of
online engagement is greater than
Walmart U.S.
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