
 

 



 
 



 
 



 
 
 



 
 



 
 
 



 
 

 



 
 



 



 
 



 
 



 

 



 



 

 

 

 



 



 



 



 



 



 



 



 



 



 



 
 
 



 



 
 
 



 
 
 



 
 



 



 
 



 



 



 

 



 



 

 

 



 

 



 



 

 



 



 

 



 

 



 

 



 

 



 

 



 



 



 

 



 



Retail Sales Rose. So Did the Cost of Buying Anything. 

Robert Antoshak 

 

 

Today, I'm ranting about U.S. retail sales, which rose 0.8% in September, giving the enthusiasts another chance 

to celebrate the American consumer. Before any apparel supplier starts holding capacity for the holidays, 

somebody should read the inflation reports that landed the same week. Spending more is easy when everything 

costs more. Getting more for your money is harder, and anyone who’s filled a gas tank lately can explain the 

difference without an economics degree. 

 

Follow the money and most of it ended up at the pump, where sales jumped 6.4%. Strip out gas stations and the 

gain shrinks to 0.2%. Clothing stores didn’t budge. The gas station had a better month than the clothing store. 

 

Flat sales might pass for steady if clothes cost what they did a year ago. They cost 3.4%  

more, while consumer prices overall climbed 3.7%. When a store takes in the same money for pricier goods, I 

start wondering how many fewer garments went out the door. That’s the number a mill cares about. A factory 

needs pieces to sew, whatever happens to the price tag. 

 

I’ll grant the comparison is rough. Store sales count one kind of retailer and the apparel price index tracks 

clothing sold everywhere, so subtracting one from the other won’t give you garment volume. Plenty of clothing 

also moves through department stores, which had a decent month at 1.6%. Still, I’d want to see units before 

believing anyone’s closet is filling up. 

 

Then look at the paycheck. A family spending more at the pump has less left for a new jacket unless wages keep 

up, and in September they fell behind. Inflation-adjusted hourly pay dropped 0.5%. 

 

Getting that jacket onto a shelf costs more, too. The same week’s producer price report showed freight and 

warehousing up 3.4% in a single month. Retailers pinched at the register can’t push all of that onto shoppers, so 

the call goes back to the supplier. Anyone who’s sat across from a buyer knows how it ends: surely you can find 

another few cents. 

 

Apparently, factory efficiency has no upper limit. Buyers want a lower price. They also want the supplier to 

carry the inventory and hold production space open until they’re ready to commit. A cheerful retail headline 

won’t cover any of that when the purchase order shows up late, or smaller than promised. 

 

Before asking a mill or garment maker to gear up for growth, show it unit sales and firm orders. Tell it what’s 

moving at full price and what’s headed for the markdown rack. Maybe the holiday season proves me wrong. For 

now, I don’t see more work coming to the factory floor. That 0.8% is mostly a gas receipt. 

 

 

 

 

 



 

 



 



 

 

 

 



 

 

 



 

 

 



 



 


